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Abstract 

Newspapers are just another item we use on a daily basis. A newspaper can become a well-

known brand by using the right branding techniques. This study's main goal is to identify 

effective promoting and branding strategies for the newspaper industry in Bangladesh. 

Particularly, this study aimed at analyzing newspaper’s quality, the social activities and 

promoting strategies, the daily reader’s perceptions of newspaper promotion and brand 

strategies, the sector’s corporate image and the existing branding initiatives implemented by the 

newspaper industry. In this study, a mixed technique of research was used. Focus groups and in-

depth interviews were done for the qualitative portion. A sample survey was done for the 

quantitative portion.  

It was found that readers prefer monthly subscription discounts for print editions over those for 

online contents, digital platforms. Additionally, CSR events and activities are effective strategies 

for newspapers to draw in new readers. Based on the newspaper's target audience, every program 

should be launched. There are numerous occasions for earning from advertisements at events and 

activations. The common branding components in the newspaper industry may include 

photography and headlines. Newspaper publishers ought to offer a variety of content based on 

reader preferences and editorial principles. channels can help you keep more subscribers. 

It is recommended that the newspaper industry should adopt the current brand and promotion 

techniques to market their products to market worldwide. 
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1. INTRODUCTION 

According to Nasim (2014), the daily newspaper is an essential component of any culture 

that values literacy. It is challenging to go about one's daily activities in this day and age without 

first consulting a newspaper. Newspaper advertising is more vital than ever due to the constantly 

changing nature of communication and the requirement to satisfy the requirements of both 

customers and vendors. People may find it easier to obtain the knowledge they need to make 

decisions when they read a newspaper, regardless of whether the decisions they make will 

impact their own lives or society as a whole (Nasim, 2014). 

According to Dewi et al. (2022), English is spoken by a significant portion of 

Bangladesh's middle and higher classes even though Bangla is the country's official language. 

Because the English language is so widely used worldwide, people from all over the world read 

newspapers written in English to keep themselves informed (Dewi et al., 2022). In Bangladesh, 

an accumulative number of people are becoming conscious of the significance of being capable 

of speaking English, which has increased the number of people who read daily in the English 

language. At present, Bangladesh serves as the location of a significant number of active 

branches of international organizations. These organizations employ people from all over the 

world, many of whom are passionate readers of journals written in English. Newspapers 

published in English are consistently attracting a growing number of readers daily. Currently, 

"The Daily Star" is Bangladesh's most popular and extensively read daily newspaper written in 

English. 

Wadud, (2020) stated that utilizing a marketing information system might assist the 

marketing approach employed by a newspaper (Wadud, 2020). The purpose of this research is to 

outline how the authorities at "The Daily Star" may increase its marketing strategies to meet 

newspaper reader’s desires and requirements since it is competing extremely to attract both loyal 

consumers and new customers. Since this is the case, the research was conducted. According to 

Mim (2021), those who can see far into the future are in high demand due to the impending 

challenging climate that rapid changes in the global arena will cause. In the realm of business, 

competition is something that never stops (Mim, 2021). Before the publication of "The Daily 

Star," " Bangladesh Observer" was the English daily that enjoyed the highest popularity among 

the country's residents. However, "The Bangladesh Observer" can no longer maintain its position 

as the English-language daily that is read the most extensively. The leadership of "The Daily 
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Star" may choose to use a continuous marketing intelligence force to ensure that their publication 

continues to hold the title of Bangladesh's most frequently read daily written in English. 

Today, one of the most common methods for people in different parts of the world to 

exchange information and ideas with one another is via the use of newspapers. It has arrived at 

the point in our culture that it may be considered a consumer good. This is one reason why 

advertising in newspapers is given such a high priority. This study aims at providing a clear and 

straightforward overview of the branding strategies utilized by Bangladeshi daily. Isolating a 

single area of marketing may help establish successful marketing strategies. For instance, Nisa, 

(2020) asserted that developing an acceptable and efficient distribution route, finding an 

appropriate pricing strategy, or accomplishing both can all be accomplished by isolating a single 

aspect of marketing. When it comes down to it, everything depends on how competent a 

corporation is. A corporation may establish itself as a brand in a variety of ways, including the 

supply of a high-quality, continually improved product; the construction of affordable medium of 

distributing products; the adoption of a distinctive pricing initiative; and the engagement in a 

variety of social activities (Nisa, 2020). 

 

1.1 Background of the study. 

The protection that being renowned for one's job provides in today's workplace is 

comparable to having insurance. A logo or the name of a corporation are just some things that 

make up a brand nowadays. A company's brand represents its identity and the benefits it may 

offer to the consumers in its target market. A service or product that assists customers in 

achieving their goals and satisfaction can also be considered a brand. When developing a brand, 

it is essential to consider the requirements and preferences of the target market (Mohiuddin, 

2019). Every day sees the launch of brand-new businesses. Therefore, the objective of every 

company should be to showcase its wares to the attention of as many prospective customers as is 

humanly feasible. The primary objective of branding is to differentiate a product from its rivals 

in the marketplace with the expectation that customers would select that particular brand over 

others. A unique brand is required to achieve sustainable success in customers' eyes throughout 

time (Shaon, 2019). 

When it comes to achieving one's financial goals, it is possible that branding is just as 

crucial for newspapers as it is for other types of businesses. It makes no difference whether the 
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business in question is a consumer brand or a newspaper; neither can prosper in the industry if it 

is not meeting the objectives it has set for itself. Brand strategies for newspapers that attempt to 

boost readership and income by appealing to their target demographic and setting themselves 

apart from the competition might be of tremendous use to newspapers. Methods of branding that 

are effective at what they are supposed to achieve also help advertisers and consumers gain their 

bearings, which helps build a price system that is premium and unique from others. Even with 

something as simple as this, it is possible to start a profitable business (Mahmud et al., 2019). 

With newspapers, themes of trust, loyalty, and religion take center stage. Choosing a 

newspaper to subscribe to is even more of a personal decision. Customers feel better at 

purchasing a well-recognized brand, which is especially important when purchasing a 

newspaper. When someone buys a newspaper, they invest in more than just the paper itself; they 

invest in the brand (Tahlin, 2022). 

Because there are now so many Bengali periodicals available, there has been a significant 

sea change in the composition of the media landscape in Bangladesh. According to the findings 

of this research, a business of this nature might potentially operate as a "company" in 

Bangladesh. The corporation has not only been successful in selling the product that bears its 

name but has also been a driving force behind the social transformation in Bangladesh. By 

concentrating on the part that branding played, this study aims to examine the part that 

newspapers played in the most recent social upheaval. 

1.2 The newspaper industry in Bangladesh. 

The number of daily newspapers registered with the Department of Films and 

Publications (DFP) was 532 as of the most current count (conducted in June 2019). Both the 

readership of the publication as well as the percentage of government advertising that was sold is 

presented here. 

The demand from customers often drives fluctuations in the market. However, the 

number of people reading the daily newspapers are measured using the Average Issue 

Readership (AIR). Kantar MRB's National Media Survey-20181 is the source for the findings 

shown in the daily publication AIR. With an Audience Reach (AIR) of 6.6 million,  

 

The Daily Prothom Alo is the daily in Bangladesh that enjoys the highest level of readership. 

The Daily Bangladesh Pratidin has the highest average daily circulation (AIR) of any daily 
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newspaper in Bangladesh, at 5.5 million. The Daily Jugantor and the Daily Ittefaq come in third 

and fourth position, with an AIR of 1.9 million and 0.9 million readers, respectively. The number 

of daily newspapers registered with the Department of Films and Publications (DFP) was 532 as 

of the most current count (conducted in June 2019). Both the publication's readership and the 

percentage of government advertising sold are presented here (Zaman, 2020). 

1.3 Research problem. 

After gaining independence from Pakistan in 1971 whole newspaper industry, there 

was neither an expected activity map for the newspaper industry, including the 

Daily Prothom Alo, but there was a desire to produce anything "great" for the 

nation. 

The elements contributing to the enormous success of the newspaper industry must 

be understood by newspaper publishing companies. The goal of this study project is 

to find strategies for the industry's growth. Likewise, to determine a branding plan 

moving ahead. 

1.4 The objective of the study. 

Broad objective. 

The primary purpose of the thesis aims to identify successful branding and promoting 

strategies for specific types of daily newspapers. In addition, to assess the quality of newspapers’ 

content by evaluating the industry’s promotional and social activities examine readers’ 

perception of newspapers’ branding to determine the industry’s corporate and social image. 

These might help the entire industry move forward. Furthermore, this research is to identify and 

describe some effective brand tactics for daily newspapers, focusing on "The Daily Star," and to 

provide an overview of the newspaper's marketing initiatives. This may serve as a model for the 

entire sector. The researcher also wanted to expand the study into the following topics beyond 

the scope of this study. Newspaper content quality; Industry PR and social responsibility; 

Newspaper readers' brand perceptions; the publishing industry's public and professional profiles.  

This thesis focuses on providing an answer to the following question: How can promotional tools 

be used in marketing strategies to improve customer satisfaction and establish a strong brand 

image in the newspaper industry? 
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1.5 Limitations of the study. 

The following are examples of the study's caveats: The research was conducted solely in 

the city of Bangladesh; it did not include a poll of students at public universities; it did not poll 

members of the general public or specialized professions like lawmakers, educators, police 

officers, military personnel, and social workers. Only the Bangladesh Observer and the 

Independent were included in the analysis as potential competitors to "The Daily Star." The New 

Age, The New Nation, and the Financial Express, are all English newspapers that were ignored. 

Only newspaper readers in the Bangladesh Division were selected for the sample survey using a 

convenience sampling approach.  

 

 

 

`  
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2. LITERATURE REVIEW 

2.0 Introduction 

When discussing the long-term goals of a company's marketing department, the term 

"brand strategy" is often used. Any effective branding strategy must prioritize customer focus 

above product focus when establishing brand positioning. According to Alam (2022), every 

successful brand strategy focuses on building long-term customer value (Alam, 2022). 

Furthermore, as stated by Yousaf et al. (2018), Businesses benefit from having loyal customers 

who will not go elsewhere because of the consistent value they get. Marketers need to keep three 

things in mind when crafting a successful brand strategy: giving those more, giving them 

something new, and getting them involved. These pioneers blazed the trail by demonstrating the 

elements necessary for a successful brand strategy (Yousaf et al., 2018). Arafat (2018) says 

business success and client acquisition are well-executed brand strategies. Consider how your 

customers perceive and interact with your company. Be sure to promote your company's other 

strengths in different brand strategies, just sales (Arafat, 2018). 

According to Yeasin (2021), a strategy describes how marketing will achieve the firm's 

goals. They claim that it is common for businesses to have to choose between competing 

approaches. As many financial advisors have learned the hard way, seminars are only sometimes 

effective in attracting new customers (Kamal et al., 2018). The local newspaper is a prime 

medium for reaching this demographic since it serves as both an educational tool and a public 

relations showcase for the newspaper and its parent company.  

By detailing and approximating a five-equation model of newspaper processes, 

Sharufatun (2020) provide data that may be various problems related to media monopolization. 

The findings also point to large-scale efficiencies increasing circulation and space, which may be 

interpreted as saving on the financial front. However, the data shows that chain newspapers 

cannot compete with independents regarding production efficiency. There is a significant 

competitive influence on circulation demand from other newspapers in the same or nearby 

geographic areas. 

Marketing managers may make more educated and less dangerous choices with the 

support of marketing research, as noted by Islam et al. (2022). Therefore, marketing research 

yields data that is not biased must be up-to-date, can be easily translated, and implies the 

business at one of the most significant problems industries, as described by Rizvee (2021). The 
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author outlines a process for decision-making that will keep newspapers of all sizes afloat and 

profitable over the long haul. The technique of dividing the potter into smaller, more manageable 

pieces is called "segmentation," as noted by Ubayasiri et al., (2019). As described by Khokon et 

al. (2018), database marketing includes developing and upkeep a databank, telephone selling, 

and a sales support system for fielded salespeople, customer care, and debt collection. Product 

placement throughout the wide variety of media options now accessible, as noted by Ferdous et 

al. (2020), is growing in importance in the world of marketing and advertising. Methods of 

application highlight the value of creativity in reaching out to consumers. 

