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Executive Summary 
 

 

The report is compiled based on my 3 months practical experience of working with a digital 

marketing agency. It’s a compilation of my observation on working with an agency team. The 

report has established focus on how an agency operate, team coordination of Analyzen and 

covers a significant portion of the study on BTL marketing. The objective of this report is 

providing a hindsight on my learning experience in a corporate work space. and prove my 

ground on the impact of BTL marketing activities. 

 
 
 
 

This report comprises in three main sections. 
 
 

First chapter consists of organizational overview, operational nature of an agency and 

major campaign activities conducted by Analyzen. 

 
 

Second chapter consists of internship experience, my job profile and learning 

experience. 

 
 

In the third chapter, Impact of BTL marketing is analyzed with two case studies on 

two big brands Clear Men and Surf Excel. 

 
 

The case studies are presented in the third chapter of my analysis to prove my ground on 

effective digital promotion and creating brand awareness. 

 

Moreover, to properly determine the level of advancement in BTL I have shortly described 

about Facebook Ads manager and role of data analytics in the modern marketing age. 

Alongside the discussion of BTL marketing the report provides short hindsight on 360-degree 

marketing communication. 
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Chapter 1  
 
 
 

Overview of the organization, operation and strategy Audit  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

8 | P a g e 



 

1.1 Introduction and Overview of the Company  
 
 
 
 
 

Analyzen was Founded in 2008, as a very first digital agency dedicated to conduct BTL 

activities. Since the inception, the company has acquired sever giant brands. The company has 

now some of the biggest brands in the market. Analyzen provides digital planning and marketing 

strategy, technology and buying support. The company has acquired clients from Singapore and 

Myanmar. Noteble brands of RB operating in Singapore and Myanmar like RedBull, Betadine, 

Mr. Care etc.  

 

Moreover, Analyzen own 85 brands in the home country including some giant name in the 

Market like Unilever, Bkash, Aarong and MGI (Meghna Group of Industries). Over the years, It 

has collaborated with giant marketing campaigns for instance to name a few, Bkash App 

 

Campaign, Bkash Payment Campaign, Aarong Eid Ul Fitr Campaign, Closeup “কাছে আশার 

সাহসী গল্প”. Analyzen won the Accolade of South Asia Digital Agency of the Year(Silver), 

 

won 16 awards in different category of Digital Marketing Award 2019 held by Bangladesh 

Brand Forum. 

 

Major Services provided by Analyzen  

 

Digital Marketing strategy 4,500+ Campaigns  

 

Content Development 25,000+ Original Designs  
 

 

 Software App and Web Development 31 Enterprise Solutions, 800+ Webapps  
 

 

Community and Query Management Dedicated Online Customer Care 
 

 Digital Media planning and Buying Serving 50+ Brands  
 

 

Audio Visual Production 700+ AVS  
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1.2 Work Principle  
 
 
 

 

Work culture in Agency has always been different than other corporations. Analyzen 

maintains a flat organizational structure. Individual from senior planner to support office staff 

is known as Analyzer. They do not maintain long corporate titles rather Analyzer is known to 

have a character name. The senior planning associates are responsible to lead the team and 

collaborate well with the team members.  

 

Client servicing lies at the core center of every team. Analyzen constantly try to bring new 

concepts and innovation while leading a campaign in the digital spectrum.  

 

The organization also offers the unique value proposition to the clients in terms of providing 

technical support. Analyzen has also own the ICT Award 2019 for excellence in technical 

support activities.  

 
  
 

Their work value is based on the principles of resilient, passion, delivery and collaboration. 

The team passionately offers services to their client brands. Analyzen has been serving some 

of the brands for over 8 years. Thus, creating a loyal client brands portfolio. 
 
 
 

Growing to its success Analyzen has created reputation acquiring clients form Singapore and 

Myanmar. Some notable brands like Red Bull Myanmar and overwhelming number of brands 

from Reckitt Benckiser Myanmar is overseen by Analyzen. 
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1.3 Major Client Brands  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1Curernt Clients of Analyzen  
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1.4 Major Campaign Activities  

 

 

A lot of women statistically around 30% of women are wearing hijab. An overwhelming 

number of majority struggles with hair care problems due to our hot and humid weather.  

