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[bookmark: _Toc213969098]1. Introduction
[bookmark: _Toc213969099]1.1 Background of the Study
Digitalisation has become central to how firms compete, communicate and create value, and small and medium-sized enterprises (SMEs) are under growing pressure to use digital channels strategically rather than informally. Recent studies show that integrated use of social media, search, websites, content and analytics can enhance visibility, customer engagement and performance, but outcomes are highly uneven across SMEs (Dwivedi et al., 2021; Sharabati et al., 2024). In Bangladesh, SMEs are a backbone of employment and local economic activity, and the rapid expansion of social media usage, mobile internet and mobile financial services has created new opportunities for low-cost outreach and social commerce. However, emerging evidence suggests many Bangladeshi SMEs still rely on sporadic posting, informal experimentation and limited performance tracking, raising questions about how, and under which conditions, digital marketing actually contributes to sustainable business growth (Haque et al., 2024; Sultana, 2024).
[bookmark: _Toc213969100]1.2 Problem Statement
Existing research on digital marketing in Bangladesh and comparable emerging markets tends to emphasise adoption levels, channel preferences or general benefits, but offers less insight into the underlying processes that translate digital efforts into outcomes. There is limited qualitative evidence on how SME owners and managers design and coordinate digital activities across platforms, how these choices shape brand awareness and perceived credibility, how customers experience the end-to-end online journey, and how contextual constraints—such as skills, budgets, infrastructure and platform dependency—condition results. This lack of process-level understanding restricts both academic explanation and the development of practical guidance tailored to Bangladeshi SMEs.
[bookmark: _Toc213969101]1.3 Research Aim
The aim of this research is to explain how strategic digital marketing practices within Bangladeshi SMEs support business growth by strengthening brand awareness and digital customer experience, and to identify the contextual enablers and barriers that shape these relationships.

[bookmark: _Toc213969102]1.4 Research Objectives
The study seeks to investigate how SME owners and managers plan and implement cross-channel digital marketing in alignment with commercial goals; to examine how their online presence contributes to brand recognition, credibility and trust; to explore how customers’ digital journeys—from discovery to payment and post-sale interaction—are managed and experienced; and to identify how firms use feedback and simple analytics to refine their approaches within the constraints and opportunities of the Bangladeshi context.
[bookmark: _Toc213969103]1.5 Research Questions
1. How do SMEs in Bangladesh design and implement strategic digital marketing practices across key online channels to support business growth?
2. How do these strategic digital marketing practices influence brand awareness and perceived credibility among SME customers in Bangladesh?
3. How does the quality of the digital customer experience across the online journey mediate the relationship between strategic digital marketing and SME business growth?
4. What contextual enablers and barriers shape the effectiveness of strategic digital marketing in delivering growth outcomes for Bangladeshi SMEs?
[bookmark: _Toc213969104]2. Literature Review 
In recent years, research on SMEs and digitalisation has moved away from the idea that “being online” is enough. Instead, studies emphasise that real value comes when firms develop strategic, joined-up digital practices: choosing appropriate channels, planning campaigns, maintaining consistent messages, and using basic analytics to learn and adapt. Evidence from emerging markets shows that SMEs which treat digital marketing as a capability—rather than a series of isolated posts—are more likely to report growth in sales, reach and competitiveness (Dwivedi et al., 2021; Sharabati et al., 2024). Those relying on sporadic, unplanned activity experience less predictable returns.
Work focusing on South Asia and Bangladesh reflects this pattern but also exposes a gap. Haque et al. (2024) show that social media marketing can support performance and sustainability goals for Bangladeshi SMEs, yet impact depends heavily on management awareness, digital skills and organisational readiness. Other recent contributions describe many SMEs using Facebook or Instagram simply because competitors do, without a clear sense of target audience, value proposition or success measures (Hossain and Islam, 2023; Sultana, 2024). This suggests that the tools are available, but the strategic thinking and learning routines needed to use them effectively are uneven.
A second strand of literature highlights how digital marketing shapes brand awareness and credibility. Studies consistently find that regular, relevant and interactive online communication can build visibility, trust and positive word of mouth for smaller firms, helping them appear more professional and reliable in the eyes of customers (Nuseir et al., 2023; Sharabati et al., 2024). In Bangladesh’s social commerce environment, where many transactions begin and end on platforms like Facebook, perceived honesty, transparency, and responsiveness of SMEs strongly influence whether customers view them as trustworthy brands or risky informal sellers (Bhuiyan, 2024; Haque et al., 2024). This makes brand-building inseparable from everyday digital behaviour.
More recent work brings the digital customer experience into focus. Rather than looking only at individual touchpoints, researchers examine the whole journey: discovery, information search, messaging, ordering, payment, delivery and after-sales support. Findings suggest that clear information, timely replies, secure and convenient payment options, and reliable fulfilment play a crucial mediating role between digital promotion and long-term loyalty (Nuseir et al., 2023). For Bangladeshi SMEs using Facebook pages, Messenger, WhatsApp and mobile financial services, studies note that small frictions—slow responses, unclear prices, missed deliveries—can quickly erode the gains from effective promotion, while smooth experiences encourage repeat purchases (Hossain and Islam, 2023; Sultana, 2024).
Context-specific research further underlines both opportunity and constraint. Rising internet and smartphone penetration has expanded potential reach, but many SMEs still face gaps in skills, confidence, analytics capability and platform dependence (BTRC, 2023; Haque et al., 2024). Overall, the literature confirms that strategic digital marketing, brand-building and customer experience matter, but much of the existing evidence is survey-based and high level. There is still limited insight into how Bangladeshi SME decision-makers, in practice, plan, coordinate and adjust their digital activities within real constraints. This opens space for a qualitative, practice-centred study to deepen understanding of how digital strategies are formed and how they support business growth in this context.

