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CHAPTER ONE: 

1.0 INTRODUCTION 

1.1 Backgroundof theReport 
 
 

Asa studentof Bachelor ofBusinessAdministration(BBA) everyone hastoconducta practical 

orientationinany organizationforfulfillingtherequirements ofthe3 monthsofInternshipProgram. The 

mainpurposeoftheprogramistoexposethestudentstothe realworldsituation.Thisreportis 

doneasapartialrequirementoftheinternshipprogramfortheBBAstudents.Thisreportis 

preparedfortheinternshipprogramconsistingofamajorindepthstudy aboutthe Marketing & Business 

Development departmentof Super StarGroup(SSG)andhowitisimplementing theMarketing 

activities.Practicalknowledge isfundamentalforthe applicationoftheoreticalintelligence.Bearing 

thisinmindandinternshipprogramwasbeing includedintheBBAcurriculum.Thegoalofthis analysis is  

to  exposethestudent  in  theorganizational  work  situation  and also  to  provide  an 

opportunityforapplyingclassroomlearning inpractice.Therearesomedifferencebetweentheories and 

practice. 

 

1.2Originof the Report 
 

 

Thisreportisdoneaspartialrequirementofthe3monthsinternshipprogramfortheBBA 

studentsofBRACUniversity,Bangladesh.During my internshipperiodIjoinedSuperStar GroupLtd.at 

Corporate Office, Segunbagicha. Thechairperson of theInternship and Placement Committee 

advised  to  preparereports  on  ourassigned  jobs  afterthecompletion  ofthe Internship  in  the 

respectiveorganizations. 

1.3Objectivesof the Report 
 
 

1.3.1    Broadobjective: 
The stapleobjective ofthisreportistoprovideaninsightoftheinternshipprogram of SSG 

MBDandthelearning of aninternbyperforming practicallyinacorporatefieldjustat theend of the 

academic curriculum.Thisreportwillalsoassisttogeta clear overview aboutthe marketing & 

business development departmentofSuperStarGroup(SSG)andhowitisimplementing the 

marketing activities. 
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1.3.2    Specific objectives: 
 

 TogetinsightabouthowSSG MBDoperatestheir official activities. 

 TofindouthowSSGMBDimplements marketing activities and their promotional 

activities. 

 Toanalyzethedrawbacksofmarketing activitiesandfindouttheprobableeffective solutions to 

minimizethem. 
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CHAPTER TWO: 

2.0 METHODOLOGY 

2.1Methodologyof theReport 
 

 

Thisreportisanindividualproductionofthereportwriter.However,preparing sucha reportisnot 

thateasyforone’sownbrainonly.SoIhadtotakehelpfromdifferentsourcesofinformation.I usedtwo kinds 

of sources- 
 

a) Primarysourcesand 

b)Secondarysources. 

 

a) Primary Data:Theprimarydata has beengathered through followingsources 
 

Faceto facediscussionwith mysupervisor and 
 

Colleagues Telephone discussion 

 

 

b) SecondaryData:Mostlyusedtofindoutbasicinformationabouttheorganization.The secondarydata has 

beencollected through followingsources. 

 

 Annual Reports 

 Office Record 

 Annual Reports 

 Internet 
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2.2 Scope of the Report 
 
 

Thisstudy willhelpmetorethinkaboutthelackinginmy performanceandgoodrealizationabout 

whatandhowI shouldimprove myselffromthelessonsor learning.Itisalsohelpfulformeto enhance my 

writing competencies. It will also help me to flourish my  critical thinking and 

analyticalability.Thisreportmay helptheotherpotentialfutureinternswhowanttodotheir 

internshipinSSGorthe sametype oforganizationorindustry.Thismaybefoundasanecessary 

Informative documentfor SSG togetthe insightsaboutthe intern’s feedbackorperspective about 

theirinternshipprograms,supportsandworking environment.Thusthiswillhelpboththeinternsand the 

organizationto workontheirareasof improvements. 

 

2.3Limitationsof the Report 
 

 
 

Ihavetriedmybesttoprepareagood,informativeandinsightfulreport.Nevertheless,inspiteof 

myeagernessandenthusiasm,Ihadtofacesomelimitationswhileworking onthisreportwhichare 

mentioned below- 

  Informationneededrelatedtomytopicwerenotsoavailable,Ihadtodobrainstorminga lotand 

collect information and necessarydata from dayto daywork. 

