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Background: The brand embodied a set of values and attributes which were appropriate, which 

stimulated consumer interest, which distinguished brand from others and created a unique piece 

of property for its owners. From marketing point of view, brands are the means that consumers 

use to distinguish products and services based on essential and non-essential attributes and they 

are a source of business’s differential advantage. Furthermore, brands communicate tangible and 

intangible advantages and are attractive to a range of feeling. In order to make decisions for brand 

strategy, branding plays an important role. Kotler and Keller (2006) state that a brand is needed 

because it identifies the product, and the responsibility of the product hence lies in the hands of 

the makers or producers of the product. Brands are important in both consumer and business-to-

business situations, where a decision of purchase is needed. A strong brand can create sufficient 

higher total returns to shareholders than a weak brand. Brands are at the heart of marketing and 

business strategy ( Doyle,1998, p.165) and building brand equity or strong brands, is considered 

to be one of the key drivers of a business success ( Prasad & Dev, 2000; p.22). 

Problem Statement: What are the promotional strategies company’s uses to create International 

brand in order to pursue the potential customer in B2C marketing environment?? 

 

Purpose: The purpose of the thesis is to investigate how firm employ effective promotional tools 

and techniques to create and sustain international brand in the customers mind.  

 

Research design: Both Qualitative and Quantitative method is applied in this thesis. Primary 

data is collected from interview (E-mail and telephone) and internet survey, while secondary data 

is gathered from books, journals, and internet source.  

 

Conclusion: The promotional tools capabilities can help businesses to spread the messages to the 

mass market. It is very powerful technique to be used to increase brand awareness of the 

organization. We found out those promotional tools such as sales promotion,  direct marketing, 

personal selling, publicity, advertisement, and internet marketing play vital role to create 

international brand. 

 

Keywords: Brand, Branding, Brand equity, Brand identity, international branding, Brand 

building tools, promotion, advertising, digital media, corporate brand, umbrella brand. 
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CHAPTER ONE: INTRODUCTION 
 

The beginning is the half of every action. This chapter presented briefly the problem area by 
describing the background of the problem, which  is  discuss  in  the  problem  discussion  and  

concluded  with  research  question, research purpose, limitation, definitions and disposition. 
---------------------------------------------------------------------------------------------------------------------  

1.1 Background: 

In today’s global market place, brands are central issue in marketing of today. Brands are a 

relatively new phenomenon in international marketing, but branding has existed in individual 

countries in a dominant form at least since the start of the twentieth century. Because they are 

targeted at the mass consumer market, consumer product brands are better known than industrial 

product or service brands (Bradley, 2005). Since the earliest times producers of goods have used 

their brands or marks to distinguish their products. Brands have developed over the years in 

number of significant ways. First, legal systems like intellectual property (trademarks, patents, 

designs and copyrights) have recognized the value of brands to both consumers and producers. 

Second, the concepts of branded goods have been extended successfully to embrace services and 

other less tangible types of offering. Third, and perhaps most importantly, the ways in which 

branded products or services are distinguished from one another have increasingly come to 

embrace non tangible factors, as well as such real factors as size, shape, make-up and price. 

Finally, as a result of all this development, it has been acknowledged by financial and marketing 

communities alike that brands do not merely have consumer values but also financial values, and 

that is value can be measured (Murphy, 1998). The brand embodied a set of values and attributes 

which were appropriate, which stimulated consumer interest, which distinguished brand from 

others and created a unique piece of property for its owners. The original meaning of the word 

’brand’ seems to derive from an old Norse word brand, which meant ’to burn’  (Inter brand 

Group, 1992). According to Charlie, Power brand means uniquely successful blending together of 

qualities and attributes both tangible and intangible. The brand offers a unique set of values and 

attributes which are appealing and which people are prepared to purchase. Therefore, Branding 

consist the development and maintenance of sets of product attributes and values which are 

coherent, appropriate, distinctive, protectable and appealing to consumers.  Kotler and Keller 

(2006) state that a brand is needed because it identifies the product, and the responsibility of the 

product hence lies in the hands of the makers or producers of the product. After a customer has 

been contact with the brand and the product through its marketing activities, the customer has 

created a perception of the brand. After that, the brand can be identified by the customer. The 

increasing growth of globalization has forced companies to consider the importance of branding 

(Yu Xie & Boggs, 2006). Yin wong & Merriless (2007) state that branding has remarkable 

potential for international marketing. According to Kotler, brands are gradually more vital for 

companies in just about all industries since customers face a great number of different suppliers. 

Czinkota & Ronkainen (2004) state that brands are important because they shape customer 

decisions and, ultimately, create economics value. Brands are important in both consumer and 
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business-to-business situations, where a decision of purchase is needed. A strong brand can create 

sufficient higher total returns to shareholders than a weak brand. Brands are at the heart of 

marketing and business strategy (Doyle, 1998, p.165) and building brand equity or strong brands, 

is considered to be one of the key drivers of a business success (Prasad & Dev, 2000; p.22).Brand 

equity is the incremental value added to a product by its brand name (Farquhar, 1989; Srivastava, 

2009).According to Aaker (1991), brand equity is a multidimensional concept. It consists of 

brand loyalty, brand awareness, perceived quality, brand associations and other proprietary brand 

assets. High brand equity implies that consumers have a stronger association with the brand, 

perceive the brand to be of higher quality and are more loyal towards the brand. Increased 

dimensions of brand equity lead to an increase in brand equity because each of these dimensions 

is positively related to brand equity (Yoo, Donthu & Lee, 2000).One of the major contributors 

towards building brand equity is advertising (Aaker & Biel, 1993). Advertising creates awareness 

of a brand and increase the profitability that the brand is included in the consumer’s evoked set. 

According to Rice and Bennett (1998), effective advertising not only increases the level of brand 

awareness, but also improves attitude toward the brand and strengthens its image. Therefore 

promotional tools are important to building strong brand.   

Company’s is trying to influence consumers into buying their product instead of their 

competitors’ products. To do so, they need to differentiate themselves through branding is very 

important. They need to convince the customers that their product offers a higher value. A strong 

brand is nowadays considered a valuable asset (Melin, 2001). Brands are usually develop within 

a country and then introduce to foreign markets as they become accepted through advertising, 

word of mouth promotion by visitors, adaptation and strategic development by the company. 

Brand extensions in international markets usually involve: transferring a product benefit from the 

competitive advantage of an established product using a variation of the marketing program and 

using an umbrella brand (the organization and all its products are branded under the same 

corporate name) to bring a range of new products to the market and to transfer the success from 

one market to another market (Bradley, 2005). International brands are reassuring to consumers, 

take advantages of the enormous and growing promotional overlap between countries brought 

about by travel, sports, sponsorship, satellite TV and so on. Most importantly, international 

brands provide companies with coherence to their international activities. In theory each of these 

brands should be more ideally adapted to particular local conditions; in practice the appeal, 

coherence and power of competitive international brands makes it difficult for the local brands to 

compete (Murphy, 1998). To brand internationally is to identify and differentiate products or 

services consistently across varying cultural, linguistic and geographic markets. 

There are several reasons to write about this issue that firstly brand have become a crucial part of 

the marketing strategy of an organization to achieve their objectives. Established brands have the 

potential to strengthen the ability to compete and increase its growth and profitability. 

Knowledge and understanding of this fact make brands important in the formulation of company 
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strategies as a source for sustainable competitive advantage. (Urdu, 1994). Although several 

researches and article have emerged focusing on branding (Hanna & Camilla (2008), Wattanasit 

& Panglad (2010), Kinch (2008) and Birnik and Sheth, (2010), Thomas (2003), Simon & Judy 

(2005), Cheng, Blankson & Chen (2005), Berry & Seltman (2007) but little research has been 

undertaken to examine promotional strategy and international branding within Advertising firm. 

According to Berthon, Ewing and Napoli (2008), the brand awareness literature has focused 

almost exclusively on large, multinational brands, where advertising firm has been largely 

overlooked. The motivation of this study is therefore to address the lack of re-search focused on 

the use of promotional strategy by Advertising firm to create international brand. Thus this 

research appears to be the first academic investigation of Branding phenomenon in Bangladesh 

advertising agency. 

1.2 Problem Discussion: 

The brand embodied a set of values and attributes which were appropriate, which stimulated 

consumer interest, which distinguished brand from others and created a unique piece of property 

for its owners. Nowadays global market is quite attractive for high competition environment. 

First is to reduce risks and uncertainties of the business in their home countries. Second is to 

exploit the growing global market for goods and services which can lead to economies of scale 

and the increasing of market share. In order to be visible in global market, brands can be used to 

play an important role. From marketing point of view, brands are the means that consumers use 

to distinguish products and services based on essential and non-essential attributes and they are a 

source of business’s differential advantage. Furthermore, brands communicate tangible and 

intangible advantages and are attractive to a range of feeling. Critical advantage of branding is for 

product identification, and it is also the key element for marketers to differentiate a product from 

its rivals. Brand building started with understanding the key attributes about the product and 

service in the customer minds by various brand building tools. The media contributed 

comprehensively to the creation of international strong brand. Brand building tools are the means 

of marketing communication by which companies aim to inform, persuade, and remind 

customers-directly or indirectly- about its products and brands. Therefore, the problem in this 

research paper, we investigate the role of various promotional tools in the successful 

establishment of strong international brand. With the brand name at home, promotional tools are 

played vital role to create international brand.  

1.3 Research Question: 

The research paper deals with knowing the insight about the promotional tools and its impact on 

the area of international brand building through promotional strategies. Therefore, the research 

question we developed for this study is:” What are the promotional strategies company’s uses to 

create International brand in order to pursue the potential customer in B2C marketing 

environment??” 
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1.4 Research Purpose: 

The purpose of the thesis is to investigate how firm employ effective promotional tools and 

techniques to create and sustain international brand in the customers mind.  

1.5  Delimitations of the Study: 

Although this study makes several significant and important contributions, its limitations should 

be noted. Branding is the vast and new phenomenon. It cannot be discuss in details due to time 

and knowledge limitation. The required data was not available the secondary sources and lack of 

updated information.  Finally, the empirical data were collected from a Bangladeshi company in 

the Advertising agency. This thesis was conducted based on interviews with the company via 

Skype. Due to communication gap we cannot conduct face to face interview with the company. 

We gleaned data from analysis only one case study of the company that is not enough. And also, 

there has research gap regarding international brand with advertising firm.
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1.7 Definitions: 

This section provides number of definition for the readers to understand the terms that readers 

might not be familiar. The reader will go through these terms throughout the whole paper. 

 

Brand building tools: Brand building tools are the means of marketing communication by which 

companies aim to inform, persuade, and remind customers-directly or indirectly- about its 

products and brands. 

 

Advertising: Advertising is defined as any paid form of non-personal communication about an 

organization, product, service or idea by an identified sponsor (Keller, 2008). 

 

Direct marketing: Direct marketing is a system of marketing by which organizations 

communicate directly with target customers to generate a response or transaction. (Belch & 

Belch, 2009). 

 

Internet marketing: Internet marketing can be simply defined as: Achieving marketing 

objectives through applying digital technologies (Chaffey, 2009). 

 

Brand awareness: Brand awareness refers to the customers' ability to recognize and recall the 

brand 

 

E-mail Marketing: E-mail marketing most commonly used for mailing to existing customers on 

a house-list, but can also be used for mailing prospects on a rented or co-branded list 

 

Social media: According to Carlsson (2010), social media are web related services where people 

can talk, share information, and forge new relationships. 

 

Sales promotion: sales promotions are incentives of various kinds that are used to increase the 

value of a market offering over a specified period of time (Kotler (2006). 

 

Personal selling: Kotler (2006) Face to face interaction with one or more prospective customers 

for the main purpose of obtaining orders is generally called personal selling. 

 

Publicity: Publicity is non-personal communications such as press releases, media interviews, 

press conferences, features articles, newsletters, photographs, films and tapes 

 

Sponsorship: Sponsorship is a business method for communication and marketing which, in the 

short and long term, has the aim of contributing to the sponsor’s brand awareness and image, as 

well as increasing the sponsor’s sales (Mikael & Magnus, 1999). 
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Brand: A name, term, sign, symbol, design or a combination of these that identifies the markers 

or seller of the product or services (Kotler et al. 2005). 

 

Brand Equity: A set of brand assets and liabilities linked to brands, its name and symbol that 

add to or subtract from the value provided by a product or service to a firm and to that firm’s 

customers (Keller, 2003). 

 

Brand identity: Brand Identity is a unique set of brand association that the brand strategists 

aspire to create or maintain. These associations represent what the brand stands for and imply a 

promise to the customers from the organization members (Aaker, 1996). 

 

Brand Meaning: Brand meaning is the concept or impression that immediately comes to the 

customer’s mind in reference to the brand. It is the organization’s reputation or image with that 

customer (Keller, 1993). 

Brand responses: Brand responses refer to how customer’s responded to the brand, its marketing 

activity, and other source of information, that is, what customers think or feel about the brand. 

 

Brand judgments: Brand judgments focus upon customers’ personal opinions and evaluations 

with regard to the brand.  

Brand feelings: Brand feelings are customers’ emotional responses and reaction with respect to 

the brand 

Umbrella brand: The organization and all its products are branded under the same corporate 

name. 

Brand relationships: Brand relationship refers ultimate relationship and level of identification 

that the customers has with the brand.  

 

Brand resonance: Brand resonance refers to the nature of the relationship that customers have 

with the brand and the extent to which they feel that they are ’in synch” with the brand. 

 

Corporate brand: The corporate brand is the overall umbrella for the corporations’ activities 

and encapsulates its brand dimensions such as corporate vision, values, personality, positioning, 

and image among many other dimensions (Kotler & Pfoertsch, 2006). 

 

International Branding: international branding is a field within international marketing 

concerned with the challenges that companies face when their brands cross national borders. 

These challenges relate to the essence of the brand in terms of brand name, brand visual (e.g. 

logo, colors) and sound elements (e.g. jingles, music), and brand personality (Whitelock & 

Fastoso, 2007). 
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1.8 Disposition 

 

This research paper consists of six chapters, excluding reference and appendices list. The 

chapters are presented below. 

 

Chapter 1: Introduction 

The introduction chapter includes background of the research, problem discussion, research 

question, research purpose, delimitation and definitions. 

 

Chapter 2: Theoretical framework 

The second chapter consists of some promotional tools which are used as an international brand 

building tools. This chapter presented the theoretical background which will be applied and used 

to analyze collected data and information. 

 

Chapter 3: Methodology 

This chapter discuss about data collection procedure. Methodology will provide clear idea 

about data collection procedure of this thesis paper. We used both qualitative and quantitative 

method. Data collected by primary and secondary method. 

 

Chapter 4: Empirical Findings 

In Empirical findings the authors will present all collected information through primary and 

secondary  data  such  as  customer  survey,  interview  with  company , focus group discussion, 

and  web information. 

 

Chapter 5: Analysis 

This chapter authors will analyze the data and interpret the data through using theoretical 

framework and observed from real-world observation or data from the company and customers.  