[bookmark: _Toc213969105]3. Methodology
This study adopts a qualitative, interpretivist design to understand how SME decision-makers in Bangladesh plan, implement and experience strategic digital marketing in real settings. A qualitative approach is appropriate because the research questions focus on lived practices, perceived effects on brand and customer experience, and the influence of context, which are best explored through participants’ own accounts.
Primary data will be collected through semi-structured interviews with approximately 15 to 20 SME owners or senior managers directly involved in digital decisions. Purposive sampling will include firms based in Bangladesh that vary by sector, size and location, and that actively use at least one major digital channel. This enables comparison across different contexts while staying focused on informed perspectives.
The interview guide uses the five descriptive prompts already developed, inviting participants to explain how they coordinate activities across channels, how their online presence shapes brand recognition and credibility, how a typical customer’s digital journey unfolds from discovery to payment and after-sales, how they interpret signals from digital interactions and analytics, and how particular initiatives have supported or challenged growth. This design reflects themes in recent literature while leaving space for unexpected insights that speak directly to the research questions.
Interviews, lasting around 30 to 45 minutes, will be conducted in Bangla or English, recorded with consent and transcribed verbatim. Data will be analysed through reflexive thematic analysis in NVivo, moving from initial coding to themes around strategy and capability, brand-related outcomes, digital customer experience and contextual enablers and barriers. Credibility will be strengthened through probing for concrete examples, considering negative or divergent cases and documenting analytic decisions.
Participants will receive clear information, provide consent and may withdraw within an agreed period before anonymised data are integrated into analysis. Identifying details will be removed or pseudonymised, and all files stored securely. The approach is feasible within nine weeks, proportionate, and aligned with both the literature and the practical realities faced by Bangladeshi SMEs.
[bookmark: _Toc213969106]4. Expected Findings
This study is expected to show that Bangladeshi SMEs that approach digital marketing as a deliberate, capability-based activity—rather than as irregular posting or copying competitors—report clearer links between their online efforts and business growth. Based on recent evidence on integrated digital strategies and SME performance, it is likely that participants will describe benefits when they plan campaigns around specific goals, coordinate channels such as Facebook, Instagram, websites and messaging, and pay attention to simple indicators such as enquiries, conversion, repeat orders and customer feedback.
The findings are also expected to highlight how brand awareness and credibility act as important intermediate outcomes. Owners and managers may emphasise that consistent visuals, transparent communication, fast responses and visible customer opinions help their businesses appear more trustworthy, especially in crowded online spaces where scams and unreliable sellers still exist. At the same time, the study may reveal cases where inconsistent content, long response times or unprofessional interactions quietly damage perceived reliability, even when reach and engagement look strong on paper.