  Timetoworkonthereportwasverylessininternshipandjobperiodasresponsibilities werehuge. 

  AsIwas working as intern, manyconfidential information werenot disclosed to me.
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CHAPTER THREE: 

3.0 OVERVIEW OF SUPER STAR GROUP LIMITED (SSG) 

3.1 CompanyOverview 
 
 

SSGisaleading andsuccessfulmanufacturer,importerandmarketerofelectricalaccessoriesand 

equipmentforlasttwo decadesunderthebrand nameof“SUPERSTAR”.Thecompany startedits journey 

in1994byestablishingitsfirstventurethroughanIncandescentlampplantlocatedat 

Narayangonj.SSGprovideswiderangeoflighting andotherelectricalsolutionsforresidential, 

commercial,andotherspecialneeds.Thegroupoffershighqualitylightingsolutiontoitswide range 

ofcustomersthatmade SSGnumberoneinlighting sectorofBangladesh.Compact 

FluorescentLamp(CFL),incandescentlamp(GLS),LightEmitting Diode(LED),fluorescenttube 

light,switches&sockets,fan,fluorescentlightingfixture,PVCInsulating tape,electronicballast, and 

distribution board. 

 
 

Inaddition,thegroup isthe exclusive distributorof Kawamura ElectricInc.of JapanandFederal 

ElectricofTurkey formarketing oftheirCircuitBreakerandotherelectricalsafety relatedproducts 

inBangladesh.Inaddition,having theirownfanproductswithbrandname“Super StarFan”,they 

becametheexclusivedistributorofKhaitanFanofIndiainBangladesh.Thequality ofthese products 

isguaranteedanditsdurabilityis unquestionable.All these products havegotboth intrinsic and 

aestheticvalue forwhich SSG is proud of andfind itself trulysatisfied in supplyingthe qualitygoods to 

theirvalued and prospectivebuyers and consumers. 

 
 

SSGstartedanewconcernnamedSuper StarEngineeringLtd.(SSEngL) in2012,and provedits ability 

tomanufacture,supply,installation,testingandcommissioningofelectricalsub-stations, 

elevator&generatoraswellascompleteelectricalsolutionsonturnkey basisasoneoftheleading 

andpopularbrandinBangladesh.SSGenteredintorenewableenergy businessunderthenameof 

SuperStarRenewable Energy Ltd.(SSREL) in2013. Using thebrand name“SuperStarSolar”, 

thiscompanydesignsanddevelopsinnovativerenewableenergyrelatedproductsthatarebest 

suitedforcustomerneeds.Tomeettheaccelerateddemandofcity dwellers,SSGexpandedits 

activitiesinrealestatesectorunderthenameofSuperStarPropertiesLtd.in2011,toprovide 



 

6 
 

Highquality comfortablelivingandcommercialspacethatwilldeliverthehighestvalueformoney ofthe 

customers. 

 

Besidesabove,SSGisexploring toaddfewmorenewproductswhichwilladdtheimageof SSGin 

manyfoldsand establishas a diversifiedconglomerate. 

Ateamofexperiencedandhighly skilledprofessionalshavinggoodcorporateculturearekeeping 

contributionsinthegrowthofSSG.Alltheproductsthataremanufactured by SSGaremostly 

designedbytheirown professionalsandallthe productdesignsarekeptundercopyrightlawsothat 

noonecancopy theirproductdesign.SSGhasareputationofbeinginvolvedinagoodnumberof 

CorporateSocialResponsibility(CSR)activitiesandmaintainsavery goodcreditratingwithbanks and 

other financial institutions. 

 
 

3.2     Awards&Achievements 
 
 

Global Marketing ExcellenceAward2016 
 

SSG(SuperStarGroup)hasbeenwonGlobalMarketing ExcellenceAwards2016for'Futureis 

bright'Corporate Marketingcampaign. 

FIGURE:1 

GLOBALMARKETINGEXCELLENCEAWA

RD 2016 
 

 
 

 
 

 

Source: www.ssgbd.com (Annual Report2016) 
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 TheGoldenGlobeTigers Summit Awards 2015 
 

SSG(SuperStarGroup)hasbeenawarded“TheGoldenGlobeTigersSummitAwards2015”for 
 

Excellence&Leadershipin Brandingand Marketing. 
 

