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Executive Summary 

Catch mart is s startup that start’s it is journey in middle of the pandemic and created a business 

automation service for the F-commerce based online business owner. This includes service like 

order management, financial management, inventory and delivery management. I have worked 

as intern at Marketing and communication department of Catch Mart. Since Catch Mart does have 

a limited financial resource, we need to work on the digital marketing strategy initially where social 

media were consider as most affordable way to reach more people. In order to do so, we need to 

create strategy related viral marketing without compromising the brand image. Along with that we 

need to work on the UI and UX of the web-app of Catch Mart so that we can create a smooth and 

comfortable experience for the users. Catch Mart does not have large amount of investment in it. 

However, because of continuous innovation, Catch Mart can grab a larger portion of the market 

within a short period of time. Porter’s five factor suggests that this industry is an attractive industry 

for doing business with a high possibility of new entry which is going to be hard for the market 

players. Dependency on third party and small-scale investment may works as a back draw for 

Catch Mart. However, fast adaptation, smooth system and UI can help Catch Mart to grab the 

opportunity in the market. While working on social media marketing, it’s been found that social 

media users’ can be transformed as brand promoter through new types of content. As social 

media user’s like to communicate with one another through direct messages or by mentioning 

and sharing, they are more engaged with the brand whose contents helps user to share their 

thought with the community. To find out the factors that are responsible for viral marketing and 

how they can be use in a content without compromising the brand image, a survey was conducted, 

and some popular pages and campaign were closely observed. It’s been found that People feels 

more connected to a content while it being connected with a certain days or trends with proper 

appeals on it. Marketer can successfully engage with increased amount of the user through their 

social media content that is more connected to their day-to-day life and become a part of the 

communication process of social media user to get more attention from them. However, while 

doing viral marketing with social media content, marketer must need to combine the focus point 

with the appeals and align them with brand philosophy to create a strong, reliable and sustainable 

brand presences. 
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Period: Started at 25th October 2020, Ends in 25th January 2020    

Company Name: Catch Mart   

Department: Marketing and Communications  

Address: House 03, Road 16, Sector 11 Uttara, Dhaka - 1230  
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1.1  Student Information: 

1.2 Internship Information: 
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1.2.3 Job Responsibilities:  

• Supporting the planning and implementation of marketing strategies: As Catch Mart is a 

start-up business; I need to participate in the process of planning and implementation of 

marketing strategies and need to come up with feasible idea and work on them at first 

hand.  

 

• Assist marketing team to develop brand guidelines: Like any other new brand, Catch Mart 

does have a brand guideline where I assisted them by sharing by previous experience on 

brand guideline. 

 

• Help to create social media content plans and ideas based on the developed strategies: 

In Catch Mart, I need to create the month content plan and ideas with the help of the 

marketing team and their strategy.   

  

• Participate in brainstorming sessions for idea creation: In order to create the system much 

smooth and user friendly to the end user and for the content ideas, I need to participate in 

the brainstorming session where team jointly come up with the solution of those issues.  

 

• Take part in educational opportunities that are formal and informal:  As Catch Mart is a 

sister concern of Catch Bangladesh, it does offer opportunity of knowledge sharing among 

it’s different concern like Catch digital, Catch Platform. As a intern, I need to take part of 

those session to get the knowledge form different fields and their challenges.  
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1.3.1 Contribution to the company:  

• Brand guideline: To maintain brand consistency in every aspect of communication and 

promotion, brand guidelines show the do’s and don’ts. As an intern, previous experience 

on branding and communication helped to assist the marketing team while working on this 

guideline and this will help the organization to maintain its brand consistency in future 

communication.   

• Social media content plans and ideas: In Bangladesh context, social media is one of 

the most used mediums that helps businesses to create brand awareness, boost up sales 

and engage with customers through content. Assisting the social media marketing team 

to create content ideas and plans helped organization to create brand image over the 

social media.   

• Data Analysis: As an intern, I needed to analyze the data from social media promotion, 

online survey and third-party engagement which helped organizations to make some 

important decisions.   

  

1.3.2 Benefits to the student:  

• Completion of Degree: This internship will help me to fulfill the requirement of degree 

completion successfully.   

