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ABSTRACT

Online platforms have rapidly gained prominence worldwide among both
individuals and businesses. In Bangladesh, internet connectivity has expanded
significantly over the past decade, creating a dynamic environment for online
marketing and digital interaction. This study investigates the interactivity of
various online platforms and examines how different types of content engage,
attract, and retain customers. By analysing connectivity, content management,
and platform usage, this research highlights the critical factors that shape
effective digital communication and promotional strategies. The findings
underscore the urgent need for businesses in Bangladesh to adopt integrated,
consumer-driven online marketing approaches to enhance reach, frequency,
and competitive advantage in an increasingly digital marketplace.
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INTRODUCTION

In recent times, different attempts have been made to evaluate the marketing strategy of
several e-markets (Tang et al., 2001; Avogo et al., 2022). Online marketing is now the most
popular platform for marketers to roll out their campaigns. The Internet not only allows
customers to purchase from home but also gives Marketers the strength to go deep into
consumers' needs and provide them most conveniently.

With the development of the internet, there have been many changes to how a business
might implement a meticulous marketing strategy. The internet is a forceful organism,
with businesses and consumers adapting to its fast growth rate. It opens the market to
global accessibility. Demographic targeting is no longer confined to a limited zone. These
developments demand new marketing strategies where traditional strategies are
integrated with online strategies for broader and more specific target markets.
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STATEMENT OF THE PROBLEM

Online marketing is so extensively inclusive that buyers come within reach of data whenever
and wherever they need it. In antiquity, only particular data was accessible to businesses
(Saura et al.,, 2023). Buyers approach an extensive variety of data where they are not just
educated about what their organizations say regarding their brands, but also what the media,
colleagues, relatives, peers, and so on, are stating. Over the ages, it has been established that
shoppers or consumers trust them more than organizations' statements or promotions.
Purchasers need brands they can trust, organizations they know about, and customized and
relevant associations. The vast majority of the shoppers utilize a few online marketing tools
and an assortment of gadgets that utilize distinctive conventions, particulars, and interfaces,
and they collaborate with those gadgets in various ways and for various purposes (Ahmed et
al., 2024). Unlike traditional media, online marketing is moderately cluttered, which is
reasonable for most new and small businesses (Dahiya et al., 2024). Buyers abandon a great
trail of information in advanced channels. Working with and executing such massive
information banks in an activity is difficult. This analysis aims to look into how computerized
advertising affects consumers and how they respond to it in society.

This research has been conducted to determine the most important factors that affect
consumers' communication with organizations in promoting goods and services on online
platforms and online marketing’s interactivity among different demographic groups. To
find out the type of content and media to focus on attracting, informing, and reminding
organizations of brands or products for a successful online presence. So, the objective can
be classified as follows:

° Learning online marketing in Bangladesh and its effect on personal consumption.

¢  Tomeasure the relative effect of each limited-time instrument on shoppers.

. To recognize the components and contents that impact consumers’ purchase decisions.

° To understand online marketing’s engagement with different demographic segments.

LITERATURE REVIEW

Online marketers typically check factors like content effectiveness, frequency, and duration
of views, sales conversions, etc. The Internet is the most extensively utilized channel in
digital marketing, despite the existence of alternative methods such as wireless text
messaging, electronic billboards, instant messaging on mobile devices, podcasts, digital
television and radio channels, etc. Generally, "digital marketing" refers to the interaction,
use, implementation, and control of marketing strategies and plans for increased consumer
satisfaction and organizational goals across all digital platforms and modern technology
(Yamin, 2017). Hence, the internet is the most vital medium; marketers should design new
online communicative platforms for better marketing strategies. It is to be observed that
online surfers require more satisfaction before they decide to purchase (Atkins, 2003).

Nowadays, social media such as Facebook, YouTube, WhatsApp, Twitter, Instagram, and
other electronic channels have effectively transformed the attitudes and perceptions of
targeted consumers. This online marketing is done through a measurable, vast network of
consumers with consistent data and concurrent feedback on customer experiences. In
broad terms, the internet and digital marketing involve modern technology to support
marketing strategies and initiatives that increase consumer understanding by aligning
with their needs and desires (Boyd & Ellison, 2007). The introduction of Yahoo into the
internet industry in 1994 attracted many companies to start their presence on online
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platforms with care (Zhang et al., 2011). When it came to search engine optimization in
early 2001, Google and Yahoo dominated the market. However 2006, internet search traffic
grew extraordinarily; search engine optimization (SEO) opened a new horizon for major
companies like Google (Sundararajan, 2003). With the development and application of
smartphones and internet accessibility in the 2010s, worldwide, marketers have realized
the significance of online marketing. It has been observed that conventional methods are
needed simultaneously to ensure sound and successful management of customers’ online
(Parsons et al., 1998). Digital content features such as speed, customization, accessibility,
and navigation are essential for online marketing to yield business results (Kiani, 1998).