Furthermore, a technique that processes marketing communications is required to 

guarantee that a consistent message is provided via product placement and other promotional 

activities. According to Kamal (2018), competition in the marketplace for organizations is fierce 

regardless of the proximity of the competitors. Examining the competition's structure, behaviour, 

and performance is a good starting point. In addition to the current round of few market entrants, 

potential alternatives and the possibility of forward or backward integration are all factors that 

marketing managers must consider. 

It has been noted by Arafat (2018) that the last three feet of the marketing process may be 

affected by cultivating cordial and productive working relationships with the persons involved. 

Those in marketing are typically cut off from those who build and maintain connections with 

customers, such as those in ad sales, circulation, and customer service. Marketers are hampered 

in their capacity to make the strategies and budgets necessary to accomplish corporate objectives 

if they lack an understanding of the day-to-day problems and opportunities these important 

sectors confront. According to Yousaf et al. (2018), their legal and ethical concerns are related to 

creating marketing information systems due to the risk of damage they pose to individuals. 

According to Sharufatun (2018), all businesses, particularly those with a high customer churn 

rate, adopt a customer-centric attitude. 

When people have similar tastes, more people are likely to buy those things, which 

results in positive "preference externalities," according to research by Ubayasiri (2019). 

However, if separate groups of customers have widely divergent tastes, those groups will 

develop items that cater more to the former than the latter. S.F.N. Home Published Reports 

(2003) notes that the newspaper business is very economical and that new challenges are 

constantly emerging. They rely especially heavily on the symbiotic relationship between sales 
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and advertising to generate income. A fresh perspective will be brought to bear on the 

Relationship Management (CRM) project. Information about customers is the lifeblood of every 

company, which is why customer relationship management efforts are so important; however, if 

customer relationship management is to aid in revitalizing business servers, it must be 

implemented more effectively. 

2.1 Marketing Highlights 

The company can only effectively plan among competing marketing tactics by first 

learning about the items its rivals provide. It must first determine who its direct and indirect 

competitors are. Currently, "The Daily Star" is Bangladesh's most widely spoken language daily. 

However, keeping its dominant market share requires constant attention to the competition. The 

Bangladesh Observer and The Independent are two of "The Daily Star’s rivals. There has been a 

shift in the newspaper rankings, with "The Daily Star" currently fitting these, "The Bangladesh 

Observer" is second, and "The Independent" is third. 

Major Promotional Strategies. 

According to Yousaf et al. (2018), our ideal clients have varying tastes as the researcher 

progress through time. Planning and executing the right mix of promotional activities is essential 

to meeting the different demands of today's consumers (Yousaf et al., 2018). Advertising, sales 

campaign (including specimens, discount vouchers, and sweepstakes), and public relations are all 

examples of promotional tactics (such as; organizing agendas, news conferences, contributing 

money, and others). What follows is a discussion of a few of the advertising methods: 

Bangladesh business award. 

Since 2001, "The Daily Star" has been the driving force behind this program to recognize 

and award the most successful business people in Bangladesh. This event is being organized and 

hosted by D.H.L. on behalf of "The Daily Star." The program begins on March 31 and ends on 

April 30, 2023. 

Debate competition. 

Since 2001, "The Daily Star" has served as a media partner for the annual Intercollegiate 

and University English Debate Competition. As a representative of "The Daily Star," this event 

is coordinated by the Viqarunnisa Noon College Debating Committee. A student recognition 

ceremony for those enrolled in the A and O levels of the academic programs. "The Daily Star" 

has honoured top performers on the O and A Level exams since 1999. According to Sari et al. 



11 
 

 

(2019), every year, on a set Friday in September/October/November, students from across the 

world gather to receive their "The Daily Star" awards. English language learners and their 

educators participate in this course (Sari et al., 2019). 

The engineers’ award. 

On May 9, 2021, "The Daily Star" presented awards to some of the most talented and 

successful engineers in Bangladesh in recognition of their work and achievements to the nation. 

This event was co-organized by the Institute of Engineers, Bangladesh, which also contributed to 

its development. 

Round table discussion. 

The publication "The Daily Star" hosts a variety of round tables on a variety of topics. 

For instance, it coordinated a round table debate with the C.P.D. in 2021. (Center for Policy 

Dialogue). 

News in Grameen phone. 

Grameen Phone's coverage of daily events is sourced from "The Daily Star." 

Additionally, they can work with various mobile phone operators. Other programs are also held 

on occasion, although they occur less often. 

Promotional movement through T.V. channel Approach 

Talk Shows from "The Daily Star" might be shown on Channel-I or any other private 

television network, such as ATN or N.T.V. Imagine that The Daily Star can associate itself with 

Channel-International i's News, such as the headline "Grameen-phone khelar khobor" from the 

channel's most recent broadcast. In this scenario, The Daily Star could brand itself with Channel-

International i's News. By showing The Daily Star's news coverage, Station-i or any other private 

television station may be able to assist "The Daily Star" in establishing its brand as "The Daily 

Star Antarzatik khobor." 

Period  

The Talk Shows may begin airing once per week starting in February and linking the 

name of "The Daily Star" with Channel-I or any other private television news station. It is 

possible to begin doing this in February regularly. 

Expenses 

The bundles above come with Channel-i and other private television channels already 

bundled in at no additional cost, and there are no additional fees for the channels' regularly 
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scheduled programs. Channel-management i's and the authorized management of "The Daily 

Star" will discuss the amount. 

Promotional campaign through Print Media 

Strategy 

It is possible to reach a large number of people by advertising the new sections that have 

been added to "The Daily Star" in the newspapers "Daily Ittefaq" and "Prothom Alo." As with 

February 2023, the advertisement may be seen. 

Lastly, the never-ending search for higher quality is always ongoing. Even though it is one of the 

more venerable older magazines in the country, "The Bangladesh Observer," "The Daily Star" is 

currently in first place among its competitors. A newspaper, on the other hand, requires an 

effective advertising strategy. This is an absolute necessity for an English newspaper to succeed 

in Bangladesh (Devereux et al., 2019). To thrive in the highly competitive newspaper industry, 

the publication must adapt to better serve its readership's requirements.  

Even more than a strategy that has been carefully considered and developed is needed to 

ensure the success of a marketing campaign. There is only a point in creating a market plan if it 

is possible to put it into action. After Bangladesh won independence, the Bangla language 

received increased importance (Subramanian, 2018). However, being fluent in English is 

necessary if one wishes to succeed in today's global economy. Without fluency in English, there 

will be a communication gap analogous to the digital divide, which refers to the gap between 

people who are comfortable using computers and those who are not. People around the country, 

especially those who influence policy, are starting to understand how critical it is to 

communicate in English. However, because the significance of English has been minimized for a 

long time, only a few individuals in the country read newspapers written in English (Kostygina et 

al., 2022). The newspaper industry, along with those of other print media, must increasingly 

contend with the rise of electronic media. The emergence of electronic media presents a 

significant challenge to the continued survival of print media, even though print media has not 

been particularly unpopular up to this point. 

According to Sharma et al. (2021), "The Daily Star" would do well to routinely survey its 

readership to refine the paper’s content and keep up with the ever-changing demands of its 

readership. This would allow the piece to better serve its readership's needs (Sharma et al., 

2021). They need to modify their marketing approach and emphasize customer relationship 
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management to maintain their position in the competitive landscape. Because of this, "The Daily 

Star's" method for collecting and evaluating marketing data needs to be rock solid. In addition to 

ensuring that its future popularity is maintained among readers of English-language newspapers, 

the leadership of the newspaper ought to make an effort to motivate readers of Bangla 

publications. It is possible for "The Daily Star" to increase its readership and continue to hold its 

position as Bangladesh's most widely read English-language daily if the publication engages in 

proactive engagement and implements a marketing strategy. 

 

 

  



14 
 

 

3. METHODOLOGY. 

3.1 Research Design. 

This thesis uses qualitative and quantitative methodologies to address the research issue 

and complete the study. Quantitative and qualitative approaches coexist in the process of 

developing research methods. Methods used in qualitative research tend to place more weight on 

descriptions than numerical measures (Neger et al., 2020). Additionally, conceptual analysis was 

used to draw these conclusions. The guiding principle of qualitative research is that one must 

piece together one's reality based on one's experiences and insights. Additionally, in qualitative 

research design an in-depth interview and Focus Group Discussions (FGD) were employed.  

Nevertheless, in quantitative research design, the researcher implemented a sample 

survey. However, some FGDs examined the reader’s branding and promoting perceptions 

whereas the other FGDs focused on branding and promotion of newspapers industry from 

branding professionals, sales and marketing team. In contrast, the researcher used sample survey 

to purposely examine the perceptions of the newspapers readers as far as branding and promotion 

is concerned. 

3.2 Development of research tools. 

At first, the researcher prepared a sample survey questionnaire based on existing 

branding and promotion research work conducted for the Daily Prothom Alo. The prototype of 

the sample survey question was first tested among the Daily Prothom Alo employees to mainly 

get their feedback based on the questions on the questionnaire. However, a section of 

questionnaire known as discussion guidelines was developed purposely for the FGDs. Another 

copy of the discussion guideline was created for the FGDs for the sales and marketing team and 

the branding and promotions professionals. Additionally, for the sales and marketing, and 

branding and promotion professionals, the researcher created an open-ended in-depth interview 

questionnaire, and another copy of open-ended in-depth interview questionnaire was created for 

one representative of the editor of the Daily Prothom Alo Newspaper. 

3.3 Fieldwork and data collection. 

Selecting the most suitable data-gathering approach is crucial to the success of any 

research project. Primary and secondary data are the two types of information recognized by 

Ashaduzzaman (2022), Secondary sources include the company's website, books, articles, 

journals, and previous research papers, while primary sources include interviews, e-mails, 
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telephone calls, mailed questionnaires, and in-person focus groups. The thesis benefits 

significantly from using two sources of data and information employed extensively to enhance 

its meaning and presentation. 

3.3.1 Primary data collection methods. 

The most common method of obtaining information used as evidence is interviews with 

questionnaires. Case study interviews, in contrast, to survey interviews, are often conducted in an 

unstructured format, sometimes even taking the shape of relatively casual chats with a crucial 

informant for the case (Parvez et al., 2018). An interview is a guided conversation between at 

least two persons. Interviews are a valuable tool for gathering accurate information about study's 

aims. Interviews like this are often used in qualitative research. While the researcher conducting 

a semi-structured interview will have a general idea of what topics and questions they want to 

address, those details are flexible. The questions may be asked in a different sequence than 

initially planned. Non-standardized research interviews may be valuable for gathering 

information in various contexts. The study's goals, the value of meeting in person, the specifics 

of the questions used to glean information, how much time will be needed, and how thoroughly 

the procedure will be carried out are all factors that may be categorized under the umbrella term 

"interview." The researcher contacted the marketing manager of the chosen TV network to have 

an interview with him or her. 

To learn more about the media company's advertising strategies, research was undertaken 

at the media company's headquarters between June-September 2022. Data has been collected via 

interviews with the chief reporters, managers, administrative managers, editor, deputy editors, 

news editor, accounts manager, division heads, commercial manager and press manager. 

3.3.2 Secondary data collection methods. 

In this thesis, the researcher used secondary data, described as existing historical 

information or data structures which were previously gathered and produced for some past study 

challenge or opportunity circumstance different than the present one (Sarker et al., 2018). 

Published summaries are both examples of secondary data. Payroll records, correspondence, 

meeting minutes, and inventory tallies are just a few examples of data often collected and stored 

by businesses. The best daily newspapers report on merger and acquisition activity and stock 

price fluctuations. The government often publishes official social, demographic, and economic 

data based on surveys they conducted various clientele benefit from the information gathered by 
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consumer research firms. To better serve their members, trade groups gather and publicize 

information provided by their constituents on matters such as sales. As a result of these 

considerations, the researcher relies on secondary sources like books, papers, journals, and the 

internet to fill in the blanks. Helpful information for developing a thesis and supporting 

arguments may be gleaned from these sources. 

 

3.4 Questionnaire Design  

A questionnaire is a kind of investigation tool consisting of questions and other stimuli to 

collect data from defendants. Researchers used closed- and open-ended questions, the two most 

frequent survey questions, to achieve their goals in primary data collecting. The researcher 

generated both flexible and closed-ended questions. Business surveys often utilize open-ended 

questions, whereas consumer surveys typically use closed-ended ones. 

