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Centre for Business & Economic Research (CBER) was founded in London in 2006 with the aim of inspiring, 
recognizing and supporting excellence in business and Economic research Currently, the Centre has three main 
areas of endeavour: organizing an annual cycle of international academic conferences, producing academic journals, 
and offering bespoke consultancy projects both in the United Kingdom and further afield. CBER works assiduously 
to facilitate international collaboration, providing an independent and credible source of advice, as well as 
contributing to academic debate and research. The Centre is fortunate to have a truly international following and is 
committed to encouraging knowledge sharing, foresight planning and greater interaction between academics, policy 
makers, thought leaders and those engaged in diverse commercial activities. Through both its own researchers and a 
network of specialists internationally it is well placed to provide targeted consultancy work aimed at providing fresh 
insight and understanding that is underpinned by creditable research methods and a thorough and objective 
approach. 
 

CBER strives to ensure that it takes a holistic approach to its work, whilst remaining open to new methods, ideas and 
ways of thinking. Through its various endeavours it has become a conduit for knowledge sharing, particularly in 
respect of innovation in the field of business and economic development. Whilst much of what CBER does is focused 
on the challenges of the here and now, it sets considerable store by foresight planning, and is keen to play its part in 
combatting the scourge of short-termism both in the public and private sector. Its current portfolio of academic 
journals ensures that is alive to the latest research in fields ranging from business and economic development to 
retail and higher education management. The journals afford an opportunity for meaningful learning from sectors 
that each have their own distinctive business and economic dynamic. Furthermore, with revolutionary changes 
underway in the form of Artificial Intelligence (AI) and the Internet of Things (IoT) CBER believes that it is more 
important than ever to venture forth from our cultural and professional redoubts, hence the particular value and 
relevance of its international academic conferences, a number of which attract participants and observers who are 
policy makers, seasoned practitioners and thought leaders in their chosen field. 

 

 
 
 
 
 

Daffodil International University (DIU), a prime initiative of Daffodil Family-a leading Information Communication 
Technology (ICT) & educational conglomerate of Bangladesh, has commitment to the nation for the expansion of 
capacity in higher education with a view to building self-reliant Bangladesh. DIU is recognized in independent 
government assessments as one of the top-ranking universities in Bangladesh. It started with 67 students registering 
in the first batch and within 15 years more than 20,000 students have been enrolled and around 700 full time faculty 
members are engaged in teaching and research at DIU. Currently, a total of 550 students from 10 different countries 
are studying at DIU. It has established academic links with more than 300 prestigious universities from over 50 
countries around the world. It has a blend of well-experienced teachers having foreign degrees and a galaxy of young, 
energetic faculty members who are entirely and passionately devoted to teaching their students in the best and modern 
fashion. 
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The university intends to focus on entrepreneurial education initiatives to make a poverty free self-sufficient society. 
It  has produced more than 1200 entrepreneurs worldwide, and established Business Incubator, Startup Market, 
Entrepreneurship Guidance Program, Venture Capital Limited, Startup Restaurant & Café etc. to promote and 
encourage young new entrepreneurs. DIU has achieved a prestigious position in QS Asia University Rankings-2019. 
The university has been ranked 6th amongst all the universities of Bangladesh. This recognition indicates DIUõs 
continuous commitment to quality education and research at tertiary level of Bangladesh as well as expected 
employment of graduates of this University.   

 

 
 
 
 
 
 
 
 

To keep pace and to be at par with the developing world in the field of maritime higher studies and research, 
Bangabandhu Sheikh Mujibur Rahman Maritime University, Bangladesh, the first Maritime University of the 
country, was established by the BSMRMU, Act No. 47 of 2013. The University started its journey as the 37th 
public university of the country, the 3rd Maritime University in South Asia and the 12th Maritime University in 
the world upholding the motto "We Strive for Maritime Excellence". 
 

The university is currently at its formative stage. We gradually plan to develop this university as the highest seat of 
learning for the students who would aspire to explore the maritime world for the greater interest of the humanity. 
The university would conduct both graduate and post- graduate courses on various fields, which includes subjects 
related to Safe Operation, Handling and Management of Ships, Port and Shipping Administration, Maritime 
Technology, Naval Architecture, Oceanography, Marine Science, Hydrography, Ocean Engineering, Offshore 
Engineering, Coastal Engineering, Maritime Laws, Maritime Security and Strategic studies, Business Studies, 
Information and Computer technology, Environmental Science etc. The university will have the dual role of running 
higher level courses for students, as well as regulating the affiliated institutions for their graduate/post graduate 
programmes. Presently endeavours are being made to open courses by the next academic session at hired campuses 
on subjects related to Port/Shipping Management, Logistics/Engineering Management. Upon having a permanent 
campus, new graduate and post- graduate programmes on specialized fields will be offered. 
 

 
 
 
 
 
 

 
The Centre for Innovative Leadership Navigation (CILN)  recognizes that a 'knowledge deficit' exists and as 
such, this puts individuals, companies, institutions and occasionally governments at risk. By seeking to address the 
issues people in leadership roles face, CILN endeavours to provide the map and compass so to speak which when used 
correctly can prove not only useful, but invaluable. CILN works assiduously to be a vehicle for knowledge 
dissemination and a mean to access the latest research across a range of important areas of human endeavour. CILN 
organises and sponsors a series of international conferences that enable academics, business practitioners, policy 
makers and thought leaders to meet, share their ideas and learn from one another. CILN is committed to raising 
awareness of key issues, as well as endeavouring to encourage greater foresight and forward planning. By offering 
bespoke training CILN strives to play a positive and purposeful role, one that has the potential to have a lasting 
impact 
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Ocean governance for sustainable maritime development  
 in the Bay of Bengal  

 