• A detailed experience from the field: Since Catch Mart was a start up, I have 

experienced the details activities of marketing from its root, from customer profiling to 

promotions and result analysis. As a business graduate in Marketing and E-business, this 

internship opportunity helped me to learn about branding, promotion, data analysis which 

is the perfect stepping stone for my upcoming professional life.  

• Research experience and assisting factor for higher studies: In this internship, I am 

not only doing it to get the field experience but also try to address and analyze an influential 

social media promotional strategy which is “Social Cartography”.  Researching on this, can 

help me to get research experience and could be helpful for my higher studies.   

  

1.3 Internship Outcomes: 
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1.3.3 Problems/Difficulties  

• Started late due to covid-19 infection: As we are experiencing a pandemic situation, 

business faced many challenges and were not recruiting interns and on the other hand, I 

was infected in Covid-19 which is why I have started late.   

 

• Taking risk of infection: As an intern, I needed to attend some in-person meetings with 

the stakeholders that put me in a risky position of getting infected.   

 

• Lack of Data: As a startup, Catch mart does not possess sufficient amounts of primary 

data from their operation which they are trying to solve through online surveys and 

secondary data sources.  

1.3.4 Recommendations   

 Integrate internal project management tool: This kind of tool will help the supervisor 

to trace activities and assign persons for that real time which will help them to solve 

the overlapping of orders. 

 Separate management team: As a sister concern of Catch Bangladesh and being a 

small organization, Catch mart does not have a separate management team. A 

separate management team can pull this business without being engaged to other 

concerns.  
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Chapter 2  

  

Catch Mart is a virtual marketplace that began its journey in 2020. It provides online business 

owners with full business automation support and also offers a convenient marketplace for the 

end consumer. Catch Mart supports young entrepreneurs and facilitates women's empowerment 

by providing an easy and convenient business environment that seeking to create a viable 

platform that would make online business trouble-free. It currently provides services such as order 

management, financial management, management of distribution, etc. Some additional support, 

such as packaging, warehouse installation, marketing support and product procurement, is also 

offered.  

As young people of Bangladesh are now fan of starting new businesses and most of them choose 

online store through Facebook page, as they find it hustle to be registered at E-commerce site 

due to some complex process and higher amount of charged commission. However, absence of 

small-scale automated system for order to delivery management made it a nightmare for those 

young business owners. In order to solve this problem, Catch Mart introduced its fast, simple and 

reliable business management system for small business owner who are much depended on       

F-commerce.  

Mission: 

Catch Mart’s mission is to create a user-friendly platform for both business owners and consumers 

and providing the best experience by optimizing resources, integrated supply chain and 

continuous innovation. 

Vision: 

Catch Mart’s vision is to become the world most empowering platform for small initiatives and 

variety seeking consumers. 

 

  

2.1 Overview of the Company 
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Since Catch mart is a new venture of its mother organization Catch Bangladesh, it got a small 

team of management body. Here, Chief executive officer holds the top position in the 

organizational hierarchy. Catch Mart has 4 Managers who are the head of 4 departments of the 

organizations. They meet more than once a week to make crucial business decisions. The control 

system is structured to handle the organization's risks.   

 

Fig:2.2.1 Organogram 

Each of Head of the department have 2 team under them which is focused on specific task which 

help to increase the efficiency and effectiveness of the work.  

 

  

CEO

Head of Marketing

Brand and 
Communication

Sales & acquisition

Head of Finance

Internal Finance

External Finance

Head of Supply Chain

Affliation 

Internal SCM

Head of IT

UI & UX

System

2.2 Management Practices 
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In Catch Mart, it got 2 separate team under the marketing department. One is Brand & 

Communication which is responsible for increasing brand presence in online and offline. Another 

one is sales and acquisition which is responsible for increased for sale and acquisition.  

Fig:2.3.1 Sales Funnel of Catch Mart 

As most of the target market have heavy presence in social media and most of the time, they 

spent their time on online medium, Catch Mart is considering online medium as their primary field 

of marketing. For the social media marketing, Catch Mart is started to implement the concept of 

culture cartographic content. In addition, affiliation or advertising activities for any service 

organization are very important. Marketing mix of Catch Mart are at following: 

Product: For Catch Mart, the web app considers as the primary product for the business owners 

and the end consumers. For the end users, Catch Mart is planning to launch a mobile app that 

will be more convenient for them.  

