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Executive Summary

Market Access Group is now one of the biggest marketing agencies in Bangladesh. It is an one
stop marketing solution firm that deals with almost every kind of marketing activities that is
available right now, not only about marketing it is now dealing with HR issues and Public
Relations as well. It started with Market Access Providers Limited Only but then it went bigger.
Major companies in Bangladesh, Multinational companies, Local companies both are frequently
working with Market Access Group. Television commercials, Audio Visuals for the B2B
businesses, Events, Direct marketing and other marketing activities all are available in market
access. It has connections all over the country.

Market Access Provider Limited has two key departments direct marketing, Service marketing
and One another linked SBU Integrated Rural marketing. They each have different playgrounds
to play. They play with different issues of marketing. Direct marketing goes for direct customer
interaction, direct promotions, service marketing is more of a event oriented department, it
arranges event based activations whereas integrated rural works in the rural, semi urban areas
where people can get little knowledge about brands. Making them aware about brands.

Every marketing needs a plan, strategic planning team does planning for all the three above
mentioned departments. It generates ideas and makes a proper activation plan that the operation
team executes. My internship period was all about learning the strategic planning for brands,
some of them were giant brands like Coca-Cola, sprite, Airtel, Pepsodent etc.

Firstly I saw whatever they were doing with those brands, then | started helping them, last phase
in my internship | started making my own planning for brands, of course my supervisors helped
me to perfection or close to perfection of the planning.

Brand Activation in below the line marketing has become an emerging part of marketing in
recent years. All I have done with my internship report is totally based on what I felt and learnt
from my internship experience in 3 months. The report consist some theories as well, apart from
those, the small internet readings and experience from my internship helped me to make this
report. Brand Activation is very important because it connects the target audience directly.

Among the 4Ps of marketing Brand activation play with 2Ps Promotions and Place. They go for
promotions and places where they can get the target consumers or audience. School Activations,
Colony Drives, D2D drive these are the new topics which are accessible in Brand Activation.

iii
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1. Introduction

If marketing is the heart of a business then obviously branding is the soul of marketing, branding
and marketing is very important for a business because it helps to show whatever the business
does for the consumer and in a broader perspective for the society. Without showing off any
business cannot run for a long time. Branding has become a very important issue because today
we have a lot of media to show or highlight the brand. Branding is very important also because
without branding products loyalty can never be enhanced. During my job period as earlier
mentioned Brand activation played the major role so the main topic of the this section is how
Brand Activation is done, what are some important ways of doing brand activation in Below the
line marketing.

1.1 Overview of Internship

The reason | tried to do the internship in Market Access Providers Limited was to learn about
marketing, and wanted to benefit from the experience. | wanted a new challenge and to learn,
improve and develop new sets of skills. Market Access is indeed one of the biggest Marketing
Agencies in the country. When 1 joined there they included me in the main planning team, as |
was an intern I did not have much knowledge about planning at first but slowly | started learning.
During my internship 2 major things | had done. I) Planning & Documentation

The job as I have already mentioned was to make planning for the Brand activation. One thing |
got to know that planning is the key for success in this industry. It requires a lot of thinking and
creativity. As | was an intern during the first month of my job | used contribute very little, may
be doing a part in the presentation, may be sharing some ideas in the meeting etc. but | used to
see how they work. How things need to be done in this sector. Then from the second month |
started working a little more, | used to start a presentation then give fresh ideas and then my
superiors started to give me more directions, and sharing their ideas as well. So after the second
month | used to make full presentations and show them and take feedback from them.

In my internship period | was indirectly and directly involved with some of the key projects of
Market Access.
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Lifebuoy hand wash School Activation
Nestea launch

Nesfruta planning

Robi Human Flag record 2013

Sprite Clear Challenge

Airtel young superstar radio

Dettole Distributors program

Lux and Ponds campaign at different Mall.
Bajaj Road show

Knor soup promotional campaign

Maximus Mobile sale promotion campaign

The job demands good communication skills, as it is not only about working in the PowerPoint;
here we had to meet with the clients as well. Then good writing skill (English), and speaking
skill as well.

1.2 Objectives of the Study

Branding for the strategic planners is an important issue, for making an effective plan for the
brand activation is very important. As the job role was making plans for the local and foreign
brands, the choice was not there to make a research based report, so after having gathered some
information from the work and doing some readings the decision was taken to make a report on
market activation or more specifically the brand activation.

The main objective is to understand the brand activation concept that has become a popular
marketing activity in below the line activities.