 

Chapter 6: Conclusions & Recommendations 

This chapter sums up the analyzed data providing the reader with conclusions and answers 

for the research questions and the purpose including recommendation and also proposed 

further research. 
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CHAPTER TWO: THEORETICAL FRAMEWORK 

This  is  theoretical  background  of  the  study  with  relevant  literature  review.  This chapter 

presented the theoretical background which will be applied and used to analyze collected data 

and information. 

------------------------------------------------------------------------------------------------------------------------ 

2.1 The promotional Strategy: Brand- building tools 

Brand building tools are the means of marketing communication by which companies aim to 

inform, persuade and remind customers directly or indirectly about its product and brands. In a 

way, they dialog and build relationships with customers. The brand building tools are not 

fundamentally different in B2C and B2B areas. The communications program is made up of the 

same major modes of communication (Kotler and Pfoertsch, 2006). 

Promotion has been defined as the coordination of all seller initiated efforts to set up channel of 

information and persuasion in order to sell goods and service or promote an idea. While implicit 

communication occurs through the various elements of the marketing mix, most of an 

organization’s communication with the marketplace take place as part of a carefully planned and 

control promotional program (Belch & Belch, 2009).Traditionally the promotional mix has 

included four elements: advertising, sales promotion, publicity and personal selling. In the modern 

perspective, direct marketing and internet marketing is the major promotional mix elements. Each 

element has different forms and advantages. Organization uses a variety of tools and media 

(broadcast, print, outdoor, in store, digital and others) to engage their audiences and generate brand 

awareness. The six principles of promotional tools are discussed below. 

 

2.2 Advertising: Advertising is defined as any paid form of non-personal communication about an 

organization, product, service or idea by an identified sponsor (Keller, 2008). Advertising is 

commonly defined as paid, one-way promotional communication in any mass media. Wells et el 

(1992), advertising is paid non-personal communication from an identified sponsor using mass 

media to persuade or influence an audience. The American Marketing Association (AMA) defines 

advertising as the placements of announcements and persuasive messages in time or space 

purchased in any of the mass media by business firms, nonprofit organization, government agencies 

and individuals who seek to inform and persuade members of a particular target market or audience 

about their products, services, organizations or ideas. According to Paul and Kelly, advertising is a 



15 

 

non-personal form of communication, where a clearly identifiable sponsor pays for a massage to be 

transmitted through media. Advertising is one of several tools used to communicate an 

organization’s marketing offer. One of the distinctive qualities that advertising brings to the mix is 

that it reaches large, often mass audience in an impersonal way. Advertising, together with the 

other tools of the communication mix, is a means of managing demand. At a general level, 

advertising can be used in one of two main ways. First, it can used to influence demand for 

products or service and second it can be used to manage perceptions and understanding about the 

organization as a whole. According to Jones (1991) advertising is capable of persuading people to 

buy a product that they have not previously purchased. Advertising can also generate brand 

awareness for increasing sales.  

The importance of advertisement ranges from awareness, image enhancement, generating sales 

leads, as well as identifying and attracting potential customers for the company. According to 

Lithenthal et al (2006), advertising can open doors for an industrial salesperson (personal selling) 

and at the same time generating awareness and favorable attitudes thereby supporting the sales 

rather than directly causing them. Advertising also have an effect on shareholder maximization 

(Amit, 2010). Another vital importance of advertisement (Hayes et al: 1996) is that, it introduces 

the firm to prospective customers. Mahin (1991), on his part advocates that, advertising opens 

prospect doors, build product/company image, increase brand awareness, differentiate a product 

from competition and generates sales leads. Last but not the least; advertising creates a generally 

more receptive climate prior to the sales visit (Brassington, 2006). The power of advertising to 

affect brand awareness by media shown below. 

2.2.1 Television Advertising: According to Keller (2008), Television is generally acknowledged 

as the most powerful advertising medium as it allows for sight, sound, and motion and reaches a 

broad spectrum of consumers. The wide reach of TV advertising translates to low cost per 

exposure. From a brand equity perspective, TV advertising has two particularly important 

strengths. First, TV advertising can be effective means of vividly demonstrating product attributes 

and persuasively explaining their corresponding consumer benefits. Second, TV advertising can be 

compelling means for dramatically portraying non-product-related user and usage imagery, brand 

personality, and so on. Television is a common medium of information and is very effective in 

delivering a message or in a wide sense, for effective marketing communication. Kotler & Fox 

(1985) stated that television has advantages and disadvantages related to its effectiveness as a 

medium to broadcast advertising messages. The advantages are that the information can be easily 

viewed, listened to, and pictured. Belch & Belch (2004) stated that television is considered the ideal 

medium to advertise as advertisement exposure can showcase the most attractive side of the 

products. The disadvantage of TV advertising is the higher cost, that fact that it can be highly 

confusing medium that the audience is selective. In emerging market like Bangladesh, television is 

the most popular medium for information and entertainment. 
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2.2.2 Radio Advertising: Radio advertising is available on national networks and on local markets. 

Radio stations are designated either AM or FM. An AM or amplitude modulation, station varies the 

height of its electromagnetic signal so that during the daytime it produce waves, called ground 

wave, that follow the contour of the earth (Wells, 2000). An FM or frequency modulation, stations 

differs from AM in that the wavelength (frequency) is adjusted rather than the height (amplitude), 

which remains constant. Because the signal put out by an FM station follows the line sight, the 

distance of the signal depends on the height of the antenna. Bangladesh Radio has expanded its FM 

broadcasting and community radio. 

2.2.3 Print Advertising: Print media are media that deliver messages one topic at a time and one 

thought at a time. Print media offers a stark contrast to broadcast media (wells, 2000) Most 

importantly, because of its self-paced nature, magazines and newspapers can provide much detailed 

product information (Keller, 2008). In general, the two main print media-magazines and 

newspaper- have many advantages. Newspaper advertisement is very effective tool to spread the 

information quickly to a large number of audience (Altstiel & Grow, 2006). Newspaper includes 

broad market coverage consumer’s ability to comparison shop, positive consumer attitudes, 

flexibility and interaction between national advertisers and local retailers. Magazine advertisements 

deliver highly qualified targets and are effective in increasing brand sales and market share. The 

benefits of magazine advertising include the ability to reach specialized audiences, audience 

receptivity, a long life span, visual quality, and the distribution of sales promotion devices. 

Effective print materials are the most tangible means of placing company’s message firmly in the 

hands and mind the customers. 

2.2.4 Outdoor advertising (Billboard): Outdoor advertising includes all forms of advertising that 

provide out-of-doors exposure. These forms may be pictured, written or spoken (Agnew, 1985; 

Nelson & Sykes, 1953; Wilson, 1952). Prevalent forms of outdoor advertising include billboards, 

street furniture, transit and alternative forms. Billboards are the predominant form of outdoor 

advertising and are further classified into bulletins, 8 sheet posters (smaller size), 30 sheet posters 

(larger size), wrapped 30 sheet posters, squared wrapped posters, spectaculars and wall murals 

based on size, shape, and placement. Technology has provided outdoor advertisers with myriad 

options. Most recently, the liberal use of electronics has created ‘‘spectacular’’ billboards that look 

like giant screen televisions, some even with sound. The term 'billboard advertising' relates to the 

usage of signs along the roadways and waysides for the purpose of advertising and promoting a 

range of products and services. 

2.2.5 Mobile Advertisement: Mobile advertising targets users of handle wireless devices like 

mobile phones and personal digital assistants (PDAs). The main advantage of mobile advertising is 

that it can reach target customers anywhere any time. To promote the selling of products or 

services, all the activities required to communicate with the consumers and transferred to mobile 

devices. Combining customers’ user profile and context, advertising companies provide the target 

customers with exactly the advertisement information they desire, not just spam them with 
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advertisements (Tripathy & Siddique, 2008). Andersson and Nilsson (2000) evaluated location 

sensitive SMS campaign effectiveness based on traditional communication effect measures and 

showed SMS campaigns were effective and have a positive impact on brand awareness. 

2.3 Direct Marketing: According to Direct marketing Association (DMA), defined direct 

marketing as” any direct communication to a consumer or business recipient that is designed to 

generate a response in the form of an order (direct order), a request for further information (lead 

generation), and a visit to a store or other place of business for purchase of a specific products or 

services (traffic generation). According to Belch & Belch (2009) direct marketing is a system of 

marketing by which organizations communicate directly with target customers to generate a 

response or transaction. This response may take the form of an inquiry, a purchase, or even a vote. 

Direct  marketing  techniques  are  used  to  reduce  distance  between  buyer  and  seller  through 

squeeze intermediary (Jobber, 2007). Immediate response is very important for service provider 

firms and who are providing service to mass consumers. Direct marketing is one of the most 

effective promotional tools to get   immediate response (Belch & Belch, 2009).  Peter Bennett 

defines direct marketing as the total of activities by which the seller, in effecting the exchange of 

goods and services with the buyer, directs efforts to a target audience using one or more media 

(direct selling, direct mail, telemarketing, direct action advertising, catalogue selling, cable TV 

selling etc.) for the purpose of soliciting a response by phone, mail, or personal visit from a 

prospect or customer. One of the fastest-growing sectors of the U.S economy is direct marketing, in 

which organizations communicate directly with target customer to generate a response and 

transaction. Direct marketing is much more than direct mail and mail order catalogs. It involves a 

variety of activities, including database management, direct selling, telemarketing and direct 

response ads through direct mail, the internet, and various broadcast and print media. One of the 

major tools of direct marketing is direct-response advertising, whereby a product is promoted 

through an ad that encourages the consumer to purchase directly from the manufacturer. Direct 

Marketing is the distribution of products, information and promotional benefits to target consumers 

through interactive communication in a way that allows response to be measured (Jobber, 2007). 

According to Kotler (2006) Direct marketing tools include the use of direct mail, telemarketing, 

fax, e-mail, newsletter, catalog, internet, and others to communicate directly with specific 

customers and prospects. Direct marketing tools provide companies with several attractive ways of 

conveying customized massages to individuals. The usually contain up-to-date information because 

preparation time can be neglected. While being instantly applicable, they need to be integrated into 

the long term corporate brand massage. Direct marketing is a tool which allows marketers to reduce 

wasteful communication to non-target customers or customers groups. For direct marketing tools it 

is also very important to achieve consistency of the brand appearance. Brand building through 

direct marketing is only achieved if customer’s expectations are met by the brand performance. 

Therefore, listening and responding to customer feedback regarding positive and negative 

experiences is important. 
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2.4 Interactive/ Internet marketing: Internet marketing, also known as digital marketing, web 

marketing, online marketing, search marketing or e-marketing, is the marketing (generally 

promotion) of products or services over the Internet. Internet actually a multifaceted promotional 

tools. Advertising on the web, marketers offer sales promotion incentives such as coupons, contests 

and sweepstakes online and they use the internet to conduct direct marketing, personal selling, and 

public relation activities more effectively and efficiently (Belch & Belch, 2009). The internet is a 

global network of interlinked computers operating on a standard protocol that allows information 

exchange. It is composed of computer networks and individual computers throughout the world 

connected by phone lines, satellites and other telecommunication systems (Ellsworth & Ellsworth, 

1996). Internet marketing can be simply defined as: Achieving marketing objectives through 

applying digital technologies (Chaffey, 2009). These digital technologies include internet media 

such as website and e-mail as well as other digital media such as wireless or mobile and media for 

delivering digital television such as cable and satellite. Brand building on the internet include web 

site, online advertising and sponsored, email, web PR, social media networks,  intranet and 

customer extranet. 

2.4.1 Web site: Website- accessible on the World Wide Web that is created by a particular 

organization or individual. The location and identity of a website is indicated by its web address 

(URL) or domain name. It may be stored on a single server in a single location or a cluster of 

servers (Chaffey, 2009). Web site dedicated to the brand is potentially the most powerful brand 

building tool, in par part because it can be tailored to the needs of the brand and the customer/brand 

relationship. Moreover, it can marshal all the power of the web to create and reinforce associations 

(Aaker, 2000; p.237). Web or home pages are pages of information placed within web sites on the 

internet. They can contain color, graphics, text, audio, video, and animation. 

2.4.2 Online Advertising & Sponsored content: Online advertising- using a range of formats 

including banners, skyscrapers and graphical or rich media such overlays (Chaffey, 2009). Internet 

advertising is effective in building brand equity. Banner ads and other paid web placement of 

creative visuals, messages, and experiences can provide visibility and associations and also 

stimulate people to click through to particular websites. A brand can also sponsor content (such as 

category information, games, or other activities) on a third party site. Ryan & Whiteman (2000) 

define online sponsorship as: the linking of a brand with related content or context for the purpose 

of creating brand awareness and strengthening brand appeal in a form that is clearly distinguishable 

from a banner, button or other standardized ad unit. Sponsorship provides the ultimate ability to 

leverage the association of another brand and to gain ownership of a portion of the internet (Aaker, 

2000). 

2.4.3 E-mail Marketing: E-mail marketing most commonly used for mailing to existing customers 

on a house-list, but can also be used for mailing prospects on a rented or co-branded list. E-mail can 

be inbound and outbound. Outbound e-mail marketing- emails are sending to customers and 

prospects from an organization to encourage purchase or branding goals. Inbound e-mail 
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marketing- management of e-mails from customers by an organization (Chaffey, 2009). An 

increasingly popular channel for customer service, marketing, and other communications, email is 

powerful tool for brand builders. An e-mail reminder about company’s all marketing activities. 

These types of email contacts serve to create a connection and, at the same time, remained the 

customer about the brand and its relationship with its customers (Aaker, 2000). 

2.4.4 Web Public Relation: Web PR involves web communication not controlled by the brand, 

such as personal home pages, news-or gossip-oriented sites, discussion groups, and chat rooms. 

Specialized discussion groups and chat rooms organized around brands or brand applications have 

proven their ability to dramatically influence sales, both positively and negatively (Aaker, 2000). 

The web has become a very important element of public relations (PR). ”Both online and off, the 

process is much the same when using PR to increase brand awareness, differentiate yourself from 

the crowd and improve perception. Many offline PR companies now employ staff with specialist 

online skills. The web itself offers a plethora of news sites and services. And, of course, there are 

thousands of newsletters and zones covering just about every topic under the sun. Never before has 

there been a better opportunity to get your message to the broadest geographic and multi-

demographic audience. But you need to understand the pitfalls on both sides to be able to avoid 

(Grehan, 2004). The UK institute of PR (IPR, 2003) defines PR as: the management of reputation- 

the planned and sustained effort to establish and maintain goodwill and mutual understanding 

between an organization and its publics. IPR (2003) notes that public relation involves activities 

such as: media relations, corporate communications, community relations, corporate social 

responsibility issues and crisis management, investor relations, public affairs and internal 

communications. The public relationships consultant association (PRCA, 2005) defines PR as: the 

managed process of communication between one group and another is the method of defining 

messages and communicating them to target audiences in order to influence a desired response. 

