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Case Study of Gucci vs. Guess– The 
Failure of Brand Strategies that Rely 

on Veblen's Conspicuous 
*

Consumption  

**
dr.sc. Olivera Jurkoviæ Majiæ

***Helena Majiæ, mag.iur.

A brand belongs to intangible corporate asset reflecting a special 
relationship between consumers and a product, giving an immaterial 
added value to corporate image. Famous brands have become victims of 
unauthorized copying and now compete with the submarket of 
counterfeits. The most significant legal instruments of brand protection are 
trademark and industrial design. However, sometimes the producers of 
luxury brands do not take legal actions against the submarket, mostly 
inspired by the strategy of strengthening the present market position based 
on Veblen's theory of conspicuous consumption. They strengthen the 
market position with regard to the submarket by introducing higher prices 
and exclusiveness in distribution network in order to meet the expectations 
of status-oriented consumers. The purpose of this paper is to discuss the 
changes in behavior of status-oriented consumers which have endangered 
the market position of luxury brands. The recent case of Gucci vs. Guess has 
shown that consumers do not conform completely with Veblen's theory of 
conspicuous consumption. This happens when a significant market 
competitor copies trademark and industrial design as submarket does, but 
in respect of prices, marketing and distribution policy does not act as 
submarket does. Instead, such competitor offers quality counterfeits under 
slightly more affordable price than original producer misleading 
consumers to believe they are not buying on the submarket. The results of 

* The article was presented at the 6th CIRCLE Conference held in Dubrovnik, Croatia, in April 
2011

** dr.sc. Olivera Jurkoviæ Majiæ is an Associate Dean at Zagreb School of Economics and 
Management and Professor at the Marketing Department, Croatia. <ojmajic@net.hr>

*** Helena Majiæ, mag.iur. is a postgraduate student at the University of Split, Faculty of Law, 
and a judicial trainee at the court. <helenamajic@yahoo.com>
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08

this case study should readapt the theory of consumption based on 
psychological and social factors that compel consumers to confirm their 
social status.

Key words: conspicuous consumption, brand strategies, submarket

Introduction to Veblen's Leisure Class Theory and 
Conspicuous Consumption

Back in the 1899, Thornstein Veblen introduced the notions of 
leisure class and conspicuous consumption in his historical work The 
Theory of the Leisure Class: An Economic Study of Institutions. 
When applied to human psychology and consumer behavior, Veblen 
developed a notion of conspicuous consumption which has become 
one of the most important foundations of luxury goods industry 

1
(Veblen, 2007).  While analyzing social structures and human 
psychology in respect of accumulated wealth, class and status 
differentiation, Veblen established a leisure class as a standard 
parameter to social stratification and conformity of all classes 
(Veblen, 2007). He concluded a leisure class to be a class of either 
those wealthy, or those who have inherited the highest social status. 
The most common behavior pattern in this class rises from her 
historical effort to keep and confirm her status. Therefore, 
psychologically, this behavior consists of many repeated rituals or 
patterns that proclaim the social status and differentiate the leisure 
class from any other classes. Veblen notices this pattern especially 
in a consumption of specific goods and the ways and customs of 
their consumption. For leisure class it is important that these goods 
or a fashion in which they are consumed among highest class 
individuals have the elements of exclusivity that confirm their status 
and differentiates them from the individuals of other classes. 

On the other side, the leisure consumption also effects middle class 
or lower class individual patterns of behavior in respect of pecuniary 
emulation. In their attempt to advance and upgrade their status on 

social stratification scale, these individuals imitate leisure class 
behavior patterns. These imitating patterns of behavior do not have 
to have any correlation to their true status of accumulated wealth so 
they are not a real expression of social stratification. They are a 
reflection of a historically recognized aspiration of each individual to 
advance the social status denying present one. Impersonating 
behavior patterns have become even more frequent under the 
influence of industrialization, and nowadays we can conclude also 
under the influence of globalization since Veblen observed them to 
be more frequent in urban compared to rural areas (Veblen, 2007).

Veblen's theory has not lost any on its significance even a century 
from first publication. A cause to it is incorporated in theory itself. 
Veblen noticed leisure behavior patterns even in primitive society 
cultures and claims the pattern to progress simultaneously with 
civilization development. The factors of leisure behavior attributed 
to individual psychology are even more enhanced due to changes in 
modern world such as globalization, integration, higher mobility 
and connectivity, development of new media and information and 
communication technology. Therefore, modern consumer behavior 
research, marketing and sales management rely on this theory as an 
irrefutable presumption. However, many marketing and sales 
management experts tend to interpret Veblen in various ways, 
mostly according to current market research and analysis results. 
Under their influence, the modern interpreters of Veblen in the field 
of sociology, psychology and consumer behavior constantly 
redefine their interpretations. However, due to the challenges of 
constant changes as a common attribute of the modern economy, 
some of the interpretations lose their solid grounds quickly 
becoming a relict of old times. 

The Relationship Between Conspicuous Consumption and 
Imitating Patterns of Behavior in Modern Interpretations of 
Veblen

Vertical Diversification Strategy

Veblen concluded that imitating behavior patterns among middle 

09Marketing Review

1 It is important to notice that Veblen has recognized the patterns of conspicuous 
consumption not only in the consumption of luxury goods strictu sensu (such as clothes, 
watches, furniture etc.), but as well as in food and beverages consumption which are 
broadly the most consumed goods among all classes.
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and low class individuals only confirmed status consumption among 
leisure class individuals. In theory it is an undisputable fact on the 
basis of action and reaction system so these patterns are actually 
the same phenomena, but rising out of different incentives. In 
respect of this analysis, the theory seems to be a conquering 
situation for luxury goods producers when applied to practice, or a 
position in which it seems impossible to lose.

Luxury goods producers at first reduce the market segment they 
appeal to only to leisure class consumption. Furthermore, market 
segmentation becomes more complex if taken into account the 
middle and low class imitating behavior pattern. Some of luxury 
brands producers do not try to penetrate this consumer segment. 
Other do by vertical market diversification persuaded that the real 
risk is negligible. If there is any, traditional market position is not 
endangered due to core market segment consisted of leisure class 
consumption. There are actually many arguments for this ad hoc 
presumption. Even back in 1949. James Duesenberry concluded 
that the consumer behavior is interdependent under interpersonal 
influences, especially among middle class individuals (Duesenberry, 
1967). Furthermore, Leibenstein shaped up this fact to the so called 
'bandwagon effect' making luxury brand producers to believe there 
is no real possibility for significant decrease in demand (Leibenstein, 
1950). Contemporary authors believe that the middle class 
aspiration for status consumption is in a continuous rise and the 
luxury brands producers can only benefit from the tendency.

Since the middle class accumulation of wealth is not sufficient for 
prolonged maintenance of conspicuous consumption, the 
submarket of counterfeits intended for those who would like to 
imitate the leisure class, but can not afford it, is blooming. 
Recognized as the first most concrete threat to middle class market 
segment in demand for luxury brands, contemporary experts such 
as Takeyama or Barnett advocate the vertical diversification 
strategy (Barnett, 2008). Accordingly, luxury brands producers 
should act as following:

10

i. maintain luxurious and expensive products for leisure class 
consumption; and

ii. introduce simultaneously product lines resembling the luxurious 
and highly exclusive products, but under lower production costs and 

2more affordable product price for middle class status consumption.   
As an instrument of maximizing the profit under optimal costs, the 
strategy has won a high rate of approval among luxury brands 
producers. Furthermore, it has also benefitted from the social 
changes imposed by the globalization process on emerging markets 
such as Asia and Latin America where middle class consumers 

3segment continuously expands (Pinches, 1999).   

Actually, this idea was not much of an innovation since it is on trace 
of Duesenberry's snob and bandwagon effect theories. However, 
Duesenberry has fairly recognized the problem of brand's cycles– 
when consumed by many bandwagons, consumption of a specific 
product decreases among the snobs. Therefore, the cycle threatens 
the market position of luxury brands producers in their traditional 
market segment– leisure class. Since conspicuous consumption 
originates from leisure consumption of those demonstrating their 
higher social status, brands included in vertical diversification 
strategy as those intended for consumers of lower purchasing 
power, can not satisfy their status aspiration any more. Reason to it 
lies beneath the function of status– restricting entry to individuals 
of other classes by exercising costly activities (Weiss, Fershtman; 
1998). If such costly activity or a luxury brand is offered in a slightly 
cheaper version to other consumers, it deteriorates in exclusivity 

11Marketing Review Vol. 02 • No. 01 • January-June 2012

2 One of the most complex diversification strategies is applied in Armani fashion industry. 
Armani introduced several fashion labels such as Armani Couture, Giorgo Armani, 
Emporio Armani, Armani Exchange etc. with different price policies, distribution network 
and varying innovation cycles for consumers of diferring purchasing power (Raustiala, 
Springman; 2009)

3 It is not only the middle class in emerging markets contributing to vertical diversification in 
conspicuous consumption. Inclusion of specific social groups to official social structures, 
such as African-Americans in USA, or women in patriarchal communities, leads to increase 
of status consumption in order to keep up with official social structures after the inclusion 
(Lamont, Molnar; 2001).
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such as African-Americans in USA, or women in patriarchal communities, leads to increase 
of status consumption in order to keep up with official social structures after the inclusion 
(Lamont, Molnar; 2001).



among leisure class– a brand becomes diluted. Thereby, authors 
opposing the strategy conclude that "marketers are motivated to 
maintain a product’s exclusivity in part because they believe that 
some consumers might find the product less valuable if it becomes 
widely available." (Amaldos and Sanjay; 2005) 

Brand dilution issue became obvious even to Barnett who 
considered a short run vertical differentiation strategy as at least 
sufficient strategy for maintenance of middle class market segment 
in a short period. However, the other, more interesting Barnett's 
idea we oppose is – in defense from the submarket and counterfeits, 
the producers should take no action at all.

4Picture 1.: An example of vertical diversification
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monopolize specific product's characteristics, the producers benefit 
from them by imposing higher prices and consequently gain extra 
profit (Shavell, 2009). The extra profit is not an only incentive to 
product's legal protection. Since these producers are more 
profitable than competition, the incentive for new investment cycle 
leading to new original products is higher than the one among the 
competitors (Zaninoviæ and Majiæ; 2009). 

However, in case of luxury brands, counterfeiting has shown a high 
level of resilience. Even though the producers have registered for 
legal protection, sometimes it seems almost impossible to exercise 
effectively intellectual property strategy. Attempting to suppress 
the submarket, the producers have to confront its unpredictability, 
the problem of identifying its origin and a poor possibility to 
compensate damages. So, how to compete with and suppress the 
submarket in the absence of efficient legal instruments? When 
some authors recommended vertical diversification strategy and it 
was widely approved by luxury industries, other criticized it pointing 
out the threat of brand dilution. As an alternative to this 
confrontation, Barnett recommended, understood in a simplified 
manner, to take no actions at all against counterfeiting. What are 
the arguments for this, at first sight, an odd preposition?

The submarket creates the imperfect copies of luxury originals. Any 
imperfection must be obvious to true status-oriented consumer so 
he could not satisfy his status aspirations buying a degraded product. 
Regardless the unauthorized copy quality, status aspirations are not 
being satisfied while purchasing the counterfeit because there is no 
luxury treatment or a special ritual in the moment of purchase. 
Furthermore, submarket lacks seriously the elements of exclusivity 
in distribution network, as well as the elements of exclusivity in 
customer relationships management. e.g., a booth seller does not 
ship overseas a catalogue of next season products to devoted 
customers around the world. When the exclusivity is gone and the 
counterfeits are widely consumed goods, especially in middle and 
low classes, status aspirations can not be satisfied. Therefore, luxury 
brands producers decided not to compete with the submarket 
simply concluding that status– oriented consumers do not purchase 
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Source: Gucci's webshop on http://www.gucci.com/us/styles/2570 32FWHDG9662

Gucci "Marrakesch" handbag, price: $890 Gucci "New Bamboo" handbag, price: $13,500 

Selective Enforcement of Intellectual Property Rights Strategy

The most common legal instruments which purpose is to protect 
luxury brands, or other product's marks and design from 
unauthorized copying, are trademark, industrial design and 
copyright (in USA also trade dress). These legal instruments in fact 
have very simple economic goals. Intellectual property rights first of 
all enable producers to sustain originality as a distinctive 
comparative advantage from the competitors on the market. As a 
consequence, luxury brands producers have much more 
alternatives and freedom while creating price policy for their 
products. Since the essence of intellectual property rights is to 

4 Note there is no significant difference in handbags' size.
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on the submarket. In fact, they started to believe that submarket 
consumption increases demand for originals. The more counterfeits 
are being offered on the market, the stronger becomes an incentive 
among status– oriented consumers to reaffirm their status by 
purchasing more expensive and more exclusive originals. Barnett 
alleges three conditions to this desirable outcome: 1. an original 
advances social status; 2. unauthorized copies are imperfect; 3. a 
luxury producer can not introduce vertical diversification without 
diluting the brand capital (Barnett, 2008). 

From this point of view, we can conclude that instead of competing 
with and suppressing the submarket, luxury brands producers have 
the opportunity to apply the strategy of special market price 
positioning. First registered intellectual property rights, and now 
the submarket, allowed them to earn extra profit based on high 
prices. Some empirical models have even proved "when the 
snobbish effect is large enough, a product can become more 
attractive to a segment of the population as its price 
increases."(Amaldoss and Sanjay; 2005) These models would even 
reduce Barnett's conditions to only two of them, since they did not 
find a significant correlation between product's quality and 
snobbish consumption, but determined a high correlation between 
snob effect and high prices. Evaluated by its effects, this strategy is 
actually adversary to vertical diversification strategy. Other 
advantages rise from the fact that there are no additional costs of 
introducing 'degraded product' line and thereby no risks in 
traditional leisure market segment. This strategy is also far simpler 
compared to diversification since is not an issue to define the target 

5
group.

The submarket may also be tolerated as an expenseless promotion 
of luxury brands. Furthermore, submarket has shortened a life span 
of widely consumed original and their counterfeits. As a result 
consumer demand increased for new, innovative products. Some 
industries shorten the product's life span on purpose so they could 
increase demand for new generation of products or new 

6
conspicuous styles.  Therefore, it has become a prevailing tendency 

in luxury goods industry to sustain itself from legal actions against 
7

the submarket.

The producers of luxury goods nowadays utilize both vertical 
diversification strategy and selective approach to intellectual 
property protection. However, the case study we are presenting next 
in the paper has shown that something in both strategies interpreting 
Veblen and their assumptions may lead to a serious mistake.

Case Study of Gucci America, Inc. vs. Guess? Inc.– The Failure 
of Brand Strategies Built on Veblen's Interpretations

Case Facts 

In May 2009, Gucci filed a complaint against Guess at New York 
South District Court for trademark, trade dress and industrial design 
infringement, and other separate lawsuit in Milano, Italy. Gucci 
sought injunctive relief and damages according to United States 
Lanham Act, New York General Business Law and common law. 
Allegations against the defendants referred to the unauthorized 
copying and studied imitation of Gucci's registered design marks 
such as interlocking letter G motif, stylized letter G, script Gucci 
design mark and Diamond Motif trade dress, most frequently used 
in Gucci's accessories products lines. Furthermore, Gucci accuses 
Guess of marking the same products line with studied imitation of 
Gucci's industrial design and distributing it in retail stores and Guess 

8
web-shop, but also in a wholesale distribution channel.  

Gucci's products are one of the most copied and imitated luxury 
products on the submarket. Yet Gucci never took serious or planned 
actions against it. Beside selective enforcement of intellectual 
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5 "Finally, care should be taken for the valid criteria of conspicuous consumption depending 
on the target populations, because the criteria of conspicuous consumption vary across 
strata or subgroups in a society as well as they vary at the cross-cultural level." (Yoon and 
Seok; 1996)

6 Tendency is by far the most noticeable in fashion and software industry. See more on the 
so called 'induced obsolence' in Raustiala, K., Springman, C.: The Piracy Paradox: 
Innovation and Intellectual Property in Fashion Design, Nov-um, 2009(2)1, p. 35.

7 Raustiala and Springman criticize this inertive behaviour stressing out that as a tendency is 
the most noticeable in fashion industry (Raustiala and Springman; 2009)
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property strategy, Gucci was a leader in vertical diversification 
strategy as we have depicted previous in the paper. It seemed that 
Gucci self-imposed a tradition of ignoring the imitations, but Guess 
somehow interrupted the period of silent tolerance. The best way to 
explain a sudden reaction is quoting Gucci's arguments against the 

defendants in the complaint:

"…Defendants are using various other design elements and 
designations,…that are knock-offs of design elements and 
designations used by or associated with Gucci…, all with deliberate 
intention to cause the consumers and the trade to believe that their 
product and product lines are authorized, sponsored, approved, 
indorsed or licensed by Gucci, or that the defendants are in some 
way affiliated with Gucci. …

…Defendants' promotion, advertisement…is a part of a sophisticated 
and elaborate scheme to target Gucci, to create product that are 
similar in appearance to the most popular Gucci products…so they 
can take advantage of the markets and demand Gucci has created for 
such designs without having to incur developmental, promotional 
and advertising expenses that Gucci has incurred."

However, Gucci got targeted by the submarket in a very similar 
manner decades ago. What worried Gucci was a result of Guess' 
strategy. According to 2010. Guess Inc. Annual Report, the company 
generated a net revenue higher than 2.1 billion USD showing off a 

16 17Marketing Review

continuous rise since 2005 (Guess Fiscal 2010 Annual Report). 
According to Gucci's official financial statement for 2009., brand 
Gucci earned 2.2 billion EUR in revenue, negligible more than Guess 
if taken into account Gucci's tradition and everlasting brand 
(www.guccigroup.com).

What Lays Beneath Guess's Success?

Despite the outcome of legal proceedings and eventual court legal 
opinion whether the infringement occurred or not, it is 
undisputable from a consumer's point of view that Guess imitated 
the elements and distinctive marks of Gucci's brand. Let us conclude 
that Guess has developed its brand from the crucial submarket 
characteristic– copy and imitation. But, what happens if the 
competitor from the submarket does not act as submarket does as 
perceived in its traditional forms?

First, Guess institutionalized itself as a corporation. It is not a booth 
seller from the obscure market somewhere in urban outskirts. It is 
not a smuggler terrified by customs duty control while crossing the 
state boarder. It is a company listed on New York Stock Exchange 
building a strong corporate image and establishing communication 
channels to capital market, investors, suppliers, consumers and 
establishing official distribution network for its products.

Second, Guess' products may be copies or imitations, but they are 
not imperfect as some authors would presume for all submarket 
goods. Guess invested in a certain level of quality for its products. 
Even though this quality cannot be equated with Gucci's quality, yet 
it is satisfying for the most of the upper middle class consumers. 
Furthermore, any imitation made is not literally to the extent 
leading consumer to perceive Guess product as a lousy attempt to 
sell fake for Gucci. Imitation is elaborate to the extent only 
reminding a consumer of exclusiveness and status associated with 
luxurious brands. If being honest completely, this degree of 
imitation is common even between the luxury brands themselves. 

Combined with the level of quality, third surprise is the price policy. 
Guess is not pricing its products on marginal costs. Proportional to 
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Picture 2: Gucci's
Registered Trademark

Picture 3: Guess?'s Most
Common Wallet and Handbag Logo

Source: http://www.namedevelopment.com/blog/archives/2009/ 05/guess_who_is_st.html

8 Complaint 09 CV 4373 filed on May 6th 2009 to New York South District Court by the 
plaintiff Gucci America Inc. against Guess Inc. and Guess Italia S.r.l.
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Combining all of the elements as above, Guess succeeded in market 
positioning like no submarket could ever do. It targeted middle 
class, and has won the upper middle class, the most interesting 
market segment to luxury brands producers. Guess usurped 
successfully the most promising market segment. 

Concluding Remarks on Case Study Implications to Current Luxury 
Brands Strategies

The case study has proven that vertical diversification strategy has 
failed in several elements while appealing to middle class 
conspicuous consumption. Luxury brands win the market 
competition for the middle class only if:

i. counterfeits are obvious, literally, low quality and cheap;

ii. submarket cannot institutionalize itself;

iii. submarket lacks official distribution network;

iv. submarket price policy follows marginal cost principle;

v.  submarket is reluctant to invest in quality of imitations;

vi. submarket has no capacity to refine organization and 

strategy.

Therefore, they are not threatened any more by traditional forms of 
submarket. What was then considered to be a traditional 
submarket, now evolves to new, aggressive and more developed 
planned attacks on luxury brands masked under legitimate product 
producers. Building the capacity to compete for middle class 
segment, it also endangers the assumption of selective intellectual 
property enforcement that there is no true competition between 
the market of luxury originals and indecent imitations. If the market 
signalized competition between those who would never be 
perceived as real competitors , even the snob effect could become 
less intense. 

Middle class consumers benefit from this situation. They are 
satisfying the aspiration for status consumption since they are 
purchasing without any embarrassment quality comparable to 
diversified luxury brands under only a slightly affordable or even 
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good quality, in the period of initial placement, the price is higher 
than the one on the submarket, even higher than the one for goods 
subjected to the middle class consumption. It is very possible that 
Guess product in initial placement period and vertically diversified 
luxury product are sold at approximately the same price. 
Furthermore, Guess is ready to discount the products very quickly 
after the initial placement so they could shorten the product's cycle 
more effectively than luxury brands.

Picture 4: Gucci's Man 
Footwear, Price: $370

Source: http://www.counterfeitchic.com/designs_designers/

Picture 5: Guess?'s Man 
Footwear, Price: $98

Source: http://www.counterfeitchic.com/designs_designers/

Fourth, Guess planned its distribution network to the smallest 
detail. It runs a web-shop as luxury brands do and it opened Guess 
retail stores. However, Guess is not frightened to enter the part of 
distribution network contempt by some luxury brands– the 
wholesale. Even though they are not admitting it at loud, luxury 
brands are entering these distribution channels through vertical 
diversification. But compared to the competitor as Guess, they are 
very shy attempting it. 

Fifth, Guess has a brand strategy that combines elements of 
submarket with his own distinctive brand. For them, imitation is not 
a long term strategy. It is only an instrument of boosting initial 
demand to the degree that would confuse consumers about what is 
an original, and what a cheaper imitation. After that, Guess 
introduced carefully its own original design to acquired market 
segment. E.g., new collection for 2011 has almost nothing of Gucci's 
imitated design patterns. 
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same price in fairly designed interior of an official distributor. This 
ritual is even more confusing to the snobs who are not sure any more 
if middle class is only demonstrating her present status, or actually 
somehow manages to keep up with them, under a bit lower cost. In 
this paradox situation, Gucci realized that following „no action 
paradigm“ has become hazardous for its market share and revenue. 
We would say, unfortunately, too late. What used to be a submarket 
took advantage of their inertia and evolved to a competitor worth 
caution, attention and reaction. The challenge will become even 
more difficult if taken into account two eminent rising tendencies in 
middle class consumption – unpredictability and elasticity in 
demand caused by periodical income retreat and economic cycles.

Conclusion

The goal of this paper was not to attack Veblen's theory since the 
practice has shown that theory had no sound alternatives or firm 
arguments rejecting it so far. The intention was to point out weakness 
of theory's interpretation in contemporary brand strategies. Also, we 
wanted to warn that traditional submarket has progressed to a new 
form and evolves faster than brand strategies could readapt. We are 
suggesting that selective enforcement of intellectual property rights 
strategy may be reconsidered in its application to practice. Vertical 
diversification strategy has to find new solutions in unfair 
competition for middle class consumers. Either it will be improved in 
methods, or it will be retrieved completely.
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Ask Yourself! Think Again of the 
Way You Do Your Business

*Tanzila Habib

Before reading this, please close your eyes for a while and think of 
the image of any of your nearest babies, it may be your own child, or 
your sibling or any of your closest relatives whom you adore very 
much. When you will close your eyes to do so, one cute smiling face 
will appear in your mind. Just imagine his/her innocent lovely 
adorable face for a few seconds and then open your eyes and start 
reading this. Then ask yourself that how would you feel about this 
child, what would you like to do for ensuring his/her safe life, how 
would you like to take care of this innocent baby. You must be 
surprising why I am requesting you to do so. Well, children deserve a 
safe and sound life. We are the people who have the key for making 
our next generation’s life secured, happy and healthy. This is not 
like; the kids are calling us or telling us directly to make their lives 
safe. Neither they are explaining us what to do; nor are they 
accusing us for our deeds! And how would they? While they don’t 
even know what are we doing and what would be the 
consequences! I know it is still unclear to the reader what I am trying 
to express. Actually I am talking about the unethical deeds that are 
done by the marketers, the manufacturers or producers, be it 
intentionally or unintentionally. To marketers, the ultimate 
objective is to earn profit. Customers will buy their products and will 
consume for satisfaction. But very often the customers are being 
deceived. As the business owner, don’t you have anything to do to 
stop these malfunctions? You might not always at fault. It may be 
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the supplier, or the manufacturer or the retailer who is responsible 
for these malfunctions for which your consumers may suffer.

Customers can be of any ages. The buyers who are adult and 
matured enough to judge the right or wrong are not the prime 
concern in this write-up; but what about the children as they are not 
grown up to make the judgment of right or wrong. Marketing is an 
essential function in business. As the marketing theorist Theodore 
Levitt observes, "There can be no effective corporate strategy that is 
not marketing oriented, that does not in the end follow this 
unyielding prescription: The purpose of business is to create and 
keep a customer." What to produce, how to price them, where and 
how to distribute, how to make customers informed, how to attract 
customers, all these issues are expressed as the four Ps of 
marketing: product, price, placement, and promotion. And while 
the marketing managers make decisions regarding these 4 Ps, there 
many ethical issues arise (Boatright, 2007: 271).