M. Khaled Iq bal  
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Keywords  
Blue economy, Bay of Bengal, Maritime Development , Ocean Governance 
 
Abstract  
The oceans are the main component of global economic growth because of its potentiality for food, 
minerals and energy that could be transmitted to the global markets by international trade. 
However, worldõs Oceans need caring attention and integrated response. There is a progressive 
degradation of ocean health caused by IUU fishing, marine pollution and unplanned coastal 
development. Recently, Developing Countries have looked to the ocean as a new economic frontier 
and developed growth policies based on the concept of blue economy. A blue economy roadmap is 
essential to provide an integrated approach to ocean-based sustainable development, which brings 
together economy, environment and society being closely linked with the UN Sustainable 
Development Goals 2030 (SDG). Making the transition to a Blue Economy would entail 
fundamental and systemic changes in the policy-regulatory-management-governance framework 
using the tools of an ecosystem-based Marine Spatial Planning (MSP). Since the Bay of Bengal 
has gained enormous economic and strategic significance connecting South and South East Asia, 
the littoral countries of the Bay of Bengal show huge trends of economic development due to their 
increasing importance on the ocean-based economy. But today our development patterns are often 
undermined and diminished due to lack of appropriate ocean governance measures whereas 
various policies are either poorly implemented or lacks supervision. So, a regionally integrated 
management and governance system is the demand of the day in order to ensure a sustainable 
maritime development in the Bay of Bengal region. The study explores the strategic and economic 
significance of the Bay of Bengal highlighting the nexus of Blue Economy and sustainable 
maritime development. The paper analyzes the challenges of ocean governance and harvest blue 
economy benefits. The various steps taken for maritime development of Bangladesh in overall 
ocean economy. There are many challenges but a properly planned blue economy and ocean policy 
can bring to the developing countries of this region substantial benefits of economic and social 
development in the years ahead.  
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Abstract  
Global warming is leading to accelerated melting of polar ice ð indeed, all ice ð and is thus 
causing sea levels to rise.  In the legal, political, commercial, strategic and emotional context, 
however, the reverse is happening.  When International Law was being formulated in the 17th 
century, jurists, especially Hugo Grotius,  tended to agree that the oceans, covering 70 percent of 
the planetõs surface and plunging to eleven milesõ depth, were the ôglobal commonsõ and the sea 
bed, then inaccessible, the common inheritance of mankind 

The paper covers this crit ical issue through three case studies of recent political, geo-
political and strategic developments.  The first is the case of the Sea of Azov and the Crimean 
Bridge, President Putinõs ôProject of the Centuryõ.  A bridge across the 19-mile wide Kerch Strait 
linking Crimea to mainland Russia to the east was first mooted in 1903 but was never built.  
Temporary bridges built by both sides in the 1941-45 Great Patriotic War were quickly 
demolished by string currents and ice.  In 2010 Russia and Ukraine signed an agreement to build 
a bridge spanning the Kerch Strait via Tuzla island. With the Russian annexation (or re-
annexation, depending on your point of view) of Ukraine in 2014 the Russians moved fast.  The 
massive project was completed in May 2018 President Putin himself drove the first truck down 
the four-lane motorway from mainland Russia to Crimea. A twin -track railway will be opened 
shortly.  Although advertised as a means of getting goods to Crimea more cheaply and 
encouraging tourism, there can be little doubt that the ôProject of the Centuryõ (so far) has a 
profound geo-strategic purpose.  It makes Russian Crimea totally independent of supply from 
mainland Ukraine to the north and cuts off two major Ukrainian ports on the sea of Azov.  
Shortly after the bridge was opened the Russians impounded Ukrainian warships heading for 
those Ukrainian ports inside the Sea of Azov. The construction of the bridge has helped ensure 
that the Sea of Azov, although it contains areas still categorised as ôhigh seasõ, is effectively a 
Russian lake.  

The second case study is the Strait of Hormuz through which one third of the worldõs oil 
transported by sea and one-fifth of the worldõs oil in total passes. At i ts narrowest point the Strait 
is only twenty nautical miles wide so to pass through it one must be in either Iranian or Omani 
territorial waters.  This places huge constraints on both international merchant marine trade and 
on naval forces.  Whereas UNCLOS permits ôinnocent passageõ by warships openly transitting 
territorial waters with no hostile intent to the states owning those waters, other activities ð such 
as submarines transiting submerged ð are, technically, illegal.  

The third case study is the South China Sea and the numerous concrete bases, harbours, 
fortifications, towers and airstrips being built by China on no fewer than ten sandbanks.  The 
motive for these constructions is clear.  China will use the ôrightsõ under UNCLOS, to extend its 
Territorial Sea out to twelve nautical miles beyond what it now claims is its territory.  China and 
the US Navy have been playing games on this basis in the South China Sea for some years.  The 
evidence of Chinese construction is clearly visible from satellite photographs. 

In summary, the ôhigh seasõ are being stripped away to reveal a seabed of territorial statesõ 
domains. The strategic, political and commercial implications are global, massive and profound.   
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Keywords  
Trans-boundary crime, regional security, trafficking, mar itime terro rism 

 
Ab stract 
Maritime trans-boundary crimes are becoming prevalent day by day across the maritime nations 
for its monetary values and easiness. For maritime nations, now it is a key challenge to combat 
such types of crimes. International, national and regional communit ies have already expressed 
their concerns for the frequency of the trans-boundary crimes and taken some measures to 
minimize its random commission, though these initiatives have already proved insufficient to 
eradicate this business motivated heinous crimes. This study, firstly, focuses the multiple types of 
trans-boundary crimes that are faced by the nation-states as an alarming rapid growing threat to 
the security, political and social integrity of the nation and the fundamental freedoms and rights 
of the inhabitants. It, then measures the consequences of the commission of these crimes on the 
regional securities. To achieve these objectives, the study consulted mainly the secondary 
documents like scholarly articles, books, legislations, international legal instruments and a limited 
scale of primary data in an analytical approach. The findings of this investigation and analysis of 
the secondary materials reveal the multiple types of trans-boundary crimes are frequently 
committed in this region and create a big threat for the regional securities. This paper contributes 
to take effective steps to combat and minimize substantially the trans-boundary crimes by the 
coastal states through regional and international cooperation.  
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Shippin g and port security : Challenges and legal aspects 
 

Zillur Rahman Bhuiyan  
Managing Director, Marine  Care Consultants Bangladesh Ltd. 