3.5 Data Presentation and Analysis 

3.5.1 Sampling Procedures  

Sampling is the practice of selecting subsets (groups of people or organizations) from a 

larger population for the purpose of researching that subset and then extrapolating the findings to 

the larger population. Some sampling strategies are considered probability-based, whereas others 

are not. Members of the population are picked out of the pool in a non-random manner in non-

probability sampling. The researcher chose to use a convenience sampling for this research. 

Convenience sampling is often utilized in exploratory studies when a rough estimate of the truth 

is desired at a low cost to the researcher. The term "convenience sample" refers to the selection 

criteria used to create the sample. To gain a rough idea of the findings without spending the time 

and money necessary to pick a random sample, this non-probability approach is typically utilized 

during exploratory research endeavors. 

3.6 Gathering Data  

The study relies on a non-probability sampling strategy to obtain data. Convenience 

sampling was used to choose the sample. Samples in this kind are used in exploratory studies. 

One of the most common techniques for gathering new information and taking stock of public 

opinion is the use of questionnaires. To conduct the study of the newspaper industry, the 

researcher opted to use open-ended questions, whereas survey of newspaper readers was 

conducted using closed-ended questionnaires. The researcher made separate sets of questions for 
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each of these subsets. From these two categories, the researcher sampled 103 population (The 

Daily Star Newspaper, Bangladesh Observer, and The Independent Newspaper). The researcher 

obtained research data for the TV industry and competitive analysis using semi-structured 

interviews utilizing questionnaires, and the researcher presented a very brief questionnaire for 

the Newspapers sectors, consisting of just 13 items. The researcher also tried to assemble 

secondary data from scholarly publications. In no case did an interview go more than 30 minutes. 

To ensure that the interviewer could get to all the relevant points in the allotted time, the 

questions were structured in a certain manner. 

There are just six questions total, and they are extremely simple and easy to answer, for 

the newspaper's readership. There was a total of 100 questionnaires distributed and collected 

from residents of Bangladesh. Anyone who answered the survey but was above the age of 16 

was disqualified. The convenience sample approach used meant that only those in Bangladesh 

were requested to fill out the surveys. The study set out to answer the question, "Which is the 

most compelling media that ultimately impacts the TV Viewers for viewing programs of the 

channels?" by collecting data on the impact of branding and promotional strategies responsible 

for spreading the most awareness. 
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4. FINDINGS AND RESULTS 

In this study section, the researcher conducted an in-depth interview, surveys, and the 

Focus Group Discussions (FGDs). This section will entail description of the findings, results, and 

the existing branding and promotional strategies implemented by the Newspaper Industry in 

Bangladesh. 

4.1 In-Depth Interview 

The researcher successfully performed the in-depth interview among the Newspaper 

Industry professionals such as Brand and promotion and sales and marketing professionals. The 

individuals who participated in in-depth interview includes: 

a. The managing director at the International Distribution Company Bangladesh (Pvt) 

limited. 

b. The managing partner and country head at Grey Bangladesh. 

c. The head of marketing at Square Toiletries Limited. 

d. The founder, MD, and the Editor at Bangladesh Brand Forum. 

The sections that follow detail the key findings and provide readers an understanding of 

how the daily newspaper sector is seen on a corporate and social level.  

A. Popular Bangladeshi Branding Elements 

The interviewee talked about the common branding components in Bangladesh. 

Typically, Logo, the usage of names and symbols as branding components is common. For 

consumers, the cost and accessibility of goods and services are also crucial. The following are 

the most widely used branding components in Bangladesh. 

The following criteria should be met:  

 Logo 

 Symbol 

 Name 

 Color Scheme/Palette 

 Template 

 Font 
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 Uses Pattern of Logo 

 Pattern of Visual/Pattern of Copy 

 Price 

 Value for Money 

 Consumer protection 

 the product's purity 

 Bangladesh's cultural heritage 

 Consumer safety 

 The accessibility of goods or services 

 

Common Branding Elements in the Media/Newspaper Sector 

 Newspaper article or look 

 Title, Font, and Color Scheme 

 Photography aesthetic 

 Genuineness/credibility 

 Cost 

 Value for the money 

 Consumer protection 

 Bangladesh's cultural background 

 Product availability 

 

B. Common advertising mediums in Bangladesh 

The selection of the right promotional materials is crucial for communicating marketing 

messages to consumers. Popular promotional items for Bangladesh are listed below. 

 Televisions 

 Newspapers 

 Social media 

 Digital media 
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 Events and activations 

 "Door to door" 

 The actual Goods/Services  

 Outdoor 

The types of promotional materials differ by industry. The goal of the promotion and the 

target market for the good or service are crucial considerations when choosing promotional 

methods. Social networking is an appealing option for attracting young people. Events, 

activations, and door-to-door campaigns are becoming more and more popular. Out-of-home 

advertising, often known as outdoor advertising, is modernizing from its previous format. There 

are now small and medium-sized LED screens on the city sidewalks in Bangladesh. There are 

places for advertisements at stores, restaurants, and bus stations. Ads are displayed on buses, 

autos, and other moving objects. 

Saving money when buying a good or service is a successful communication message for 

SEC-B, C, and E. The ideal communication strategies for SEC-A are value maximization, image 

maximization, loyalty programs, or recognition. The hotel sector finds savings packages 

appealing. Example: Packages for 4 days are discounted 10%. Free internet packages are 

particularly alluring to the new generation of telecom industry consumers. Women shoppers 

react to price reduction offers as well. 

In the newspaper sector, a loyalty card or library card are good solutions for gaining 

access to discounts at various cultural events or libraries. 

C. Advertisers' media preferences 

According to Philadelphia retailer John Wanamaker once remarked, "The problem is I 

don't know which half of the money I spend on advertising is squandered." 

Recently, advertisers have expressed a desire for a more accurate ROI measurement. 

They want to make certain that their investment is profitable. It is increasingly simpler to 

measure audience on digital media. Additionally, target setting is more complex. A target 

audience can be chosen based on a variety of factors, including location, age, and interests. 

Digital platforms have a higher return on investment than traditional media. As a result, 

advertisers now prefer digital media over other ones. 
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Table 1: Media Preferences of Advertisements 

Current Preferences Previous preferences 

Digital TVs 

TVs Newspapers 

Newspapers Radios 

Radios Outdoors 

Outdoors Events and Activations 

Events and activations  

 

The goal of promotion is crucial when choosing a media. Newspaper is favored for a new 

launch. TV is effective for constant awareness or visibility. TV is superior at attracting 

housewives. Digital platforms and FM are profitable for attracting young, single individuals. The 

alternatives for creating and presenting promotional messages on digital media are flexible. As a 

result, the target audience is crucial when selecting an advertising media. 

D. Changes in media budget 

As advertisers' media preferences have changed, so has the allocation of media budgets. 

Budgets for TV and newspapers are going to digital. Organizations only create campaigns for 

young people via digital media. Digital media make it feasible to create promotional content that 

is more interesting and appealing. In comparison to newspapers and television, campaign costs 

are quite minimal. Small businesses cannot afford the costs of TV and print advertisements. The 

amount of money set aside for events and activations is also rising. Budget for enhancing 

distribution channels is rising. Organizations are likewise reducing their budgets due to the 

saving trend. 

Bangladesh has a young population more than other media. However, this young 

generation uses digital platforms. As a result, using digital channels to communicate with them is 

crucial. Local TV and FM radio stations' popularity is warning because of their programming. 

Newspaper readership is dwindling because of the form problem. 

E. Factors to consider when selecting an advertisement medium 
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 The promotion's goal 

 The context 

 The appropriateness of the content 

 The target audience 

 Return on investment (ROI) 

The importance of the target group (TG) to the advertiser is examined. For digital 

platforms, an advertiser may predict a 50% conversion rate based on TG analysis, whereas for 

traditional media, the figure is no higher than 2%. Digital platforms are profitable in this 

situation. FM radio or digital platforms might be the best options for niche products. Mass 

media, such as TV and newspapers, are required if an advertiser wants to affect the social 

outlook through commercial messages. 

The ability to make objective media purchases is growing every day. The media sector is 

currently tremendously competitive. Advertisers have a lot of options. Spending that is 

subjective today is invalid. 

Spending on luxury advertising has also been declining. To obtain ad slots, advertisers 

use expert techniques. They cannot stay by themselves. To their bosses, they must provide 

reasons for each expenditure. The new generation of CEOs are driven to success. As a result, 

they are more impartial and profit focused since they are less receptive to emotion and intuition. 

F. Promotional strategies for newspapers 

Bangladeshi newspaper proprietors employ marketing strategies to foster a positive social 

image. Respondents provided feedback on the following tools: 

Business social responsibility (CSR) 

CSR initiatives offer chances to interact with fresh audiences. Programs involving 

reputable, pertinent welfare organizations may draw more people. Program business connections 

are crucial. CSR programs are conducted by an organization on a regular basis. Socially 

conscious brands are adored by consumers. 

Events and Activations 
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Figure 1: advertisement for hand. 

Events and activations can aid in drawing in news viewers. These kinds of initiatives set 

one brand apart from the rest. Events with sponsors offer opportunities to make money as well. 

Sponsorship 

It is crucial to sponsor strategically. Any newspaper can build a strong brand image by 

sponsoring initiatives that are relevant to its target audience. 

Public relations (PR) 

Most of the time, newspaper publishers write about their own activities as news in their 

own papers. This is known as public relations (PR). Newspapers owned by the same person 

disseminate news for one another, according to interviewees' examples. Below is an examples of 

news photos that serve as PR. 

Content branding 

Newspaper articles or sections with relevant material can be quite profitable for some 

marketers. Advertisements for cosmetics or clothes are featured in lifestyle supplements. The 

interviewee recommended making money off popular pages or sections. They emphasize 

material for internet portals as well. Online video sponsorship is a particularly attractive option 

for advertisers. On YouTube, there are a lot of sponsored music videos. The extra page after that 

features an advertisement for hand 
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Publishers of newspapers typically use their own news formats to publish their own 

activities. Interviewees expressed favorable opinions about PR. Sometimes, news is published by 

one newspaper for another by the same owner. Below are two news photos that serve as 

examples of PR. The Daily Prothom Alo also released PR.  

Newspaper articles placed a focus on producing brief video content for online portals. 

Online video sponsorship is a particularly attractive option for advertisers. On YouTube, there 

are a lot of sponsored music videos. The supplement page after that features an article and an 

advertisement for "Lifebuoy" hand soap.  

Newspaper articles or sections with relevant material can be quite profitable for some 

marketers. Advertisements for cosmetics or clothes are featured in lifestyle supplements. The 

interviewee recommended that the internet portal focus on brief video-based material. Online 

video-based parts are particularly attractive to sponsors from the advertising industry. On 

YouTube, there are a lot of sponsored music videos.  

Content Branding 

The growth of the marketing industries 

The marketing industries are growing daily. The following new industries are expanding 

quickly.  

I. Digital Marketing:  

This entails the use of digital media to market organizational products such as newspaper 

products in the Bangladesh industry. The major media used to market products is the use of 

internet. However, some of the most common examples of digital technologies to help in 

accessing the internet includes mobile phones, smart phones, laptops, and display advertising 

technologies.  These channels depend on the internet that aids in creating, accelerating, and 

transmitting products from the producers which are newspaper industry to the final customer 

who is the reader in this case. Digital marketing strategy requires that the organization 

understands the end-customer’s behavior. For instance, the technique requires newspaper 

industry to analyze and make download of mobile applications significant and Facebook likes, 

and tweets on Twitter. 
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II. Online shopping 

The online shopping is also known as E-Commerce. This entails buying and selling of 

goods and services electronically, via internet, or on online-based services. This 

branding and promoting or marketing strategy implements digital technologies like 

online fund transfer, supply chain management (SCM), mobile commerce, online 

transactions processing, automated data collection, and inventory management systems. 

III. Business-to-business (B2B) 

Transactions occur when two businesses transact business with one another. In some 

countries, this is referred to as "B2B" transactions. Typically, this happens when: A company is 

sourcing materials for its output-producing production process (For example, a food 

manufacturer purchasing salt). For operational purposes, a business needs the assistance of 

another party (for example, a food producer hiring an accounting firm to audit its financials). A 

company resells products and services created by other companies (for instance, a store 

purchasing the finished good from a food manufacturer). 