2.3 Marketing Practices: 
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Price: Catch Mart is offering less rate of sales commission compare to its competitor and 

substitute. Moreover, it got different supplement support like packaging, branding materials etc. 

which can be used by the business owner at a lower cost.   

Place: As Catch Mart is a web based app which is available catchmart.shop currently and can be 

accessed from any browser. Moreover, catch mart is planning to launch its mobile app for the end 

use for both Android and IOS.  

Promotion: As an online based service, Catch Mart is considering online medium as their way of 

promotion. Considering the situation, they are mainly focused on these: 

- Social media content 

- Explainer video 

- Influencer marketing 

- Affiliated Marketing 

- Google display network 

As it’s a new service, it is currently using 85% of its content for creating brand awareness.  
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2.4 Financial Performance 

2.5 Operations Management and Information System 

Practices 

 

As Catch Mart is a new venture and started its operation few months back, it got a little history of 

financial records. The initial Cash capital of Catch Mart is 20 lacs and it got 5 lacs worth office set 

up currently. In last few months, they are spending mostly on developing the apps, marketing and 

affiliation. Moreover, Mother organization Catch Bangladesh, is providing the operation support 

and Catch digital is providing digital marketing support to them. That is why they can operate 

easily with this small amount of financial support.  

 

 

Marketing: For the marketing department, Catch Mart uses internal management system through 

which they manage the content creation for online medium. On the other hand, marketing team 

works on the day to day social media, GDN (Google Display Network) and analytics insight to set 

the next strategy with updated customer profiling.  

Finance: Most of the financial data is auto generated in the system which makes it easy to 

manage and track day to day report. Its internal financial dashboard tracks the financial data of 

every action instantly.  

Supply Chain: Every parties involved in the supply chain are connected through an integrated 

system from where they can understand and report their day-to-day activity easily.  

IT: User data is considered as most confidential information of the whole business. Only a few 

people have access on this database. On the other hand, IT team always ensure the security and 

integrity of user data.   
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2.6 Industry and Competitive Analysis 

 

Porter’s Five Factor Analysis: (Industry Attractiveness Analysis) 

Fig:2.6.1 Porter’s Five Forces Model 

Threat of New Entrants: Threat of new entrants in high in this industry. Since Bangladesh is 

country which consider as an open economy where new business can be emerged easily and 

technology-based business can be easily replicate, new businesses similar to Catch Mart can be 

easily emerged in the market. 

Threat of Substitutes: Considering the services and its efficiency, Threat of substitute is Low in 

this industry. E-commerce sites like Daraz, Evaly are much popular in Bangladesh. However, they 

only provide few services, charges high rate of sales commission and have a complex system of 

getting registered which is a major drawbacks of e-commerce site as substitute of Catch Mart.  

Bargaining Power of Suppliers: Bargaining power of the suppliers is low in here, since Catch 

Mart is considering riders, delivery agencies and other partners as their supplier and there are a 

large number of them are available in the market.    

Bargaining Power of Customer: Bargaining power of customer in this industry is low. As catch 

mart have integrated an efficient supply chain management system with customized business 

support services in exchange of a lower rate of sales commission. On the other hand, there are 

few competitors are providing this type of service which implies that customer have less power of 

bargaining. 
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2.7 Generic Strategy 

 

Fig:2.7.1 Generic Strategy 

Catch Mart is following the integration of cost leadership and differentiation strategy where their 

targeting the broader portion of the industry with less rate of sales commission and specialized 

services that are more focus of smooth business automation.  

Initially it charges 3% commission on every sales order which is less than its close competitors 

like Shopup or any other e-commerce site. 
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2.8 SWOT Analysis 

 

Fig:2.8.1 SWOT Analysis 

Strengths: 

1. Smooth system: Catch Mart were designed by an experience team of developer who 

does have experience of pull of product like Catch Food, Catch platform and different ERP 

system. Because of these in field experience, Catch Mart have been created to function 

in a smooth, consistence and reliable manner.  

