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NORTHWESTERN
UNIVERSITY

PHILIP KOTLER

Marketing author, consultant and professor; the 5. C. Johnson & Son
Distinguished Professor of International Marketing at the Kellogg
School of Management at Northwestern University

It is @ matter of enormous pleasure that Marketers' Institute Bangladesh
with the incorporation of universities, corporates will celebrate Bangladesh
Marketing Day for the 7t time on the 17-18 October. This will be one of the
biggest celebrations of the year 2024. 5th Bangladesh Marketing Day will
be celebrated by the Bangladesh Marketing minds of all over the world |
have been informed with joy that the department of Marketing of the
University of Dhaka has helped revive marketing in Bangladesh in the last
50 years. Marketing has evolved massively around the globe and also in
Bangladesh, and | am pleased that alumni from this premier university have
played a significant role in that transformation. | wish the upcoming mega
program a grand success and congratulate the authority of 'Bangladesh
Marketing Day' for publishing the 7* edition of such an informative souvenir
on that massive occasion. It is the biggest celebration of Marketers is all set

for inauguration. Your participation will make us delighted.

Fhilp Kollen

Philip Kotler
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Guest of Honor

Sk Bashir Uddin

Managing Director
AkijBashir Group

On behalf of AkijBashir Group, | extend my heartfelt congratulations to the
Marketer's Institute of Bangladesh for organizing the 7th Marketing Day. This
year's theme, "Marketing Wellbeing," reflects a pivotal focus that resonates
deeply with our values of sustainability and innovation.

At AkijBashir Group, we believe that marketing is not just about connecting
products with consumers but also about fostering a culture of responsibility
and care. Our commitment to sustainability and forward-thinking solutions is
embodied in our motto, "Beyond Tomorrow.” We are continually striving to
create value for our customers, communities, and the environment—ensuring
that our innovations today serve the well-being of future generations.

As we celebrate this Marketing Day, let us embrace the principles of
wellbeing—not just in the way we market, but in the way we lead, grow, and
contribute to the society around us. Together, we can shape a future where
marketing drives meaningful progress and fosters a sustainable, healthier world.

Wishing everyone a successful and insightful Marketing Day 2024.

e .

Sk Bashir Uddin
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NORTHWESTERN
UNIVERSITY

Prof. Dr. Syed Ferhat Anwar

Convener, 7™ Bangladesh Marketing Day
Marketers' Institute Bangladesh
Vice-Chancellor, BRAC University

As the Convener of the 7" Bangladesh Marketing Day. | am thrilled to
welcome you to this special celebration organized by the Marketers' Institute
Bangladesh. This year, our theme, ‘Marketing Wellbeing,' is more relevant
than ever as we explore how marketing can contribute to not only business

growth but also to the holistic well-being of individuals and communities.

In today's rapidly changing world, marketing plays a critical role in shaping
behaviors, driving innovation, and promoting sustainability. As professionals,
we have a unique opportunity to use our skills to make a positive impact on
society by promoting products and services that enhance physical, mental,

and social wellbeing.

On this Bangladesh Marketing Day, let us reaffirm our commitment to
ethical marketing practices and innovation that prioritize the greater good.
Together, we can build a future where marketing continues to elevate the

quality of life for everyone.

| look forward to a day of insightful discussions, learning, and inspiration. Let
us celebrate the power of marketing to create a better, healthier world.

Professor Dr Syed Ferhat Anower
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Dr. Shariful Islam Dulu

Secretary General, Marketers' Institute Bangladesh
Managing Director, Marktale Bangladesh Limited.

It is with great excitement that we welcome you all to the 7" Bangladesh
Marketing Day, to be observed on Friday, 18th October, at the International
Mother Language Institute. Organized by the Marketers' Institute Bangladesh
(MIB), this event brings together the vibrant community of five million
marketing and sales professionals across Bangladesh.

Our journey began in 2018, fueled by emuotions, aspirations, and the
collaborative spirit between the industry and academia. Since then, MIB has
been dedicated to promoting the welfare of marketers, advancing career
development, and upholding the highest standards of professional excellence.

This vear, our theme is “"Marketing Wellbeing," reflecting our deep
commitment to both consumers and society. It stands as a reminder of the
responsibility we bear as marketers to drive positive change and create lasting
value for all.

We invite you to join us for this country’s biggest day-long marketing event—an
unparalleled opportunity for learning, growth, and networking.

Enjoy every moment of this grand celebration!

Sk

Dr. Shariful Islam Dulu
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Khan Brothers Bag Indistries Ltd.

The Root and Backbone of Khan
Brothers Group started il's journey
from 1887 as Khan Brothers Bag
Industries Lid

Khan Brothers Equi-Build Ltd.
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:. I—————— o
O,
2,
® Khan Brothers P.P. Woven Bag Industries Limited @ Khan Brothers Knitwear Industries Limited
@ Khan Brothers Bag Industries Limited ® Khan Brothers International
® Khan Brothers Slipways & Engineering Works Limited @ Khan Brothers Shipping Lines Limited
® Khan Brothers Equi-Build Ltd. @ Khan Brothers Marble & Granite Ltd.
®KB Lab & MediCare Ltd. . ® Khan Brothers Commercial Complex Ltd.
#Tamanna Pharmacy (Franchisee KBG) © KBG Recruiting Agency

Head Office : 7th to 9th Floor, KBG Tower, 15, DIT Road, Malibagh Chowdhurypara, Dhaka-1219.
Phone: +88-02-8332069, 8332108, 9354270 Fax: +88-02-8332576, Web: www.kbgbd.com

Factory : Borolchala, Borovabanipur, Joydebpur, Gazipur, Bangladesh.

Shiovard : Tanbalaki. Chorbalaki. Hosendi. Gazaria. Munshioani. Banaladesh
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Wellbeing in Sales:
A Key to Sustainable Success

In the dynamic, fast-paced world of sales, where results
are everything, it's easy for professionals to lose sight of
their personal wellbeing. Salespeople are often under
tremendous pressure to meet targets, generate
revenue, and maintain client relationships. This intense
demand can create an environment where stress and
burnout become a common part of the job. However,
the importance of wellbeing in sales cannot be overstat-
ed. Achieving and maintaining good mental, emotional,
and physical health not only benefits individual

Md. Shariful Islam Dl.ll.l.l PhD salespeople but also drives overall business success. In

General Secretary, today's competitive landscape, prioritizing wellbeing is

Marketers' Institute, Bangladesh MIB no longer optional—it's essential for sustainable
Managing Director & CEO, performance.

Marktale Bangladesh Limited.
Understanding the Stress in Sales

Sales roles are inherently high-pressure. Sales

7" BANGLADESH MARKETING DAY [§ )8



‘professionals often work in an environment driven by
‘quotas, commissions, and client expectations. Each
month, quarter, or year brings a new set of targets that
must be met, regardless of external factors like
economic downturns, changing consumer behaviors, or
market disruptions. Salespeople face challenges such as
handling rejections, managing long sales cycles, dealing
with difficult clients, and constantly searching for new
leads. These factors create a significant amount of
stress, and over time, this stress can lead to burnout,
reduced productivity, and mental health issues.

The pressure to always be "on" and deliver can make it
difficult for sales professionals to find time to take care
of their personal wellbeing. Often, they sacrifice their
mental and physical health in pursuit of achieving sales
goals. This constant strain can result in a cycle of fatigue,
where salespeople become less effective, leading to
even more stress and frustration.

The Importance of Wellbeing in Sales

The relationship between wellbeing and performance is
clear: salespeople who take care of their wellbeing are
more productive, engaged, and successful. When
individuals feel mentally, emotionally, and physically
balanced, they are better equipped to manage the
demands of their roles, think creatively, and build
stronger relationships with clients. By fostering a culture
of wellbeing, companies can create a sales force that is
not only more effective but also more resilient in the face
of challenges.

1.Mental Wellbeing: In sales, mental sharpness is
critical. Salespeople need to be quick thinkers, problem
solvers, and adept communicators. However, constant
stress can lead to mental fatigue, which in turn impairs
cognitive abilities and decision-making skills. A salesper-
son who is mentally well-rested and balanced will have
the clarity and focus necessary to close deals, navigate
complex negotiations, and respond to client needs with
agility.

2.Emotional Wellbeing: Sales is a relationship-driven
profession. Building trust with clients and maintaining
positive,
success. Emotional wellbeing plays a significant role in
this process. A salesperson who is emotionally healthy is
more empathetic, patient, and capable of handling
rejection or setbacks with grace. On the other hand,
emotional exhaustion can lead to irritability, frustration,

long-term relationships are essential for

6 7"BANGLADESH MARKETING DAY

and poor client interactions, ultimately damaging
relationships and business outcomes.