Marine Consultant in  Maritime Safety and Security  
 
Key Wo rds 
Globalization, ISPS Code, maritime  transport system, security threats, UNCLOS. 
 
Abstract  

The current trend of globalization provided intense impact on access to resources, raw 
materials and markets expedited by modern maritime transport system comprising shipping and 
port operations. Security of ships and port facilit ies, thus, discernibly an enormous challenge to 
the globalized world. The international maritime transport system is vulnerable to piracy, 
terrorism, illegal drug trafficking, gun-running, human smuggling, maritime theft, fraud, 
damage to ships & port facilit ies, illegal fishing and pollution, which can all disrupt maritime 
supply chains to the heavy cost of the global economy. 

This paper discusses the nature and effect of the security threats to the international 
shipping and port industry with impact on the international trade & commerce and governmental 
economy, taking into consideration of the emerging geopolitics, Sea Lines of Communication, 
chokepoints of maritime trading routes and autonomous ships.  The existing legislative measures 
against maritime security appraised and evolution of automation and digitalization of shipping 
and port operations taken into consideration.  

Studying the contemporary maritime transport reviews, existing legislation and the threat 
scenarios to the shipping and port operations, the paper identifies further advancement to the 
existing maritime security legislation in respect of piracy and terrorism at sea, and recommends 
amendment to the International Ship and Port Security (ISPS) Code under the SOLAS 
Convention. 

   
1   Int roduction  

Globalization is based on the unrestricted movement of commodities, resources, information 
and people enhancing international trade and commerce through connectivity between the places of 
production and places of consumption . Connectivity depen ds on modes and means of global 
transportation.   

Nearly three quarters of the planet is covered by water, 90% of the worldõs commerce travel by 
sea and most of the worldõs population lives within a few hundred miles of the oceans and seas. 
Hence the maritime transportation can be considered as the backbone of globalization and extremely 
vital for all òjust-in-timeó economies. There is a special and privileged relationship of global 
commerce and maritime transport.  Shipping and ports are pivotal  to the marit ime transport and one 
of the global concerns for international business and logistics is the security of shipping and ports to 
maintain the integrity of supply chain.  Security threats to wor ld shipping and port facilities present 
an enormous challenge to the globalization in terms of international commerce.  

Not mooting  into the security aspects of the full mari time domain, this paper focuses on the 
nature of maritime crimes and maritim e security threats which influence  the shipping and port 
operations affecting the globalized trade and commerce. The security threats for the shipping and 
port operations and  the challenges posed by them are identified and discussed. Thereafter, the 
characteristics of the security threat, the challenges posed by them and their respective legal aspects 
are described.   

In conclusion, the nature and significance of the security threats to shipping and ports 
summarized, and this paper identifies the inadequacy and in effectiveness of the existing maritime 
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security legislations. In view of the automation and digitalizatio n of shipping and port operations , 
the new regime of cybersecurity is introduced .  

 

2   Security threats to shipping and ports  
2.1   Maritime p iracy and armed robbery  at sea 

The basic common terms in the definition of  maritime piracy and armed robbery at sea are 
ôany illegal act of violence or detention or any act of depredation, or threat thereof, committed for 
private ends and direct against a ship or against persons or property on board such a shipõ. The 
difference being the piracy takes place outside the jurisdiction of  any State and the armed robbery 
takes place wi thin a Stateõs internal waters, archipelagic waters and territorial sea. [UNCLOS 1982 
Article 101 and IMO Resolution A.1025(26)] 

Since ancient times, marit ime transport holds the òcomparative advantageó over land 
transportation. Piracy is interrelated with the  very first human efforts to  conquer & tame the seas. As 
a òbusiness modeló, it significantly hampers the òfreedom of navigationó and trade. The modern 
times pi racy is considered in 2000s when Pirates based in the failed state of Somalia terrorize cargo 
ships and yachtsmen in the Indian Ocean. The acts of piracy include  the attempted boarding ships, 
boarding ships, firing upon and hijacki ng of ships. 

Relevant statistics of piracy for the period between 2003 and September 2019 are discussed in 
the next pages. 

According to the website (www.statista.com), the height of piracy was in 2010 with 445 incidents 
and still hundreds of pirate attacks  are taking pl ace with the number being 201 in 2018. Pirate attacks 
largely occur in a few òhotspotsó around the globe and are driven by several factors ranging from 
corruption and institutional weakness to fishing conditions and a lack of economic opp ortunities . 

Presently, the major hotspots of piracy are in the Gulf of Guinea, Africa and the Gulf of Aden. 
In Southeast Asia, those hotspots are the Sulu and Celebes seas as well as the Malacca Strait. Piracy 
in the South East Asia ð mostly in Malacca Strait, Singapore Strait, Indonesian waters and in Bay of 
Bengal waters are limited to petty theft, stealing of valuabl es and some hostage taking and is not a 
great economic concern. 

