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Portfolio: Brand Development - Biman Projatontro
[bookmark: _Toc216870036]Element 1: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis
Biman Bangladesh Airlines, which was established in 1972 as the national flag carrier of Bangladesh, has a fleet of 21 vehicles and serves about 30 destinations around the world with a yearly transportation capacity of millions of passengers (Biman Bangladesh Airlines, 2024; Wikipedia, 2024a). Even though it has been used to connect the country of Bangladesh with the world, Biman has long been geared towards the luxury traveller and the rich diaspora, which is a significant segment of Bangladesh economy (Rahman, K., Azad, S. and Mostari, S., 2015), which has been largely overlooked because of its large population of working people. The economic importance of this population is highlighted by the fact that Bangladesh obtains more than 27 billion in remittances in 2024 (The Global Economy, 2024; Business Inspection BD, 2025).
[image: The Biman Bangladesh Airlines Fleet In 2022]
Figure -1.1 – A 787 carrier of Biman
Biman Projatontro, or People’s Biman, the proposed new brand, translates to people, and it is a service extension based on the July 2024 student-led revolution that removed the old government following the demands to inject equality, justice, and reforms in the public services (Wikipedia, 2024b; Al Jazeera, 2025). The protest against the quotas of civil servants and transformed into an even larger movement against inequality, this revolution provided a fertile background to the branding congruent with social justice (Human Rights Watch, 2025; American University, 2024). The proposed service of Biman Projatontro is an exclusive working-class-only airline, which provides discounts of 30-40% on the normal fare, so that air travel between countries can become affordable. It changes flying into a luxury price and makes it an affordable need to migrant workers, who tend to spend years of their lives without their families because of high fees.
The brand is very attractive to the existing market as it responds to the new trends and changes in consumer behaviours. The diaspora in Bangladesh has over 13 million people, of which approximately 2.5 million are in Saudi Arabia and 1 million in the UAE, most of them employed in low-paying jobs such as construction and hospitality (Wikipedia, 2024c; Migration Policy Institute, 2024). In 2024, some 1 million Bangladeshis had gone on work migration, including a great number of them to Saudi Arabia (Prothom Alo, 2025; The Daily Star, 2024a). However, restrictive plane fares, which may be over a month of salary, restrict home visits to once every two-three years , or require people to use unsafe ground transport or take loans (Observer BD, 2025).
The brand has four trends that support its viability. To begin with, the post-revolutionary focus on economic equality under the interim government of Muhammad Yunus is based on welfare among the common people (Al Jazeera, 2024a; NPR, 2024). Second, widespread use of mobile financial services such as bKash and Nagad, which cater to millions of rural and urban populations, makes it easier to make digital bookings and instalments with underserved populations (Payments CMI, 2024; ACM Digital Library, 2025). Third, the new post-pandemic directions imply that people prefer to use safe and effective air travel to the potentially risky options (Fortune Business Insights, 2024). Fourth, by 2032, the total amount of the global low-cost carrier market is expected to be 1,054.19 billion, which will increase at a rate of 16.2 per year, meaning that there is a great demand of cheap international services (Fortune Business Insights, 2024).
Biman Projatontro is marketed by using a multi-variable method of market segmentation. Demographically, the core market consists of workers aged 22-45 years with a secondary education with incomes of 15,000 40,000 BDT/ month in the country or 250-800 USD overseas in business such as construction work, household work, and trades. They are of rural origin, based on the rural areas of Comilla, Noakhali, Chittagong, Sylhet and the working classes of Dhaka and migrated to the Gulf states, Malaysia and Europe. This group is very price-conscious behaviourally and has low frequency of traveling because of its expenses and requires high baggage allowance to bring family gifts. Psychographically they treasure family bond, they pride themselves in their work, have a healthy national affiliation, and have the optimism that they will receive their due in the post-revolution institutions.
The second category of segments includes working-class people between 30 and 60 years visiting the family in another country due to emergency situations or pilgrimages. The third groups are tertiary segments who are first time migrants and are prone to exploitation by the agencies (Moutinho, L., 2000).
The main target market is the migrant workers visiting the Gulf, Southeast Asian and the European markets. They are also irritated by pain areas such as fares eating up savings that result in difficult decisions between family life and finances. As an example, when flying Dhaka to Dubai, 35,000-42,000 BDT will tend to be equivalent to one month overseas salary. Family members visiting workers are the secondary targets who have their emotional needs but are also predisposed to the cost factor.
The differentiation is done in various fronts. Pricing will offer 30-40 discounts, a 15,000-20,000 of saving in BDT, which is half a month salary. The rivals such as Gulf carriers are providing better services at exclusionary prices whereas low-cost airlines such as Air Arabia are introducing hidden costs. Class differences are demolished by service with single-class cabins, and all people are treated and respected equally, in the spirit of revolutionary principles. The cultural components are Bangla-first communication, halal meals, prayer facilities, and employees who have been trained to work according to working-class norms. It has 40 kg baggage (as opposed to 20-30kg standard), flexible rebooking and dignified checks and balances operationally. Distribution is concerned with accessibility through mobile vans, local associations, and cash options with bKash.
The positioning statement: Biman Projatontro is the airline of the people, a product of the 2024 revolution, and makes international travel an affordable privilege to the working people of Bangladesh in memory of the remittance contributors who make the economy. It underlines the slogan "Tomar Odhikar, Tomar Airline" ("Your Right, Your Airline"), workers are being depicted as Remittance Jodha (Remittance Warriors). This is the values based philosophy that builds non-price loyalty based on dignity and fairness.
[bookmark: _Toc216870037]Element 2: Marketing Mix - 7Ps Framework