 
 

FIGURE: 2 
 

THE GOLDEN GLOBE AWARD 
 
 

 
 

 
 
 

Source:www.ssgbd.com(Annual Report2015) 

http://www.ssg-bd.com/
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Global Marketing ExcellenceAward 
 

SSG(SuperStarGroup)hasbeenawardedtheGlobalMarketing Excellence AwardinBrand 

Leadershipcategory fromthe WorldMarketing CongressinassociationofCMOCouncil, 

THOUGHTLEADERSand World Federation ofMarketingProfessionals. 

 
 

FIGURE:3 
 

GLOBAL MARKETINGEXCELLENCE AWARD 
 
 

 
 

 
Source:www.ssgbd.com(Annual Report2015) 

http://www.ssg-bd.com/
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 TheGlobal LeapAward 
 

 
 

Global LEAPAwardsOutstanding Off-Grid LEDRoomLightingApplianceCompetition 

recognizesthe SSG(Super StarGroup) aswinnerintwocategories12 VDCLEDbulb5wand T5 

tubeatthe5thCleanEnergy MinisterialinSeoul,Korea,on12May 2014.TheGlobalLEAP Awardsoff-

gridLEDappliancecompetitionseekstoidentify andpromotetheworld’shighest quality,mostenergy-

efficient,andaffordableoff-gridLEDlighting appliances.TheGlobalLEAP 

AwardsisaninitiativeoftheCleanEnergyMinisterialGlobalLightingandEnergy Access 

Partnership,andisco-sponsoredby theU.S.DepartmentofEnergy andtheClimateWorks Foundation. 

 
 

FIGURE4 
 

THE GLOBAL LEAP AWARD 
 

 
 
 
 

 
 

Source:www.ssgbd.com(Annual Report2014) 

http://www.ssg-bd.com/
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SSG(SuperStar Group) is ISO certified 
 
 

SSGrecently achievedISO9000&ISO14000certificateforsignificantperformanceinquality 

managementandenvironmentmanagement.SSGnevercompromisewithquality ofitsproducts.It 

alwaystriestoprovidebestquality productstogiveutmostsatisfactiontovaluedcustomers.This 

organizationalsoconcernforenvironment.Sothatitproduceenvironmentfriendly productsby 

followingproper production guideline. 

 

3.3Vision Statement: 
 

To bethe most contemporaryconglomerate-locallyandglobally. 

 

3.4Mission Statement: 
 

Weprovide innovativeproducts and solutions that offer customer's delight. 

 

3.5Company Values: 
 

 

We're Bold 

 
We'reResponsive 

We'reInnovative 

We're Global 

We're Humane 

We're Tecsavvy 

We're BRIGHT, becausewebelieveour futureis bright. 

 

 

3.6FactoryOverview: 
 

 

SSGisenrichedwithsixdifferentfactoriesfortheproductionandassemblingofitsdiversified products from 

its variousproductlines. Thefactories arenamed below withtheirlocation: 

 

1.   I. R.Bulb Company Ltd.(I. R. Bulb factory)-Bhuighor,Narayanganj 
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2.   Super Star Electrical AccessoriesLtd. (SSEALfactory)-Fatullah, Narayanganj 
 

3.   Super Star ElectronicsLtd. (CFLfactory)-Shiddhirganj, Narayanganj 
 

4.   Super Star FanLtd.(Fanfactory)-Kachpur 
 

5.   Super Star Engineering Ltd. (SSEngLfactory)-Munshiganj 
 

6.   Supreme ElectronicsLtd.-Savar 
 
 

3.7 The MARKETING & BUSINESS DEVELOPMENT of SSG: 
 

SSGMBDbelievesthatthehumanresourceisthemostimportantresourceamongstallandthatis 

whyitistryingtoempoweritsemployeesfromeverypossibleaspectanditisworkingrelentlessly 

tokeepemployeesmotivated,toensurethebestoutputfromthisresourcewithastrong visionto provide thebest 

return on investment (ROI) fortheoverallprofitabilityof thebusiness. 