A further likely pattern concerns the digital customer experience as a bridge between marketing and growth. Narratives are expected to show that customers judge SMEs not only on promotions but on the smoothness of the journey across messaging, ordering, mobile payments, delivery and problem resolution. Where these elements work together, participants may associate digital activity with stronger loyalty, referrals and more stable revenue. Where gaps occur, they may describe frustration, pressure on staff and wasted advertising spend.
Finally, the research is expected to surface context-specific enablers and barriers, such as skills, time, budget, platform dependence and infrastructure. Rather than a single formula, the study should produce a grounded process model explaining how strategy, brand and experience interact under real Bangladeshi conditions. This model will be positioned to inform both practical guidance and future quantitative testing.
[bookmark: _Toc213969107]5. Limitations 
[bookmark: _Toc213806973][bookmark: _Toc213956697][bookmark: _Toc213969108][bookmark: _Toc213301579]This study prioritises depth over breadth to answer process-oriented research questions. Using a qualitative, interpretivist design with approximately 15–20 Bangladeshi SMEs enables rich accounts of strategy design, brand-building, and customer experience. However, findings will not be statistically generalisable. The contribution is analytic transferability—credible explanations of how things work in practice—rather than population estimates, so conclusions should be read as grounded insights, not universal rules.
[bookmark: _Toc213806974][bookmark: _Toc213956698][bookmark: _Toc213969109]Purposive sampling focuses on owners and managers already engaging with digital channels. This is consistent with the literature’s emphasis on capability development but risks over-representing comparatively confident firms and under-representing businesses with weak or nascent digital practice. To soften this, recruitment will aim for maximum variation (sector, size, location) and will actively include “works-in-progress” cases. Still, the expected patterns may lean toward firms with at least minimal planning and measurement routines.
[bookmark: _Toc213806975][bookmark: _Toc213956699][bookmark: _Toc213969110][bookmark: _Toc213806976]Evidence will come from self-reported narratives about strategy, brand awareness, and digital customer experience. Social desirability and recall effects may colour accounts, particularly around outcomes and failures. Interviews will therefore probe concrete episodes (campaigns, screenshots, simple logs), seek counter-examples, and pay attention to tensions, but interpretations will ultimately reflect participants’ perspectives. Given that brand and experience are inherently perceptual constructs, this limitation is acknowledged and managed through careful questioning and triangulation where feasible.
[bookmark: _Toc213956700][bookmark: _Toc213969111]The fieldwork is cross-sectional within a nine-week window. Yet both the literature and our expected findings suggest that the pathway from strategy to brand and experience to growth unfolds dynamically as platforms, algorithms, seasons, and competitive behaviour change. The design cannot directly observe those temporal shifts. Participants will be asked to differentiate typical months from spikes and to reflect on before/after adjustments, but causal stability over time remains outside scope.
[bookmark: _Toc213806977][bookmark: _Toc213956701][bookmark: _Toc213969112]Finally, the Bangladesh context—with uneven infrastructure, platform dependence, and urban–rural differences—conditions how digital strategies translate into growth. Insights may be less transferable to micro-enterprises with minimal online presence or to large firms with specialist teams. The anticipated process model will therefore be presented as provisional and context-bound, inviting future mixed-methods and longitudinal studies—ideally including customer-side data—to test, refine, and scale the mechanisms identified here.