Being a service-oriented brand, Biman Projatontro uses the 7Ps model (Jain, M.K., 2013) in order to remain consistent with the social justice mission and commercial objectives.
Product: The essence of it is single-class air transportation, without segregation to reflect the post-revolution equality, and providing easy operations to both Gulf and Southeast Asian flights (3-6 hours). Some of its features are slim-line seating capacity, free halal Bangladeshi meals, free baggage of up to 40kg and in-flight entertainment with Bangali content and Islamic programming. It has comfort necessities unlike bare-bones low-cost airlines. The augmented services overcome the obstacles: document checking to avoid trafficking, embassy connections, 24/7 Bangali call centers, and airport-to-accommodation assistance. Some of the tiers are base fares (seat, baggage, meals), such as additional baggage, priority boarding, and flexible changes in case of contract uncertainties.
Price: Under a penetration strategy, 30-40% discounts will be provided on the fares of Biman and therefore the flights will be almost the same as premium buses in terms of costs. Dhaka-Dubai BDT 35 000-42 000 to 21 000-25 000 BDT, Dhaka-Riyadh BDT 40 000-50 000 to 24 000-30 000 BDT. Psychological prices apply round numbers that are transparent as a way of fostering trust. Adaptive changes give preference to pre-bookings (3-6 months, in line with worker planning), and moderate Eid peaks remain lower than competitors do. Other innovations that are related to accessibility are bKash/Nagad installments (3-6 months, low interest), micro-loans through cooperatives, and cash through agents- no credit cards required (The Business Standard, 2025; New Age, 2025). The work visas or income certificates are used to target beneficiaries by eligibility.
Place: Distribution is done through geographic and tech barriers via community channels. The cash and docs are managed by the agents in villages; mobile vans with internet visit the rural areas and Union Parishads. In partnerships with recruiting firms, travel is offered as a part of a contract; mosques have sessions during prayers. Digital complements: Bangla application with voice support, basic phone SMS booking, and bKash. Navigation is facilitated by a 24/7 call center. Brick-and-mortar offices in strategic districts, such as Chittagong; expansion through cooperatives and post offices to get group rates.
Promotion: Push is the emotional appeal, which is connected to the revolutionary ideals. Theme: "Tomar Odhikar, Tomar Airline" and sub-messages such as "July er Chetona, Shobar Airline" and "Remittance Jodha, Tomar Shomman" (Fondemos, 2024; Security Praxis, 2024). Media channels that are aimed at the working population include national television (Bangladesh Television), local radio, Facebook/WhatsApp groups in migrant communities, and posters. Authenticity is created through testimonials through worker videos. Examples of influencers are imams and leaders. PR is initiated at the symbolic locations such as Shahbag where the workers are invited as guests and speeches by students. Collaborations with right organizations lend credibility; first time discounts and referrals tap networks.
People: The frontline employees are recruited out of working-class backgrounds and help create empathy. The training includes patience, respect, dialect fluency and bias avoidance. There is empowerment and expedient solutions; complaints are prioritized. Good wages are a sign of solidarity; culture creates pride in the mission. Bookings are facilitated with the help of community ambassadors.
Process: It is designed to be simple in case of literacy and familiarity gap. Reservation: one-screen applications, SMS verification, support. Checkup: single digital storage. Payments: flexible no fee. Airport: special counters, security/boarding help desks. In-flight: simple food, in Bangali. Post-flight: transport assistance, fast baggage processing, SMS response on respect.