2.4.5 Intranet: A network within a single company that enables access to company information 

using the familiar tools of the internet such as web browsers and email. Only staff within a 

company can access the intranet, which will be password-protected (Chaffey, 2009).Intranet is an 

important brand role is to communicate the identity within the organization (and to brand building 

partners) so that everyone knows and cares about what the brand is to stand for. An intranet 

(Generally a system of private websites connecting people within an organization, as well as its 

partners) can provide a key role in communicating the brand and its brand identity internally 

(Aaker, 2000). An intranet can also more directly communicate the brand identity, brand strategies, 

and best practices efforts to enhance that identity, as well as visual presentation rules and 

guidelines. 

2.4.6 Customer Extranet: Extranet formed by extending an intranet beyond a company to 

customers, suppliers, collaborators or even competitors (Chaffey, 2009). It usually to allow the 

customer to access information, process orders, and receive backup support, just as if the customer 

were a part of the organization. A customer extranet site builds branding several ways. The Dell 
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premier page not only deliveries enhanced service but also vividly reinforces the core identity 

associations of efficiency and responsiveness. An extranet provides considerable brand building 

opportunity (Aaker, 2000). In particular, the look and feel as well as the content can be designed to 

reflect the brand. Many of the effectiveness guidelines for building brand on websites can also 

apply to extranets. This should not be surprising, since an extranet site functionally acts like a web 

site (and in fact often uses some or all of the brand’s web site). 

2.4.7 Social Media Networks: Safko & Brake (2009) state that ‘social media refers to activities, 

practices and behaviors among communities of people who gather online to share information, 

knowledge, and opinions using conversational media. According to Carlsson (2010), social media 

are web related services where people can talk, share information, and forge new relationships. 

Examples of social media include blogs, micro blogs, podcasts, wikis, communities and video sites. 

The essential feature is that social media builds on user generated content. Social media offers 

endless opportunities for customer service and support. It is an excellent tool to get close with your 

customers and fans; however, it is by no means intended to be used on its own. Social media works 

best for brands in marketing if it is used as a complement to other activities. (Carlsson, 2010). 

Social media is very important to most every company today. This is because the world has become 

a very technologically driven place that thrives on Facebook, Twitter and YouTube. A strong brand 

ought to be based on the dialogue you have your customers and prospects- the stronger the 

dialogue- the stronger the brand. The social web allows companies to have these kinds of dialogues 

more efficiently and less expensively than in the past (Weber, 2009).  

2.5 Sales promotion: The American Marketing Association (AMA) defined, sales promotion is 

media non media marketing pressure applied for a predetermined, limited period of time in order to 

stimulate trial, increase consumer demand or improve product quality. According to Keller (2008) 

Sales promotion can be defined as short term incentives to encourage trial or usage of a product or 

service. Sales promotion are used extensively in consumer markets, especially when launching new 

brands, and in markets that are mature, where market growth is limited and where price and sales 

promotion work are the only ways of inducing brand switching behavior and improving 

performances. Sales promotions are concerned with offering customers additional value, in order to 

induce an immediate sale (Belch, 2009) 

Sales promotion is defined as those marketing activities that provide extra value or incentives to the 

sales force, the distributors or the ultimate consumers and can stimulate immediate sales (Belch, 

2009). Sales promotion is generally broken into two major categories: consumer-oriented and trade 

oriented activities. Consumer-oriented sales promotion is targeted to the ultimate user of a product 

or service and includes couponing, sampling, premiums, rebates, contests, sweepstakes and various 

points of purchase materials. Trade oriented sales promotion is targeted toward marketing 

intermediaries such as wholesalers, distributors and retailers. 
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According to Kotler (2006) sales promotions are incentives of various kinds that are used to 

increase the value of a market offering over a specified period of time. Its usual purpose is to 

encourage trial or increased usage of a product or service. As consumers we are surrounded by a 

myriad of products that try to seduce us with little gifts and other add-ons to have us make the 

purchase. In B2B this concept usually does not work since buyers of industrial companies only 

purchase what the company really needs. 

In contrast to consumer promotion, trade promotions are targeted at retailers, distributors and other 

members of the trade channel. They often come in the form of financial incentives or discounts 

with the purpose of securing shelf space and distribution for a new brand. Business and sales force 

promotion at tradeshows, for instance, can be made up by special contests for sales representatives 

or similar actions (Kotler, 2006) 

2.6 Publicity/ public relations: According to Belch (2009), publicity refers to non-personal 

communication regarding an organization, product service or idea not directly paid for or run under 

identified sponsorship. According to Keller (2008) Public relations and publicity relates to a variety 

of programs and is designed to promote and protect a company’s image or its individual product. 

Publicity is non-personal communications such as press releases, media interviews, press 

conferences, features articles, newsletters, photographs, films and tapes. Public relations may also 

include annual reports, fund rising, and membership drives, lobbying, special event management 

and public affairs (Keller, 2008). Public relations have been defined as” the management function 

that evaluates public attitudes, identifies the policies and procedures of an individual or 

organization with the public interest, and executes a program to earn public understanding and 

acceptance (Schultz & Barnes, 1999). Public relations (PR) are about generating coverage in the 

media that reaches various stakeholder groups. It involves a variety of programs designed to 

promote or protect the image of your brand. Well-thought out programs coordinated with the other 

communications elements can be extremely effective. Their appeal lies mainly in the higher 

credibility of news stories and features, especially compared to advertising. Because of their 

authenticity they are more credible to readers. PR can moreover reach potential customers that tend 

to avoid salespeople and advertisements. Effective public relations have to be managed carefully by 

continuously monitoring the attitudes of customers and all other groups that have an actual or 

potential interest in your company. 

The reason PR is so effective in brand building is because it delivers credibility. With limited 

resources, PR delivers the most bangs for the buck while also delivering the highest level of 

credibility. PR builds brands by building positive, pervasive word of mouth. PR is one of the most 

effective ways to get people talking about your brand and it gets them moreover believing. PR 

therefore is most effective at building and sustaining your business. According to Kotler (2006) 

Proactive publicity can be one of the most powerful and cost effective brand building tools, 

especially for smaller organizations that can’t afford significant advertising.  Publicity is free, 
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almost six times as many people read articles as read ads and the articles are more credible as they 

are perceived to be third party endorsements versus self-promotion.  And, the average salary of an 

in-house copywriter is very low compared to the average ad agency fee to create a comparable 

amount of advertising (Derrick Daye, 2007). 

2.6.1 Exhibitions & Trade Shows: Trade exhibitions-often called business or technical events-are 

typically aimed at either everyone within a particular trade or industry or to a specific group or 

groups across a range of different industries (Iain Maitland, 1997). An exhibition is a direct, face to 

face medium. You can meet past, present, and perspective customers and talk, discuss products and 

services, ask and answer questions, negotiate, judge reactions, and establish real, human 

relationship with them. Trade shows and exhibitions are major importance in the brand building 

tools. They represent a great opportunity of businesses to build brand awareness, knowledge and 

interest at one place at a time. They also provide customers with access to many potential suppliers 

and customers in a short period time at relatively low cost compared to regular information 

gathering methods. Customer can easily compare competitive offerings at one place (Kotler & 

Proertsch, 2006).  

2.6.2 Event Marketing & Sponsorship: Event marketing refers to public sponsorship of events or 

activities related to sports, art, entertainment or social causes. Developing successful event 

sponsorship involves choosing the appropriate events, designing the optimal sponsorship program, 

and measuring the effects of sponsorship of brand equity (Keller, 2000). The term sponsorship 

describes a variety of arrangements between companies providing some kind of resources (like 

money, people and equipment) and events and organizations which are beneficiaries of these 

resources (Lee, Sandler & Shani, 1997).Sponsorship is a business method for communication and 

marketing which, in the short and long term, has the aim of contributing to the sponsor’s brand 

awareness and image, as well as increasing the sponsor’s sales (Mikael & Magnus, 1999). 

Sponsorship implies that the sponsor provides funds, goods, services and know-how. The sponsee 

will help the sponsor with communication objectives such as building brand awareness or 

reinforcing brand or corporate image. Sports, arts, media, education, science and social projects and 

institution and television program can be sponsored. Events are often linked to sponsorship. A 

company can sponsor an event or organize its own events, for instance for its sales team, its clients 

and prospect, its personnel, its distribution network (Patrick, Maggie & Joeri, 2004). Corporate goal 

for sponsorship can be: increase revenue, create a platform for developing relationships and provide 

an opportunity to entertain customers in a unique environment as well as to generate benefits for 

employees (Kotler, 2006). 

2.7 Personal Selling: According to Belch (2009) The final element of an organization’s 

promotional mix is personal selling, a form of person-to-person communication in which a seller 

attempts to assist and persuade prospective buyers to purchase the company’s product or service or 

act on an idea. Personal selling involves direct contact between buyer and seller, either face-to-face 

or through some form of telecommunications such as telephone sales.  
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Personal selling involves face to face interaction with one or more prospective purchasers for the 

purpose of making sales. Personal selling represents a communication option with pros and cons 

almost exactly the opposite of advertising (Keller, 2008). Specifically, the main advantages to 

personal selling are that a detailed, customized message can be sent to customers where feedback 

can be gathered to help close the sale. Prospective customers can be identified and qualified and 

tailored solutions can be offered. Products often can be demonstrated with customer involvement as 

part of the sales pitch for the brand.  

According to Kotler (2006) Face to face interaction with one or more prospective customers for the 

main purpose of obtaining orders is generally called personal selling. Personal selling is an 

important brand building tool because everything involved in it actually affects how the brand is 

perceived by customers. The appearance and manner of the salesperson is just as important as their 

factual knowledge about the products and services. Every brand contact communicates something 

to customers and thereby delivers a certain impression about the brand and the company that can be 

either positive or negative. 

2.8 Branding strategy: Building strong brand 

Branding is an entire process involved in creating a unique name and image for a product (goods 

and services) in the customers’ mind, through promotional campaigns with consistent theme. 

Branding aims to establish a significant and differentiated presence in the market that attracts and 

retains loyal customers. Brands are viewed as the major enduring assets of a company, outlasting 

the company’s specific products and facilities. John Stewart, co-founder of Quaker oats, once said, 

if this business was split up, I would give u the land and bricks and mortar, and I would keep the 

brands and trademarks and I would fare better than you. A former CEO of McDonald’s agrees. 

Consider a situation where every asset the company owns, every building and every piece of 

equipment were destroyed in a terrible natural disaster. McDonald’s CEO argues that he would be 

able to borrow all the money to replace these assets very quickly because of the value of the brand. 

The brand is more valuable than the totality of all these assets. Thus, brand is powerful assets that 

must be carefully developed and managed.  

 

2.8.1 Branding: The literature on branding has increased greatly through the 1990 and the 

beginning of the 21st century. The definitions of a brand are as diverse as the extensive amount of 

literature. In the classical definition, the brand is linked to the identification of a product and the 

differentiation from its competitors, through the use of a certain name, logo, design or other visual 

sign and symbols. The original meaning of the word ’brand’ seems to derive from an old Norse 

word brand, which meant ’to burn’  (Inter brand Group, 1992). Yet in the etymology of the word, 

this idea of branding as a ’permanent mark deliberately made with hot iron” now takes second 

place to ”goods of particular name or trademark ( Oxford English dictionary, 1990). The American 

Marketing Association (AMA) defines a brand as: A name, term, design, sign, symbol or any other 
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feature that identifies one seller’s good or service as distinct from those of other sellers. The legal 

term for brand is trademark. A brand may identify one item, a family of items, or all items of that 

seller- if used for the firm as a whole; the preferred term is trade name.   

From this definition all products are brands, since they are different from other products in terms of 

packaging, logo and so forth. However, in line with many other strategies and marketers (Keller, 

2000), brand involves lot more elements to be strong brand. 

A brand is more than its name and logo, because a brand stands out in consumers’ minds as 

delivering something more than merely the product. What characterizes a brand, according to 

Knowles, is that it addresses both functional and emotional consumer needs. 

The relationship with consumers is thus no longer merely transactional. There are often 

psychological, social, and non-physical elements involved as well (Hougaard & Bjerre, 2002). 

Hougaard & Bjerre have termed this symbolic exchange which can be described as adding the 

perception of what a product or service means to an individual, and not just focusing on what the 

product or service can do (Hougaard & Bjerre, 2002). 

This also explains the development of literature on strategic relationship marketing. There has been 

a shift from focusing on producing goods as cheap as possible to considering the consumer the 

focal point. And now another shift to focus on creating relationships and interact with the consumer 

to create a win win situation ( Webster, 1992), the goal now is to create a long term relationship 

with the customers, because it has proven to be the most profitable strategy.  

Products have been marketed almost entirely on functional benefits (Knowles, 2001), for instance, 

technological superior performance. But now that companies have the same access to information 

and technology products tend to have the same functional benefits. This makes it hard to 

differentiate the brand on this parameter alone in the mind of the consumers. 

Commodity products have often not been differentiated at either of the two parameters. The 

strongest position, and the position which characterizes brand, is on that is both functionally and 

emotionally differentiated according to Knowles. This suggests that homogeneous products like 

milk and potatoes cannot be branded, since they seem to be unable to be functionally differentiated. 

However, as have been in the example of Heinz and Evian, it is possible to brand commodity 

products. 

It can thus be established that brand also derives its value from its ability to meet subjective 

emotional needs. Some marketers and strategies primarily focus on the emotional aspect of 

branding however it should not be forgotten that if the brand does not deliver the functional 

benefits expected by consumers, it will fail (Knowles, 2001). 
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Branding Value: The value buyers perceive the brand to be worth. According to Sawyer and 

Dickson (1984) value is a ratio of attributes weighted by their evaluations divided by price 

weighted by its evaluation. Perceived value is the consumer’s overall assessment of the utility of a 

product based on a perception of what is received and what is given (Zeithaml, 1988). Branding 

provide value to customers and companies.  

2.8.2 Types of Branding  

Corporate Branding: Corporate branding employs the same methodology and toolbox used in 

product branding, but it also elevates the approach a step further into the board room, where 

additional issues around stakeholders relations ( Shareholders, media, competitors, governments 

and many others) can help corporation benefit from a strong and well-managed corporate branding 

strategy. Not surprisingly, a strong and comprehensive corporate branding strategy requires a high 

level of personal attention and commitment from the CEO and the senior management to become 

fully effective and meet the objectives. The corporate brand is the overall umbrella for the 

corporations’ activities and encapsulates its brand dimensions such as corporate vision, values, 

personality, positioning, and image among many other dimensions (Kotler & Pfoertsch, 

2006).Corporate or master brands usually embrace all products or services of a business. The brand 

hereby represents the total offerings of the company. Corporate branding is one of those things that 

everyone believes is important, yet there is very little consensus as to what it means. Words such as 

’values’, ’identity’, ’image’ and ’communication’ swirl around (Nicholas Ind , 1997). A strong 

corporate branding strategy can add significant value to any corporation since it facilitates the 

implementation of the long term vision and provides a unique position in the market place. It helps 

a company to further leverage on its tangible and non-tangible assets leading to branding excellence 

throughout the corporation. Therefore, strong corporate brand characterized by the precise, 

distinctive and self-contained image they hold in the minds of stakeholders (Kotler, 2006). Strong 

corporate brand increase employee and customer loyalty, supports the company’s competitive 

differentiation, motivates shareholders, ensures engagement among employees, and enhances the 

company’s communication, just to mention a few of the advantages ( Aaker, 1996). 