Product, for example, raises question about product safety. There 
are also social impacts of products that have drawn moral criticism. 
There are objections about unhealthful foods, poor-value financial 
products aimed at the poor and so on. ‘Promotion’, another 
important ‘P’, draws the greatest moral scrutiny. Much of the 
criticism of promotion is of questionable sales techniques, possible 
deception and manipulation of advertising, social harm of some 
advertisements. As children are an important target market for both 
their direct purchases and their influence on family purchase 
decisions, advertisers are often targeting the children for promoting 
the products through different TV ads, point-of-purchase displays 
and so on. Children can be influenced easily since they have not 
gathered the enough experience and knowledge to evaluate the 
purpose of advertisements. They are not matured enough to 
understand the selling intent of ads, nor can they distinguish 
between reality and fantasy. Through very attracting and influencing 
advertisements, as a marketer you may offer products like fruit juice 
or candy or chocolate to the kids. Just think, your 4 years old 
daughter is given a juice to drink, or some sauces to take with 

2524 Marketing Review

sandwich where Coloring agents chrome, tartzine, and erythrosine 
are used which can cause cancer, allergy, and respiratory problem 
(www.asiaone.com). Can you give your son the items such as candy, 
chocolate, cake, chewing gum, ice cream, biscuit where textile color 
you are using all by yourself (www.thedailystar.net)?

As a marketer, you are claiming to be the very good producer of 
‘natural’ fruit juice. You are promoting your juice or drink in various 
flavors of apple, grape, mango and so on. But where these mangoes, 
apples, grapes come from? Imagine it’s your 3-years old younger 
sister. She is fond of mango juice. So, for that you need ripen 
mangoes. So, you need to quicken its ripening process and make the 
mangoes prematurely ripen! Now, you are thinking, what to do! Yes, 
you get an idea! Now, you are injecting Calcium Carbide, a harmful 
adulterant that may lead to cancer in kidney, liver, skin 
(www.thedailystar.net). Now, the mangoes are ready for the 
production of juice that you are going to give your sister.

Or, imagine, the apple juice or grape juice that you are offering to 
your 4 years old younger brother to drink, is prepared with such 
apples or grapes that are sprayed formalin on. Formalin is a mixture 
of formaldehyde and methanol, which is one of the most harmful 
adulterants that may cause throat cancer, blood cancer, childhood 
asthma, and skin diseases (www.asiaone.com). In these chemically 
treated fruits, chemicals are being used in the name of 
‘preservatives’. Some permitted preservatives, thickening agents; 
gelling agents, antioxidants, and stabilizers could be harmless if 
applied in appropriate quantity. Food-grade preservatives and colors 
can be safely used in permissible quantities (www.asiaone.com).

But, the unethical traders are making ‘food adulteration’ by 
deliberately adding toxic adulterants to food or other products for 
greed of fast profit! Moral degradation among food traders have led 
to today's alarming situation. Deceptive advertisements can 
contain false claim that may cause negative impact on the people 
who see or hear it. These may take advantage of people’s ignorance. 
The health claims in food advertising, words like ‘natural’, 
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‘cholesterol-free’ simply influence people. Many food items 
advertised as ‘natural’ yet may contain unhealthy concentration of 
fat and sugar (Boatright, 2007: 284).

You may offer cakes or chocolates made of milk by making appealing 
advertisements targeted to the kids. There is an enormous gap 
between the original local producers and the centrally operating 
milk-producing companies. But have you ever thought about the 
fact that while collecting milk from local farmers and handing it over 
to the companies, the middlemen may mix concentrated formalin in 
the milk to keep it from going sour (www.thedailystar.net). As the 
business owner, you might not do it yourself, or even you might not 
know about it. But have you ever tried to inspect your middlemen? 
It’s not always the fault of the Manager who is sitting in the 
corporate office. But he/she can be cautious about the origins from 
which food products are sourced, and should only obtain them from 
reliable sources. Are you going to do these to your own child, 
parents or siblings? No! You can never dare to think of doing this to 
your near ones. Then why don’t you think of others when you are 
the marketer? The children who are going to consume your 
products are also as innocent as our own children. They are also 
looking for a safe and healthy life. Their safety lies in your hands.
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Business Research Decisions 
Perspectives: Which View should be 

Chosen- ‘Objectivism’ or 
‘Subjectivism’?

*
Sabreena Zoha Amin

 Introduction

A paradigm or worldview is “a basic set of beliefs that guide action” 
(Guba, 1990: 17). These beliefs have been called paradigms (Lincoln 
and Guba, 2000; Mertens, 1998); philosophical assumptions, 
epistemologies, and ontologies (Crotty, 1998); broadly conceived 
research methodologies (Neuman, 2000); and alternative 
knowledge claims (Creswell, 2003). A paradigm encompasses three 
elements: ontology, epistemology and methodology. Ontology 
raises basic questions about the nature of reality whereas 
epistemology asks, how do we know the world and what is the 
relationship between the inquirer and the known? Methodology 
focuses on how we gain knowledge about the world. From 
epistemological stances, “two somewhat diverse and potentially 
irreconcilable paradigms currently exist in the organizational 
literature, the objectivist and the subjectivist” (McMurray et al., 
2004: 9) and holds different philosophies which have shaped over 
time.

Background

Before going to the main discussion, it is important to know what 
'Objectivist view' and 'Subjectivist view' means. “The objective 

Vol. 02 • No. 01 • January-June 2012

Marketing Review
ISSN 2222-9159

* Sabreena Zoha Amin is a PhD Researcher at University of Western Sydney, Australia. Her 
research topic is "Involvement of Generation Y in Online Social Networking Media: Role in 
Developing Attitude towards Brands". Her favorite arena of research interest is Consumer 
Behaviour. <s.amin@uws.edu.au>



2726 Marketing Review

‘cholesterol-free’ simply influence people. Many food items 
advertised as ‘natural’ yet may contain unhealthy concentration of 
fat and sugar (Boatright, 2007: 284).

You may offer cakes or chocolates made of milk by making appealing 
advertisements targeted to the kids. There is an enormous gap 
between the original local producers and the centrally operating 
milk-producing companies. But have you ever thought about the 
fact that while collecting milk from local farmers and handing it over 
to the companies, the middlemen may mix concentrated formalin in 
the milk to keep it from going sour (www.thedailystar.net). As the 
business owner, you might not do it yourself, or even you might not 
know about it. But have you ever tried to inspect your middlemen? 
It’s not always the fault of the Manager who is sitting in the 
corporate office. But he/she can be cautious about the origins from 
which food products are sourced, and should only obtain them from 
reliable sources. Are you going to do these to your own child, 
parents or siblings? No! You can never dare to think of doing this to 
your near ones. Then why don’t you think of others when you are 
the marketer? The children who are going to consume your 
products are also as innocent as our own children. They are also 
looking for a safe and healthy life. Their safety lies in your hands.

References

Boatright, J.R. (2007), Marketing, Advertising, and Product Safety, Ethics and the Conduct 
of Business, 5th ed., p.271, 284.

http://www.asiaone.com/Health/News/Story/A1Story20110811-293900.html

http://www.thedailystar.net/magazine/2011/08/03/cover.htm

Business Research Decisions 
Perspectives: Which View should be 

Chosen- ‘Objectivism’ or 
‘Subjectivism’?

*
Sabreena Zoha Amin

 Introduction

A paradigm or worldview is “a basic set of beliefs that guide action” 
(Guba, 1990: 17). These beliefs have been called paradigms (Lincoln 
and Guba, 2000; Mertens, 1998); philosophical assumptions, 
epistemologies, and ontologies (Crotty, 1998); broadly conceived 
research methodologies (Neuman, 2000); and alternative 
knowledge claims (Creswell, 2003). A paradigm encompasses three 
elements: ontology, epistemology and methodology. Ontology 
raises basic questions about the nature of reality whereas 
epistemology asks, how do we know the world and what is the 
relationship between the inquirer and the known? Methodology 
focuses on how we gain knowledge about the world. From 
epistemological stances, “two somewhat diverse and potentially 
irreconcilable paradigms currently exist in the organizational 
literature, the objectivist and the subjectivist” (McMurray et al., 
2004: 9) and holds different philosophies which have shaped over 
time.

Background

Before going to the main discussion, it is important to know what 
'Objectivist view' and 'Subjectivist view' means. “The objective 

Vol. 02 • No. 01 • January-June 2012

Marketing Review
ISSN 2222-9159

* Sabreena Zoha Amin is a PhD Researcher at University of Western Sydney, Australia. Her 
research topic is "Involvement of Generation Y in Online Social Networking Media: Role in 
Developing Attitude towards Brands". Her favorite arena of research interest is Consumer 
Behaviour. <s.amin@uws.edu.au>



2928 Marketing Review

paradigm assumes that reality is something concrete, with a 
structure that can and should be discovered. Even if it is not 
discovered, the structure is still there and is independent of those 
trying to discover it” (McMurray et al. 2004). Whereas “the 
subjective paradigm assumes that reality is a creative process in 
which people create what is going on, or the reality in which they 
exist. The world and everything in it is unstructured, or at least it 
operates in ways that do not necessarily make sense or at least it 
does not make the same sense to different people” (McMurray et 
al., 2004). Objectivists view emphasis on quantitative research 
methodology whereas subjectivists view emphasis on qualitative 
research methodology in gaining knowledge about the world.

“The basic belief system of positivism is rooted in a realist ontology, 
that is, the belief that there exists a reality out there, driven by 
immutable natural laws. The business of science is to discover the 
'true' nature of reality and how it 'truly' works. The ultimate aim of 
science is to predict and control natural phenomena. Once 
committed to a realist ontology, the positivist is constrained to 
practice an objectivist epistemology,” (Guba, 1990: 19). Then the 
argument arises: if there is a natural world out there, the inquirer 
must try to inquiry a phenomenon in a natural way not by 
controlling the nature. Postpositivism modifies pure objectivist 
view a little and over time a subjective epistemology emerged that 
involved a number of shifts in thinking and in assumptions about 
reality where Critical Theory and Constructivism exists. “Lincoln 
(1985) has identified seven shifts in thinking that has permitted the 
evolution of a subjective paradigm:

i. From a simple and probabilistic world to a reality that is 
complex and diverse.

ii. From a hierarchically ordered world to a world ordered 
around heterarchy.

iii. From a mechanistic and machine-like universe to a 
holographic one.

iv. From a determinant universe to an indeterminant one.

v. From the assumption of direct causality to the assumption 
of mutual influence.

vi. From the construction of complex systems out of more 

simple units to morphogenesis or the use of identifiable 

parts that give no clue as to what the new configuration will 

be.

vii. From one of pure objectivity to a posture of perspectivity or 

one that implies that there are multiple views of the same 

phenomenon.” (McMurray et el. 2004: 11)

Standing on two different backgrounds, objectivists and 
subjectivists hold different views on methodological issues of 
inquiry of a phenomenon. “The word qualitative implies an 
emphasis on processes and meanings that are not rigorously 
examined or measured (if measured at all), in terms of quantity, 
amount, intensity, or frequency. Qualitative researchers stress the 
socially constructed nature of reality, the intimate relationship 
between the researcher and what is studied, and the situational 
constraints that shape inquiry. Such researchers emphasize the 
value laden nature of inquiry. They seek answers to questions that 
stress how social experience is created and given meaning. In 
contrast, quantitative studies emphasize the measurement and 
analysis of causal relationships between variables, not process. 
Inquiry is purported to be within a value-free framework,” (Denzin 
and Lincoln, 1998: 8).

They continue to suggest that qualitative research differs from 
quantitative research in five significant ways. These include:

i. Their uses of positivism;

ii. The acceptance of postmodern sensibilities;

iii. The ways they capture the individual’s point of view;

iv. The ways they manage the constraints of everyday life; and

v.  Their level of interest in rich descriptions.

“Although philosophical ideas remain largely hidden in research” 
(Slife and Williams, 1995), they influence intensively the purpose of 
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the research and the practice of epistemology, ontology and 
methodology.

Discussion

For the purpose of this writing, these two paradigms will be 
discussed, compared and contrasted in terms of background, 
generalisability, strengths, weaknesses, application and bias for 
business research decisions.

Generalisability

Researcher who holds an objectivist view is invariably apprehensive 
to ascertain that the results of a particular inquiry can be 
generalized beyond the limitations of the research location. In other 
way the concern is to establish that findings can be justifiably 
generalized to a wider population of which the sample is 
representative. By verifying generality, the quantitative researcher 
who holds an objectivist view draws nearer to the law-like findings 
of the sciences.

Researcher who holds an subjectivist view and employ qualitative 
research method which is frequently based on the study of one or 
two single cases, is often criticized by researchers in the quantitative 
tradition, for the cases may be unrepresentative and therefore of 
unknown generality. “How does one know whether a slum in Boston 
(Whyte, 1943) is representative of all slums in the USA, and, of one is 
unsure, how can the fruits of such research be generalized beyond 
the confines of Boston?” (Bryman, 1988: 35)

But quantitative researchers also not free from criticism. “External 
validity deals with the problem of generalization” (McMurray et el., 
2004: 74). Statistical inference techniques which are widely used by 
survey researchers make sense only in the context of the selected 
samples which permit inferences to a population. When sampling 
has its own limitations in terms of generalisability of findings to the 
population from which the sample was derived, there may still be 
problems of establishing the generality of findings to other 
populations. Another aspect of quantitative research is identifying 
patterns of data. To recognize the pattern of data a large number of 

responses is needed from a good sized sample. Patterns are visible 
more clearly when data is condensed. This condensation allows the 
data to be generalized. If patterns are not drawn correctly, it would 
not be generalized.

Many qualitative researchers actively decline generalisability as a 
goal of their inquiry. For example, “the interpretivist rejects 
generalization as a goal and never aims to draw randomly selected 
samples of human experience” (Denzin, 1983). Over past decades 
there is an increasing interest in generalization observed in 
qualitative tradition.

Strengths

From goodness or quality criteria, objectivist paradigm refers 
“conventional benchmarks of 'rigor': internal and external validity, 
reliability, and objectivity” (Guba and Lincoln, 2008) and subjectivist 
paradigm aspire “trustworthiness and authenticity including 
catalyst for action” (Guba and Lincoln, 2008). It is often said that 
objectivists produce more valid, reliable, generalisable and 
replicable research outcome but it only depends on the nature of 
inquiry researcher is seeking for. If inquiry seeks for detailed 
description of the settings, for example, or provide context of the 
theme, the result become more realistic and richer and deep which 
denotes the strength of subjectivist view.

As objectivist view is more an outsider perspective it is more likely 
have less bias on the inquiry on other word it gets more control over 
the situation which is the strength of this paradigm. In contrast, the 
threat for subjectivists is “can they manage their personal biases?” 
(O’Leary, 2005: 62). Subjectivists would argue that the relationship 
between researcher and subject long lived and close to the data 
which is an insider perspective, it can sense the hidden activity and 
look behind the scene and capture a holistic view of an inquiry. 
Perhaps the beauty of subjectivists view is about the inquiry to 
capture life as it is lived. It is concerned with understanding behavior 
of one’s own frame of references.
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Weaknesses

In objectivist paradigm, researcher has sole control which is against 
the naturalistic view and often criticized. “For more conventional 
inquirers, the issue of control is effectively walled off from voice, 
reflexivity, and issues of textual representation, because each of 
those issues in some way threatens claims to rigor (particularly 
objectivity and validity) (Guba and Lincoln, 2008). As the 
relationship between researcher and subject short lived in 
objectivist view, it is a problem for researcher to go back to the 
subject and seek for validity, if requires. Objectivists often face the 
criticism regarding the method they use in research. Representative 
sample selection for example one of the biggest challenges they 
face as sampling technique has its own limitation which question 
about the generalisability of the research. Subjectivists where deals 
with forming relationships, interviewing or sampling concerns time 
and resources combined with commitment of the researcher and of 
course not free from contamination. Small sample size often 
criticized for their representativeness and inability to generalize 
findings. The issue of trustworthiness and authenticity for 
subjectivists are also in question when dealing with human being 
and control is not there in a dynamic world which often gets very 
complex to find research purpose. Validity is one of the extended 
agenda for both paradigms. “One of the issues around validity is the 
conflation between method and interpretation” (Guba and Lincoln, 
2008). The method of inquiry in both paradigms, for example, 
survey and experiments creates awareness on the part of subject 
they are being investigated often cause the problem of reactivity 
and threaten the authenticity of the research.

Application

While researcher meets external validity of the research, it can be 
applicable to a broader population than those who have been 
studied. As objectivists claim for goodness or quality criteria, which 
is, internal and external validity, reliability and conventional 
benchmarks of 'rigor', tends to be more applicable in same sort of 
context. While subjectivist paradigm produce real, rich, deep data 

of inquiry might not be fitted in the same sort of context because of 
their nature, as it is concerned with subject’s own frame of 
reference. Applicability of subjectivism is greater when there is a 
need of empowerment of individuals, to develop theories when 
partial or inadequate theories exist or existing theories do not 
adequately capture the complexity of the problem we are inquiring. 
When objective paradigm simply does not fit the problem because 
interactions among people are needed with individual differences, 
subjective approach is a better fit for those research.

Bias

“The researcher’s biases inevitably affect how observations are 
gathered and interpreted,” (Kidder and Judd, 1986: 26). Traditional 
scientists who is aiming for pure objectivity and maintaining strict 
methodological protocols are in a better position in this case as their 
nature of inquiry is machine like- emotion free. However, the tools 
they use for inquiry, sample they select, interpretation of their 
result need careful consideration to avoid biases. On the contrary, it 
is a great challenge for subjectivists as “researchers need to 
recognize how their own worldview makes them value-bound, and 
how their values can influence the research process” (O’Leary,  
2005: 63). Where subjectivists exist inside the perspective and try to 
portray holistic picture of a phenomena with involvement where 
human being is not emotion free, bias obviously influences inquiry. 
It is imperative for subjectivists to recognize their bias which is a 
great challenge to understand behavior from actors’ own frame of 
references.

Conclusion

“By alternative paradigms, I refer to views of mind and knowledge 
that reject the idea that there is only one single epistemology and 
that there is an epistemological supreme court that can be appealed 
to, to settle all issues concerning Truth” (Eisner, 1990: 89) . From this 
viewpoint business research decisions are made where different 
worldviews or paradigms or philosophies overlap each other and 
the best suited approach can be adopted for research realm. 
Throughout the essay 'objectivist view' and 'subjectivist view' has 
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Clutter in Advertisement and Loss 
of Audience Attention

*Muhammad Shahir Hossain

Abstract
This paper explores the relationship between advertising clutter and the 
loss of audience attention. It presents various articles and research works 
suggesting that advertising clutter is the cause for the loss of audience 
attention. The paper provides an analysis of advertising clutter in 
Bangladesh through observations of advertisements in the print and 
electronic media. It comments on the loss of audience attention due to lack 
of awareness of advertising clutter among advertisers in Bangladesh. The 
paper also suggests that creativity, innovation and identification of 
different media of communication can help reduce advertising clutter in 
Bangladesh, and thus, retain audience attention.

Keywords: advertising clutter, audience attention

Introduction

Advertising clutter has emerged as a global problem for marketers. 
In an effort to capture audience attention, advertisers are 
advertising more and more. However, this increase in 
advertisements is creating advertising clutter due to which the 
audience is losing attention towards advertisement. Even though 
advertising clutter is not a new problem, it is gradually increasing 
and advertisers around the world are concerned about this global 
phenomenon. Nevertheless, the advertisers of Bangladesh are still 
not aware of this undesirable factor. Due to their negligence, they 
are cluttering the most effective and popular communication 
vehicles. Consequently, the audiences are avoiding advertisements 
both deliberately and inadvertently. Therefore, to retain audience 
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been discussed, compared and contrasted on the basis of their 
background, generalisability, strengths, weaknesses, applicability 
and biases which will give a better understanding in making 
decisions about one’s research area regarding which view should be 
chosen.
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shocking reality to Madison Avenue (Johnson, 2006). Radios have 
presets button to shift between alternative stations when the 
commercials start. Moreover, many broadcast services are now by 
subscription and commercial-free. Even the traditional media of 
advertising such as; newspaper and magazines are failing to hold 
audiences’ attention as the increasing number of advertisement 
forces them to turn the pages or even toss away the whole section 
(Rotfeld, 2006). "I mean, we're in a period now where consumers are 
in control of their media truly and it's not just television", said, Joe 
Mandese, Editor-in-Chief of Media Post (Johnson, 2006).

Nevertheless, advertisers have increased the number of 
advertisement as a ‘solution’ to the loss of audience attention, 
without considering the frustration it creates in the audience 
(Rotfeld, 2006). "What worries me is, when we will reach a point 
that viewers turn the TV off," says Debbie Solomon, senior partner 
and group research director at Mind Share (Downey, 2001). 
Furthermore, a research study found that during commercials, 
people tend to change channels. Then it is a lot harder for them to 
find the original station they were watching because there are so 
many commercials. Therefore, clutter is having a negative effect on 
the medium as well (Downey, 2001). 

The former NAB code by which the number of commercial breaks 
and the duration of the breaks are limited, expressed an agreement 
among broadcasters on controlling the clutter levels to preserve the 
audience's acceptance of advertising (Surmanek, 1989). However, 
such a restraint on the advertising clutter level had an inelastic 
response, resulting in an increase in advertising revenues, because 
higher advertising rates were charged for the reduced number of 
commercials (Wicks, 1991). In addition, Houston and Scott (1984) 
examined the negative effect of advertising clutter on 
advertisement readership empirically. The studies show that the 
higher the advertising clutter level in a magazine results in lower 
readership of the advertisements (Houston and Scott, 1984). 
Moreover, most of newspaper advertising appears ‘run-of-paper’, 
without considering which audiences read each section (Rotfeld, 

attention, advertisers should take effective measures to reduce 
advertising clutter and identify different media of communication 
through creativity and innovation.

Literature Review

Advertising clutter is a situation when an advertisement is forced to 
compete for the audiences’ attention due to other surrounding 
advertisements. Marketers are always competing for the attention 
of prospective buyers and consequently creating advertising clutter. 
(Banerjee, 2009)

“The technological revolution of the past decades has been 
manifested through an information explosion”, says, Banarjee 
(2009). In addition, this revolution affects the consumers by 
exposing them to a bombardment of information through mass 
media (Banerjee, 2009). 

Today advertising is everywhere; moreover, this situation will not be 
over soon. Every day the average consumer is exposed to more than 
1,500 advertising messages. About 40% of most newspapers are 
covered in advertisement (Grede, 2002). Walker-Smith says we've 
gone from being exposed to about 500 ads a day back in the 1970's 
to as many as 5,000 a day today."It seems like the goal of most 
marketers and advertisers, nowadays, is to cover every blank space 
with some kind of brand logo or a promotion or an advertisement", 
Walker-Smith said (Johnson, 2006). Moreover, nearly every one 
minute out of four minutes of prime time television is now a 
commercial or other non-programming message (Downey, 2001). In 
the average hour, only about 39 minutes is devoted to programming 
(Grede, 2002). Yet, according to Auburn University Professor 
Herbert Jack Rotfeld (2006), “Consumers were always able to avoid 
mass media advertising.” Moreover, in this new era of technology it 
has become easier for the customers to avoid advertisements. 
Televisions have remote control and the ability to record shows, 
which helps the audience to change the channel during commercials 
or record shows to watch later and avoid the advertisements 
completely (Rotfeld, 2006). The television audience not only 
became ‘scattered and fractured’ but in control, which became a 
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shocking reality to Madison Avenue (Johnson, 2006). Radios have 
presets button to shift between alternative stations when the 
commercials start. Moreover, many broadcast services are now by 
subscription and commercial-free. Even the traditional media of 
advertising such as; newspaper and magazines are failing to hold 
audiences’ attention as the increasing number of advertisement 
forces them to turn the pages or even toss away the whole section 
(Rotfeld, 2006). "I mean, we're in a period now where consumers are 
in control of their media truly and it's not just television", said, Joe 
Mandese, Editor-in-Chief of Media Post (Johnson, 2006).

Nevertheless, advertisers have increased the number of 
advertisement as a ‘solution’ to the loss of audience attention, 
without considering the frustration it creates in the audience 
(Rotfeld, 2006). "What worries me is, when we will reach a point 
that viewers turn the TV off," says Debbie Solomon, senior partner 
and group research director at Mind Share (Downey, 2001). 
Furthermore, a research study found that during commercials, 
people tend to change channels. Then it is a lot harder for them to 
find the original station they were watching because there are so 
many commercials. Therefore, clutter is having a negative effect on 
the medium as well (Downey, 2001). 

The former NAB code by which the number of commercial breaks 
and the duration of the breaks are limited, expressed an agreement 
among broadcasters on controlling the clutter levels to preserve the 
audience's acceptance of advertising (Surmanek, 1989). However, 
such a restraint on the advertising clutter level had an inelastic 
response, resulting in an increase in advertising revenues, because 
higher advertising rates were charged for the reduced number of 
commercials (Wicks, 1991). In addition, Houston and Scott (1984) 
examined the negative effect of advertising clutter on 
advertisement readership empirically. The studies show that the 
higher the advertising clutter level in a magazine results in lower 
readership of the advertisements (Houston and Scott, 1984). 
Moreover, most of newspaper advertising appears ‘run-of-paper’, 
without considering which audiences read each section (Rotfeld, 

attention, advertisers should take effective measures to reduce 
advertising clutter and identify different media of communication 
through creativity and innovation.