 

 
Actual and attempted atta cks by region, 2003ð2013* (Number of incidents) 

Source: UNCTAD secretariat based on ICC International Maritime Bureau. Piracy and Armed Robbery 
Against Ships, Various Issues. * From 1 January to 30 September 2013 
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Comparison of the type of attacks, January ð September 2015 ð 2019 

Source: ICC IMB Piracy and Arm Robbery Against Ships-Report ð 01 JAN to 30 SEP 2019 
 

The Gulf of Guinea remains increasingly dangerous for seafarers. Reports of attacks in waters 
between the Ivory Coast and the Democratic Republic of Congo more than doubled in 2018, 
accounting f or all six hijack ings worldw ide, 13 of the 18 ships fired upon, 130 of the 141 hostages 
taken globally, and 78 of 83 seafarers kidnapped for ransom. (IMB 2018) 

 

 
Number of pi rate attacks against ships world wide from 2009 to 2018 

Source: https://www.statista.com/statistics/266292/ 

 
The six locations contributed to 63% of the total attacks reported in the period JAN  ð SEP 2019 
Source: ICC IMB Piracy and Arm Robbery Against Ships-Report ð 01 JAN to 30 SEP 2019 
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2.1.1 Challenges posed by piracy  and armed robbe ry 
While the ship ping companies are mostly immediately  affected financially and lose confidence 

of seafarers, the reputation and business of ports are undermined by maritime piracy. Ports are the 
facilities associated with the transfer or interchange of waterborne commerce and are ôgatewaysõ to 
international trade and provide non -cargo related services to commercial ships, naval ships, offshore 
crafts, yachts & pleasure crafts and fishing vessels. 

 

 
The economic costs of maritime (Somalia) piracy  
Source: One Earth Future (OEF), Oceans Beyond Piracy  Project (OBP):  The Economic Cost of Piracy 

2010; The Economic Cost of Somali Piracy 2011; The Economic Cost of Somali Piracy 2012 
 

Ports in the high-risk areas lose profit due to loss of traffic and high operating costs. Even the 
ports may lose their business partners in sharing the port facilities. Maritime pir acy not only harms 
the maritime nations and coastal states but also affects the landlocked countries critically dependent 
on transport services through the ports of neighbour ing countries. In the globalized trading system, 
this is a matter of international  concern. 

Cost of trade is also affected by maritime piracy when the ships carrying cargo are intercepted 
by the pirates and delivery of the cargo at destination  is delayed. Sometimes the cargo gets damaged 
due to prolonged storage condition. The cost of cargo transportation and insurance premium 
increases when ships are diverted to avoid high-risk and unstable areas.   

International energy trade (Oil & Gas) can be affected by pirate activities by  disruption or 
delays in energy trade flow resulting in inc reased energy prices and can have serious implication of 
the energy intensity economic activities in the global trading system.  

Oil companies in the Gulf of Guin ea are investing heavily in maritime  security to protect oil 
installations. These additional security expenditures borne by oil companies could however 
undermine the feasibility of oil related investment projects, discouraging potential investigators, 
raise the cost of doing business and, in some cases, drive out some established companies. 

By threating the profitability of energy exploration, maritime piracy puts at risk existing and 
future investment both in terms of level and quality ð in the West Afric an oil indu stry as well as in 
the East Africa. (UNCTAD: Maritime Piracy Part I 2014) 

Fishing is an important resource for many countries. Disturbance in the fishing activity by 
piracy can create significant social and economic effect on the local and regional economy. 

The maritime tourism ind ustry using pleasure crafts, yachts, diving  and the cruise liners are 
affected regionally by the pirate activity and a ffects the economy of the countries providing such 
tourism activities.   
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2.2   Maritime t error ism 
The FBIõs definition ( www.lafd.org) for the terrorism is òthe unlawful use of force or violence 

against persons or property to intimidate or coerce a Government, the civilian population, or any 
segment thereof, in furtherance of political or social objectivesó. 

The terrorism inflicted in m aritime domain is the maritime terrorism and is one of the  
significant  maritime security threats.  There are two aspects of maritime terrorism significant to the 
shipping industry ð manifestation of terrorism and cruc ial effect of marit ime terrorism. 

The two important elements in respect of manifestation of the t hreat of maritime terrorism are 
ð motive and opportunity. The influence of geography leading to traffic density, slow steaming of 
ships, good weather conditio ns, nearness to coast etc. provide opport unity for perpetrating maritime 
terrorism.  

Depending on the motive, maritime terrorism can take various forms and consequences 
thereof: 

Smuggling chemical, biological, and radiological, explosive materials in containers and carry 
out attack at the vital port facilities disrupting the international trade.  

Concealing weapon or explosives in small crafts and attack ships and shore establishments 
affecting maritime transportation system;  

Hijacking or seizing a vessel by force to gain polit ical, financial, reli gious or separatist motives 
causing disruption of vessel movement in that area and putting the seafarers onboard in adversity.  

Sinking a ship in a narrow sea lane and disrupt commercial trade and shipping movement.  
Placing mines or flo ating explosive devices on the hull of ships and achieve the intention of 

sabotage disrupting ship movement.  
Use small boats to destroy oil tanker or oil terminals influencing the global oil price and 

causing oil pollution for the coastal state. 
Causing mass killing onboard cr uise liners or passenger ferries upsetting the business. 
Cyber-attack onboard the computer system and realizing ransom or diversion of t he vessel 

causing collision or grounding.  
Terror on board Achille Lauro (1985) first  wel l know n act of terrorism at sea when four heavily 

armed terrorists representing the Palestine Liberation Front (PLF) hijacked the Italian cruise ship . 
They shot and killed a disabled American 69-year-old  tourist .  

On the evening of 11 July 1988, the cruise ship òCity of Porosó was attacked by a Palestinian 
gunman, who killed eight tourists  before dying himself in a subsequent explosion and 98 people 
were left injured . Preceding the attack on the ship, a car bomb explosion at a pier killed two people.  
The subsequent in vestigation into the  operation uncovered evidence which pointed at both th e Abu 
Nidal Organisation . 