2. User friendly UI and UX: As people loves to use simple and effective tools to manage 

their business, Catch Mart offers a customer friendly web app that will help business owner 

to complete their order processing to deliver the product within minimal effort. 

3. Fast Adoptability: As catch mart does have a customer friendly web-app and business 

owner can be easily adopted with the app and its processes.  

Weaknesses:  

1. Small Scale investment: Catch mart does to have a large capital to operate. However, it 

does have a rich human capital at its side. Due to small scale investment, catch mart may 

not avail to gain resources like its large competitors.   

Strength

1. Smooth System

2. User friendly UI & UX

3. Fast Adoptability

Weakness

1. Small Scale Investment

2. Third Party Dependency

Opportunity

1. Increased amount of F-
commerce based business

2. Need of Work life balanced 
lifestyle

Threats

1. Easy entry

2. Governement Rules and 
Regulation for F-commerce 

3. Fruad businesses
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2. Third Party dependency: Catch Mart is an e-commerce platform that integrate different 

third parties that help to add values throughout the supply chain of Facebook based online 

business owners. Due to the dependency on third party service provider, Catch Mart does 

not have direct control over those service.  

Opportunities: 

1. Increase amount of F-commerce based business: Due to this recent COVID-19 

pandemic, number of F-commerce based businesses is increasing now a days. Moreover, 

those businesses are less interest to create or maintain online store related website. Since 

Catch Mart is providing this automation service with a minimum cost, business owner can 

utilize this service easily. 

2. Need of Work-Life balanced lifestyle: Nowadays people consider online business as 

secondary sources of income. Job-holder, student, housewife and other people are doing 

online business after their regular job but this becomes a hustle that hamper work life 

balance and those people are trying to find out the way to make this comfortable for them.  

Challenges: 

1. Easy Entry: Since Bangladesh is a country which is following open market economy and 

any business can be set up here. For this reason, new business can emerge or enter in 

this industry anytime and this is a challenge for Catch Mart to offer it unique selling 

proposition in a sustainable manner.    

2. Government’s rules and regulation for F-commerce: F-Commerce is a new type of 

business in Bangladesh which does not have clear rules and regulation to follow. 

Government of Bangladesh is thinking about some law of F-commerce based business 

that may impact directly to this industry. Converting the negative impact of industry as an 

opportunity can be a challenge for Catch Mart in upcoming days. 

3. Fraud Businesses: Due to the less restriction on F-commerce, many fraud businesses is 

emerging in this area. Creating counter measures against those business and providing a 

safe experience to consumers in upcoming days would be a challenge for Catch Mart.   
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2.9 Summary and Conclusions 

2.10 Recommendations 

 

Catch Mart is startup in a new part of the industry that are not fully discovered yet. To overcome, 

the possible challenges, Catch Mart is considering every possible solution and implementing the 

best one. Since the whole business process of Catch Mart is automated, it does not need to much 

of its human resources in day-to-day reporting, rather than it involve them to creating new 

strategy. As it is a small organization, employee from the lower level of hierarchy can give their 

opinion and can have their freedom of work.     

 

 

Although the company performs very well there are ways to improve it. Such as: 

1. Increased amount of capital: Catch Mart need to increase the amount of capital to 

survive in the market. Since innovation needs research and research needs money, 

without a flow of capital, innovation cannot take place and without innovation business like 

Catch Mart cannot sustain in the market.  

2. Integration of new technology: Technology like high end image processing, augmented 

reality can be an innovative integration for app like Catch Mart that can give an edge over 

the competitors.  

3. Educate and inspire the 3rd party: The third party of the Catch Mart supply chain, need 

to be much more educated about this system to increase the efficiency of supply chain.  

4. Internal task automation: Catch Mart does not have a large-scale investment. However, 

it does have an expert team of developers. In order to reduce that human based job to 

save the cost, Catch Mart can install internal task automation facility. Through which they 

can automate task like internal financial management, query management etc.  
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3.1 Introduction 

Chapter 3: Project Part: Social Media Optimization: Use of 

cultural cartographic contents in social media marketing and 

it impacts on brand image 

 

3.1.1 Research Question: 

The research question that is driving the following study is- “How cultural cartographic elements 

are affecting the engagement of end users with a brand on Social Medias and what are the 

impacts of these elements on brand image? “ 

 

3.1.2 Objective of the research: 

For the last few years, Social media like Facebook, Instagram, Youtube etc have been considered 

one of the most preferred virtual spaces of promotional activities for brands and as the number of 

these activities are increasing, ignoring these are becoming the habit of social media users. 