Literature Review

Advertising clutter is a situation when an advertisement is forced to 
compete for the audiences’ attention due to other surrounding 
advertisements. Marketers are always competing for the attention 
of prospective buyers and consequently creating advertising clutter. 
(Banerjee, 2009)

“The technological revolution of the past decades has been 
manifested through an information explosion”, says, Banarjee 
(2009). In addition, this revolution affects the consumers by 
exposing them to a bombardment of information through mass 
media (Banerjee, 2009). 

Today advertising is everywhere; moreover, this situation will not be 
over soon. Every day the average consumer is exposed to more than 
1,500 advertising messages. About 40% of most newspapers are 
covered in advertisement (Grede, 2002). Walker-Smith says we've 
gone from being exposed to about 500 ads a day back in the 1970's 
to as many as 5,000 a day today."It seems like the goal of most 
marketers and advertisers, nowadays, is to cover every blank space 
with some kind of brand logo or a promotion or an advertisement", 
Walker-Smith said (Johnson, 2006). Moreover, nearly every one 
minute out of four minutes of prime time television is now a 
commercial or other non-programming message (Downey, 2001). In 
the average hour, only about 39 minutes is devoted to programming 
(Grede, 2002). Yet, according to Auburn University Professor 
Herbert Jack Rotfeld (2006), “Consumers were always able to avoid 
mass media advertising.” Moreover, in this new era of technology it 
has become easier for the customers to avoid advertisements. 
Televisions have remote control and the ability to record shows, 
which helps the audience to change the channel during commercials 
or record shows to watch later and avoid the advertisements 
completely (Rotfeld, 2006). The television audience not only 
became ‘scattered and fractured’ but in control, which became a 

Vol. 02 • No. 01 • January-June 2012



38 39Marketing Review

slightly improved in 1986 to 25.1%, which is the highest level of 
advertisement recall since. Then the recall rate declined in 1990, 
when the percentage was 22.1. Again, it slightly increases to 22.3 in 
1991 and 23.4 in 1992. However, since, 1992, recall rates in the 
research tests have decreased slowly and are now at 22.6%, which 
represents a total decrease of about 9% from 1995. Moreover, the 
decrease in recall rates for 15-seconds commercials has been equally 
significant. When testing first began, back in 1986 for the shorter 
ads, recall averaged 19.7%. By 1998, it was down to 18.1 percent, a 
drop of 8 percent over the period (Lindorff, 1999). Another study 
conducted in 1984 by Ray & Webb found that when advertising 
clutter edges past 16 minutes per hour compared to 8 minutes per 
hour, advertisement recall decreases by about 40% (Downey, 2001). 

As we can see, the problem of clutter is increasing but is not 
necessarily new. From the mid-1950s to his death in 1969, Howard 
Gossage frequently criticized the audience complaints and 
advertiser persuasion problems of message clutter with repetitive 
messages (Rotfeld, 2006). In his books in an article titled “Is 
Advertising worth saving?” Gossage (1986) said that all this 
advertising might work if it dealt with captive audiences, like 
shooting fish in a barrel, but, he said, the fish are learning to swim 
faster and are developing armor plate. 

So what is the solution to such an obvious problem? (Overcoming 
Marketing Clutter, 2008). The solution for advertising clutter in 
reality is to ‘turn back the clock’ when there were sponsorships and 
less commercials (Rotfeld, 2006). “Gossage's basic philosophy of 
advertising stressed the importance of a single advertising message 
delivered with respect for the intelligence and values of its 
audience”, says, Rotfeld (2006). Furthermore, an advertiser would 
not have to run an advertisement multiple times if it is targeted, 
interesting and entertaining. Gossage also noted that, after all, 
"Nobody reads ads per se. People read what interests them, and 
sometimes it's an ad" (Harris and Gossage, 1962). Moreover, he 
proved it time and again (Rotfeld, 2006).

To break out from the advertising clutter, the advertisers’ solution is 

2006). In addition, due to clutter, it is less likely for a particular ad to 
be viewed long enough for profit (Tree, 2011). Many broadcast and 
cable commercials are aired ‘run-of-schedule’ on different stations 
or programs whose total audiences are an agreed upon size but they 
may or may not be potential consumers for the advertised products. 
Nevertheless, if the advertisements were less cluttered it would 
have served its purpose effectively (Rotfeld, 2006). Expressing a 
similar viewpoint and concern regarding the ratings of the 
advertisement media, Debbie Solomon, a group research director 
and senior partner at J. Walter Thompson in Chicago says, "It's not 
just that they're making the advertising less effective, they're also 
hurting their ratings" (Lindorff, 1999).

Recent researches have shown that advertisement clutter 
diminishes audience recall or is the prime reason for the loss of 
audience attention. Debbie Solomon said that, “There may be a lot 
of other factors involved that contribute to a decline in recall, but 
clutter has to be one of them” (Lindorff, 1999). Supporting 
Solomon’s statement Grede (2002) said that the problem of clutter 
is making the advertising industries worried and they have figured 
that viewer’s are less likely to remember a client’s advertisement if 
more commercials are stuffed into an hour (Grede, 2002). Research 
studies conducted since the mid-1970s have shown that advertising 
clutter has a negative impact on a viewer’s ability to remember 
commercial messages or brand names (Downey, 2001). 

A renowned research agency, Burke Marketing Research, for more 
than a decade has been tracking the recall rates of viewers of ads at 
the request of America's leading ad agencies. The testing is done by 
showing actual ads on local stations in markets like Philadelphia. The 
test subjects are then called at random the following day to see how 
many of them recall specific ads. Most of the tests have involved 
women within the age range of 18-65. The test shows a steady 
decline in recall over the past 14 years, which coincides with 
increasing advertising clutter. In the case of 30-second ads, the recall 
rate was 24.8% in 1985, that is, 24.8% of women remembered the 
advertisement after they were contacted a day after. The recall rate 
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advertising that is more creative (Rotfeld, 2006). Expressing similar 
viewpoint Grede (2002) said that advertisement must communicate 
their sponsors’ messages more clearly, so that audience can better 
remember their ad between the muddle of mediocrity. 
Furthermore, the ads must have ‘punch’ to make the reader stop 
from turning the page or the viewer stop from changing the 
channel. “They must break the ‘boredom barrier’,” he says, “In 
short, good advertising must have impact.” The most important 
factor in creating impact is to make it easy for your customers to 
recognize your product at a glance. In this case, the headline of the 
advertisement serves the purpose (Grede, 2002). In support of this 
fact and as a solution to advertising clutter, the father of advertising 
David Ogilvy says, “On the average, five times as many people read 
the headline as read the body copy,” he says, “the wickedest of all 
sins is to run an advertisement without a headline” (Ogilvy, 2004). In 
addition, the same principle hold in broadcast where the “headline” 
of the TV or radio spots is often the opening line, a catch phrase, or 
words superimposed on the screen (Grede, 2002). In identifying, 
the best advertisement, which was able to avoid clutter, Vito and 
Perrotta (2006) said, “We found that the best-liked advertisements 
had few, but informative, focal points.” Moreover, they state that 
the least liked advertisement lacked specific focal point but had 
multiple points spread across the entire page. This confused the 
audience, making the advertisements less memorable and effective 
(Vito and Perrotta, 2006).

In dealing with clutter, the fourth largest advertising agency in the 
world, J. Walter Thompson aka JWT suggests these five simple rules:

i. Take clutter into consideration in negotiating an ad contract

ii. Try to use media vehicles that have less clutter

iii. Negotiate for ad category exclusivity (as competitive clutter 
is even worse than ordinary clutter in terms of reduced 
viewer recall)

vi. Copy-test ads in realistic cluttered environments

v. Try to get early position in ad pods, as this improves recall

(Lindorff, 1999)

On the other hand, some say, constant innovation is the solution to 
overcome marketing clutter. Innovation is needed for creative ideas, 
media, and message delivery that can keep the audience engaged. 
Interactive advertising is another way of grabbing the audiences’ 
attention (Overcoming Marketing Clutter, 2008).

In conclusion, the advertisers need to realize that to gain audiences’ 
attention they have to spend more money. A sponsored vehicle with 
less advertisement messages means that each message will have 
greater impact on the audience, given that the messages provide 
information that the audience wants to accept (Rotfeld, 2006). 
Rotfeld says, “The solution for clutter is for advertisers to be willing 
to pay the price for messages surrounded by less of it.” Contradicting 
Rotfeld regarding solution to advertising clutter, Walker-Smith says, 
“Consumers don't hate advertising. What they hate is bad 
advertising.” He thinks that the present challenge for the advertising 
industry to avoid clutter and hold audience attention is to quit doing 
all the ‘bad stuff’ that is creating an environment that people are 
avoiding and try to identify ways to engage people that they find 
informative and entertaining. “And that's become our challenge in 
this super saturated world”, he says (Johnson, 2006). 

Analysis

As one of the most populated countries in the world, Bangladesh 
has a huge demand of different types of products and services. 
However, only manufacturing and launching products in the market 
are not enough. There is also a need to let people know about these 
myriad products and sometimes even create demand. This is where 
the need for advertising emerges. In recent times, advertising 
agencies have surfaced as a significant contributing industry to the 
economy of Bangladesh. Nevertheless, only a handful of advertising 
agencies are currently operating. Still in recent years, the target 
audiences’ are displaying a fleeing attitude towards advertisements 
and their perception of advertisements are becoming more 
negative. They are avoiding advertisements on different media, 
either actively or passively. The reasons behind such attitude are the 
rise of consumerism, perceived deception, offensive stereotypes 
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and the increasing amount of advertisements, which plays the 
major role in creating advertising clutter contributing to the 
audiences’ loss of attention. 

Observing Advertising Clutter in Bangladeshi Media

While observing the Bangladeshi print and television media, which 
are the two primary vehicles of advertisements in Bangladesh, we 
found that clutter is a major problem. This problem is causing the 
audience to lose their attention consciously or unconsciously. 
Unlike the first world countries, it seems that the sponsors of 
Bangladesh are unaware of this phenomenon. Thus, to attract the 
customers’ attention they are advertising even more, which is 
creating clutter and consequently the loss of audience attention.

The advertising clutter problem of Bangladesh can be discussed in 
three dimensions:

i. Quantity (Overload)

ii. Competitiveness (Interference)

iii. Intrusiveness (Reactance)

These problems of advertising clutter will be discussed based on 
three daily newspapers of Bangladesh, ‘Prothom-Alo, ‘Samakal’ and 
‘Amar Desh’ and the top four television channels of Bangladesh, BTV, 
NTV, Channel I and ATN Bangla. Prothom-Alo is the country’s largest 
circulating daily, yet it is not free from clutter. On the other hand, it 
seems appropriate that the largest circulating newspaper is prone to 
advertising clutter, since it the most read daily and the sponsors 
want their advertisements to be read by the target audience.

According to my calculation, on any given Friday, which is the weekly 
holiday in Bangladesh, Prothom-Alo publishes about 34 to 36 pages 
on average. Not surprisingly, the Prothom-Alo Friday Edition also has 
the largest number of advertisements than any other day of the week. 
On the December 9, 2011, Friday newspaper, Prothom-Alo published 
35 color advertisements, almost 40 black and white advertisements 
and 3 pages of classified advertisements. The color advertisements 
were primarily placed in the second, third, fourth and the last page. 

On the other hand, the Prothom-Alo Sunday Edition, December 4, 
2011 had 21 color advertisements, around 30 to 35 black and white 
advertisements and 1 page of classified page for advertisements. 

Now comparing other newspapers such as Samakal and Amar Desh, 
which are not as circulated as Prothom-Alo but still holds a respectable 
position in the newspaper ranking, we can see that Samakal on an 
average has 5 to 10 color advertisements on an average, and one page 
of classified advertisements and few black and white advertisements. 
Similarly, Amar Desh, which is probably a little less popular than 
Samakal, on an average has 3 to 6 color advertisements, an 
insignificant number of black and white advertisements and 0 to 1 
classified advertisements page based on the day of the week. 

With the data above, we can clearly understand that the sponsors 
are targeting the newspapers with the greatest circulation and 
popularity to communicate with their target audience, thus 
overloading the popular dailies, such as Prothom-Alo (Bengali), The 
Daily Star (English), Kaler Kontho and others with advertisements, 
creating the problem of quantity and eventually advertising clutter. 

Furthermore, I have also observed, that big shot brands, especially 
the telecommunication brands, fight with each other to gain 
audience attraction. Thus, publishing advertisements on similar 
pages or adjacent pages. The problem with this is that both 
companies are offering similar products or services and are actively 
competing with each other, creating the problem of competiveness, 
in due course, interfering with each other in gaining the target 
audiences’ attention and generating advertising clutter. Furthermore, 
the classified advertisements sections in the newspapers are 
cluttered with similar advertisements in close proximity. Therefore, it 
fails to gain the attention of the target audience as well.

Sometimes the popular dailies print advertisements in such ways 
that it hinders the readers’ ability to read easily. Moreover, it 
sometimes even interrupts the editorial flow. Advertisements in the 
first, second, third pages forces the reader to move to other pages 
just to finish the article he or she started to read. This creates 
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Daily Star (English), Kaler Kontho and others with advertisements, 
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Furthermore, I have also observed, that big shot brands, especially 
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audience attraction. Thus, publishing advertisements on similar 
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fails to gain the attention of the target audience as well.

Sometimes the popular dailies print advertisements in such ways 
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just to finish the article he or she started to read. This creates 

Vol. 02 • No. 01 • January-June 2012



45

intrusiveness. The popular magazine inserts with Prothom-Alo, 
Chutir Dine, faces such problem of advertising clutter. The magazine 
prints huge number of advertisements, on an average of 6 to 7 
pages, without considering the frustration it creates in the readers. 
Recently they have cut down their readers’ column, ‘Ghor Mon 
Janala’, to only one page and giving more space for advertisements. 

The television advertisements also face similar problems of 
advertising clutter but in a more complex way. BTV or Bangladesh 
Television is the only state owned broadcast television of the 
country with the highest reach. Surprisingly, it is the most costly 
vehicle for advertisement and faces the least clutter. On the other 
hand, the private cable networks such as, NTV, ATN Bangla and 
Channel I are less expensive, with limited reach, but face significant 
advertising clutter due to audience segmentation based on 
broadcasted programs. 

Nevertheless, the advertising clutter in television does not occur all 
the time in Bangladesh, rather it takes place before, in the middle 
and after specific programs, which are also known as prime time 
programs. These programs include news, daily soaps, exclusive 
broadcasts like; cricket or football tournament and other sponsored 
programs. On an average, in half an hour of prime time television, 
the top private channels broadcast four telecommunication brand 
advertisements, six multi-national brands advertisements, four 
local brands advertisements and three to two advertisements of 
other brands.

News is probably the most watched program in Bangladesh and 
predictably, this is the time where advertising clutter occur the 
most. The popular channels broadcast news 3 to 6 times daily. 
However, the evening news on weekdays and the morning news on 
weekends are considered the prime time news. On these times, the 
news programs broadcast 3 minutes to 5 minutes of advertisements 
divided equally between the news. Furthermore, the beginning and 
end of the news programs also consists of advertisements from the 
sponsors. Thus, making the news programs of the popular channels 
most cluttered with advertisements.

Popular soaps, dramas, exclusive broadcasts and other sponsored 
programs in these channels are also prone to advertising clutter. On 
an average, these programs consist of 3 to 4 commercial breaks of 2 
to 4 minutes. Sometimes the prime time programs even consists of 
longer commercial breaks and more break spots per program. Thus, 
the popular television channels are overloading there program 
schedules with advertisements. 

Furthermore, competitiveness is now ever-present in television 
commercials. The similar contents of the advertisements and the 
proximity of advertisements are much more evident in television 
commercial. Prime time television is filled with advertisements of 
brands offering similar products or services. This competitiveness 
among the brands creates advertising clutter and makes it difficult 
for audience to relate products with appropriate brands. Therefore, 
eventually the audiences lose their attention. 

Advertising Clutter of Bangladesh

From the observation, we can see that advertising clutter is a 
problem in Bangladeshi print and television media. Moreover, it is 
increasing gradually. The sponsors and the advertisements have to 
understand that advertisement is no longer a novelty it once was; 
rather it has become so common that to grab audiences’ attention 
they have to fight clutter through innovation and creativity. The 
problem of advertising clutter in Bangladesh is caused due to some 
factors like, popularity of a handful of media vehicles, lack of 
innovativeness and creativity and negligence about the problem of 
the advertisers and the media authority. 

The popular newspapers and television channels have the most 
demand as advertisement vehicles due to their coverage, reach or 
audience segmentation. Therefore, more and more brands are 
leaning towards to advertise on these media. Moreover, as new and 
new brands are emerging they are also paying to advertise on these 
popular media vehicles to gain audience attention. To meet this 
demand, cable networks are including more break spots into their 
program schedule and newspapers are creating more space for 
advertising without considering the layout. Their popularity has 
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provided them with a competitive advantage as media vehicles and 
has made it difficult for the advertisers to fight with clutter. 
Nevertheless, media authorities do not seem to be aware that such 
measure of increasing advertising in program schedule is also 
affecting their ratings. Furthermore, as the advertisers are not 
aware of the advertising clutter phenomenon, they do not seem 
concerned about identifying new media vehicles to communicate 
their message. Rather, they are advertising more and more in the 
same media vehicle to grab audience attention without 
understanding the negative effect such bombardment of 
advertisement is having on the target audience. In the hyper-
competitive market, the advertisers are always trying to 
differentiate themselves, but the competition is just close behind to 
publish or broadcast advertisements with similar themes, making it 
difficult for the audience to differentiate brands. Thus, the hyper-
competitiveness among the brands in Bangladesh also makes it 
difficult to fight advertising clutter. 

Finally, the audiences of Bangladesh are not conscious about the 
clutter problem and nor are the sponsors. The audiences block 
advertisements by simply turning the page or changing the 
channels. Even if they sit through advertisements, perceptual 
defense or selective attention occurs. On the other hand, the 
sponsors seem reluctant to comprehend clutter as a problem for 
loss of attention of the audience. Thus, the problem of advertising 
clutter in Bangladesh is gradually increasing. 

Suggestions for Reducing Advertising Clutter in Bangladesh

Because of the overwhelming amount of print and electronic 
advertisements, which compete for consumer attention, advertisers 
must find effective methods to get through the ad clutter and 
capture their audience's interest. Several tactics can accomplish this 
strategy, including the tactic of breaking or reversing audience 
expectations or stereotypes of print and electronic advertising. No 
matter how busy the environment is advertisers still need to market 
their products or services. It is important to avoid clutter because 
people usually do not go through all the advertisements. Advertising 

clutter can be avoided by taking necessary steps, which will be 
beneficial for both advertiser and consumer.

It is crucial for the advertisers to know their target audience. In most 
cases, advertisers neglect the target audience in choosing their vehicle 
of advertisement, therefore, creating clutter and missing the target 
audience partially or even completely. Though the fragmentation of 
the audience is significant problem, the advertiser must consider the 
target audience while choosing their media of advertising and not 
through intuition but through valid and reliable research. 

The color combination, layout and themes play vital roles in every 
advertisement. Therefore, it should have a creative mix could lead 
the viewers toward the advertisement. A well-designed template or 
theme also represents a taste of art, which attracts the consumer. 
However, advertising agencies should also come up with innovative 
ideas that will present the advertisement in a different way than 
other advertisements. They should also maintain the quality of the 
advertisement. No matter the size of an advertisement, a good 
advertisement can always cut through the advertising clutter. 
Unconventional advertising might also be effective and it does not 
cost a fortune. What it does require is to be different. 

In the case of print media, the placement of the advertisement 
should be kept in careful consideration, as it will define if the 
consumer notices the advertisement or not. Selection of the page of 
the newspaper in which the advertisement will be published is also 
vital. Advertisers should not publish its advertisement in those 
pages where it might face competition with the similar kind of 
products; neither should it place its advertisements in such pages, 
which the target audience does not usually read. In order to receive 
a good response out of classified newspaper ads it is essential to 
know how to write highly converting advertisement. 

Again, if we think about television commercials then we can safely 
say that people watch television because of news, favorite daily 
soaps or some other television shows– not for advertisements and 
almost every time television advertisements irritate us, we change 
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the television channel. Hence, the advertisement should be 
designed in such a way that it proposes the unique selling point or 
the value proposition within the first few seconds. This is because 
people do not have time to see every advertisement or they simply 
do not want to sit through the advertisements. The sponsors can 
also use creative methods in developing their advertisements for 
television. For example, sometimes the absence of sound or color 
can be effective to grab the audiences’ attention. 

To avoid audiences from changing the channels the network 
channels can also play a key role. Rather than introducing the 
audiences to the advertisement in the same old fashioned, boring 
way, they can approach different innovative ways of doing so. 
Moreover, Bangladeshi people get emotional very easily and are 
usually fascinated by their favorite celebrities. Therefore, 
advertisers can come up with concepts with which people can relate 
themselves on an emotional level or bring some popular character 
that will connect them with the advertisement. Unlike the western 
countries, Bangladesh still does not have televisions in the shopping 
malls or large department stores, which only displays television 
commercials (with the exception of Bashundhara City shopping 
mall). Advertisers can use this opportunity to display television 
commercials in highly crowded shopping malls or department 
stores such as; Rapa Plaza, Agora, Meena Bazaar etc. This technique 
can be used to fight advertising clutter until it is being saturated. 

Interactive advertising is increasing in popularity now a days and 
advertisers should take this opportunity. Advertising in unusual 
places where people do not normally advertise is also helpful to 
reach the consumer. However, we should remember not to intrude 
the personal space of the consumer, for example, advertising in 
lavatories, as this might create a negative impression of the brand. 
Nevertheless, regular communication with the customers through 
different media helps to build a strong impression on audiences’ 
mind, which will eventually lead them to remember the brand.

We stretched the point of attracting the audience, because we believe 
that attention comes before attraction. Therefore, it should be every 

advertiser’s goal to first attract the audience. If the audiences are 
attracted to the advertisement, only then they will pay attention. 
Later through continuity, the memory of the brand or product can be 
established in the consumers’ mind. However, if the advertisement 
fails to attract the audience the primary goal of the advertisement will 
be lost and all future advertisements will be in vain. 

Conclusion

In a hyper competitive-globalized market where brand preference 
and loyalty is the key to survival, advertisement plays the most 
crucial role in attracting the consumer towards marginally 
differentiated products and services. Modern technologies have 
increased the potential of advertising with different methods, tools 
and techniques. Despite that advertisement seems to have lost its 
appeal due to its ubiquitous characteristics, which has created an 
overall lack of differentiation in target audiences’ mind and have 
forced them to avoid advertisement. 

In Bangladesh, the advertisers are unaware of the problem and their 
negligence is fueling advertising clutter for the worse. The most 
effective media vehicles are becoming ineffective due to advertising 
clutter. Both print and television media of this country face similar 
problems of advertising clutter. Newspapers are being overloaded 
with competitive advertisements in the same monotonous way. 
Companies are fighting over advertisement slots on prime time 
television programs, purchasing more slots to air their 
advertisements to ensure audience attention without considering 
the effect of mass advertisement on the audience. Moreover, as cost 
is in close relationship to the placement of advertisements, 
sometimes even the best of advertisements is rendered ineffective to 
gain audience attention due to the poor planning of the advertisers 
and inconsideration of advertising clutter. As audiences are now truly 
in control of their choices, companies should focus on identifying 
innovative methods of communicating with its target audience. 
Extensive research should be conducted to identify methods of 
overcoming advertising clutter, to ensure effectiveness in capturing 
the audience attention. In a hyper competitive market, where the 
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chances of being substituted by competitors’ products and services 
are increasingly likely, conquering advertising clutter and sustaining 
audience attention could become a competitive advantage.

Advertising clutter is like a black hole, which voids all the advertisers’ 
efforts to communicate with their target audience. Nevertheless, if 
prevailed over, advertisement is the ultimate instrument to 
communicate with the target audience and differentiate one’s brand.

Can Europe Compete?

*Tahmima Mostafa

The European Union was established to bring economic prosperity 
in Europe by facilitating free trade across the borders. One of the 
major accomplishments of the European Union is the establishment 
of the Euro as the common currency in much of Europe. The 
European Union has done many other things to promote economic 
growth in the Euro Zone. However, many member countries are 
becoming doubtful about the European Union’s success to bring 
economic development as Europe’s economy is lagging behind 
other developed countries, in this era of globalization. 
Nevertheless, the economic structure of European countries are 
making things worse and hindering their potential economic 
growth. Aging population, employee’s attitude towards work, rigid 
labor rules, and lack of entrepreneurial innovations are some of the 
major flaws of European economy. It is time for Europe to reform its 
economic structure to have smooth upward trend in economic 
growth and to stay competitive in the global market. The good news 
is that many governments of the European countries are taking 
initiatives to resolve these structural issues so that their economies 
can flourish, for example, Estonia, France, and Wales.

