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[bookmark: _Toc213301568]1. Introduction
Digital technologies now shape how customers in Bangladesh discover, evaluate, and purchase from small and medium-sized enterprises (SMEs). Social platforms, search, online marketplaces, and mobile payments have lowered entry barriers, yet impact depends less on tool adoption and more on strategy: how activity is planned across channels, how brands earn recognition and credibility online, and how a consistent end-to-end digital journey is delivered to build trust and loyalty. Understanding these lived practices is vital for SMEs seeking sustainable growth in a competitive, mobile-first market.
Many SMEs engage online through sporadic posts or isolated campaigns, with limited integration across channels, limited use of analytics, and uneven customer experience from first contact to fulfilment and after-sales support. Evidence remains thin on the practical pathways by which strategic digital marketing becomes brand awareness, credible signals, and a smooth digital journey that, together, translate into sales growth, retention, and market reach. A focused, context-sensitive inquiry with owners and managers is needed to surface mechanisms, constraints, and actionable routines.
To explain how strategic digital marketing supports business growth among Bangladeshi SMEs by examining planning and execution across channels, online brand recognition and credibility, management of the customer journey, learning from digital interactions and analytics, and concrete initiatives that have influenced growth.
This study seeks to map how SMEs plan and execute cross-channel digital activity in alignment with commercial goals; to examine how online presence shapes brand recognition, credibility, and trust signals; to trace the typical customer journey and how touchpoints are managed for consistency—including payments and fulfilment; to explore how teams learn from digital interactions and analytics to adjust content, spend, channel mix, or offerings; and to document recent digital initiatives, outcomes, challenges, and adaptations that inform practical guidance.
[bookmark: _Toc213301569]1.2 Research Questions
· Please describe how your enterprise plans and executes its digital marketing strategy across channels and how these activities align with commercial goals.
· Please explain how your online presence has shaped brand recognition and credibility among customers in Bangladesh, noting any indicators you observe.
· Please walk me through a typical customer’s digital journey with your business—from initial discovery to purchase, payment, delivery, and post-sale support—and describe how you manage these touchpoints to ensure a consistent experience.
· Please describe how your team learns from digital interactions and analytics and translates those insights into adjustments to content, spend, channel mix, or product/service offerings.
· Please share a recent example where a digital initiative contributed to sales growth, customer retention, or market reach, including key challenges encountered and the actions taken in response.

[bookmark: _Toc213301570]2. Literature Review

This review examines how strategic digital marketing capabilities translate into SME growth, with particular attention to the mediating roles of brand awareness and digital customer experience. The emphasis shifts from counting channels to understanding how integrated content, targeting and analytics create value in resource-constrained firms typical of Bangladesh. Reviews argue that social and digital media enhance competitiveness when embedded in coherent strategies with clear objectives and disciplined measurement, while effects remain uneven without alignment to market context (Dwivedi et al., 2021). Evidence from developing-economy SMEs reinforces the importance of capability depth rather than mere adoption (Qalati et al., 2021).

From a strategy perspective, the Resource-Based View and the dynamic capabilities lens explain divergent outcomes. Digital assets contribute to advantage when they are valuable, rare and difficult to imitate, and when firms can sense, seize and reconfigure opportunities as platforms and behaviour evolve (Barney, 1991; Teece, Pisano and Shuen, 1997). For SMEs, this places emphasis on people, routines and learning systems—content calendars, analytics literacy and test-and-learn cycles—rather than on stand-alone tools.

Adoption theories complement these views. Perceived usefulness and ease of use shape managers’ willingness to employ digital practices, while social influence and enabling conditions affect continued use (Davis, 1989; Venkatesh et al., 2003). In emerging economies, organisational readiness and environmental pressures interact with owner attitudes, creating uneven patterns that complicate causal claims about performance (Qalati et al., 2022). These insights support inquiry into managerial sense-making and constraints rather than simple diffusion counts.

Brand-level mechanisms remain central. Customer-based brand equity positions awareness and associations as antecedents of favourable responses to marketing, implying that digital efforts pay off when they build salience and credibility (Keller, 1993). Evidence indicates social media communications can complement or substitute traditional media in equity creation if message consistency and authenticity are sustained (Bruhn, Schoenmueller and Schäfer, 2012). For SMEs, reviews, replies and repeat visits serve as pragmatic indicators of brand progress.

Digital customer experience links strategy to retention. Customers form judgements across journeys spanning discovery, evaluation, transaction and post-purchase interactions; seamless service, responsiveness and low-friction payments underpin satisfaction and loyalty (Lemon and Verhoef, 2016). In mobile-first Bangladesh, journeys traverse social pages, messaging, marketplaces and mobile money, increasing the returns to operational reliability and timely communication.

Bangladesh-specific studies remain limited. Recent structural modelling connects social media marketing and technology factors to SME sustainability orientations and performance, underscoring strategic potential while hinting at capability gaps (Haque et al., 2024). However, much of the evidence is cross-sectional and uses coarse adoption measures, with brand awareness and customer experience assumed rather than examined. A qualitative, interpretivist design centred on owner and manager narratives is placed to illuminate how strategy becomes brand recognition and experience, and how those processes translate into growth.