Materials: Hardcopy supports values. Livery: revolutionary colors such as a flying bird. Interiors: utilitarian, hygienic, warm. Materials: transparent Bangli, warm applications. Offices: modest, organized. Uniforms: approachable. Meals: generous, authentic. Website: real worker stories in order to connect. All this is combined to accommodate STDP to make it accessible, and dignified and profitable
[bookmark: _Toc216870038]Element 3: Marketing Strategy Pitch Outline (Poster) 
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[bookmark: _Toc216870039]Element 4: Reflection
Reflection using Gibbs formula. (Adeani, I.S., Febriani, R.B. and Syafryadin, S., 2020)
1) Description
I developed the brand concept Biman Projatontro based on my prior experience as a travel agent in Dhaka, where I supported migrant workers and their families with flight bookings to the Gulf and Malaysia. The project aimed to translate those lived realities—high fares, emotional distress, and limited access—into a socially focused airline brand concept supported by marketing theory from my MBA.
2) Feelings
The project felt personal. I carried frustration from seeing families borrow money at high interest or delay urgent travel because of airfare costs. Working on the brand idea was emotionally heavy at times, but also motivating because it felt like I was addressing something real rather than completing a purely academic task. I also felt a sense of purpose when I saw theory helping me express those experiences clearly and credibly.
3) Evaluation
What went well was the way I connected experience with structured marketing tools. Segmentation, targeting, positioning, differentiation, and the 7Ps helped me shape the concept into something practical rather than emotional. The pitch work also strengthened my ability to communicate the idea to different stakeholders.
What went less well was the limited use of primary research. I relied heavily on secondary sources and personal observation, which may have introduced assumptions. Financial forecasting and benchmarking against similar international low-cost or socially driven airline models could also have been stronger.
4) Analysis
This project highlighted how marketing can serve both commercial and social goals when designed responsibly. Stakeholder-focused branding made the concept more credible because it addressed dignity, access, and fairness—not only price. Building the extended marketing mix forced alignment across operations (service quality, people training, and distribution), which showed me that values must be implemented, not just advertised.
However, the gaps in primary research and financial modelling matter because credibility is essential when proposing a concept that involves public trust, regulation, and investment. Without stronger evidence, even a morally compelling brand narrative can be questioned.
5) Conclusion
I learned that my lived experience is valuable, but it becomes more effective when supported by rigorous research and clear frameworks. The project improved my market-research thinking, strategic balance between sustainability and social mission, and communication skills through pitching. At the same time, it showed that I need stronger primary data collection and sharper financial justification to make the proposal more convincing.
6) Action Plan
For future work, I will:
1. Conduct primary research (interviews/surveys with migrant workers and families) to validate pain points and refine segmentation.
2. Build a clearer financial model (pricing, break-even, ancillary revenue, demand sensitivity) and compare with international low-cost/social models.
3. Develop a stronger implementation roadmap (partnerships, distribution channels, service standards, compliance considerations).
4. Improve stakeholder messaging by tailoring separate narratives for investors, policymakers, and customers, supported by evidence and quantified impact.
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BIMAN PROJATONTRO &