European Union started out with six member countries in 1951, and 
today it consists of twenty seven countries. Its purpose is to 
promote economic and social progress and raise living standards 
among member countries. Along with making Euro the common 
currency, it has removed the trade barriers to facilitate flow of 
goods, services, and capital within the member countries. It also has 
been able to reduce the political conflicts among the European 
countries by promoting one market and one currency. However, 
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United Kingdom still uses its own currency, pound. In addition, 
citizens of these member countries can seek for jobs in any 
countries within the European Union. Yet, it has been subject to 
criticism by many leaders as the economy of many member 
countries did not grow at a higher pace as China and India. In 1990s, 
economists expected member countries to do much better 
economically and overtake United States, as a result of integration 
through European Union. However, that has not happened yet, and 
some member countries are in very bad shape due to the recent 
worldwide recession, for example, Greece, Spain, Ireland, and 
Portugal. These countries are having a hard time getting out of the 
recession, and there is very little that European Union can do to help 
them. Today, European countries are concerned about their 
competitiveness in the global market, and the flaws in their 
economic structure are mainly responsible for this sluggish 
economic growth.

The main structural problem with European economy is its aging 
population. Over the past decades, the birth rate has gone down 
and life expectancy has gone up in Europe. According to population 
reference bureau, 25% of Europe’s population will be above age of 
65 by 2030. Manpower is very important for a country when it 
comes to economic growth. If there are not enough people working, 
country’s productivity will slow down and so will the economy. 
Moreover, Europe has been well known for its generous 
government welfare programs. The problem is that there will be less 
people working, compared to senior citizens, who can support the 
government for these benefits by paying taxes. Nonetheless, young 
working people help driving the economy of a country with their 
innovations and higher productivity. Young people are also inclined 
to new technologies that promote efficiency and economic growth. 
Furthermore, young people are more adaptable to changes than 
older people. In today’s economy everything is changing fast, and 
most countries are succeeding by embracing the changes in 
technologies and other economic reforms. On the other hand, the 
older generation does not like changes, and they stick with old 
methods which slow down the economy. Moreover, young people 

are constantly seeking economic opportunities all around the world 
to help them grow and do not mind to migrate to other countries 
with better opportunities. Hence, European countries may even 
end up losing their existing young generation if countries fail to 
provide promising economic opportunities.

There are several ways to overcome this challenge. The government 
can increase taxes on working people to provide pension and health 
benefits to the seniors. However, this might not be the best solution 
to the problem as higher taxes make people discouraged to work 
more. They will feel reluctant to work more as the marginal benefit 
of working hard decreases with the increase in tax, and which in turn 
will slow down the economy and make situation even worse. As a 
result, government needs to be careful when making policies to 
raise taxes. Government can reconsider its welfare programs to see 
if it can restructure its welfare programs in a way that it can still 
afford it without creating large burden on itself. Another solution is 
that government can emphasize on training programs that 
increases productivity of the workers. Therefore, country will be 
able to produce more with fewer workforces. Longer working hours 
is another way to approach the situation, but there has to be a 
balance. Longer working hours creates problems in work-life 
balance which makes the employee unhappy and which in turn 
decreases the productivity. In addition, government can increase 
the retirement age to balance the short fall of working population. 
The easiest and most effective way to get out of this problem is to 
bring more immigrants in these countries by loosening its 
immigration law. There are many young people in the world, 
especially, in the third world countries, who want to migrate to 
Europe and work there for the rest of their lives. However, these 
countries need to reform their social structure so that the 
immigrants can easily integrate into countries economic and social 
flow. Otherwise the situation will get worse as it did in France couple 
of years ago with Islamic immigrants.

The second problem is the employees’ attitude toward their work 
which is known as “avoidance of work” culture. Most people in 
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Europe, who work, have job securities and they are not afraid of 
losing jobs for not being productive. According to Forbes magazine, 
Americans work twenty five hours a week on average whereas 
Europeans work less than twenty one hours a week (Landsburg, 
2006). The factors that lead to this work ethic environment are labor 
unions and tax policies in Europe. European workers are more 
unionized than American workers. While American unions are more 
concentrated to raise their workers’ wages, European unions are 
shouting for less working hours. Americans are trying to work more 
hours with higher wages to become wealthy, and Europeans are 
trying to work less to bring more comfort in their lives. As a result, to 
fulfill the labor union’s demand, the employers have to go by the 
limit of how many hours the employees can work. In addition, the 
high marginal tax rates in Europe discourage people from working 
hard. The marginal tax rate in Europe is about 60 percent while it is 
40 percent in U.S.A. This implies that if people are working the same 
hours at the same wage, both in USA and in Europe, Europeans are 
taking 20 percent less money home than Americans. High marginal 
tax rate is very discouraging for European workers as they see 
themselves taking home only 40 percent of the money they make. It 
is important for government to raise money to run the country, but 
the money raising policies need to be moderate that do not 
discourage its citizens from working hard. Actually, government can 
raise more money in tax revenues if the policies are reasonable 
rather than harsh. The workers will also feel encouraged to work 
more, and that result in higher productivity and higher tax revenues 
for the country.

Another problem is rigid labor laws of Europe where it is hard for 
firms to fire employees. As a result, even though the employers 
identify the unproductive workers, they cannot fire them. On top of 
that, as the employees know that they will not lose their jobs for 
being inefficient, they start ignoring their responsibilities. Thus, 
most of the firms are crowded with unproductive workers. This kind 
of attitude of workers not only hampers company’s growth but also 
economy of a country. Europe’s working environment also lacks 

competitiveness. A competitive environment inspires employees to 
do their work effectively and efficiently, which consequently 
increases productivity. Job protection is important because it gives 
employees the support to try something innovative that might 
increase efficiency, but not to the extent that it costs the company 
and the country. Because of the strict firing environment, there are 
also very few job opportunities available, and firms are very 
unwilling in hiring someone new at the first place. Hence, firms are 
losing brilliant minds that are much more innovative and productive 
than the existing employees (Schramm and Litan, 2007). To put the 
brilliant brains in work for greater output, the employers must be 
given the opportunities to pick the best employees. This can only 
happen when the government loosens its labor laws.

Last but not the least, the current business regulations in Europe 
does not encourage growth of new firms. Businesses become 
subject to more regulations if they grow beyond certain size in terms 
of number of employees, which is known as “notch” problem. As a 
result, businesses try to stay small in size to avoid additional 
regulations. Hence, entrepreneurs also find it hard to get investors 
for their businesses because the investors do not see themselves 
receiving big return of their invested money from small businesses. 
Investors also know that there are very little possibilities that the 
small businesses will grow into a big ones. It is also discouraging for 
the entrepreneurs to start new businesses because they do not see 
opportunities to recover their fixed costs and decrease the variable 
cost by growing the company. Their profit gets trapped within 
certain range. In addition, businesses try to stay small because they 
lose the flexibility of hiring and firing employees as they get bigger in 
size. They lose the authority to lay off the unproductive worker. 
Besides, if the companies do not have enough good productive 
employees, it gets hard for the entrepreneurs to take the business to 
the next level. Having control over employees is important for 
businesses to flourish, as the owners understand the best how and 
which employees will benefit the businesses. All these rigid labor 
rules are making Europeans to seek opportunities outside the Euro 
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zone instead of starting businesses in their own countries. Schramm 
and Litan present the example of Skype and ebay in the article to 
explain the situation. Skype was very successful and a growing 
company founded by Europeans. Instead of expanding it internally 
and taking Skype to the next level, the owners sold it to ebay. The 
owners were afraid that they might not be able to fuel the company 
with talented and efficient workforce to compete in the global 
market. One of the founders of ebay moved out of Paris to start his 
business to find opportunities to grow with flexible labor laws.

Europe needs to reform its labor regulations to stop its countries 
from losing bright entrepreneurs who are the drivers of the 
economy. European leaders introduced “Lisbon Agenda” in 2000 to 
reform its economy, and to make Europe competitive in 
international market. The agenda was to promote starting new 
businesses by reducing cost of registering new companies, teaching 
entrepreneurship in schools, and extending loans to small 
companies (Schramm and Litan, 2007). The agenda was quite 
radical according to European standard, but more drastic reforms 
are necessary to make Europe competitive. However, the problem is 
Europeans are against changes and reforms, and there is little 
political support for reforms. As discussed in the article, Angela 
Markel of Germany and Nicolas Sarkozy of France who wanted to 
make the labor market more flexible and reduce tax but faced 
difficulties to make these happen. Recently, Sarkozy increased the 
retirement age from 60 to 62. More than 1 million people protested 
against the increased retirement age, went on strike, burned cars, 
and blocked roads. However, Sarkozy stayed firm on his decision 
even though he knows that it will decrease his chances to win in 
2012 presidential election. He said that this reform is necessary to 
save the pension system and to reduce deficit that has been 
worsened by aging population and economic recession (Lauter, 
2010).

Even though it is not so easy to make economic changes, some 
countries of Europe did succeed by adopting radical economic 
reforms. Decades ago Ireland was counted as poor country, but by 

making some economic reforms, keeping corporate tax at low, and 
investing in education it was able to improve its economy. With its 
very liberal Foreign Direct Investment policies, it sustained 6 
percent GDP growth rate from 1995 to 2007 (The World Factbook, 
2011). Estonia is another successful country who adopted pro-
business economic agenda, used scientific expertise and educated 
workforce to take its economy to the next level. United Kingdom is 
an excellent example for other European countries to imitate who 
succeeded by deviating from European norms of rigid labor rules 
and government involvement in businesses. It is one of the world’s 
most developed economies, and it progressed through market 
liberalization, looser labor rules and privatization of industries.

Recently, Europe is going through the economic recession that 
started in 2007 worldwide. Some countries are suffering more than 
the others. Portugal, Ireland, Greece, and Spain are in the top of the 
list of economic crisis. According to CIA, Greece’s gross debt is 13.7 
percent of its GDP. It benefitted from joining European Union in 
2001, but the government started spending too much in public 
sectors which got the country in huge debt. Moreover, the 
government was paying too much to the employees in salaries and 
bonuses which led to early retirement for many people. The 
government was not able to raise enough money from taxes to 
support its spending, as tax evasion became accepted and usual in 
Greece. As the banks saw the debt rising, they also increased the 
interest rate on borrowing, which worsen the situation even more. 
Its economy grew at rate of 4 percent from 2003 to 2007, but 
contracted to 2 percent in 2009 due to recession. Its unemployment 
rate, debt, inflation are above the euro zone average. Greek leaders 
are trying to manage this problem by cutting spending on salaries 
and welfare programs and increased retirement age. In addition, it 
also liberalized its labor market and increased tax rates. However, 
these changes brought social unrest in the country. Greece is asking 
for economic bailout from European members. European countries 
are not willing to pay for Greece’s mismanagement, but the 
problem is that if Greece does not get help, it will drag down the 
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whole European economy as they all use the same currency 
(Blackburn and Muir, 2010). According to Aljazeera news, 
International Monetary Fund and European Union offered Greece 
$144 billion in loan over three years. However, economists say that 
this loan will not be enough to take Greece out of this situation.

Spain is one of the largest economies in Europe. Spain had growth 
rate of 6 percent for fifteen years before it started slow down in 2007 
because of worldwide recession. Its unemployment rate rose from 8 
percent to 19 percent in 2009, and fiscal deficit rose from 3.8 
percent to 7.9 percent of GDP in 2009 (The World Factbook, 2011). 
This crisis has been driven by government’s long term debt, 
bankruptcy of major companies, housing crisis, and banking system. 
Spain is so badly in debt that international rating agency, Standard & 
Poor’s, has lower its credit rating. This lower rating is making the 
situation even worse in Spain as it has to pay higher interest on debt. 
To control the situation government is cutting federal spending 
which is creating social riots. Spanish banks and companies are 
going through mergers to lessen the impact of economic crisis. 
Spain’s economic situation is really a concern for the whole world 
because it is the 10th largest economy in the world. “If the economy 
of Spain fails it will cause a shockwave that will be felt in every 
corner of the globe” (Snyder, 2010). To get Spain out of this crisis, it 
will need USD440 billion in bailout, and European Union and 
International Monetary Fund agreed to restore Spain. However, 
Spain is reluctant to receive any bailout money. 

Ireland and Portugal are suffering from same economic crisis as 
Greece and Spain. The global economic downturn slowed down the 
economy of Ireland and Portugal. The fall of housing market and job 
loss made the situation worse. Ireland got $109.7 billion in bailout 
from EU and IMF. Now France and Germany are pushing Portugal to 
ask for bailout to avoid any negative pressure on Euro 
(Strupczewski, 2010). Common Currency causes difficulties for 
countries to manage crisis. Usually, countries in financial crunch, 
with individual currencies, devalue their currencies to get out of the 
crisis by attracting Foreign Direct investment and by exporting more 

goods. In case of Greece, Spain, Ireland, and Portugal, the 
devaluation option is not available. They have to either increase 
unemployment or reduce wages to manage the crisis. Again these 
changes are hard to make for these countries because their labor 
markets are not flexible.

European countries need to reform its economic structure as soon 
as possible to recover from the recession and achieve higher 
economic growth as other developed economies. Governments 
should offer incentives to form new businesses, help small 
businesses to grow, liberalize its labor market, and restructure their 
tax policies. An effort should be made to strengthen the education 
system and to spread the spirit of entrepreneurship in European 
countries. All these reforms are necessary to stop the migration of 
young generation to other countries in seek of opportunities, and 
attract bright and brilliant young population from other countries. 
Young population is vital for a vibrant economy. If all these reforms 
are made, Europe will be ready to compete in the global economy.

References

Blackburn and Muir (2010), ‘How Did Greek Economic Crisis Get So Bad’, 
h t t p : / / a b c n e w s . g o . c o m / W N / g r e e k s - s t r e e t s - v i o l e n t - p r o t e s t s -
economicproblems/story?id=10567210567233&page=1, Accessed on October 10, 2011.
Europe's PIGS: Country by country (2010), http://news.bbc.co.uk/2/hi/8510603.stm, 
Accessed on October 10, 2011.

Vol. 02 • No. 01 • January-June 2012



58 59Marketing Review

whole European economy as they all use the same currency 
(Blackburn and Muir, 2010). According to Aljazeera news, 
International Monetary Fund and European Union offered Greece 
$144 billion in loan over three years. However, economists say that 
this loan will not be enough to take Greece out of this situation.

Spain is one of the largest economies in Europe. Spain had growth 
rate of 6 percent for fifteen years before it started slow down in 2007 
because of worldwide recession. Its unemployment rate rose from 8 
percent to 19 percent in 2009, and fiscal deficit rose from 3.8 
percent to 7.9 percent of GDP in 2009 (The World Factbook, 2011). 
This crisis has been driven by government’s long term debt, 
bankruptcy of major companies, housing crisis, and banking system. 
Spain is so badly in debt that international rating agency, Standard & 
Poor’s, has lower its credit rating. This lower rating is making the 
situation even worse in Spain as it has to pay higher interest on debt. 
To control the situation government is cutting federal spending 
which is creating social riots. Spanish banks and companies are 
going through mergers to lessen the impact of economic crisis. 
Spain’s economic situation is really a concern for the whole world 
because it is the 10th largest economy in the world. “If the economy 
of Spain fails it will cause a shockwave that will be felt in every 
corner of the globe” (Snyder, 2010). To get Spain out of this crisis, it 
will need USD440 billion in bailout, and European Union and 
International Monetary Fund agreed to restore Spain. However, 
Spain is reluctant to receive any bailout money. 

Ireland and Portugal are suffering from same economic crisis as 
Greece and Spain. The global economic downturn slowed down the 
economy of Ireland and Portugal. The fall of housing market and job 
loss made the situation worse. Ireland got $109.7 billion in bailout 
from EU and IMF. Now France and Germany are pushing Portugal to 
ask for bailout to avoid any negative pressure on Euro 
(Strupczewski, 2010). Common Currency causes difficulties for 
countries to manage crisis. Usually, countries in financial crunch, 
with individual currencies, devalue their currencies to get out of the 
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Recent local government elections of Bangladesh have been 
finished in 2011. However, in local government elections, 
candidates consciously and unconsciously use different marketing 
principles. In these elections, candidates sell themselves to voters. 
Though their target market is only voters, non-voters can influence 
in voting decision. Non-voters can influence the election by word of 
mouth influence. Most of the times, candidates face three types of 
marketing problems: segmentation problem, targeting problem and 
proper positioning problem. If any candidate can overcome these 
problems sequentially, he or she can be a winner in the election.

The first one is segmentation problem. Most of the candidates make 
same type of appeal to the entire voter segments.

The second problem is targeting problem. Candidates like to target all 
of the voters which are good, but candidates need to make emphasis 
on specific target groups, e.g. women and minority.

Third one is of the positioning problem. Most of the time, 
candidates do not position their brand to the customers or voters.

Another important thing is to differentiate between ‘pull’ and ‘push’ 
strategy. Candidates must use ‘pull’ strategy and not try to ‘push’ 
voters to vote. Candidates can make a situation or brand value, that 
voters like to make him or her candidate, and happy to vote himself 
or herself. So, a candidate must use some penetration strategy to 
enter into the voter market, as the current market is available. Now 
the question is, how can a candidate earn more share or voters? 
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Candidates also need to be selective in products or services offering, 
candidate’s individual manifestos or product line or brand value.

Another question is how marketing can help candidates, election 
commission or authority? A marketing research firm or a specialized 
election marketing firm can help the candidates to develop their 
brand image, offerings and strategies. Election candidates need to 
penetrate into the voter market. How? It can be done by doing social 
activities. When or what is the best time to penetrate into the market? 
It is best to do so well before the election. What strategy is needed to 
penetrate into the market and at what time, these two things can be 
done by the candidates in respect to election marketing firm planning.

Other factors are image building, brand creation and brand 
management. Election marketing firms can help the candidates to 
build brand image about the candidates to the voter market. If all of 
the strategies work, voters are likely to propose the candidate to be 
a candidate in the election.

Election marketing firms can also help the candidate in selection of 
different promotional strategies (what a candidate should do or 
should not do). Marketing firms can also help the candidates to 
carry out segmentation of voter market (young, middle age, old, 
income and minority group.)

A candidate product offering may be directed to different target 
group under a certain voter market. Same strategy is applicable for 
the promotion. An effective segmentation can help candidates to 
know how to target different groups. Also positioning will be easy for 
the candidate. Election marketing firms can teach the candidate, how 
to use competitor strategy or make the competitor-candidate weak. 
Some of the best strategies can be: market leader strategy (do not 
make any bad impression), market follower strategy (try to compare 
positively with competitor candidate), market challenger strategy 
(try to make more promise than market leader in different way).

Election marketing firms can come into this seasonal business. This 
business will be profitable and election will be held within the rules 
and regulations of election commission. We can hope that in future 
marketing research firms come forward for structural and smooth 
going election procedures.

Green Marketing and Corporate 
Social Responsibility

*Md. Mostaq Ibna Alam

Introduction

Today environmental issues manipulate all kinds’ of 
human activities which also affect all kinds’ of 
business activities and few academic disciplines have 
integrated green issues into their fiction. Marketing is 
one of the best ways which can gives us proper 
direction of green issues or green marketing. However society 
became more concerned with the natural environment and 
businesses have begun to transform their activities in those kinds of 
challenges to deal with society's new concerns. On the other hand 
businesses have been immediate to accept concepts like 
environmental management systems and waste minimization and 
have integrated environmental issues into all organizational 
performance. However all kinds of environmental issues become 
very trendy and important issues for every organization. Today 
Green marketing is one of the popular issues of business sector with 
great impact for the organization. Green marketing is a vital 
constituent of the holistic marketing concept. For example 
industries like fishing, processed foods, and tourism and adventure 
sports. Changes in the physical environment may pose a threat to 
such industries. Many global players in diverse businesses are now 
successfully implementing green marketing practices.

Moreover green marketing is defines like the product or industrial 
goods or even services which is concern with environmental 
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prospects such as environmental friendly products, recyclable 
products, refillable products, ozone friendly etc. Sometime 
organization uses green marketing as a products promotion or 
advertisement of a product. In order to marketing process defines 
as “the process of marketing, analyzing marketing opportunities, 
selecting target market, developing the marketing mix and 
managing marketing effort”(Kotler et al., 2001).On the other hand 
“Marketers have an involvement in the sustainability debate both at 
micro level, even though they may not know it”(Charter et al., 
2002). Green marketing emphasizes environmental stewardship. 
Alma T. Mintu and Hector R. Lozada define green marketing as "the 
application of marketing tools to facilitate exchanges that satisfy 
organizational and individual goals in such a way that the 
preservation, protection and conservation of the physical 
environment are upheld." Walter Coddington defines green 
marketing as "marketing activities that recognize environmental 
stewardship as a business development responsibility and business 
growth responsibility."

All of these definitions enlarge the traditional objective of business 
to maximize profits by including some notion of maintaining the 
integrity of the natural environment. Operationally, green marketing 
seeks to satisfy the needs and wants of individual consumers while 
simultaneously seeking to improve environmental quality of life for 
society as a whole. In reacting to environmental constraints required 
by green marketing, managers should apply the Precautionary 
Principle. Environmental issues are fraught with scientific and social 
uncertainties. There is significant debate, for example, regarding the 
effects of global warming and thinning of the ozone layer. In 
designing new products and services, marketers should choose a 
strategy providing benefits even if the environmental issue proves 
inconsequential. For example, improving energy efficiency reduces 
carbon dioxide emissions, a primary factor in global warming. It also 
reduces energy use and saves money, making it a "no regrets" 
decision, even if global warming is not as severe a problem as some 
environmentalists suggest.

Green Marketing as a Social Responsibility

However every activities of green marketing which is considered to 
generate and smooth the progress of exchanges with intended to 
satisfaction of human needs or wants. Many consumers will choose 
products that can not damage the environment though it is costly. 
This translates into firms that believe they must achieve 
environmental objectives as well as profit related objectives. This 
results in environmental issues being integrated into the firm's 
corporate culture. Firms in this situation can take two perspectives; 
(i) they can use the fact that they are environmentally responsible as 
a marketing tool; or (ii) they can become responsible without 
promoting this fact. There are examples of firms adopting both 
strategies. Organizations like the Body Shop heavily promote the 
fact that they are environmentally responsible. While this behavior 
is a competitive advantage, the firm was established specifically to 
offer consumers environmentally responsible alternatives to 
conventional cosmetic products. Green marketing is a kind of 
marketing friendly to ecological and social environment, which is 
favorable for sustainable development of enterprise. And green 
marketing performance is the real situation of enterprise 
development, ecological and social environment influences. Thus, 
green marketing is the integration of multi-elements which has the 
following peculiarities:

+ Protracted nature in the course of forming: Green 

marketing performance cannot be formed in a short time. It 

depends not only on the strength and extension of 

enterprise green marketing activities in a long run, but also 

on the ecological and social environment in which 

enterprise runs.

+ Continuous effects: As soon as enterprise green marketing 

activities lead to good performance, it will last for a long 

time and be improved and strengthened with the 

development and improvement of green consumption 

market.
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+ Abundant contents: Green marketing performance can be 

divided into enterprise performance, ecological 

environment performance and social environment 

performance in terms of green marketing system. 

Meanwhile, according to the length of influential time, it 

can be divided into short-term performance and long-term 

performance. Furthermore, it can be divided into tangible 

and intangible performance, or quantified and qualified 

performance, etc.

+ Multi-dimension connotation: Abundant contents 

determine its dimensional connotation. Green marketing 

performance not only depends on the green extent of 

enterprise marketing activities ,distributing efficiency and 

effect of marketing resources, but also the degree to which 

consumers and consumption market accept green product 

and marketing activities. It shows not only enterprise 

sustainable developing ability, but also its influences on 

social and natural environment.

+ Multi-hierarchy structure: Abundant contents and 

dimensional connotation determine multi-hierarchy 

structure. For example, the performance on the 

friendliness to environment can be divided into social 

environment performance and ecological environment 

performance, and these two performances can be sub- 

divided further.

This philosophy is directly tied to the overall corporate culture, 
rather than simply being a competitive tool. An example of a firm 
that does not promote its environmental initiatives is Coca-Cola. 
They have invested large sums of money in various recycling 
activities, as well as having modified their packaging to minimize its 
environmental impact. While being concerned about the 
environment, Coke has not used this concern as a marketing tool. 
Thus many consumers may not realize that Coke is a very 
environmentally committed organization. Another firm who is very 

environmentally responsible but does not promote this fact, at least 
outside the organization, is Walt Disney World. However Walt 
Disney World has an extensive waste management program and 
infrastructure in place, yet these facilities are not highlighted in their 
general tourist promotional activities. For that reason green 
marketing incorporates a broad range of activities, including 
product modification, changes to the production process, 
packaging changes, as well as modifying advertising. On the other 
hand every organization has limited natural resources and they 
must develop new or substitute ways of satisfying these unlimited 
wants. For that reason green marketing can focus on how marketing 
activities exploit these limited resources and satisfying consumers 
wants both of individuals and production as well as achieving the 
selling organizations objectives. For example:

+ McDonald's replaced its clam shell packaging with waxed 

paper because of increased consumer concern relating to 

polystyrene production and Ozone depletion (Gifford, 

1991; Hume, 1991).

+ Tuna manufacturers modified their fishing techniques 

because of the increased concern over drift net fishing, and 

the resulting death of dolphins (Advertising Age, 1991).

Today consumers are becoming more and more conscious about 
the environment and are also becoming socially responsible. 
Therefore, more companies are responsible to consumers’ 
aspirations for environmentally less damaging or neutral products. 
Many companies want to have an early mover advantage as they 
have to eventually move towards becoming green. By introducing 
and maintaining responsible environmental labeling schemes 
governmental and non-governmental organization have recognized 
for some informational problem and made great effort to facilitate 
the process. There are a number of potential problems that must 
overcome. One of the main problems is that firms using green 
marketing must ensure that their activities are not misleading to 
consumers or industry, and do not breach any of the regulations or 
laws dealing with environmental marketing. Green marketing 
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because of the increased concern over drift net fishing, and 
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Many companies want to have an early mover advantage as they 
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governmental and non-governmental organization have recognized 
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claims must clearly state environmental benefits. A problem of the 
firms face is that those who modify their products due to increased 
consumer concern must contend with the fact that consumers’ 
perceptions are sometimes not correct.