However, no brand is serving to this niche category. Thus. SunSilk Hijab Refresh to cater the 

special need of this niche category. 

 

 

Campaign Goal: 

  

SunSilk Hijab Refresh specially catering the need of Hijabi women and excellent hair care for 

their hair needs.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 2 BTL Launch of Sunsilk Hijab Refresh 
 
 
 
 

 

Impact of the Campaign  
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Execution Phase: 
 

 

Phase one, six key opinion leaders with large online followers were invited to collaborate in 

the campaign. The influencers posted about hair problems due to Hijab to create a 

conversation thread. 
 
 

Phase two, the influencers posted hair care routine videos, revealing Hijab Refresh and 

posted review on the newly launched product. 
 

 

Phase three, keeping Ramdand and Eid ul Fitr in mind two popular influencers posted video 

tutorials on Hijab and created buzz alongside promoting the brand. Meantime, Sunsilk’s 

channels to give this campaign authenticity.  
 
 
 

 

 

 

Omera LPG Special Day Campaign 

 

Analyzen formulate campaigns for special days on every occasion. This time challenge was  

Omera LPG is a different brand catering to household needs to specific category. It is 

generally not a brand that has grown attached with the consumer. Thus, challenge was to 

creating AV to relate this household need with the special person who spend significant 

portion of time in the kitchen and caters to the main TG. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3 Audio-visual story telling for Omera LPG 
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Campaign Goal 
 

 

Making a viral content in this case an appalling Av dedicated to Mother’s Day.  
 

 

 

Impact of the Campaign  
 
 
 
 
 
 
 
 
 
 

 

 

 

Execution Phase 
 

To execute the campaign, we have scripted an AV with a theme that every mothers 

contribution in building her children and going beyond the mainstream idea of labeling 

mothers as housewives. The campaign was dedicated for Mother’s Day. We portrayed story 

of a daughter who was not label as working mother but happened to raise her child and 

managed the nitty-gritty of an entire household. The campaign created huge impact and still 

now one of the most watched AV on Facebook in terms of Organic reach. 

 

 

 

Aarong Eid Campaign’17 
 

Aarong wanted to maximize the E-commerece sale by revamping their website and 

capitalizing on Facebook Ads. Aarong established Taaga as the brand for the youth with 

fashion spree. On the occasion of Eid Aarong capitalized on the Facebook Ads, to market the 

latest collection and maximized the e commerce sale with significant growth. 

 

In Bangladesh Facebook is the primary spectrum for Ads, Content marketing. Large number 

of Audience is highly engaged with Facebook with huge reach. Thus, Facebook campaign 

was the center to drive website traffic, lead generation and awareness on E-commerce sale. 

 

 

As a result, 22% increase in online sale compared to the previos Eid Campaign. It also helped 

to generate new customers 3X then before driven by Online sales. Around 12 million 

awareness reached published by Facebook for business.  

 

 
The product used for this campaign were mainly Dynamic Ads, Carousal and Collection Ads. 
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Figure 4 Raising social awareness and online sales through Canvas and collection Ad format 
 

Campaign Goal 
 

Generate website traffic and engagement of Facebook page. 
 
 

 

Impact of the Campaign  
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Execution Phase 
 

Phase 1 Raising awareness and engagement through video views. 

 

Phase 2 conversion through retargeting, Custom audience, lookalike audience by Facebook 

ads. 
  
 

Phase 3 Shop Now and Learn More option that directly leads to the shopping site and creates 

website Traffic making the retargeting an easier approach. 
 

 

Moreover, generating PR via 16 facebook groups with 1 million members to create buzz on 

this campaign. 
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TV Commercial for Lifebuoy Bangladesh  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Fig 5: Analyzen made their first approach to 360-degree marketing with Lifebuoy  

  

Analyzen made their first approach with ATL marketing campaign. To provide 360 degree 

marketing approach to brands. 
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1.5 Management Practices  
 
 
 
 

 

McKenney’s 7 Framework for Management Practices Analysis 
 

 

Structure: The structure is more of a flat one, with different organs co-ordinating togather.  
 
