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Executive Summary

Othoba.com is a sister concern of PRAN-RFL company. PRAN-RFL has several types of businesses
in various sectors. To deliver products and services to the potential customers via owned channels,
the company invested huge amounts of resources in the traditional marketing and digital marketing
department. The possibilities of technologies are endless and it is improving at rocket speed. So, this

is how Othoba.com (e-commerce platform of PRAN-RFL) is established.

In this internship report, the main discussion is based on the several aspects of digital marketing
activities of Othoba.com. Digital marketing activities are essential to every business and technology
adoption ensures the survivability of these businesses. The main reason is people are unable to buy
directly from stores during full scale lock-down in pandemic situations.

The activities of digital marketing cover several areas, such as: SEO (Search Engine Optimization) ,
SMM (Social Media Marketing), Email Marketing, VAS (Value Added Service), Chat-bot (chat
automation via artificial intelligence), Affiliate Marketing, CPA Marketing (Click per action),
Website management, Content marketing, CRM (Customer Relationship Management), IMC
(Integrated marketing communication) and so on. In addition, there are several terms and concepts

that are discussed in this report.
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1.1.Introduction

The concept of e-commerce business in Bangladesh is new. The Sales and other economic activities
of e-commerce business are increasing day by day. On the other hand, the economic activities of e-
commerce have been on full scale in the developed countries since the 90's.

The massive usage of e-commerce in Bangladesh would not be possible if the pandemic had not hit
us. So many traditional businesses fell into ashes and could not afford to stand again.

Realizing the harsh reality, the top management of PRAN-RFL decided to create their own
ecommerce platform where they can deliver their products directly to their potential customers.

In this very way, Othoba.com was created to meet the purpose of e-commerce of PRAN-RFL.
Othoba.com is the marketplace of all products that are compatible with B2C (Business to Customer).

Corporate products and services are not included in this website and in this report too.
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1.2.0rigin of the report

This report has been prepared as a part of the finalization of the Masters of Business Administration
(MBA) program.

1.3.0Dbjective

Broad Objective
Determine the digital marketing activities of Othoba.com of from June 2020 to June 2021
Specific Objectives:

> To identify the digital marketing activities of Othoba.com

> To evaluate the digital marketing activities of Othoba.com

> To find out some problems of those digital marketing activities of Othoba.com

> To make some suggestions to overcome the problems.
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1.4.Scope of Study

The internship course is designed for educational purposes. In the pandemic situation, it is quite
impossible to collect some real time data-based information that could help to explain the digital
marketing activities of Othoba.com better. However, the collection of data and additional
information

was possible with the help of some analysis browser extension, websites, online/offline software
etc.

The display of ad manager/analytics dashboards of Othoba.com are not possible because the access
of these dashboards are restricted to the general public, only few authorized employees and top
management can view and have access to edit them. Employment in PRAN-RFL will not facilitate
me to view these dashboards. The reason is that these dashboards are the smart visualization of all
confidential data that can give competitors an edge against the organization. Despite all odds, these
digital dashboards are extremely helpful to understand the digital marketing activities of
Othoba.com
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1.5.Methodology of the Study

Data has always been collected from two kinds of sources, such as: (a) Primary data, (b) Secondary
data. Almost all primary data are confidential and difficult to collect. Furthermore, Primary data is
very expensive and risky. On the contrary, secondary data is cheap, easy to collect.
The sources are:
Primary Sources:

e Personal Interview

e Regular Desk Work

e Briefings of supervisor’s office

e Personal Conversations of several employees in office

e Personal Observations
Secondary Sources:

e Previous thesis of the e-commerce industry.

e Official website

e Several business report

e Several business books and journals

e Analysis from Several browser extensions, online/offline websites
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1.6.Limitations of the Study