Specific objectives:

To analyze the brand activation stages concept under Below the Line Marketing (BTL)
To observe the working environment of Market access Providers Ltd.

To understand why people would go for Brand activation in the Below line

Daffodil International University



1.3 Methodology

The methodology contains both primary and secondary data collection and analyzes the data.

1.4 Primary data

During the internship period the activity was actually based on planning for the brands, as |
have worked under Services Marketing under Market Access Providers Limited. The
planning for service marketing needs more innovation because every brand wants different
ideas every time they go for any event or activation. As Market Access works with so many
brands even in the same industry the ideas ought to be different each time. It is vary to look
things differently at the same time it has to be from the consumer perspective, because the

service or the product finally has to attract the consumers.

1.5 Secondary data

Secondary data mainly refers to the theoretical parts, definitions of some important terms and
some results and figures. For secondary data | have used some websites those are given in the
reference.

1.6 Scope

| tried to analyze the operation of BTL Marketing in detail format like; Banners, search engines,
TV ads in limited format. The scope actually falls on the limits of ATL marketing in analyzing.
It would be better if | could add some more analysis on ATL Marketing to complete the research
in a standard way.
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1.7 Benefits:

Benefits of Brand Activation will are

e Creates a memorable experience attached to the brand, especially with intangible brands.

e Gives the brand a stronger voice amongst competitors allowing for better consumer
information selection

e Opens up an interactive channel of communication directly to customers from which
insights can be elicited

e Supports any unique selling points communicated through other advertising and
promotions

e Brand activation can elicit customer insights as people interact with the brand.

All of the above mentioned benefits can only be achieved if we are able to select the right brand
ambassador, who can understand easily the essence of brand activation and the budget that has
been allocated for the ATL and BTL activities.

1.8 Limitations

In my internship period | have found some barriers to complete the work in a conducive way

within shorter period of time. This is mentioned below:

Difficulty in assessing data of its internal operations.

Time length was not sufficient to judge everything judiciously.

Assessment was limited to most of the corner and thus it was not possible to Observe
all issues related with job performance.

Lack of initiative on part of brand managers is the major concern.

Lack of measurement matrices or indices is the limiting factor.

© Daffodil International University



1.9 Concepts of Marketing & Brand Activation

Marketing is “the activity, set of institutions, and processes for creating, communicating,
delivering, and exchanging offerings that have value for customers, clients, partners, and society
at large.” Branding is an important concept in marketing arena. The concept of brand is a "Name,
term, design, symbol, or any other feature that identifies one seller's good or service as distinct
from those of other sellers."

Brand Activation is a vast concept but as the report is based on Brand activation in BTL (Below
the Line) marketing so the major part would be related to BTL Brand Activation. But before

going there are some key issues to know, the theoretical parts of Branding and Marketing.

1.10 Concepts of Branding

There are several dissimilar definitions of a brand, the most effective description however, is that
a brand is a name or symbol that is commonly known to identify a company or its products and

separate them from the competition.

A well-known brand is generally regarded as one that people will recognize, often even if they
do not know about the company or its products/services. These are usually the businesses name
or the name of a product, although it can also include the name of a feature or style of a product.
Largely ‘branding’ of a company or product can also stretch to a logo, symbol, or even design
features (e.g. regularly used colors or layouts, such as red and white for Coca Cola.) that identify
the company or its products/services. i.e.- The Nike brand name is known throughout the world,

people can identify the name and logo even if they have never bought any of their products.

However, not only is the company name a brand, but the logo (The ‘tick’ symbol) is also a strong
piece of branding in its own right. The majority of people that are aware of the company can also

identify it (or its products) from this symbol alone.
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The clothing and running shoe company Adidas is well known for using three stripes on its range

of products. This design feature branding allows people to identify their products, even if the

Adidas brand name and logo is not present.

Now before going to Brand activation we should know what ATL (Above the Line) Marketing is
and what is BTL (Below the Line) Marketing.