However, some contents over social media are getting more engagement than most of the 

contents of social media. In this paper the main objective is to find out how some independent 

elements from a user's real life and virtual experiences are affecting the content engagement in 

social media. This will help to figure out if there are any such factors that increase the content 

engagement and how these affect the brand image.  

 

3.1.3 Significance of the study: 

The significance of the study is to understand the impact of cultural cartographic elements over 

the content engagement and impact of these over brand image. However, an organization’s social 

media marketing team can have ideas regarding their area of improvement in social media 

content. Furthermore, this research finding can also help to continue further research on this new 

topic.  
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3.1.4 Literature Review: 

As the number of brands promotional activities over social media are increasing with the time 

being, the habit of ignoring those campaigns is rising among the social media users who are the 

target audiences of those camping. Research shows that most of these branded contents are 

often ignored, as long as those are specifically tailored for the users (Hadija et al., 2012). By 

analyzing the activities of the users in both virtual and real life along with empowering and 

encouraging them to participate in the communication process, brands can develop effective 

communication strategies (Portas,2015; Gümüş, 2017). For this reason, marketers need to 

rethink their content strategy of digital storytelling and find the way of increasing engagement of 

users. (Bob, 2011; Odden, 2012). Cultural Cartography is a concept that formalizes a long 

practiced informal practice where it connects the users with the contents based on the elements 

of real and virtual life (can consist of social, cultural and emotional aspects also trendy topics) that 

help them to communicate with others or expressing himself/ herself through sharing or creating 

a part of a shared anticipation (Buzzfeed, 2017). Furthermore, a brand can become successful if 

they can be a part of the user-to-user communication (Dao, 2017). Since practitioners prefer to 

use social media marketing to increase customer awareness of their products, high amount 

engagement is their primary target (Ahmad et al., 2016). However, contents need to be tailored 

and published targeting the specific group of users related to industry. Social media has given us 

the opportunity to treat different people differently for the first time in history, not come up with a 

clever way to sell the same product to 50 million people (Seth, 2019).  
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3.2 Research Methodology: 
 

 

In order to conduct this research, both primary and secondary research activities were executed 

to get the necessary knowledge to understand the different elements. Much of this research was 

based on observation where action of users in real life scenarios were being analyzed. In this 

part, contents individual brands were analyzed to find dominant appeals and focus points and 

these factors were being crosschecked within the popular content of different popular brands from 

same industry. Furthermore, as part of the primary study, a survey was conducted among social 

media users of various backgrounds and data analysis was conducted on SPSS and Microsoft 

Excel. 

 

3.2.1 Model Development 

 

 

This model was formulated for the research where there are 3 independent (Gender based 

Customized content, Content that help to communicate, Current trend effect) and 3 dependent 

variables (Share of Content, Content Engagement, Brand Image) exist. Here, the relationship 

between these independent and dependent variables are being defined as Hypothesis (H1, H2, 

H3…). After the survey, we will be analyzed the retrieve data and check if the independent 

variables are related with dependent variables or not.  

 

Share of ContentCustomized Content Based on Gender

Content that helps to Communicate

Day Centric Content with Proper 
appeals 

Content Engagement

Brand Image

H1 

H2 

H3 

H4 

H4 

Fig 3.2.1.1 Model: Factors that are responsible for increased 

content engagement and positive brand image 



P a g e  | 18 

 

3.2.3 Hypothesis Formulation: 

 

Customized Content Based on Gender 

Since the behavior and preferences of different gender are different in real life, it is predicted that 

they will behave differently while exposed to same content in social media. As a result, while going 

for the customized contents, marketer should consider gender as a dominant factor. 

H1:  Gender based customized content have higher chance to be shared  

 

Contents that help to communicate 

From the previous research’s, it has been clear that content that helps end user to communicate 

or express their thoughts does leads to higher rate of share content.  