3. Physical Wellbeing: Sales professionals often lead
demanding schedules, which may include long hours,
frequent travel, and irregular meals. Neglecting physical
health can lead to burnout, fatigue, and a weakened
immune system, which affects overall performance.
Physical wellbeing is vital for maintaining energy levels,
staying motivated, and handling the rigors of a sales job.
A healthy body supports a healthy mind, enabling
salespeople to perform at their best.

The Impact of Wellbeing on Sales Performance

The benefits of prioritizing wellbeing in sales are
numerous and tangible. Companies that support the
wellbeing of their sales teams see improvements in
performance, productivity, and employee retention.
When salespeople feel valued and supported, they are
more motivated to go the extra mile for both the
company and their clients.

1. Improved Productivity: When salespeople take care
of their wellbeing, they are more productive and
focused. Rather than working long hours without breaks,
which can lead to diminishing returns, well-rested and
healthy sales professionals are more efficient and
effective. They can manage their time better, stay
organized, and approach tasks with greater clarity and
purpose.

2. Better Client Relationships: Sales is all about
building trust and rapport with clients. Salespeople who
are emotionally and mentally balanced are better
communicators, more attentive listeners, and more
empathetic to client needs. This leads to stronger
relationships, repeat business, and long-term
partnerships. Clients are more likely to work with
salespeople who are present, engaged, and invested in
their success.

3. Higher Creativity and Problem Solving: Sales is not
just about following a script—it requires creativity and
the ability to adapt to different situations. Sales
professionals who prioritize their wellbeing are more
likely to think outside the box, come up with innovative
solutions to client challenges, and navigate complex
deals with confidence. Mental and emotional clarity
fosters creative thinking, which is essential for success in

a competitive market.



4. Reduced Turnover: Sales can be a high-turnover
profession due to the intense pressure and stress. When
companies invest in the wellbeing of their sales teams,
employees are more likely to stay loyal and committed
to the organization. Reducing turnover not only saves on
recruitment and training costs but also builds a more
experienced and knowledgeable sales team.

Strategies for Enhancing Wellbeing in Sales

To promote wellbeing in sales, both individuals and
organizations must take a proactive approach. While
personal self-care is important, companies play a critical
role in creating an environment that supports the overall
health and happiness of their employees. Here are some
strategies that can be implemented to improve
wellbeing in sales:

1. Encourage Work-Life Balance: Sales professionals
often feel pressure to be available 24/7, especially when
working with international clients or managing multiple
time zones. However, encouraging work-life balance is
essential for maintaining wellbeing. Sales managers
should set realistic expectations, promote time off, and
discourage overworking. Implementing flexible working
hours or allowing remote work can also help salespeople
balance their personal and professional lives.

2. Provide Mental Health Support: Mental health is a
key component of overall wellbeing. Companies can
offer resources such as counseling services, mental
health workshops, or stress management training to
support their sales teams. Creating an open environ-
ment where discussing mental health is normalized can
also reduce the stigma associated with seeking help.

3. Physical Wellness Programs: Physical health is often
overlooked in sales roles, but it is crucial for maintaining
energy and focus. Providing access to wellness
programs, such as gym memberships, yoga classes, or
even company-sponsored sports activities, can
encourage salespeople to stay active. For those who
travel frequently, ensuring that they have access to
healthy food options and time to rest can make a
significant difference in their  physical wellbeing.

4. Training on Emotional Intelligence (EQ): Emotional
intelligence is essential for building relationships in
sales. Training programs that help salespeople develop
their EQ can improve their ability to connect with clients,
handle stress, and navigate difficult situations. By
their  emotional sales

enhancing intelligence,

professionals can improve their interpersonal skills and’ ’
build stronger, more trusting client relationships. i
5. Recognition and Rewards: Recognizing and reward-
ing the hard work of salespeople is key to maintaining
motivation and morale. Offering incentives, bonuses, or
even simple acknowledgments of effort can boost
employee satisfaction and reinforce positive behaviors.
When sales teams feel appreciated, they are more likely
to stay engaged and perform at their best.

The Role of Self-Care in Sales Wellbeing

While companies can provide a supportive environment,
sales professionals must also take responsibility for their
own wellbeing. Practicing self-care is essential for
maintaining balance and avoiding burnout.

1. Mindfulness and Stress Management: Practicing
mindfulness can help sales professionals stay grounded
and manage stress. Techniques such as meditation,
deep breathing, or journaling can help individuals cope
with the pressures of their roles and maintain mental
clarity.

2. Setting Boundaries: Salespeople often feel obligated
to be available around the clock, but setting clear bound-
aries is important for maintaining work-life balance.
Turning off work notifications after hours, taking
vacations, and making time for personal activities can
help reduce stress and prevent burnout.

3. Staying Physically Active: Regular exercise is essential
for both physical and mental health. Sales professionals
should make time for physical activity, whether it's a
morning run, a yoga session, or a walk during lunch
breaks. Staying active helps reduce stress and improve
focus throughout the day.

Wellbeing in sales is not
responsibility—it's a business imperative. Companies
that invest in the mental, emotional, and physical health
of their sales teams see improved performance,
stronger client relationships, and higher employee
retention. Sales professionals who prioritize their

wellbeing are more productive, creative, and resilient in

just a personal

the face of challenges. In the competitive world of sales,
where pressure is a constant companion, maintaining
wellbeing is the key to achieving sustainable success for
both individuals and organizations. By fostering a
culture of wellbeing, companies can unlock the full
of their
innovation, and long-term business success.

potential sales teams, driving growth,
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Marketing's Role in Reducing Dependency on Plastic
and Polythene: A Superstore’s Perspective

Mohammad Anisul Islam

Assistant Manager, Marketing
AC| Logistics Ltd. (Shwapno)

$¥)8 7 BANGLADESH MARKETING DAY

Bangladesh stands at a very significant crossroads in the
year 2024 in trying to identify what to keep in terms of
environmental sanity, especially against the rising
incidences of polythene use. While the government has
outlawed polythene bags in superstores, the excessive
polythene usage is considerably of high prevalence in
stand-alone grocery shops and relevant FMCG. A report
published in 2021 by the Environment and Social Devel-
opment Organization (ESDO) indicates that there is
annual polythene waste generation of approximately
87,000 tons of which only 36 percent is recycled.

It has been observed by the World Bank that per capita
plastic consumption in urban areas of Bangladesh
increased from ranging between 3.0 kg in 2005 to three
times the figure by 2020. On the other hand the use of
LDPE packaging e.g plastic bags increased five times, and
out of approximately 977,000 tons of plastic that was
consumed and only 31% was recycled. Single-use
plastics account for a large percentage of poorly
managed waste.



The environmental problem discussed above is very
serious, and it certainly calls for active engagement, as
marketing is instrumental in changing people’s habits,
awareness, and society overall. With the right
campaigns, brands can be used to persuade people
rapidly towards more positive actions. Targeting data
skillfully and thinking about the welfare of people and
our society over a long term, marketing departments can
transform the businesses into the change they want to
see in the world. The following article examines the ways
in which marketing, with the help of intensifying brand
adherence.

The Scale of the Problem: Polythene Use in
Bangladesh

Understanding the Scale of the Problem, Polythene Use
in Bangladesh Twelve years post the Cabinet prohibition
on polythene bags, it was adopted in 2002. It was so
because the neater polythene wastage systems had
caused severe floods in localities in the late 20s. Even
after this early intervention, the National Environment
Survey 2023 showed that over 3000 tons of polythene
waste is still produced every day. Most of these plastics
are made from packed products which are quite
catastrophic to the environment and the economy.

Plastic waste of almost around 73000 tons is estimated
to enter the Bay of Bengal through the Padma, Jamuna,
and Meghna rivers, including plastic pollution reaching
out to the water that has grave impacts on aquatic life.

A World Bank report from 2022 estimated that plastic
wastes, including polythene, are responsible for more

than an $800 million dollar economic loss annually to’
Bangladesh, influencing fisheries, tourism, and even the’ ¢
development of urban infrastructure.

Marketing's Responsibility: Leading the

Charge for Change

Through an already established utility and as the voice of
their respective brands, marketing is the only depart-
ment that can change how people think and what they
do. Marketing teams are not merely tasked to sell
products but also to integrate greater business goals
with people’s values and concerns. Brands because of
sustainability are terribly well positioned as opportunity
founders and country changers at the same time.