1.11  Above the Line Marketing (ATL) in Branding

Above-the-line activity in marketing refers to marketing practices making use of the mass media
where, given a firm’s use of an advertising agency, the agency would make a commission on
advertisements which are placed in media including television, newspapers, billboards, radio,
magazines, and cinema, and where the commission charged by the advertising agency typically
appears ‘above-the-line’ on the ad agency’s bill to the firm. Thus, Marketing comprised of
activity that, traditionally, entails commission charges by advertising agencies which, mainly,

comprises mass media advertising is said to be above the line marketing

1.12 Below the Line Marketing (BTL) in Branding

BTL is an activity as used by marketers to bring in awareness to a specific target market, by
following a conventional Marcum approach that lays emphasis towards using various Direct
Marketing tools. This includes road shows, placing stalls in malls, participating in exhibitions,
undergoing door to door selling, test marketing, in-house public awareness campaigns and many
more. This type of marketing activity is often more cheap than ATL and is more focused and
rather more quantitative then as compared to ATL that can be more expensive and more

qualitative, since it focuses towards attracting the mass market in general.
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Chapter-Two
Overview of the Organization
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2. Market Access Providers Group

Market Access Providers Group started as Market Access Providers Limited in the year 2000. It
was only about below the line activities first, but slowly it grew and now it has 6 SBUs to give
the Brands a one stop solution. Be it advertising, direct marketing, events, B2B audio visuals,
Market Access Group has it all for a Brand. Since its inception it has tried to come up with new
marketing ideas in the market. It is pioneer in direct marketing, trade marketing, service

marketing and rural marketing in Bangladesh.

2.1 SBUs of Market Access Group
Jj—

";. “" wla “' BRAND ACTIVATION, EVENT DESIGN & MANGEMENT, BRANDED EXPERIENCE MA
e s " | SALES, DIRECT MARKETING, DOOR TO DOOR ACTIVITY,
market access providers limited

H

ﬁ Riure URBAN, OUTREACH PROGRAMS, AWARNESS

Market EXFCSS TRADE MARKETING, TRAINING & DEVELOPMENT, CHANNEL DEVELOPMENT & MA
e o Bt S ot MERCHANDISING & PROMOTIONS, FIELD FORCE MANAGEMENT.

HR PREOCESSING OUTSOURCING, RECRUITMENT MANAGEMENT, PAYROLL }
PERFORMANCE APPRAISAL SYSTEM, HR POLICY PLANNING

>
s

Corrofccxn'n CREATIVE COMMUNICATION, NEW MARKET ENTRY STRATEGIES, BRAND D
BUYING.
shoogar FUNCTION & NON-FICTION CREATIVE WRITING, AUDIO VISUAL PRODUCTION,

product

SERVICEES, TV MEDIA CONTENT PRODUCERS, LOGISTICS & TECI
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It has a business Model that involves and engages to derive solutions

High performance mix of a Learning
team of energetic & thru’
creative professionals with experience

diverse backgrounds

MAPL
Derive Solution & 5
Long term orporate
Strategy:
relationship st 4
With
client/Brand mission led

Understanding
Brands/Products’ need & business
Issues, consumer & customer insights

Market Access Group making its footprints across the globe They already have offices in Nepal,
United Kingdom, South Africa, Atlanta(USA), Dubai.
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2.2 Oraganogram

ACCESS (BROUP

Chief Operating Officer

Head of Service

Marketing

2Mnager 2 Deputy
Manager
2 Asst. 3. Asst.
Manager Manager
2. Sr. Executive 25r
.Executive
6. Executive 3
Executive
4. Jr. Executive 2lr.
Executive
Supervisor LOffice
P Executive

2.3 Future vision of the Company

11 Area Manager

Field
Coordinator

Field Supervisor

1 Senior Manager

2
Asst. Manager

1 Senior Executive

1 Creative Executive

“To be the most preferred Complete Marketing Solution Provider in the markets we operate”

2.4 The Company Values

Sincerity
Winning Attitude
Innovation
Flexibility

Teamwork

© Daffodil International University
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Analysis of Brand Activation Stages Concept
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3. Brand Activation:

It's about engaging consumers at an emotional level and driving them to take action. Brand
Activation a relatively new "term™ in the industry, there is much debate around the exact
definition of Brand Activation. It's pretty simple really; it's all about bringing the spirit of brands
to life. The objective of Brand Activation is to make brands active in their markets, building their
reputations along with results. Most fundamentally, brand activation contributes in creating trust
between the customer, the society and the brand (i.e. company). And trust is one of the key

factors to create loyalty between consumers and brands.
"Brand Activation a natural step in the evolution of the Brands"

Brand Activation, is the Marketing/Brand activity that enables the consumers to live the life in
the Brand Way.

Every brand has a core identity and extended identity. the brand also stands for proposition. You
take the brand identity and the proposition and blending those two you develop a brand
activity/program in which the consumers get to live their life in the way the brand promises life
to be.

Let’s have an example to clarify brand activation.