[bookmark: _Toc213969113]6. Timeframe 

This 9-week schedule reflects the updated submission date (5 January) and assumes proposal and ethics are submitted by 14 November. Tasks are sequenced and overlapped so recruitment, interviews, transcription, analysis and writing progress steadily. Each phase is designed to generate credible evidence for the research questions and expected process model.

	Period
	Supervisor meeting(s)
	Main focus
	Key tasks & milestones (max 3 sentences)

	06–14 Oct 2025
	–
	Initial orientation & topic thinking
	Read generally on digital marketing, SMEs and Bangladesh. Note down potential angles (strategy, brand, digital customer experience, growth). Prepare ideas and questions for the first meeting.

	15–21 Oct 2025
	M1: 15 Oct
	Topic exploration
	Discuss early topic ideas with supervisor and clarify expectations. Continue reading around chosen area and refine your focus. List possible research questions and note any practical constraints.

	22 Oct – 04 Nov 2025
	M2: 22 Oct
	Aim, questions & proposal outline
	Finalise topic wording with supervisor. Draft research aim and initial research questions, and sketch the proposal structure (Intro, Lit Review, Methodology). Start building a list of recent key articles (2020–2025).

	05 – 18 Nov 2025
	M3: 05 Nov
	Proposal & ethics development
	Rewrite introduction and first literature review section using recent sources. Refine aim, objectives, questions and qualitative methodology. Draft participant information sheet, consent form and interview guide.

	19 Nov – 02 Dec 2025
	M4: 19 Nov
	Finalise design & prepare fieldwork
	Revise proposal and ethics materials based on supervisor feedback. Finalise interview questions and sampling plan, and start contacting SMEs. Set up NVivo project and organise digital folders for data management.

	03 – 09 Dec 2025
	M5: 03 Dec
	Main interviews – phase 1
	Conduct the first 4–6 interviews with SME owners/managers. Transcribe each interview soon after it is completed. Write short field notes focusing on strategy, brand and digital customer experience.

	10 Dec 2025 – 08 Jan 2026
	M6: 10 Dec & M7: 09 Jan
	Complete data collection & start analysis
	Finish the remaining interviews (aiming for 12–15 in total) and complete all transcriptions. Begin NVivo coding for strategy, brand/credibility, digital customer journey and contextual enablers/barriers. Develop initial themes and a draft process model linking strategy, experience and growth.

	09 – 18 Jan 2026
	M7: 09 Jan
	Refine themes & chapter plan
	Refine themes and process model using feedback from M7. Finalise structures for Findings and Discussion chapters. Start drafting core sections for methodology and findings, with selected quotes.

	19 Jan – 03 Feb 2026

	M8: 19 Jan
	Full write-up & submission
	After the final meeting, write full Findings, Methodology, Discussion, Introduction, Literature Review and Limitations. Draft a clear Conclusion and finalise references and appendices. Proofread, format and submit the dissertation by 03 February 2026.



Table 6.1- Timeframe for the completion of the Dissertation
[bookmark: _Toc213969114]7. Conclusion
This proposal has set out a focused and feasible study on how strategic digital marketing contributes to business growth among SMEs in Bangladesh. Grounded in recent literature, it moves beyond simple adoption metrics and concentrates on how owners and managers plan campaigns, build brand credibility and shape digital customer experiences within real constraints.
The research aims to explain the pathways through which coordinated digital activity, brand awareness and customer experience interact, and to identify the contextual factors that strengthen or weaken these links. The four research questions, the updated literature review and the qualitative design are deliberately aligned: semi-structured interviews and thematic analysis are used to capture lived practices rather than abstract assumptions. Expected findings include a nuanced process model showing when digital marketing capabilities translate into growth, and when gaps in skills, responsiveness or reliability undermine that potential. The study is transparent about its limitations—non-probability sampling, self-reported data and a compressed timeframe—so that insights are interpreted as contextually rich, not universally definitive.
Overall, the project is positioned to offer practical guidance for SME owners, support organisations and policymakers, while contributing timely, Bangladesh-specific evidence to contemporary debates on SME digitalisation and customer experience. It provides a clear, defensible basis for moving to the full dissertation stage. The proposed plan is realistic, ethically sound, and academically robust. 
[2582 words] 