However, civil society and media increasingly requesting to 
companies to consider the social and environmental consequences 
of their activities and to provide more transparency and openness 
with respect to their action (Freeman et al., 2010). In addition this 
leads to a complex set of requirements for the environmental and 
social conditions along the whole value chain as well as the quality 
healthiness and safety of products (Maloni and Brown, 2006). As a 
result, organizations worldwide are recognizing the appeal of 
environmentally friendly products and strategies. Organizations are 
increasingly focused on developing internal and external strategies 
that are green. Specifically, it is suggested that efforts will be made 
internally to recover pollution causing outputs, to develop 
substitutes for non-renewable inputs, and to redesign products to 
reduce material content and energy consumption. Similarly, external 
strategies will likely focus on developing core competencies in 
products, processes, and other supply chain activities that emphasize 
long-term sustainability throughout the entire supply chain 
(Kleindorfer et al., 2005). Defined as 'doing business while avoiding 
harm to people and the planet' (Center for Sustainable Enterprise, 
2010), and identified as an actionable response to calls for 
organizations to focus on their 'triple-bottom line performance' 
(measuring performance based on the effects of strategies on people, 
the planet, and profits), green is clearly an area of increased concern 
for organizations worldwide. Organizations attempting to increase 
green efforts may find it beneficial to work with other firms through 
less formal partnerships or alliances. Research examining 
partnerships is common in cause-related marketing (e.g., Ellen et al., 
2006; Lichtenstein et al., 2004) and suggests that choosing the right 
partner is vitally important to the success of both firms. Organizations 
that are able to pair with a 'high-fit' cause likely reduce the suspicion 
of consumers as they are likely to perceive the relationship as a 
strategic business move and as values driven (Fein, 1996).

However While strategic alliances continue to proliferate the 
business landscape, social alliances have yet to receive similar 
attention. A social alliance is described as a partnership between an 
organization and a non-profit that is more than merely cause-related 
marketing, but rather a mutually beneficial, long-term partnership 
for both firms (Berger et al., 2006). Social alliances are long-term 
investments related to growing or transforming a business (Berger et 
al., 2006) and represent a tremendous opportunity for firms seeking 
to increase their green efforts. As such, alliances can lead to 
enhanced firm reputation, greater customer loyalty, and increased 
purchase behavior (e.g., Brown and Dacin, 1997; Lichtenstein et al., 
2004; Sen and Bhattacharya, 2001). The opportunity for firms to 
utilize a social alliance for green strategies would likely yield similar 
results. In addition, the use of strategic alliances, something rarely 
considered in a green context, could prove beneficial to firms for 
numerous reasons. While firms typically engage in alliances for 
many reasons (Gulati, 1998), the distinct benefits afforded 
organizations in terms of sustainability are numerous.

However every year since, these markets have grown by leaps and 
bounds, making strong inroads with several demographics not 
previously associated with the ecological movement that brought 
you the first Earth Day. Ecology did not even exist as a science before 
the mid-1960s, despite having a great deal in common with the 
natural science of the eighteenth century. Scientists have now 
identified several thousand distinct and man-made chemicals that 
we come in contact with every day and current research is just 
beginning to discover the impact of these chemicals when they 
accumulate in the body and interact. The staying power of the 
movement in tandem with the lifelong "body burden" of chemicals 
associated with modern convenience has made some people make 
an effort to change their purchase decisions. Making it easy for 
them to do so is the key. That the new localism movement now 
offers uniquely quality goods with a relationship is revolutionary. 
Labeling requirements that actually are bound by law to mean 
something guarantee consumers would not be taken advantage and 
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promotion of responsible consumption are part of that solution. 
Government and Social organizations may compel all the 
organization to practice Green Marketing for sustainable 
development. Customers too will be ready to pay premium price for 
green products. A smart marketer is one who not only convinces the 
consumer, but also involves him in marketing his product. Green 
marketing should not be considered as just one more approach to 
marketing, but has to be pursued with much greater vigor as it has 
societal and environmental dimensions. Marketers also have the 
responsibility to make the stakeholders aware about the need and 
the advantages of green products. The green marketers will have full 
support of the Government, and the consumers also will not mind 
paying more for a cleaner and greener environment.

71Marketing Review
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while price premiums have fallen somewhat as some marketplace, 
people are still willing to pay more for what is perceived as a better 
products. Larger companies now realize that to capture new market 
segment today and tomorrow, they need to deliver a product that is 
superior in some way to its conventional counterpart instead of 
relying on the good intentions of others. Supplier serialize they need 
to make it an easy choice for consumers. They are paying attention 
to movements in other countries (and not just the European Union) 
to boycott companies with unfair or unsafe business practices. A 
sizeable portion of the population will go out of their way to avoid 
supporting companies that pollute their home countries, no matter 
where they are.

Conclusion

Green marketing is based on the premise that businesses have a 
responsibility to satisfy human needs and desires while preserving 
the integrity of the natural environment. That this latter concern 
has been ignored throughout most of recorded human history does 
not mean it will be unimportant in the future. Indeed, there are 
significant indications that environmental issues will grow in 
importance over the coming years and will require imaginative and 
innovative redesign and re-engineering of existing marketing efforts 
on the part of many businesses. Solutions to environmental 
problems can be characterized into roughly three categories: 
ethical, legal, and business (economic and technological). Long-
term sustainability of the planet is likely to require some rather 
distinct changes in the ethical behavior of its human population. 
Barring a crisis, these changes will probably be a long time coming. 
Legislation is a useful tool for effecting social change; it has a 
tremendous advantage over moral persuasion in terms of speed 
and efficacy of implementation, although its results are not always 
as intended. In the short term, business solutions—the enlightened 
self-interest of commercial enterprises finding new ways to 
incorporate technology and carry on exchanges with greater 
concern for heretofore unpriced environmental goods and 
services—offer particular promise. Green marketing and the 
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Can Bangladesh Become the Next 
BPO Destination?

*Md. Makhdum Hossain

It is always wise for a country’s economy to decentralize the 

dependency on to different industries’ earnings rather than relying 

on the earning of a single industry. Bangladesh is enjoying a 

reasonable time of economic development through the garment 

sector. But due to some circumstances in home and abroad, the 

competition has increased and the advantages have declined 

leading the growth to slow down. As the garment industry is not 

doing that well, we badly need to dig out some other profitable ways 

to make business to minimize this lose of earning. In such scenario, 

BPO can be the next golden egg for Bangladesh. Before describing 

the underlying possibilities in this industry, it is important for the 

readers to understand what actually BPO is? 

BPO stands for Business Process Outsourcing which is a form of 

outsourcing and it involves contracting with a third party firm to 

accomplish few business functions or to run a particular 

department more efficiently than before. The third party service 

provider tend to have better expertise than the host company on 

some particular dimensions for which they are usually contracted. 

Companies try to improve their processes through BPO either by 

applying new technology or by using the existing technology in a 

new way. Through BPO, different kinds of services can be provided 

and various functions can be performed that may include customer 
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support services, technical support services, telemarketing 

services, IT help-desk services, data entry/ data processing services, 

insurance processing, accounting services, internet research and 

many more. There are some factors that actually give rise to BPO. 

One of these major factors is cost advantage. Companies usually 

take BPO into account in order to make their work done in a cost-

effective way. By making the firms being able to earn their economy 

of scale, BPO helps to stand the ever increasing competition in the 

local and international markets. Companies are also able reduce 

operational risks through BPO by assigning a more expert entity to 

complete the job. Apart from these factors, firms also enjoy the 

results of proper and full-fledged utilization of their resources which 

is actually an outcome of BPO. 

India, South Africa, Philippines, China are some of the big players in 

the field of BPO. India has 5%-6% share of the total BPO industry 

where they have revenues of USD 10.9 billion from offshore BPO 

and USD 30 billion from IT and total BPO (in FY 2008) 

(www.wikipedia.com, 2011). According to Global Infotech Analyst 

International Data Corporation, the Indian software and BPO 

segment will grow at a rate of more than 16 per cent to become a 

USD 132 billion industry by 2012. According to a NASSCOM study, 

the country’s flourishing ITES - BPO sector is estimated to have 

achieved a 54 per cent growth in revenue in 2003-04. A key 

employment generating sector in India, the BPO segment created 

job opportunities for around 74,400 personnel in the same year. 

Within a very short span of time India seems to be quivering with 

BPO fever and doing really good into this. The cheap labor costs and 

the pool of skilled, English-speaking Indians have always been the 

two foremost factors contributing to the BPO boom in the country. 

The top five Indian BPO exporters for 2009-2010 according to 

NASSCOM are Genpact, TCS BPO, WNS Global Services, Wipro BPO, 

and Aegis Ltd. Due to their high quality standard, these companies 

can cater and compete with the global players.

Why should not we dig out some benefits out of it? BPO is still 

almost an untouched market here in Bangladesh. Like India, 

Bangladesh also carries huge potential in this. Bangladesh is a 

country with a huge population base. As a result, the main resource 

of this country is PEOPLE. We can utilize this resource by extending 

the business arena beyond garments and agriculture. We can use 

BPO to do so and it can be the next big boom. Bangladesh has not 

only the availability of manpower, but also the labor cost is cheaper 

than India or China. As a result, we can easily attract customers from 

home and abroad who want their business functions to be 

outsourced at a cheap rate. There are already 150 IT firms and 

25000 IT professionals working in Bangladesh, so taking a step 

towards BPO can’t be considered as a daydream. Bangladesh ICT 

(Information Communication Technology) Business Center (BIBC) 

has been constantly trying to promote ICT business of Bangladesh in 

the USA. Bangladesh is one of the Goldman Sachs N-11 countries: 

the next eleven countries that are highly likely to follow the BRIC’s in 

leading world growth.  Apart from the possibilities, there are some 

obstacles as well. Lack of vision and focus of the IT companies in 

Bangladesh, political instability, unfavorable financial condition, 

lack of middle management skills, regulatory complications, poor 

infrastructure and short-term attractiveness in other business 

sectors can be considered as the main circumstances we need to 

overcome.

Bangladeshi companies and investors need to understand the above 

problems very well and thus developing strategies to cope up and 

adjust with the contingencies. They need to maintain the quality 

standard high enough to keep pace with the global players. Large or 

small, meeting the needs of the customers should be the main focus 

for the Bangladeshi firms. Security issues must be addressed with a 

high priority to protect the company’s assets. Regulatory 

requirements to register and run a firm should be more eased and 

comprehensive. Effective training program should be conducted to 

develop managerial and decision making skills. National 
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Abstract
'Blue Ocean Marketing' has been proved as one of the most successful 
marketing strategies in recent years. It indicates a new strategy which says 
that, rather than fighting with your competitors, create a whole new 
market demand where no one has gone before. After publishing the 
strategy marketers started studying it and after finishing their homework 
when they implemented it, the result was beyond their imagination. 
Though it has been largely accepted to the marketers, yet it’s not as easy as 
it seems. Because where marketers hardly manage to keep their current 
customers, they have to move heaven to earth to come up with such a 
strategy which will create a new demand in the market. This paper employs 
the practical examples, as well as facts and details regarding this new 
marketing strategy.

Keywords: Blue ocean strategy, Red Ocean, Uncontested market 
Space, Value Innovation.

If it is asked to any marketer that, 'what kind of super power would 
you like to have?' The answer of all the marketers around the world 
would be, 'MIND READING'. What does the customer actually need? 
What strategy should be taken before launching a product? What 
steps should be taken to increase the sales? These types of question 
always keep roaming around every marketer’s brain. They take 
several strategies to solve this kind of problems. Among them 'Blue 
Ocean Strategy' has been one of the most successful, yet a bit tricky 
one in recent years.

'Blue Ocean Strategy' is mainly a business strategy book first 
published in 2005 written by W. Chan Kim and Renée Mauborgne of 
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infrastructure needs to be developed immensely to provide a better 

platform for the entrepreneurs. I believe that supply of skilled 

manpower, sound political environment and healthy international 

relation can help Bangladesh to become the next BPO destination.
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The Blue Ocean Strategy Institute at INSEAD. The book illustrates 
the authors believe that the high growth and profits of an 
organization can be generated by creating new demand in an 
uncontested market space, or a 'Blue Ocean', than by competing 
head-to-head with other suppliers for known customers in an 
existing industry .

When Christopher Columbus set out to sail, he did not know he 
would discover the America, or for that matter whether he would 
find any land at all. The idea was to go where no one had gone 
before, in hopes of finding what no one else had found. The blue 
ocean strategy is aptly named because it advocates a similar 
concept where businesses explore new horizons rather than 
pursuing existing ones. Blue Ocean, in contrast, denotes all the 
industries not in existence today, in the unknown market space, 
untainted by competition. In blue oceans, demand is created rather 
than fought over. There is ample opportunity for growth that is both 
profitable and rapid. In blue oceans, competition is irrelevant 
because the rules of the game are waiting to be set. Blue Ocean is an 
analogy to describe the wider, deeper potential of market space 
that is not yet explored.

There is another term known as 'Red Ocean' which indicates the 
existing market condition. Red Ocean is all the industries in 
existence today, in the known market space. In the red oceans, 
industry boundaries are defined and accepted, and the competitive 
rules of the game are known. Here companies try to outperform 
their rivals to grab a greater share of product or service demand. As 
the market space gets crowded, prospects for profits and growth are 
reduced. Products become commodities or niche, and cut throat 
competition turns the ocean bloody. Hence, the term is called red 
oceans.

Right now the market is competitive than ever. All the companies of 
one several fields are offering almost same types of features in their 
products. So it’s getting really tough to satisfy the customers. So to 
avoid the ugly fight with their competitors and getting their hands 

dirty, many organizations around the world are going after the 'Blue 
Ocean strategy'. But as spoken earlier it’s not an easy task for any 
marketer to create a new space in the existing market. The markets 
as well as the marketers are following the same traditional 
marketing strategies year after year. So the marketers have to come 
out of the box, and use their innovative ideas to generate a new 
strategy which is totally unknown so far and also will be accepted by 
the consumers too. Again these kinds of activities are considered as 
a huge risk for the organization; because if the strategy does not 
work as planned, the company will not only face a huge loss but also 
their brand image and reputation might be on jeopardy.

Putting all these risks in mind some companies dared to take their 
steps to that unknown path and tasted sweet flavor of success. 
(Late) Steve Job’s 'Apple' is one of them. Apple’s iPod is the prime 
example of a product that is a result of pursuing this strategy. When 
it was first launched, the iPod offered the easiest way to purchase 
individual songs online and enjoy music on the go through a simple 
process. Instead of competing with other music players, Apple 
created a new market altogether for trendy players that doubled as 
fashion statements.

In 2000, digital music players were either big and clunky or small and 
useless with equally terrible user interfaces. Apple saw the 
opportunity and announced the release of the iPod, their first 
portable music player. On October 23, 2001 Steve Jobs changed the 
course of media and entertainment distribution when he unveiled 
his creation, the Apple iPod. At first, the reactions were confused 
and hostile; critics lambasted the USD 400 price tag, the 
unconventional scroll wheel and the lack of Windows compatibility. 
Despite all this, the iPod sold beyond everyone's expectations, went 
on to revolutionize the entire music industry, and the rest is history. 
As of October 2011, Apple reported that total number of iPods sold 
worldwide was 300 million.

Another practical example of this 'Blue Ocean Strategy' is 'Air Asia' 
of Malaysia. Air Asia have managed to avoid the red ocean (compete 
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with Malaysia Airline and regional airline such as Tiger Air, Jet Air 
etc) by looking into the factors that industry take for granted and 
also factors that important to customers. With the Four Actions 
Framework proposed by Blue Ocean Strategy authors, Air Asia have 
implemented many strategic moves to ensure they are making 
Malaysia Airline and regional airline company irrelevant. They have 
created “Online Booking system & Point to Point travel system”. 
With this strategic move, Air Asia was able to focus on factors that 
really bring value to the customers such as point to point travel 
system, easy booking system etc. This helped Air Asia to reduce cost 
and at the same time increase the value to the customers - Value 
Innovation.

These two examples reflect the consequences of using the 'Blue 
Ocean Strategy' which is totally different from the 'Red Ocean'. Here 
are some important differences between the two strategies:

Firstly, the marketers should be able to attract new customers to the 
business, instead of concentrating on only the current customers. 
This can be hard to do, so many business owners don't even try; 
instead, they rely on their current customers, which means they are 
using the red ocean concept. With the blue ocean concept, 
concentrating on new customers is used.

Secondly, in the red ocean, there are a lot of businesses competing 
against each other for the current markets. In the blue ocean, new 
markets are created to serve, which means there is little or no 
competition. Than with the red ocean, the competition is 
immaterial because there is no one that can easily duplicate the 
ideas that will allow for commercial success. The blue ocean 
strategy is just the opposite; there is high value for a lower cost.

Lastly its quite clear that, Blue Ocean/Red ocean marketing strategy 
is something that marketers have already started researching and 
practicing to survive in this heavily competitive market. This 
particular strategy gives people the idea that there are no market 
boundaries and fixed industry structure given and it can be 
reconstructed by the actions and beliefs of industry players. It 

requires a shift of attention from supply to demand, from a focus on 
competing to a focus on value innovation, which is the creation of 
innovative value to unlock new demand. So people who are fed up 
of using the traditional marketing strategies, it’s time for them to 
dive in the 'Blue Ocean' and dispatch a new era of marketing.
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Globalization advertises attractive offers for every nation. It has 

become a slogan now days, people are seeking globalization. They 

demand globalization. They want free market. They want a world 

where there will be no boundaries. Developing countries are favoring 

globalization as a weapon against poverty. It consists of only political 

boundary, but condition is, if it is developed country then political 

boundary can be absent like happened in European Union.

History shows us examples that Chartered Companies like British 

East India Company came to India for the purpose of business. For 

conducting business, this company captured the whole Indian sub 

continent. It was required because it resulted in no barrier for them. 

It affected the businessman of Indian sub continent in many ways. 

The best example of it can be that back then Muslin silk was banned 

due to the industrial revolution in England. Though there were very 

strong arguments about it, such as muslin was of superior in quality, 

but it was forcefully demolished by the company.

This example of 'Globalization' hardly encourages anyone in favor of 

Globalization in the developing countries. It’s very surprising that 

they are being called to come upon the roof of free market. If we 

only think about Bangladesh then the number of total middle class 

consumer is 37.2 percent according to one research organization 

(OCED Development Center). Now middle class consumer means 
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individuals who have been purchasing capability of daily necessity 

goods. For expensive brands it may not be very attractive segment 

among all the countries around the world. But for sure it is very 

attractive market for those companies who has product line in such 

category that it suits with the purchasing capability of the people of 

Bangladesh. Some more multinational companies are coming with 

much more convenient way to meet the demand of the consumers. 

For instance, we can consider mini packs of different products.

If we do not consider the political instability, corruption or other 

negative issues then this is very clear that Bangladesh is very attractive 

for any company, whose products or services match with the demand 

of the consumers. It’s not only about the demand, other issues related 

with the operation of a company, also reflects opportunity, huge 

source of labor, low investment, minimum legal requirements and 

every other factor represents this market as attractive.

If we consider the negative images for investment, that is political 

instability. After 1971 there were many ups and downs in our 

political sector. But the economic growth did not stop for a single 

year. Instead, it increased time to time, year to year. Yes, there was 

corruption, there was mismanagement, and there were unskilled 

people in the decision maker’s chair. Yet it could not decrease the 

growth. However, it affected negatively for sure. We could not grab 

those opportunities which should have taken, or could not utilize 

the opportunities. Bangladesh could have been in much more 

better position than it is right now. Still we have opportunities. 

Some people argue that the biggest problem of our country is 

population. I am not going to that argument that whether they are 

right or wrong but the position we are in right now, we need to 

convert the problems into opportunities. It is not very easy task to 

arrange the employment of 2 to 2.5 million every year, where we 

can only arrange the employment of one fourth of the total demand 

at present. The opportunities what I see is every developed country 

is facing negative birth rates. It is now required for them to fulfill the 

demand of employment. We need to accomplish a strong labor 

force for the meeting the demand of labor crisis which might arise in 

future. But training and development of human resource is required 

to meet the up international standard and demand. Government 

and NGOs must focus in this area. It will result in two types of 

opportunities. One is if there is job crisis in Bangladesh then the 

labors can be sent to abroad, another is skilled and knowledgeable 

labor force always makes positive returns for the firm. Government 

needs to take steps to create international labor market by creating 

effective relationship with foreign developed countries. But we 

must be treated and given every facility which is settled by the ILO.

Now one of the raising issues in our country is to stop screening the 

foreign movie (especially Indian). In Bangladesh there is huge 

demand for Indian movie. So those who will bring it here in our 

country will be financially benefitted. And it will help the film 

industry to survive as well. But then why this protest? This protest 

represents the mentality of playing the game without competitors. 

The people who are involved in protesting, have the issue that if 

Indian movies come here, it will be threat for Bangladeshi movie. 

Hindi movies also run in Kolkata, India but industry of Bangla movies 

is increasing there. How? There are some initiatives taken by the 

state government of West Bengal. Bangla movie makers need to pay 

very minimum amount of taxes than movies made in other 

industries. This system is also in applied in other states in India. 

That’s the role of government for the favor of industrialization.

But earlier example leaves some consequences of questions. For 

example, Film Development Corporation (FDC) was given free 

market in Bangladesh for last 40 year, to be more specific they 

monopoly. So government might not provide other benefits but 

government has given free market for Bangladeshi movie market to 

grab the whole market. In spite of that, why is there absence of 

development? There was a gap of competitor which was resulting in 

missing the quality. Unless there is chance of losing there is no 

chance of winning as well. That’s what happened here. It is not wise 

for any government of any country to bring competition from 
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monopoly. So government might not provide other benefits but 

government has given free market for Bangladeshi movie market to 

grab the whole market. In spite of that, why is there absence of 

development? There was a gap of competitor which was resulting in 

missing the quality. Unless there is chance of losing there is no 

chance of winning as well. That’s what happened here. It is not wise 

for any government of any country to bring competition from 



86 87Vol. 02 • No. 01 • January-June 2012Marketing Review

outside, before developing an industry, because it will then ruin the 

opportunity of the industry. But what about the consumer rights? 

Those who are spending money are they getting the proper value 

related to the cost incurred? These questions are really crucial for 

making decisions. If we look at the developed countries they solved 

this problem through creating competitors within the country 

without bringing foreign companies as competitors. India also did it 

for a long time. But when Manmohan Singh was finance minister, he 

took initiative to change the old legal system of India, where foreign 

companies get very limited chance to achieve sustainability in long 

run. The logic approves the necessity of the protection for consumer 

rights. Whatever we say or serve, the main challenge of the business 

is the amount a consumer is spending, does him/her getting the 

best value available in the whole world. If there is no international 

standard company then there is very strong chance for any local 

company to take the advantage and keep the consumer satisfied. 

This has very strong relation with the living standards and lifestyle of 

the society. So whenever we think about the patriotism, it always 

does not mean that the market must be protected from the foreign 

investors. Patriotism must also protect the required value and utility 

consumer is looking for. But then again there is a question! Are the 

local companies developed well enough to play in the 'perfect 

competition' market?

To be very specific on this issue, I think firms are not. It’s not because 

of quality. Of course there are some barriers in investment but there 

is huge gap in consumer products. This does not mean there is no 

competitor, but the level of competition is not so high. So invested 

amount can be brought back with revenue. For example “shampoo” 

has huge market in Bangladesh. People from every level of the 

society use it. There is no strong competitor from local companies. 

Yes, there is some local product, but hardly are those promoted 

from the retailer and the company itself. The matter is not the 

quality, because 'SELECT' shampoo of Square Consumer Products 

Ltd. is very effective in functional aspect, as in some cases it is 

prescribed by the doctor as well. Surprising issue is if any consumer 

goes to any retail shop and asks for any local lotion or shampoo, that 

individual will be given products of Unilever Bangladesh. It is the 

reality of the market condition of local firms where foreign 

companies are taking advantage of absence of product from local 

companies.

Crisis of 'Branding' is also very important issue. There is a very 

interesting factor resulting from globalization in Bangladesh market. 

'Lux' has very strong image among the consumers which resulted 

from the advertisement consisted of international stars. For 

example Hindi movie is very popular in Bangladesh so the models 

for advertisement of 'Lux' are also taken from the India. The brand 

value between the model of India and Bangladesh has huge 

difference and thus it affect huge difference in advertisement and 

promotional activities. Though it is affecting our advertising 

agencies and models with negativity but there is no initiative so far 

has been taken. Except it the gap of consumer goods must be 

reduced because not only there is huge market but also there is 

chance for local companies to take the advantage of home country. 

For example Walton is performing very well. It has a strategic plan 

for accomplishment of grabbing the market all over the world. 

Walton is also trying to give image of patriotism by advertising it’s 

product as the local product.

Dealing with perception of the people of our country has become a 

challenge for local companies. It is not right that, because we are 

developing country, people of our country should buy cheap 

products. People of our country have very strong perceptual 

integration with the quality product. Another challenge of the local 

company is achieving trust of the consumer. Advertisement and 

promotional activities should be designed in such way, that it affects 

in reduction of these challenges. Beside these another factor is the 

vertical integration, which can be very crucial factor for the firms. 