Example can be the LUX beauty contest. Lux is beauty soap. its proposition is to increase your
beauty and the brand personality is the young successful beautiful women. The brand identifies
itself with beautiful celebrities, i.e. film stars like Aishwaria Rai of India. Combining all these
brand elements you develop and implement Lux beauty contest. you select the most beautiful girl
of the nation and she gets her crown from Ash. She wins loads of prizes from Lux, gets her
cosmetics and other beauty products courtesy of Lux and lastly she gets selected for the new-face
of next upcoming film of Yash Chopra as the new debutant. If she really can prove herself then

the tinsel-world is all hers and she becomes a STAR.

So you are taking an ordinary girl and making her a star courtesy of Lux. this is Lux Brand

Activation. Making one girl live the life in the Lux way while stimulating the aspirations of

12
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million other girls, who dreams to be the star. They start to think "if she can be star why not
me". Well not every girl who uses Lux becomes star but they strive to be. at the end of the day,
all this is done to increase brand sales, awareness and loyalty. Have a look at some interesting

Brand Activations in the recent times.
3.1 Stages in below the line marketing under Brand Activation
1. Meeting the client

Normally for agencies it is the first stage where they meet their clients to know about their
demand different brand has different essence, value, demand for their consumers, some brands
want to target the youth, some want to target the school going kids, some target mid aged people,
clients then represent what they want their objective for the activation and how much they can
support the agency to do the activation. Clients sometimes even do not know what is there to do
with the brand, so in the first meeting they share each other’s point of view and settle for a

general demand.
2. Planning

Planning is the most important part of activation, it is very important to understand each and

every factor regarding the brand, it is also important to

Understand that the playground has a boundary and they have to be creative within the boundary.
It is very difficult for the planning team to come out with a new plan every time, but it is kind of
compulsory in this field. It is not possible to follow others and survive. Planning team takes the
project and then they start thinking normally a formal or informal meeting that consist a few
members, when the plan comes out most of the time it is scripted, major clients demand a formal
PowerPoint presentation of the whole plan, after presenting the plan in front of the client the
project finally gets locked. Sometimes there clients want more or lessen the activity so after that

the plan again gets revised and then it gets locked.

13
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3. Operation

The planning team then explains the idea to the operational team, operational team normally
knows the plan from the first hand but there are a lot of people who works in a project so after
the project gets locked the operation team starts its business, it is the operational team who
recruits the Brand supervisors, brand promoters. They collect all the POSMs (Point of Sales
Materials) and necessary stuff for the operation from the vendors and then they go to the

operation directly.

Some operations need training for the Brand supervisors and Brand Promoters so it is the

operation team who actually makes the training program.
4. Monitoring

In every operation there will be one or a set of personnel from the clients to monitor, even if they
are there, a formal report needs to be done for the client. It includes some pictorials of the

campaign.

3.2 Observe Brand Operation of Market Access Providers

Limited Under Unilever Bangladesh :

| felt very lucky to work with them in my internship period. | worked there as a team member of
activation project. The activation was going to school premises and participated students in

handwashing program and taking oath from students.

Global Handwashing Day (GHD) is a campaign to motivate and mobilize millions around the
world to wash their hands with soap. It takes place on October 15 of each year. The campaign is
dedicated to raising awareness of hand washing with soap as a key approach to disease
prevention. Global Handwashing Day has been launched by the public-private partnership for
National Handwashing campaign, a coalition of stakeholders including Ministry of Local
Government and Rural Development, Education and Health, Department of public Health
Engineering (DPHE), CARE, DAM,MUSLIM AID NGO FORUM, OXFAM, PLAN, SAVE

THE CHILDREN, SAFE, WATER-AID UNICEF and UNILEVER Bangladesh.

14
© Daffodil International University


http://en.wikipedia.org/wiki/Hands
http://en.wikipedia.org/wiki/Soap

On this activation my role part was very little. I did some documentation work like, making
school list, permission letter draft. On 15th October, 2013 | went with my Operation
Management team of Market Access Providers Ltd as well as managers from Unilever
Bangladesh Limited visited schools on the occasion of Global Handwashing Day. We visited
these school s to help spread the message of handwashing to the school children through
interactive handwashing demonstrations.

Fig: Helping a schoolgirl about handwashing on Global Handwashing Day 2013

15
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3.3 Reason of Brand Activation in the Below Line:

Brand Interaction is Trust building within end user. Brand Interaction is major condition to start
with brand activation. There was a time when people used to know about a product only by TV
commercials, newspaper and billboards but now the scenario has changed, now brands want
difference in marketing, even in marketing there are a lot of changes happened lately. So it is
quite difficult for a brand to survive if it is not taking a leap and go for creativity. The
playground demands more improvisation than ever before. This is where the BTL marketing
comes. There are some specific reason why people would go for Brand activation in the below

line.