 
 

3.8Wingsof SSGMBD: 
 

 

TheMBDdepartmentofSSGisconsisting ofdedicatedand hardworking memberswhoareto 

supportthemarketingandaccomplishingalltherelatedtasksofthewholecorporatebody and factories. 
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3.9 TheHierarchicalManpower Chart: 
 

Thefollowing hierarchicalchartrepresentstheapprovedmanpowerchartof SSGMBD. 
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CHAPTER FOUR: 

4.0 Analysis & Findings of Super Star Fan 

 

4.1 All kind of fan 

4.1.1 Ceiling fan: 

 

ECO SWIFT (Milky White) 

 

Golden Art 
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Supreme 
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4.1.2 Specification of Ceiling fan: 

CEILING FAN 

Size 56'' 48'' 36'' 24'' 

Parameter Classic Premium Golden 

Art 

Eco-

Swift 

Classic Premium Premium Premiu

m 

Voltage (V) 220 220 220 220 220 220 220 220 

Watt 78 78 78 85 62 62 57 58 

Frequency (Hz) 50 50 50 50 50 50 50 50 

Air Delivery 

(m3/min) 

275 275 275 275 170 170 145 87 

Service Value 

(m3/min/watt) 

3.53 3.53 3.53 3.24 2.74 2.74 2.54 1.5 

RPM 325 325 325 320 405 405 450 890 

Insulation Class E E E E E E E E 

Power Factor 0.98 0.98 0.98 0.96 0.98 0.98 0.98 0.98 

Weight (kg) 5.4 5.45 5.9 4.52 4.4 4.5 3.9 4.3 

 

Table 02: Specification of Ceiling fan 
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4.1.3 Table fan: 

 

4.1.4 Specification of Table fan: 

Table Fan 

Model TF-06 TF-07 TF-08 

Specification 

Size 16'' 16'' 16'' 

Watt 65 60 60 

RPM 1176 1058 1070 

Controller 3 Speed Rotated Control 3 Speed Rotated Control 3 Speed Rotated Control 

Blades 5 Banana 5 Banana 5 Banana 

Timer 2 hour 2 hour 1 hour 

Color Pink, White & Green Pink, White & Green Golden & Gray 

Table 03: Specification of Table fan 
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4.1.5 Rechargeable pedestal fan & Wall fan: 

 

4.1.6 Specification of Rechargeable Pedestal & wall fan: 

Rechargeable Pedestal & Wall Fan 

Model RP-01 WF-03 

Remote Control Specification 

Size 16'' 16'' 

Voltage 220v AC/12v DC  

watt  55 

RPM 1300 1256 

Power 14w  

Blades 5 Banana 3 Regular 

Air Delivery 50 m3/min  

Service Value 3.57m3/min/watt  

Battery Backup 2 hour  

Color Blue & Gray  

Table 04: Specification of Rechargeable pedestal & Wall fan 
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4.1.7 Pedestal fan: 

 

4.1.8 Specification of Pedestal fan: 

Pedestal Fan  

Model PF-06 

Remote Control 

PF-07 PF-08 PF-09 

Specification 

Size 18'' 18'' 16'' 16'' 

Watt 60 60 55 55 

RPM 1388 1379 1400 1360 

Controller 3 Speed Rotated 

Control 

3 Speed Rotated 

Control 

3 Speed Rotated Control 3 Speed Rotated 

Control 

Blades 5 Banana 5 Banana 5 Banana 3 Regular 

Timer 7.5 hour 2 hour 2 hour 2 hour 

Table 05: Specification of Pedestal fan 
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4.2 All fan price list: 

Fan Price 

SL Product Name MRP (TK.) 

1 SS CEILING FAN PREMIUM 56" 3335 

2 SS CEILING FAN CLASSIC 56" 3220 

3 SS CEILING FAN G.ART 56" 3795 

4 SS CEILING FAN PREMIUM 48" 3160 

5 SS CEILING FAN CLASSIC 48" 2990 

6 SS CEILING FAN PREMIUM 36" 2650 

7 SS CEILING FAN PREMIUM 24" 2650 

8 SS CEILING FAN Eco-Swift 56" 2420 

9 SS TABLE FAN 16" (ASH), TF-08 2650 

10 SS TABLE FAN 16" (GOLDEN), TF-08 2650 

11 SS WALL FAN 16" (REMOTE) WF-03 3750 

12 SS TABLE FAN 16" MIXED COLOR (BANANA) TF 06 2760 

13 SS TABLE FAN 16" MIXED COLOR (REGULAR) TF 07 2530 

14 SS PEDESTAL FAN 16" (MECHANICAL WHITE) PF-08 3100 

15 SS PEDESTAL FAN 16" (MECHANICAL BLUE) PF-09 3100 

16 SS PEDESTAL REMOT FAN 18" (WHITE) PF-06 3700 

17 SS PEDESTAL FAN 18" (MECHANICAL BLACK) PF-07 3350 

 