[bookmark: _Toc213301571]3. Methodology

This study adopts a qualitative, interpretivist design to explain how Bangladeshi SMEs convert strategic digital marketing into growth. The focal mechanisms—strategy formation across channels, brand building online, and digital customer experience—are socially constructed and best accessed through participants’ meanings rather than pre-specified variables (Dwivedi et al., 2021; Lemon and Verhoef, 2016). Primary data will be gathered via semi-structured interviews with SME owners and managers to probe decision logics, trade-offs, and routines behind observable activity in a mobile-first, social-commerce context.

Sampling will be purposive and criterion-based, enrolling SMEs that actively use at least one digital channel (e.g., Facebook/Instagram, SEO/website, paid ads, marketplaces, mobile payments). To enhance variation and transferability, recruitment will span sectors (retail, apparel, services), sizes (micro to medium), and locations (Dhaka, Chattogram, Sylhet). The plan is 15–20 interviews of 30–45 minutes, feasible within the eight-week timetable and sufficient for thematic depth (Saunders, Lewis and Thornhill, 2019). The schedule operationalises five agreed, descriptive prompts on strategic planning and execution, brand recognition and credibility, the end-to-end customer journey including bKash/Nagad, learning from interactions and analytics, and recent initiatives linked to sales, retention, or reach (Haque et al., 2024; Qalati et al., 2021).

Procedurally, interviews will be audio-recorded with consent, conducted in Bangla or English as appropriate, and supplemented—where offered—by artefacts such as screenshots of campaigns or simple performance logs. A short pilot (one to two interviews) will refine phrasing and flow. Recruitment will proceed through business associations and professional networks, with rolling scheduling to fit owner availability.

Analysis will use reflexive thematic analysis (Braun and Clarke, 2006) in NVivo: familiarisation, initial coding, pattern development, and theme review. Coding will be both deductive (strategy → brand/experience → growth) and inductive to capture context-specific practices. Credibility will be strengthened through pragmatic triangulation (interview claims + artefacts), brief member reflections on emergent interpretations, negative-case attention, and an audit trail of coding decisions and memos.

Ethical procedures include informed consent, the right to withdraw without consequence, confidentiality, pseudonymisation, and secure encrypted storage of recordings and transcripts accessible only to the researcher and supervisor. Anticipated limitations—self-reporting bias and cross-sectional timing—will be mitigated by probing for concrete examples, seeking corroborating artefacts, and sampling for maximum variation (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc213301572]4. Expected Findings

Anchored in the aim to explain how strategic digital marketing supports SME growth in Bangladesh, I expect to surface process evidence rather than simple adoption effects. The core proposition is that capability depth—goal-driven planning, cross-channel consistency, elementary analytics, and disciplined iteration—will be associated with stronger perceived performance, while ad-hoc posting or spend without learning shows weak or volatile returns (Dwivedi et al., 2021; Qalati et al., 2021).

A nuanced pathway is likely to emerge: strategy → brand awareness/credibility and DCX → growth. Narratives should reveal brand salience gains (recognition, referrals, repeat enquiries) and DCX features—fast replies, transparent pricing, reliable fulfilment updates, and friction-light payments such as bKash/Nagad —as the bridge from attention to conversion and loyalty (Keller, 1993; Lemon and Verhoef, 2016). However, I anticipate boundary conditions: the pathway may be stronger in sectors with visual content and shorter purchase cycles (e.g., apparel) than in complex B2B services; and in firms with at least a minimum viable capability (content cadence, response SLAs, basic tracking).

Critically, I also expect countervailing cases that challenge simple optimism. Paid promotion may underperform where fulfilment is unreliable or where marketplace dependence compresses margins and weakens brand control. Algorithmic shifts, content fatigue, and negative e-WOM could produce asymmetric effects, eroding brand equity despite higher reach. Some owners may report diminishing returns when analytics capacity is low, indicating that spend without learning fails to translate into outcomes (Haque et al., 2024).

These findings would imply that execution quality and operational reliability—not channel proliferation—drive durable gains. For practice, I expect to recommend small-firm playbooks emphasising journey management (response targets, content calendars, simple KPI dashboards) and evidence-based reallocation of effort. For policy and support bodies, results will likely prioritise skills and analytics upskilling and last-mile reliability (payments/logistics) as leverage points. Academically, I anticipate delivering a process model and coding schema that future studies can test quantitatively, while also delineating contexts where effects attenuate or reverse.