According to Nielsen's survey, 2020, 81% of the world's
consumers believe it is a responsibility of the companies
to enhance the environment, and almost 49% are willing
to pay extra for goods from companies that make efforts
toward environmentally-friendly practices. It is evidently
encouraging for marketers to position campaigns that
will create awareness, persuasion, and movement
among people to embrace green initiatives. In Bangla-
desh, where the polythene bag use habit is still rampant,
brands have a great deal in changing the behaviour of
the consumers. For instance, the largest retail chain in
Bangladesh, Shwapno, has been proactive by starting a
campaign for reducing the use of single use polythene
bags. The campaign sought out to inform customers to
change to reusable non plastic materials like cloths and
jute bags which are environmentally friendly and are
used in Bangladesh. Shwapno's marketing team did

b
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in-store promotion, marketing, social network
‘campaigns, and offered consumers rewards to promote
this change in behaviour. The outcome is assumed to be
interesting: Shwapno accomplished to lessen polythene
usage by almost 70% due to the increasing sales of
reusable bags.

Apart from this other superstore store brands like Agora,
Meena Bazar and Unimart is also persuading their
customers to start using the reusable and environment
friendly bags. In the neighboring country of India, super-
market customers are already accustomed to using
reusable bags and have formed the habit of bringing
their own bags before entering grocery stores. Different
organizations and brands in India have made customers
more aware and responsible through various campaigns
and communications.

Brands as Catalysts: Data-Driven Campaigns

and Behavioral Shifts

Marketing teams can leverage data to drive these
impactful campaigns. Marketers could lean on consumer
behavioral patterns and purchasing insights, coupled
with knowledge about environmental impact, as the
source of their messaging to help forge deep connections
with the target audience. The data-driven approach
allows brands to assess how effective campaigns have
been, refine strategies, and adjust messaging for
maximum impact.

Success stories of various case studies around the world
bear evidence to marketing's responsibility for reduction
in plastic and polythene waste:

1. Unilever's Sustainable Living Plan: Unilever has
committed to halving its use of virgin plastic by 2030.

Marketing has played a crucial role in this
transformation, with campaigns consistently
highlighting eco-friendly products. For instance,

Unilever's "Waste-Free World" initiative led to a 20%
increase in sales for its eco-friendly product lines, such
as "Love Beauty and Planet," in 2022. These examples
demonstrate that purpose-driven marketing is not only
ethically sound but also beneficial for business.

2, Coca-Cola's 'World Without Waste' Initiative:
Coca-Cola launched a recycling awareness campaign in
Bangladesh, collaborating with local NGOs to enhance
consumer understanding of recycling. Over the course of the
one-year pilot program, more than 1,357 tons of PET plastic

were collected and recycled through these partnerships.

These cases show how brands, if powered by marketing,
can lead societal change. If consumers grasp the impact
of their choices and brands offer accessible alternatives,
then behavior starts to shift towards sustainability.
Marketing is the engine behind such change.

The Role of Collaboration: Policy Advocacy and
Cross-Industry Partnerships

A necessary collaboration-inclusive of the private sector,
policymakers, and NGOs-will pay great dividends in
amplifying such efforts. As noted by the Global Plastics
Policy Centre, market campaigns for behavior change
can be some 50% more effective with supportive policies
rather than when conducted in isolation. In Bangladesh,
partial implementation of a ban on polythene needs to
be supplemented with corporate initiatives. The govern-
ment could encourage businesses to use biodegradable
materials with special incentives; brands can also help by
creating a demand through their advertisements for
such products. Shwapno's jute bag promotion—a local
and environment-friendly material—is one example of
how a brand can combine national interests with the
demands of global sustainability.

Marketing for a Sustainable Future: A Plastic and
Polythene-Free Bangladesh

The journey of a polythene-free Bangladesh does not
relate to regulations only; it's all about cultural change. It
is the marketing teams that should make sustainability a
norm and inherently embed in the DNA of the brand.
They can educate the public on using products in an
eco-friendly manner, make sustainable choices more
appealing, and set new standards for environmental
responsibility through increased outreach and influence.

For Bangladesh, brands have to lead by example. Itis
not just a question of environmental mandates; it is
about connecting with people who value ethical practic-
es. In other words, the future of marketing is
purpose-driven. Therein lies the ability for brands to
recognize their responsibility in reducing polythene
dependency and actually change societal behavior while
gaining consumer trust in the process. Marketers are
uniguely positioned to ensure that as Bangladesh starts
to address its environmental challenges, such initiatives
will indeed lead to a sustainable, plastic-free, and
polythene-free future.

Image courtesy: The Korea Herald, My Modern Mate,
The Adobe Stock
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Framework of Goping with Boycott and being proactive
with Al tools before gossip becomes a boycott

4

Miraj Sarker

Sr. Brand Manager
PRAN RFL Group

Boycotts are a common occurrence in our society, and in
recent years, many companies have faced boycotts due to
the Palestine conflict or other social issues. These boycotts
can impact stock prices, sales, and profitability, and even
influence a company's actions and behavior. According to a
retail manager at Supershop, sales of their multinational
branded soft drinks dropped by 30% last year, while local
soft drinks in the same category gained more acceptance.
It's important to note that boycotts and product avoidance
aren't limited to religious-minded individuals alone.
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Two days ago, | learned that a multinational company had
set up a coffee booth on a private university campus in
Dhaka, only to face student protests demanding its remov-
al. The students' response was resolute, leading to the
booth's eventual withdrawal. Similarly, local entrepre-
neurs, some of whom were aligned with political parties
from previous governments, are facing boycotts and other
challenges. Local businesses frequently encounter difficul-
ties, not only due to political affiliations but also because of
varying regulations and social movements, which further
complicate their operations.

It's not just companies; media personalities are also facing
this dilemma. In April 2024, a drama called “Rupantar” was
removed by the production company less than 24 hours
after it was published on YouTube. Viewers on social media
called for a boycott of the sponsor's products. The protago-
nist, actor Jovan, apologized to his fans and audience via
social media after facing backlash.

The actor was criticized, and a significant portion of
netizens called for a boycott against him as well, citing that
the issue seemed to contradict their social and religious
norms. The boycotters are quite powerful, and it wouldn't
be surprising to see an article in Marketing Journal titled



"How to Organize a Successful Boycott" (from Consumer
Boycotts: An Essential Method of Peaceful Protest, Sept 01,
2020), though the context of that article was much broader
than simply promoting boycotts.

Both local and multinational companies adopt various
strategies to cope with boycotts. In one instance, a compa-
ny claimed its products were not from Israel, but the
campaign failed. As marketing professionals, they employ
different strategies, but not all are effective for every organi-
zation. Some companies choose to remain silent, others
defend themselves through print or other media, and some
launch recovery campaigns. A notable example is Nestlé's
"We Miss You Too" campaign in response to complaints
about excessive lead levels in their noodles in INDIA.

Boycotts come in many forms, depending on who is target-
ed and who is organizing the boycott. As explained earlier,
in some cases, an individual company is targeted due to a
real or perceived grievance. In other instances, all compa-
nies from a particular country may be targeted. There are
also boycotts initiated by governments. An extreme form
of a government-initiated boycott is an embargo. For
example, the United States has placed an embargo on
trade with Cuba.

When examining the underlying causes of boycotts, the
primary drivers tend to be social and political, rather than
traditional economic factors such as high prices or poor
product quality. Additionally, boycotts often focus on a
surrogate target rather than the actual entity that the
protestors aim to impact. In many cases, companies from a
particular country are easier targets than the government
with whom the boycotters have grievances. Finally,
boycotts have proven to be an effective method for
drawing public attention to specific issues, making them a
powerful tool for protest and awareness,

Let's explore a framework for managing boycotts, as
outlined in the conceptual article Coping with Boycott: An
Analysis and Framework, developed by Saleh Al-Shebil and
others in 2011 for the Journal of Management and other
publications. Before diving into the framework, it's essential
to cover some common terms to establish a clear under-
standing, which will provide a solid foundation for the
discussion and ensure key concepts are well understood.

A brand's image traditionally consists of three elements:
the image of the firm, the image of the user, and the image
of the product. In international marketing, a fourth
element—the image of the country of origin-also becomes

important. Brands are typically associated in consumer

memory with product categories, usage situations, product

attributes, customer benefits, and other factors. For
internationally traded consumer goods, brands are also
linked in consumers' minds with countries. For example,
McDonald's and Marlboro are associated with the U.S,,
while Sony is associated with Japan.

Brand-country association refers to the extent to which a
brand is linked to a specific country. The stronger this associ-
ation, the more likely it is to be targeted by boycotters.

As with all management tasks, confronting a high-intensity
boycott requires considerable judgment. The framework
suggests a "blend-in" strategy, which emphasizes the
company’'s local identity while downplaying its foreign
roots. For example, in Argentina, during protests against
the Iraq War, anti-war demonstrators blocked entrances to
several McDonald's stores. McDonald's responded with an
ad campaign featuring the Big Mac with the words "Made
in Argentina" stamped in bold, black letters. The ad
highlighted that McDonald's is a local company employing
more than 10,000 Argentinians. However, if the company
only claims to be local without offering a logical and believ-
able defense, their recovery plan may not succeed.