Online promotion is a dominant marketing tool for building brands and growing business
traffic to achieve their goal (Song, 2001). When evaluating the results and measuring
accomplishment for advertisement budgeting, online marketing is more cost-efficient for
measuring return on investment (ROI) on promotion by marketers in recent times (Munshi
& Munshi, 2012). In terms of goal achievement and successful campaigns, Singapore has
proved that online marketing, one of the main parts of digital marketing tools, has become
more effective and helpful in achieving good results (Kiani, 1998; Rahman, 2017; Ahmed &
Manavalan, 2021). The expansion in electronic marketing has been due to the fast advances
in information and telecommunication technologies (Parsons et al., 1998). According to
research, online resources have a greater impact than conventional forms of communication
(Helm et al., 2013). According to a study by Yannopoulos (2011), the Internet is the most
powerful tool available to businesses, so using it to market on new platforms is essential for
marketers. Because of this, marketers ought to concentrate and devise special plans for an
ever-evolving online presence. To market products and services online, one must have a
separate understanding of branding, pricing, distribution, and promotional strategies.

METHODOLOGY

Companies and institutions have undoubtedly observed the growth and importance of
online presence. However, the type of content, platforms, use, time, and interactivity
needed to be well-identified and smartly presented on the internet. This research is
conducted among consumers who are more internet-friendly and greatly influenced by
the promotional activities of the different organizations. The following is the demographic
information of the respondents:

Table 1: Demographic information of the respondents

Gender Female Male
No of Respondent 52 83
Age Group 14-20yrs| 21-30yrs | 31-40yrs | 41-50yrs| 51-60yrs | 60+yrs
No of Respondent 29 52 28 17 6 3
Profession Student | Private job| Govt. Job| Business| Agriculture| Other
No of Respondent 45 37 19 29 0 5

This research is descriptive. Both secondary and primary data are gathered and analysed
to understand the depth and provide suggestive recommendations. Questionnaires were
structured in a closed-ended format, regardless of age, gender, and consumption pattern.
All the respondents were from Bangladesh to understand the local market accurately. The
total number of respondents was 135, who were given a written questionnaire to fill out. A
Questionnaire was formed in the English language and given to the educated group who
are internet users.
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PROMOTIONAL STRATEGY INTEGRATION THROUGH THE ONLINE PLATFORM

Their client's intuitive association has changed significantly due to the massive
incorporation of online media. Internet marketing has transformed the relationship
between a brand and consumers. It has given consumers enormous power and ability,
created numerous partnerships, and clarified that brands will never again hold the
ostensible upper hand.

Online marketing defined

Online marketing is an umbrella term for promoting items or services using digital
technologies, primarily on the Internet but also on cell phones, display advertising, and
other digital media.

Online marketing has grown dramatically since the 2000s and has changed how brands
and organizations use innovation and computerized specialized instruments to promote
their products. Advanced advertising efforts are becoming more far-reaching and effective
as digital platforms are increasingly integrated into marketing plans, customers' daily
lives, and individuals operate automated electronic devices instead of going to physical
stores (Jayadeva et al., 2022).

Online marketing is certainly a cutting-edge promotional tool that utilizes specialized
devices, distinctive electronic gadgets, and advances to convey marketing messages to
buyers more successfully and effectively (Li et al., 2021). Organizations use advanced
channels, such as Google searches, social media, email, and their websites, to connect with
their current and potential clients.

Computerized promoting vehicles, for example, site design improvement, influencer
showcasing, internet searcher advertising, content advertising, content robotization,
information-driven advertising, crusade showcasing and web-based business promoting,
online networking advertising, web-based social networking enhancement, email
coordinate promoting, show publicizing, e-books, and optical plates and diversions are
winding up more typical in our propelling innovation (Rahman, 2024).

Nowadays, online marketing extends to non-Internet stages that use digital media, like
cell phones (SMS and MMS), on-hold portable ringtones, and call-backs. These things
make marketing communication challenging and give a wider reach with effectiveness
and efficiency.