 
 
 
 
 
 
 
 
 
 

 

Managing 
Director 

 
 

 

Account 
Director & 

Brand Director 
 
 

 
Strategic 
Planner 

 
 

 

Client Servicing 
Head 

 
 
 

 

Art Director Copywriter Account Head 1 Account Head 2 
   

 
 
 
 

Art executive 
Junior Account Account Account Account 

Copywriter Executive Executive Executive Executive   
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1.6 Types of Job Profile in Analyzen Bangladesh Ltd.  
 
 
 
 
 

 

Advertising Agencies prefer individual with a creative mindset, independent and coordinate 

well with the team. The spectrum of advertising landscape is always changing. Hence, they 

prefer people who keep with trends of advertisement and maintains excellent communication 

with clients. 

 

Creative Department Jobs within an Advertising Agency – brain storming ideas, adopting 

to the changing landscape of advertising, formulating campaign idea, collaborating at the 

pitch session are notable. 

 
 
 

 

• Creative Director 
 

Creative Director leads the team with exceptionally commendable ideas, they work 

closely with copy directors and strategic planners. 

 
 

• Copywriter/ Junior Copywriter 
 
 
 

Generally, copywriter coverts the idea into a concreate piece of work. They also play 

important role in generating ideas for the content. 

 

 

• Art Director 
 
 

 

They possess strong visualization & drawing skills. Art director/ Visualizers oversees 

the work of graphic artists - from ad layouts, to storyboarding and compilations. 

 

Account/Brand Director – 
 

 

This department plays a major role in generating business and handles major 

accounts. In Analyzen our Acccount director having 9 years of experience in 
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Ad agencies oversees 24 brands of Unilever along with local brands like Akij, 

IPDS, MGI. Brand director, oversees two of the giant brand Bkash and 

Aarong. They are responsible to conduct important meeting with clients and 

supervise client servicing executives. 

 
 
 
 
 

• Strategic Planner 
 

 

The planning arm of Analyzen is geared with skills of formulating 

campaign plan, planning for monthly content idea series, 

communicating ideas with Client servicing team and Brand Managers. 

Strategic planners work meticulously from planning to execution phase 

of the campaign. The planning department starts their understanding of 

the client with a market research. They understand the market behavior 

by observation, customer interviews and secondary research on the 

internet, survey, focus group discussion etc. 
 

• Client Servicing Executive – 
 

 

Establishes a solid foundation of reliability with clients. Clients rely 

heavily upon client service executives on monthly content planning, 

maintain Facebook page, overseeing the digital activities of a brand 

and launching campaigns. Client service executives maintain a 

constant communication with Brand executives and managers. 

 
 

• Media Planner – 
 

 

The core responsibility includes prepare digital media plans & 

strategies with appropriate target audience analysis & budget 

allocation. Execute Ad operations on all digital platforms. Monitor & 

Optimize Ads on the digital platform. Prepare Campaign Analysis 

Report and Digital Media Report. Support Finance & Admin team in 

maintaining liaison and partnership with Ad networks, publishers and 

other local & international advertising platforms. 
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1.6 Hiring procedure  
 
 
 

 

The hiring system in an ad agency is unique. It normally starts with hiring a 

passionate young graduate as an intern/ full time executive who is given practical 

exposure in his/her area of interest. The trainee is guided as he/she is working on 

campaigns or projects of the ad agency and is hired gradually once they prove 

their worth.  

It can be categorized in -  

 
 

Internal Recruitment  
 

It refers to hiring candidate from internal links and networks. However, every candidate is 
required to go through an extensive interview process. 
 

External Recruitment  
 

External recruitment refers to selecting candidates who are looking for job openings. 
They generally post job opportunities on their official Facebook page or LinkedIn page.  
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1.7 SWOT Analysis of the company  
 
 
 

 

Opportunities 

 

Analyzen is a major player in digital landscape. Since, brands are undertaking lots of 

BTL activates Analyzen will always have an extra edge. 
  

BTL activities, Facebook advertising are likely to increase in near future. 

Generation z already consumes 90% of information and content online. 
  

Analyzen handles clients in Singapore and Myanmar which poses a great 

opportunity for a global expansion. 
 
 

 

Threats 

 

Brands now prefer 360 degree marketing approach form agencies. However, 

Analyzen lacking behind in comparison with WE ARE X and Asiatec in this race. 