Building Tomorrow's Bangladesh, One Journey at a Time

NAME: ABCD ID: 1234

INTRODUCTION & PROBELM STATEMENT

BIMAN PROJATONTRO ADDRESSES THE SEVERE TRAVEL
INEQUITY FACING BANGLADESH'S 10 MILLION MIGRANT
WORKERS. DESPITE CONTRIBUTING $26.9 BILLION IN
ANNUAL REMITTANCES, THESE ECONOMIC HEROES ARE
MARGINALIZED BY EXORBITANT FLIGHT COSTS OF
35,000-50,000 BDT OFTEN EXCEEDING A MONTH'S
SALARY. THIS PRICING CRISIS FORCES PROLONGED
FAMILY SEPARATION, CAUSING WORKERS TO MISS
ESSENTIAL LIFE MOMENTS LKE FUNERALS AND
WEDDINGS. BIMAN PROJATONTRO BRIDGES THIS GAP
AS THE FIRST 'PEOPLE'S ARLINE,” TRANSFORMING
INTERNATIONAL TRAVEL FROM AN ELITE PRIVILEGE INTO
AN AFFORDABLE RIGHT FOR THE WORKING CLASS WHO
BUILD OUR NATION'S FUTURE.

TARGET MARKET & STRATEGIC FIT

BIMAN PROJATONTRO TARGETS BANGLADESH'S 10
MILLION  "REMITTANCE ~ WARRIORS"  BLUE-COLLAR
MIGRANT WORKERS CURRENTLY PRICED OUT OF AR
TRAVEL. THIS PERFECTLY ALIGNS WITH OUR
REVOLUTIONARY BRAND CONCEPT BECAUSE THEY ARE
THE NATION'S ECONOMIC BACKBONE YET REMAIN THE
MOST UNDERSERVED.

« HIGH VOLUME DEMAND: CAPTURING JUST 5% OF THE
2.5 MILLION WORKERS IN SAUDI ARABIA ENSURES
PROFITABILITY.

« NEEDS ALIGNMENT: FEATURES LIKE 40KG BAGGAGE
AND INSTALLMENT PAYMENTS DIRECTLY SOLVE
CRITICAL WORKER PAIN POINTS.

« EMOTIONAL FIT: THE "PEOPLE'S AIRLINE" BRANDING
RESTORES PRIDE TO THE WORKING CLASS,
SECURING LONG-TERM LOYALTY.

THE STRATEGIC AFFORDABLE SOLUTION

BIMAN PROJATONTRO IS THE TANGIBLE SOLUTION,
OFFERING WORKERS AN ESCAPE FROM THE CRISIS OF
UNAFFORDABLE TRAVEL.

Route Regular Biman Biman Projatontro. Savings
ohaka—oubal || a0.000 80T 24,000 80T 6,000 BOT
Dubai - Riyadn || 45,000 80T 27.00080T 8,000 80T

Dhka— 35,000 21000

Kuala Lumpur BOT BOT #4000 80T:
MARKET OPPORTUNITY

« TOTAL MARKET: SERVING 10 MILLION BANGLADESHI
EXPATRIATES WORLDWIDE.

HIGH DEMAND: 1 MILLION+ BANGLADESHIS MIGRATED
FOR WORK IN 2024 ALONE.

TARGET CAPTURE: ACHIEVING 500,000 POTENTIAL
ANNUAL PASSENGERS.

REVENUE POTENTIAL: PROJECTED ANNUAL REVENUE
1S $250 MILLION.