[bookmark: _Toc213301573]5. Limitations 
[bookmark: _Toc213301574]This project privileges depth over breadth, and several constraints apply. First, the 10-week window and a small, purposive sample of 15–20 interviews which will limit statistical generalisation. The intent is analytic transferability—clear mechanisms that make sense beyond the cases—rather than population estimates. The longer window provides modest flexibility for one or two follow-up calls, but not for full longitudinal tracking.
[bookmark: _Toc213301575]Second, access and self-selection may bias perspectives: digitally active or more confident owners may respond sooner, while underperforming firms may opt out. I will mitigate this through maximum-variation sampling sector, size, city and by explicitly inviting “in-transition” cases to capture a wider capability range.
[bookmark: _Toc213301576]Third, reliance on self-report introduces social desirability and recall bias, and financial detail may be sensitive. I will probe for concrete episodes (campaign screenshots, simple logs), request ranges instead of exact figures, and seek counter-examples (failed tests) to balance success narratives.
[bookmark: _Toc213301577]Fourth, being cross-sectional, the study cannot fully capture temporal dynamics (seasonality, algorithm changes, learning curves). I will ask participants to distinguish typical vs. exceptional periods and to reflect on before/after adjustments where feasible within the 10 weeks.
[bookmark: _Toc213301578]Fifth, language and interpretation (Bangla/English) may compress nuance, and researcher judgement shapes theme construction. I will use the participant’s preferred language, validate key phrasing during interviews, maintain a reflexive memo trail, and invite brief member reflections on emerging themes.
[bookmark: _Toc213301579]Finally, platform and logistics dependencies (marketplace policies, courier reliability, vary by locale, limiting comparability. Findings will be framed as context-conditioned mechanisms—strategy → brand/experience → growth—rather than universal rules. Future work could extend validity through mixed-methods, larger samples, and longitudinal or experimental designs.


[bookmark: _Toc213301580]6. Timeframe 

Here’s a tight, 10-week schedule aligned to your constraints: proposal + ethics submitted by 7 Nov, and final dissertation due the first week of January. It uses overlapping tasks (recruitment + pilot; interviews + rolling transcription; coding + writing) to keep momentum and protect the deadline.

	Week
	Dates
	Phase / Milestone
	Tasks & Deliverables

	1
	03–09 Nov 2025
	Proposal & Ethics
	Submit proposal + ethics by 07 Nov; set up folders/reference manager (UWTSD Harvard); confirm supervisor check-in dates.

	2
	10–16 Nov 2025
	Foundations
	Consolidate literature into annotated matrix; finalise interview schedule (5 selected questions) with prompts; build sampling grid (sector × size × city).

	3
	17–23 Nov 2025
	Recruitment & Pilot
	Recruit participants across Dhaka/Chattogram/Sylhet; conduct 2 pilot interviews; refine wording/timing; confirm consent/recording workflow.

	4
	24–30 Nov 2025
	Main Interviews – Batch 1
	Conduct ~5–7 interviews; start rolling transcription same day; write brief field memos after each interview.

	5
	01–07 Dec 2025
	Main Interviews – Batch 2
	Conduct ~5–7 interviews; continue transcription and quick accuracy checks; replace no-shows within 48 hours using sampling grid.

	6
	08–14 Dec 2025
	Wrap Interviews & Start Coding
	Complete any remaining interviews; begin NVivo open coding; create initial node tree (strategy → brand/DCX → growth; barriers/enablers); capture exemplar quotes.

	7
	15–21 Dec 2025
	Theming & Queries
	Develop themes; run matrix queries; update analytic memos and audit trail; note negative cases and boundary conditions.

	8
	22–28 Dec 2025
	Draft Core Chapters
	Draft Findings (with quotes); tighten Methodology; assemble figures (conceptual model/process map); check ethics and consent appendices.

	9
	29 Dec 2025–04 Jan 2026
	Integrate & Polish
	Draft Discussion, Introduction, Conclusion; full UWTSD Harvard reference audit; compile appendices (instruments, consent, profile sheet).

	10
	01–07 Jan 2026
	Finalise & Submit
	Supervisor feedback & revisions (01–03 Jan); proofread and format; SUBMIT by 07 Jan 2026; keep 04–06 Jan as contingency for formatting/Turnitin checks.




[bookmark: _Toc213301581]7. Conclusion
This proposal set out a focused investigation into how strategic digital marketing supports business growth among Bangladeshi SMEs, foregrounding the pathways of brand awareness and digital customer experience. Building on the background and problem framing, the objectives concentrate on planning and execution across channels, online credibility and recognition, the end-to-end customer journey, organisational learning from interactions and analytics, and recent initiatives linked to growth. The literature review established why capability depth, brand mechanisms, and journey quality matter, while also revealing gaps in context-rich evidence—especially for Bangladesh—thereby justifying a qualitative inquiry.
The chosen methodology—a purposive sample of SME owners and managers, semi-structured interviews aligned to the five agreed questions, and reflexive thematic analysis in NVivo—fits the aims and the realities of a mobile-first, resource-constrained context. The 10-week timeframe, with parallel tasks and built-in checks (pilot, rolling transcription, early coding), demonstrates feasibility. Expected findings emphasise execution quality over channel proliferation and anticipate a strategy → brand/DCX → growth pathway, while the limitations section transparently addresses time, access, self-reporting, and context variability.
Overall, this study is positioned to contribute a practical, evidence-based account of how SMEs can translate digital activity into credible brands, reliable experiences, and sustainable performance, and to provide a grounded process model that later research can operationalise at scale. The proposal is coherent, feasible, and aligned with both academic significance and managerial relevance.
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