Due to intensive competition by other agencies clients have the probability of switch 

if disappointment occurs. 
 
 
 
 

 

Strength 

 

Brand name of the organization  
 

It has a pool of talented, creative human power  
 

Analyzen provides various Software and tech solution.  
 
 

 

Weakness 

 

Retaining human resource is a challenge. 5/6 years of experience in 

agency opens good opportunity to work in big MNC branding. Thus, 

retaining experience professionals is a challenge. 
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1.8 COMPETITORS  
 
 
 

Here is a quick sneak peek at the top ten advertising firms of India as of today. 
 
 

1. Adcomm Ltd. Adcomm Ltd. is the giant in creating appealing TVC work for 

brandslike Robi, Lifebuoy, City Group etc. Adcomm has been around in this 

landscape for decades and dominates the advertising agency for ATL activities. 

Adcomm has also the reputation as the winner of Campaign South Asia Agency of 

the year 2012(bronze).  

 

2. Grey/Bangladesh - Founded as a one-man, one-room retail shop in New York City’s 

garment district, Grey Group is now one of the largest global advertising and 

marketing agency network. Grey has dominated the entire agency spectrum locally 

also internationally. Grey Dhaka has won 3 Cannes Lions for Bangladesh and 

produced some of the iconic TV commercial of all time. Grameenphone, Coca-Cola 

Bangladesh is coordinated by Grey Dhaka. 

 

3. WE ARE X – X provides holistic marketing solution to the top brands and 4 

Telecommunication giants in different spectrum. It also has some strong portfolio of 

brands providing 360 degree marketing to the clients. 

 

4. Magnito Digital – Magnito has created buzz working with GP for over years. 

Magnito created notable footprint in the digital spectrum providing digital solution, 

media planning to the clients. Magnito Digital won Gold to become the ‘Campaign 

Asia-Pacific : Digital Agency of the Year 2015’ in the ‘Rest of South Asia’ 

category. 

 

 

5. Asiatec360 – In the local advertising spectrum Asiatec is a big name. Asiatec has 

produced some of the big commercials owned by big brands of the country. It also 

has the reputation of being one of the Media and Broadcasting company. It has 

owned and nurtured several ventures out of the advertising industry. Asiatec owns 

Nestle, Banglalink etc. brands. Recently, it has won 15 accolades at comward this 

year. 
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Chapter 2 
 
 

 

Internship Overview 
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1.1 Internship Information  
 
 

 

Internship Timeline  
 

My internship period with Analyzen started from January 1
st

. It is a three months 

training program where I was exposed to real life work scenario for the first time. The 

internship period ended in 31
st

 March, 2020. 
 

 

Reporting Supervisor  
 

My reporting supervisor MM Sayeef Abdullah is the Strategic Planner, primarily responsible 

for maintain communication with clients, Pitch ideas and lead campaigns for brands like 

Fresh Milk, Fresh Drinking Water IPDC and other local brands.  
 
 
 
 

 

1.2 Duties & Job Responsibility:  
 
 
 

 

My job profile in Analyzen was to work alongside our Strategic planner. The 
 

team consisted of 6 people handling 4 major local Brands Fresh Drinking water, 
 

Fresh Milk Powder, IPDC, 

 

I was assigned to work alongside our Client servicing executive to supervise 
 

Fresh Drinking water, Fresh Milk Powder I have also attended sever 
 

brainstorming session with our planners, Art directors, client service executive 
 

Copywriters. I have also collaborated with IPDC Ekushe Boi Mela Campaign 
 

“সুে -াাধনতুন বইএর ঘ্রাণে সুেবাধ জাগুক প্রােন” 
 
 
 

 

Moreover, my primary responsibility was to adapt myself in the given context and 

understand my core responsibilities and duties. 