. . . . Cost
Intelllgent‘ Direct ‘ Quick ‘Flemble ‘Trackable‘ Effective

Fig: Reasons of Brand Activation in Below line

1. Intelligent

More and more organizations are relying on non-media communications for growing the interact
among the target market, awaking them about the product as well as B2B marketing. They may
offer less exposure, but these ‘behind the scenes’ campaigns are gaining momentum in
companies both large and small. Brand activation in below the line marketing activities are

broadly defined as those that offer direct, often personal communication to the target audience.

16
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Email, direct mail, events/exhibitions and telemarketing form the basis of below the line
communications. Connected to these activities are often preliminary marketing efforts including

market research, audience/market segmentation and public relations.

A mix of above and below the line marketing has traditionally been seen as essential for sales
and branding campaigns. However with decreased media spend and the evolution of email and
digital communications, below the line marketing is becoming a impartial approach in Brand

activation.

All sales and marketing efforts should be based on sound market and audience intelligence.
Market research and segmentation activities allow organizations to understand and accurately
target audiences with relevant campaigns and messaging. Market forces, social perceptions and
economic needs will differ from audience to audience and country to country. Investigating
market trends and tendencies in new areas or locations is essential when planning how to sell
effectively. Segmenting your market or audience means that you are able to target potential and

existing customers with information and promotions that are relevant to them.
2. Engage directly with the customers

Be it telemarketing or events or direct marketing it directly connects to the audience. It enables
organizations to have one-on- one conversation with prospects. Benefits include prospect
profiling, depth explanation of product/ solution, ability to capture information and enable
follow-up communications. Lead generation through telemarketing is perhaps the quickest,
cleanest and most cost effective way of selling high-end solutions and services. Telemarketing
has evolved over the years so that it is a more intelligent tool that is responsive to market forces
and changes in the economy. Events are also important as it gives the audience a pleasant
experience they go home with a joyful mind. There is also some Modern trade activations where
the audience get to play some interactive games, quizzes etc. all of them are done actually to

engage the audience directly.

17
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3. Flexibility

These campaigns or brand activations has to be flexible for both parties, it should be easier for
the audience to understand the meaning of the brand and easier for the activation operators to
make the operation successfully in a cost effective manner. Campaigns offer flexible time, cost
and messaging components that make them more attractive than large media campaigns. Unlike
multi-media campaigns where budget is committed to messaging and media for a fixed time in
advance, below the line campaigns allow businesses to test the efficacy of a method before

deploying full budget.
4. Easy to track

These campaigns are easy to track like the feedback or the response should be quick enough for
the marketers to understand the value of the campaign. It is important to know about the how the

activation is going, if there is something wrong then it can be tracked easily.
5. Cost effective

The Brand Activation in below the line marketing is indeed a cost effective approach because if
we look at the ATL marketing activities it targets the huge market at a time but the result is
really unknown in ATL activities because you do not know whether your message has been
reached to the audience or not even if it has reached are they really got your point of view. So
ATL activities where companies also spend a lot of money the output depends, but in a BTL
Brand Activation it connects directly to the consumers. Interaction is very important in Brand

activation.

18
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3.4 Discussions
Some Important factors in Brand activation

e ldeas- you need fresh and creative ideas, it may not be innovative all the time but it has
to be done in a different way so that audience can differentiate your brand.

e Going Digital- now a day’s everything is related to technology; it helps to connect
quickly, saves time and entertains.

e Being smart- people do not have endless time to see the brand; we have to be smart to
grab the attention and speak for the brand.

e Giving quality time- giving a good experience is very important to the target audience,

providing them a quality time is very important

19
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4. Conclusion

Advertising has always been seen as main weapon to build brands by the brand managers.
Excessive reliance on this form of communication has resulted in “over communication”. Ad
clutter has been increasing gradually and the future shows no sign of relief. Not only has this,
advertising also lost its credibility if we compare it to what it used to be decade back. Reasons
are many: More knowledgeable customer, comparative advertising, internet etc. Therefore,
marketers are exploring new ways of supporting their brand. One such method is called Brand
Activation. Brand activation can be defined as marketing process of bringing a brand to life
through creating brand experience. As consumers have become more knowledgeable than ever
before, they know everything about a brand via technology, so it is very difficult for the brands
to compete with only advertising. Which is actually pushes the consumers to know about the
product. But on the other hand BTL activities are very much interactive to the consumers;
consumers prefer to know if they are pulled by the brand.
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