These industries are expanding daily. To apply these in various business areas, we require 

further sector knowledge. Any organization today must be digitally adaptable. Understanding 

requires interaction and engagement with consumers. 

G. New marketing strategies 

Technology-based marketing strategies will be used in the future. Each organization 

should improve its technological capabilities. There are numerous ways for consumers to get 

information. It is incredibly challenging to draw people in with merely marketing. Organizations 

are losing their ability to influence customer behavior. Consumers now make their own decisions 

on what to do. Marketing initiatives ought to link the human soul. Future marketing should focus 

on three things: actions that are good for people, the planet, and the environment. Consumers 

will accept brands that prioritize human welfare and are socially responsible. It is time to match 

marketing aims with objectives for sustainable development. 

H. Media/newspaper future 
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Options for audiences were formerly relatively few. The audience should read, watch, or 

listen to the media selected about the programs. Options are limitless today. The audience 

chooses what they want to read, watch, or hear. Considering consumer testing, TV, newspapers, 

or news portals need additional material. More people will be drawn in by the veracity of the 

information gathered from various sources. By offering information that touches on every aspect 

of human life, content creators can keep viewers interested. Content that is too general is getting 

old. Time spent is increased by audience-centric content. The natural move is from print to 

digital. More than any other age group, young people use digital channels. They will be drawn to 

young people-focused digital content. 

Information on newspaper readers or subscribers should be mapped out for the best 

results. Any newspaper or other media outlet should have a strong understanding of its target 

audiences. The monetization process will be simplified by these procedures. Each subscriber can 

receive a different ID for the paid digital version of the newspaper. Multiple users can access the 

digital platform using one ID. It is crucial to profile users. Audience profiling will open the door 

for users to receive personalized content based on their preferences. 

The focus of newspaper publishers is on political material. It is time to update the design 

of the primary newspaper. Publishers should comprehend their target market. Readers will 

receive more value when they learn to give proper relevant material. Gaining devoted readers 

requires doing this. Content that is centered on young people is profitable for Bangladesh, which 

has a large youth population. 

The popularity of internet news portals is growing daily. For varied audience types, 

diversified material is required. Now is the best moment to start planning for the future. 

I. Plan for future branding 

Authenticity will become more valued in the future. If the marketing messages are not 

genuine, no one will accept a brand. Information is widely available to consumers. Consumers 

will reject a brand if they discover that it is lying or that its companies are not acting in a socially 

responsible manner. Newspaper redesign is crucial in the field of newspapers. 

Content needs to be appropriate for the audience. Publishers should identify the target 

audience for the newspaper before developing their branding approach. Every good or service 
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must resolve a customer's issue. The major reason a brand may win over a customer's heart is 

because of this. 

4.1.1 DISCUSSIONS 

a. The need to read newspapers 

The nation's citizens all have certain fundamental rights. Where they are deprived, they 

can obtain information through newspapers. Newspaper is a social physician. A newspaper offers 

a wide range of readers a wide range of content. Students at universities receive the most recent 

information regarding future employment and study for difficult job exams. News from the 

national, international, sports, business, literature, history, arts, and entertainment industries, 

among others, is crucial for job tests, particularly for government employment.  

Corporate employees can access several business indexes and the most recent business 

news on business pages. Readers who identify as female receive updates on the newest trends in 

clothing, home décor, food, and other topics. extensive information is available online. Readers 

struggle to choose what to read, what matters, and what is real. News in newspapers is timely, 

significant, and reliable. Newspaper reading is beneficial for readers of any reading ability. 

Readers rely on newspapers as a reliable collaborator. 

b. The value of CSR efforts, award ceremonies, and competitions 

CSR initiatives contribute to societal progress. With DHL's assistance, The Daily Star 

puts on the "Bangladesh Business Awards." Business organizations are encouraged by this prize. 

"The Daily Star Climate Awards" support businesspeople who make an effort to protect the 

environment. One of the selection criteria for "The Daily Star ICT Awards" is the organization's 

ethical reputation. The "Rise High Bangladesh" contest aims to 66 promote fresh export 

concepts. The "Unsung Women Nation Builders Awards" are intended to recognize the 

impoverished class women who have consistently played a crucial part in the growth of the 

nation. 

c. Reader-exclusive promotions 

Newspapers are provided without charge to university, high school, and college students. 

The program receives financial support from various corporate entities. The Daily Star authority 
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provides newspapers for free or at a reduced price to a variety of hotels, restaurants, hospitals, 

and buses. Readers' reading habits are influenced by these programs. 

d. A campaign to draw in younger people (net generation) 

The Daily Star's publisher has created a new section for young people called "Star Youth" 

that features success stories of young people and covers topics including leadership, science, 

technology, data, literature, and many more. Additionally, they create social media campaigns to 

inspire young people. A Daily Star project called "Change Makers forum" encourages young 

people to come up with original ideas. The most innovative people have simple access to 

reputable financial institutions for financial help. 

e. Effort to keep the advertiser 

The Daily Star provides profitable bundles that provide marketers access to both print 

and digital platform options. Opportunities for content marketing exist right now. Publisher 

never compromises journalism in this circumstance. Sponsoring round table discussions for 

various social concerns is an option for advertisers. Another enticing deal for advertising is to 

sponsor any event the publication hosts. 

f. Contracts with newspaper agents 

Newspaper hawkers and agents are treated favorably by the Daily Star's publisher. The 

authority works to guarantee enticing commission and unsold space. The newspaper sales team is 

aiming to expand their range of business prospects. 

g. Digital marketing 

The Daily Star's news portal's main draw is its unbiased, high-quality reporting. Readers 

obtain varied and significant contents, just like in the print form. The news portal's most 

appealing features are its most recent and live information. Today's readers invest a lot of time 

on social media, particularly Facebook. A Facebook page and Messenger bot for The Daily Star 

are available. The publisher also keeps up a strong online presence on other social media sites. 

These are the modern techniques for keeping in touch with readers and providing them with the 

most accurate information. 

h. Content strategy for the present and future 
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To assure "continued journalism without fear or favor," The Daily Star works hard. The 

author supports constructive criticism. Through content, especially editorial or co-editorial 

articles, readers can sense how these policies are reflected. Exclusive offers for readers include 

uplifting articles on "change makers stories." 

4.2 Focus Group Discussion 

Three groups of people participated in the focus group discussions:  

a) Brand, sales, and marketing professionals 

b) Readers of The Daily Prothom Alo 

c) Readers of other newspapers.  

These sections offer concepts regarding the newspaper's social image readers' and the industry's 

perceptions of newspaper branding 

Important debate points are included in the sections that follow.  

a) Professionals in branding, sales, and marketing 

Employees from the brand, sales, and marketing divisions of Daily Prothom Alo took part in this 

focus group discussion. The discussion's main topics are:  

A) Branding 

Brand refers to how customers or readers perceive a product. Brands imply qualities of a 

good or service. Brand recognition can either positively or negatively affect a consumer's 

decision to buy a good or service. 

B) Branding Elements 

Participants in the FGD provide their thoughts on prevalent branding aspects in 

Bangladesh. They pay special attention to these for the newspaper sector. The element lists are 

shown in the following table. 

C) Branding strategies in newspaper industry 

In Bangladesh's newspaper sector, branding strategy is present. The newspaper's name, 

content, and style are its three most crucial branding components. Some newspapers experiment 
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with their cover price. The Daily Bangladesh Pratidin's price makes it more affordable for its 

readers. 

Newspapers typically offer their communication messages while taking into account 

product characteristics. Participants made five assumptions about different eras to describe how 

the Bangladeshi newspaper industry evolved in terms of branding. Here are some explanations of 

the eras: 

First Period 

The Daily Ittefaq (1953) is the best example of this time period. During the Bangladesh 

Liberation War and Bengali Language Movement, this newspaper was extremely important. The 

newspaper's primary responsibility before the Liberation War was to provide news about current 

events, particularly politics. 

Second Period 

The Daily Ajker Kagoj and Daily Bhorer Kagoj began distributing a wider variety of 

news genres in 1991 and 1992, respectively. The look of the publications was fairly appealing. 

The way the content was presented was also improved. 

Third period 

In 1998, The Daily Prothom Alo (1998) began publishing using its new format. Its 

success as a family newspaper can be attributed to its news presentation, good printing quality, 

numerous feature pages, and diversified topics. 

Fourth Period 

As a low-cost newspaper, The Daily Bangladesh Pratidin (2010) has just been released. 

Concise news is presented in it. Readers were quickly drawn in by the distinctive feature page 

structure, as well as the entertainment, sports, editorial, and other regular news in a clear format. 

The newspaper's primary readers are low groups and drifting readers. 

Facebook's Fifth Era has been persuading users to alter their news-reading habits. Young 

people are interested in reading news on Facebook or other websites.  
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The Daily Prothom Alo has started to pay attention to both content branding and equity 

branding. Some examples of communication are "Family newspaper," "Stand against acid 

violence," and "Say "No" to drugs." Activities like bondhu shova to aid those impacted by the 

winter or those injured by the flood are also very popular. Science fairs, language competitions, 

and math olympiads all inspire students and parents. This newspaper wins millions of readers' 

and associates' hearts through content, communication, events, and activity. It also motivates 

people to make positive changes and live healthier lives. 

D) Branding strategies in the newspaper industry: challenges 

Bangladeshi newspapers typically talk about product qualities. New similar communication 

will not add greater value because of past similar communication patterns. It is challenging to 

say whether a newspaper provides all types of news in one place. It is difficult when the content 

is monotonous. Trust in newspapers is declining, particularly because not everyone believes that 

the source of popularity numbers is reliable. 

E) The significance of events, activations, and CSR initiatives 

Events present chances for direct interaction with readers. To create new readers, events 

and activations are helpful. Events and activation activities are planned by the Daily Prothom 

Alo authority with distinct reader groups or friends in mind. 

Newspapers were crucial throughout Bangladesh's battle of freedom. This sector has 

made significant contributions to the nation at numerous times of crises. As a result, people have 

higher expectations for Bangladeshi newspapers.  

F) Problems with advertising 

The challenges for newspaper advertisements are as follows: 

• It is challenging to assess the effectiveness of newspaper advertisements, but it is simple 

with digital media. 

• Print newspaper advertising costs are expensive. 

• On digital platforms, advertisers can choose the precise target audience for their 

advertisements. It is challenging in newspapers, though. 

• Due to poor printing quality, some advertisers choose not to submit advertisements. 
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G) Enhancements to the newspaper industry 

The conversation revealed the following facts regarding the future branding strategy of 

the newspaper industry: 

• Younger audiences prefer digital platforms. Finding what they like or detest is simple. 

More youth-focused material is required in newspapers and news websites for the youth-

tiled population. 

• Readers increasingly spend less time reading newspapers. It is past due to reexamine the 

page count and news size of expensive publications. 

• Advertisers want to gauge the effectiveness of their campaigns. A simple approach for 

calculating the return on investment (ROI) of print advertisements is urgently needed.  

• The leading newspapers in India are familiar with the brand personas for all editions and 

sub-brands. They have the option to programmatically post advertisements. The 

newspaper sector in Bangladesh can implement these measures. 

• There are now countless ways for audiences to pass their free time. Their tastes are 

evolving quickly. To satisfy audiences over time, newspaper organizations must take into 

account changes and modernize. 

• The current method of distributing newspapers needs to be improved. Publishers of 

newspapers must be aware of their specific readership. Information about the audience is 

required to offer them various benefit packages. 

 

b)  Readers' FGD 

Participants in two focus group sessions were newspaper readers (FGD). Readers of the 

Daily Prothom Alo took part in the inaugural FGD. The second FGD included participation from 

readers of more newspapers and different newspapers. Values are measured in terms of people. 

I. What a newspaper means 

A printed news source is the newspaper. It offers all details. To know the unknown. 

Newspapers typically have news about things that happened the day before. Readers receive 

daily news about a variety of topics, including local, state and federal politics, economics, sports, 
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and features. A newspaper offers a picture of society and the entire world. These make it possible 

to assess daily living. Newspapers raise organizational and personal consciousness. 