 
 

 

Monthly Content Planning: Developing content strategy refers to formulate any 

audio visual or static communication brands develop to communicate with their target 

audience and the contents generally exhibits the Brand elements or the core message 

of the brand. The monthly content strategy is formulated from the client end based on  
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several pillars. For instances, Content Pillar for Fresh Drinking Water will have 

Drinking Moments(talking about the drinking moments motivating kids to drink 

milk), Source, Thematic or Occasion based, Nutrition elements, Engagement and 

Tactical (post based on campaigns) 
 
 
 

Assisting in Pitch Deck  
 
 
 

One of the primary objectives of agency is to captivate high profile brands as many as 

possible. Hence, they are required to attend pitch sessions called by brands. Depending on 

the effectiveness of the pitch session brands are assigned to agencies. During my internship 

period I have assisted our team to develop “Xiaomi Digital Plan Pitch Presentation” The 

core elements in any pitch consists of defining the current problems associated with the 

brand, providing solution for that, defining TG, Analysing market trends, Analysing 

Competition etc. 
 

Assisting in Campaign Planning  
 
 
 

I have collaborated with our planners and client servicing executives in IPDC Ekushe Boi 

Mela Campaign “সুে -াাধনতুন বই এর ঘ্রাণে সুেবাধ জাগুক প্রােন”.We formulated the 

coomunication route or objective, logo suggestion, AV ideas, Launching plan, promotion 

via Facebook, KOL(key opinion leaders) promotion. To promote the campaign Analyzen 

developed two thumb stopper Ads under 17 sec. 
 
 
 

Communicating Ideas & Attending Brainstorming Session  
 
 
 

Developing ideas is one the routine task that Analyzen follows strictly. Before any major 

campaigns, monthly content planning the team sits for idea generation sessions. Generally, 

one art director, client service executives, strategic planners and creative directors in case 

of major campaign take part in such sessions. 
 
 
 

Preparing Query Report  
 
 
 

Query is an absolute method to understand consumer mindset, purchase trends, and 

current demand. We have a specific query management team, answering brand queries, 

preparing monthly reports and communicating with clients. During my internship period I 

prepared query reports for Fresh Milk and Fresh Drinking Water.  
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Maintaining Client Communication  
 
 

 

Another responsibility is to maintain client communication over email or phone calls. Client 

servicing is a primary work objective of agencies. Constant communication with clients, 

communicating feedbacks, ideas. Understanding client brief is also a major part of maintain 

client communication.  
 
 
 
 

 

1.3 Notable Contribution  
 
 

 

I have provided a sneak peek to my work experience during these 3 months period.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 6 Content Developed for Fresh Drinking Water  
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Figure 7 Grid Content for Fresh Milk Powder  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 8 Valentine’s Day Content for Fresh Milk Powder  
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1.4. Learning Experience  
 
 
 
 

The very purpose of internship was fulfilled to the maximum, keeping in mind the limitation 

of time. The learning experience began right from the first day. 
 
 
 

Practical Exposure of Advertising Industry –  
 

My primary objective of learning was to get practical exposure to the advertising industry  

and learn how an ad agency works. I learnt that an ad agency follows a workflow process, 

which can be attributed to any ad agency in general. The process starts with  a “Marketing 

Brief” from the client highlighting positioning, the purpose of the advertising and the facts to 

be present in the ads. This brief is taken by the client servicing department and is passed on to 

the creative department, and this is known as the “Creative Brief”.  
 
 
 

Role of Planning Department -  
 

The planning department outlines the campaign approach, researches on the content, leads the 

team, and oversee al other works. They are also responsible to communicate with the client. 

 

Developing campaign Strategy –  
 

Generally, for any kind of campaign Analyzen follows this core model to create strategy and 

evaluating Outcomes. 
 

To create the initial awareness, Analyzen uses various tools along with Search Engine 

Optimization. With the combination of these tools like SEO, GDN, Analytics etc. Analyzen 

has developed custom analytical models for different brands to reach their goals. 
 
 
 

Acquisition Strategy  
 

 

Awareness  Engagement  Conversion  Advocacy 

       

 

Fig: The Marketing Funnel to execute any campaign strategy 
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Fig: Acquisition strategy to execute marketing campaign 
 
 

 

The above model describe strategy for executing any campaign. This model depicts how 

campaigns in the digital spectrum conducts their planning and execution. 
 