Depth analysis in any research requires extreme hard work. Various considerations are needed in
the management process of effective research. Many kinds of tools, strategies, preparations,
hardware and software are mandatory for conducting appropriate research.
Challenges that limits the study are:
1) Insufficient Data: Incomplete data is the sole reason for ineffective research.
2) Confidentialities: Various confidential issues often disrupt the collection of essential data.
3) Scarcity of time: Enough time is not available to study Othoba.com
4) Limited information: The information that is available is not quite enough for depth
analysis of the company.
5) Collecting information: Several executives and staff are always busy with their work and
duties. So it is quite difficult to expect them to spend their precious time on this report.
6) Improper combination of information: Information of several departments often collide

with each other and create additional confusions.
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Chapter 02: Oraanizational Overview
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2.1.PRAN-RFL Group

After retirement, General Amjad Khan Chowdhury established PRAN (Programme for Rural
Advancement Nationality) in 1981. Later, this company became one of the largest food and beverage
companies in Bangladesh. PRAN offered agricultural products to the farmers at reasonable prices.
PRAN Foods, which is a subsidiary of PRAN-RFL Group, produces a number of agricultural
products.

RFL started producing cast iron products in 1980. Now the company has a wide range of Cast Iron
(CI) products like pumps, tube wells, bearings, gas stoves, etc. Then the company diversified its

business into the PVVC sector in 1996 and in the plastic sector in 2003.

Othoba.com is a concern of the PRAN-RFL Group. It is an e-commerce company. The company

offers a wide range of PRAN-RFL products directly to the customers via the website “Othoba.com”.
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2.2.Brands and wings

PRAN-RFL has two groups, these are: PRAN Group and RFL Group.

Several registered companies are operating under these businesses.

PRAN- Group

Mymensingh Agro Ltd.
PRAN Agro Ltd.
Natore Agro Limited
Banga Bakers Ltd.
Banga Millers Ltd.
Chorka Textile Ltd

Y VY

Y VYV

RFL- Group

Rangpur Foundry Ltd.

Gas stove

Weighing scale

Pump

Tempered, Glazed & Decorative Glass
RFL Plastics Ltd.
Rangpur Metal Industries Ltd.
Durable Plastics Ltd.
Banga Building Materials Ltd
Allplast Bangladesh Ltd.
Getwell Ltd.
RFL Electronics Ltd.

Figure 2.1: PRAN-RFL brands and wings
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2.3.0thoba.com

Othoba.com is a concern of the PRAN-RFL Group. It is an e-commerce company. To deliver products
and services to the potential customers via owned channels, PRAN-RFL established this e-commerce

company.
Mission
Poverty & Hunger are Curses.

Our Aim to Generate Employment & Earn Dignity & Self-Respect for our Compatriots through

Profitable Enterprises.
Vision

Improving Livelihood.

10
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2.4.Products and Services

= @(Dth()ba n Need Help? | ;i:rii::oum | Can%
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& BABY&KIDS > 4 _Makes your every moment
B MmosiLE > note coﬂauzﬁuﬂ -
El HoME&LIVING >

& ELECTRONICS >

& BIKING & RIDING >

ED BOOKS & STATIONERY >

@& FOOD & GROCERY > |

fh osiz >

§  MORE >

FULL STORE DIRECTORY

BUURS UF 1U DU% UrF:

INNERWEAR COLLECTION
FAST FOOD & SNACKS BAR
GROCERY SPECIAL OFFER
GROCERY OFFER (FRIDAY)
7
Free Delivery
RECOMMENDED FOR YOU

FAST FOOD & SNACKS BAR
FOOD & GROCERY

CAKE & SWEETS
HANDWASH & SANITIZERS
BEST OF ELECTRONICS
BEST OF FURNITURES
BEST SELLER BOOKS

=  All Categories
BEST OF FURNITURES
BEST SELLER BOOKS

EXPLORE OUR MOBILE @ x1aomi Realme Tecno iPhone OPPO

ARENA
SMARTPHONE

What's New!