Product Branding: Product branding is a well-known phenomenon in marketing. A brand is a 

promise to the customer that goes beyond the generic product, the technical and physical attributes. 

When selling a branded product the company promises that the consumer will achieve special 

qualities by using the product, different qualities than when using a similar non branded or different 

branded product. A typical message from the company is “when using this product you will be 

more attracted, become better looking and signal a higher social class“. By using the branded 

product the consumer can communicate his/her lifestyle or wanted lifestyle. A brand is a collection 

of images and ideas representing an economic producer; more specifically, it refers to the 

descriptive verbal attributes and concrete symbols such as a name, logo, slogan, and design scheme 

that convey the essence of a company, product or service. Brands are more than just names and 

symbols. Brands represent consumers’ perceptions and feelings about a product and its 
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performance. Brands exist in the minds of consumers. Therefore, the real value of a strong brand is 

its power to capture consumer preference and loyalty. A strong brand is a valuable asset to the 

business who owns the brand. 

Service Branding: A service brand is essentially a promise about the nature of a future experience 

with an organization or individual service provider. Brand presentation directly impacts brand 

awareness, which is a customer’s ability to recognize and recall a brand. Advertising can play 

important roles in service branding. Branding plays a special role in service companies because 

strong brands increase customers’ trust of the invisible purchase.  Strong brands enable customers 

to better visualize and understand intangible products.  They reduce customers’ perceived 

monetary, social, or safety in buying services, which are difficult to evaluate prior to purchase.  

Strong brands are the surrogates when the company offers no fabric to touch, no trousers to try on, 

no water melons or apples to scrutinize, no automobiles to test drive (Berry, 2000). In the end, great 

service brands are built on excellent customer experiences. 

2.8.3 Brands equity: Brands are more than just names and symbols. They are key elements in the 

company’s relationships with consumers. Brands represent consumers’ perceptions and feelings 

about a product and its performance- everything that the product or service means to consumers. 

According to Aaker (1991), brand equity is a multidimensional concept. It consists of brand 

loyalty, brand awareness, perceived quality, brand associations and other proprietary brand assets. 

These assets in turn provide benefits and value to firm. In the final analysis, brands exist in the 

mind of consumers. Ambler & Barwise (1998) define brand equity as ’ the marketing asset that 

exists in consumers’ minds and is of continuing value to the brand owner because it influences 

future purchases by the buyer and buyer’s social network through word of mouth. Keller(2002), 

defined customer based brand equity as the differential effect that customer knowledge about a 

brand has in the customer’s response to marketing activities and programs for the brand. 

Fundamentally, the goal for any brand manager is to endow products and services with brand 

equity (Park & Srinivasan 1994; Farquhar 1989). Brand equity defines the value of the brand and 

can refer to two understandings of brand value, namely a strategic, subjective understanding or 

brand equity as a financial, objective expression of the value of the brand. In the financial 

understanding of brand equity, the concept is a way to account for how much value a brand holds. 

Brand equity is one of the intangible entries on the balance sheet (like goodwill and know-how). 

The subjective understanding of brand equity refers to the consumers’ perception of the brand and 

is strategically valuable for brand management. A consumer perceives a brand’s equity as the value 

added to the functional product or services by associating it with the brand name (Aaker & Biel, 

1993; p 2). According to Keller (2003), a set of brand assets and liabilities linked to brands, its 

name and symbol that add to or subtract from the value provided by a product or service to a firm 

and to that firm’s customers. 
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2.8.4 Dimensions of Brand Equity:  

According to Aaker (1996; p8) Brand equity has four dimensions. These are- Brand awareness, 

brand loyalty, perceived quality, brand associations. Brand awareness refers to the strength of a 

brand’s presence in the consumer’s mind (Aaker 1996; p.10). Brand awareness covers two 

concepts; brand recognition and brand recall. Brand recognition refers to whether the consumers 

remember a past exposure to the brand (Aaker 1996; p.10). Recall refers to whether the consumer 

can recall the brand with or without aid (Fanzen 1999; p.54). Recall with aid includes brand 

recognition. Brand loyalty is a deeply held commitment to re-buy preferred product or service 

constantly in the future. Brand loyalty is included because a loyal consumer base is expected to 

generate a very predictable sale and profit stream (Aaker 1996; p.21). Further, treating loyalty as an 

asset encourages loyalty-building programs which can improve brand equity. Perceived quality has 

been defined as the consumer’s subjective judgment about a product’s overall excellence or 

superiority. Perceived quality is the consumer’s perception of quality given the price. When 

perceived quality improves, other elements of the consumer’s perception of the brand are likely to 

improve too (Aaker, 1996; p.19). Brand association refers to the associations the consumer has 

towards the brand (Aaker 1996; p.25), be it superior product performance, emotional benefits, self-

expressive benefits and organizational benefits. The objectives of the branding process therefore 

becomes to create high awareness, recognition and perceived quality, and further to create strong 

positive associations towards the brand that is being branded. 

2.9 Building a strong brand: Customer-Based Brand Equity Model. 

Brand building starts with understanding the key attributes of your products and services as well 

understanding and anticipating the needs of your customers (Kotler, 2006).The model was 

developed by Kevin Keller, based on his ‘Customer Based Brand Equity Model’ (CBBE). 

According to the model, building a strong brand involves four steps: (1) establishing the proper 

brand identity, that is, establishing breadth and depth of brand awareness, (2) creating the 

appropriate brand meaning through strong, favorable, and unique brand associations, (3) eliciting 

positive, accessible brand responses, and (4) forging brand relationships with customers that are 

characterized by intense, active loyalty. Achieving these four steps, in turn, involves establishing 

six brand-building blocks—brand salience, brand performance, brand imagery, brand judgments, 

brand feelings, and brand resonance. 

The most valuable brand-building block, brand resonance, occurs when all the other brand-building 

blocks are established. With true brand resonance, customers express a high degree of loyalty to the 

brand such that they actively seek means to interact with the brand and share their experiences with 

others. Firms that are able to achieve brand resonance should reap a host of benefits, for example, 

greater price premiums and more efficient and effective marketing programs. 
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2.9.1 Brand identity: According to Aaker (1996) the brand identity is the overarching idea of the 

brand that guides its actions and activities. Fundamentally, it is the company’s view of what it 

wants to be, how it wants to be perceived. Brand Identity is a unique set of brand association that 

the brand strategists aspire to create or maintain. These associations represent what the brand stands 

for and imply a promise to the customers from the organization members (Aaker, 1996). Brand 

identity reflects the contribution of all brand elements to awareness and image (Keller, 1998). 

According to Keller, Brand awareness consist of brand recognition which can be defined as the” 

customer’s ability to confirm prior exposure to the brand when given a brand as a cue” and brand 

recall”customer’s ability to retrieve the brand from memory when given the product category, the 

needs fulfilled by the category, or a purchase or usage situation as cue. Formally, brand awareness 

refers to customers’ ability to recall and recognize a brand. Brand awareness is more than just the 

fact that customers know a brand name and the fact that they have previously seen it, perhaps even 

many times. Brand awareness also involves linking the brand-name, logo, symbol, and so forth-to 

certain association in memory. In particular, building brand awareness involves making sure that 

customers understand the product or service category in which the brand competes. There must be 

clear links to other products or service sold under the brand name (Keller, 2001) 

2.9.2 Brand Meaning: Brand meaning is the concept or impression that immediately comes to the 

customer’s mind in reference to the brand. It is the organization’s reputation or image with that 

customer (Keller, 1993). Creating brand meaning involves establishing a brand image-what the 

brand characterized by and should stand for in the minds of customers. Although, a myriad of 

different types of brand association are possible, brand meaning can broadly be distinguished in 

terms of functional, performance-related considerations versus abstract, imagery-related 

considerations. Thus, brand meaning is made up of two major categories of brand association’s that 

exist in customer’s minds-related to performance and imagery-with a set of specific subcategories 

within each. These brand association can be formed directly-from a customer’s own experiences 

and contact with the brand-or indirectly-through the depiction of the brand in advertising or by 
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some other source of information (Keller, 2001). Therefore, the brand image is created by 

marketing programs that link strong, favorable. And unique associations to the brand in the 

customer’s memory. These associations are not only controlled by the marketing program, but also 

through direct experience, brand information, word of mouth or with the brand’s identification with 

a certain company, country, distribution channel, person, place or event (Kotler, 2006)  

2.9.3 Brand responses: Brand responses refer to how customer’s responded to the brand, its 

marketing activity, and other source of information, that is, what customers think or feel about the 

brand. Brand responses can be distinguished according to brand judgments and brand feelings, that 

is, in terms of whether they arise more from the ’head’ or from the ’heart’ (Keller, 2001). Brand 

judgments focus upon customers’ personal opinions and evaluations with regard to the brand. 

Brand judgments involve how customers put together all the different performance and imagery 

associations for the brand to form different kinds of opinions. Brand feelings are customers’ 

emotional responses and reaction with respect to the brand. Brand judgment and feelings can 

favorably impact consumer behavior only if consumers internalize or think of positive responses in 

their encounters with the brand (Keller, 2001).  

2.9.4 Brand relationship: The final step of the model, brand relationships, focuses upon the 

ultimate relationship and level of identification that the customers has with the brand.  Attracting 

new customers requires more than building trust. Companies must create brand passion, and 

"business as usual" just won't do (William J. McEwen, 2004). Brand resonance refers to the nature 

of the relationship that customers have with the brand and the extent to which they feel that they are 

’in synch” with the brand. Brand resonance is characterized in terms of intensity or the depth of the 

psychological bond that customers have with the brand as well as the level of activity prompted by 

this loyalty (Keller, 2001). Brand relationships can usually be characterized in terms of two 

dimensions-intensity and activity. Intensity refers to the strength of the attitudinal attachment and 

sense of community. Activity refers to how frequently the consumer buys and uses the brand, as 

well engages in other activities not related to purchase and consumption (Keller, 2001). Brand 

salience relates to the awareness of the brand. Brand performance refers to the satisfaction of 

customers’ functional needs. Brand imagery arises from the satisfaction of the customers’ 

psychological needs. Brand judgment focuses on customers’ opinion based on performance and 

imagery. Brand emotions are created by the customers’ emotional responses and reactions to a 

brand. Brand resonance, finally, is based on the relationship and level of identification of the 

customer with a brand (Kotler, 2006) 
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2.10 The strategic branding process: According to Kevin Lane Keller (2003,p.44) the strategic 

brand management process consist of four steps: Identify and establish brand positioning values, 

plan and implement brand marketing programs, measure and interpret brand performance, grow 

and sustain brand equity. 

 

 

 

 

 

 

 

We believe this process to hold true for any brand, regardless of the type of product. As was argued 

earlier, brands are meant to differentiate themselves from the competitors’ brands both functionally 

and emotionally, and the first step in the brand management process is naturally to identify sources 

for differentiation and determine how the brand should be positioned in the market. 

The next step of the process involves planning and implementing brand marketing programs 

(Keller, 2003). This involves choosing the brand elements which should facilitate the creation of 

strong favorable associations for the brand (Name, logo, symbols, packaging). It further involves 

decisions regarding marketing activities and weather secondary brand associations should be 

leveraged by linking the brand to another entity-e.g. a country (Keller, 2003). 

In order to understand the effects of the brand marketing programs which have been executed, it is 

important to measure and interpret brand performance. This is the next in the strategic brand 

management process (Keller, 2003). 

The last step in the process emphasizes the fact that strategic brand management is a continuous 

process. Changes in consumer preferences, cross-border activities, the development of new 

products requires that the company understand and adapt to them in order to take advantage of new 

opportunities and grow brand equity (Keller, 2003). 

In order to identify and establish brand positioning values it is necessary to carry out a strategic 

brand analysis as it has been termed by Aaker, 1996. Before turning to the strategic brand analysis i 

find it necessary to explain the relationship between image, identity and culture, which are central 

concepts in branding and corporate communication (Keller, 2003). 

Identify & establish brand positioning values  

Plan & implement brand marketing 

programs 

Grow and sustain brand equity 

Measure & interpret brand performance 
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2.11 International Branding Process:  

International branding is a field within international marketing concerned with the challenges that 

companies face when their brands cross national borders. These challenges relate to the essence of 

the brand in terms of brand name, brand visual (e.g. logo, colours) and sound elements (e.g. jingles, 

music), and brand personality (Whitelock & Fastoso, 2007). International branding appears to 

apply to the whole complex of decisions involved in the development of a brand at an international 

level. Chernatony et al. (1995, p. 10), for instance, talk about the “international brand-planning 

process” as one that affects decisions in relation to two elements of a brand: the brand’s “core 

essence” (i.e. brand personality and positioning), and the brand’s “execution” (through, e.g. media 

and advertising). They then go on to use the term international branding to refer to this process. 

This model is a composite of three extant literatures that is international branding, small business 

growth stage model, and internationalization process model.  

2.12 International Branding: An international brand in the global market is a brand that is 

available and well known in many countries, though it may differ from country to country, the 

versions of the brand share a common goal and a similar identify in some respects (Raman, 2003). 

The development of international brand or international branding, borrowing from 

internationalization literature (Anderson, Graham & Lawrence. 1998) and branding perspective 

(Aaker, 1991 Dictionary of marketing terms, 1995) can be defined as the process of developing a 

firm’s brand equity that appeals to overseas target customers’ positive attitudes about the brand. 

International branding is quite beneficial for companies, since it can decrease marketing costs, 

realize greater economies of scale production and long term source of growth. Businesses that 

operate in international markets without extensively customizing its market offerings, brand or 

marketing efforts to match different local conditions pursue an international brand strategy. Such a 

strategy is suitable for companies whose brands and products are truly unique and do not meet any 

serious competition in the foreign markets. They possess a valuable core competence which is hard 

to imitate. The internationalization, therefore, has less to do with cost pressures and economies of 

scale, which are the main drivers of the global brand strategy (Kotler & Pfoertsch, 2006). 
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CHAPTER THREE:  METHODOLOGY 

-------------------------------------------------------------------------------------------------------------- ---------- 

In this chapter, authors are going to explain the research methods which are used in this paper, 

and, give a discussion of the reason of methods selection. 

------------------------------------------------------------------------------------------------------------------------ 

3.1 Research Design: Exploratory Studies 

According to Yin (1994), there are three different categories of research; exploratory, explanatory 

and descriptive. The major emphasis in exploratory research is on the discovery of ideas and 

insights. Exploratory research begins with a review of secondary data, such as published or 

syndicated data, or trade literature that discuss similar case. Exploratory research may then involve 

interviewing knowledgeable people or conducting focus groups and case study etc. One of the most 

important characteristics of exploratory research is its flexibility (Churchill & Lacobucci, 2005). 