Growth of the internet, social media, and their impact on customers choosing, selecting,
and purchasing products

The Internet is widely used on all platforms worldwide, in developed and underdeveloped
countries. Intelligence provides a superior picture of the basic patterns of engaging social
media as part of the marketing strategy (Cetind et al., 2012; Edelman, 2010; Hanna et al., 2011;
Ahmed & Khan, 2010). Social medjia is strongly used in marketing everywhere.

Marketing tools, the internet, and social media are doing both active and passive
responsibilities. The Passive approach utilizes the Social Media public as the possible
foundation of customer response (Daifen, 2022). An active move is using social media for
communication, direct sales, customer acquisition, and retention. Riegner (2007) remarks
that the e-marketing of products has substantially impacted the form of customers'
responses. There has been much change in social behavior because of internet marketing
and the availability of social networks.
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Importance of online marketing in Bangladesh

Most countries engage significantly with technology-driven platforms for solving and
establishing their economic developments (Pai & Arnott, 2013). Bangladesh is a
developing nation that has quickly embraced technology. A greater range of opportunities
to contribute to the economy is created by the growth of the telecom industry, mobile
financial transactions, and the Introduction of internet-based applications created by
companies with government support (Rahman, 2023). Marketers and other organizations
are integrating Internet and web-based, or web-assisted, marketing of goods and services.

Bangladesh Bank, the Central Bank of Bangladesh, was permitted to implement electronic
payment gateways in 2009, and e-commerce businesses have grown rapidly. According to
reports, many business-to-consumer companies use the fusion model, which includes "cash
on delivery" mechanisms. This indicates that mass consumers cannot easily access or utilize
the system. According to E-Commerce Directory (2014), the online auction and e-commerce
sectors grew by 10.4% in five years between 2007 and 2012 and are expected to grow by 8.8%
annually. IBIS World reports that over the next five years, the total number of businesses
operating in the e-commerce sector is expected to grow exponentially to 61K+.

2.6% GDP contribution
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Figure 1: Internet, online marketing, and GDP contribution

(Source: http://www telenor.com/wp-content/uploads/2012/03/Towards-a-Connected-
World-1MB.pdf)

It is undoubtedly clear that to cope with modern business and economy, we must
understand the importance of new technologies. The internet has opened up new
windows, and online marketing can help us gain new markets and establish sustainable
revenue sources for them. The massive internet use among Bangladeshi populations
shows that our organization should focus on technology-driven strategies where online
marketing should play a vital role.

ANALYSIS OF DATA INTERPRETATION

Based on collected data from participants, the following analysis has been made where the
discussion on the use of the internet, purchasing online, preference of social media, issues
of using and purchasing from websites as well as obstacles and reasons for not using the
online platform for purchasing etc. are conducted to find a suitable guideline for
marketers who are promoting their products using modern technology and
communicating better for sustainable marketing.
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Figure 2: Frequency of using the Internet

This research was carried out on different age groups. It is revealed that the frequency of
internet use per day is 4+ hours, the topmost, which is nearly 43% of the total population.
People spend much time browsing the internet as depicted in the graph. That indicates
that they mostly update friends’ feeds or current information regularly. So, marketers
should focus more on the growth of online-based marketing strategies.
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Figure 3: Types of sites most visited

The research shows that most of the internet users, which is 30% of the total, are using
social media platforms for social networking, another popular response is on store, and
the rest are grouped in other segments and Entertainment. This shows that more people
are using the internet for chat and social communication, visiting online shops to buy or
get information about products, and just for Entertainment.
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Figure 4: Preferred social media

Most respondents showed that their preferred social media platform is Facebook, 54% way
ahead of the second-largest preferred, YouTube, mainly used for Entertainment and video
content. The mass population, especially young groups, responds more actively on
YouTube. Facebook became a place for social networking, video sharing, group
engagement, and influencer fan pages, making it most popular among teens and young
people. This is a symptom of the growing F-commerce industry in developing nations as it
needs no or the least amount of establishment investments.
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Figure 5: Types of goods purchased/searched online
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The growth of online marketing and purchases is noticeably focused mainly on IT goods,
including computer accessories, mobile phones, and other gadgets. Although consumer goods
seem unusual, many people visit online stores for updated information or to compare different
goods. Tourism, another growing segment, is also gaining popularity in online marketing.