IPhone

Samsung

Oppo

OnePlus

Xiaomi

Nokia
FEATURE PHONE
SMARTWATCH
MOBILE ACCESSORIES

Mobile Cover

Up to
—{ =i

Mobile Stand

Official Warranty

Figure 2.3: Mobile Accessories
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othoba.com

_ ) Hello Login ©)
= | All Categories Need Help? | Your Account | Cart &

FOOD & GROCERY CORNER Fresh Vegetable Noodles Macaroni
FRUITS & VEGETABLES
Fresh Fruits
Fresh Vegetables
SNACKS
Chips
DAIRY
Ghee & Butter

Yogurt & Yogurt Drinks

Figure 2.4: Food and Grocery Corner
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Figure 2.5: Books and Stationery
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othoba.
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— All Categories n Need Help? | Your Account | CanE

" -

DISCOVER MEN'S FASHION Gents Fragrance Grooming & Wellness Gents Pant Gents Polo Shirt

FRAGRANCES
Men’s Perfume
Men’s Deodorant
GROOMING & WELLNESS
Skin Care
Hair Care
MEN'S ACCESSORIES

S\::;s Mens Panjabi Fashionable backpack

MENS’ EYEWEAR
Men's Sunglass
MEN'S CLOTHING
Men’s T-Shirt

Men's Polo Shirts

Men's Panjabi

othoba.com

= | All Categories

EXPLORE WOMEN'S FASHION Lipsticks Hijabs & Khimars Makeup Women's T-Shirt

JEWELRY e F . 3
Earring - > . |
WOMEN'S CLOTHING {

Saree l\ |

Salwar Kameez i | ol
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Tops
BEAUTY & CARE

Skin Care

Footwear Women's Perfume
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FOOTWEAR

Women's Flat Sandals

Figure 2.7: Women’s Fashion
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othoba.com

=  All Categories n Need Help? | Your Account | CanH

EXPLORE BIKING & RIDING
BICYCLE

Baby & Kids

Car & Bike Care

Boys Bicycle
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Motorcycles
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CAR & BIKE CARE e
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othoba.com

All Categories
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Figure 2.9: Electronics
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LIVING ¥RERSURE
HOME PURNITURE |ONERY
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Home Decor Hardware Household

OFFICE FURNITURE

KITCHEN & DINING

Tableware Kitchen Accessories

Office Furniture Safety Accessories

=
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Purifiers & Accessories
HOME DECOR

Bed Sheet, Cushion & Pillow
Cover

Decorative Lightings, Candles &
Lamps
Clock

7

Figure 2.10: Home items
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Chapter 03: Digital Marketing Activities of
Othoba.com
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3.1.Search Engine Optimization (SEO)

Search Engine Optimization (SEO) comprises a huge area in the digital marketing sector. It is the

process to bring the website to the top list in search engines and it is a time consuming process. In

this report, it is impossible to explain the total activities of SEO of Othoba.com. However, a

summary of the SEO activities of Othoba.com are explained below:

SEO works with the keywords that are used in the website of Othoba.com. In fact, the customers

who want to buy a product, must know/see the web address named Othoba.com in search engines.

In google trends, a smart infographic shows the interest of Othoba.com among Bangladeshi

customers from June 2020 to June 2021

® Othoba.com

E-commerce service in Dhaka, Bangladesh + Compare
Bangladesh v Past 12 months ¥ All categories ¥ Web Search v
Interest over time ¥ oL

Figure 3.1: Interest Over time
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Additionally, the interest by sub region of Othoba.com is given below:

@ Othoba.com Bangladesh, Past 12 months
Interest by subregion Subregion v #* <> <
1 Dhaka Division ]
2 Sylhet Division [
3 Barisal Division 4 I
4 Khulna Division - |
5 Chittagong Division [
Showing 1-5 of 7 subregions >
@ Othoba.com Bangladesh, Past 12 months
Interest by subregion Subregion v ¥ <> <
6 Rajshahi Division 34
7 Rangpur Division 26 HH

< Showing 6-7 of 7 subregions

Figure 3.2: Interest by sub region

18
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Here is an analysis of the keywords related to e-commerce that are popular among Bangladeshi

customers.