For a brand with a strong association with its country of
origin facing a low-intensity boycott, our framework recom-
mends a strategy of monitoring and blending in. Although
the boycott is not highly intense, brands that are closely
associated with their home countries are particularly
vulnerable. Therefore, it is crucial to monitor the situation
closely and proactively implement blending-in strategies

whenever possible. A low-intensity boycott may escalate
into a more severe one, especially as modern communica-
tion channels can quickly amplify even minor boycotts. It's
also essential to understand the role of social gossip, a
topic we'll explore in more detail later, as this knowledge is
crucial to the broader discussion.

When a brand has a low association with its home country
in a high-intensity boycott environment, a strategy of
"lowering its profile" may be more appropriate. This
involves efforts to dilute or minimize the brand's connec-
tion to its country of origin in the minds of consumers. For
example, Northwest Airlines decided to downplay its
"American roots" to reflect a more subdued image of Ameri-
ca, essentially trying to "hide" its identity from customers in
foreign markets. Marketing researchers have found a
similar spillover effect in consumer boycotts, as seen in
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" '‘Bangladesh, where a number of brands and companies
. ‘were listed in a leaflet/e-leaflet urging a boycott, particularly
concerning the Palestine issue.

The last quadrant of our framework represents the "status
quo" strategy. This approach is best suited for low-visibility
brands in a low-intensity boycott environment. In such
cases, the company may not need to take any specific
actions. Staying silent can be more advantageous, as
excessive communication could amplify word-of-mouth
chatter. However, it's still essential to conduct
environmental monitoring to ensure that conditions
remain stable and do not escalate.

Boycotts have become an integral part of the business
landscape. As more companies expand internationally, the
likelihood of facing consumer boycotts based on religious or
ideological grounds continues to rise. Modern communica-
tion technologies have empowered individuals to quickly
rally like-minded supporters, potentially causing lasting
damage to a brand. Platforms like Messenger, WhatsApp,
email, IMO, and SMS texts are often used by boycotters to
spread their messages almost instantaneously. This phenom-
enon is part of what's referred to as "digitization," which
includes both neutral and negative digital information.

The increasing digitization has generated vast amounts of
data and created entirely new categories of information,
which can be valuable for various corporate functions. To
stay competitive, businesses must engage in a wide range
of transformation processes. New methods and tools are
already available to help businesses achieve this, one of
which is the cloud-based GALAXY technology.

Al tools and analytics are particularly helpful in this regard.
Initially, crawlers and algorithms can identify anomalies in
digital content. Terms are recognized and classified based
on their significance. This automatic analysis of blog posts,
discussion forums, and other online sources allows for
real-time searches of digital content. After the classification
of terms by significance, the tool provides a ranking
overview: the daily topic ranking. These ranking highlights
which topics are currently at the center of online discus-
sions. Additionally, the ranking can be displayed over an
extended period, allowing users to track topic develop-
ment over time,

The topic ranking is followed by concept-based clustering.
By adapting Social Network Analysis (SNA) algorithms, the
clustering reveals interconnections between groups of
terms. The clustering overview details which groups of
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terms are more interconnected, resulting in an automatic
delimitation of various concept-based clusters.

The tool goes beyond simple clustering by creating detailed
topic maps, drawn from a set of predefined sources, to
organize discussions around specific themes, companies,
or brands. These Hit-map or maps highlight the most
important terms, showing how they relate to each other by
analyzing the frequency and semantic connections
between words. Visual cues such as connecting lines,
varying font sizes, and colors immediately illustrate the
prevalence of terms and their coherence. Users can
interact with these real-time, dynamic maps to explore
diverse contexts with ease.

As a final feature, the tool's Deep Dive function allows users
to evaluate subtle, emerging signals, assessing their
relevance and potential impact. By presenting an overview
of sources related to key terms or negative mentions, along
with rankings, clusters, and maps, the tool enables users to
better understand and organize their findings. A dedicated
"assign status" button lets users rate each insight, marking
it for further action if necessary, so that rumors or harmful
information can be addressed before they escalate and
lead to damaging outcomes like boycotts.

Powered by GALAXY technology, this system broadens
coverage and systematically identifies weak signals—criti-
cal for mitigating risks and potential boycotts. Additionally,
it serves as a valuable resource for identifying consumer
trends. A few cloud-based Al tools that provide similar
functionality include Google Cloud Al, AWS (Amazon Web
Services), and IBM Watson.

In the end, a company's strong reputation for caring about
its stakeholders can shield it from the impact of a boycott.
Advanced technologies like computational linguistics and
network analysis enhance early awareness of boycott
threats. Additionally, companies that support popular
causes, like environmental sustainability, and engage in
philanthropy are less likely to become boycott targets, as
their responsible image offers protection from public
dissent.
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How to be a good leader?

Kamrul Hassan
CEO - AKl infotech & Akij Blue Pills Limited
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To become an outstanding corporate leader, several key
attributes are necessary to lead effectively, inspire teams,
and drive an organization towards success. These
attributes combine vision, people skills, strategic thinking,
and personal qualities that set a leader apart. Here are the
essential attributes a corporate leader should possess:

1. Visionary Thinking

Explanation: A great leader must have a clear vision for
the future of the organization and the ability to articulate
it effectively.

2. Strategic Mindset

Explanation: The ability to think strategically involves
understanding the broader business environment,
anticipating changes, and planning for the long term.

Why it matters: Strategic thinking ensures that
short-term actions contribute to long-term objectives
and sustainability.

3. Emotional Intelligence (EQ)
Explanation: Emotional intelligence refers to the ability
to understand and manage your own emotions, as well



as recognize and influence the emotions of others.
Why it matters: EQ helps in building strong relationships,
fostering teamwork, and managing conflicts effectively.

4. Decisiveness

Explanation: Corporate leaders need to make important
decisions quickly and confidently, even in uncertain
conditions.

Why it matters: Decisiveness ensures that opportunities
are seized, and challenges are managed proactively,
without hesitation or doubt.

5. Communication Skills

Explanation: Strong communication skills are essential
for clearly conveying ideas, expectations, and feedback
to the team and stakeholders.

Why it matters:
transparency,
organization.

Effective communication fosters

trust, and engagement within the

6. Integrity and Ethics
Explanation: Leaders with high moral standards and a strong
sense of ethics inspire trust and loyalty from their teams.

Why it matters: Integrity ensures that decisions are
made in the best interest of the company and its people,
enhancing the organization's reputation.

7. Adaptability and Flexibility

Explanation: The ability to adjust to changing circum-
stances and embrace new ideas is crucial in today's
fast-paced business environment.

Why it matters: Adaptability enables leaders to respond
to market shifts, disruptions, and new opportunities with
resilience and creativity.

8. Empathy

Explanation: Empathy is the ability to understand and
share the feelings of others, which helps in fostering a
supportive and inclusive work environment.

Why it matters: Empathetic leaders create stronger,
more motivated teams, where individuals feel valued
and understood.

9. Accountability

Explanation: Being accountable means taking responsi-
bility for one's actions, decisions, and their outcomes,
both successes and failures.

Why it matters: Accountability promotes a culture of
ownership and responsibility throughout the
organization, ensuring that goals are met with integrity.

10. Delegation Skills
Explanation: Effective delegation means trusting your

team with important tasks, empowering them to take’ ’
ownership of their work. i
Why it matters: It allows leaders to focus on high-level
strategy while fostering a sense of responsibility and
professional growth within the team.

11. Resilience

Explanation: Resilience is the ability to recover from
setbacks, manage stress, and keep moving forward
despite challenges.

Why it matters: Resilient leaders inspire their teams to
persevere through difficult times and maintain a positive
outlook.

12. Inspirational Motivation

Explanation: The best leaders can inspire and motivate
their teams by creating a compelling vision and connect-
ing work to a greater purpose.

Why it matters: Inspiration helps employees feel invest-
ed in their work, leading to higher engagement, produc-
tivity, and loyalty.

13. Humility

Explanation: Humble leaders acknowledge their own
limitations and are open to learning from others, includ-
ing their team members.

Why it matters: Humility fosters collaboration, encourag-
es diverse ideas, and strengthens relationships.

14. Team Building Skills

Explanation: Successful leaders can build cohesive,
high-performing teams by recognizing individual
strengths and fostering collaboration.

Why it matters: Strong teams are essential to achieving
collective goals and driving the organization forward.

15. Risk Management and Problem-Solving Skills
Explanation: Leaders must be skilled at identifying risks,
assessing potential outcomes, and developing creative
solutions to problems.

Why it matters: Good problem-solving and risk
management minimize setbacks and create a culture of
innovation.