[bookmark: _Toc213969115]References 
· Bangladesh Telecommunication Regulatory Commission (BTRC) (2023) Internet subscribers in Bangladesh 2023. Dhaka: BTRC.
· Bhuiyan, M.K. (2024) ‘Customer trust and perceived risk in social commerce: Evidence from Bangladeshi online buyers’, Journal of Digital Business and Social Commerce, 4(2), pp. 55–68.
· Deku, W.A., Wang, J. and Preko, A.K. (2024) ‘Digital marketing and small and medium-sized enterprises’ business performance in emerging markets’, Asia Pacific Journal of Innovation and Entrepreneurship, 18(3), pp. 251–270.
· Dwivedi, Y.K., Ismagilova, E., Hughes, D.L., Carlson, J., Filieri, R., Jacobson, J., Jain, V., Karjaluoto, H., Kefi, H., Krishen, A.S., Kumar, V., Rahman, M.M., Raman, R., Rauschnabel, P.A., Rowley, J., Salo, J., Tran, G.A. and Wang, Y. (2021) ‘Setting the future of digital and social media marketing research: Perspectives and research propositions’, International Journal of Information Management, 59, 102168.
· Haque, R., Senathirajah, A.R.S., Khalil, M.I., Qazi, S.Z. and Ahmed, S. (2024) ‘A structural path analysis: Bangladeshi SMEs’ sustainability through social media marketing’, Sustainability, 16(13), 5433.
· Hasani, N., Khan, M. and Rahman, M.M. (2025) ‘Social media marketing strategies and brand awareness in emerging economies: Evidence from South Asia’, International Journal of Business and Emerging Markets, 17(1), pp. 33–52.
· Hossain, M. and Islam, M.S. (2023) ‘Use of Facebook and social commerce by SMEs in Bangladesh: Opportunities and operational challenges’, Asian Journal of Management and Digital Business, 3(1), pp. 22–36.
· Islam, M.F. and Khan, M.A. (2023) ‘Digital transformation of SMEs: Strategic adaptation and marketing innovation in post-pandemic South Asia’, Journal of Small Business and Enterprise Development, 30(7), pp. 1453–1472.
· Noer, M.Y. (2025) ‘Digital marketing and sustainable innovation in SMEs: A capability-based view’, Journal of Business Research, 173, 114290.
· Nuseir, M.T., El Refae, G.A., Aljumah, A., Alshurideh, M. and Al Kurdi, B. (2023) ‘Digital marketing strategies and customer experience: A systematic review’, International Journal of Data and Network Science, 7(1), pp. 467–476.
· Rahman, T. and Chowdhury, S. (2024) ‘Digital transformation and SME competitiveness in Bangladesh: The mediating role of technological readiness’, South Asian Journal of Business and Management Cases, 13(2), pp. 143–158.
· RSIS International (2024) ‘The impact of digital marketing on small and medium enterprises (SMEs) in Bangladesh’, International Journal of Research and Scientific Innovation, 11(9), pp. 807–816.
· Sharabati, A.A.A., Al-Amri, M. and Al-Shibly, H. (2024) ‘The impact of digital marketing on the performance of SMEs in light of modern digital transformations’, Sustainability, 16(19), 8667.
· Sultana, S. (2024) Exploring opportunities for economic growth: Enhancing the digital marketing strategy of SMEs in Bangladesh. Master’s thesis. Haaga-Helia University of Applied Sciences.
· Zeqiri, J. and Alaj, I. (2024) ‘Social media marketing, brand awareness and purchase intention in emerging economies: The mediating role of customer engagement’, Management Research Review, 47(2), pp. 263–283.



2

image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