1

Related topics Tp v ¥ <> < Related queries
Daraz - E-commerce company = 1 othoba
Online shopping - Topic — 2 othoba.com
Pickaboo.com - Topic = 3 othoba bd
Plastic - Topic == 4 daraz
Bicycle - Topic = 5 othoba com

Showing 1-5 of 16 topics >

Related topics

6

10

Shopping - Topic

Regal Emporium - Topic

E-commerce - Topic

Table - Furniture

Furniture - Product line

Top v & O < Related queries
[ | 6 othoba.com
[ 7 otoba
=l 8 othoba.con

|
o)
< Showing 6-10 of 16 topics >

Related topics Top v ¥
11 RFL Best Buy - Topic [ ]
12 Rokomari - Topic |5z]
13 Chaldal.com Mothership - Topic [ |
14 Kitchen - Topic |
15 Shwapno - Topic |

< Showing 11-15of 16 topics >

Figure 3.3: Keywords Search
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Here is an short analysis of SEO of Othoba.com, according to Alexa.com

An
@ AleXa amazoncom SOLUTIONS ¥ TOOLS ¥ PRICIN
company

Install the Alexa Browser Extension to get free competitive intelligence about millions of websites while you broy

othoba.com Competitive Analysis, Marketing Mix and Traffic

othoba.com vs. ajkerdeal.com chaldal.com evaly.com.bd priyoshop.com
OVERVIEW
KEYWORD OPPORTUNITIES BREAKDOWN (7 COMPARISON METRICS (7 SIMILAR SITES BY AUDIENCE
OVERLAP

Search Traffic (?

Similar sites Overlap score
@ 93k Keyword Gaps This site 35.5% -
23.1k @ 89k Easy-to-Rank Keyw... Comp.Avg.  32.5% 57.2
T(;ta 2.7 k Buyer Keywords ajkerdeal.com 53.6
2.3k Optimization Oppo... chaldal.com 53.5

Bounce rate (7

This site 51% - evaly.com.bd 49.0

Comp. Avg. 28.2%

Keyword Opportunities > Competitive Analysis > Audience Report >
TOP Search ALEXA RANK 90 DAY TREND

KEYWORDS Traffic
BY TRAFFIC ?

othoba 4.5%

I f it... 24..
- This site ranks
online shop... 1.9... 34'926 3:22
click fan pri... 0.8... in global internet Daily Time on

engagement Site (2
othoba com 0.7...
Top Keywords > Traffic Metrics »

Figure 3.4: Alexa SEO Analysis
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3.2.Search Engine Marketing

Search Engine Marketing is a digital marketing strategy. This strategy is used to increase the
visibility of the website in search engine result pages (SERPs). Search engine marketing also called
Pay Per Click (PPC). It means the company have to pay the search engine per click of
audiences’/search engine users. It is a great way to reach the top search result of the browser.
Othoba.com did not able to reach the top search results in the browsers at first. They had to face
huge challenges for it.

It generally takes years of patience and financial investments and content marketing strategies to
achieve the goal.

However, it is quite impossible to show the search engine marketing of Othoba.com because they
do not conduct search engine marketing for their website now. The reason is that they have reached
the top visible search results in several browsers. Now all they have to improve their services and

maintain their websites efficiently.

21
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YouTube Marketing
YouTube marketing is essential for e-commerce business. This is why Othoba.com often advertises

various types of ads on the YouTube platform. The advertising of Othoba.com in YouTube is

marked with a Red Rectangle box.
% D [ .al 73% 8 7:39 PM

] N

2D [ .al 73% @ 7:39 PM
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Figure 3.5: YouTube Advertising
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3.3.Social media Marketing

To attract new customers and to engage potential customers through social media, Othoba.com
regularly posts discounts and eye-catching offers.