II. The significance of newspapers 

Newspapers are where readers acquire their favorite news. Newspapers give information 

on an incident, but information from other sources is frequently incomplete. For readers, reading 

the newspaper is a habit. It has to do with entertainment. Newspaper readers find enjoyment in 

gossip regarding news issues. When they hold a recently published newspaper, readers feel 

uneasy. Newspaper reading fosters creativity. Reading the news might help students pick up 

language and writing techniques. A newspaper offers a variety of news. Newspapers also feature 

local news. Some readers of Bangladesh enjoy reading features on religion and health advice. 

Other well-liked themes include education. 

III. Brand Recognition 

Participants could only mention three different newspaper brands. 21 people in all write 

61 names. The Daily Prothom Alo, Daily Jugantor, and Daily Bangladesh Pratidin are the three 

newspaper brands that people most frequently recall. 

IV. Brand identification  

 Content 

Prothom Alo's national information is distinctive. Readers value news that appears on the 

first page. It includes the day's top news. On the main page, investigative news is appealing. 

Pictures are often of high quality. The opinion page is also excellent. Different age groups may 

prefer different types of news. The news from abroad is favorable. 

The front and back pages of The Daily Bangladesh Pratidin are appealing. The 

newspaper's publisher presents the news in an organized manner. As a result, readers can quickly 

read the news. Newspaper headlines have a particular draw for readers. 

The third type of reading preference is for sports pages. Regular dietary supplement 

Rokomari is a supplemental material that material on any given subject per issue. Readers 

frequently choose the newspaper's entertainment and commentary sections. 



34 
 

 

Readers of The Daily Jugantor like reading about foreign, sports, and entertainment 

news. Muslim readers favor the weekly Friday delivery of the Islamic supplement. Short pieces 

are common on opinion pages and are read by some readers. Students will find additional appeal 

on the education page. Newspaper readers are pleased with the headlines. They also prefer front 

pages with little advertising. Readers of Ittefaq express satisfaction with the entertainment, 

education, and IT pages. They also favor the newspaper's headlines. Political news attracts little 

interest from participants overall. For the news category, they are not content.  

Politics discussion is not something that all readers seek. 

 The volume of news 

The entire amount of news supplied in the relevant newspapers has pleased readers. 

 Newsworthiness 

Newspaper readers are pleased with the caliber of the news in their preferred 

publications. As they read news articles, they are at ease. 

 The quantity of advertisements 

There are way too many adverts in The Daily Bangladesh Pratidin. The abundance of 

advertisements was also a complaint made by Daily Prothom Alo readers. Less advertising on 

the front page is what the readers of these two newspapers deserve. 

 Price 

There is no disagreement among Daily Prothom Alo readers over the newspaper's cover 

price. The cost of comparable newspapers is acceptable in the eyes of readers of other 

newspapers. 

 Printing excellence 

The Daily Star, Daily Bangladesh Pratidin, Daily Prothom Alo, and Daily Kaler Kantho 

all feature excellent printing. Other publications struggle with newsprint quality and printing 

issues. 

 Newspaper accessibility: All national newspapers are accessible in Bangladesh Metro 

metropolis. 



35 
 

 

 Additives 

The Daily Prothom Alo's female readers' preferred dietary supplement is Naksha. Reader 

favorites include Adhuna, Swapno Nie, and Chutir Dine. The Daily Bangladesh Pratidin's one-

page regular supplement, "Rokomari," is popular among readers. 

 A magazine 

Most participants are familiar with Kishor Alo, a monthly magazine for children 

produced by the Daily Prothom Alo publisher. 

 Word or phrase agreement 

'Courageous,' 'High moral view,' and 'Take appropriate decision when needed' are three 

terms or phrases that Daily Prothom Alo readers identify with the newspaper brand. Daily 

Bangladesh Pratidin readers relate the brand to the "Middle class." 

 Vehicle attributes are in agreement. 

Vehicle attributes in The Daily Prothom Alo are consistent with "Greenline: Quality 

service." The Highway Bus is related with "Speedy" and "CNG: Mass, Accessible for All," 

according to The Daily Bangladesh Pratidin. 

V. Reading newspaper behavior 

Newspapers are typically read in the morning. They read the newspaper for 30 to 60 

minutes. At home, they read the newspaper. Some avid readers read the newspaper throughout 

the day at various hours, including lunchtime, afternoon, evening, and night. These readers also 

read the newspaper at work. Some of them read the newspaper for longer than 120 minutes. 

VI. Additional exposed media 

Internet, TV, and radio are frequently used by readers. They enjoy using the internet, 

particularly social media like Facebook and YouTube. A minimum of 120 minutes must be spent 

online. Most readers spend between three and six hours online, primarily on Facebook. Male 

readers also frequently visit online news sites. Readers speak of reading news articles on 

Facebook. Female readers watch TV for at least 120 minutes each day. They enjoy watching 

major serials, competitions, and Star Jalsha. Additionally, they watch movies. Male readers 
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watch TV news for 30 to 60 minutes at night. On many national and international TV networks, 

some readers who identify as male watch TV shows and movies. Some of the male readers 

utilize mobile radio to listen to FM radio for news or other programmes. Some readers listen to 

FM radio programs on their car radios. News, non-musical programming, and cricket 

commentary are all popular on FM radio. 

VII. Favorite news source 

Most participants believe that the internet is the best place to find news. Through their 

mobile device, they can access the most recent news whenever and whenever. The second choice 

for news is television. For live video news updates, TV is a popular medium. The majority of 

readers regard newspapers as their third choice. At news, you may find in-depth analysis of the 

news. A newspaper is a record of an event in writing. Online sources, in particular Facebook, 

have an authenticity problem. 

Newspaper content is real and available for anybody to use legally. Social awareness is 

raised via newspaper stories. Family members are informed about preventive measures by the 

family leader, who also discusses these problems with them. Newspaper articles are better 

discussed in public settings, according to readers. 

VIII. CSR endeavors 

The preference of readers is corporate social responsibility (CSR). They think that 

projects of this nature can transform society for the better. Publishers have the power to persuade 

other corporate entities to start CSR initiatives because they are media companies. Readers may 

clearly identify events that the publisher of the Daily Prothom Alo has organized. Popular events 

for readers include the Math Olympiad, Language Contest, Debating Contest, Meril Prothom Alo 

Award Ceremony, and Bandhushova activities. Readers of rival newspapers are unable to recall 

recent CSR initiatives planned by the owners of their preferred daily. The Daily Jugantor's 

readers can recall earlier CSR endeavors. 

IX. Marketing Initiatives 
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The most recent banners, ads, or other marketing campaigns for their preferred 

newspaper brand escape readers' memories. Some readers bring up the Daily Prothom Alo and 

Daily Jugantor's advertising campaigns.  

X. Brand Loyalty 

All the interviewees stated that they read the news from their preferred newspaper brands' 

print and internet editions, respectively. They are motivated to encourage a friend to read the 

articles in their preferred newspaper brands. 

XI. Reader promotional offers 

Participants are fiercely devoted to the name of their preferred newspaper. They consider 

reading the newspaper to be a habit. They like reading their preferred newspaper in comfort. In 

this situation, even if they receive a discount on their newspaper subscription, they will never 

switch to another brand. They will accept a discount from their preferred newspaper brand. Some 

readers think a newspaper publisher ought to put more of an emphasis on providing quality 

material. A good newspaper doesn't need a deal or a promotion. 

XII. Recommendations 

Several participants' suggestions are as follows: 

• Most young people dislike serious subjects. A contemporary newspaper must appeal to 

young readers. It is possible to print a new type of newspaper with articles focused on 

young people that include sports, entertainment, fun, and adventure as well as success 

stories, positive stories, and lifestyle advice. A newspaper ought to draw greater attention. 

Its contents will aid in resolving everyday issues. A quality newspaper ought to improve 

people's lives. 

• Publishers need to upgrade their economic, industrial, and agricultural content. 

• Beautiful, vivid visuals can be found on educational pages. 

• Crime news can be published by publishers on different pages. This will assist parents in 

keeping their children away from these pages. 

• Readers appreciate appealing headlines. Publishers ought to pay attention to both 

pronunciation and headlines. 
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• Readers exchange newspaper pages in public gathering locations. Popular pages can be 

printed on different sheets by publishers. This will enable readers to distribute their 

newspaper to more readers simultaneously. Sports and entertainment content ought to be 

on separate sheets. There should be no connection between the front and back pages of 

these sheets. 

• The stress at work is rising daily. Newspaper reading is becoming less and less popular. 

News should ideally be published in a concise format. Reduce the high-priced 

newspaper's page count. 

• Large advertisements can be found in popular newspapers. For the comfort of readers, 

publishers should cut back on advertising.  

• The current price of the newspaper should remain constant for a long time. This will 

lessen the decline in circulation. 

 

4.2.1 Product overview in the three dailies. 

Metropolitan, Point: Counterpoint, Business, International, Sport, National, and Cultural 

are only a few regular pages in The Daily Star. City News, District News, Observer Sports, 

Observer Entertainment, Economic Observer, Observer I.T. News, and Foreign News are only 

some of the regular pages appearing in Bangladesh Observer. Metropolitan, Editorial, 

Entertainment, Business Independent, Country, and Sports Independent are regular pages 

standard in the Independent. 

Table 2: Product overview in the three dailies. 

Day  Contents of the daily 

star 

Contents of the 

Bangladesh observer 

Contents of the 

independents 

Sunday  Low our-right page 

Star city health page 

Life science and 

environment 

Chittagong spotlight 

No special page 

Monday  To the editor page 

Star city; includes a star 

heritage page. 

Democracy and human 

rights 

Health and medicine page 



39 
 

 

Tuesday   Lifestyle; includes 

horoscope, interior 

design, health problems, 

and shop talk. 

No special page. Aviation and tourism 

Wednesday   To the editor page 

Star city, star tech, and 

star Chittagong. 

Gender issues No special page 

Thursday  Rising stars, including 

stories, poems, travel, 

and cartoons. 

Health and nutrition 

Young observer 

Region page 

Young independent 

Friday  Environment page; to 

the editor page 

Star magazine; includes 

jokes, tourism, health, 

and culture. 

Government and politics 

Observer magazine 

 

I.T. independence 

Panorama 

Free for all 

Women’s own 

Independent magazine 

Saturday  Star literature page Computer and 

communication 

Art and culture 

Leisure  

 

Each daily also sometimes releases special editions of its newspaper. A vital element of 

every successful marketing plan is the pricing approach. Listed below is a comparison of the 

daily and days they stack up in terms of cost. 

Table 3: Price comparison 

Day  Price of the daily 

star 

Cost of the 

Bangladesh observer. 

Price of the 

independent 

Sunday  €10 €10 €10 

Monday  €12 €10 €10 

Tuesday  €12 €10 €10 

Wednesday  €10 €10 €10 

Thursday  €12 €12 €12 
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Friday  €14 €12 €12 

Saturday  €10 €10 €10 

The present sale of newspapers in Bangladesh City amid three dailies is shown in Table 4 below: 

Table 4: present sale of newspapers in Bangladesh City 

Newspaper  Sale (in number) 

The daily star 35, 000 

The Bangladesh observer 10, 000 

The Independent 6, 000 

From the Table above, “The Daily Star” has the highest flow among the English newspapers in 

Bangladesh City. 

4.2.1.1 Analysis of some readers’ psychology. 

In today's competitive market, newspapers place a premium on their readers. Effective 

advertising calls for in-depth research on the target audience. As for "The Daily Star," the 

researcher know from the Hawkers Union that it is read by around 60% of Bangladesh City's 

English newspaper readers. According to Willing (2019), the newspaper's management needs to 

see the proportion of current and potential readers before crafting effective marketing tactics 

(Willing, 2019). To maintain its competitive edge, the newspaper's management must research 

and design strategic marketing considering two types of readers' feedback. 

Students of private universities. 

According to Cremers et al. (2018), Bangladesh is home to 52 private universities and 

state institutions of higher education. Stamford University, Independent University of 

Bangladesh, East West University, North South University, American International University of 

Bangladesh, The People's University of Bangladesh, Asian University of Bangladesh, BRAC 

University, Southeast University, and Ahsanullah Engineering University are just a few of the 

prestigious private universities in Bangladesh (Cremers et al., 2018). Private university students 

in England are a desirable market for English-language newspapers. The research surveyed 

students at three well-known private universities. The results, which are also included in the 

tables above, are detailed in below Table. 
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Table 5: Students of private universities. 