KEY DESTINATION: SAUDI ARABIA, THE LARGEST
DESTINATION, HOLDS 2.5 MILLION WORKERS (43.57%
SHARE)

2020
B6%

2021
i95%

2022
B6%

FIG: ANNUAL REMITTANCE DISTRIBUTION

MARKETRING STRATEGY (7P’S)

BIMAN PROJATONTRO'S 7PS ENSURE AFFORDABLE
DIGNITY THROUGH REVOLUTIONARY DESIGN. WE OFFER
A SINGLE-CLASS PRODUCT WITH 40KG BAGGAGE AND
30-40%  DISCOUNTED  PRICES, ENABLED  BY
INSTALLMENT  PLANS ~ AND  COMMUNITY-BASED
DISTRIBUTION VIA MOBILE VANS. BANGLADESHI ARE
TRAINED FOR RESPECT, ENSURING THE ENTIRE PROCESS
IS SIMPLE AND BANGLA-FIRST, ALL VISUALLY
REINFORCED BY OUR RED AND GREEN PHYSICAL
EVIDENCE OF EQUALITY.

COMPETITIVE ADVANTAGE

1. PREMIUM AIRLINES (EMIRATES, QATAR, ETIHAD)

BIMAN PROJATONTRO DIRECTLY CHALLENGES PREMIUM

CARRIERS BY FOCUSING ON COST, CULTURE, AND

EXCLUSIVITY:

« WE ARE APPROXIMATELY 40% CHEAPER THAN

PREMIUM AIRLINE FARES,

OUR AIRLINE MAINTAINS A STRICT WORKERS-ONLY

FOCUS, ENSURING POLICIES AND SERVICES ARE

OPTIMIZED FOR THE MIGRANT SEGMENT, UNLIKE

GENERAL CARRIERS.

WE OFFER BANGLA LANGUAGE PRIORITY ACROSS

ALL SERVICE POINTS AND SUPERIOR CULTURAL

UNDERSTANDING FOR OUR TARGET AUDIENCE.

2. BUDGET AIRLINES (AIR ARABIA, FLYDUBAI, INDIGO)

THE EXPLOITATIVE MODEL COMMON AMONG BUDGET

CARRIERS WHILE RETAINING SUPERIOR VALUE:

+ WE ARE STILL 20-30% CHEAPER ON AN ALL-IN BASIS,
WITH NO HIDDEN BAGGAGE OR MEAL FEES.

« WE OFFER CRUCIAL INSTALLMENT PAYMENTS
ACCEPTED ~ VIA  LOCAL  PLATFORMS  LIKE
BKASH/NAGAD.

« WE PROVIDE COMMUNITY BOOKING THROUGH
MOBILE VANS AND AGENTS, UNLIKE BUDGET
AIRLINES THAT RELY SOLELY ON WEBSITES.

3. BIMAN BANGLADESH

WE DIFFERENTIATE OURSELVES FROM THE TRADITIONAL

NATIONAL CARRIER;

+ WE GUARANTEE A SIGNIFICANT FARE DISCOUNT FOR
VERIFIED WORKERS THAT THE MAIN AIRLINE DOES
NOT OFFER.

+ WE IMPLEMENT NO CLASS SYSTEM (SINGLE CABIN).
CREATING AN ATMOSPHERE OF DIGNITY AND
EQUALITY.

POSITIONING STATEMENT

BIMAN PROJATONTRO PROUDLY STANDS AS THE

PEOPLE'S AIRLINE, BORN DIRECTLY FROM THE

REVOLUTIONARY SPIRIT OF JULY 2024. OUR CORE

MISSION IS TO TRANSFORM INTERNATIONAL TRAVEL

FROM AN ELITE PRIVILEGE INTO AN AFFORDABLE RIGHT

FOR BANGLADESH'S WORKING CLASS. BY HONORING

THE NATION'S REMITTANCE HEROES WITH ENSURE

THEIR SACRIFICE IS ACKNOWLEDGED THROUGH A

BRAND THAT RESPECTS AND SERVES THEM.