Conclusion:

A successful corporate leader combines vision, people
management skills, integrity, and strategic thinking.
While having technical expertise is important, the soft
skills that enable a leader to build trust, inspire others,
and navigate challenges are what truly set them apartin
the corporate world. A balance of empathy, communica-
tion, adaptability, and decisiveness forms the foundation

g
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Md. Shariful Islam (Sagar)

National Sales Manager,
Akij Essential Limited, Akij group

The Journey of a Salesman

Salesmen are the backbone of the FMCG industry, playing
a critical role in driving business growth. Their journey
often starts with many challenges, as they work tirelessly
in all weather conditions—under the sizzling sun, heavy
rains, or cold winter mornings. From early morning to late
at night, salesmen go from one shop to another, building
relationships with retailers, taking orders, and handling
complaints. They are often the first to face frustrations
and challenges from retailers.

The life of a salesman is filled with hurdles. They are
frequently held responsible when sales targets aren’t met,
even if the real problem lies elsewhere: delays in produc-
tion, distribution, or issues with stock availability. Sales-
men can only succeed if all departments production,
supply chain, HR, and marketing work together. If any part
of this system fails, it creates pressure on the salesman.

In the case of low-value products, the struggle is even
harder. Finding reliable distributors is difficult, and distrib-
utor changes are common because profit margins are low.
This forces salesmen to take on extra responsibilities
acting as delivery men, collecting credit, and even arrang-
ing to hire transportation by their own management to
ensure timely deliveries.

Despite all these challenges, salesmen dream big. Their
goal is to rise through the ranks, to one day lead the sales
team. Good salespeople know how to talk to different
customers, close deals, and meet their targets. Their
dedication can turn them into national leaders in the
future.

However, rising to the top isn't easy. Success in sales also
depends on education. While talent and performance
matter, having a higher degree, such as a bachelor’s, can
open doors to faster promotions. Without further educa-
tion, even the most successful salesmen might find them-
selves stuck in the same position after a certain age,
limiting their career growth.

In the fast-paced FMCG market of Bangladesh, salesmen
must push themselves, not just to meet their sales goals
but also to pursue higher education. With hard work,
determination, and academic qualifications, they can
achieve their highest dreams—becoming the leaders of
tomorrow,
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Navigating the Tradeoff Betwen rkeing

and Social Well-being in the Building Materials

Sector in Bangladesh

Golam Rabbani
Brand Lead- ROSA- AkijBashir Group

Abstract: The tension between profitability and social
well-being is a recurring challenge in the marke ng of
building materials in developing na ons like Bangladesh.
This paper explores the inherent tradeo s between tradi
onal marketing practices and the increasing need for
sustainable business models. It also examines how
various companies across the world have navigated

similar challenges, oering valuable lessons for

businesses opera ng in the Bangladeshi context.

Introduction:

In the realm of building materials, par cularly in develop-
ing na ons like Bangladesh, the marke ng landscape is
While trade-channel-based
practices prioritize cost e ciency and market penetration,
the rising global concern for sustainability and social
well-being presents a complex dilemma. Balancing these
often-competing demands has become a critical
challenge for businesses. Sustainable practices tend to
carry higher upfront costs, which may translate into
increased product pricing, while consumers in price-sen-
sitive markets may not be willing to pay this premium.

evolving. traditional

This journal aims to analyze this tradeoff, with examples
from various business cases globally, to o er a roadmap for
Bangladeshi companies in the building materials sector.

The Tradi onal Approach: Focus on Cost and Scale
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‘Historically, marketing practices for building materials in
‘Bangladesh have been driven by scale and cost. The

market relies heavily on middlemen, or trade channels,
who prioritize maximizing profit margins through cost-e
cient distribution. This model is efficient for reaching
large customer bases, but it o en sidelines social and
environmental considerations. For instance, cheap
construction materials such as low-grade cement and
bricks, commonly used in many projects, may contribute
to poor air quality and health hazards, particularly in
densely populated areas.

The Global Push for Sustainability in Building Materials
Globally, businesses in the construction and materials
sector are increasingly shi ing towards more sustainable
practices. This shift has been driven by stricter environ-
mental regulations, consumer demand for ethical prod-
ucts, and a heightened awareness of climate change.
Companies like LafargeHolcim (now Holcim) have invest-
ed heavily in green cement technology, reducing their
carbon footprint while still maintaining market compe
veness. They are a prime example of how companies can
lead the shift toward eco-friendly materials while

their consumers about the long-term benefits of using
such products. Their approach shows that a balance can
be struck between pro tability and social well-being if
consumers can be convinced of the value of sustainability.

Case Study 1: Interface - Sustainable Business as a
Competitive Advantage

One notable example outside the building materials
sector is Interface, a global leader in modular ooring. The
company adopted sustainable practices long before it
became a mainstream issue, aiming for a zero environ-
mental footprint. Their “Mission Zero” initiative involved a
complete overhaul of their product design and manufac-
turing processes, which ini ally increased costs. However,
Interface found that over time, they were able to lower
operational costs through resource efficiency and build a
strong brand image that resonated with environmentally
conscious customers.

For Bangladesh, the lesson from Interface is that a
long-term commitment to sustainability can differentiate
a company in a crowded market, where price is o0 en the
deciding factor. If companies in Bangladesh's building
materials sector can position themselves as leaders in

140"
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incorporating this strategy into their branding to appeal
to socially conscious consumers.

In stark contrast to Bangladesh's current practices,
LafargeHolcim markets their environmentally friendly
products at a premium, but they also invest in educa ng
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sustainability, they may be able to access premium
market segments, both locally and interna onally.

Case Study 2: Unilever - Social Well-being as a Core
Business Strategy
Another relevant case study comes from Unilever, a



company that has managed to balance profitability with
social well-being through its Sustainable Living Plan. The
company has consistently found ways to integrate
sustainability into its core business strategy, reducing the
environmental impact of its products while ensuring they
remain a ordable for price-sensitive markets. For
instance, their water-efficient detergent brands in India,
such as Surf Excel, are priced compe vely despite the addi
onal costs associated with eco-friendly manufacturing.

For Bangladesh, this example suggests that marke ng
strategies can emphasize the immediate benefits of
sustainable building materials, such as improved air
guality, energy efficiency, and long-term cost savings, in
order to justify slightly higher prices. Unilever's model
shows that aligning sustainability with consumer needs
and educa on can create a win-win scenario.

The Tradeoff in Bangladesh's Building Materials Sector
In Bangladesh, the building materials sector is at a cross-
roads. While the market is highly price-sensi ve, the grow-
ing awareness of environmental issues and public health
cannot be ignored. Businesses in the sector face the
challenge of balancing the short-term costs of sustainabil-
ity with the long-term benefits to society.

The reality is that adopting sustainable practices, such as
the use of low-carbon cement, non-toxic paints, or
recycled materials, o en results in higher produc on costs.
These costs either reduce the company’s pro t margins or
lead to higher product prices, which can be a hard sellina
market where many consumers priori ze a ordability.

Recommendations for Navigating the Tradeoff

To navigate the tradeoff between marke ng and social
well-being, businesses in Bangladesh's building materials
sector can adopt several strategies:

1. Consumer Education and Awareness: Educating
consumers about the long-term benefits of sustainable
building materials, such as health improvements and
reduced environmental impact, can help justify the higher
costs. Just as LafargeHolcim has done globally,
Bangladeshi companies can use marketing campaigns to
raise awareness and drive demand for eco-friendly
products.

2. Government Incentives and Regulations: The
government can play a crucial role in promoting
sustainable prac ces by offering tax breaks or subsidies to
companies that prioritize social well- being. Additionally,
regulations could encourage the use of eco-friendly
materials in construction projects, as seen in countries
like the Netherlands, where builders are required to meet

strict sustainability standards.
3. Partnerships with NGOs and International

Organizations: Collaborating with NGOs or international
bodies like the World Green Building Council could
provide financial support or technical expertise for

companies looking to adopt sustainable practices. These
partnerships can also help spread awareness of
sustainable building materials among consumers and
stakeholders,

4. Leveraging Brand Loyalty: Businesses can also build
customer loyalty by aligning their values with
sustainability. Consumers who are aware of a company’s
commitment to social well-being may be more willing to
pay a premium for their products. In the long run, this
approach can lead to brand di eren a on and market
leadership.