Cost reduction, development supply chain and relationship with the 

wholesaler and retailer are another challenge of the firms. 
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Nowadays when any firm goes global, there backbone is the local 

market. Of course there are some exceptions but when there is huge 

market in our country; companies can gather huge return by 

conducting business here.

Foreign company’s absence also shows negativity in protection of 

consumer’s right because entry of new firms always results in 

maximization of buyers bargaining power. New firms can be local as 

well. But the entry of local company always does not serve 

innovativeness and standardized product. We must accept that we are 

not specialized in innovative product development, our advantage of 

the product. That’s the opportunity we must take. Acquisition of 

technology though alliance with the foreign companies can result in 

success. Businesses motives to profitability but it must show some 

ethical manner. Corporate Social Responsibility (CSR) has now become 

a marketing tool for the organization, so it does not mean everything 

for the firms. So companies must go far than only this for serving the 

solution of problem as product or service to the consumers 

commercially. Here it gives the companies huge responsibility to 

charge the fare price as well. But the local companies are unable to 

compete in pricing with multinational companies. A company like 

Unilever Bangladesh can run business with loss for one year but it is 

not possible for any domestic companies. So stability among the local 

companies seems as their challenge when they compete with any 

global brand. Foreign investment in our country plays very important 

role in our economy. It’s required because it creates huge employment 

and creates market competitive. It also gives potential opportunity as 

challenge to the local companies to develop innovative product. 

Foreign company’s also major attribute is the making buyer aware of 

the quality and some other supplementary benefits that the buyer 

was missing from the domestic products or services. Except all these, 

they also contribute in payment of huge taxes and development of the 

infrastructure of any country, because every foreign company is 

accompanied by huge amount of physical resources. Most importantly 

foreign investment brings technology and innovation.
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The present paper aims to identify the vulnerability of women and girls to 
HIV and AIDS and its impact in developing countries with reference to 
Bangladesh. The study is exploratory in nature. This paper is prepared 
mainly in the light of secondary information gathering, reviewing and 
analyzing the existing literatures published in the relevant books, journals, 
magazines, websites and various official reports of UNAIDS, World Health 
Organization, Lancet, Ministry of Health and Family Welfare of the 
Government of the People’s Republic of Bangladesh and in its National 
AIDS/STD Program. The study finds that the HIV infection rate among 
young people worldwide is growing rapidly. About 50 percent of all HIV 
infections worldwide occur among women and girls. In Bangladesh, about 
20 percent of the HIV infected people are women and girls due to have their 
some ignorance and backwardness. The women and girls are to suffer 
disproportionately higher rate of HIV infection and to bear higher burden of 
the consequence of the epidemic. AIDS intensifies the feminization of 
poverty and hampers empowerment of women due to access of unsecured 
health. Therefore, gender sensitive approaches are required to design 
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HIV/AIDS prevention programs. Moreover, Government and various 
women and health related national and international organizations should 
design and implement continuous mass-awareness building and 
motivation based action plans for protecting women from HIV/AIDS in 
developing countries like Bangladesh.

Keywords: HIV, AIDS, Biological vulnerability, Women 
empowerment, Gender-sensitive approaches.

Introduction

HIV/AIDS epidemic is one of the burning threats to mankind. AIDS 
(Acquired Immune Deficiency Syndrome) is a disease which occurs 
when a person is affected by HIV (Human Immunodeficiency Virus). 
As soon as a person is detected HIV positive in blood test, he/she 
carries the germ and ultimately becomes an AIDS patient. A person 
if detected as HIV positive may not be sick at all, but he/she would 
be a carrier of the virus and could transmit the same to other 
healthy persons. A person when infected may not show positive in 
blood test for the first 10-15 days as the antibodies which are 
detected in the blood test require that time to be formed. This 
period is known as window time. The affected person would live a 
healthy life till the virus start attacking immune system of the body. 
The HIV positive person at that point of time becomes as AIDS 
patient with the complications of the disease, which begin surfacing 
one after another. The virus does not survive in the open without a 
carrier for more than 10-15 seconds. The virus does not spread 
through water and air. 

Bangladesh is a developing country with 160 million people. The per 
capita income of the country’s people is about USD 690. The 
economic as well as social conditions are not up to the mark like 
developed countries due to insufficiency in the health care sector of 
Bangladesh. Here, only around 20 percent of the HIV infected people 
are women and girls. So it may appear that the year AIDS campaign is 
a redundant one. But a careful review of the natural history of AIDS 
epidemic of other parts of the world will clearly indicate that the 
women and girls are to suffer disproportionately higher rate of HIV 
infection and to bear higher burden of the consequence of the 

epidemic. As a result, in the year 2004, the theme of the ‘World AIDS 
Day’ was declared as “Women, Girls, HIV and AIDS”.

Objective of the Study

The main objective of the present study is to identify the 
vulnerability of women and girls of Bangladesh to HIV and AIDS and 
its impact in developing countries with reference to Bangladesh. 
This study also aims to develop recommendation for health care 
related policy makers, national and international organizations and 
their partners in order to minimize such vulnerability of women and 
girls in developing countries.

Methodology of the Study

The study is exploratory in nature. This paper is prepared mainly in 
the light of secondary information gathering, reviewing and 
analyzing the existing literatures published in the relevant books, 
journals, magazines, websites and various official reports of 
UNAIDS, World Health Organization, Lancet, Ministry of Health and 
Family Welfare of the Government of the People’s Republic of 
Bangladesh and in its National AIDS/STD Program. For this study, 
secondary data and information have been collected, reviewed and 
analyzed from the existing international literatures published in the 
relevant books, journals, magazines, websites and various official 
reports of UNAIDS, World Health Organization, Lancet, Ministry of 
Health and Family Welfare of the Government of the People’s 
Republic of Bangladesh and in its National AIDS/STD Program. 
However, researchers’ personal observations have been taken into 
consideration in the analyzing this epidemic issue concerned with 
health issue of the people especially vulnerable women and girls in 
the socio-economic context of Bangladesh.

Men and Sexually Transmitted Infections (STIs): Causes for 
Vulnerability of Women and Girls to HIS/AIDS

As a global problem, every year, approximately 333 million new 
cases of curable sexually transmitted infections (STIs) develop 
worldwide. Although the influence of STIs is serious in both 
developed and developing countries, it is most profound in 
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developing countries. If curable STIs are left untreated, these can 
result in serious health consequences. Women and girls are more 
susceptible to infection and complications can be more serious in 
women and girls. Men are often not accustomed to seeking 
reproductive health care and are often uncomfortable accessing the 
available reproductive health services. The reason behind this, may 
be, men view the services as being for women only or they have 
been socially conditioned to believe that an important part of being 
a man is to be ‘strong’ and not ask for assistance. Yet, it is important 
to always seek health care if anyone believes he/she has an STI or 
has been exposed to or is at risk for an STI. So, Women and girls are 
mainly vulnerable to HIV and AIDS. About 50 percent are women 
among all HIV infected victims. This vulnerability primarily occurs 
due to insufficient knowledge about AIDS. They have no proper and 
adequate knowledge about AIDS. They have no sufficient 
knowledge and aggressiveness how to access to HIV prevention 
services. Often they are also unable to negotiate their partners for 
safer sex because of partner’s ignorance of HIV status. Moreover, 
they have a lack of female controlled HIV prevention methods. The 
growth rate of HIV infection among young people worldwide is 
increasing remarkably. The young people aged between 15-24 years 
are 67 percent among newly infected people in developing 
countries. Again, the continuous and increasing risk is especially 
evident among young women and girls aged between 15-24 years, 
who make up 64 percent of the young people living with HIV and 
AIDS in developing and least developing countries (UNAIDS, 2004).     

Women are twice as likely as men to contract HIV from a single act of 
unprotected sex, but they remain dependent on male cooperation 
to protect themselves from infection. In addition, all over the world 
women are expected to take the lead in domestic work and provide 
care to family members. HIV and AIDS have significantly increased 
the burden of care for many women and girls. Moreover, poverty 
and poor public services have combined with AIDS to turn the care 
burden for women and girls into a crisis with far-reaching social, 
health and economic consequence. Public services available in 
Bangladesh especially in the health care sector are utilized 

predominantly by men. In Bangladesh, from investigation, it has 
been identified that since men are usually infected earlier than their 
wives, more widows are than widowers, infected and sometimes 
uninfected widows are the only support of the AIDS orphans. Often 
women think that they will die in near future because they are 
infected by HIV/AIDS and then what will be happened to their 
orphan children. As a result, women empowerment is much 
hampered due to the lack of access of the secured health.
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women, because of their more vulnerability to infection and often 
their inability to negotiate the terms of sexual activity with their 
partners both biologically and socially. Although HIV is the best-
known sexually transmitted infection (STI), it is not the only STI 
affecting the health of people around the world. In fact, every day, 1 
million people contract an STI. 

For a variety of reasons, women and girls are often much more 
vulnerable to HIV and other STIs than men in the world. In many 
societies, women and girls lack the power within relationships to 
abstain from sex or to demand that their partners use protection 
when they have sex. Research has also shown that women and girls 
are more biologically vulnerable than men to infection by HIV and 
other STIs. The risk of HIV infection for young women is growing and 
this is particularly true in the regions that are already dealing with a 
large HIV-positive population. The epidemics of feminizations are 
the most apparent in Sub-Saharan Africa, where close to 60 percent 
of those infected people are women and 75 percent of infected 
young people are girls aged between 15-24 years.
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Table-1: Geographic Variation of HIV and Estimated Male 
Circumcision Prevalence and HIV Infection

Low Circumcision <20% HIV High Circumcision >80% HIV 
Countries Prevalence  Countries Prevalence

Sub-Saharan Africa:

Zimbabwe 25.84 Kenya 11.64

Botswana 25.10 Congo (Brazzaville) 7.64

Namibia 19.94 Cameroon 4.89

Zambia 19.07 Nigeria 4.12

Swaziland 18.50 Gabon 4.25

Malawi 14.92 Liberia 3.65

Mozambique 14.17 Sierra Leone 3.17

Rwanda 12.75 Ghana 2.38

Gambia 2.24

Guinea 2.09

Benin 2.06

South and Southeast Asia:

Cambodia 2.40

Thailand 2.23 Pakistan 0.09

Myanmar 1.79 Philippines 0.06

India 0.82 Indonesia 0.05

Nepal 0.24 Bangladesh 0.03

Source: Halperin and Bailey, 1999.

Marriage and long-term monogamous relationship do not protect 
women from HIV. In Cambodia, recent studies found 13 percent of 
urban and 10 percent of rural men reported having sex with both a 
sex worker and their wives or steady girl-friends. In Thailand, a study 
in 1999 found that 75 percent of HIV infected women were likely to 
be infected by their husbands. In some settings it appears marriage 
actually increase women’s HIV risk. In some African countries, 

adolescent, married and 15-19 years old young women have higher 
HIV infection levels than unmarried sexually active females of the 
same age. In Bangladesh, there is no accurate data on this issue. 
However, there is no firm reason to believe that this is not true for 
some cross section of people. 

In the third decade of the HIV pandemic, the number of infected 
individuals continues to increase. An estimated 38 million people 
worldwide including over 2 million children are now infected with 
HIV and a record 4.8 million became infected in 2003. Sub-Saharan 
Africa is the worst affected region and a third of the world’s HIV 
infected population is living there. Each newly diagnosed HIV 
patient consumes about £12,500 (US $22,600, €18,200) in health 
care costs each year. The lifetime costs of care for the current 50,000 
infected individual in the United Kingdome with a life expectance of 
20 years are at least £12.5 billion (World Health Organization, 2003). 

AIDS accelerates and intensifies the feminization of poverty, 
especially in highly affected countries and creates obstacles for 
women to be empowered. Entire families are also affected as 
vulnerability increases when women’s time caring for the sick is 
taken away from other productive tasks within the household. 

In high prevalence countries, girls’ enrolment in school had 
decreased in the past decade. Girls are the first pulled out from 
school to care for sick relatives or to look after younger siblings. 
HIV/AIDS is threatening recent positive gains in basic education and 
disproportionately affecting girls’ primary school enrolments.

The Impact of the AIDS Epidemic

In the 20-plus years since the first case was diagnosed, AIDS has 
taken a staggering toll on humankind. An estimated 40.3 million 
people worldwide were living with HIV in 2005. An estimated 4.9 
million people became newly infected with HIV and an estimated 
3.1 million people lost their lives to AIDS. Rates of infection for some 
groups- especially young women- are growing rapidly. In the 
hardest-hit countries, rates of HIV infection among women and girls 
have already surpassed those for men; by the end of 2005, women 
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accounted for 59% of HIV positive adults in Sub-Saharan Africa, 47% 
in North Africa and the Middle East, and 50% in the Caribbean 
regions. Moreover, throughout the world, every year hundreds of 
thousands of children become infected through mother-to-child 
transmission, while millions of other children are orphaned when 
their parents finally succumb to AIDS. AIDS is cutting years (or 
decades even in some developing countries) off the life 
expectancies of people around the world. As AIDS related deaths 
continue to rise and the working populations (human resources) of 
those countries that are the most heavily affected by the HIV 
epidemic are further decimated, the social and economic 
development gains of the last decade in many countries of the world 
have been reversed. The future of entire regions, such as Sub-
Saharan Africa, is in jeopardy. Yet, despite the growing need for AIDS 
related services, health care systems in developing countries are still 
extremely limited in their capacity to prevent transmission and to 
provide treatment, care, and support to people living with 
HIV/AIDS. Medications generally are still unavailable to every 
person living with HIV/AIDS who needs them, health care service 
providers have not been adequately trained, and HIV/AIDS related 
stigma and discrimination are widespread. Service providers and 
clients alike must face the fear of becoming infected while giving or 
receiving health services, because systems and protocols for 
infection control are often not in place. However, while the 
challenges are daunting, prospects to improve the service 
providers’ response to the HIV/AIDS epidemic do exist. 
(UNAIDS/WHO, 2005).

HIV/AIDS Situation in Bangladesh and Its Impact

According to UNFPA, a UN agency dealing with the issue, the 
possible number of infected people is estimated about 13,000 in 
Bangladesh. Of course, this number of infected people is a realistic 
estimation (and not definitely identified causes) based on all 
possible factors prevalent in Bangladeshi society influencing the 
spread of the disease. 

TABLE-2: HIV Situation Detection since 1989 in Bangladesh

Years Detected HIV Infected Persons

1989 1

1990 2

1991 6

1992 2

1993 12

1994 13

1995 10

1996 29

1997 19

1998 12

1999 20

2000 31

2001 31

2002 60

2003 115

2004 102
Source: UNAIDS, 2004.

TABLE-3: Gender-wise Detected HIV Infected Persons in 
Bangladesh from 1989-2004

Gender Category Detected HIV Infected Persons

Male 362

Female 89

Unknown 14

Total 465

Source: UNAIDS, 2004.

According to the statistics of UNAIDS Report (2004), Bangladesh has 
got a reported case of 465 HIV infected persons so far, 46 were died 
and 76 became AIDS patients. The first case of HIV infected person in 
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0.7 percent in 2006 (National AIDS/STD Program, 2006) and 0.3 
percent in 2007 (National AIDS/STD Program, 2007). On the other 
hand, the explosive escalation of the epidemic among injecting drug 
users and its spread into other population sub-groups has changed 
the status of the epidemic to "concentrated”. HIV prevalence among 
injecting drug users was 1.2 percent, with low rates found in drug 
users from five cities of Bangladesh (National AIDS/STD 
Program–UNGASS Country Progress Report, 2010). In the 5th 
Round of the National Serological Surveillance (2003-2004), HIV 
was not detected in any of the mobile populations except for one 
rickshaw-puller out of 401 samples in Dhaka (National AIDS/STD 
Program, 2005).

‘Rainbow Nari O Shishu Kallyan Foundation’, a national NGO in 
Bangladesh identified four major approaches in a study on spread of 
HIV in Bangladesh by comparing of social economic norm, family 
pattern, and economic dependency, cause of mounting sex 
industries, gender discrimination status and global analysis fact. 
There are four factors that appear to play a crucial role in HIV 
transmission in Bangladesh: i) Injection/intravenous drug use (by 
sharing needle), ii) female sex work (due to lack of safe sex 
knowledge), iii) gender discrimination (which indirectly forces 
females to commercial or non-commercial sex), iv) same 
sex/homosexually/Hijra (due to lack of HIV/AIDS information, 
because they act invisible in this society). Lack of knowledge may be 
creating most of the problems for Bangladesh of HIV/AIDS epidemic 
in future. While knowledge of HIV is nearly universal among sex 
workers and their clients, it is extremely low among the general 
population (Mostary, 2006).

The population of Bangladesh is highly vulnerable due to the 
existence of low HIV prevalence. Specifically, risk behaviors 
including high levels of unprotected sexual relations with 
commercial partners and unsafe injecting practices are of concern. 
In addition, a range of structural factors heighten the vulnerability 
of the general population to an HIV epidemic. Bangladesh is a 
poverty-stricken country with poor rankings for most of the global 

Bangladesh was detected in 1989. Since then, the number of HIV 
cases has been increased and by December, 2009, an estimated 
6,300 adults and children were living with HIV (UNAIDS, 2010). In 
2009, new HIV infections were most commonly found among those 
aged 26-35 years (32 percent), while children aged between 0-15 
years and young people aged between 16-25 years accounted for 4 
percent and 20 percent of new cases, respectively.  68 percent of 
new cases were among males. In 2010, the National AIDS/STD 
Program (NASP) reported a cumulative total of 2,088 HIV cases, and 
a total of 343 new cases, 231 AIDS cases and 37 AIDS-related deaths 
(National AIDS/STD Program Report, 2010). HIV prevalence has 
remained low, at <0.1 percent in the general population in 2009 
(UNAIDS, 2010).

HIV prevalence was 0.3 percent among female sex workers and 
transgender, according to the 8th Round of the HIV Sentinel 
Surveillance (HSS) held in 2007. Prevalence was reportedly much 
lower among men who have sex with men (MSM)– 0 percent for 
MSM in Dhaka and 0.3 percent in a combined MSM and male sex 
workers (MSW) sample in Chittagong (National AIDS/STD 
Program–UNGASS Country Progress Report, 2010).  HIV prevalence 
remained very low among MSWs over the rounds of surveillance– 

Source: National AIDS/STD Program, 2010
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in future. While knowledge of HIV is nearly universal among sex 
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population (Mostary, 2006).

The population of Bangladesh is highly vulnerable due to the 
existence of low HIV prevalence. Specifically, risk behaviors 
including high levels of unprotected sexual relations with 
commercial partners and unsafe injecting practices are of concern. 
In addition, a range of structural factors heighten the vulnerability 
of the general population to an HIV epidemic. Bangladesh is a 
poverty-stricken country with poor rankings for most of the global 

Bangladesh was detected in 1989. Since then, the number of HIV 
cases has been increased and by December, 2009, an estimated 
6,300 adults and children were living with HIV (UNAIDS, 2010). In 
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development indicators and about 50 percent population lives on 
less than one dollar a day (World Health Organization, 2009). Other 
structural factors include- low adult literacy rate, low social status of 
women and the trafficking of women into the commercial sex 
industry, high population mobility within the country including 
inter-state and rural-urban as well as international labor migration, 
particularly across its porous borders with India and Myanmar, both 
of which are experiencing concentrated epidemics (Sadhana and 
Sanghamitra, 2008).

Recommendations

Much can be done to improve prevention strategies against HIV/AIDS 
epidemic and to strengthen the infrastructure needed to provide 
high quality, sustainable treatment, care, and support. By joining 
forces with local health ministries, partner nonprofit agencies, and 
community-based organizations in the affected regions, socially 
responsible heath care organizations can leverage their all available 
resources to create sustainable programs that are both cost-efficient 
and highly effective in combating the HIV/AIDS epidemic.

The health care infrastructure of developing country like 
Bangladesh is very fragile. NGOs and other health care 
organizations should work with the country’s ministry of health to 
integrate HIV related services into these service-delivery systems 
and to restructure and strengthen the health care systems to meet 
the HIV/AIDS related prevention, treatment, care, and support 
needs of the communities they serve. To accomplish this goal, 
related health care organizations should work with its overseas 
partners on a number of service related issues. They should also 
endeavor to build the capacity of health systems to introduce and 
improve management of services in the following areas: sexually 
transmitted infections (STIs); voluntary counseling and testing for 
HIV (VCT); prevention of mother-to-child transmission of HIV 
(PMTCT); infection prevention; HIV treatment, care, and support; 
linking sexual and reproductive health (SRH) and HIV/AIDS services; 
sexual and reproductive health services for people living with HIV; 
and HIV/STI prevention counseling including behavior change 

communication. By increasing the health care systems' capacity to 
deliver and manage certain services, developing countries like 
Bangladesh can ensure that as many people as possible receive the 
services and care that they need. 

Health care organizations should work with their partners to ensure 
that once clients arrive at a facility, they will receive the best services 
possible and should help their partner organizations in developing 
countries to improve the quality of services they offer by 
introducing facilitative supervision and participatory quality 
improvement approaches into health care facilities and systems. It 
should also be ensured that potential clients can hear about the 
services that the partner organizations offer by linking facilities with 
the communities they serve. Moreover, health care service 
providers should overcome fears about HIV and AIDS and biases 
against people living with HIV or AIDS that can result in stigma and 
discrimination and limit access to quality care for those who need it 
most. Underlying all of the approaches is an emphasis on the rights 
and needs of all clients, particularly those living with HIV/AIDS.

One of the ways in which health care organizations can work to 
reduce women's vulnerability to HIV and other STIs and to focus on 
integrating reproductive health services and HIV related services. 
For women in resource-poor countries, the service providers can 
visit for family planning and pregnancy related services are often 
their first or only point of contact with the health care system. Such 
visits present valuable opportunities to reach women with 
information and services that empower them to reduce their risk of 
infection and the risks to their children. Reproductive health 
programs can be equipped with the staff and infrastructure to serve 
millions of women. However, such health care firms can help to 
maximize the value of their partner organizations' health care 
systems while introducing new HIV related services. As a result, the 
reproductive health facilities can provide services without the 
stigma associated with stand-alone HIV services.

Ministry of health and related health care firms can strengthen the 
capacity of health programs to address gender inequities that 
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perpetuate women and girls’ vulnerability to HIV infection. Since 
one of the greatest obstacles facing a woman who wishes to protect 
herself from HIV infection is the difficulty she may face in convincing 
her partner(s) or husband to use a protection, governments of 
developing nations can investigate ways in which women and girls 
can protect themselves during sex without their partner's 
cooperation.

Arrangements of Trainings for integration of HIV/STI prevention, 
sexuality, and dual protection in family planning counseling are 
important to aware much people of the country. Training and 
programming guides for HIV prevention in maternal health services 
can also help to provide a series of activities designed to build the 
capacity of program managers and staff and to offer integrated HIV 
and STI services for pregnant and postpartum clients within their 
particular service-delivery setting. Moreover, prepared manual for 
sexual and reproductive health for HIV positive women and 
adolescent girls can be effective to provide information to trainers 
and program managers and a structure for a four-day training and a 
two-day planning workshop that will enable program managers and 
health workers to provide comprehensive, nonjudgmental, and 
high quality SRH care and support to HIV-positive women and 
adolescent girls.

More promotional activities are needed to aware much people 
about STIs and vulnerability of HIV/AIDS through poster, billboard, 
flyer, leaflet etc. effectively and attractively. Radio, television, 
newspaper and other mass media should play a vital role to aware 
people about the causes of HIV infection and protections from such 
epidemic. Knowledge about HIV/AIDS should be included in the 
curriculum of school, college and university level education so that 
young generations can be more conscious about HIV/AIDS. 
Guardians and Teachers should be more conscious and help to 
disseminate the right information and transmit the message 
regarding this without any hesitation for protecting the children and 
also the nations of the country.

Conclusion

The worst epidemics are, therefore, occurring in countries where 
wars, inter-community tensions and corruption have contributed to 
a disintegration of the fabric of society. HIV is rooted in poverty, 
ignorance, and a lack of autonomy of women. Women’s higher 
biological vulnerability, the legal, social and economic 
disadvantages faced by women and girls in most societies greatly 
increase their HIV vulnerability. Women and girls should have 
conscious access to quality health care, knowledge about the issues 
of early and extra marital affairs, the social, psychological and health 
consequences of HIV/AIDS and other sexual transmitted diseases 
for having good and sound health with peace and happiness. 
Therefore, gender sensitive approaches are the keys in designing 
HIV/AIDS prevention programs of developing countries like 
Bangladesh. Governments of developing countries, various 
development organizations, strategic partner organizations and 
civil society should design and implement continuous mass-
awareness building and motivation based action plans for 
protecting women and girls from HIV/AIDS using different media 
extensively.
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Are you planning to build your business in the furniture industry? 
Are you planning to do it in Bangladesh? Are you worried about the 
big brands and their success? Are you concerned about the market 
trend, the raw materials? If yes, then the following would give you 
the ideas for your final decision.

The history of furniture began when people began to settle 
themselves. The earliest furniture, around 2000 BC, used to be 
carved out of stone whose source came out from Europe. During the 
same time period Egypt showed some different scenario. The 
people used wooden, mud, reed furniture. In Greece people made 
the use of wood to make their furniture. In ancient Rome people 
were more lavish and preferred their furniture to be carved in 
artistic modes rather than being just plain.