Name of 

the 

university 

The 

number of 

students 

interviewed 

Percentage 

of English 

newspaper 

readers 

Percentage 

of Bangla 

newspaper 

The 

reader 

of the 

daily 

star 

The reader 

of the 

Bangladesh 

observer 

The reader 

of the 

independent 

NSU 200 72% 28% 55.56% 34.72% 9.72% 

AIUB 200 100% - 62% 28% 10% 

PUB 200 50% 50% 52% 39% 9% 

 

 

Figure 2: percentage of readers among students 

From what the researcher can tell, most pupils read English daily newspapers. Among 

them, "The Daily Star" readers make up the largest share. Between 52% and 62% of the 

population reads "The Daily Star." However, the following are some of the most frequent 

complaints voiced by students concerning the paper. 

The traditional activities of the students should be published. 

This publication needs to include articles regarding colleges and universities. Graduates 

need access to up-to-date information regarding employment openings. 

Percentages on a survey among academic doctors. 

English newspaper readers = 
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Bangladesh newspaper readers = 
85

300
 𝑥 100% = 28.33% 

Table 6: Percentages on a survey among doctors. 

Newspaper  Percentage of readers 

The Daily star 17.21% 

The Bangladesh observer 75.35% 

The independence 7.44% 

The data above shows that 17.21% of all English-language physicians who read 

newspapers are "The Daily Star" readers. Most respondents said they had never heard of "The 

Daily Star's" Health section. 

Percentages on a survey among lawyers. 

English newspaper Readers = 
157

300
 𝑥 100% = 52.33% 

Bangla newspaper readers = 
143

300
 𝑥 100% = 47.67% 

Table 7: Percentages on a survey among lawyers. 

Newspaper  Percentages  

The Daily star 52% 

The Bangladesh newspaper 38% 

The Independent 10% 

Most attorneys who read English-language newspapers are likely to read "The Daily Star," as 

seen in the above graph. 

Percentage on a survey among homemakers. 

English newspaper readers = 
18

100
 𝑥 100 = 18% 

Bangladesh newspaper readers = 
82

100
 𝑥 100 = 82% 

Table 8: Percentage on a survey among homemakers. 

Newspaper  Percentage. 

Daily star 22.22% 

The Bangla Newspaper 66.67% 

The Independent 11.11% 
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The study depicts the subjective average of the readers of “The Daily Star” in Table: 9 

below: 

Table 9: subjective average of the readers of “The Daily Star” 

Occupation  No of 

respondents 

Percentage of 

the readers of 

The daily star 

Total no. of 

readers of 

the daily 

star 

A weighted 

average of 

readers of 

the daily 

star 

Ranking 

of 

reading  

Students 

(N.S.U.) 

200 55.56% 111 0.19 3 

Students (AIUB) 200 62% 124 0.22 2 

Students 

(P.U.B.) 

200 52% 104 0.18 4 

Doctors  300 17.21% 51 0.09 5 

Lawyers  300 52% 156 0.27 1 

Housewives  100 22.22% 4 0.01 7 

Bankers  100 47.62% 20 0.04 6 

Total  1400  570 1.00  

According to the data in the Table above, Housewives have a relatively low weighted 

average as readers of "The Daily Star." From the perspective of "The Daily Star" readers, doctors 

ranked third, and bankers ranked second. As a group, Lawyers make up 0.27 per cent of "The 

Daily Star” totals readership, as measured by the weighted average of those who regularly read 

the publication (Appelbaum et al., 2019). With a weighted average of 0.22, AIUB students rank 

second highest. 

The researcher has segmented prospective and current readership of "The Daily Star" by 

occupation, finding that students, physicians, and attorneys had the most divergent attitudes 

about the newspaper. Although students and attorneys are likelier to read "The Daily Star," 

housewives, bankers, and physicians are less likely. Most read "The Bangladesh Observer," an 

English-language newspaper. However, some of them also read Bangla newspapers. Most 
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readers of "The Bangladesh Observer" are devoted fans because of the paper's dedication to its 

readers. According to Francis et al. (2019), The Economic page of "The Bangladesh Observer" is 

more beneficial for bankers than any other paper section (Francis et al., 2019). Doctors read "The 

Daily Star" less often than the general population. The reason is that most medical professionals 

have not yet discovered "The Daily Star's" Health page, which has been available to readers 

since 2002. 

4.3 Quantitative analysis 

The researcher conducted a survey using convenience sampling. Out of 442 respondents, 

261 (59%) of the total participants come from university and the other 181 (41%) of the total 

participants are from outside University.  

The table below depicts demographic and social-economic status of the sample populations: 

Table 10: demographic and social-economic status of the sample populations 

Variables Values 
Number of

 
Percentage of 

  Readers Readers 

Age group 15-19 yrs 69 16% 

 20-29 yrs 288 65% 

 30-44 yrs 68 15% 

 45+ yrs 17 4% 

 Total 442  

Gender Male 352 80% 

 Female 90 20% 

Marital Status Unmarried 354 80% 

 Married 88 20% 

Profession Student 316 71% 

 Private service 81 18% 

 Govt. service 13 3% 

 Business 19 4% 

 Other 13 3% 
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Education Below SSC 3 1% 

 SSC/Equivalent 19 4% 

 HSC/Equivalent 233 53% 

 Undergraduate 75 17% 

 Graduate or higher 112 25% 

Income Below BDT 20,000 126 29% 

 

4.3.1 Brand Recognition 

Respondents in this survey could only recall three newspaper names at a time. A total of 

442 responders had the chance to mention up to 1,326 persons. They wrote 1,290 names in total. 

The Daily Prothom Alo was referenced by the respondent 393 times. There were 278, 130, and 

123 mentions of the Daily Star, Daily Bangladesh Pratidin, and Daily Daily Kaler Kantho, 

respectively. The Daily Jugantor was referenced by respondents 91 times. These values are 64 

and 46 for the Daily Ittefaq and Daily Samakal, respectively. 

 

The Daily Prothom Alo is the newspaper that respondents read the most frequently. 297 

out of the 442 respondents said they read this newspaper every day. The Daily Star is in second 

place, followed by the Daily Bangladesh Pratidin in third place. 

4.3.2 Advertising strategies and Questionnaire. 

The survey's questionnaire included questions about promotional methods, including 

billboards, festoons, store signs, radio and television advertisements, newspapers, and leaflets. 

500 

400 

300 

200 

100 

393 

278 

130 123 
91 64 46 

Prothom    Daily Star Bangladesh 

Alo Pratidin 

Kaler 

kantho 

Jugantor Ittefaq Samakal 

Figure 3: Brand recognition 
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Additionally, questions regarding advertisements surfaced. The questions on the questionnaire 

were not simple since the answers provided by the respondents lacked appropriateness. In truth, 

relatively few advertising efforts are really launched by newspaper authorities. Because of this, 

certain responders might not accurately recall these questions. 

4.4 Current brand strategies 

Content 

A newspaper includes news, images, and information on a variety of news topics, 

including editorial, co-editorial, and features. These topics also include politics, national, local, 

good news, sports, entertainment, business, and economics. Feature articles discuss humor and 

satire, fashion, entertainment, uplifting content, and professional advice. 

Newspaper front pages are adorned by publishers with important recent news. Reader 

preference and editorial judgment are key components in content embellishment. Survey 

respondents in this study identify athletics as their favorite pastime. 

The newspaper's tone 

Each newspaper has a unique editorial stance. Newspaper tone reflects editorial 

philosophy in how news and other information are presented visuals and commercials. 

Newspapers with editorial, co-editorial, and features on corruption, crime, international, local, 

good news, sports, entertainment, business, and economics. The topics covered in feature pieces 

include humor and satire, lifestyle, fashion, the arts and culture, business, and more. 

Newspaper front pages are adorned by publishers with important recent news. Reader 

preference and editorial judgment are key components in content embellishment. Each 

newspaper in this study had its own editorial philosophy. Newspaper tone reflects editorial 

Prothom Alo Daily 

Weekly Star 

the six following points are from the Prothom Alo Daily. 

1. We are dedicated to exposing and sharing the truth. 

2. We always offer news in an unbiased, unwavering, and neutral manner. 
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3. We are steadfastly devoted to the objectives of democracy, communal harmony, human 

welfare, and spiritual growth in Bangladesh. 

4. We support the creative aspirations and forward-looking development of Bangladeshi citizens. 

5. We respect and act in accordance with the rights and values of women, children, religious 

communities, and minorities. 

6. We are conscious that everyone needs information and opinions, regardless of their class, age, 

gender, community, or religious beliefs. 

Headlines in The Daily Prothom Alo rarely utilize color. 

Here are a few examples of headlines from various newspapers: Popular newspaper headlines 

I. The Daily Pratidin of Bangladesh 

II. The Jugantor Daily 

III. We are always impartial, unbiased, and objective when delivering the news. 

IV. We have a strong commitment to the ideas of democracy and peace among all people. 

V. We support aspirational creativity as well as present- and future-focused thinking. 

VI. We are aware of and sensitive to the values and rights of women, children, and religious 

people. We also understand that everyone, regardless of class, has a right to information 

and an opinion. 

Every newspaper seeks to pique readers' interest with catchy headlines. The editorial 

philosophy rarely use color in headlines. 

Photography technique 

In news, a photo has a special appeal. It makes reading more appealing. A picture may 

sometimes convey a story better than words can. Publishers of newspapers put a lot of emphasis 

on photography. 

Editorial policy is influenced by photography style. As a result, it differs depending on 

the newspaper. 

Authenticity and reliability  
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For readers to choose to read a newspaper, authenticity and reliability are key 

considerations. In this poll, 55% of Daily Prothom Alo readers indicated that the newspaper's 

news is accurate. These figures are 59% for the Daily Star and 53% for the Daily Bangladesh 

Pratidin, respectively. 

Newspaper's subsidiary brand 

Bangladeshi newspapers offer supplements that cover a range of topics. The most popular 

dietary supplements focus on lifestyle, enjoyment, and youth. Sub-brands include supplements 

and publications produced by newspaper publishers. Information on a few well-known offshoots 

of several publications is The Daily Prothom Alo's weekly fashion and lifestyle supplement is 

called Naksha Naksha. The day on which this supplement is published is Tuesday. The 

supplement has a tabloid format. Typically, it has 16 color pages. It includes advice on makeup, 

new fashion product releases, new administrations, fashion and lifestyle trends, recipes, travel, 

home décor, and other topics. 

Newspaper Editions 

The top newspapers in Bangladesh typically print two editions per week. Local news or 

pages with local news connected to the relevant area are given top emphasis in these versions. 

Important local news occasionally appears on the front or back pages. Seven versions of the 

newspaper are regularly published by the Daily Prothom Alo authority: Bangladesh, Chittagong, 

North, South, Sylhet, Mymensingh, and South-West. Depending on the availability of local 

news, the edition number may rise. Three press facilities are available for The Daily Prothom 

Alo in Bangladesh, Chittagong, and Bogra. Each printing facility is used by the newspaper's 

authority to print the closest local editions. The Bangladesh Press' final publication was the 

Bangladesh City edition. 

As a result, this edition has all recent upgrades as of printing. Results for sports that end 

at or after midnight are provided in this edition. Local publications, however, continue to cover 

the sporting event up until the editions are printed. Updates are accessible for any significant 

national crisis or event up until the printing of any edition. The Daily Prothom Alo carries the 

most information on any event due the greatest printing facilities at various places. 
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Complementary  

Table 11: Complementary 

Alo Kantho  Pratidin Shomoy 

Bangladesh 
0.5%

 4% 2% 4% 2%  

Bangladesh 
5%

 3.6% 6% 4% 5%  

Chittagong 1.2% 7.1% 1.4% 4% 13% 3% 2.5% 

Rest of 
1%

 5.4% 2.7% 5.6% 14.7% 2.6% 3.6% 

Over All 0.8% 4.8% 2.3% 4.8% 2.4%  

 

In general, floating agents receive 5% of the Daily Bangladesh Pratidin authority's free 

copies, while other agents receive 2%. They give extra complimentary copies to agents who are 

suffering additional costs, such as the expense of newspaper delivery, to assist them. 