Table 06: All fan price  
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4.3 Analysis of Super Star fan: 

İn the given below I discuss abutthose question who is included in the questionnaire. İ try to my best to show 

the present condition of super star fan. 

4.3.1 Use of super star fan: 

Here I try to say that those people who are using super star fan. İn the given below I try to find out that and 

explain that by line chart. 

 

Figure 03: Use of super star fan 

In this survey, 100% people are using super star fan. They use in deferent type of super star fan. 

4.3.2 Fan type: 

There are many types of fan in super star group. Here I explain that the fan type of super star fan. 

 

Figure 04: Fan type 

Super star has many types of fan like ceiling, table, pedestal and wall fan. In this graph 55% percent people 

using ceiling fan and it is the highest using fan. Only 20% people are using pedestal fan and the last is table 

fan. 25% people are using table fan. 

0%

100%

Yes No

Use

Ceiling
55%

Table
25%

Padestal
20%

Fan Type
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4.3.3 Fan warranty: 

In super star fan gallery has many kind of fan and they provide some warranty for those fan. 

 

Figure 05: Fan Warranty 

All of the people who using super star fan, they get warranty. A single person doesn’t say that they didn’t get 

any kind of guarantee. Because the company always focusing on customer satisfaction. 

4.3.4 Facing problems: 

At this topic I try to say that when consumer use this fan, maybe they face some problem. I try to find out 

what is the percentage of those problem facing people. 

 

Figure 06: Facing problems 

Here 75% people face problem for using super star fan. And 25% people don’t face any kind of big problem. 

Those are simple problem which they faced. 

0%

20%

40%

60%

80%

100%

120%

Yes No

Warranty

Warranty

75%

25%

Yes No

Facing problems



 

22 
 

4.3.5 Providing service: 

If the company give warranty the company maybe provide service. 

 

Figure 07: Providing service 

When they facing problem 65 percent consumer says that, they get proper service by the company. 25 

percent consumer says that, they don’t get proper service by them. 

4.3.6 Service quality: 

If the company provide service its important to know there service quality that they provide. 

 

Figure 08: Service quality 

Highest consumer is saying that the company service quality is average. A single person cannot say that the 

service quality is very low. 25 percent consumer says the service quality is good, 20 percent consumer says 

its bad and only 15 percent consumer says that the service quality is very good. 

0%

20%

40%

60%

80%

Yes No

Service

15%

25%

40%
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Very good

Good
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4.3.7 Future use: 

I try to know that the consumer will use this company fan in future. There I get some idea by this question 

which I include in below. 

Frequency Percent Valid Percent 

Yes 13 65.0 65.0 

No 7 35.0 35.0 

Total 20 100.0 100.0 

Table 07: Future use 

Here 65 percent people who says that, they use super star fan in future. Because they are satisfy to use it. 35 

percent people who are no use this company fan in future. 

4.3.8 Suggest to others: 

Here I try to find out how much consumer suggest to others to use this fan. 

 

Figure 09: Suggest to others 

There are 70 percent of people who suggest to others to use this company fan. And there are 30 percent 

people who don’t inspired to others to use this company fan. Because they are not satisfied after use this 

company fan. 

70%

30%

Yes No

Suggest to others
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4.3.9 Using Others Brand: 

There have some consumer who also use others brand fan. For this survey I try to find what the percentage 

of that is. 

 

Figure 10: Using others brand 

Here this graph shows that 90 percent of consumer who use others company fan and only 10 percent 

consumer use others company fan. Those consumer use others company table, pedestal or wall fan. 

4.3.10 Better performer: 

A consumer use both super star fan and also others company fan. Which fan is better I try to find out that. 