Conclusion

In Bangladesh's building materials sector, the tradeo
between marke ng and social well-being is not an insur-
mountable challenge. Through strategic
businesses can balance short-term profitability with
long-term societal benefits. By drawing on examples like
Interface and Unilever, Bangladeshi companies can
explore ways to embed sustainability into their core
business strategies while staying compe ve in a price-sen-
sitive market.

initiatives,

Ultimately, companies that successfully navigate this
tradeoff will be better positioned to meet the demands of
the future, where sustainability and social responsibility
are likely to become non-negotiable aspects of business.
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Building a Sustainable Future: AkijBashir
Group’s Commitment to Environmental and

Social Responsibility

Mohammod Khourshed Alam

Chief Operating Officer
AkijBashir Group

AkijBashir Group's sustainability strategy and business
model underscore its dedication to long-term growth,
environmental stewardship, and positive social impact.
As one of Bangladesh's leading conglomerates, the
group has made notable progress in aligning its opera-

tions with sustainable practices. Here's an overview of
their sustainability journey:

1. Sustainability at the Core of Business Strategy
AkijBashir Group embeds sustainability into its core
strategy, acknowledging that long-term success depends
on balancing economic, environmental, and social goals.
By creating shared value for the company, the environ-
ment, and local communities, the group has built a
strong market reputation, fostering a culture of innova-
tion and responsibility.

2. Commitment to Environmental Stewardship

* Eco-Friendly Manufacturing: Reducing the environ-
mental footprint of its operations is a top priority for
AkijBashir Group. Through energy-efficient technologies,
waste management systems, and water conservation
practices, the group ensures that its products—such as
those from its bathware and ceramics
produced with minimal environmental impact.

lines—are
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~'» Use of Renewable Energy: The group’s increasing
investment in renewable energy, such as solar power,
reduces its reliance on fossil fuels while supporting
cleaner energy goals, contributing to lower carbon emis-
sions and aligning with both global and national sustain-
ability targets.

* Sustainable Product Design: With brands like Rosa in
its bathware sector, AkijBashir focuses on designing
products that are both aesthetically pleasing and
environmentally friendly. This includes reducing water
consumption, promoting durability, and using recyclable
materials.

3. Embracing the Circular Economy and

Reducing Waste

* Recycling Initiatives: The group emphasizes recycling
and material reuse across its production processes,
aiming to minimize waste generation, Closed-loop
systems ensure by-products and materials are repur-
posed, reducing dependence on raw materials.

* Waste-to-Energy Projects: Some operations integrate
waste-to-energy initiatives, converting industrial waste
into energy. This not only reduces waste disposal costs
but also improves energy efficiency.

4, Supporting Communities and Building

Human Capital

* Empowering Local Communities: AkijBashir Group's
corporate social responsibility (CSR) initiatives prioritize
local community development, particularly near its
manufacturing facilities. Investments in education,
healthcare, and infrastructure contribute to the
socio-economic well-being of these areas.

» Skill Development Programs: The group is dedicated
to building the skills of its workforce and the broader
community. Through partnerships with educational
institutions and comprehensive training programs,
AkijBashir aims to foster a skilled workforce that
supports both the company's growth and the country's
development.

* Inclusive Growth: The group’s focus on inclusive
growth ensures that the benefits of its success extend
beyond profits, fostering the well-being of employees,
their families, and the communities it serves.

5. A Resilient and Adaptive Business Model

AkijBashir Group’s business model is designed to be
resilient and adaptive to market changes, focusing on
diversification and value addition. Key elements include:
+ Sector Diversification: With interests in ceramics,
packaging, jute, board, and more, the group's diversified
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portfolio ensures stability even amid market fluctua-
tions.

* Value Chain Integration: By focusing on vertical
integration, AkijBashir maintains control over product
quality and enhances supply chain efficiency. This
approach reduces costs and allows the group to adapt
swiftly to shifts in consumer preferences.

* Customer-Centric Approach: With a focus on anticipat-
ing customer needs, the group has maintained strong
brand loyalty, particularly with Rosa in its bathware
sector. Customer feedback plays a crucial role in product
development, ensuring offerings remain competitive
and relevant.

6. Looking to the Future: Goals and Aspirations

* Carbon Neutrality: AkijBashir Group is committed to
achieving carbon neutrality,
targets to reduce greenhouse gas emissions, investing in
carbon offset projects, and collaborating with partners
across its supply chain.

* Digital Transformation for Sustainability: Leveraging
digital technologies to enhance transparency and
optimize resource use is integral to the group’s sustain-
ability strategy. Data analytics play a vital role in monitor-
ing energy consumption and improving operational
efficiency.

setting science-based

Conclusion: A Balanced Path Forward
AkijBashir Group's sustainability strategy and business
model reflect a holistic approach to growth, focusing on

long-term environmental stewardship, social responsi-
bility, and economic resilience. By integrating these
principles across its operations, the group aims to lead
Bangladesh toward a more sustainable future while
setting new standards for responsible business practices
in the region.




Product Stewardship: A Strategic Pathway for
Sustainable Business Growth in Bangladesh

N

Dr.Tanvir Abir

Associate Professor and Associate Dean
Faculty of Business and Entrepreneurship
Daffodil International University

As global awareness of environmental sustainability
grows, the concept of product stewardship is becoming
increasingly important in shaping the future of
businesses. Product stewardship refers to the shared
responsibility of all stakeholders—including
manufacturers, retailers, consumers, and
policymakers—in minimizing the environmental, health,
and social impacts of a product throughout its lifecycle.
From design and production to consumption and

disposal, every stage offers opportunities to reduce
negative impacts and enhance sustainability. In the
context of Bangladesh, where economic development is
closely tied to industrial growth, adopting a product
stewardship approach could play a pivotal role in
ensuring long-term sustainable growth. This article
explores the significance of product stewardship for
businesses in Bangladesh, its implications for
sustainable development, and the potential benefits it
offers in transforming the country's industrial landscape.
Product stewardship is based on the principle that the
responsibility for managing the environmental impacts
of a product does not end when it is sold to consumers.
Instead, all parties involved in the product's lifecycle
must collaborate to minimize its environmental impact.

This concept encompasses several key elements:

* Product design should prioritize minimizing environ-
mental impacts by utilizing sustainable materials, reduc-
ing energy consumption during manufacturing, and
creating products that are durable, reusable, or recycla-
ble.

* Manufacturers should implement clean production
methodologies that minimize waste generation, reduce
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‘emissions, and optimize resource utilization.
“Consumer education should focus on responsible
product usage and disposal, emphasizing the
importance of recycling and waste reduction.

« Corporations should take responsibility for the entire
lifecycle of their products, including take-back programs
for recycling and safe disposal post-use.

In Bangladesh, incorporating product stewardship

principles into the business sector has become
increasingly important due to rapid industrialization,
urbanization, environmental degradation, and the
urgent need for sustainable growth.

The Importance of Product Stewardship in
Bangladesh’s Business Sector

Bangladesh has experienced significant economic

growth in recent decades, primarily driven by its
expanding industrial sector. The ready-made garment
(RMG) industry, in particular, has emerged as a global
GDP
industrialization has

leader, contributing substantially to and
employment.
resulted in environmental degradation, pollution, and

resource depletion,

However, rapid

Product stewardship offers a potential solution to
mitigate these
sustainable practices among manufacturers. Businesses
can reduce waste, emissions, and resource consumption
by considering the entire product lifecycle while
maintaining or even enhancing profitability. For
example, in the RMG sector,
environmentally conscious production processes—such
as water-efficient dyeing techniques or using sustainable
textiles—can reduce environmental impacts while
simultaneously improving brand image and market
competitiveness.

challenges by promoting more

implementing

The textile industry is a significant consumer of water,
contributing to the pollution of rivers and other water
bodies. Implementing product stewardship strategies,
such as utilizing less water-intensive processes, recycling
water, and reducing chemical use, can significantly
mitigate environmental damage. In the long term, these
practices will help protect natural resources and ensure
the continued viability of industries as regulatory
pressures for environmental sustainability increase
globally.

Promoting a Circular Economy
One of the key outcomes of product stewardship is
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promoting a circular economy, where products are
designed for reuse, recycling, or repurposing. This
contrasts with the traditional linear economy, which
follows a "take-make-dispose"” model. The circular
economy seeks to maximize the utility of products,
compoenents, and materials by keeping them in use for
extended periods.

In Bangladesh, waste management is a significant
challenge, particularly in urban areas where rapid
population growth and industrial activity have led to a
substantial increase in waste generation. A product
stewardship approach can help businesses transition
towards a circular economy by designing products with
end-of-life considerations. For example, electronics
manufacturers can design products that are easier to
disassemble, repair, and recycle, thereby helping to
mitigate the growing problem of e-waste in Bangladesh.
The plastic industry is another sector where product
stewardship can bring meaningful change. By adopting
enhanced recycling methods and using biodegradable
materials, businesses can significantly reduce plastic
waste. Additionally, implementing product take-back
programs can help reduce landfill use, increase recycling
rates, and create a more sustainable waste management
system. These initiatives can position businesses as
leaders in sustainability, while also aligning with
Bangladesh's evolving environmental regulations and
commitments.