In the middle Ages, the pattern of furniture was very simple but the 
line for the rich and poor still existed largely. For instance, a rich 
person could sit on chair whereas the poor would only use the stool 
or bench. During this era the wooden furniture were mainly carved 
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out of oak. During the 16th century people began to use more 
furniture and the range grew up compared to that of the middle 
ages, though the style was very simple again. The furniture in this 
era was also carved out of oak and it used to be huge since it was 
made to last for a very long time. Though the use of furniture was 
becoming very much common then it was not getting any cheaper, 
even then only the very well established ones could afford them.

As it neared the 17th century people began the use of walnut and 
mahogany to make the wooden furniture, the design and 
decoration of the furniture had also been transformed. Lacquering, 
veneering were used in making the furniture by then. During this 
time the use of the grandfather clocks, bookshelves, and chests of 
drawers was gaining popularity. Now at this time that the rich were 
modifying their furniture and making it more comfortable the poor 
had their furniture to be those simple ones from the roman era. As 
the time moved into the 18th century the furniture agenda got 
more lavish and comfortable, professional furniture makers were 
hired by the rich to craft the designs, catalogues were also launched. 
But still in this era the poor had their same simple furniture.

During the 19th century (in the Victorian era) furniture was put into 
mass production for the first time. The furniture was cheap but the 
drawback came in as the design standards came down. The good 
designed furniture were again expensive but it was still affordable 
and people bought them but in little amounts. As this era began to 
pass gradually more working class people could purchase more of 
the well designed furniture. During the 20th century even the 
working class people could afford more furniture, this change 
occurred because living standards were rising.

In Bangladesh, the history of furniture takes the shapes of its 
cultural changes. During the 18th century the Bengali furniture was 
influenced by the Hindu culture and the medieval Muslim culture. 
The furniture was mainly carved out of wood and ivory. From the 
traditional times the Bengali culture made the use of terracotta, 
cane, bamboo, jute while making their furniture. Gradually it has 

been seen as the times moved on the Bengali way of having their 
furniture shifted to the European style of having the furniture.

Currently the Bangladeshi furniture industry is one of the most 
promising growth sectors with high export potential. The sector’s 
contribution to GDP is 0.29% on average, while the industry is 
comprised of around 41,560 enterprises and employs 180,000 
skilled and semi-skilled people. The unemployment rate is also very 
high in the country, but local furniture industry alone can easily 
absorb huge workers, as it holds such potential. According to a 
household income and expenditure survey of 2005, the domestic 
consumption growth rate was around 20% and export market was 
almost untouched. In 2007 the total market size was estimated at 
USD 1.6 billion. The growth rate of 2005-2007 was 15-20% and the 
projected growth rate is estimated to be 23% over the period of 
2007-2012. In Bangladesh there are 121 clusters in which 93 are 
micro and small clusters, 17 are medium, and 11 are large clusters. 
The bigger clusters are mostly located in Dhaka and Chittagong. 
Among them Mirpur is the biggest one in the country. There are 
others, such as: Elephant Road, Panthapath etc, which are very 
popular for furniture marketing. There are various companies of 
huge popularity. Among them Otobi is considered to be the market 
leader of our country, holding about 50% of market place of 
furniture marketing, which is worth BDT 1500 crore; on the other 
hand, Akthar Furnishers Ltd, Navana Furniture, Hatil Complex Ltd, 
Partex Furniture, among others, are the major players. At present, 
the size of the local furniture sector stands at around BDT 7,000 
crore. The Bangladeshi made furniture have high demand both in 
local market, as well as in foreign markets. Among the foreign 
markets, Japan, India and the European Union mostly play a major 
role in increasing our earning from exporting furniture.

Branding and promotion of furniture differs from brand to non-
branded ones. In most cases it is seen that the renowned brands 
such as Otobi, Hatil, Navana, Partex, Akhtar are right in the field with 
all they have to best promote their own individual products. They 
use television advertisement; billboards; promotion offers; online 
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advertising; promotion through outlets; and some also go for direct 
marketing, for example: Partex, they are known for keeping 
individual customer profile and approaching their current and 
potential customers with updates of their latest and ongoing 
product in the market. On the other hand, most of the non branded 
local furniture firms are hardly seen more active in branding or 
promoting their products. The two reasons behind may be, they are 
far from generating enough profit to invest on advertising, or due to 
being new comers in the field they are currently facing loss in their 
introductory stage. Either way it is hampering their promotion 
activities, due to which they only sell their products through their 
showroom(s).

The recent Furniture Fair held at Bangabandhu International 
Conference Center (BICC) that kicked off for 6 days and ended on 11 
October, 2011, gave both the branded and non branded firms an 
opportunity to present themselves before the market. Bangladesh 
Furniture Industry Owners’ Association organized the 10th episode 
of fair at city’s Bangabandhu International Conference Center (BICC) 
to boost local furniture market as well as export earnings from this 
sector. A total of 82 local companies, including the leading furniture 
brands, displayed and sold their latest products at the fair. Besides 
home and office furniture, home decorative, flush doors, furniture 
making technologies, machinery, equipment, coloring agent were 
on the display. Participating companies said that they received very 
good response from customers. Companies offered a price discount 
ranged between 10 and 30 percent on their regular prices, which 
drew huge public attention.

To serve the varied needs and trends, furniture makers keep 
products of various qualities and raw materials. Customers and 
different groups of clients get to experience the difference and 
choose freely, that which quality of furniture they want. Generally, 
timber is used in making outdoor furniture and also used for indoor 
flooring and as a surface for indoor furnishings. Of various timber 
types low and high cost teak has natural oils that make it suitable for 
use in exposed locations, where it is durable even when not treated 

with oil or varnish, making it longer lasting. Teaks cut from matured 
trees grow slowly in natural forests is more durable and harder. 
However, the demand for imported teak is still high among the 
careful buyers, especially from Burma and Canada. “The reason for 
this is the fast depletion of our local teak every day. The supply of 
timber from teak, especially of Chapalish, Garjon, Gamari and many 
other varieties from Rangamati, Chittagong, Bandarban and Sylhet 
forests, has almost stopped for years,” said Mohammad Bazlul 
Karim, secretary of the Mirpur unit of Bangladesh Furniture Owners 
Association (BFOA). Now, the price of a cubic foot of Burma teak, the 
most preferred teak, ranges from BDT 3,000 to BDT 7,000, while 
Chittagong teak, popularly known as Shegun from Chittagong Hill 
Tracts, costs BDT 2,000 to BDT 4,000 in the local market. Oak and 
Mahogany are also preferred for making cabinets and drawers. The 
prices of each cubic foot of oak range from BDT 2,000 to BDT 3,000 
and those of mahogany between BDT 1,500 and BDT 2,500. Beside 
these Laminated board comes from India, Japan, Korea etc; 
processed wood comes from United States, Germany, UK, Japan; 
Metal sheet comes from china, UK, Canada, Malaysia etc.; plastic, 
Steel, Iron come from various country and these are found 
everywhere in the world, which have high demand in local firms in 
making furniture.

The Furniture industry of Bangladesh has proved to be one of the 
most promising sectors with a high export potential. According to 
EPB (Export Promotion Bureau) the records of income generated 
from exporting furniture shows a splendid growth. EPB data shows 
that Bangladesh earned USD 2.2 million from exports of wood and 
furniture in fiscal year 2005-2006, USD 1.8 in 2006-2007, USD 2.4 
million in 2007-2008, USD 3 million in 2008-2009, and in the fiscal 
year of 2009-2010 Bangladesh exported furniture worth USD 21 
million, which is huge compared to previous income. This year, the 
export target has been set at USD 25 million, even though much 
below the present world furniture market of USD 50 billion, but it is 
a good start. Katalyst, a consultancy firm, plays an important role in 
such huge achievement. In 2009 the firm teamed up with EPB and 
BFEA (Bangladesh Furniture’s Export Association) to produce 
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furniture of global standards and facilitate export. Katalyst 
identified the advantage of this sector in terms of cheap labor, low 
cost of entry, product diversification and duty-free-quota-free 
access to the European Union and India. They also assisted BFEA in 
understanding the Japanese buyers, selecting the right products 
and formulating a short and long-term strategy to penetrate the 
Japanese market. Furthermore, recently the government has 
planned to cut duties on imports of raw materials for furniture to 
increase exports. The Bangladeshi economy is developing at a fast 
pace and the government has declared the furniture industry as a 
booming sector.

While in our urge to get newer furniture, new model from branded 
or non-branded ones, we are moving onwards to neglecting our 
environment. Hundreds of toxic elements are produced while 
satisfying our need or desire to have furniture; this in later phase 
harms the environment. Everyday more and more forests are being 
cut down just to satisfy the increasing demand for wooden 
furniture. More and more plastic furniture is being used to satisfy 
the demand in that zone. Plastics are harming the environment 
more than satisfying needs because it is not recyclable. Companies 
are cutting down and producing plastic furniture to satisfy the 
current need but are not considering the long-term impact of these 
actions’. Trees and forests take a long time to grow and just a 
moment to being destroyed. Global warming is one of the most 
influential factors behind the loss of trees and deforestation.

The furniture industry is very important and its growth cannot be 
neglected. There are many problems arising with its growth too 
which should be overcome as soon as possible. Mostly the 
companies are blocked with problems like:

• Lack of use of technology in the production method

• lack of proper distribution channels

• failure to create awareness

• lack of skilled employees or workers

• lack of innovation.

There are some recommendations that will provide the opportunity 
to remove those problems. Such as:

• Developing an effective promotion strategy and good 

branding

• providing proper training to unskilled and semi skilled 

workers

• improving the distribution channel, improving 

international design standard

• branding of Bangladeshi furniture abroad for increasing 

awareness

• Allowing an exportation development plan.

Companies can easily take up actions for improving these aspects 
and overcome such problematic areas. Companies can put in more 
ideas to create awareness (like, sponsoring; TV commercials and so 
on), keep a tight criteria for selecting the employees, give the 
employees training sessions to keep them updated about the 
currents market trends, encourage employees about bringing in 
innovative ideas and finally think of approaching the international 
market by bringing in a bigger budget to satisfy the swarming local 
needs.
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Mobile Banking:
A Technological Bliss
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Introduction

Mobile banking refers to a client-server system that is specially 
designed for mobile devices, allowing banking customers to access 
their accounts, pay bills, authorize fund transfers, or perform other 
activities. Mobile banking (also known as M-Banking, mbanking, 
SMS Banking) is one of the newest approaches to the provision of 
financial services through ICT, made possible by the extensive 
adoption of mobile phones in both developing and under-
developed countries. With the introduction of the first primitive 
smart phones with WAP support enabling the use of the mobile web 
in 1999, the first European banks started to offer mobile banking on 
this platform to their customers (www.itavisen.no).

The introduction of the Internet banking helped give the customer's 
anytime access to their banks. However the biggest limitation of 
Internet banking is the requirement of a PC with an Internet 
connection, not a big obstacle if we look at the US and the European 
countries, but definitely a big barrier if we consider most of the 
developing countries of Asia. Hence M-Banking scores over Internet 
Banking is that it enables ‘Anywhere Banking'. Customers now don't 
need access to a computer terminal to access their banks, they can 
now do so on the go – when they are waiting for their bus to work, 
when they are traveling or when they are waiting for their orders to 
come through in a restaurant.
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Mobile banking offers these following services:
i. Balance checking in the account, ii. Due date of payment, iii. Mini-
statements and checking of account history, iv. Alerts on account 
activity or passing of set thresholds, v. Access to loan and card 
statements, vi. Ordering check books, vii. PIN provision, Change of 
PIN and reminder over the Internet, viii. Blocking of (lost, stolen) 
cards, ix. Mobile recharging, x. Commercial and Bill payment 
processing, xi. Peer to Peer payments, xii. Portfolio management 
services, xiii. ATM Location.

Advantages of Mobile Banking

As aforementioned Mobile banking has an edge over internet 
banking. With mobile banking, connectivity is not a problem. You 
can find mobile connectivity in the remotest of places, also where 
having an internet connection is a problem, and you also do not 
need a computer. The interface is quite user friendly so anyone can 
operate it.

It is time effective as now you can pay your bills or execute your 
transactions sitting at home. It is cost effective too as various banks 
provide this facility at a lower cost as compared to banking by self.

M-Banking is also a secured process as it reduces the risk of fraud. 
You will get an SMS whenever there is an activity in your account. 
This includes deposits, cash withdrawals, funds transfer etc. You will 
get a notice as soon as any amount is deducted or deposited in your 
account.

M-Banking is not only beneficial for the users but also the banks. It 
cuts down on the cost of tele-banking and is more economical. It 
also serves as a guide in order to help the banks improve their 
customer care services. Banks can also use this service to promote 
and sell their products and services like credit cards, loans etc. 
Needless to say, mbanking has many benefits in the society.

Mobile Banking Worldwide

Mobile banking is used in many parts of the world with little or no 
infrastructure, especially remote and rural areas. This aspect of 

mobile commerce is also popular in countries where most of their 
population does not have access to banks. In most of these places, 
banks can only be found in big cities, and customers have to travel 
hundreds of miles to the nearest bank.

In a year of 2010, mobile banking users soared over 100 percent in 
Kenya, China, Brazil and USA with 200 percent, 150 percent, 110 
percent and 100 percent respectively (Mansfield, 2011). In Iran, 
banks such as Parsian, Tejarat and Mellat offer the service. Banco 
Industrial provides the service in Mexico. Kenya's Safaricom has the 
M-Pesa Service. In Somalia, the many telecom companies provide 
mobile banking.

Countries like Korea where mobile penetration is nearing 
saturation, mobile banking is helping service providers increase 
revenues from the now static subscriber base. In fact Korea boasts 
about a 70% mobile penetration rate and with its tech-savvy 
populace has seen one of the most aggressive rollouts of mobile 
banking services.

Telenor Pakistan has also launched a mobile banking solution, in 
coordination with Taameer Bank, under the label Easy Paisa, which 
was begun in Q4 2009. Eko India Financial Services, the business 
correspondent of State Bank of India (SBI) and ICICI Bank, is 
providing M-Banking in India (Friedman, 2010).

Mobile Banking in Bangladesh

Mobile banking is a prime concern for Bangladesh for its un-banked 
inhabitants to be covered under banking facilities. In terms of 
current situation, 13% of the country's population has access to 
some kinds of formal banking systems while the rest depends on 
informal ones. At present, the potential changes of mobile banking 
have been observed through mobile remittances (m-Remittances) 
and mobile payments (m-Payments). These two services help 
reducing financial exclusion substantially.

Dutch-Bangla Bank Limited (DBBL) is the first bank in Bangladesh, 
who introduced mobile banking service to bring poor people from 
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remote area under smart banking service. DBBL is operating this 
new innovative banking service through Banglalink and Citycell 
mobile operator and their approved agents through out the 
country. Bangladesh Bank has already allowed 10 banks to initiate 
mobile banking with the aim to connect the deprived section of the 
society with the modern banking system; DBBL is the first runner 
among of them.

Under the mobile banking services, bank-nominated ‘Agents’ 
perform banking activities on behalf of the banks, like opening 
mobile banking account, providing cash services (receipts and 
payments) and dealing with small credits. Cash withdrawal from a 
mobile account can also be done from an ATM validating each 
transaction by ‘mobile phone & PIN’ instead of ‘card & PIN’. Other 
services that are being delivered through mobile banking system 
are person-to-person (e.g. fund transfer), person-to-business (e.g. 
merchant payment, utility bill payment), business-to-person (e.g. 
salary/commission disbursement), government-to-person 
(disbursement of government allowance) transactions.

bKash Limited, a BRAC Bank subsidiary, also launched its mobile 
banking operation a few days ago. In February 2011, mobile 
operator Robi Axiata Limited signed a partnership agreement with 
bKash to provide access to its services for Robi subscribers and 
extend the distribution of the service.

In its service called Mobitaka, Grameenphone allows its subscribers 
buy train tickets right from their mobiles, along with services to pay 
utility bills. Grameenphone also runs Cell Bazaar, an enormous 
market where users can arrange to buy and sell anything and 
everything, from their handset.

Challenges of Mobile Banking

Although mbanking has many uses, in many countries people still 
trust the traditional (manual) way of dealing with money. They are 
not accustomed to using and trusting machines. Bangladesh is no 
exception. This unnecessary fear needs to be removed from the 

mind of people through media awareness and promotion. Like 
many other m-commerce services, mobile banking services can be 
challenging and no single company has all the expertise required to 
develop and deliver compelling services on its own. 

For M-Banking, the challenges include handsets operability, 
security, reliability and customization of services. This requires a 
fresh knowledge of m-Banking and 'know-how' procedures to get 
acquainted with the services. Implementation complexity includes 
m-Apps, m-Payment and m-Money + transfers. Firstly, m-Apps 
involve typical banking interactions over medium like account 
balance, previous transaction, payment of mobile bills. Secondly, m-
Payment which is one part of m-finance landscape, can be further 
broken up into; m-Commerce and bill payments. Thirdly, m-Money 
+ transfers involve un-banked transactions, money transfers and 
micro-payment. The most important solutions for reducing financial 
exclusion that have currently been used in Bangladesh are money 
transfers, i.e., m-Remittance (local or international) via mobile 
phones access.

Some banks do not provide mobile banking at all. Others require 
you to use a custom mobile banking application only available on 
the most popular smart phones, such as the Apple iPhone and RIM 
Blackberry. Third-party mobile banking software is not always 
supported. It is a big challenge for banks to offer mobile banking 
solution on any type of device.

Security experts generally agree that mobile banking is safer than 
computer banking because very few viruses and Trojans exist for 
phones. That does not mean mobile banking is immune to security 
threats. Mobile users are especially susceptible to a phishing-like 
scam called 'smishing' (www.ecommerce-journal.com). It happens 
when a mobile banking user receives a fake text message asking for 
bank account details from a hacker posing as a financial institution. 
Banks need to take care of these important issues. Security of 
financial transactions, being executed from some remote location 
and transmission of financial information over the air, are the most 
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and transmission of financial information over the air, are the most 
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Changing Motivational Approaches
to Ensure the Right Touch

Irin Fahinur Sultana*

Motivation is one of the most important functions a manager has to 
carry out. Whenever a person enters into an organization he can think 
of two levels of performance. One: the minimum he can get away 
with; the other: the maximum he is capable of. 
And the difference between the two is 
motivation.

T h e  m a x i m u m  
performance a person 
is capable of is very interesting. The nearer one reaches to that 
performance level the further up it seems to go and this is what really 
‘develops’ a manager. Now let us look at why some people are able to 
do this well while many are not able to do this well.

The traditional ways we can motivate people are very simple: the 
carrot and the stick - money and fear. If we tell a subordinate: “I want 
this to be done by this evening- otherwise don’t bother to come 
tomorrow”. There are good chances he will do it. However the 
problem is: suppose he says, “I’m not going to complete the task this 
evening and I’m going to come tomorrow. Let me see what you do”. 
Then you have a problem because the fear is now on your side. The 
lack of motivation may become a cancer, if not treated, and can also 
destroy the whole organization. So the way of motivating people 
has changed today. We find the use of fear has gone. Managers are 
inspiring their employees through satisfying them methodically to 

MOTIVATION

Maximum
Effort

Minimum
Effort

121Vol. 02 • No. 01 • January-June 2012

* Irin Fahinur Sultana is a undergraduate student of Business Administration at ULAB School 
of Business, University of Liberal Arts Bangladesh (ULAB). She has majored in Accounting. 
Her favorite arenas of research interest include Organizational Behavior, Consumer 
Behavior, and Principles of Management. <irin.fahinur@gmail.com>

120 Marketing Review

Marketing Review
ISSN 2222-9159

complicated challenges that need to be addressed jointly by mobile 
application developers, wireless network service providers and the 
banks' IT departments (www.computer.org).
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bonds will help to instill loyalty and engender positive 
emotions about the company.

c) To be Challenged and Comprehend

We strive to understand and feel challenged. Managers 

should make people think applying in a breakthrough 

fashion style. It inspires a person to learn and grow, face and 

overcome challenges. The two different approaches of 

challenging projects are:

i. Self motivated projects

Self-motivated projects' is the ability to start and finish what one has 
started. Most people, working alone, do not finish what they start.

The ability to finish challenging projects is the secret to being a 
winner. First requirement is interest, then asking questions which 
inspires' the learning process. With information, a challenge is 
presented and a goal set. When action is taken, the barriers of 
persistence, risk, fear and failure become a challenge by itself. Self-
motivated projects are difficult because no one cares if they 
succeed, which is another barrier. This is why most people quit 
before they get a good start. People, who find ways to overcome 
barriers and hang in there, are the winners. They develop skills and 
confidence, which are required steps to larger projects.

touch their thoughts, emotions, actions and also the things we get 
from output.

 The way of changing motivational approaches is given below:

Figure: Process of Motivation

4-Drive Models of Employee Motivation

The Four Drive theory was presented by Lawrence and Nohria in 
their ‘Driven’ book which was published by Jossey-Bass, in 2002. 
This model helps a manager to figure out what actually he needed to 
do for developing his employee motivational level. According to this 
theory, there are four main drives:

a) To Acquire and Achieve

We all have a drive to acquire money, things, prestige and 
power. Actually money and job satisfaction are the two wings 
of a bird. If a manager gives the credit, it promotes the 
employees achievements. This drive comes from the Mother’s 
Law: “Coupling of something not valued with something that 
is valued”. That means “When you have finished your task, 
you’ll get a chocolate, otherwise no chocolates”.

b) To Bond and Belong

We want to bond with others and have positive meaningful 
relationships. In this case, managers can apply the law 
which indicates that “Praise in public and criticize in 
private”. It can help to build up social relationships with the 
co-workers that help employees feel a part of group. These 

Figure: When to Use Rewards: A Simple Flowchart
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ii. Team motivated projects

Everyone can be inspired to achievement in a team-motivated 
environment. With a common goal, team members support each 
other until success is achieved. In this environment, others do care 
and team members are needed for achieving the goal. For this 
reason, team motivation is extremely powerful. The exchange of 
ideas, information and testing the results, adds to the motivating 
force. As a result, each member seeks to be a leader of quality input.

d) To Define and Defend

We also need to defend those things and ideas we believe in. 
Managers should make employees feel such pride and attachment 
to the company that they are motivated to defend it against all 
attacks. While acquisition, bonding, and learning are active drives 
that human seek to fulfill, the drive to defend is latent. The defend 
drive must be stimulated by a threat to become active. Threats to 
the individual, their group, and the firm as a whole can trigger the 
drive to defend.

From this model of theory, we can easily search out the answers of 
the following questions that most of the times stay hidden inside 
our mind:

i. Why do millions of people go to work each day?

ii. Why do some people climb towards success?

iii. Why do some of them just sit and watch?

iv. Why do others run away?

All of these questions come back with only in one answer, which is 
called Motivation….
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Preamble

Population of Bangladesh is growing, but cultivable land is not. On 
an average, only 69.46% of total land is used for agricultural 
purpose. In 2007, cultivable land to man ratio for every 10,000 
people was 6.38 sq. km, which is one of the lowest in the world. As 
population increases per capita cultivable land or land to man ratio 
is waning; it is obvious that more pressure will be given on the same 
land to produce more food. According to Food and Agriculture 
Organization (FAO), in Less Developed Countries (LDCs), agriculture 
typically contributes most to Gross Domestic Product (GDP) and 
creates job for over 50 percent of the labor force. For Bangladesh in 
2008, agriculture sector contributes 16 percent of total GDP and 
employs 45 percent of the labor force.  A study (Kriesberg, 1974) 
points out in LDCs that consumers usually put out more than 50 
percent of their household income on food products. Hence, 
agriculture sector is directly linked to economic growth, 
employment generation, food security, and improvement of living 
standard.

The population growth rate of Bangladesh was 1.12 percent in 2010, 
whereas the rural population growth rate was 0.46 percent and 
urban population growth rate was 2.85 percent.  The underlying 
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primary markets. Goods are 
directly sold in these 
markets. These markets are 
commonly established at 
the central places of a 
village or beside important 
roads or rivers. Next level is 
secondary markets which 
play a bidirectional role 
both as an assembly centers 
for the surplus supplies coming from the local markets and as a 
wholesale outlets for the supply of agricultural goods to local markets 
in deficit localities. Rural assembly markets are typically located in 
production areas and primarily serve as a meeting place for farmers 
and traders. These markets may be permanent or sit occasionally, 
may be once in a week such as ‘Haat bazaars’. These markets gather 
large quantities of product for onward sell to outside buyers (agents 
of major urban consumption centers). The ultimate destination of the 
proceeds of secondary markets is terminal markets which serve the 
major urban population centers of the country. These markets collect 
and assemble agricultural outputs from secondary markets and 
distribute them to demanding areas of urban centers.

Market System

In our analysis we have found that there are two different market 
systems prevail in the agriculture sector of Bangladesh- trader 
system and large scale commercial system. 

a) Trader system: Trader system is often referred as ‘atomistic 
system’ with large numbers of relatively small traders operating at 
different levels in the marketing chain. Traders perform a critical 
role in purchasing, collecting, and bulking products from small scale 
producers. Traders are typically single person business who lack 
access to credit, thus try to maximize returns through rapid turnover 
of small quantities. Alongside, traders face constraints like- lack of 
standardization of agricultural outputs, poor infrastructure of 
transport & telecommunications.
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message of this imbalance growth is that the higher numbers of 
urban people need to be feed by rural people in near future. This is 
an unambiguous indication that agriculture production and 
marketing systems need to be developed to direct production and 
distribute that output to the point of consumption. Another study 
(Dixie, 1989) shows that agriculture and food marketing improves 
rural income in developing countries. Hence, agriculture marketing 
could play a considerable role for development of agriculture sector 
and economic growth of Bangladesh.