Unsold 

Their remaining inventory is under the custody of Daily Prothom Alo. They advise agents 

to hold less inventory than 4%. The unused newspapers are also collected by them. Circulation 

people collect unsold goods from Metro City neighborhoods every day. Unsold items for other 

regions are collected when it is convenient. The government agency sells the funds obtained at a 

per-KG price. The loss amount is decreased by this step. The ultimate daily or monthly bill for 

any agent is the entire bill amount less the quantity that was unsold. Many salespeople have a 3% 

fixed unsold margin. 

Like the Daily Prothom Alo, the Daily Star authority also has an unsold policy. Within 

3% to 4%, they allow unsold items. They gather unsold goods from the markets in Chittagong 

and Bangladesh. They don't gather unsold copies for the rest of the nation. They add daily or 

monthly bills to the variety of unsold items. 

The Daily Jugantor, Daily Kaler Kantho, Daily Samakal, and Daily Ittefaq authorities are 

particularly accommodative of unsold. They accept all copies that haven't been sold, but they ask 
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that they only keep 5% to 15% of them in each region. All unsold copies are adjusted to reflect 

the final daily or monthly bill amount. They gather unsold copies in Chittagong and Bangladesh. 

The Daily Jugantor's authority also collects leftover copies from Rajshahi. They want to 

demonstrate their strong circulation. They therefore permit unsold without any restrictions. 

The Daily Bangladesh Protidin's authority typically requests that agents replace unsold 

copies with free ones. They give major agents 5% of the unsold inventory. If there are more 

unsold, they permit. 

All agents receive 5% of the unsold goods from the Amader shomoy authority. They also 

take extra copies that weren't sold. Rarely do newspaper vendors receive any freebies or unsold 

services. 

Company guidelines 

The Daily Prothom Alo authority offers discounted newspaper sales at hospitals, hotels, 

motels, supermarkets, buses, and launches. The client-specific discount is between 0% and 35%. 

There are corporate clients who offer BDT 1 extra on BDT 10 each newspaper for stickers or 

complimentary seals mentioning their business name. There are bank authorities who give their 

branches newspapers. As part of their CSR initiatives, they occasionally buy newspapers for 

students at various selective organizations. 

Pharmaceutical companies sometimes give doctors newspapers. Some businesses give 

newspapers to their top clientele, agents, or distributors. Other prestigious newspapers adopt the 

same approach. 

The selling of newspaper advertisements (Ads) 

A newspaper's cost of production is more than its market value. Publishers receive 

between BDT 5.5 and BDT 6.5 for each newspaper sold for BDT 10-taka newspapers. The 

identical newspaper will cost you between BDT 20 and BDT 23 overall. Selling advertising 

space is the only option to cover the shortfall and turn a profit. Typically, advertising spots are 

sold by newspapers. 

There are classified ads, private display ads, and government display ads. Display 

advertisements might be in color or monochrome. Classified advertising are typically in black 
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and white. Some newspapers offer various style options for their classified advertising. For 

certain occupations, each publication has unique private advertisement charges. Based on the 

newspaper's circulation, the Department of Films and Publications (DFP) establishes tariffs for 

government advertisements. Display ads are measured in inches per column. 

The quantity of words in classified advertising is used as a measurement. Typically, 

broadsheet newspapers have eight columns, and tabloid supplements have six columns. 

Broadsheet editions of the Daily Prothom Alo and Daily Star each contain six columns. Columns 

in The Daily Prothom are two inches wide. This newspaper's tabloid supplements contain six 

columns. The Daily Star's tabloid supplements contain four columns. This newspaper's ad 

placement considers eight broadsheet columns and six tabloid columns. In its broadsheet format, 

the Daily Bangladesh Pratidin has eight columns. Each column is 1.5 inches wide. For a 

broadsheet with eight columns, the total ad space is 164 column-inches. It is 72 column inches, 

or six tabloid columns. 

In most cases, media purchasing companies are used by advertisers to buy advertising 

space. In accordance with the interests of the clients, they are also in charge of developing 

advertisements and other associated promotional efforts. The Daily Prothom Alo and the Daily 

Star give 120 agencies a 30% commission on the total cost of private display ads. This number is 

20% for direct advertisers. The Daily Prothom Alo charges a 10% agency commission for 

classified ads. There is no discount for direct classified advertising. When they offer 

advertisements at a predetermined government rate, government entities often do not receive any 

discounts. If an agency is handling government color advertisements with a specific location, 

extra fees or even a private ad rate are levied. Agency may receive a discount in this situation. 

The Daily Prothom Alo offers a lower discount than the Daily Bangladesh Pratidin. For agencies, 

commission for private display ads is greater than 30%. Discounts differ amongst clients. 

Digitalization 

The digitalization of newspaper content is a major concern for major newspapers. In 

Bangladesh, news portal and e-paper versions are common. The corresponding newspaper's news 

webpage is equipped to post the most recent news 24 hours following an event. 
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The ideal complement to a news portal, in addition to news and pictures, is video 

material. Publishers post their chosen or all of the newspaper content at their news portal in 

addition to the most recent changes. When a newspaper issue is published, an electronic version 

of that issue is uploaded. Android and iOS both have mobile apps for news portals. 

Similar material can be found on mobile apps and news portals. Internet users typically 

access it through mobile devices. Apps for mobile devices are responsive. Portals for news are 

now also mobile-friendly. Digital ads can be found in these free versions. Most news portals do 

not have set ad pricing. Advertising costs are negotiated by advertisers. The Daily Prothom Alo 

e-paper offers subscription options, with various fees dependent on lengths of subscription. 

As a result, there are no online adverts on our e-paper website. The newspaper's news 

portal and applications are free and have online adverts. The most popular news website in 

Bangladesh is Daily Prothom Alo. For particular positions on the site, there are specific 

advertising rates. Bangladeshi newspaper publishers handle their advertisements using Google 

AdSense. 

In the Google Network of content websites, website publishers can offer text, picture, 

video, or interactive media adverts through the Google AdSense program. These adverts are 

managed, sorted, and maintained by Google. Publishers have the option of earning money either 

per click or per impression. 

The most widely used social media in Bangladesh are Facebook and YouTube. Users of 

the internet spend a lot of time on these websites. According to the study's survey, people spend 

106 minutes every day online on average. This time for social media is 76 minutes. According to 

a nationwide media study conducted in 2018, there are 29.9 million "15+" internet users in 

Bangladesh. There were 34 million Facebook users in Bangladesh as of December 11, 2019. 

Social media is a crucial medium for reaching individuals as a result. Every media organization 

makes sure to have a presence on Facebook and other social media sites. 

Promotion mix 

Publishers of newspapers in Bangladesh advertise their publications using a variety of 

promotional mix components. The following are some of the most common components: 
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Publicity 

Publishers of newspapers rarely run advertisements in other publications or other media. 

They typically give advertisements to other newspapers they own. There is no charge for these 

adverts. In the same newspaper, advertisements are also accessible. When there is an anniversary 

celebration, a significant accomplishment, or a redesign, they offer adverts to other paid media.  

Publishers of newspapers rarely run advertisements in other publications or other media. 

They typically give advertisements to other newspapers they own. The identical newspaper sells 

these brands. When there is an anniversary celebration, a significant accomplishment, or a 

redesign, they offer adverts to other paid media.  

Promotion of sales 

In Bangladesh's newspaper industry, there are two different sorts of sales promotions. 

These two types of sales marketing are trade- and consumer-oriented. 

Newspaper publishers offer discounts to subscribers on monthly newspaper subscriptions 

as a consumer-focused sales campaign. Publishers of prestigious publications currently offer 

discounts to students at specific educational institutions, particularly university residence halls. 

Newspaper agencies and advertisers can take advantage of trade-focused sales incentives. 

Newspaper sales targets are rewarded for achievement by newspaper agents. Financial 

benefits or additional complimentary copies of newspapers are both given as incentives. 

For offering a certain number of advertisements or a predetermined quantity of cash 

transactions as advertisement amount, advertisers or advertising agencies are compensated. 

Benefit packages are offered as a discount on the cost of advertising or as free advertising space. 

Publicity and public relations   

Publishers of newspapers post their success stories on their own publications, their 

affiliate publications, or both. These programs are their publicity-related programs. 

Newspaper publishers raise money or other relief for flood victims or those impacted by 

the cold as a public relations measure. They award scholarships to deserving students with talent. 
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Internet and digital marketing 

Publishers of news use their own news portal to send forth significant promotional 

messages. The platforms on the internet offer a variety of ad formats. Platforms for social media 

offer additional chances for one-on-one communication with readers. The print version of many 

reputable publications is also available online. Different subscription options are available for 

The Daily Prothom Alo's digital edition of the printed newspaper, according to the publisher. 

Marketing Direct 

Leading newspapers sell their publications directly to corporate customers. Corporate 

customers receive a discount when buying newspapers. Newspapers are purchased for their 

customers by corporate clients like airlines, bus, water bus, hospital, retail superstore, and hotel 

owners. 

Corporate Social Responsibility 

Bangladeshi newspaper proprietors offer assistance to flood and winter victims as well as 

scholarships to deserving students who are in need. In addition to this, the Daily Prothom Alo 

publisher runs numerous initiatives to combat acid violence and assist acid victims. They plan 

drug-abuse programs. Additionally, they plan many social and cultural events and activities.  
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5. RECOMMENDATIONS 

From the findings and suggestions from Focus Group Discussions (FGDs) and in-depth 

interviews conducted by the researcher, different author’s suggestions, and the international 

News Media Associations (INMAs) recommendation’s part has been developed by the 

researcher for this thesis. However, this section is sub-divided into the following sub-sections to 

provide an in-depth elaboration on the improvement of promotions and branding strategies of the 

Newspapers Industry in Bangladesh. 

a) Content 

Newspapers typically offer a variety of information based on current events. Popular and 

trending subjects are often included on famous newspapers' front and back pages. Occasionally, 

they choose trendy concerns or issues that have gone viral on social media. A newspaper 

publisher should choose their topics wisely based on their editorial stance. The editor should 

choose what is crucial for the intended audience. 

Readers of newspapers consider them to be their primary source of information. It is 

crucial to develop a screening for what should be published in the newspaper and what should 

not. Such initiatives will help newspapers and other media to stand out from one another. 

b) Newspaper layout  

Nowadays, educated people play a diverse range of roles within society. They work with 

numerous sources of information. In a short period, they seek to obtain the necessary 

information. Newspaper design must consider shifting consumer behaviour. Premium 

newspapers can drastically reduce the number of pages. The newspaper reports may offer 

supplements with easy reading capabilities outside or inside the main publication. Readers will 

find it quite simple to understand the article's essential points in the first or second paragraph. To 

receive the most important information quickly, info-graphics can be helpful. An excellent 

picture can provide more clarity and information than a written one. Furthermore, a newspaper 

has distinctive qualities, including a detailed study of a current topic and the viewpoints of 

friends and specialists. Newspapers include inspiring and uplifting stories. 

One of the most important qualities devoted readers look for in an article about a news 

event is completeness. Readers are particularly drawn to these. The publisher should keep 

offering helpful critiques. A reporter should cover every aspect of a news event. 
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A news publisher may print news stories with proper citations directly from other 

newspapers or news sources for completeness and relevance. For a news piece, clear wording is 

essential. Sports items on the first page may conclude at sports sites or jump to pages devoted to 

that kind of news. News publishers can publish popular news genre pieces in many forms, five 

sheets make for a 20-page major newspaper, and one sheet should contain the front and back 

pages. Additionally, the sports, entertainment, business, and features sheets may differ.  

However, sharing newspaper sheets in public spaces among numerous readers with 

various interests will be quite simple. This presentational approach has advantages in terms of 

advertising revenue. Ad space is in high demand on the third and fifth pages and the front, back, 

front inner, and back inner. If a publisher places sports articles in the middle of the page, the 

value of the advertisements on these pages will rise because of the popularity of the content. A 

newspaper's internal feature pages have a higher advertising rate than its external, less popular 

feature pages. 

Low-cost publications have a distinctive way of presenting the news. These publications' 

publishers publish information in an organized manner. They make an effort to pack more news 

into fewer pages. The preferred format in Bangladesh for the main newspaper is 12 pages. 