Enhancing Corporate Social Responsibility (CSR)

Integrating product stewardship into  business
operations can enhance a company's corporate social
responsibility (CSR) initiatives. CSR has gained
prominence in Bangladesh, particularly in sectors such
as banking, manufacturing, and telecommunications.
Product stewardship aligns with CSR objectives by
demonstrating a
environmental

company's commitment to

sustainability,  ethical production

practices, and responsible consumption.

For instance, organizations that implement product
stewardship initiatives—such as energy-efficient
production  processes, recycling programs, or
environmentally friendly packaging—can strengthen
their CSR credentials. These efforts can improve brand
reputation, foster customer loyalty, and attract investors
who prioritize sustainability in their investment

decisions.

In Bangladesh, consumers are becoming increasingly
aware of the environmental and social implications of



their purchasing decisions. Companies that prioritize
product stewardship can tap into this growing market of
environmentally conscious consumers, particularly in
urban areas where concerns about pollution, waste, and
climate change are more pronounced.

Navigating Regulatory Pressures

As global emphasis on sustainability intensifies,
businesses in Bangladesh will face increasing regulatory
pressures from both domestic and international
markets. The European Union's Green Deal, for example,
advocates for stricter environmental regulations on
imports, including textiles, impact
Bangladesh's export-oriented sectors.

which  may

By adopting product stewardship, businesses can
anticipate regulatory changes and ensure compliance
with  international standards. Companies that
proactively adopt sustainable practices will be better
positioned to meet future regulations and avoid
potential fines or market access restrictions. Moreover,
adhering to global sustainability standards can enhance
Bangladesh's international competitiveness, particularly
in industries such as garments and textiles, where
environmental considerations increasingly influence
purchasing decisions by major global retailers.

Economic Opportunities and Job Creation
Sustainable business practices, as promoted by product
stewardship, can generate new economic opportunities
and create jobs. As businesses in Bangladesh transition
to more sustainable production models, there will be a
growing demand for green jobs in sectors such as waste
management, recycling, renewable energy, and sustain-
able product design.

Additionally, fostering innovation in environmentally
friendly products and processes can open up new
markets and revenue streams. Companies that produce
sustainable textiles or eco-conscious packaging, for
example, can capitalize on the growing global demand
for green products, driving economic growth and job
creation.

In the context of Bangladesh, product stewardship offers
a crucial opportunity for businesses to align economic
growth with environmental sustainability. As the country
continues to industrialize and urbanize, the need for
sustainable practices will become increasingly urgent. By
adopting a product stewardship approach, businesses in
Bangladesh can reduce their environmental impact,

enhance their competitiveness in global markets, and’

contribute to the development of a circular economy.

For Bangladesh's business sector, product stewardship
is not only an ethical imperative but also a strategic
necessity. The long-term success of the country's
industries will depend on their capacity to innovate and
adapt to evolving environmental and regulatory
landscapes. By assuming responsibility for the entire
lifecycle of their products, businesses can position
themselves as leaders in sustainability, protect the
environment, and contribute to the sustainable
development of Bangladesh as a whole.
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Next-Generation Digital Marketing Tools for

Entrepreneurs

Ashik Igbal

Director, Business Lead at Backpage PR

In today's fast-paced business world, entrepreneurs
need to use the latest digital marketing tools to succeed.
New technologies like artificial intelligence (Al), automa-
tion, and virtual reality (VR) are changing how businesses
promote their products and connect with customers.
These tools make marketing more efficient, personal,
and effective. Here's a look at some of the top digital
marketing tools that every entrepreneur should consid-
er using.

1) Artificial Intelligence: A Powerful Tool

for Marketing:

Artificial intelligence (Al) has quickly become a
must-have in digital marketing. What once seemed like
complicated technology is now easy for businesses to
use. Al helps entrepreneurs by:
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. » Using chatbots to give customers instant answers to
: " their questions at any time of day.

. Using predictive analytics to understand what custom-
ers might want or need in the future, which helps
businesses plan better.

« Improving customer targeting by analyzing large
amounts of data to create specific groups of customers
for personalized marketing.

Al tools allow businesses to automate many tasks and
make better decisions, giving entrepreneurs more time
to focus on growing their business.

2) Omnichannel Marketing: Connecting

with Customers Everywhere

Customers interact with brands through many chan-
nels—like websites, social media, and physical stores.
Omnichannel marketing means giving customers a
smooth experience across all these platforms, no matter
where they connect with your business.

With omnichannel tools, entrepreneurs can:

* Keep track of how customers engage with their
business across different platforms.

« Offer personalized content based on the customer's
entire experience.

* Build stronger relationships with customers by making
their journey with the brand consistent and enjoyable.
By using omnichannel strategies, entrepreneurs can
ensure their brand feels connected and consistent,
increasing customer loyalty.

3. Virtual and Augmented Reality: Creating

Unique Experiences

Virtual reality (VR) and augmented reality (AR) are chang-
ing how businesses connect with customers by creating
fun and engaging experiences. These tools, which used
to be more for gaming or entertainment, are now
important for marketing.

* Virtual reality allows customers to explore products,
take virtual tours, or attend online events.

* Augmented reality lets customers try out products
before buying—Ilike trying on clothes or seeing how
furniture would look in their home—using just their
phone.

For entrepreneurs, VR and AR offer exciting new ways to
connect with customers and make their brand more
memorable.

4. Data-Driven Personalization: Making
Customers Feel Special
Personalization is key to digital marketing today.

Customers expect businesses to know what they like and
offer them products or services that fit their needs.
Data-driven personalization uses customer data to
create a unique experience for each person.

+ Behavior tracking tools monitor how customers
interact with a website or app, allowing businesses to
offer recommendations and targeted ads.

* Dynamic content adjusts marketing messages in
real-time, so customers see content that matches their
interests.

Entrepreneurs can use personalization to keep
customers engaged and satisfied, making them more

likely to return and make purchases.

5. Automation: Saving Time and Increasing Efficiency
Automation helps entrepreneurs run their marketing
smoothly by taking care of repetitive tasks. This allows
them to focus on other areas of their business.

+ Email automation sends out personalized messages
automatically based on customer actions—like sending a
reminder if they leave an item in their online cart.

* Ad automation adjusts ads and spending in real-time to
get the best results without manual intervention.

* Social media automation schedules posts and analyzes
their performance to help businesses stay active and
engaged.

Automation tools save time and ensure that marketing is
consistent and well-timed, helping entrepreneurs grow
their business faster.

Entrepreneurs today have access to a wide range of
powerful digital marketing tools. Al, automation, VR/AR,
and omnichannel strategies are no longer futuristic
ideas—they are practical solutions that can make
marketing easier and more effective. By using these
tools, entrepreneurs can create better, more engaging
campaigns and stay ahead in a digital-first world.

Adopting these tools now will not only improve current
marketing efforts but also set entrepreneurs up for
long-term success as digital marketing continues to
evolve,

o,
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Sustainability and GSR in Marketing:
Shaping the Future of Brand Engagement

Shakhawat Munna

Head of Business
Maan Foods Bangladesh

In today's evolving marketplace, consumers are not just
buying products; they are buying into values, ethics, and
sustainability. This shift has positioned sustainability and
corporate social responsibility (CSR) at the core of modern
marketing strategies. Brands that embrace these values are
not only improving their reputation but also gaining a
competitive edge by building deeper connections with their
customers.

1. Consumer Demand for Ethical Brands:

A growing number of consumers, especially millennials and
Gen Z, are prioritizing sustainability and social responsibility
when making purchasing decisions. A report by Nielsen
found that 73% of global consumers are willing to change
their consumption habits to reduce their environmental
impact. Companies that actively promote environmental
protection, fair trade, and ethical sourcing are increasingly
gaining consumer trust and loyalty.

2. Sustainability as a Differentiator:

Sustainability-driven marketing focuses on showcasing a
brand's commitment to eco- friendly practices, such as
reducing carbon emissions, using renewable resources,
and minimizing waste. For example, global giants like Unile-
ver and Patagonia have built their brand identities around
sustainability. Patagonia’s “Don't Buy This Jacket” campaign,
which encourages consumers to repair rather than replace
products, is a powerful example of how a commitment to
sustainability can set a brand apart.

3. CSR and Brand Image:

Incorporating CSR initiatives in marketing allows brands to
engage with social issues, such as education, poverty allevi-
ation, and community development. Beyond the environ-

mental focus, brands like Ben & Jerry's actively campaign for
social justice causes, aligning their products with societal

values. This strategy not only builds brand equity but also
fosters loyalty among socially conscious consumers,

4. Transparency and Authenticity Matter:

To succeed in sustainability and CSR marketing, authenticity
is key. Consumers today are savvy and can easily spot
“greenwashing"” or false claims of environmental responsi-
bility. Brands that are transparent about their sustainability
journey, including the challenges they face, are more likely
to earn consumer trust, Sharing real, measurable outcomes
from CSR initiatives is essential in building a credible brand
image.