Defining Agriculture Marketing

Agriculture marketing encourages competing firms to generate 
value by efficient allocation of resources and improving product 
prices and services in the food industry which in turn ameliorate the 
living standard of the society. Agriculture marketing can be defined 
as flow of services- such as planning production, growing, 
harvesting, grading, packing, transportation, storage, distribution, 
advertisement and sales- that move agricultural outputs from the 
firm to customers. According to World Bank- “The marketing system 
is considered to involve physical assembly, handling, storage, 
transport, processing, wholesaling, and retailing of agricultural 
products, together with services directly supporting these activities, 
such as market information, establishment of grades and standards, 
financing of marketing activities, and price risk management.”  
Agriculture marketing is required to bridge the gap between 
suppliers and demanders for the betterment of the country. 
Agricultural marketing focuses on the issues of customers’ needs, 
wants and demand for customer satisfaction of diversified 
agricultural products. It generates market information, develops 
infrastructure, and works for the better understanding customer 
needs and efficient positioning and selling of agricultural outputs in 
the marketplace.

Agriculture Market Characteristics in Bangladesh

Agricultural outputs are mainly sold in different markets- local 
(primary) markets, assembly (secondary) markets, and terminal 
wholesale markets. Villages of Bangladesh are mainly served by 

markets are typically

Figure 1: Different Levels of Market for Agricultural Output
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Lack of standardization forces traders to rely on personal inspection 
of products, in response traders need to personally travel between 
markets to buy-sell goods. Limited market knowledge and high 
search & transport cost due to poor transport and 
telecommunication limit traders’ operation to a small geographic 
area. On the contrary, farmers have poor market information and 
face uncertain prices for their outputs which vary not only with the 
market forces (demand-supply interaction), but also with the 
relationship with local traders. Moreover, high transport cost and 
trader margins may depress the price.

b) Large scale commercial systems: Large scale commercial firms 
can be seen in the domestic agriculture market when reasonable 
expected return on investment can be achieved through economies 
of scale and small firms (traders) face high barriers to entry. With the 
growth of urban economies, large scale commercial processors and 
wholesalers are getting novel opportunities through highly 
concentrated and reliable consumer demand in well established 
retail sector. 

Constrains in the Agriculture Sector of Bangladesh

From our analysis we have identified five major impediments of 
agricultural sector development in Bangladesh. They are showed in 
the figure below.

Lack of physical infrastructure

I n s u f f i c i e n t  p h y s i c a l  
i n f r a s t r u c t u r e  l i k e  p o o r  
t r a n s p o r t a t i o n  a n d  
communication system increases 
cost of supplier in the form of 
search cost, transportation cost 
and loss of perishable goods. This 
works as an informal market 
barrier and widens the gap 
between the price at the supplier 
end and consumer end.
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Low technical know-how

Farmers have low technical know-how regarding the state-of-the-
art technologies, strategies to mitigate the impact of global 
warming, market (local & national) potentials, business skills, and 
access to finance and agricultural extension services.  These make 
the agricultural output production process less efficient than its 
potential.

Poor institutional framework

Present institutional framework fails to support the formation of 
strong producers and traders. The lack of availability & accuracy of 
information, poor legal & socio-economic framework make it 
impossible to have fair terms of trade and enforce the existing 
contracts. In response, long supply chain of middlemen and 
dependence on the personal relationship between producers and 
traders substituted the institutional framework.

Ineffective agriculture marketing management

Farmers possess almost no control over the output of their 
production; it is because the cultivation or farming process largely 
depends on weather and biological pattern of the production. 
Framers and traders both lack the required knowledge, skills and 
abilities to market their goods. It is not feasible (cost-effective) for 
small traders to develop and implement marketing management 
strategies.

Poor supply chain management

Poor supply chain management and inadequate post-harvest 
activities cause substantial output loss. Post-harvest losses in 
durable crops ranged between 10-15 percent; loss in semi-
perishable crops was 15-30 percent and that of perishables, 25-40 
percent (Hussain, 1993). The cartoon of food pipeline shows the 
leakages of output loss- pre-processing, transport, storage, 
processing and packaging, and marketing.

Figure 2: Impediments of Agricultural Sector

Poor Supply Chain
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Low Technical
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Constrains in the Agriculture Sector of Bangladesh

From our analysis we have identified five major impediments of 
agricultural sector development in Bangladesh. They are showed in 
the figure below.

Lack of physical infrastructure

I n s u f f i c i e n t  p h y s i c a l  
i n f r a s t r u c t u r e  l i k e  p o o r  
t r a n s p o r t a t i o n  a n d  
communication system increases 
cost of supplier in the form of 
search cost, transportation cost 
and loss of perishable goods. This 
works as an informal market 
barrier and widens the gap 
between the price at the supplier 
end and consumer end.
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Low technical know-how

Farmers have low technical know-how regarding the state-of-the-
art technologies, strategies to mitigate the impact of global 
warming, market (local & national) potentials, business skills, and 
access to finance and agricultural extension services.  These make 
the agricultural output production process less efficient than its 
potential.

Poor institutional framework

Present institutional framework fails to support the formation of 
strong producers and traders. The lack of availability & accuracy of 
information, poor legal & socio-economic framework make it 
impossible to have fair terms of trade and enforce the existing 
contracts. In response, long supply chain of middlemen and 
dependence on the personal relationship between producers and 
traders substituted the institutional framework.

Ineffective agriculture marketing management

Farmers possess almost no control over the output of their 
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depends on weather and biological pattern of the production. 
Framers and traders both lack the required knowledge, skills and 
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Poor supply chain management

Poor supply chain management and inadequate post-harvest 
activities cause substantial output loss. Post-harvest losses in 
durable crops ranged between 10-15 percent; loss in semi-
perishable crops was 15-30 percent and that of perishables, 25-40 
percent (Hussain, 1993). The cartoon of food pipeline shows the 
leakages of output loss- pre-processing, transport, storage, 
processing and packaging, and marketing.
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cost and access to factors of production including financial services.  
Efficient Marketing infrastructure like wholesale, retail, primary & 
secondary markets and storage facilities is the necessary condition for 
cost effective marketing and curtailment of post-harvest losses. 
Studies done on developing countries showed that, efficient market 
information has positive benefits for farmers and traders as up-to-
date information on prices of factors and outputs enable farmers to 
negotiate with traders. Effective supply chain linking agribusiness, 
large retailers and farmers can be developed through effective 
marketing information system, contract farming, warehouse receipt 
system, and participatory supply chain development.

a) Contract farming: Contract farming is the arrangement where 
commercial firms provide production support to farmers in return 
to have the right to buy part or whole output. The ranges of 
supporting services vary substantially based on the terms of 
purchase contract.

b) Warehouse receipt system: Warehouse receipt is a tradable 
document issued by the warehouse operator to a named framer or 
trader indicating product specification (the quality and quantity). 
This will solved the liquidity problem of the farmers or traders for 
which previously they were forced to sale crops at a low price just 
after harvesting.

c) Participatory supply 
chain development: Supply 
chain developed with the 
joint effort of the farmers 
and commercials firms. This 
approach strengthens the 
relationship among market 
participants and   enhances 
t h e  s m a l l  f a r m e r s ’  
competitiveness through 
access to information, 
technology, and financial 
services.

 Figure 4: Effective Supply Chain Management 
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Figure 3: The Food Pipeline

Source: Bourne, 1977, mimeo

Another study on post harvest losses CIRDAP (2010) shows that the 
percentage distribution of different post harvest losses- Harvesting 
5-8 percent, Storing operation 15-20 percent, Storage 5-10 percent, 
Transport 10-12 percent i.e. a theoretical total of 35-50 percent.  
The result of this study is alarming; around 35-50 percent of 
agricultural output is dead weight loss (social loss), and none of the 
producer or consumer is getting the benefit of it!

Strategies to Develop Effective Agricultural Marketing 
System in Bangladesh

From our analysis we have found out that we can have considerable 
development in agriculture marketing by concentrating on two 
issues- designing an effective supply chain and utilizing Information 
and communication technology (ICT).

Planning for effective supply chain

Small scale producers will get the advantage of the domestic market 
growth only when the marketing system in the supply chains which 
linking the farmers (producers) to consumers support a low cost 
production and timely delivery of low cost products. The prospect of a 
small scale farmer to become a low cost producer depends on prices 
of factors of production, managerial efficiency, technology, transport 
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d) Marketing information system (MIS):  MIS provides a guidance 
to make informed marketing decisions which increases market 
efficiency and strengthen the bargaining position and 
competitiveness of the small players of the market.

Information and communication technology- to make a difference

Bangladesh government is working on the vision “digital 
Bangladesh”.  It means effective and useful use of technologies in all 
aspects of life. Information and communication technology (ICT) 
infrastructure is being developed for efficient and effective 
utilization of resources in each and every sector including 
education, health, industry and agriculture. ICT can play the most 
influential role in modernizing and diversifying the entire 
agricultural system-

a) Modernize and diversify the agricultural system: The primary 
goal of installation technology in agricultural sector is modernizing 
and diversifying the entire agricultural system through introducing 
modern machineries in all aspects of agricultural production to 
enhance the productivity and to ensure efficient use of resources. 
Using Information and communication Technology (ICT) in 
agriculture or e-Agriculture refers to using ICTs such as Computers, 
Cell phone, Radio, Television to enhance sustainability of 
agricultural development and food security.

b) Informed and market 
based decisions by the 
farmers: Installation of 
(ICT) will help farmers to 
make more informed and 
market based decision 
about what to produce, 
w h e n  t o  i n i t i a t e  
production, and when & 
which market to sell it. This 
will maximize rural return 
on productive resources 

 Figure 5: ICT for Agriculture Sector Development  
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and minimize post-harvesting loses due to oversupply of certain 
crops.

c) Capacity building of farmers and extension workers: E-
Agriculture promotes a multi-stakeholder, people-centric, cross-
sectional platform that will bring together all stakeholders, 
especially farmers and enabling them to access timely and relevant 
information, view exchange, sharing experiences related to 
agriculture.  Recent trend of Union Parishad based information 
center by UNDP and community based Agricultural Information and 
Communication Center (AICC) innovate new ways of information 
delivery mechanism. Education in agriculture sector helps all the 
stakeholders to make productive contribution. Distant learning, 
multimedia contents and other ICTs can help build capacity of 
farmers as well as extension workers.

d) Technical and marketing support for agri-businesses: 
Bangladesh has a very good potential for agro based businesses. 
Backward and forward linkage can be made very easily. Business can 
be developed in both pre and post harvesting activities like- 
processing, packaging, storage, handling and transportation etc. ICT 
can build a bridge between rural and urban that can reduce 
information gap and foster new income generating activities. Many 
non-farm activities can be developed by improving communication 
linkage between growers, processors and retailers.

Conclusion

Agricultural Marketing plays the central role in agriculture sector 
development through utilization of rural resources, designing 
effective supply chain and developing agro-based businesses. A well 
functioned Agricultural marketing system required a lot of private 
sector involvement supported by necessary policy, legal and 
institutional framework.
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Customer Satisfaction: Why and 
How?

H. M. Neeaz Morshed*

Is it a funny task to make customers satisfied? One of my friends, 
Md. Razibur Rahman (Non-business Studies student) thinks so. He 
believes that the quality of the products is good enough to satisfy 
customers, and satisfaction depends on only the product’s quality 
or performance. Products’ quality may be most important to make 
the customer satisfied, but it isn’t good enough. Today, customers 
are much more aware of their purchases and consumptions. Now 
they judge not only the quality or the performance of the products 
but also the activities of the employees, the company’s activities- 
that means company’s social responsibilities, and all the activities 
(packaging, advertising and so on) regarding a product’s 
introduction and also activities after that. According to Peter F. 
Drucker, business guru, “The single most important thing to 
remember about any enterprise is that there is no result inside its 
wall. The result of a business is a satisfied customer”.

“Satisfaction is a person’s feelings of pleasure or disappointment 
that results from comparing a product’s perceived performance 
(outcome) to their expectations” (Kotler and Armstrong, 2010). This 
statement says about a person’s consumption of a product and 
comparison between the product’s perceived value. Customer will 
be satisfied if the product’s performance touches his/her heart, that 
means if it matches the person’s positive mental set, otherwise not.

Smart companies aim to delight customers by promising only what 
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they can deliver, then delivering more than they promise. Since it is 
difficult (like to make people smile), company should promise what 
it can do, as well as deliver properly considering this. “Delighted 
customers not only make repeat purchases, they also become 
customer evangelists, who tell others about their good experiences 
with the product” ( Kotler and Keller, 2006). We realize this 
statement in our everyday life. When we share our experiences (it 
may be about a product’s advertisement, may be on shopping, may 
be after sell service, may be packaging and other things) with our 
friends and families. We agree that satisfied customers buy again 
and again and share these good experiences with others. It doesn’t 
mean that dissatisfied customers sit idly with a piece of 'lollipop' in 
their mouth. They also spread the bad experience so quickly if they 
gathered. “Companies need to be specially concerned today with 
their customer satisfaction level because the internet provides a 
tool for consumers to quickly spread bad word of mouth as well as 
good word of mouth. Some customers even set up their own web 
sites to air grievances and dissatisfaction, forgetting high-prolific 
brands such as United Airline, Wal-Mart and Mercedes-Benz.”

Figure: Customer Satisfaction
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Customer Satisfaction: Quality

During the 1970s and 1980s, customer grew more attended to the 
quality of the goods or services. Without quality products or 
services, a firm loses its ability to complete in the marketplace and 
its cost structure can also become uncompetitive. Operation 
managers in conjunction with the managers at other functional 
departments are giving more attention to satisfy customer by 
improving quality that may be possible by TQM. Quality is 
everyone’s responsibility but a Quality Assurance Coordinators 
designs, develops and implements policies and procedures that 
enhances quality performance.

Customer Satisfaction: Time

Customers will be satisfied if they get the ‘up to date version’ of their 
desirable products or services time to time. So, companies can 
satisfy their customers by filling orders introducing new and variety 
of products or services earlier than the competitors. Honda used 
this ability to thwart Yamaha’s attempt to replace Honda as the 
world’s largest motorcycle manufacturer. Honda’s strategy was to 
introduce a wide variety of products so quickly, that Yamaha would 
be unable to keep up. Within 18 months, Honda introduced a wide 
variety of products so quickly that Yamaha was just an spectator to 
observe the magic. Honda introduced or replaced 113 modals of 
motorcycles. Yamaha was unable to keep up and its sales all but 
dried up. So, based on time, satisfaction depends on first delivery 
time, on time delivery and development speed.

Customer Satisfaction: Flexibility

Flexibility is a characteristic at a firm’s operation that enables it to 
react to customer needs quickly and efficiently. Customization is the 
ability to satisfy the customer unique needs by changing product or 
service design and volume flexibility that means the ability to 
accelerate or decelerate the safe of production quickly to handle 
large fluctuations demand.

Customer Satisfaction: Price

Many of us think that a company can increase customer satisfaction 
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by lowering its price. It is true only for a small part of customers, not 
for a whole. There are some customers who never mind at increasing 
price but emphasis on quality first. Kevin Clancy, chairman of 
Copernicus; a major marketing research and consulting firm found 
that only 15% to 35% of buyers in most categories are price sensitive. 
Company may maintain its customer satisfaction through lowering 
price but maintaining a minimum quality, maintaining price and add 
value, and increasing price and Improve quality.

Some customer service secrets that can increase customer 
satisfaction:

i. Start with a positive attitude: Look at any customer’s 

service situation as a challenge, and an opportunity to learn 

and grow, and take care of the customer’s needs. Start with 

a positive attitude that says, “I want to help you and 

together we’ll find a solution.” You never know who is 

watching you, so always give them your best face.

ii. Listen with empathy: Put yourself in the customer’s mind, 

feel his/her pain and communicate to the customer you 

understand the pain by saying “Thank you for sharing your 

concerns with us.”

iii. Take responsibility: Don’t make excuses for what happens 

with the customers. Apologize and take ownership for what 

happens with customers.

“Our policy- Rule-1: The customer is always right! Rule-2: If 

the customer is ever wrong, reread rule-1” (Stew Leonard)

iv. Communicate your plan of action: Let the customer know 

what you are willing to do, to take care of his/her concerns. 

Ask for the customer’s commitment to the plan before 

producing with the action.

v. Take action: You make sure or make them understood that 

you deliver more than what is promised. Act quickly act 

with a quality solution and act with integrity.

138 139Vol. 02 • No. 01 • January-June 2012Marketing Review

The 10 best companies for customer satisfaction according to ASCI 
(American Consumer Satisfaction Index):

Name of the Company Category Points

1. Apple  Personal Computer 77

2. General Electronics Major appliances 81

3. Toyota Motor Automobiles 79

4. Google Search engines 82

5. South West airlines co. Airlines Industry 78

6. Cox Communication Fixed Line Telephone 76
Service Provider

7. Hilton Hotels Laboratory Studies 75

8. Papa Johns International Limited Service Restaurant 79

9. The DirecTV Group Cable and Satellite TV 71

10. Samsung Cellular Phone 73
Electronics America

 Source: ASCI survey

Measuring Customer Satisfaction
In a survey of nearly 200 senior marketing managers, 71% responded that 
they found a customer satisfaction metric very useful in managing and 
monitoring their business.

A number of methods exist to measure customer satisfaction:

i. Periodic surveys: It can track customer satisfaction 

directory and also ask additional question.

ii. Customer loss rate: Company can monitor their customer 

loss rate and contract customers who have stopped buying 

or who have switched to other. “Your most unhappy 

customers are your greatest source of learning.”-Bill Gates, 

Microsoft.



by lowering its price. It is true only for a small part of customers, not 
for a whole. There are some customers who never mind at increasing 
price but emphasis on quality first. Kevin Clancy, chairman of 
Copernicus; a major marketing research and consulting firm found 
that only 15% to 35% of buyers in most categories are price sensitive. 
Company may maintain its customer satisfaction through lowering 
price but maintaining a minimum quality, maintaining price and add 
value, and increasing price and Improve quality.

Some customer service secrets that can increase customer 
satisfaction:

i. Start with a positive attitude: Look at any customer’s 

service situation as a challenge, and an opportunity to learn 

and grow, and take care of the customer’s needs. Start with 

a positive attitude that says, “I want to help you and 

together we’ll find a solution.” You never know who is 

watching you, so always give them your best face.

ii. Listen with empathy: Put yourself in the customer’s mind, 

feel his/her pain and communicate to the customer you 

understand the pain by saying “Thank you for sharing your 

concerns with us.”

iii. Take responsibility: Don’t make excuses for what happens 

with the customers. Apologize and take ownership for what 

happens with customers.

“Our policy- Rule-1: The customer is always right! Rule-2: If 

the customer is ever wrong, reread rule-1” (Stew Leonard)

iv. Communicate your plan of action: Let the customer know 

what you are willing to do, to take care of his/her concerns. 

Ask for the customer’s commitment to the plan before 

producing with the action.

v. Take action: You make sure or make them understood that 

you deliver more than what is promised. Act quickly act 

with a quality solution and act with integrity.

138 139Vol. 02 • No. 01 • January-June 2012Marketing Review

The 10 best companies for customer satisfaction according to ASCI 
(American Consumer Satisfaction Index):

Name of the Company Category Points

1. Apple  Personal Computer 77

2. General Electronics Major appliances 81

3. Toyota Motor Automobiles 79

4. Google Search engines 82

5. South West airlines co. Airlines Industry 78

6. Cox Communication Fixed Line Telephone 76
Service Provider

7. Hilton Hotels Laboratory Studies 75

8. Papa Johns International Limited Service Restaurant 79

9. The DirecTV Group Cable and Satellite TV 71

10. Samsung Cellular Phone 73
Electronics America

 Source: ASCI survey

Measuring Customer Satisfaction
In a survey of nearly 200 senior marketing managers, 71% responded that 
they found a customer satisfaction metric very useful in managing and 
monitoring their business.

A number of methods exist to measure customer satisfaction:

i. Periodic surveys: It can track customer satisfaction 

directory and also ask additional question.

ii. Customer loss rate: Company can monitor their customer 

loss rate and contract customers who have stopped buying 

or who have switched to other. “Your most unhappy 

customers are your greatest source of learning.”-Bill Gates, 

Microsoft.



iii. Hire mystery shoppers: Company can hire mystery shoppers to 

pose as potential buyers and report on strong and weak points.

Figure: Customer satisfaction survey metrics

Source: CSAT survey

Conclusion
Most studies show that higher levels of customer satisfaction leads to 
greater customer loyalty, which in turn results in better company 
performance. The marketer must continue to generate more customer 
value and satisfaction but not 'give away the house.'
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Call for Papers

The Editorial Board of Marketing Review (ISSN 2222-9159) invites 
manuscripts on original empirical work, theoretical papers, 
literature reviews, book reviews and case studies dealing with basic 
and applied topics across a full range of marketing science. 
However, any article in the area of business, social sciences and 
cross-cultural management issues related to any branch of 
marketing science is also welcome. Marketing Review is a fully 
referred academic journal through a double-blind review process, 
carried out by a panel of experts published biannually in January-
June and July-December in English by Center for Marketing Science 
(CMS), Bangladesh. Articles in Marketing Review primarily examine 
emerging trends and changing concerns common to the business 
and society of developing countries.

Authors should clearly write their full name, affiliations (name of 
the studied program, name of the institution etc.), addresses, 
telephone numbers, email addresses and fax numbers (if any) on 
the cover page for potential use by the editorial office and later by 
the production office. Articles must be clearly written in concise and 
unambiguous American English and must be logically organized 
following Author's Guidelines. Manuscripts submitted for review 
must not have been published previously or simultaneously 
submitted elsewhere.    

Manuscripts, prepared according to Author's Guidelines of 
Marketing Review, should be submitted to the Editor through 
email: <marketingreview04@gmail.com> by 31st May, 2012 for 
consideration in the next issue (Volume 2, No. 2).
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Notes to the Contributors

Orientation

Marketing Review is the first and only students’ journal in 
Bangladesh. The aim of this journal is to elicit scholarly articles from 
students studying at least at the undergraduate level. Senior 
students completing Master program are also welcome. Through 
scholarly expression of marketing thoughts, we expect that this 
journal will make a mark in the creative minds of young students 
which would ultimately be carried over in their professional life. 
Nurturing a creative mind through searching, thinking, and creating 
innovative marketing write-ups should result in future scholars who 
would be taking care of numerous problems in their field.

Subject Coverage

We welcome any write-up related to marketing practices, branding, 
promotion, internal branding, or strategic marketing. Empirical 
analysis, case studies, entrepreneurship cases would be preferred, 
however, any related articles to any branch of marketing science is 
welcome.

Important Information for Authors

All papers are refereed through a double-blind review process, 
carried out by a panel of experts. Submission of paper does not 
guarantee publication, however, in many cases, we may require you 
to modify your paper so that it may be published in the journal. 
Papers submitted for peer review should not have been previously 
published, nor be currently under consideration for publication 
elsewhere. Conference papers may be submitted only if the paper 
was not originally copyrighted and if it has been completely re-
written. In this case, an original version of conference paper must be 
submitted along with the one that you are submitting after revision.
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Marketing Education: 

A Simulation Approach
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**Ritu Hasan

Abstract
Use of quality management tools has been a tradition in manufacturing 
sector for a long time. Education sector has been becoming extremely 
competitive in Asian countries, partly because of influx of new students 
every year coupled with rising number of educational institutions 
competing to get the brightest students possible. In this backdrop, we 
inferred that quality management would be the ultimate key to success in 
this competitive environment. The paper employs a simulation approach to 
find this impact and what it means when it comes to marketing this service 
in a competitive space.

Keywords: Marketing education, quality management tools, quality 
management system, simulation, competitive market.

Introduction

The paper employs a qualitative and quantitative approach to 
appreciate the issue of education marketing. For this purpose, we 
employed simulation ....................................................................... 
……………………………………………………………………………………………………
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Methodology

We collected primary data through questionnaire survey, and 
secondary data mainly from internet. Analysis plan includes 
identification of variables through principle component analysis, 
modeling variables, and finding the impact on marketing through 
econometric simulation. The qualitative approach includes........... 
..........................................................................................................

Limitations

We have following limitations in our research, therefore the results 
must be used with following caution………………………………………........

Types of Quality Management Tools

There could be two broad types of quality management tools. We 
define them in the following parts.

Qualitative Tools

Qualitative tools refer to those types of tools that require........... 

………………………...........................................................................

Quantitative Tools

Quantitative tools refer to those types of tools that require 

.………………………………………………………………………………………………

Application of Tools in Quality Management

Knowing how to apply these tools in practice is extremely 
important. We define application as……

……………………………………………………………………………………………………
……………………………………………………………………………………………………

Simulation Approach

Based on research findings, we formulated the following 
mathematical model for the purpose of simulating the effect on 
marketing ……………………………………………………………..........................
……………………………………………………………………………………………………
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Table I: The Variables and Qualitative Importance

Variables Ranking Importance

Faculty 2 Very Important

Facilities 3 Moderately Important

Curriculum 2 Very important

Source: Questionnaire Survey

Therefore, based on available data and ranking by respondents, we 
find that………………………………………………………………………………………..
..........................................................................................................

Other Findings

Besides mathematical simulation, we had noticed some findings 
that are qualitative in nature. We mention those as………………………..

Conclusion (or End Note, Remarks)
Finally, we would like to say that, based on……………………………………..
……………………………………………………………………………………………………..
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