On the morning of  12 October 2000, United States Navy guided-missile destroyer USS Cole, 
docked in the harbor of Aden (Yemen) for a òroutineó fuel stop, was attacked by a small fiberglass 
boat that was carrying C4 explosives and two suicide bombers. Seventeen (17) sailors were killed on 
the spot, with thirty -nine (39) more injured as a result of the blast. This attack was organized and 
directed by the terrori st organization al -Qaeda. The attack caused the short-term collapse of 
international shipping in the Gulf of Aden; it  is also interesting to note that this resulted into Yemen 
losing $3.8 million a month in port revenues.   

(DNV GL & WMU Rev. 001) 
On 12 May 2019, Saudi Arabian flagged vessels ôAmjadõ and ôAl Marzoqahõ, the Norw egian 

flagged vessel ôAndrea Victory õ and the UAE flagged vessel ôA.Michelõ, were attacked off the coast 
near Fujairah and suffered sabotage damage, and on 13 June 2019, the Marshall I slands flag ôFront 
Altairõ and Panama flag ôKokuka Courageousõ were attacked, suffering hull damage and fire, while 
located in the Sea of Oman near the Strait of Hormuz. 
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On 19 July 2019, the British flagged Swedish owned oil tanker òStena Imperoó was detained by 
Iran's Islamic Revolution Guard Corps while passing through inte rnational waters in the Strait of 
Hormuz.  Iran accused the vessel of colliding with a fishing boat and failing to respond to calls, but 
the ship's owners said there was no evidence. The UK said it deploye d a Royal Navy frigate to come 
to the tanker's aid and warned Iranian authorities that their actions were illegal, but the frigate was 
unable to reach the scene in time. The vessel was taken in the Strait of Hormuz two weeks after an 
Iranian tanker òGrace 1ó was held off Gibraltar with the help of  the UK Royal Marines. The òStena 
Imperoó was released by the Iranian authorities on 27 September 2019.  

(BBC online news 27 September 2019) 
 

2.2.1 Challenges posed by maritime terrorism  
Commercial shipping is a complex multinational network and a part of universal  supply chain 

system. The principal shipping routes pass through several narrow straits and canals, and large 
number of ships use these international sea lines of communication (Malacca Strait, Strait of H ormuz, 
Strait of Bab El Mandeb, Suez Canal, Strait of Bosporus et al.) carrying significant quantity of 
commodities destined for the countries in demand. These are vessel transit chokepoints and any 
maritime terrorist incident in  one or more of these sea lines of communication would disrupt energy 
and commodity supply affecting the global economy with the consequence of downturn in the 
international shipping.  

The acts of terrorism can lead to global political decisions in terms of sanctions to the suspected 
regime(s) and this can be a red alert for the shipping industry.  

The consequential adverse effect on international shipping business leads to less charter hire 
for ships and less freight rate, affecting the charter party term s, spot fi xtures and other shipping 
related contracts. The ship sale & purchase rate is also adversely influenced.  

The maritime terrorism leads to declaration of ôrisky areaõ by the maritime insurance industry 
and war risk premium imposed and other insur ance premium goes up for the vessels plying in this 
area for maritime trade af fecting the charter hire or freight rate.  

The seafarers suffer for the maritime terrorism activities on both short term and long-term 
basis. They can suffer injury or death due to attack by terrorist on the ships. The innocent seafarers 
can be kept hostage onboard hijacked/seized ships and interrogated causing mental distress while 
they have nothing much to do with the trading of the vessel.  

 

2.3 Drug trafficking, Illicit firearm s traffic ki ng (gun -running), human smuggling, 
 maritime theft, fraud, dam age to ships and port facilities  

On 17 June 2019, container ship 'MSC Gayane' was boarded by US federal, state and local law 
enforcement agents while docked in Philadelphia port  Packer Marine Terminal . Authoritie s found 
the cocaine, worth more than $1 billion,  in seven shipping containers. They officially seized the ship 
on 9 July 2019. Eight crew members have been charged and remain in custody. The shop owner 
provided USD 50 million finan cial security to release the vessel. 

Gun-running , human smuggling, marit ime theft & fraud  are organised crimes and uses 
maritime transport system as a part of the whole activities. These crimes are threat to global security 
rather than only to maritime security .  

UNODC (United Nat ion Office on Drugs and Cri me) Global Firearms Programme was created 
to assist states in building adequate criminal justice systems to effectively respond to the challenges 
posed by organized criminality specifically related to tra ffick ing in firearms its parts and 
components. (UNDOC website pages). The convention related to such crime is The United Nations 
Convention on Transnational Organized Crime, 2000. 

Theft, fraud,  damage to ships and port facilities and stowaway cause disrupt ion to maritime 
transport  and is controllable by the preventive measur es as per the ISPS Code. 

 
 



The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 10 
 

2.4   Cyber  security  
Maritime cyber security is concerned with the security of information technology (IT) and 

operational technology (OT) onboard ships and deals wi th the techniques of protecting computers, 
networks, programs and data from unauthorized access or attacks that are aimed for compromise the 
ship operation, cargo operation or port operation.  

The motivation for the cyber-attacks can be the followings: 

¶ Cyber misuse by vandalism and disruption of systems, defacement of web sites and 
unauthorized access to systems. 

¶ Activist groups seeking publicity for creating pressure to secure a specific objective or cause. 
The target may be the ship itself, operator/char terer or the cargo interests. 

¶ Espionage for unauthorized access to sensitive information and disruption for commercial 
purposes. 

¶ Organised crime for financial gain in the form of criminal damage, theft of cargo, s muggling 
of goods and people. 