According to Eriksson and Wiedersheim- Paul (2006) the purpose of a research is to state what is to 

be achieved by the research and how the results can be used. An exploratory study is a valuable 

means of finding out ``what is happening; to seek new insights; to ask questions and to assess 

phenomena in a new light (Robson, 2002). There are three principal ways of conducting 

exploratory research: a search of the literature; interviewing experts in the subject; conducting 

focus group interviews. Based on these discussions, our research will be exploratory research 

purpose, since the purpose is to create international brand by using promotional tools and 

techniques. In this sense, we gather information through interviews and literature review.  

3.2 Research Approach: Qualitative & Quantitative research 

According to Lotti (1994) the research method is created by both quantitative and qualitative. 

Qualitative research is a research strategy that usually emphasizes words rather than qualification in 

the collection and analysis of data (Bryman and Bell, 2007). And also analysis conducted through 

the use of conceptualization. Merriam (1998) discusses that the qualitative research is based on the 

philosophy that the reality is constructed from observations and understandings obtained in the 

field. According to Denscombe (2000) a qualitative research approach is suitable when human 

activities or when behavioral patterns will be investigated.  

Quantitative data is in numerical and standardized data while qualitative data is based on results 

which are not standardized requiring classification into categories (Saunders, et al., 2009, p 480). 

Quantitative studies rely on quantitative information ( i.e. numbers and figures), while qualitative 

studies base their accounts on qualitative information (i.e. words, sentences, and narratives) The 

basic distinction between quantitative and qualitative research is considered to be quantitative 

researchers employ measurement and qualitative researcher do not ( Layder, Bryman and Bell, 

2003). The qualitative data will be collected by interview via Skype with the marketing manager of 

one of the multinational advertising agency in Bangladesh and also more information will be 

collected from the focus group discussion. Meanwhile, the quantitative data will be collected by 
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arranging online customer survey questionnaire. This research paper will analyze these data which 

will be collected through applying both qualitative and quantitative methods. Therefore, qualitative 

and quantitative method would be applied in this thesis to answer the research question and fulfill 

the research purpose. 

3.3 Research Strategy: Case study 

The research design constitutes the blueprint for the collection, measurement, and analysis of data 

and research design is the plan and structure of investigation so conceived as to obtain answers to 

research questions (Blumberg, Cooper & Schindler, 2005). The basic case study entails the detailed 

and intensive analysis of single case. As Stake (2005) observes, case study research is concerned 

with the complexity and particular nature of the case in question. Some of the best known studies in 

business and management research are based on this kind of design. A case can be: a single 

organization, a single location, a person, a single event (Bryman and Bell, 2007). Knights and 

McCabe (1997) suggest that the case study provides a vehicle through which several qualitative 

methods can be combined, thereby avoiding too great a reliance on one single approach. A case 

study is defined as: “A strategy for doing research which involves an empirical investigation of a 

particular contemporary phenomenon within its real life context” (Saunders et al. 2003: 93; Robson 

2002: 178). The case study is particularly effective, when the research seeks to answer how 

questions (Saunders et al. 2003: 93).The thesis builds on a single case study- MEC. The advantages 

of the single case is that the research usually takes place at a much more detailed level than that of 

multiple case studies, for which the aim often is to produce generalized knowledge ( Andersen, 

2003). Therefore, a single case study research design has been found optimal. 

3.4 Data Collection Method:  

It is very important to choose the appropriate data collection method for a particular study in order 

to complete the research successfully. According to Sekaran (1992), there are two categories of 

data; primary and secondary. Primary data is collect from interview through Skype, e-mail and 

telephone, mail questionnaire, focus group discussion while secondary data is gather from company 

website, books, articles, journals, previous research paper and internet source. 

3.4.1 Primary Data: Interviews 

Interviews are the most widely used source for collecting information for evidence. Unlike 

interviews carried out with respondents to a survey, case study interviews are often unstructured, or 

even in the form of quite informal discussions with a key informant for the case (Blumberg, Cooper 

& Schindler, 2005). An interview is a purposeful discussion between two or more people (Kahn & 

Cannel, 1957). The use of interviews can help you to gather valid and reliable data that are relevant 

to your research questions and objectives. These are often referred to as qualitative research 

interviews (King, 2004). In semi-structured interviews the researcher has a list of themes and 

questions to be covered, these may vary from interview to interview. The order of questions may 
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also be varied depending on the flow of the conversation. There are many situations in which the 

use of non-standardized research interviews as a method of data collection may be advantageous. 

These can be grouped into four aspects related to interview: the purpose of the research; the 

significance of establishing personal contact; the nature of the data collection questions; length of 

time required and completeness of the process. In the case of MEC, an e-mail was then sent to its 

office in Bangladesh. The interview was contacted with the media manager of MEC. Above these 

discussions, we conduct interviews with media manager via E-mail and Skype 

3.4.2 Focus Group Discussion 

The focus group is a technique of interviewing that involves more than one, usually at least four, 

interviewees. The focus group is mainly characterized by its unstructured format. Focus group is 

used to generate data on groups own experience of a certain issue to explore their views about their 

operations (Bryman and Bell, 2007). A Focus Group can be defined as an unstructured group 

interview technique where 8 to 12 people are brought together, under the guidance of a trained 

interviewer, to focus on a specific concept, product, or subject (Andersen 2002). We have 

conducted a focus group as research method to gather primary data, The reason for choosing a 

focus group for this study was to generate data based on participants own experience and how they 

look at their relationships with management and how it can impact their organizations. The focus 

group discussion was conducted among eight participants in presence of one of the authors as 

moderator via an online conference call on Skype. Therefore, we composed the focus group of 8 

persons who are employee of MEC. The main advantages of focus groups are that they are very 

time and cost-efficient in terms of gathering primary data (Morgan 1997); for this thesis, it will 

provide useful indications of the consumer attitude. Focus groups are a great way to get input, 

feedback and dialogue with the potential target group (Kvale 1999). It is important to confront 

audience before releasing a product to examine whether the ideas you have will be approved in 

reality. Thus, we initiated our empirical research by conducting a focus group.  

3.4.3 Mail questionnaire: Mail questionnaires can be used to collect large amounts of information 

at a low cost per respondent. Respondents may give more honest answers to more personal 

questions on a mail questionnaire than to an unknown interviewer in person or over the phone. 

Also, no interviewer is involved to bias the respondent’s answer (Kotler, 2008). In the mail 

interview, a questionnaire is mailed to the respondent, and the completed questionnaire is returned 

by mail to the research organization. According to Kotler & Keller (2006, p.111) the mail 

questionnaire is the best way to reach people who would not give personal interviews or whose 

responses might be biased or distorted by the interviewers. Mail questionnaires require simple and 

clearly worded questions. The advantage of this type of interview is that it is easier, cheaper, and 

convenient to the researchers and the research participants have more time to concentrate on the 

questions. To meet with the objectives regarding primary data collection, we designed online mail 

questionnaire by SurveyMonkey.com; and sent it to the more 500 customers via email. Close ended 

questions were asked to the people to elicit the information properly. 



35 

 

3.4.4 Secondary Data: Books, articles, Internet 

This thesis includes secondary data, which can be defined as ” existing historical information or 

data structures which were previously collected and assembled for some earlier research problem or 

opportunity situation other than the current situation” (Hair, Bush & Ortinou, 2003). Secondary 

data include both raw data and published summaries. Most organizations collect and store a variety 

of data to support their operations: for example, payroll details, copies of letters, minutes of 

meetings and accounts of goods or services. Quality daily newspapers contain a wealth of data, 

including reports about takeover bids and companies share prices. Government departments 

undertake surveys and publish official statistics covering social, demographic and economic topics. 

Consumer research organizations collect data that are used subsequently by different clients. Trade 

organizations collect data from their members on topics such as sales that are subsequently 

aggregated and published. Based on these above discussion, we collect secondary data through 

books, articles, journal, and internet sources. These sources are important for gather information 

that helpful for write thesis and draw conclusion. 

3.5 Reliability & Validity: 

To understand the meaning of reliability and validity, it is necessary to present the various 

definitions of reliability and validity given by many researchers from different perspectives. Patton 

(2001) states that validity and reliability are two factors which any researcher should be concerned 

about while designing a study, analyzing results and judging the quality of the study. 

Reliability: 

Although the term ”Reliability” is a concept used for testing or evaluating quantitative research, the 

idea is most often used in all kinds of research. If we see the idea of testing as a way of information 

elicitation then the most important test of any qualitative study is its quality. A good qualitative 

study can help us “understand a situation that would otherwise be enigmatic or confusing” (Eisner, 

1991, p. 58). This relates to the concept of a good quality research when reliability is a concept to 

evaluate quality in quantitative study with a “purpose of explaining” while quality concept in 

qualitative study has the purpose of “generating understanding” (Stenbacka, 2001, p. 551).To 

ensure reliability in qualitative research, examination of trustworthiness is crucial. Seale (1999), 

while establishing good quality studies through reliability and validity in qualitative research, states 

that the “trustworthiness of a research report lies at the heart of issues conventionally discussed as 

validity and reliability”. 
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Validity: 

Starrin and Svensson (1994, p. 177-186) mention some criteria for good validity: the discourse 

criterion (the strength of the research's statements and arguments), heuristic value (the result should 

be new thinking), empirical base (the result should somehow be based in reality), texture (all parts 

should be a part of a whole) and the pragmatic criterion (the result must somehow add value). 

Creswell & Miller (2000) suggest that the validity is affected by the researcher’s perception of 

validity in the study and his/her choice of paradigm assumption. Validity indicates to the extent to 

which a measuring instrument evaluates what it claims to measure (Fink, 1995). In the thesis, the 

main focus is about international brand. Empirical findings are mostly based on the respondents’ 

experiences. As a result, selecting the right respondents has influences on the validity of this thesis. 

Therefore, our respondents must involve in the process of using brand in accordance with the 

questions.  

Making the respondents to understand the interview question and the purpose of this thesis is also 

important to validity as most of empirical data came directly from the respondents’ experiences. 

Therefore, to avoid this problem we had ensured that the concept of our thesis would be clearly 

explained to the respondents before interview. By doing that, we provided preliminary information 

of this thesis and preliminary contact to the respondents. 
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CHAPTER FOUR:  EMPIRICAL FINDINGS 

------------------------------------------------------------------------------------------------------------------------ 

In this chapter collected empirical data will be presented for the case study. The presented 

information will be based on Skype interview with Media manager and focus group discussion 

of  MEC: Active Engagement in Bangladesh and their web site and customer data through 

survey questionnaire. 

----------------------------------------------------------------------------------------------------------------------  

 

4.1 Company Presentation: 

 

MEC Bangladesh is a media agency, actively engaged in media planning, buying and marketing 

communications. MEC started its operation in Bangladesh in December 2007.  In Bangladesh MEC 

is handling client like Singapore Airlines, Sony Ericsson, DHL, Cadbury Eclairs, Cavinkare private 

ltd, Abul Khair Group (Abul khair steel, Shah cement, Ready Mix Concrete, Star Ship, Marks Full 

cream Milk powder, Ceylon tea etc.).   

MEC is the first active engagement agency. Increasingly fragmented audiences, multiple media 

channels, technological advances and consumer empowerment present overwhelming challenges to 

advertisers and marketers as they struggle to balance cost-effectiveness with accurate targeting. 

MEC developed Active Engagement to help clients meet these challenges. 

MEC is more client and consumer-centric, both practically and organizationally, than ever before. 

The consumer always remains at the heart of the business and it is their Active Engagement with 

clients' brands that is MEC ‘S core objective 

MEC’s culture sets MEC apart from competitors and makes MEC a great place to work; a place 

where individuals can develop their careers with confidence and where team members understand 

their contribution to the clients' success and have the opportunity to develop their expertise by 

working across the entire breadth and depth of the clients and services. 

4.2 Mission of MEC 

To provide dynamic media investment management services enabling our clients to build stronger 

relationships and to influence attitudes and behaviors in a complex world. 

4.3 Vision of MEC 

To maintain the leadership- not by right, but by commitment, hard work, concern for our clients 

and helping them achieve results through creativity, shared relationships and integrity. 
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4.4 Objectives of MEC 

 Become one of the best media agency in the world  

 Achieve highest excellence in customer service 

 Provide quality service to customers  

 Working with latest technology of media  

4.5 Products & Service of MEC  

MEC basically offers following services to its customers.  

 Media Planning  

 Media Buying  

4.5. 1 Media Planning  

Media planning is the process of establishing the exact media vehicles to be used for advertising. 

Choosing which media or type of advertising to use is sometimes tricky for small firms with limited 

budgets and know-how. Large-market television and newspapers are often too expensive for a 

company that services only in a small area (although local newspapers can be used). Magazines, 

unless local, usually cover too much territory to be cost-efficient for a small firm, although some 

national publications offer regional or city editions. Metropolitan radio stations present the same 

problems as TV and metro newspapers; however, in smaller markets, the local radio station and 

newspaper may sufficiently cover a small firm's audience. For this reason, it is important to put 

together a media plan for your advertising campaign.  

4.5.2 Media Buying  

Media Buying is a sub function of Advertising management. Media Buying is the procurement of 

the best possible placement and price of a piece of media within any given media. The main task of 

Media Buying lies within the negotiation of price and placement to ensure the best possible value 

can be secured. Buying media is a specialized skill, which requires knowledge of your target 

clients, consumer behavior, the media, and the criteria used to measure the value of TV and radio 

programming.  
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4.6 Company Cases study:  

Program:  Titan the Gift of Time (2009) 

Media: radio 

Challenge: To boost the sales of Titan Watches we examined their status. Discover why people 

give presents. And created Bangladesh’s first life style brand. 

Our Insights: A watch is a functional accessory; something that tells me time. Not something you 

would give as a gift. Many couple would not give each other gifts. By linking love, watches and 

gifting, we could build a whole new position for Titan. 

Our Strategy: We targeted Eid, the biggest festival in Bangladesh. If people were going to give 

gifts, then this was the perfect occasion. In this regard we developed branded radio content, 

designed to link watches with love and promote gifting. We have started three weeks before the Eid 

holiday. Titan Be my Love broadcasted in Bangladesh’s top more popular FM radio Station-“Radio 

Foorti”. Every Friday celebrity couples talked about their love and relationships and in every 

Saturday radio Foorti Broadcasts from Titan Outlets. An SMS competition offered listeners the 

chance to win watches. But man would win ladies’ watches and vice versa.  The price would have 

to become a gift.  

The results: We gave away 20 watches in six weeks. After just a three week run, Titan be my love 

becomes one of the most recalled shows. Thereby we reached 1 million listeners and nearly 10,000 

Facebook fans. SMS entries top 5000. Sales surged 26%. 

4.7 Primary Data presentation:  

The purpose of using promotional tools in the process of creating brand awareness is that 

promotional media are part of company’s communications and branding. With respect to the 

empirical data to our study, it was obtained through mail questionnaire and interview. Most of our 

respondents who were target customers to the MEC. The questions to the questionnaire were well 

developed with respect to providing answers to our study purpose/objective and problem statement. 