5. Long-Term Business Value:

Sustainability and CSR are no longer just marketing
buzzwords; they are long-term business strategies. Accord-
ing to a Harvard Business Review study, companies that
adopt sustainable practices tend to outperform those that
do not, in terms of both profitability and market share. By
investing in sustainable practices, brands are not only
helping the planet but also creating value for their business-
es.

Incorporating sustainability and CSR into marketing strate-
gies is not just a trend; it is a fundamental shift in how
brands communicate and engage with their audiences.
Brands that genuinely commit to these values will not only
meet the growing demand for ethical consumerism but also
position themselves for long-term success in an increasing-
ly conscious marketplace.

Sustainability and CSR are now essential tools for building
trust, loyalty, and long- lasting consumer relationships.
Brands that lead with purpose are paving the way for a
future where profit and purpose go hand in hand.
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Mohaimenul Solaiman Nicholas
Young Professional

Bangladesh has experienced remarkable economic
growth and development over the last decade, yet one of
the most critical areas where the country still lags behind
is healthcare. Medical Research and Development (R&D)
offers transformative potential, not only in advancing
public health but also in positioning Bangladesh as a key
player in global medical innovations. By aligning medical
R&D efforts with
approaches, Bangladesh can accelerate the adoption of
new technologies, drive down healthcare costs, and
improve the quality of life for millions. A well-coordinat-
ed effort to promote and commercialize medical break-
throughs can not only improve healthcare but also foster
economic growth.

strategic marketing and sales
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Medical R&D

+ Sales & Marketing

Nafisa Islam Anadi
Young Professional

The Intersection of Medical R&D with

Sales & Marketing

For Bangladesh to fully benefit from medical R&D, it is
essential to approach innovation from both a scientific
and commercial perspective. The intersection of R&D
and marketing is where innovation meets impact. While
scientific breakthroughs are pivotal, without effective
commercialization strategies, they often fail to reach the
masses. This is where marketing and sales play a vital
role—translating technical achievements into practical,
accessible healthcare solutions.

Through strategic marketing campaigns, health
innovations can be positioned as valuable and essential
offerings, while sales strategies ensure these

- A Key Element for Development

Mohaimenul Solaiman Nicholas & Nafisa Islam Anadi



innovations are distributed effectively across the
market. By creating demand through education and
awareness, marketing helps turn innovations into tangi-
ble health improvements for the public.

Catching Up to Cutting-Edge Technologies

with Effective Marketing

Bangladesh has not made significant strides in key
cutting-edge medical technologies like mRNA vaccines,
gene editing, Al-driven precision medicine, and
nanomedicine. These technologies are changing the face
of global healthcare, offering personalized, effective, and
minimally invasive treatment options. Bangladesh's
delayed progress in these areas is partly due to
dependence on technology transfer from developed
nations, rather than building homegrown solutions.

For medical R&D to succeed, it needs a strong marketing
push to inform and engage the public, healthcare
professionals, and policymakers about the benefits of
these innovations. Sales and marketing efforts can be
focused on creating awareness around the latest
medical advancements, dispelling fears about new
technologies, and building trust within the healthcare
community.

For example, gene editing or Al-based diagnostics can be
complex concepts for the general public, but through
targeted marketing strategies, these advancements can
be simplified and communicated effectively. Influencers
in healthcare, testimonials from early adopters, and
educational campaigns can highlight the positive impact
of these technologies, thus creating a strong market
demand.

Addressing Utilization Inefficiencies

with Sales & Marketing

One of the critical challenges in Bangladesh's healthcare
R&D sector is the underutilization of allocated resources,
which is often caused by centralized decision-making,
and
management issues. Many groundbreaking projects that
could lead to meaningful medical advancements fail to
take off due to these inefficiencies.

complex spending regulations, financial

Sales and marketing teams can work together with
healthcare institutions and policymakers to highlight the
successful deployment of resources, showcasing
projects that have maximized impact. Sales teams can
drive the adoption of new medical products or
innovations by working closely with healthcare
providers, ensuring that the right tools and technologies
are accessible to medical professionals who can make

the most of them. Marketing teams can develop
campaigns that focus on promoting the benefits of /
efficient R&D spending, and how it leads to better health
outcomes, thereby fostering accountability and interest
in optimized resource utilization.

Moreover, a marketing-driven approach can lead to the
development of partnerships with the private sector,
enabling public-private collaborations in healthcare
R&D. By showing the economic potential and return on
investment in health innovations, businesses can be
incentivized to fund R&D initiatives, leading to improved
healthcare outcomes and market growth.

Reducing High Out-of-Pocket Expenditures

through R&D Commercialization

Bangladesh’s healthcare system places a heavy financial
burden on citizens, with out-of-pocket (OOP) expenses
accounting for 73% of total healthcare costs. R&D can
lead to cost-effective, locally developed solutions that
lower these expenses, but without proper
commercialization strategies, the public may remain
unaware of these breakthroughs.

Here, marketing plays a pivotal role in bringing
innovations to market by building awareness around
affordable, high-quality healthcare options. For instance,
Al-driven diagnostic tools developed through R&D can
significantly reduce costs for patients, but marketing
campaigns are necessary to communicate these savings
to the public. Promotional efforts aimed at healthcare
providers can also ensure they are well-informed about
these new tools and can recommend them to patients.
By educating consumers and healthcare providers alike,
marketing helps facilitate the adoption of cost-saving
innovations that can lower OOP expenditures.

Sales teams also need to work closely with healthcare
institutions to ensure that these new, affordable
products and services are readily available and
distributed effectively. Effective sales channels can help
ensure that innovations like low-cost diagnostic tools
and treatments reach hospitals, clinics, and pharmacies
across the country.

Learning from Global Experiences and

Positioning Bangladesh's Health R&D Globally
Countries that prioritize medical R&D have made
significant progress toward achieving universal health
coverage (UHC). For example, global markets are
adopting Al and machine learning into diagnostics and
personalized treatments, research on the
microbiome is leading to innovative therapies for mental

while
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‘health, diabetes, and obesity.

For Bangladesh to follow suit, it is essential to
market the country as a potential leader in
medical innovations, not just domestically but
on the international stage. By leveraging sales
and marketing strategies, Bangladesh can
position itself as a hub for health innovation in
South Asia. Highlighting local success stories
and R&D milestones through digital marketing,
trade shows, and international conferences
can attract both local and foreign investment.

Moreover, a strong sales strategy can help 88
build  partnerships ~ with  international |
companies looking for joint ventures or
collaborations in medical R&D. Global success in fields
like precision medicine or Al-powered healthcare tools
will require Bangladesh to have a robust sales pipeline
that ensures local innovations are effectively marketed
and adopted globally.

Strengthening Primary Healthcare with
Localized Solutions

Bangladesh’s healthcare system faces numerous
challenges in delivering primary healthcare, especially in
underserved areas. Marketing can be instrumental in
promoting locally developed innovations aimed at
strengthening primary healthcare services. For instance,
R&D aimed at developing affordable diagnostic
equipment, modern supply chain solutions, and
community-based healthcare models can transform

how healthcare is delivered across Bangladesh.

Sales teams can ensure these innovations are made
available in rural and underserved markets, while
marketing campaigns can educate communities about
the benefits of these locally developed solutions.
Promoting affordable and accessible healthcare options
through mass communication channels, social media,
and on-the-ground campaigns can drive demand in
these regions.

Commercializing Gene Editing and

Advanced Therapies

Gene editing technologies, such as CRISPR, have the
potential to revolutionize healthcare by providing
treatments for genetic disorders. However, Bangladesh
still lacks the infrastructure to fully leverage these
advanced therapies. Sales and marketing professionals
can play a crucial role by highlighting the potential of
gene therapies and attracting

investment into this sector.

For example, a well-executed marketing campaign
focusing on the impact of gene editing in treating
life-threatening conditions could raise awareness and
generate demand for these therapies. Sales teams can
develop partnerships with hospitals and healthcare
providers to ensure access to advanced treatments,
while marketing strategies focus on communicating the
benefits to patients and caregivers.

The Way Forward

Medical Research and Development is
transforming Bangladesh'’s
improving public health, and fostering economic growth.
By integrating effective sales and marketing strategies,
the country can bridge the gap between scientific
innovation and real-world impact. Marketers must take
an active role in educating the public, creating demand
for new technologies, and positioning Bangladesh as a
global leader in healthcare innovation. With the right
blend of R&D, marketing, and sales efforts, Bangladesh
can move toward a healthier, more prosperous future.
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