¶ Terrorism by using the ship to in still fear and cause physical and economic disruption.  

¶ Warfare resulting from conflict between nation states by disabling ships carrying vital 
cargoes. 

In 2013, the hackers obtained access directing spear phishing and malware attacks at Antwerp 
port author ity workers and shipping companies. A Netherla nds-based drug ring hired hackers to 
manipulate systems in the major port to arrange pickups of drugs they had hidden in certain 
containers of legitimate products . (ww w.supplychaindive ). 

2013 Houston ð oil rig s tability/security compromised -malicious software unintentionally 
downloaded by offshore oil workers. Malware brought aboard by laptops a nd USB drives infected 
on land. (Maritime Cybersecurity ) 

In 2017, in A. P. Moller Maersk, a cyberattack was among the biggest-ever disruptions to hit 
global shipping. The malware surfaced in Ukraine after being spread by a malicious update to 
MeDoc, the country's most popular accounting software. Maersk p icked up an infection that hooked 
into its global network and shut do wn the shipping company, forcing it to halt operations at 76 port 
terminals around the world. The attack had a $350 million impact, and 40,000 devices had to be 
updated . (www.supplychaindive). 

 

3    Legal aspects of shipping and port security  
3.1   Piracy 

Under the United Nations Convention on the Law of the Sea (UNCLOS), 1982, States enjoy 
broad universal jurisdiction over those who commit acts that fall within the definition of piracy. 
States are also under a general obligation to òcooperate to the fullest possible extent in the repression 
of piracy on the high seas or in any other place outside the jurisdiction of any Stateó. Relevant 
provisions in UNCLOS are, however, not in all respec ts comprehensive. Thus, piracy committed in 
the territorial waters of an y State does not fall within the ambit of UNCLOS, nor do criminal acts 
which are not covered by the definition of piracy. Moreove r, UNCLOS does not provide procedures 
for the investiga tion or prosecution of pi rates or regulate liability issues arising in t he context of 
modern anti piracy measures. 

Domestic law plays a critical role in the establishment of a legislative framework th at allows 
for effective and efficient prosecutions of pi rates. Both UNCLOS and the SUA Convention require the 
implementation of relevant provisions into  the domestic legislation of States Parties. The United 
Nations Security Council noted in resolution 191 8 (2010) that the domestic laws of several States lack 
provisions criminalizi ng pi racy or are deficient in criminal procedural rules needed to effec tively 
prosecute pirates. Therefore, a number of patrolling navies that have caught pirates have been forced 
to release them again. It has also been argued by academic commentators that the adoption of 

http://www.supplychaindive)/
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national legislation relating to piracy is fully a manifest precondition for Sta tes to fulfil their general 
obligation to cooperate in the repression of piracy in accordance with article 100 of UNCLOS. 

The ability of States to enforce both national and international laws on pi racy is essential to 
repress acts of piracy at sea. Accordingly, it is important for national legislatio n to include the 
necessary provisions to authorize the enforcement measures set forth in art icle 105 of UNCLOS. 

One of the fundamental responses to the rise in acts of piracy was the development by industry 
organizations of specific advice in relation to the situation in waters off the coast of Somalia and, in 
particular, the developmen t and publ ication of Best Management Practices to Deter Piracy off the 
Coast of Somalia and in the Arabian Sea Area (BMP). The BMP include preventive, evasive and 
defensive measures that shipowners are recommended to implement and follow.  

The BMP include three fundamental requirements which urge shipowners to register at the 
Maritime Security Centre ð Horn of Africa (MSCHOA) prior to entering the High Risk Area,  to 
report t o the United Kingdom Maritime Trade Operations (UKMTO) office in Dubai, when entering 
the UKMTO Voluntary Reporting Area  and to implement ship protectio n measures (SPMs). Selected 
SPMs include additional lookouts and enhanced vigilance during watchkeeping,  increased bridge 
protection including controlled access to the bridge, accommodatio n and machinery  spaces, the 
construction of physical barriers at vul nerable access points on the vessel, the use of water spray 
and/or foam monitors, the use of alarms and closed circuit television (CCTV) and the installation of 
safe muster points or citadels. 

The BMP also refer to the use of unarmed and armed private mar itime security contractors, 
though such use should remain in accordance with the national laws of the fl ag State, which may 
differ considerably from one State to another. In addition, the r espective national laws on the use of 
unarmed and armed guards must  be followed when sailing in the territorial waters of a State. 

In 2011, IMO developed interim guidance  on the use of PCASP (Privately Contracted Armed 
Security Personnel) on board ships in the High -Risk Ar ea. 

An agency was formed in December 2008 direct ly involved in deterring, preventing and 
repressing acts of piracy and armed robbery off the coast of Somalia is the European Naval Force 
Somalia ð Operation Atalanta (EU NAVFOR Atalanta).  

To deter attacks in the Gulf of Aden a nd protect shipping in this area, CTF151 (Multinational 
Task Force151) was formed in 2009, in cooperation with the United States navy and IMO established 
the International Recommended Transit Corridor (IRTC ), which stretches from the Bab- el Mandeb 
strait separating the Red Sea from the Gulf of Aden, 464 nautical miles, to just north of the 
Archipelago of Socotra. 

In June 2008, Security Council unanimously  adopted resolution 1816 (2008), and decided that 
the States cooperating wi th the Somaliaõs transitional Government would be allo wed, for a period of 
six months, to enter the territorial waters of Somalia and use òall necessary meansó to repress acts of 
piracy and armed robbery at sea, in a manner consistent with relevant provisi ons of international 
law. In November 2018 the Security Council Adopted  Resolution 2442 (2018), Authorizing 12-Month 
extension for allowing internatio nal naval forces to join in the fight against piracy in the waters off 
the coast of Somalia. 