Maintaining a suitable balance between content and advertising for top low-cost publications can 

be particularly challenging. Readers of these newspapers who responded to the survey made 

claims regarding the abundance of advertisements. Regardless of price point, newspaper 

publishers must maintain a favourable content-to-advertisement ratio.  

c) Distribution and circulation policy for newspapers 

Print newspaper circulation is declining as a result of a form problem. However, the 

income earned by the newspaper hawkers and agents is declining. The moment has come to pay 

more attention to newspaper delivery methods whereby help is needed for newspaper agents and 

vendors to strengthen the distribution channel, and newspaper publishers should cooperate. The 

issues of distribution channel improvement and newspaper cover price rise might be greatly 

helped by the 

Newspaper Owners' Association of Bangladesh (Noab) have to cooperate with hawkers 

and existing agents. In Bangladesh, the number of home deliveries and online sales is rising. The 

industry may persuade agents for newspapers to collaborate and take part in home delivery. 

Their income will rise due to popular internet store proprietors involved in this procedure by 
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newspaper publishers. Thus, the industry can sell newspapers in tea cafes, libraries, and 

stationery stores. 

The goal of selling newspapers is crucial for agents. Publishers of newspapers should 

ensure that agents and hawkers receive generous commissions, freebies, and unsold amenities. 

Currently, hawkers only ever get free or used facilities. 

Agents will be motivated by a suitable incentive package for objective achievement. 

Salespeople for newspapers should carefully monitor circulation to ensure that the volume of 

unsold copies stays within a reasonable threshold.  

d) Advertising Guidelines 

Traditional media has a higher advertising rate than digital media. The use of 

programmatic advertising is expanding quickly. Regarding the efficiency of advertisements, 

many advertisers need clarification. The sales staff for newspaper advertisements might create 

formulas to determine the success of advertisements. For this process, the Newspaper industry 

may use a third-party research firm. The publisher should know the brand persona of a 

newspaper and its sub-brands. They ought to be familiar with their client profiles. The sales crew 

for newspaper advertisements should collaborate with advertisers. 

e) Promotion mix 

Newspaper advertisements are scarce in Bangladeshi publications. 

The newspaper business is in decline. Newspaper Owners' Association of Bangladesh 

(Noab) might run advertisements highlighting the advantages of reading newspapers. Publishers 

of newspapers can place advertisements promoting their publications' distinctive qualities in their 

own or other newspapers. Each major newspaper has its news website. They can place 

advertisements relating to the newspaper's contents or other features, for example, when the 

Junior School Certificate (JSC) model test is published in print. They can also place 

advertisements on news portals, newspapers, and social media. 

Direct marketing 

Newspaper circulation sales teams can employ direct marketing to reach institutional 

households, such as dormitories at educational institutions, public libraries, hotels, motels, bus 

stops along major highways, waiting for areas at hospitals, and other public gathering spots. 

There are more readers in these settings than in typical households. More institutional household 

subscriptions than ordinary household subscriptions can boost readership. 
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Sales promotion 

Newspaper publishers may offer loyalty cards to customers who subscribe every month. 

Holders of loyalty cards will have the chance to participate in readers' meetings. An exclusive 

chance to submit writings on special discounts on new products, gift cards for award functions, 

and various gifts, including books, are all available to loyalty card holders. 

Newspaper authorities may offer agents and hawkers a surprise prize for top 

performance. The best criteria for awarding agents and hawkers star ID cards include consistent 

success in terms of sales growth, innovative concepts, and regular monthly payments. 

Owners of Star IDs will receive an additional commission, a monthly bonus, and 

additional unsold facilities. Holders of a star ID will receive one at the hawkers and agents 

meeting. 

f) Corporate Social Responsibility:  

Newspaper organizations receive information before the broader public. Publishers of 

news are aware of the current social issues. They ought to address these issues. Newspapers 

should serve as a forum to raise awareness of various groups affected by issues. For example, 

government and non-government organizations that work on environmental issues are among the 

groups affected by pollution-related issues. 

Publishers of newspapers might launch a campaign to address certain societal issues. The 

nation's citizens and society will benefit from this kind of activity. 

The media brand that uses these will win the readers' hearts. The campaign run by India's 

Dainik Jagran, which won an INMA award, is discussed in the following part. "We, the 

Daughters of India" is the name of a campaign that Dainik Jagran launched. The seven Dainik 

Jagron ideals are in line with this campaign. The goals were to challenge inflexible stereotypes 

and provide a first-person perspective on the gender issue. They established a forum for the voice 

and appreciation of Indian women by producing seven motivational videos featuring 17 women 

who disregarded gender norms. 

Influence on brand 

The highest brand awareness, satisfaction, and reading intention was associated with 

Dainik Jagran. The authority's average lead was 37% over the competition and received the 

highest scores for all brand imagery parameters. It was the brand that was most favoured and 

suggested. 
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g) Cultural connection:  

Bangladeshi newspapers regularly feature articles on significant Bengali cultural 

occasions. Bangladesh has adopted many international customs as a result of globalization. 

h) Customer connections:  

Any organization, including those in the media, should establish connections with their 

target audience. However, they should keep an eye on customer feedback regarding the attributes 

of the products. One can start a free hotline number to hear the various claims of readers. Social 

media pages help keep personal connections with readers as well. 

The opinions of readers are valuable in helping to create newspapers, supplements, 

magazines, and other products that are more customer-focused. To better understand their 

readers, newspaper publishers can seek assistance from research institutions. 

i) Relationship to the Sustainable Development Goals 

A media outlet should support the SDGs. Their vision, mission, and corporate goals 

should align with the SDGs. Doing these, they will discover that they are linked to social 

development and societal members. 

j)  Reliability 

Newspapers provide news to readers through social media. Nevertheless, social media is 

full of claims about fake news. There is an opportunity for newspaper organizations to gain 

readers' trust by providing real news on offline and online platforms. Newspapers are allegedly 

accused of publishing favourable news to certain political groups. This is also a bad practice that 

could ruin the newspaper's reputation. It is always necessary to fight crime properly. Positive 

perceptions of constructive criticism exist. 

k) Digitalization 

Top newspaper publishers maintain a news portal in the age of digitalization. A news 

portal allows publishing news as soon as possible after an event. Many news portals need to 

publish news timely. There may be a problem with the infrastructure. 

Many news organizations view social media as a platform for breaking news. Engaging 

with readers on social media can attract repeat visitors to the news portal. There is an increase in 

online subscriptions for news content, videos, and e-paper versions of printed newspapers. 

However, digital payment systems for online advertisement, newspaper advertisement 

submission, and online news portals are also common. 
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l) Engagement:  

Top news media brands place a strong emphasis on audience engagement. Through social 

media pages, they maintain a one-on-one connection with the audience. On their website, they 

launch surveys of public opinion on current events. Readers can leave comments on any news 

story from an online news source. Newspaper readers can send letters to the editor, which are 

published on the editorial page of a newspaper, complaining about various social or other issues. 

Content related to readers should be more engaging. Publishers of newspapers have the 

right to solicit readers' questions and opinions on any topic, including social, political, economic, 

educational, athletic, professional, or otherwise. Publishers of newspapers will post their 

questions, comments, and opinions on the corresponding newspaper pages. 

For user engagement, newspaper publishers should use all offline and online platforms. 

They can also plan online reader gatherings around hot-button issues. The meeting will include 

attendees who are interested in the topic, prominent journalists, subject matter experts, and 

online audiences. 
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6. CHAPTER SIX: CONCLUSION 

Leading newspapers in Bangladesh use branding tactics. Name, logo, newspaper copy, 

masthead, headline, typeface, color scheme, authenticity, content, photography style, price, and 

sub-brand are all common branding components. Leading publications have online news website 

and online edition of their physical newspaper. Social media pages are maintained by newspaper 

administrators. The study's findings indicate that readers prefer reading news online. Newspaper 

is receiving low priority from readers due to a form difficulty. Newspaper circulation is falling 

off day by day. Readers can be kept and won over to the newspaper brand with the use of 

effective brand techniques. For readers, the newspaper's content is crucial. The most popular 

news genre is sports. In order of popularity, national, entertainment, foreign, politics, and feature 

genre are listed in that order. Differentiation is produced by how content is presented and 

delivered.  

In general, viewers have a lot of options for gathering content. They obtain all kind of 

content from the internet, everywhere. Live events were carried on TV. In addition to providing 

daily news updates, newspapers often offer in-depth analysis of the news, exclusive feature 

articles, and uplifting inspiring stories. These are the modern newspaper's distinctive selling 

points. Newspapers offer genuine content. This authenticity and better content selection criteria 

set newspapers apart from social media other haphazard internet news providers. The reader 

exam is evolving. Expectations are rising as well. To keep readers satisfied for a long period, 

newspaper "value for money" must be increased. More devoted readers may be kept through 

varied content, appealing presentation, effective use of images and info graphics, reader 

involvement, and affordable price.  

For newspaper circulation sales agents and advertisers, effective communication and a 

compelling business package are crucial right now. The experts in media branding advise using 

integrated content for print and internet outlets. Both platforms need their material to be more 

diverse. All reader types will be covered by them. Facebook in particular is the best social media 

platform for engaging readers. An authoritative newspaper should be familiar with the 

demographics of its readers. They ought to be aware of the product's brand persona. Publishers 

of newspapers must develop strategies to comprehend reader preferences. Based on audience 

testing, they should upgrade their product either online, offline, or both. Publishers of 

newspapers in Bangladesh rarely run marketing initiatives. Regarding the qualities of their 
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products, they should intensify their promotional campaigns on both offline and online channels. 

It is required to improve the channel used to distribute newspapers. More initiatives for social 

development should be made as part of corporate social responsibility. Furthermore, it can be 

guaranteed that a newspaper will be able to keep its current subscribers if the aforementioned 

actions are taken. Their web platforms and other items will become more well-known at the 

same time. 

 

Limitations of the study 

The research study focused on the branding and promoting strategies existing in the Newspaper 

industry in Bangladesh. Different strategies have been implemented and it showed a great 

impact. Nevertheless, the research had some limitations as follows: 

For the sample survey questionnaire, the only selected sample of newspaper readers residing in 

Bangladesh were selected using only one method which is convenience sampling method. 

In this study, the researcher only selected two Focus Group Discussions (FGDs). The first one 

was for Daily Prothom Alo and the other one was for other newspapers. 

Future directions for this research. 

Branding for newspapers consists of numerous components. Every element has the 

potential to be the subject of research. Future research in the following areas: 

i. A key component of newspaper branding is content. There is need for research into how 

newspaper content affects maximizing brand value. 

j. A study can be done to examine the impact of various page allocations in the main 

newspaper. 

k. Another crucial component of newspaper branding is price. Price sensitivity analysis is 

crucial for establishing a reader-friendly price. 

l. The impact of the monthly newspaper subscription discount can be calculated. 

m. Advertisers have concerns about the effectiveness of newspaper advertisements. What 

kind of advertisement will work better in newspapers needs to be studied. 

n. The cost of advertising can be looked at. It is possible to determine an effective 

advertising price. 

o. Measuring how promotional techniques affect brand value growth is another crucial 

consideration. 
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C. APPENDIX C: SAMPLE SURVEY QUESTIONNAIRE 

PERSONAL INFORMATION 

 Gender Status 

 Female 

 Male 

 Marriage Status 

 Married 

 Divorced 

 Unmarried 

 Single 

 Professional Status 

 Students 
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 Government Service 

 Businesses 

 Last academic degree 

 Below SSC 

 SSC 

 HSC 

 Undergraduate level 

 Graduate/Higher 

 

 

D. APPENDIX D: Product specific questionnaire  

1. Identify 2 newspaper’ names you know 

 a. ………………………………. 

b. …………………………………… 

2. Name the favourite daily newspaper you like reading every day. 

……………………………………………….,…………………………………

… 

3. State the period you spend reading your favourite newspaper 

a. Below 10 minutes 

b. 10-40 minutes 

c. 41-61 minutes 

d. Over 1 hr 

E. Appendix E: In-depth interview questionnaire (Professionals) 

 

a. What are the elements of branding in newspaper industry? 

b. What are the popular branding and promoting elements in Bangladesh? 

c. In advertising, which media do you prefer? Why?  
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d. Highlight what you consider when choosing advertising media.   

e. Briefly explain the future of the media and newspaper industry.  

 

F. Appendix F: In-depth interview questionnaire (The Editor) 

1. Briefly explain why readers should read specific newspapers? 

2. Highlight what attracts readers to specific newspapers. 

3. In the coming future, state what could attract the newspaper’s readers. 

4. Please state the initiatives that the newspaper industry could implement to 

retain the media advertisers.  