H2: Contents that help to communicate the end users leads to increase share of the 

content.  

 

Day Centric Content with Proper appeals 

People do not like to share branded contents frequently. However, content related to significant 

day with proper appeal in it are always led to high rate of engagement, as people like to be part 

of the buzz.  

H3: Day centric content with proper appeal leads to higher rate of share. 

 

Share of content 

Sharing of content is the primary condition of viral marketing and this leads to the increase rate 

of engagement. This is not only helping to reach more people but also help to utilize the end users 

as a brand promoter.  

H4: Number of shares from normal users are positively co-related with more engagement.  

 

Brand Image 

Through viral marketing marketer wants to reach more audience within a short time and this leads 

to higher degree of brand awareness. This increased amount of brand awareness may result into 

higher degree of brand image among the consumers. 

H5: The higher content engagement offered the better the brand image.  
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3.2.4 Data Analysis:  

 Co-relation analysis: (significance level : 5%) 

To find out the relation between the gender and preference of different types of content, 

Kindal’s tau_b and spareman co-relation method were used.  Here the Null hypothesis: 

Gender based customized content have higher chance to be shared (sig:.215 - .960) have 

been rejected. 

 Crosstab analysis: (significance level : 5%) 

To find out the tagging and sharing behavior across the gender, crosstab analysis based 

on Phi and creamer’s V method were used where it is been clear that male and female 

behave differently when it comes to the question of sharing and tagging. (Sig: .036 & .004) 

 One Way Annova: (significance level : 5%) 

In order to find the mean variance of the total engagement based on the appeals and focus 

point, one-way annova were in use. Due to higher mean of two appeals and one focus 

point, the variance between variables were statistically significant. (Sig: .007 & .011) 

 Independent T-Test: (significance level : 5%) 

To find out the relation of Engaging content (that connects with more end user) and total 

engagement, variables retrieved from observing a popular page, were analyzed through 

this test where it’s been find out that this type of engaging content leads to more interaction 

among the users and content. 

 Spearman’s Correlation: (significance level : 5%) 

To find the relation of share and the total engagement that considers as the result of a 

marketing campaign, spareman’s correlation test were being conducted on variables 

retrieved from observing a popular page. It’s been found that content that have more share 

, leads to more engagement. 

 Crosstabs: (significance level : 5%) 

To find out the relation between preference of content and its influence on ultimate buying 

decision, crosstabulation with phi and creamer’s V were took place. In most of the cases, 

user prefer the brand which is more attractive to consumer in term of content.   
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3.3 Findings and Research: 

 

 

3.3.A. Age range and Gender: 

For this research, participant was selected at a random way where most of the participant were 

male and all were 18-30 years old.  

Fig: Age and Gender 

 

3.3.B. Tagging Habit: 

Among the participants, it is being seen that almost 53% social media user’s does tag their friends 

to the post they feel connected to and rest 47% does not.   
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3.3.C. Post Sharing: 

As the survey suggest that almost 63% of the social media user from those group does share 

the content of different business page if they feel attracted to.  

 

3.3.D. Type of posts user are attracted to: 

People loves to engage more with the content that is Creative, funny in nature or does share 

interesting facts with user.  
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3.3.E. Type of engagement in Social media: 

Throughout the survey it’s been found that social media user mostly engaged with the content 

through reactions and share.  

3.3.F. Reaction about contents 1: 

Participant were exposed to 3 different social media promotional contents related to same 

message and were asked that which one attracted them more and if those content are for 3 food 

brand which one they going to prefer. However, even if 55.6% participants were attracted to 

Content C, but only 25% prefer the brand with content A. 
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3.3.G. Reaction about contents 2: 

This time participants were exposed to two contents for one brand that convey same call to 

action in different way. Content A were conveying the message in a funny way and Content B 

did it in a conventional way. 60% Participants says that Content B influence them more if they 

take purchase decision.  