 

Frankly speaking, Internship is an extensive learning experience. It was  period of self-

analysis and putting my theoretical aspects of education into practical field.   
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Chapter 3 
 

 

Project Part 
 

 

Title: Impact of BTL Marketing on Brands- A Case Study  
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1.1 Origin of the Report:  
 
 
 
 
 

Internship Program of BRAC University is a Post-Graduation requirement for the BBA 

program. The major objective of this program is enabling student to get first hand exposure 

of working in the real world. The major obstacle poses to apply the theoretical aspects of our 

study in the real corporate environment. 

 

The internship program and the study have following purposes: 
 
 

As a marketing major to understand how marketing activities are carried out in real 

world. 

 
 

To gain knowledge about the vast spectrum of social media marketing.  

 

To comprehend knowledge on how advertising agencies, work in real life.  

 

The report is the aftermath of three months long internship program conducted in Analyzen 

Limited and is predominant requirement for the completion of the BBA program of BRAC 

University. Hence, I have prepared this report on the “BTL marketing activities and its 

impact on brands”. Additionally, the report also contains information about the 

Organizational structure of Analyzen and my job responsibility as an intern. 
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1.2. Rationale of the Study  
 
 
 
 
 

The primary objective to elaborate the topic “BTL marketing activities and its impact on 

brands” is to understand how digital landscape has created an evolution for marketing 

activities. Along with the evolution internet, marketers conduct over 65% of marketing 

activities online. The primary rationale of the study is to understand the umbrella term 

Content marketing and Campaign activities in marketing. 

 

The study also elaborate BTL marketing approach is considered reliable and effective over 

ATL in modern time. Moreover, In BTL marketing targeting the core audience is continent 

thus, understanding consumer purchase pattern, feedback from end consumer, engaging 

consumer has become more effective. Custom engagement Ad, Applying Facebook Pixel, 

Area specific targeting for campaigns has made BTL an effective toll of modern marketing. 

 
 
 
 

 

1.3. Report Objective  
 
 
 

Objective of the report can be outline in two essential ways.  
 

General objective 

 

Specific Objectives
  

 

 

General objective: 

 

The general objective can be viewd as the report is a predominant requirement of BRAC 
Business School to accomplish the Bachelor Degree. 
 

Specific objective: 

 

• Elaborating my 90 days experience of working in a corporate environment. 
 
• Presenting insight about Content marketing and Campaign Activities. 
 
• As Marketing major, how agencies work alongside big brands to build the essential brand 
elements.  
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1.4. Scope of the Study  
 
 
 
 
 

The justification of the study is to analyze impact of BTL marketing activities on building 

brand equity and to document the essential spectrum of agency operation. Additionally, the 

report includes overview of Analyzen, Management hierarchy and the umbrella term of 

digital marketing revolving around us. The report also provides essential hindsight on 

developing marketing campaigns. However, the study is primarily focused on the Client 

servicing and planning department of the agency. 

 
 
 
 

 

1.5. Methodology  
 
 
 
 
 

The study is coordinated following a standardize procedure starting from selection of the 

topic to final report preparation. The intrinsic component part of the study is to conduct 

qualitative analysis on the selected topic. The overall process of methodology followed in the 

study is explained further. 

 

Selection of the Topic:  

 

The selection of the topic was assigned under strong Supervision of my supervisor. The topic 

was well discussed to generate a strong report. 

 

Collection of Data   

 

Primary Sources:  

 

Primary Data was derived from the practical workspace, analyzing past campaign reports, 

details from supervisors to implement as case study in the report. Accumulating analytics 

report from Facebook Ad manager from the company dashboard. 
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Secondary Sources  

 

Internal Sources  

 

Several Documents administered from several colleagues, organization website and portfolio 

manual. 

 

External Source  

 

Different websites related to BTL study, documentaries and papers. 

 

 

Classification, Analysis, interpretation and presentation of Data:  

 

Collected data in the study is supported in the form of case study. They provided essential 

ground to generate valid analysis for the report. 

 

Finding of the Study  

 

Findings of the case studies are presented based on the result and ROI on campaign. 

 

Final report compilation  

 

The final report is compiled after incorporating feedbacks from advisors.  
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1.6. Limitation of the Study  
 
 
 
 
 

The report is prepared generating two campaign case study. The background, campaign objective 

and results are thoroughly studied to compile them in the form of case study. Moreover, my work 

responsibility is limited upon a certain capacity of the whole department. Hence, the vast analysis 

on the effectiveness of content marketing, return on investment in digital campaign, reach and 

engagement ratio might be a shortcoming of the study. 