The questions were however simple and straight forward such that our respondents found it easy in 

providing answers to the questions. Here is the presentation of primary data that is obtained by 

designing online questionnaire through surveymonkey.com and then emailed to several people in 

Bangladesh. Total no of respondents were 150. All relevant information is gathered and now 

presented below: 
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4.7.1 Branding:  

The process involved in creating a unique name and image for a product in the consumers' mind, 

mainly through advertising campaigns with a consistent theme. Branding aims to establish a 

significant and differentiated presence in the market that attracts and retains loyal customers. We 

found some information about branding with the question of “How does the company build 

competitive advantage at home and abroad? Researcher found, branding is very important to 

differentiate one company to another. Regarding the important issue of this study, we asked to 

media manager with the question of “What kinds of media do you consider to attract customer and 

create brand awareness? She said: we are using integrated marketing communication such as 

Personal Selling, Advertising, Direct Marketing, Sales Promotion, Internet marketing, Publicity, 

Sponsorship and events etc. With the question of “Are you satisfied with the results of Brand 

marketing techniques you used? And “What do you think about the future development of the 

brand MEC?  She said: we are not satisfied yet, because some people not aware about MEC need 

more awareness to customer mind. That is why; we intend to apply more strong promotional 

campaigns with digital media and social networks. She enhances the hard work and the marketing 

approach requires that all parts are aware of and united behind the brand’s meaning and the 

company’s products. This awareness takes a long time to reach, both internally and externally. 

Media manager points out that it for all companies takes a long time to build a strong brand; it is 

not something that happens overnight. Regarding the brand image of MEC, She explains that the 

company does not strive to create a specific image. MEC wants to offer high quality products and 

services that are timely correct, and consider the product & service to be so strong that the customer 

has the ability to perceive its own values. We asked the question “Have you ever surveyed you 

consumers? What was their feedback? Manager said, we surveyed to customers and get positive 

responses. From the customers’ point of view, MEC’s brand name is aware in the customers mind 

with the question of “Do you aware about MEC’s Brand name? 

strongly 
aware
31%

Aware
26%

Little bit
22%

Not 
aware
21%

Brand awareness

 

According to data presentation, 31% respondents are strongly aware about MEC’s brand name, 

26% respondents aware, 22% respondent little clear about MEC company name and 21% 
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respondents are not totally know about MEC. MEC should take this in great consideration and 

develop such activities to encourage people to know about MEC, not only directly for catching 

customer purpose, but to establish a long run relationship with them. They need to motivate people 

to visit their website willingly. Promotional media is one of the solutions to overcome on this 

problem. 

4.7.2 Corporate branding:  

Corporate or master brands usually embrace all products or services of a business. The brand 

hereby represents the total offerings of the company. Strong corporate brand increase employee and 

customer loyalty, supports the company’s competitive differentiation, motivates shareholders, 

ensures engagement among employees, and enhances the company’s communication, just to 

mention a few of the advantages ( Aaker, 1996). Regarding the corporate branding we asked to 

media manager with the questions of “Does the company focus on corporate branding, product 

branding or a mix of both? She said: we are only focus on corporate branding. And another 

questions “How would you describe MEC’s corporate culture? And “How does MEC work on 

keeping this corporate culture? She said: MEC has a strong internal corporate culture. Objectives 

and policies of the brand are to be implemented internally before they can be communicated to the 

market. All parts of MEC should be able to feel involved in the operation management. Particular 

for MEC’s corporate culture is the working process “Media planning and buying”. It means that all 

the company’s units are well organized and inter-related each other. This working process creates a 

strong corporate unity. From the customer survey, researcher found various perceptions with the 

question of “Which one of them is most powerfull media to create strong corporate brand 

awareness? We described below using pie chart. 

Internet media 
29%

Advertising media
34%

Direct marketing
9%

personal selling
10%

Sales promotion
7%

Publicity
11%

corporate branding

 

Brand awareness refers to the customers' ability to recognize and recall the brand. Recognizing 

relates to the customers’ ability to confirm exposure to the brand when given a relevant cue and 

brand recall relates to the consumers’ ability to retrieve the brand from memory when given a 

relevant cue (Keller, 2008). Brand awareness is created by increasing the familiarity of brand 
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through repeated exposure. The more a consumer experiences the brand by seeing hearing and 

thinking, the more brand will become registered in the memory. Marketing activities like 

Advertising, promotion, event marketing, publicity and public relations can increase the familiarity 

of brand awareness. (Keller, 2008).  In this context, researcher found, most of the respondent 34% 

and 29% like are internet and advertising media as powerful media to create strong brand. 

4.7.3 International Branding:  

International branding is all about keeping a balance between being global and being local. 

Building a strong brand is a rather complicated and a hard task. International branding is quite 

beneficial for companies, since it can decrease marketing costs, realize greater economies of scale i 

production and long term source of growth. The internationalization, therefore, has less to do with 

cost pressures and economies of scale, which are the main drivers of the global brand strategy 

(Kotler & Pfoertsch, 2006). Regarding the international branding we asked to media manager with 

the questions of “How to build brand awareness in international markets? And “What type of 

branding strategy does the company use for international market? What are the challenges 

spreading your brand worldwide? She said: we are using integrated marketing communication like 

advertising, sales promotion, direct marketing, publicity, personal selling including digital media, 

sponsorship and events etc. Managing global media communications requires true network 

consistency and world-class levels of service and performance; locally, regionally and globally. We 

manage multinational business through our Global Solutions team, driving strategic leadership 

across our clients. Researcher found numerous perceptions from the customer with question of 

“Which one of them is most flexible to inform globally? 

 

Print media
18%

Electronic Media
23%

Digital 
media
38%

Wireless media 
21% International Branding

 
Figure: Pie chart presented media using percentage. 

According to the pie chart,  38% respondent said digtal media can be the most powerfull media 

to spread worldwide. 23% reposdent electronic media, 18% respondent print media (newspaper, 

magazine etc)and 9% respondents wireless media (mobile, cable TV, satalite etc). MEC should 

take serious and strategic steps to make people aware about its brand. Promotional activities 
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may help in this regard to increase brand awareness. It is widely agreed upon that in this current 

economic landscape, all consumers will find it very necessary to become increasingly aware of 

the effectiveness of new technologies in order to better identify and gauge the cost efficiencies 

that this new science may promote and provide to their daily lives. Above these analysis, most 

of the people they said digital media are used for increase worldwide brand awareness. Digital 

media also used in the launch of new products and in different stage of product development. 

Digital media opens up for a new kind of marketing, web based relation marketing. 

 

4.7.4 Advertisement: 

The importance of advertisement ranges from awareness, image enhancement, generating sales 

leads, as well as identifying and attracting potential customers for the company. According to the 

Keller (2008), Advertising is defined as any paid form of non-personal communication about an 

organization, product, service or idea by an identified sponsor. We started the interview with Media 

Manager of MEC that, “What kinds of advertising media do you using to send your messages to the 

customers? She said- we are using television advertising, print advertising, Radio advertising, 

mobile advertising, billboard advertising and online advertising. “What is required to get customer 

attention to the MEC”? We applied AIDA concept like Attention, Interest, Desire, and Action to 

attract the customer. According to AIDA concept, we create advertising appeal and the essential 

aspect is to always maintain an interest in the advertising. And another question of “Which types of 

advertising messages do customers prefer for each Service category? She said: we are more than 

websites. As adept in rich media-from multimedia presentations, we call power shows-to CD and 

DVD audio and video pieces, to television commercials. From the customer survey through mail 

questionnaire, studies found different perception with the question of “what kind of advertising 

media do you like most to know the product information?  We describe various percentages from 

the respondents by the following pie chart. 

Television
31%

Radio
17%

Print
21%

Online
19%

Billboard
8%

Mobile
4% Advertising Media

 

Figure: Pie chart presented advertising media uses.  
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According to our survey 31%, 17%, 21%, 19%, 8% and 4% people came to know about MEC 

through Television, radio, and print, online, billboard and Mobile advertising respectively. It means 

that MEC needs to take great considerations about its brand awareness through Television, radio, 

and print, online and Mobile advertising. It needs to use these two media like print and television 

and online effectively which will, definitely, be reflecting positive outcomes to achieve the desired 

level of brand awareness for the company’s brand. 

4.7.5 Direct Marketing: 

Direct  marketing  techniques  are  used  to  reduce  distance  between  buyer  and  seller  through 

squeeze intermediary (Jobber, 2007). Immediate response is very important for service provider 

firms and who are providing service to mass consumers. Direct marketing is one of the most 

effective promotional tools to get   immediate response (Belch & Belch, 2009).  Direct marketing 

tools provide companies with several attractive ways of conveying customized massages to 

individuals. Regarding the Direct Marketing situation, we asked question of “which direct 

marketing channels are you using to reach more customers? She said: we are using directs efforts to 

a target audience using one or more media (direct selling, direct mail, telemarketing, direct action 

advertising, catalogue selling, cable TV selling etc.) for the purpose of soliciting a response by 

phone, mail, or personal visit from a prospect or customer. According to customer survey, 

respondents said various perceptions with the question “which direct marketing channel do you 

think is more flexible to communicate with the product and name? We described various 

percentages from the respondents by the following pie chart.  

Direct 
mail
26%

Direct 
phone

24%

Direct 
selling

22%

Direct advertising
24%

Others
4%

Direct marketing

Figure: Pie chart presented direct marketing using percentage. 

In the survey, most respondents like to get information through telephone/Mobile and direct mail 

and direct advertising (Leaflets, Brochure, and annual report) that is 26% , 24% and 24%  

respectively and direct selling approach 22% and others 4%. A mobile text message is very 

successful for B2C marketing (Jobber, 2007). According to our survey, people came to know 

information about MEC through direct mail, phone, selling and advertising respectively. It means 
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that MEC needs to take great considerations about its brand awareness through direct marketing. It 

needs to use these two media effectively which will, definitely, be reflecting positive outcomes to 

achieve the desired level of brand awareness for the company’s brand.

4.7.6 Interactive/Internet Marketing: 

Internet marketing, also known as digital marketing, web marketing, online marketing, search 

marketing or e-marketing, is the marketing (generally promotion) of products or services over the 

Internet. This type of marketing uses various online advertisements to drive traffic to an 

advertiser's website. Banner advertisements, pay per click (PPC), and targeted email lists are often 

methods used in Internet marketing to bring the most value to the advertiser. We started the 

question of “which digital media are you using to promote your service image? The media manager 

said: The recent boost in interactive agencies can also be attributed to the rising popularity of web-

based social networking and community sites. The creations of sites my space, Facebook and 

YouTube have sparked market interest, as some interactive agencies have started offering personal 

and corporate community site development as one of their service offering. We can say online 

networking is the future brand marketing tools. With the customer survey, Researcher found 

different data to asked question “Which internet media do you prefer to know the company’s 

information? Which media more effective to create brand Awareness? Such as Website, 

Search engine, E-mail marketing, social media etc. We explained different data form the 

customer by the following pie chart. 

 

Wesite
31%

Search eng
11%

Email
25%

Social 
media
30%

Others
3%

Digital media

Figure: Pie chart presented digital media using percentage. 

Regarding digital media we obtained the data that shows that 31% of people they use website, 

social media (30 %) and email (25 %), search engine optimization (11%) and others 3% which 

means that internet media can be the most efficient and effective e- source of creating brand 

awareness for MEC. Brand can furnish number of benefits for the firm. Brand is becoming 

tremendously important for the company due to its generating value and financial contribution as 

an intangible asset. Consumer so much interest about brand. Social media placing increasingly part 

of the communications of MEC.  A marketing strategy is a process that can allow an organization 
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to concentrate its limited resources on the greatest opportunity to increase sales (Baker, 2008). The 

majority of the respondents states that they started using social media because it is a cost efficient 

marketing channel. 

4.7.7 Sales Promotion: 

Sales promotion can be defined as short term incentives to encourage trial or usage of a product or 

service. Sales promotion includes couponing, sampling, premiums, rebates, contests, sweepstakes   

and various points of purchase materials. Altstiel & Grow (2006) also agreed that a sale promotion 

accelerates the selling process and brings maximizes sales. We asked question to media manager of 

MEC that is “What promotional techniques are you using for giving extra value and more sell to 

customers? She said: we are using sales promotion techniques to promote product & service and 

more sell. In order to offer a powerful brand , sales promotional techniques is not important to 

create brand but also important things is quality product and services. From the customer survey, 

researcher found different sales promotional techniques they like with the question “which 

promotional techniques do you like most to purchase MEC’s services? They like to get some offer 

from the company. We labeled several perceptions by following pie chart 

 

Couponing
13%

Sampling
19%

Premiums
25%

Rebates
38%

Others
5%

Sales promotion

Figure: Pie chart presented sales promotion using percentage. 

Above the Pie chart, 38%  of respondent wants to get product and services at a cheap price.  

Rebate is an amount paid by way of reduction, return, or refund on what has already been paid or 

contributed. Whatever the favorite brands, everyone likes to save money. In other category of 

sales promotions, 25% respondesnts they like to get  premiums, 19 % is sampling, 13% is 

couponing and 5% others respectively. The company uses sales promotiom tecniques due to the 

introduce new products by encouraging trial and repurchase, get existing customers to buy more, 

attract new customers, defend current customers and building brand in customers mind. Therefore, 
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after analyze this tool it is very easy to understand that sales promotion activities are very 

effective promotional tool to sell more. 

4.7.8 Publicity/Public Relation: 

Publicity is one of the most powerful and cost effective brand building tools, especially for 

smaller organizations that can’t afford significant advertising. Publicity is non-personal 

communications such as press releases, media interviews, press conferences, features articles, 

newsletters, photographs, films and tapes. Public relations may also include annual reports, fund 

rising, and membership drives, lobbying, special event management and public affairs (Keller, 

2008). We asked to media manager with the question of “Do you encourage your customers to 

spread the information about the MEC’s service? How to do it? She said: “We are doing press 

release, press conference, media interview, event marketing, sponsorship, campaigns etc. From 

the customer point of view event marketing is the most important to create brand with the 

question of “which PR media encourage you to know about MEC brand name deeply? In the 

customer survey, studies found numerous commencements that are representing the following pie 

chart. 

 

Press releases
9%

Press conference
14%

Event 
34%

sponsorship
18%

Campaigns
25%

Publicity

 
Figure: Pie chart presented publicity using percentage 

Good publicity is a key factor to recruit more audience and send the message out to a wider 

audience. Regarding publicity we obtained the data that shows that 34% of people they like 

event marketing. Event marketing and public relations may helpful for increasing the familiarity 

of brand towards people who are not well aware about MEC brand. Around 25% of 

respondents, they like campaigns, 18% sponsorships, and rest of the portion 19% and 9% they 

like press releases and conference.  Therefore the meaning is that, public relation can be the 

most efficient and effective media of creating brand awareness. Good brands are built on good 

reputation. Good reputation is built on good publicity. Publicity or Public Relations (PR) is a 

more effective way to deal with customer perceptions. Successful publicity deals with creating 

great perceptions in the prospect’s mind. A brand is a name that stands for something positive in 
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the prospect’s mind. Therefore, Publicity builds strong brand. PR services to develop   enduring 

relationships and partnerships for clients with their target audience. 