The motivation behind purchasing online
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Figure 6: Motivation behind purchasing online

When the mass population was asked why they think online is a better place to purchase
or search for information, the majority of them answered that they find it easy, which is
more than 45% of respondents’ preference. The second is the home delivery system, which
was responded to by 39 participants. Seeking variety and comparison among brands were
other motivations for using internet platforms.

The obstacle to purchasing online
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Figure 7: Obstacles to purchasing online
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These responses should be carefully monitored as the young group is using the internet and is
getting more accustomed to purchasing online. The results show that about 40% of people
think the payment systems and processes are not comfortable, and they cannot buy because of
it. 33% say they would prefer free home delivery, as the delivery charges often increase, which
seems to lack the motivation for consumers to order online. Respondents also showed that they
would love to have a more user-friendly mobile application customized for them.
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Figure 8: Most visited online store

When participants were asked directly to choose stores, the answers were scattered, and
shops specialized in online retail, like Daraz.com, Ajkerdeal, and Rokomari.com, noticed
more interactions with online customers. Daraz, a subsidiary of Alibaba, the retail
business, Ajkerdeal, another e-commerce convenience shop, and Rokomari, a Bangladeshi
version of Amazon selling books and stationery accessories, are widely popular in this
region. Still, the departmental store Shwapno was among the most preferred stores.
Besides these, many other small Facebook pages and groups were reported for purchasing
online. F-commerce is once again reported as an easy and cheap way to do business,
especially in empowering small businesses in the retail sector.

Preferred delivery method among users

Currently, more respondents want or like to use the cash-on-delivery method, and Bkash
payment is the second most preferred or used method. It is noted that credit cards or debit
cards are very few among the responses when compared to worldwide sales. Marketers
should review their payment methods and understand why credit cards are not well used
among the young target group, as none of the positive responses who used credit card
payment systems were among the young segments.

The research shows that participants are mostly young. Though the majority are male,
females still use the internet and purchase products, often online. Students and private job
holders are more internet-friendly and respond to online marketing activities.
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Figure 9: preferred delivery method

RECOMMENDATIONS

Marketing has been changing its platform slowly but surely. Online market research,
database management, new product development, online store, online customer care, etc.
are growing important. Online promotion is more cost-effective. Communicating with
customers is timely and customized because of using the internet platform. The research
brings out the following recommendations based on the responses from the recorded
demographic groups:

Most of the respondents use the Internet, either from a mobile or desktop PC, for 4 to
6 hours daily. Marketers should find the Internet an emerging platform where they
cannot only sell their products but also use it as a strong communication vehicle.
Mass populations are using Facebook and Twitter as social media for communication
and networking purposes. They also spend a good amount of time on YouTube for
Entertainment. Young teenagers who follow their content regularly are the most
noticeable group engaging on YouTube. Marketers should identify the age group and
their participation in different content on Facebook and YouTube to plan their
communication strategies.

The young generation is more accepting of online shopping, and it is growing
rapidly. So, it is strongly recommended that every company ensure its presence
through online store facilities like mobile-friendly websites, easy payment methods,
and compatibility.

IT products and consumer goods are in high demand, and retail stores like Shwapno,
which offer free home delivery, are quickly gaining the attention of online shoppers.
Online is a new platform in Bangladesh, yet more people are exploring it for more
interactivity and reference group involvement, so endorsement from strong,
influential sources is needed.

Though online is a fast-growing tool, Marketers should also integrate other
promotional tools into their campaigns for credibility and better results.
Organizations are going more effectively through the mobile app, freely
downloadable from the Google Play Store. However, free home delivery could be
significantly considered when considering sales results.
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CONCLUSION

This study brings out the fact that online marketing is indeed an essential part of modern-
day marketing. While online marketing tools and concepts are relatively new to
Bangladesh's mass consumers, they are rapidly replacing traditional methods worldwide,
and Bangladesh will not be any different in the future. The Marketer should understand
the target market’s online presence, time, and preferences, then redesign the whole
marketing program and strategy. From corporate websites to online stores, online
advertisement to customer care, all the strategies and platforms must be encompassed by
the internet and interactive marketing. The more technological developments, the better
the results of online marketing can be achieved by firms. Bangladesh, a highlight of
developing nations in the Asian and African region, is one of the growing economies with
an expected GDP growth of 6-7% annually, and it shows significant growth in e-
commerce. The more people use the Internet daily, the more effective segmentation,
targeting, and positioning are needed with the help of Internet marketing tools. Only well-
designed online marketing communication strategies can reach and ensure sustainable
business growth and customer satisfaction in the long run.
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