The Regional Cooperation Agreement on Combating Piracy and Armed R obbery Against 
Ships in Asia (ReCAAP) was adopted on 11 November 2004. The Agreement entered into force on 4 
September 2006 and currently has 19 Contracting States. Under ReCAAP, Contracting States are fully 
required to prevent a nd suppress piracy and armed robbery against ships possible. (UNCTAD 
Maritime piracy: Part II 2014) 

 

3.2 Maritime t errorism  
Specific international agreements attempt to fill the gap in the suppression of violence at sea 

left by th e narrow definition of pir acy in the Convention on the Law of the Sea and its predecessor, 
the Geneva Convention on the High Seas, the Convention on the 
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Suppression of Unlawful Acts Against the Safety of Maritime Navigation of 198 8 (SUA 
Convention) and the below mentioned Protocols were developed. 

 

Title Date of adoption  
Date of entry 
into force 

Contracting 
Parties 

Percentage of 
World Tonnage 

Convention for the Suppression of Unlawful 
Acts Against the Safety of Maritime 
Navigation  (SUA), 1988 

10 March 1988 1 March 1992 161 94.51 

Protocol for the Suppression of Unlawful 
Acts Against the Safety of Fixed Platforms 
Located on the Continental Shelf (SUA 
PROT), 1988 

10 March 1988 1 March 1992 149 88.51 

Protocol of 2005 to the Convention for the 
Suppression of Unlawf ul  Acts Against the 
Safety of Maritime Navigation (SUA 2005)  

14 October 2005 28 July 2010 28 36.05 

Protocol of 2005 to the Protocol for the 
Suppression of Unlawful Acts Against the 
Safety of Fixed Platforms Located on the 
Continental Shelf (SUA PROT 2005) 

14 October 2005 28 July 2010 24 35.29 

 

The SUA Convention was, in fact, the result of a diplomati c init iative taken by the 
Governments of Austria, Egypt and Italy in response to the Achille Lauro incident, which had mad e 
it clear that the rules of international law exist ing then were not appropriate for dealing with  
maritime terrorism.  

The SUA Convention covers not only acts of terrorism directed  against ships but all imaginable 
acts of violence at sea but only to a limi ted extent the Convention deals with the use of ships as 
weapons.  

The 2005 Protocol to the SUA Convention dev eloped in direct  response to 11 September 2001 
and attempts to define the offenses to be covered by the SUA Convention  more broadly.  

Although th e SUA Convention is broad in re spect of its territori al scope of application and  has 
been broadened as far as the offenses covered are concerned by the 2005 Protocol, the sanctions 
mechanism it provides for is limited.  

 

3.3    ISPS Code 
With the backgroun d of 11 September 2001 twin towe r incident, the December 2002 SOLAS 

Conference of IMO adopted a number of amendments to the International Convention for the Safety 
of Life at Sea (SOLAS), 1974, as amended, the most far-reaching of which adopted the  International 
Ship and Port Facility Securit y Code (ISPS Code), under Chapter XI-2 of SOLAS Convention and it 
entered into force on 01 July 2004. 

The ISPS Code provides the international framework for detecting and deterring the acts 
which threaten the security o f the maritime transport industr y, by cooperation between contracting 
governments, government agencies, local administrations and the shipping and port industries. The 
security standard of ports varies with the types of port, types of activity/cargo, locat ion, local 
administration and th e attitude of the government towards security of maritime domain of the 
country.  

It appears that in the ISPS Code less importance is given for the security of the port facilities 
and it is left for other national or interna tional regimes. Limiting matters  to ship/port interfac e 
indicates a narrow vision of the ISPS Code not considering the full activities of port facility such as 
cargo/container security and vulnerability of the supply chain.  The approach of the ISPS Code has 
been preventive in nature and it does not address the response to attacks or remediation actions after 
an attack.  
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At the design state, the ISPS Code ignored the container security in the maritime sector of the 
global supply chain system. Accord ing to the UNCTAD : Review of Maritime Tr ade 2019, the world 
container ports throughput in 2017 was 793 mill ion TEU which accounted for 18 % of the total 
seaborne trade and the annual growth being 4.7%. 

In the containerization of cargo, it is not only the port facilities but remote ôport related areasõ 
like container freight stations, cargo consolidation depots etc. need to be ISPS Code compliant. 
Storage and transportation of empty containers are security threat in terms of illegal immigration 
and with fal se bottom or sides for smuggling drugs an d weapons. There are regional initiatives like 
Container Security Initiative ( CSI) but the vulnerability of container security in respect of drug 
smuggling has recently been demonstrated by the drugs of hundreds of millions USD value seized 
from containers carried onboard l arge container ships at the ports of USA and Europe. Similar 
security concern is there for the dry break bulk cargoes while being packaged or handled, entailing 
criminal and terrorist activities, o riginating or destined for locations outs ide the designated port 
facilities.  

In port facilities with inland water hinterland connectivity, large number of local ISPS Code 
non-compliant vessels interface for ship to ship operation. The Code does not provide any procedure 
or guideline in respect of compl iance of the mitigating activities against the security threat the inland 
water vessels my pose while alongside an ISPS code complied vessel. 

There is no international regime like PSC for maritime security control measures for the port 
facilities in  the form of an external inspection or audit.  The USCG International Port Security (IPS) 
Program is probably only body to assess ISPS Code compliance in foreign ports in respect of 
developing best practices in port security among the countries having inter national trade. 

Now a days, cyber security is a great concern for the ships and port facilities  but the ISPS Code 
has not addressed the cyber security directly. 

 

3.4   Maritime cyber security  
Due to the multifaceted manifestation of cyber threats and complex nature of ship operation 

using information technology and operational technology, cyber threat is a matter of great concern at 
the present. It is also an issue of future concern due to its nature of fast evolution. 