On the other hand, they were exposed to another two content, Content A with word game and 

another with a meme related engagement content. Almost 58% Participants were said that 

content with word game does influence them more.  
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3.3.I. Observations: 

Throughout this research, content from different popular and new page were being observed to 

find out the reaction of user in real life scenario. People feels more connected to a content while 

it being connected with a certain days or trends with proper appeals on it. From the observations, 

it has been clear that day’s like Friendship day, Mother’s Day, victory day does hold a unique 

feeling within the user’s mind. Moreover, social media users always can connect and engage with 

the content that does have appeals like slice of life, Romance and humor with it. Combining the 

focus point with right appeal, brand can make their content marketing successful. While observing 

the social media post of Nescafe Bangladesh which is one of the most popular Facebook page 

among the Bangladeshi user, it’s been found that people are more connected to slice of life appeal 

when it’s comes to the question of engagement with the content. However, By analyzing contents 

from the Telecommunication industry, it is been found out that when this same appeal are used 

in content like victory day or liberation war, user does not get attracted where the content with 

emotional appeal with get more attracted.  

 

Fig:3.3.I.2 Observation from TELCO Industry 

In order to cross check the findings, content from soft drinks industry were closely observed. In 

this case, first 3 contents from each brand that were posted while the lockdown took place were 

being analyzed and it’s been found out that Clemon is the brand which created content that 
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showed how to create hand sanitizer at the time of crisis got the highest reach. However, Content 

from Coca-cola that mainly focused on Social distance and motivational post got the highest 

share. 

 

 

On the other hand, people do like content that help them to express who they are, what they are 

thinking or feeling, what their job is etc. When marketer can give them a chance to express those 

through contents that content become 

popular among those users.  This 

content of Catch Mart was published to 

connect with the users through sharing 

the pain point. At that time, the total 

page like were only 284 but the content 

reached to 3510+ user organically. By 

commenting and sharing this content, 

people liked to show their friend who 

they are and what they are going 

through every day.   
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3.3.J. Key Findings: 

Through this research this is been clear that attraction toward content does not depends on the 

gender of the end user. However, male is more comfortable to tag friends in different posts and 

share contents and female are much comfortable to only sharing the contents. Moreover, 

Contents that more focused on current events and trends with proper appeal, have a significant 

chance of being engaged with more users. On the other hands, marketer can successfully engage 

with increased amount of the user through their social media contents that are more connected 

to their day-to-day life and become a part of the communication process of social media user to 

get more attention from them. All these action does leads to high degree of content sharing by 

the social media users and by doing that, users can be transformed into brand promoter. Finally, 

in most of the cases, viral marketing strategy helps brand to increase its brand presence in the 

social media space which leads to increased brand image. However, while doing viral marketing 

with social media content, marketer must need to combine the focus point with the appeals and 

align them with brand philosophy to create a strong, reliable and sustainable brand presences.  
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Appendix: 

SPSS Data Analysis: 

Co-relation analysis 

 

Crosstab analysis 
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One Way Annova 
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Independent T-Test 

 

Spearman’s Correlation 
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Crosstabs 
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Content Analysis of Catch Mart: 

 

Content Analysis of Nescafe: 
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Survey Questions:  

1. Gender * 

 Female 

 Male 

 Other: 

  

2. Age * 

 18-23 yrs 

 24-30 yrs 

 30-35 yrs 

 36-44 yrs 

 45 yrs and above 

3. Do you often tag your friends to the posts they are related to ? 

 Yes 

 No 

 

4. Do you often share posts of any business page on Facebook ? 

 Yes 

 No 

 Sometimes 

5. What type of social media post attracts you more ? 

 Funny 

 Creative 

 Romantic 
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 Interesting Facts 

 Religious Fact 

 Knowledge based post 

6. Which action do you often take when you find an interesting post on social media ? 

 Like and React 

 Comment & Tag 

 Share 

 Just scroll away 

7. Which one of these post can connect with you/ attracted you at a first glance? 

 

 A 

 B 

 C 

8. If these were 3 advertisement is for different Food related brand, which brand you would 

prefer ? 
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 A 

 B 

 C 

9. Which of the following content will influence you more to purchase the service (for the 

educational platform in Bangladesh ) 

 

 A 

 B 

 

10. Which one of these Facebook posts made you interested to comment on? 
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 A 

 B 

 Neither one 
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Internship Evaluation:  
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One Page CV: 
  