 Frequency Percent Valid percent 

Yes 11 55 55 

No 9 45 45 

Total 20 100 100 

Table 08: Better Performer 

55 percent people who say that superstar fan performance is good to others fan performance. Ceiling fan and 

pedestal performance is very good. 45 percent says that others company fan performance in better then super 

star fan. 

Yes

No

90%

10%

Using others brand
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4.3.11 Price condition: 

All company fan price are not same. I try to understand by this topic that which fan company price consumer 

most like. Which one is perfact for them. 

 

 

Figure 11: Price condition 

50 percent people who says the pricing condition of super star fan is average. 20 percent people say the price 

is good and 15 percent people say this fan is very good and others 15 percent say its bad. 

  

15%

20%

50%

15%

0%
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Very good
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4.4 SWOT analysis of super star fan: 

Strengths: 

 Largest number of distribution channel for fan 

 Large local market for fan 

 Well trained and skilled sales force  

 Super Star R&D 

Weakness: 

 Absence of fan laboratory 

 Lack of product availability depends of market demand 

 Lack of training facilities for field forces 

 Lack of consumer related marketing activities 

Opportunities: 

 High potentials in export market for fan 

 Create more consumer awareness regarding our brand 

 Large market size in corporate industries 

 Seasonal high demand of the product 

Threats: 

 Availability of cheap imported fan 

 Aggressive competitive activities in others fan company 

 Changes in customer preferences that affect buying habits 

 The appearance of new or stronger competitors 
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4.5 Distribution Process: 

 

 

 

 

 

 

 

 

 

 

 

Figure 12: Distribution process 

Factory: 

İn the factory all kind of the ceiling fan are made in. Fan blade, body, canopy and also others things which 

are made in the factory. The factory location is Gajaria, Munshigang. After compliting this all of the product 

are reserved in our central store which location is Narayanganj. 

Distributor: 

After completing this process all of the product are distributed by our transportation and ship in whole 

country. 

  

Distributor 

Retailer 

Dealer 

Consumer 

Factory 
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Dealer: 

When distributor get the product they distribute those product basis on the memo by dealer. Those dealer 

who order those product get it in the meantime. 

Retailer: 

Retailer comes to the dealer and buy those product for their market needs. Sometime dealer also sale those 

product directly for consumer. 

Consumer: 

After completing all kind of processing consumer finally get the product in market. And the product always 

are available the market. 
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4.6 Findings: 

 Generally marketers put focus on product quality. 

 Consumers always want highest quality products in lowest prices. 

 Pricing strategy changes with time and circumstances. 

 Distribution policy is too much lengthy. 

 There usually is a trade-off between product quality and price. 

 Service quality not much better. 

 Some product has not any kind of warranty in long term. 

 Do not provide much offer for consumer. 
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CHAPTER FIVE: 

5.0 CONCLUSION AND RECOMMENDATION 

5.1 Conclusion: 

This study is an attempt to know the consumer perception on fan product in Dhaka city. With the help of the 

study result Super Star fan can make better arrangements to enter the market. Market size is huge in Dhaka 

and demand of fan product in different sector is always high here. So Super Star fans has huge opportunity to 

enter the market and satisfy fan product customers. The study shows that people are more highly loyal 

towards their present brand. The companies like Click, Vision, GFC and Other Brand etc. are there and they 

have huge market share with big customer base. The most important factors which customers consider while 

purchasing any fan products are quality and price.  As per Super Star is concern they should more focus on 

price with good quality. Company also needs a proper distribution channel network for availability of the 

product at the customers nearest place. 
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5.2 Recommendations: 

 Try to increase product quality if though current quality is good. 

 Price range might be lower because consumer wants best quality for lower price. 

 Try to reduce distribution lengthy process. Also try to keep in the market full of product. That’s 

means available product in the market. When the consumer wants they must get the product at this 

time. 

 Provide different kind of offer for consumer. It increases our company reputation and also product 

identification. Others consumer knows about our company and our products. 

 The Organization can try to provide best quality service then others. If we satisfy the consumer they 

buy our product and tell others to motivate those people who are not using our product. It is one kind 

of word of mouth communication which is very important for our company. 

 Provide long time warranty for all kind of product. It inspired to consumer buy this product. 
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