ELIGIBILITY FLY BIMAN PROJATONTRO?

ELGIBILTY 1S STRICTLY RESERVED FOR GENUINE
REMITTANCE HEROES AND THEIR FAMILIES, ENSURING THE
BRAND MAINTAINS TS SOCIAL MISSION AND NICHE. THIS
INCLUDES ALL WORKERS HOLDING VALID EMPLOYMENT
VISAS, LABOR CARDS (LIKE IQAMA), AND IMMEDIATE
WORKING-CLASS FAMILY MEMBERS (INCOME UNDER
50,000 BDT/MONTH). FIRST-TIME MIGRANTS WITH VALID
RECRUITMENT CONTRACTS ARE ALSO ELIGIBLE.

SIMPLE VERIFICATION (FOR POSTER)

« NATIONAL ID CARD

«+ WORK VISA OR EMPLOYMENT CONTRACT

« INCOME CERTIFICATE (FOR FAMILY MEMBERS)

SOCIAL IMPACT: HONORING HEROES

BIMAN PROJATONTRO DIRECTLY RECTIFIES THE NATIONAL
CARRIERS PAST NEGLECT BY PRIORITIZING HUMAN
DIGNITY OVER PROFIT. WE ADDRESS THE HUMANITARIAN
CRISIS OF FAMILY SEPARATION, ENSURING THAT THE
REMITTANCE ~ HEROES WHO FUEL BANGLADESH'S
ECONOMY CAN AFFORD TO RETURN HOME FOR
ESSENTIAL LIFE EVENTS. THIS SOCIAL CONTRACT
REINFORCES THE REVOLUTIONARY VALUES OF EQUALITY
AND JUSTICE, BUILDING TRUST AND STRENGTHENING THE
EMOTIONAL WELL-BEING.

MOST OF BANGLADESHI WORKERS FLYING ROUTES

BUSINESS VIABILITY

BIMAN PROJATONTRO
LEVERAGING THE POST-JULY 2024 REVOLUTIONARY
COMMITMENT TO WORKING-CLASS WELFARE, WHICH
GUARANTEES CRUCIAL GOVERNMENT SUBSIDIES AND

IS STRATEGICALLY VIABLE,

OFF-PEAK
AIRCRAFT.
« UTILZING EXISTING BIMAN
SIMPLIFIED ~ OPERATIONS
EXPENDITURE

HIGH VOLUME OF 500,000+ PASSENGERS ENSURES
ROBUST ANCILLARY INCOME AND REVENUE POTENTIAL.
EMBODIES THE REVOLUTIONARY VALUES OF EQUALITY
AND JUSTICE NO CLASS SYSTEM, FAIR PRICING,

JOIN THE REVOLUTION: "BIMAN PROJATONTRO GIVES
BANGLADESH WINGS” BOOK YOUR AFFORDABLE
RIGHT TODAY.

OPTIMIZATION ~ USING ~ EXISTING ~ BIMAN

INFRASTRUCTURE  AND
MINIMIZES ~ CAPITAL

CONCLUSION

BIMAN PROJATONTRO IS A POWERFUL BUSINESS IDEA
ROOTED IN SOCIAL JUSTICE AND GUARANTEED VIABILITY
THROUGH THE POST-JULY REVOLUTION MANDATE. THE
STRATEGY IS HIGHLY COMPELLING BECAUSE IT ACHIEVES
PROFITABILITY THROUGH HIGH PASSENGER VOLUME
(500,000+ ANNUALLY) AND LOW OPERATIONAL COSTS
LEVERAGING ~ EXISTING ~ BIMAN  INFRASTRUCTURE,
SIMULTANEOUSLY ~ RESTORING ~ DIGNITY ~ TO  THE
REMITTANCE HEROES WHILE GENERATING $250 MILLION
IN REVENUE POTENTIAL.