 
 

 

Also, the effectiveness of BTL marketing can never be realized without having sufficient 

knowledge on Media planning. However, due to short span of my internship period and limited 

work opportunity media planning is not covered in the study. Yet, the report contains essential 

grounds to prove the effectiveness of the topic with relevant findings. 
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1.7. Analysis of the Study  
 
 
 
 
 

Case 1 
 
 

 

Clear U-17 Campaign 
 
 
 
 

 

Background of the Campaign  

 

The short videos were aimed at engaging the football fans for following up Clear Men U-17 

Championship campaign. Videos were posted, that ends before it is seen whether the ball nets 

into the goal or misses. Audience had to guess whether it was a goal or a miss. Lucky 

comments with correct answer got Clear Men Special Edition Shampoo and football. 

 
 
 
 

Objectives of the Campaign  

 

The core objective of the campaign was to create engagement from the audience and create 

discussion regarding the U-17 tournament. This engagement was created to bring the 

campaign alive and reaching the maximum amount of young football enthusiasts, thereby 

creating word of mouth buzz regarding the tournament. 

 
 

 

Core Idea  

 

This was a digital campaign that transcended the digital borders and took shape in word of mouth 

discussion as teenagers and young football enthusiasts discussed during their class breaks 

whether they think it was a goal or a miss! As this form of interactive comment-based 

engagement was the first of its kind in Bangladesh, it created a huge buzz among Clear Men’s 
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core TG – young men. To further drive audience engagement, gifts in the form of Clear Men 

Football Edition Shampoo and footballs were given to lucky winners who had predicted 

correctly whether it was a goal or miss! 

 
 
 
 

Execution  
 
 
 
 

 

Nothing drives audience more towards engagement then content that they can actively 

discuss and participate in. Immediately after the Clear Men U-17 Championship, the 

campaign was given a surge in audience engagement through this unique UGC. Clips of 

exciting moments from the matches where the player kicks the ball towards net were shared 

but ended abruptly, leaving the audience wondering and scratching their heads whether it was 

a ‘Goal or Miss!?’ The engagement that this led to was massive, as individuals and groups of 

friends poured into the comment section to justify their rationale behind their answer. 

 

Lucky winners were picked from many correct answers and the winners of each week were 

announced, along with their photos on Clear Bangladesh’s Facebook page. 
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Campaign Insights  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Image: Campaign Insight from Facebook ads Manager  
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Case 2 
 
 

 

Surf Excel 

 

Campaign Tagline “মুক্তহ ো াক শৈৈ ব। 
 

 

Background of the Campaign  
 
 
 
 

 

When was the last time your kids played freely on an open-ground in Dhaka?” 
 
 

We may not find an answer, for our city being too unfriendly for kids having almost no 

playgrounds or open-fields. On this note, Surf Excel came out with an initiative to let kids 

have an open ground to enjoy a day to their fullest. 

 
 
 
 

Objectives of the Campaign  
 
 
 
 

 

The campaign aims to have a day for the children to enjoy an open ground which they have been 

being deprived of for their entire childhood. The campaign aims to raise awareness among the 

parents as well as spread positivity and liveliness among children, letting them breathe under the 

open sky doing their favorite activities and have a glimpse of life they deserve. 
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Core Idea  

 

The idea is to have a street in Dhaka City completely car free to give it a vive of an open field 

where children, elderly persons can have a time of their own enjoying their favorite activity. 

Children can have a good time riding bicycle, playing their favorite games – football, cricket, 

badminton, basketball etc. Elderly persons can hang around and enjoy the fresh air. This 

campaign can give a spare day to the children to enjoy under the open sky not getting confined 

into the closed walls or the smartphone screens. The whole concept is designed to give the 

children the environment they deserve daily but can’t get this in a busy and polluted city. 