 

4.7.9 Personal Selling: 

Personal selling is an important brand building tool because everything involved in it actually 

affects how the brand is perceived by customers. Personal selling involves direct contact 

between buyer and seller, either face-to-face or through some form of telecommunications such 

as telephone sales. Personal selling is usually defined as the seller’s face-to-face oral 

communication with one or more potential customers, with the intention of closing a deal 

(Persson, 1995). When we asked to media manager of MEC with the question of “which 

personal selling techniques are you using to expand your brand name? In the response of this 

question she said: We provide creative solutions and promotional teams for field marketing, 

road shows & sampling campaigns nationwide and have a vibrant team of temporary and 

permanent brand ambassadors who will deliver effective face to face communication with style, 

professionalism and a smile. From the customer survey, studies found number of observations 

with the question “Do you think Personal selling is an important tool to keep long term brand 

image in customer mind?? We designated the following pie chart including several opinions of 

the customers. 

Strongly 
agreed 

46%Agreed
34%

Indifferent
13%

Disagreed
7% Personal selling

 
Figure: presented personal selling using pie chart. 

Brand image comprises the attributes and benefits associated with a brand that make the brand 

distinctive and, thereby, distinguish the firm's offer from competition in a way that may provide 

a differential advantage (Webster & Keller, 2004). Pie chart showing that 46% respondents 

strongly agreed, personal selling is the most important media to keep long term brand image in 

customer mind using face to face contact. 34 % respondent only agreed, 13% indifferent and 7 

% is disagreed respectively. From the pie chart studies shows that, most of the customer they 

like to know about company information via direct contact through mobile and so on. 

According to customers, company tries to apply this media to create brand awareness through 

personal selling activities. 
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CHAPTER FIVE: ANALYSIS 

---------------------------------------------------------------------------------------------------------------------  

Within this section presented data in findings will be analyzed with the help of theoretical frame 

of references. This section will be concluded with short summary depicting the implications 

which have been found.  

----------------------------------------- -------- -------- ------- -------- -------- ------- -------- -------  

 

 

5.1 Secondary Data Analysis: 

Managing global media communications requires true network consistency and world-class 

levels of service and performance; locally, regionally and globally. Active Engagement is a 

unifying approach that encompasses our value proposition, business philosophy and belief 

system. It enables us to deliver outstanding commercial results in the most challenging business 

environments. Addressable, mobile and social media now touch the majority of consumers. 

Creating success for MEC clients requires considering reach and engagement, MEC client's 

reputation and the key transactions they require in order to achieve their business goals. The rapid 

pace of change within the marketplace demands a flexible approach and our thinking goes 

beyond the limits of traditional broadcasting and advertising. We consider the full range of 

channels, content and behaviors that influence to create brand awareness and the long- and short-

term effects on marketing return. In this context, we analyzed the company profile to create 

strong brand.  

Strength:  

Proper balance of cost-effectiveness: MEC is much cost efficient. It provides its clients 

premium quality services with lower cost as possible. It reduces its external and internal cost with 

accurate targeting. 

Strong Positioning: MEC has consistently been the most competitive media agency performer 

(globally) for the past 4 years. 

Weakness: 

Failure to track or measure the Advertisement response: MEC does not have any effective 

medium to measure the response level of given advertisement. They actually calculate the 

estimated response and allocate budget. 

Opportunity:  

Effective communication: Diversified and layered communications capabilities helps MEC to 

deliver genuine integrated thinking to the clients. MEC has an effective communication over the 
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world. MEC provides their services to some top branded company of the world such as 

Activation, DHL, Mercedes-Benz, Visa, Orange and so on. 

Skilled Workforce: MEC has a large number of skilled workforces and it is constantly working 

for the better skill improvement of the employees. As a result it can easily take the risky 

experiments and go for the new innovation. 

Threats: 

Strong Competitor: There are few very close competitor of MEC. MEC has to aware each and 

every possible time about their competitors. MEC has to establish new objectives as well as new 

plans and services to complete with their competitors. 

Inefficient execution of customer’s orders: Sometimes MEC fails to execute the recommended 

order of the foreign companies because we have some certain rules and regulations in forecasting 

advertisement. For example, in 2009 MEC got an order for Set Wet Body Spray to advertise their 

product in Bangladesh but they failed to complete their order as adult advertisement is prohibited 

in our country.   

 

5.2 Primary Data Analysis:  

 

Integrated marketing communication is an important part of marketing for long-term relations 

according to Grove et al. (2002). IMC are important due to new communication channels as 

Internet and social media where organizations can interconnect different sites with each other. 

 

IMC is increasingly popular, there are a number of elements present in IMC, to consider the 

roles of advertising and promotions the term needs to be defined. Advertising and promotion 

play a key role, they are the way that the messages are sent out to the consumers, to create the 

brand image and support as well as lead perceptions regarding the firm that will help to impact 

on the purchase decision (Kotler, 2003). The roles of advertising and promotion are key in 

successful campaigns as they are some of the most visible parts of the campaigns, and when 

looking at IMC they are also the entrance points for the consumer, leading into the integrated 

marketing process. The purpose of IMC is to establish the brand, or position, in the mind of 

target audience (Stamats, 2008). 

 

Advertising: 

As described in theoretical frame of references the advertising is one of the most cost effective 

tools to spread the product information to large number of customers (Belch & Belch, 2009). 

The importance of advertisement ranges from awareness, image enhancement, generating sales 

leads, as well as identifying and attracting potential customers for the company. Another vital 
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importance of advertisement (Hayes et al: 1996) is that, it introduces the firm to prospective 

customers. In emerging market like Bangladesh, television is the most popular medium for 

information and entertainment. Regarding to the Advertising, Researcher found in survey that 

most of the respondents 31% like television advertisement, and 21% of them like print 

advertisement and 17%, 19% respondents like radio and online advertisement, billboard 

advertisement 8% and mobile 4% of them mobile advertisement. From the company point of 

view, TV advertisement is most popular in Bangladesh. MEC should use advertising media like 

TV, print, Radio advertisement to promote their Brand name. In this regards, MEC should 

increase their promotional massages via radio, TV, Print all over the country and increase 

awareness all level of people of Bangladesh.  

 

Direct Marketing: 

As mentioned in theoretical framework that Direct marketing is a tool which allows marketers to 

reduce wasteful communication to non-target customers or customers groups (Kotler, 2006). 

Brand building through direct marketing is only achieved if customer’s expectations are met by 

the brand performance.  In the direct marketing issues, Researcher found in survey 26% 

respondents like direct mail to get information about services from MEC and 24%, 24% 

respondents like to get information through mobile/telephone and direct advertising. From the 

company point of view, they are applying mobile marketing promotion through direct call and 

mobile sms and direct e-mail to customer. A mobile text message is very successful for B2C 

marketing (Jobber, 2007). Direct marketing tools provide companies with several attractive ways 

of conveying customized massages to individuals. Tele marketing can be more effective if it can 

be combining with e-mail marketing. One research shows minimum 10 percent response 

increase even more if mobile marketing can combine with e- mail marketing (Arens, Schaefer 

& Weigold, 2009). And 22% response from respondent likes to receive information using 

direct selling techniques and 4% others. So, e-mail and mobile/telephone activities are 

relatively high acceptable to customers rather than other direct marketing tools .Therefore, 

MEC’s should use direct mail, telemarketing to spread service information to targeted 

customers. 

 

Internet Marketing: 

As described in theoretical part that now a day through development of internet technology, 

internet marketing becomes most popular media for the marketers and customers. Internet 

marketing can be simply defined as: Achieving marketing objectives through applying digital 

technologies (Chaffey, 2009). These digital technologies include internet media such as website 

and e-mail as well as other digital media such as wireless or mobile and media for delivering 

digital television such as cable and satellite. Regarding digital media we obtained the data that 

shows that 31% of people they use website, social media (30 %) and email (25 %), search engine 

optimization (11%) and others 3% which means that internet media can be the most efficient and 

effective e- source of creating brand awareness for MEC. From the company point of view, 
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social media become recent boost in interactive agencies can also be attributed to the rising 

popularity of web-based social networking and community sites Bangladesh is a big market for 

MEC to promote their service through internet marketing because 3 million subscribers 

connected through internet browsing in Bangladesh (ITU, 2011). So, promotion through using 

internet channel will be effective to target these customers and also who are using internet. 

 

Sales Promotion: 

As described in theoretical framework that Sales promotions are concerned with offering customers 

additional value, in order to induce an immediate sale (Belch, 2009). Sales promotion is designed to 

get quick and maximum sales volume through providing extra incentives to the customer like; 

coupons, premium, loyalty program and event marketing (Belch & Belch, 2009). In the perspective 

of sales promotion, we obtained   38% of respondent wants to get product and services at a cheap 

price.  Rebate is an amount paid by way of reduction, return, or refund on what has already been 

paid or contributed. Whatever the favorite brands, everyone likes to save money. A short-term price 

cut or discounts, for instance, may be very effective to boost up the sales (Arens, Schaefer & 

Weigold, 2009). In other category of sales promotions, 25% respondesnts they like to get  

premiums, 19 % is sampling, 13% is couponing and 5% others respectively. In customer survey, 

researchers found most of the respondents 38% like Rebates. So, after analyze these tools it is very 

easy to understand that sales promotion activities will be very effective promotional tools for MEC 

as customers like more. 

 

Publicity: 

As described in theoretical frame work that publicity is so much more powerful than advertising 

or sales promotion because publicity is highly credible for its news value and the frequency of 

exposure of product or service (Belch & Belch, 2009). According to Ace (2002) “Advertising 

brings the product to the customer and publicity or PR brings the customer to the product”. Most 

used publicity activities include public service activities, press conferences and various events 

activities etc (Kotler, 2000). Regarding publicity we obtained the data that shows that 34% of 

people they like event marketing. Event marketing and public relations may helpful for 

increasing the familiarity of brand towards people who are not well aware about MEC brand. 

According to Keller (2008) Public relations and publicity relates to a variety of programs and is 

designed to promote and protect a company’s image or its individual product. Around 25% of 

respondents, they like campaigns, 18% sponsorships, and rest of the portion they like press 

releases and conference.  PR builds brands by building positive, pervasive word of mouth. PR is 

one of the most effective ways to get people talking about your brand and it gets them moreover 

believing. PR therefore is most effective at building and sustaining your business ( Kotler, 

2006). 
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Personal selling: 

As mentioned in theoretical frame work that personal selling involves direct contact between buyer 

and seller, either face-to-face or through some form of telecommunications such as telephone sales. 

The main advantages to personal selling are that a detailed, customized message can be sent to 

customers where feedback can be gathered to help close the sale. Regarding personal selling 

techniques, 46% respondents strongly agreed that personal selling is the most important media to 

create brand awareness in customer mind and long term relationship with customers using face 

to face contact. 34 % respondent only agreed, 13% indifferent and 7 % is disagreed respectively. 

From the company point of view, physical conversation with customer is very important to 

create good image about the organization. They provide creative solutions and promotional 

teams for field marketing, road shows & sampling campaigns nationwide and have a vibrant 

team of temporary and permanent brand ambassadors who will deliver effective face to face 

communication with style, professionalism and a smile. So, we can say personal selling is 

important to bring brand image. 

 

Branding: 

The brand embodied a set of values and attributes which were appropriate, which stimulated 

consumer interest, which distinguished brand from others and created a unique piece of property 

for its owners. According to data presentation about branding, 31% respondents are strongly aware 

about MEC’s brand name, 26% respondents aware, 22% respondent not clear about MEC company 

name and 21% respondents are not totally know about MEC. From the company point of view, 

they are using integrated marketing communication such as Personal Selling, Advertising, Direct 

Marketing, Sales Promotion, Internet marketing, Publicity, Sponsorship and events etc. So, after 

analyze promotional tools it is very easy to understand that promotional activities will be very 

effective way to create international strong brand. All communications contribute to developing 

the MEC brand image and reputation. A strong brand can create sufficient higher total returns to 

shareholders than a weak brand. Brands are at the heart of marketing and business strategy. 

 

Corporate Branding: 

The corporate brand is the overall umbrella for the corporations’ activities and encapsulates its 

brand dimensions such as corporate vision, values, personality, positioning, and image among 

many other dimensions (Kotler & Pfoertsch, 2006). Regarding corporate branding, researcher 

found Most of the respondents34% and 29% like advertising and internet marketing as powerful 

media to create strong brand. In this regards, MEC should focus on digital media and also 

traditional media. In this prospective, digital media like social media can play vital role to create 

strong corporate brand. Strong corporate brand increase employee and customer loyalty, 

supports the company’s competitive differentiation, motivates shareholders, ensures engagement 

among employees, and enhances the company’s communication, just to mention a few of the 

advantages ( Aaker, 1996). 
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International Branding: 

An international brand in the global market is a brand that is available and well known in many 

countries, though it may differ from country to country, the versions of the brand share a 

common goal and a similar identify in some respects (Raman, 2003). Regarding international 

branding, 38% respondent said digtal media can be the most powerfull media to spread 

worldwide. 23% reposdent electronic media, 18% respondent print media (newspaper, magazine 

etc)and 9% respondents wireless media (mobile, cable TV, satalite etc). From the company point 

of view, digital media is very effective to spread message all over the world quickly. They start 

to use digital media like social media for brand awareness. MEC should take serious and 

strategic steps to make people aware about its brand because international branding is quite 

beneficial for companies, since it can decrease marketing costs, realize greater economies of 

scale production and long term source of growth. 

 

According to the primary & secondary data analysis, it reveals that promotional tools like sales 

promotion,  direct marketing, personal selling, publicity, advertisement, and internet marketing 

play vital role to create international brand. MEC should tremendous use this social media 

(Linked In, Facebook, and You Tube & Twitter) for increasing its brand awareness with a very 

less expensive way. In the light of literature review, Branding embodied a set of values and 

attributes which were appropriate, which stimulated consumer interest, which distinguished brand 

from others and created a unique piece of property for its owners.  Brand awareness is based 

upon recognizing and recalling ability of customers; and promotional tools especially digital 

media usage ratio is increasing day to day that can be a good online and profit making medium to 

put continuous impression of the brand for MEC to several people in the world within different 

geographical boundaries.
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CHAPTER SIX: CONCLUSIONS & RECOMMENDATIONS 

--------------------------------------------------------------------------------------------------------------------- 

This chapter will summarize the answer of research question through possible recommendation 

from findings and analyze chapter. This chapter also covers with suggestion of further research. 

--------------------------------------------------------------------------------------------------------------------- 

 

The findings presented in this thesis have focused on the link between branding and promotional 

tools. It has confirmed that there is a significant correlation between branding and promotional 

tools that could have a determining impact on a company’s position in the marketplace. Through 

interview with med ia  manager of MEC and customer survey analysis researcher come to 

draw  the conclusions that promotional tools is one of the most effective to create strong brand 

and to get more customer attention. All communications contribute to developing the MEC brand 

image and reputation. Advertising, direct mail, personal selling, publicity, sponsorships, events 

marketing, corporate identity sales force, internet system are used. Maintaining its reputation and 

its brand image is a top priority concern, since it is one of the most valuable things for the 

company. A strong brand can create sufficient higher total returns to shareholders than a weak 

brand. Brands are at the heart of marketing and business strategy. 