Othoba.com has Facebook, Instagram, LinkedIn etc. social media accounts to connect with
customers on every social media platform.

Othoba.com use Odoo (CRM and ERP) platforms which integrates all social media platforms and

reduces time and offers effective social media marketing.
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Figure 3.6: Social Media Marketing 01
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3.4.Chat-bot

Chat-bot is an app where artificial intelligence is used in massaging/interacting with customers/the
public. There are several companies that provide chat-bot service to businesses.

Now the gquestion is which company's chat-bot Othoba.com use?? Well, it is very easy to know.

To know the specific company, one must go to the Othoba.com website and click the chat-bot
button. In there a small icon will be seen named “Powered by Reve Chat”. When the icon is clicked,
it will open an additional website in the browser. Then the official website of Reve Chat will

appear.

othoba.com

Hello, Login © ]
=  All Categories n Need Help? | Your Account | Cart ¥
RECOMMENDED FOR YOU
FAST FOOD & SNACKS BAR
FOOD & GROCERY
CAKE & SWEETS )
HANDWASH & SANITIZERS
BEST OF ELECTRONICS
BEST OF FURNITURES
BEST SELLER BOOKS

A

Sl
Welcome to our LiveChat! Please fill in

the form below before starting the chat

(
(
bl
! Your name (required)
F

S| EE~ Phone (required)
M

]

FeEMI (2

Months \ias

' Powered by REVE Chat

II-"

Figure 3.8: Chat-bot 01
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The RED triangle marked is the chat-bot of Othoba.com

....... 1TIpe cuain

¥ Chat start with Othoba fZ Bo

> Welcome to our LiveChat! Please fill in
t  the form below before starting the chat

Your name (required)

Il - Phone (required)

Figure 3.9: Chat-bot 02

When the red triangle is clicked, the official website of Reve Chat appears.
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Figure 3.10: Chat-bot 03
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3.5.Email Marketing

When it comes to email marketing, several businesses rely on email management companies
because various companies offer attractive email marketing at competitive prices.
There are several companies available.

Othoba.com uses mailchimp email marketing platform which offers efficient email marketing
facilities at reasonable prices.

‘mailchimp.com

Products Resources Inspiration Pricing @ mailchimp Q E Sign Up Free

Build your brand,
sell online—allin
one place

Our marketing and commerce tools
work together to help you run your
business—so you can take on whatever’s
next.

Get Started Today Compare Plans

Feedback

We think you
might like this too

‘Our website stores cookies on your device and discloses information in accordance with our Cookie Statement. Choose “Customize

Settings” to control cookies. We may collect certain aggregate and anonymized data from your browser independent of your cookie
preferences. Cookie Statement

Figure 3.11: Email Marketing
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Chapter 04: Recommendations and

Conclusion
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4.1.Recommendations
Several issues are needed to be addressed for improving the business conditions of Othoba.com

These are mostly technical issues but extremely important. These faults are found through woorank
SEOQ firefox extension Such as:

D3

% Meta Description missing: Meta description is essential for the influence of Othoba.com in
the internet. It is a matter of regret that this valuable meta description is missing.

search results. A good description
viewer to click through to your site.

Keep it short and to the peoint: the ideal meta description should be between 70 and 160 characters
‘spaces included (400 - 940 pixels).

| Ensure that each of your web pages have a unique meta description that is explicit and contains

pear in bold when they match the user’s search query (See the Google Preview belov
sk WV 7 T

Figure 4.1: Meta Description
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< Alt Attribute and Language is missing: Alt Attribute is the description of pictures that are
uploaded in Othoba.com website. Language means declared language. The company did not
declare the specific language that they are using in the website but web crawlers detected
“English” Language. It is very important to declare language and describe Alt Attribute
because it helps web crawlers detect content easier and will help customers to reach their
desired products

Figure 4.2: Alt-Attribute

R

< Custom 404 Page missing: Custom 404 error pages are displayed when the page can't be
found on the site's server for a variety of reasons. Othoba.com doesn't have a customized
404 error page. This makes the website less user friendly.