 
 
 
 
 
 

 

Execution  
 
 
 
 

 

The Car Free Street campaign is being organized by Dhaka Transport Coordination Authority 

(DTCA). This December, Surf Excel has set out on a partnership in the initiative. The 

campaign is of closing 200 meters of Manik Mia Avenue Road in front of the National 

Parliament Building, from 8:00 to 11:00 on every month’s first Friday morning dedicating the 

space for the recreation of children and elderly persons. The campaign was designed to block 

roads on Fridays causing no harm to the regular traffic of Dhaka city. Everyone can enjoy to 

their fullest at the event for free. Volunteers are assigned to help people out in any 

inconvenience and to regulate the whole campaign. Different organizations are aligned with 

the campaign to make it a great success. 
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Result  

 

As the target was to raise awareness and drive the TG to participate in the event through 

Facebook posts, on average, the CTA posts got 11,179 people reached with 95,819 post 

engagements. More than 300 people come to the event on every month’s first Friday. Among 

them, 70% are kids. 

 

This is how the brand is keeping on raising awareness on the importance of outdoor play for 

children. 

 
 
 
 
 
 
 
 
 

 

Campaign Insight  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Image: Campaign insight generated from Facebook Ads Manager  
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Image: Campaign insight generated from Facebook Ads Manager  
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1.8. Findings on the Case studies  
 
 
 
 
 

The advancement in BTL marketing activities permit us to target a vast number of 

audiences. Creating brand awareness and paving a way for transparent 

communication with direct audience. Facebook’s micro targeting feature allows us to 

target specific geo location under specific demographic condition. 

 
 

Gen X & Z the age group of 18 – 24 and 25 – 34 spend copious amount of their daily 

life in consuming digital content. 

 
 

Amid all the advantages of Facebook Advertising, one fraudulent aspect is it counts 

view for any in stream video content is within 3 sec. Whereas, the minimum watch to 

count a view in YouTube is 30 sec. Which raise a question on effective ad 

performance on Google or Facebook network. 

 
 

Brand are now spending millions of dollars in digital advertising. As a result, organic 

search is declining rapidly. However, organic search is an effective tool for lead 

generation. 

 
 

Facebook and Digital marketing sphere have a proven way to retarget audiences to 

make conversion. Earlier, this approach was not easy in ATL marketing system. 

 
 

Distinctive difference lies between the umbrella term Reach Vs. Impression. Reach is 

the total number of people who sees our content. Impression is the number of times 

our content was displayed. 
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1.9. Recommendations  
 

 

Analyzen is well reputed in the agency landscape. Therefore, it is tough to 

recommend on any aspect of the company. However, as an essential requirement of 

the completion of the report I have come up with few recommendations. 

 

Effective media planning is a crucial point to measure efficiency of a campaign and 

ROI. However, Facebooks ever changing algorithm poses an obstacle to implement 

effective performance of our online ad. Hence, media planning team should be 

provided on the job training under Facebook and google certification. 

 
 

In our local digital sphere, Facebook is the most populous platform, center point of all  
 

digital content consumption. Hence, brand should capitalize content strategy on 

Facebook Ads management guideline. However usage of Instagram is exponentially 

increasing. 

 

Analysis of internet behavior demand a comprehensive study to win in the digital 

spectrum. 

 
 

In modern time BTL however  is not sufficient. Brands prefer a complete 360-degree 

approach i.e. ground activation, in sale promotion and other ATL activities to succeed 

in the marketing endeavor. Thus, BTL agencies should also work on holistic approach 

of the marketing. 
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1.10. Conclusion  
 
 
 
 
 

 

Agencies operate very differently than any other corporate workspace. The core marketing 

activities, ground activation, campaign planning, content strategy provides hindsight on 

developing a brand awareness to any business graduate looking forward to start their in 

Marketing. Transparent communication with clients, liaison between the team is vital to 

implement a big project. In the modern marketing landscape brands are leaning forward more 

to a holistic approach of branding. Facebooks and googles ever changing algorithm, more 

advance feature is opening new spectrum of digital marketing activities every day.  

 

According to the study of Nielsen, Digital media Highly engaged social media platform is an 

attractive platform for FMCG marketers, digital campaigns with on ground activation has a 

strong impact in creating brand awareness, lead generation and conversion policy. Brand 

presence on social media platform are now able to promote offering customized to each target 

audience. Moreover, modern time has enquired brands to be present online more then ever 

before. Top of mind presence are ensured and highly engagement contents are key to remain 

engaged with the core audience. 
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