Media is an umbrella term for the different kinds of mediums that enrich us with knowledge, 

and vital information. It is the circuit that runs through society, in the form of visual, print and 

audio mediums, namely - television, newspaper (magazines, tabloids and newsletters), radio 

and the Internet. These mediums play different roles when it comes to communicating to the 

audiences at large, as well as altering their perceptions. Newspapers are one of the traditional 

mediums used by businesses, both big and small alike, to advertise their businesses. Its Allows 

you to reach a huge number of people in a given geographic area. Magazines are a more focused, 

albeit more expensive, alternative to newspaper advertising. This medium allows you to reach 

highly targeted audiences. Radio offers a wide range of publicity possibilities. It is a mobile 

medium suited to a mobile people. It reaches the bedroom and breakfast table in the morning and 

rides to and from work in the car, lulls us to sleep at night and goes along to the beach, to the 

woods and on fishing trips, a flexibility no other medium can match. Radio is a universal 

medium enjoyed by people at one time or another during the day, at home, at work, and even in 

the car. Television is a medium that permits the use of the printed world, spoken word, pictures 

in motion, color, music, animation and sound effects all blend into one message, possesses 

immeasurable potency. Television has become a dominant force, the primary source of news and 

entertainment and a powerful soapbox from which citizens protests can be communicated to the 

nation and the world. Television permits you to reach large numbers of people on a national or 

regional level in a short period of time.  
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Communication elements comprise TV, print, radio and online add. Sponsorships (concert, 

sports) are used quite intensely at MEC. MEC has been an official sponsor of the national game. 

With the national games MEC gained quick, cost effective global exposure. Its brand awareness 

increased and had a huge impact on the quick rise of the brand. Growing penetration of the 

internet will allow more customers to find out what they want to know about the MEC brand. 

Some customers will become less receptive to mass market communication and will demand 

more open and specific communication. An increasingly popular channel for customer service, 

marketing, and other communications, email is powerful tool for brand builders. Overall, this is 

the latest example of how social media have engaged the many different hats of a person whether 

they are part of a private community, a more business-oriented audience or both. LinkedIn, 

Facebook, YouTube, twitter is one of the most widely known social media site where the 

audience has more. Many marketers indicate that despite the fragmentation of media and 

Consumers' shift in media consumption toward digital media, TV, Newspaper still does the best 

job of reaching a critical mass of customers. It remains the most effective way to boost brand 

awareness. 

Therefore, promotional media play vital role to create strong brand awareness among the 

customers and make long term relationship with customers. Today the customers have become 

more demanding. To fulfill their demand different promotional media can guide about MEC. In 

the perspective of MEC, we mainly focus on traditional media and also digital media. Branding is 

essentially used to convey a set of values to potential customers. Branding in consumer markets 

has long been shown to increase a company’s financial performance and long run competitive 

position. The development of strong brand creates an international image using promotional 

tools. The increasing levels of promotions have led managers to be increasingly concerned about 

the influence of these promotions on brand differentiation. 
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6.1 Recommendations: 

 

 They must improve and update their profile (with the passage of time, when needed) by 

adding valuable contents which show their business strength and expertise. They can put 

their some success stories on the media to build the credibility of the brand. 

 

 E-mail and telephone and mobile could be used as the main direct marketing tools. 

Internet marketing activities seems not to be more acceptable now in Bangladeshis 

market. With the emergence of wireless access and new platforms, new opportunities and 

dynamics will emerge as companies develop innovative ways of acquiring customers, 

building relationships and satisfying needs. 

 

 MEC is not so active on social media networks in terms of having strong profile. Social 

Media such as My Space, Classmates, Windows Live Spaces, Reunion.com, AOL 

Hometown, have become popular media to brand awareness and equity for the MEC. 

 

 MEC should use Signboard, Brochure and Catalogue Referrals, Search engine 

optimization, Blogs, Wikis, Video sharing, Podcasts, video game, virtual world etc. to 

their brand awareness.  

 

 MEC can create more brand awareness through corporate social responsibility (CRS). 

The internal dimension of CSR relate to how a corporation deals with its employees 

(protection of labor, qualification), and environmentally compatible production processes 

(waste, pollution). The external and more important dimension is directed to all other 

company stakeholders. 

 

 They can use Brand building through word of mouth marketing; word of mouth 

marketing can have tremendous power. This is the common approach in the business 

world. Recently the old fashioned method has been.  

 

 They can use Viral Marketing for building strong brand. According to Chaffey, 2009, A 

marketing message is communicated from one person to another, facilitated by different 

media, such as word of mouth, e-mail or websites, in particular social network or blog 

sites. Viral marketing implies rapid transmission of messages is intended. 
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6.2 Ethical Reflections: 

MEC Bangladesh is a media agency, actively engaged in media planning, buying and marketing 

communications. MEC started its operation in Bangladesh in December 2007. MEC is the 

pioneer brand among different advertising agency in Bangladesh. They are using different brand 

building tools like advertising but some promotional tools is not effective for building 

international brand. These should avoided by the company to create good image in the market. 

The collected primary data from customer survey and e-mail interview questionnaire and 

secondary data was collected from company web pages and also was confirmed by media 

manager. Researchers mention all references for secondary data that was collected from different 

articles and books. According to the collecting data and analysis, company should avoid some 

promotional tools and added value with traditional promotional tools and follow modern tools or 

digital media.  

 

 

 

6.3 Suggestion for Further Research: 

 

This study has identified a number of opportunities for productive future research. These 

opportunities arise from the study’s limitation. However, our hope is that researches can basis and 

inspiration for future research, particularly in the area of country branding using intensive 

promotional tools. We think there are some possibilities to apply branding in other concepts. 

Hence, branding in the field of Country and economy context can be a further research. Branding 

strategy related to acquisitions, alliances, and ecommerce initiatives needs further attention. In 

digital world context, internet (digital media) can be most power brand building tools to create 

international brand. Academic research lags behind industry practice in many respects. More 

attention is needed to the link between the marketing mix and the creation of brand in customer 

markets. Brands and brand-building tools tend to be associated with Business markets; however, 

they are equally important in consumers markets. As such, the concepts, tools and key factors 

outlined in this thesis are also applicable to business markets. Nevertheless, an in-depth analysis, 

drawing on studies from consumer markets, would represent an exciting opportunity for further 

research. This thesis would benefit from complementary in-depth research in the social and 

psychological dynamics of the Internet and its impact on consumer behavior. 
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Appendix 1: Questionnaire to Company 

Dear Media Manager,  

Thank you for your attention and opening this questionnaire. This is a research by a master 

student at University of Skövde. The research aims is to investigate how firm employ 

promotional tools and techniques to create and sustain international brand and to learn more 

about people’s beliefs, attitudes, feelings and opinions towards advertising by global brands. 

Your information will be great help of my research.  

Thank you very much for your time and support. Please start with the answer by writing on the 

question below. 

Branding: 

1. What business does your company deal with? What are the various practices? Please 

describe.  

2. What kinds of media do you consider to attract customer and create brand awareness? 

3. How does the company build competitive advantage at home and abroad? 

4. Are you satisfied with the results of Brand marketing techniques you used? What do you 

think about the future development of the brand MEC?   

5. Have you ever surveyed you consumers? What was their feedback?  

Corporate Branding: 

1. Does the company focus on corporate branding, product branding or a mix of both?  

2. How would you describe MEC’s corporate culture? How does MEC work on keeping this 

corporate culture? 

International Branding: 

1. How to build brand awareness in international markets? What type of branding strategy 

does the company use for international market?? 

2. What are the challenges spreading your brand worldwide? 

Advertising: 

1. What kinds of advertising media do you using to send your messages to the customers? 

2. What is required to get customer attention to the MEC? 
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3. Which types of advertising messages do customers prefer for each service category? 

Direct Marketing: 

1. Which direct marketing channels are you using to reach more customers? 

Internet Marketing: 

2. Which digital media are you using to promote your product and service image? 

Sales promotion: 

3. What promotional techniques are you using for giving extra value and more sell to 
customers? 

Publicity: 

4. Do you encourage your customers to spread the information about the MEC’s service? 
How to do it? 

Personal selling: 

5. Which personal selling techniques are you using to expand your brand name? 
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Appendix 2 

Questionnaire to Customer 

1.What is your occupation? 

 Student  

 Employees 

 Business man 

 Others 
 

2.Do you aware about MEC brand name? 

 

 Strongly aware 

 Aware 

 Little bit Aware 

 Not aware 

 

3. Which types of advertising media do you like most to know the MEC’s services 

information? 

 

 Television 

 Radio 

 Print media 

 Online 

 Billboard 

 Mobile 
 

4. Which direct marketing channel do you think is more flexible to communicate with the 

MEC’s service name? 

 Direct mail 

 Direct phone 

 Direct selling 

 Direct ads 

 Others 
 

5. Which internet media do you prefer to know the MEC’s information? Which media more 

effective to create brand Awareness? 

 

 Website 

 Search engine 

 Email 

 Social media 

 Others 
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6. Which promotional techniques do you like most to purchase the MEC’ services? 

 Couponing 

 Sampling 

 Premiums 

 Rabates 

 Others 

 

7. Do you think Personal selling is an important tool to keep long term brand image in 

customer mind? 

 

 Strongly agreed 

 Agreed 

 Indifferent 

 Disagree 

 
8. Which PR media encourage you to know about MEC brand name deeply? 

 Event Marketing 

 Campaigns 

 Sponsorship 

 Press conference  

 Press releases 

 
9. Which one of them is most powerfull media to create strong corporate brand awareness? 

 Internet media 

 Advertising Media 

 Direct marketing 

 Personal selling 

 Sales promotion 

 Publicity 
10. Which one of them is most flexible to inform globally? 

 Print Media 

 Electronic Media 

 Digital Media 

 Wireless Media 

 

 

 

End 

Thank you for your cooperation and time taken to answer our questionnaire  
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Appendix:3-Responses from customers 

Appendix: 3 Questions Responses (70) Number Percentage of 

Responses (%) 

What is your occupation?  Student  

 Employees 

 Business man 

 Others 

69 
43 

31 
7 

46 
29 

21 
4 

Do you aware about MEC brand 
name? 

 Strongly aware 

 Aware 

 Little bit Aware 

 Not aware  

47 
39 
33 

31 
 

31 
26 
22 

21 

Which types of advertising media do 
you like most to know the MEC’s 

services information?  

 Television 

 Radio 

 Print media 

 Online 

 Billboard 

 Mobile 

47 

26 
32 
28 

11 
6 

31 

17 
21 
19 

08 
04 

Which direct marketing channel do 
you think is more flexible to 

communicate with the MEC’s 
service name? 

 Direct mail 

 Direct phone 

 Direct selling 

 Direct ads 

 Others 

39 

35 
33 
35 

6 

26 

24 
22 
24 

4 

Which internet media do you prefer 
to know the MEC’s information? 
Which media more effective to 
create brand Awareness? 

 Website 

 Search engine 

 Email 

 Social media 

 Others 

47 
17 
37 

45 
4 

 

31 
11 
25 

30 
3 

Which promotional techniques do 

you like most to purchase the 

MEC’s services? 

 Couponing 

 Sampling 

 Premiums 

 Rabates 

 Others 

19 
29 
37 

57 
8 

13 
19 
25 

38 
5 

Do you think Personal selling is 

an important tool to keep long 

term brand image in customer 

mind? 

 Strongly agreed 

 Agreed 

 Indifferent 

 Disagree 

69 
51 

20 
10 

46 
34 

13 
07 

Which PR media encourage you to 

know about MEC brand name 

deeply? 

 Event Marketing 

 Campaigns 

 Sponsorship 

 Press conference  

 Press releases 

51 

37 

27 

21 

14 

34 

25 

18 

14 

9 



68 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Which one of them is most 

powerfull media to create strong  

corporate brand awareness? 

 Internet media 

 Advertising Media 

 Direct marketing 

 Personal selling 

 Sales promotion 

 Publicity 

43 

51 

14 

16 

10 

16 

29 

34 

9 

10 

7 

11 

Which one of them is most 

flexible to inform globally? 

 Print Media 

 Electronic Media 

 Digital Media 

 Wireless Media 

27 

34 

57 

32 

18 

23 

38 

21 
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Appendix 3: Individual Reflections 

 

Md. Kamrul Hasan: Individual Reflections on Learning from Research. 

 

During the research work, I learned valuable concepts which one important in the field of Business 

economics. I read many books, articles, journal, internet which one develop my reading skills. In 

the research process, interview and survey with company and customers plays vital role to develop 

my communication skills. Additionally, time limits the writing period gave me lessons of discipline 

and time plan. Therefore, we consider the whole research plan firstly, so that the process would be 

conducted step by step effectively. 

 

We collected primary and secondary data from company and customers and then analyzed the data 

that improve my analytical ability. In the analysis part, Analyzing is a significant ability, which 

explores authors’ thinking ability. By combining academic theory and practical experiences, how to 

conduct the explanation in the logical way gives authors challenge. As this challenge, our learning 

ability gets training. 

 

Last but not least, after completed my research work, it is not only improved my knowledge, but 

also helped me improve my communication skills and social skills for instance, how to make 

communication efficiency. Therefore, academically, it is expanding my knowledge and practically, 

it is a valuable experience for my future life. 
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Rabia Khan: Individual Reflections on Learning from Research  

 

In the research workshop, we discussed and share opinions; therefore, it made each part more 

objective by the effort from each member. By doing each part of the thesis, I have learnt lots of 

knowledge. For instance, methodology which is explain what we are going to do and why we are 

going to do in this way, and, the benefit of doing research work in this way. It is explained the 

whole process of doing this research work. I was reading some books about research method, 

which helped on how to make a research design, what kinds of data is suitable for our research 

work, how to collected those data and after collecting those data, what should we do, analysis, etc. 

therefore, I learn how to arrange a research work. At the same time, I found that, data could be 

collected from lots channels, so, how to collect the most effective data, and, how to make the 

limitation of our data collection, which are also I have learnt by doing methodology part. 

By discussing the checking the remained parts, I also have learnt lot of knowledge. For example, 

the theoretical framework, there are a plenty of theory which is about our topic. But we need to 

select the right one and think why it is essential for our thesis, and how it will works in our thesis. 

The theories are the guide for our work and the discussion are our own plan for our thesis by using 

the theories. 

 

There are some other essential things which I have learnt by doing this research work. One of them 

is how to co-operate and make our communication more effectively. As there are two authors for 

one thesis, we need to fully co-operate with each other. Although we were working towards a 

common objective, we may have different opinions. Then, I learnt how to discuss and express and 

explain my view, and hearing the view from counterpart. Therefore, we could also learn from each 

other. 
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