Figure 4.3: Custom 404 Page
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https://www.woorank.com/en/blog/takeaways-from-great-404-error-pages

< Tap targets: The buttons and links in Othoba.com are too small and their size in pixels.

This will result in the overlapping target too close to be easily clicked.

Figure 4.4: Tap targets

< DMARC is missing: Domain based Message Authentication, Reporting and Conformance
(DMARC) is an email authentication method that prevents various types of malicious email

practices like spoofing or phishing that can bring greater risk to any kind of businesses.

Figure 4.5: DMARC
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< Asset Minification and Asset Compression is needed: Asset minification and asset

compression is vital for mobile friendly websites. It reduces the extra content loads from the
websites and makes the websites fast to load and thus mobile friendly.

Figure 4.6: Asset Minification and Asset Compression

< Affiliate Marketing link is missing: In almost all international standard e-commerce
company’s website affiliate link is available. The reason is that affiliate links helps affiliate
marketers to promote the product and bring new customers to the company. This activity
brings more customers and help the company to expand the business. But it is a matter of
regret that affiliate link in Othoba.com is not available.
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« Color Contrast is needed: Without color contrast, consumers and viewers cannot see the
contents of the website clearly. As a result, they become confused and leave the website.
That is why Color contrast is needed. This vital issue is missing in the website design that
needs to be addressed.

Figure 4.7: Contrast
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4.2.Conclusion
Digital marketing is a vast sector and it is expanding as technology advances. Several types of topic

were needed to discuss but impossible because Othoba.com has not applied these technologies in
their business. For example, Extended reality=AR (Augmented Reality), VR (Virtual Reality), and
Mixed reality have not applied in the Othoba.com website. These technologies are included in
Experiential Marketing concept. This very kind of marketing gives real-time experience of the
product to the customers.

The future of Digital marketing is bright. The only concerning matter is that to what extent the
company can adopt new technologies and survive the business competition and attract new potential

customers.

34
© Daffodil International University



4.3.References
Books

1) Kingsnorth, S. (2019). Digital marketing strategy: an integrated approach to online
marketing. KoganPage.

2) Philip Kotler, Marketing Management 15t Edition, Inc, USA, 2016.

3) Philip Kotler, Principles of Marketing 13th Edition, Inc, USA, 2005.

Websites
1) Hassle-free online shopping in Bangladesh. othoba.com. (n.d.).
https://www.othoba.com/.[Accessed 24 June 2021].

2) google trends. 2021. [online] Available at:
<https://trends.google.com/trends/explore?geo=BD &q=%2Fg%2F11c5zcbfj5> [Accessed
24 June 2021].

3) Tawhid, M., 2021. Home | RFL Group. [online] Rflbd.com. Available at:
<http://www.rflbd.com/page/mission-&-vision> [Accessed 24 June 2021].

4) chat, L., Chat, V., Sharing, S., SDK, C., Widget, L., Plugin, L., Features, A., Service, C.,
Engagement, C., Management, E., API, D., SDK, i., SDK, A., Alternative, Z., Alternative,
0., Alternative, L., Code, Us, C., Study, C., Program, A. and Us, W., 2021. Grow Your
Business with REVE Chat. [online] REVE Chat. Available at:
<https://www.revechat.com/powered-by-reve-
chat/?partner=othoba.com&utm_source=chat_window&utm_medium=referral&utm_campa
ign=www.revechat.com> [Accessed 24 June 2021].

5) Bangladeshpost.net. 2021. ‘Othoba.com’ launches online cattle market. [online] Available
at: <https://bangladeshpost.net/posts/othoba-com-launches-online-cattle-market-37473>
[Accessed 24 June 2021].

35
© Daffodil International University


https://www.othoba.com/