It is encouraging to find that the shi pping  industry h as taken the cyber security seriously and 
stakeholders showing interest in taking initiatives and adopting measures from shipõs building 
through her trading period .  

ôThe Guidelines on Cyber Security Onboard Shipsõ produced and supported by BIMCO and 
other stakeholders is comprehensive and useful in implementing cyber risk management while the 
IMO ôGuidelines on Maritime Cyber Risk Managementõ will be incorporated  with the existing Safety 
Management System after 01 January 2021 making assertive compliance of the safety and cyber 
security issues.  

 

4   Conclusion  
4.1   Piracy 

Maritime piracy has evolved over the ages into an organised crime with change in the level of 
intricacy and level of viole nce. Piracy in the East African (Somali Coast) has its own ôbusiness modelõ 
of gaining large ransom money and cargo theft with various stakeholders including financers, 
politic al leadersõ instigators and pirates. With the escalation of pirate activities in the Gulf of Guinea, 
West Africa water are also emerging as a dangerous spot for piracy.  Piracy directly affects ships, 
ports, terminals and seafarers and it imposes economic constraints to coastal states, landlocked 
countries, and thus have broader implica tions on trade across global supply chain, as well as on 
global suppl y of energy and food security. 

The repression of piracy at sea has not been effective by the international  legislation due to lack 
of developing national legislation against piracy in the  light of UNCLOS 1982 and SUA Convention 
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and the Protocol. Instead, cooperation at various international and regional level , and use of arm 
guards onboard together with Best M anagement Practice contributed in reducing piracy incidents . 

 
While the current i nternational and regional initiatives are encou raging, but not enough to 

repress the challenge of piracy. There should be cooperation and multilateral initiatives in term of 
information sharing, effective prosecution of pirates and those benefit from t he proceeds of the 
piracy. In this regard, the legal and regulatory frame work , particularly at the national le vel need to 
be taken into consideration and is recommended. 

 

4.2   Terrorism  
Terrorism is a politically motivated maritime security threat and affects the maritime transport 

industry by its manifes tation and subsequent effect. Terrorism at the maritime trans it checkpoints 
can severely disrupt sea lines of communication leading to lack in energy and commodity supply 
affecting the global economy and downturn in shipping industry. Terrorism can result in gl obal 
political sanction to suspected regimes adversely affecting the international shipping, port operations 
and productivity.  

The SUA Convention and the Protocols were developed with a view  to deter maritime 
terrorism  but the main purpose of the SUA Convention is not the prevention of maritime terrorism 
but the apprehension, conviction, and punishment of those who commit such offences. In other 
words, the convention is not preventative but reactive i n nature. The SUA Convention remedies 
some definitio nal limitations of the UNC LOS, it still has major limitatio ns in terms of powers and 
obligations given to states. In addition, even if a state has jurisdiction, the prosecution and 
penalization of offende rs is not mandatory under the SUA Convention. Theref ore, even though the 
convention contains a provision for extradition, if the state that receives the offender does not have 
the political will to prosecute the offender, it certainly does not ne ed to. Also, like the UNCLOS, in 
SUA the conduct of trials and penalt ies applied to pira tes are determined by domestic law of a state. 
There is thus no uniformity among states in terms of trial processes and penalties applied to pirates. 
Many coastal countries Malaysia and Indonesia have not ratified SUA conventio n. (Pulungan. 2014) 

Like piracy, international and regional initiatives are required for the legal and regulatory 
framework  to control maritime terrorism , particularly at the national level and is r ecommended. 

 

4.3   ISPS Code 
The ISPS Code is the international framework to detect and deter acts those can lead to 

terrorism onboard ships and at the port facilities. It provides preventive measures for security of the 
ships while at ports, the infrastru cture and operation of the ports  and security of cargo and personnel 
in the port s. It i ntends to provide measures for detection and prevent ion of shipment of  drugs, illicit 
arms, contraband items (CBRN) and WMD form pa ssing through the ports including stow aways. 

However, the code lacks in overall vision of the security o f the internation al suppl y chain and 
it provides preventive measures but not addresses the remedial issues. The Code needs to be 
overhauled to have enforceabili ty and a regime for collecting , analyzing and distributing security 
performance of the port s.  The Code should address cargo and container security the land segment of 
the maritime transport in the supply chain taking into consideration of the port related areas.   

 

4.4   Cyber security  
Cyber security for the ships and port facil ities has been taken up seriously by the international 

shipping industry and still at a developing stage. The challenge posed by the cyber threats that they 
have multifaceted manifestation  and nature of fast evolution, and due to the complex nature of ship 
operation using  info rmation technology and operational technology . The initiatives taken by the 
industry and by the IMO in terms of ôGuidelinesõ is quite comprehensive and should be effective 
deterrent to the mar itime cyber threats. 
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Abstract 

Trafficking in human beings and migrant smuggling constitute serious crime and grave 
violations of human rights, affecting regardless men, women and children. This study will help us 
better understand the relevant connections between migration and vulnerability to trafficking, 
forced labour, child labour, and modern slavery. In last five years, maritime migration in Asia has 
become increasingly touchy, as refugees and irregular migrants navigating the region by the Bay 
of Bengal which enter an epoch of crisis as a wave of migrants and refugees attempted to cross sea 
to reach Southeast Asia. Many Bangladeshi workers risk their lives on overcrowded fishing boats 
traveling across the Bay of Bengal. Now people are being abducted or tr icked and then taken to 
larger ships anchored in international waters just outside Bangladeshõs maritime boundary. This 
in-depth study will focus on the areas where our prevention efforts should be the center of 
attention on protections for victims and vulnerable migrants. 
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Abstract 

Mechanism of maritime security cannot evolve if climate change issue is taken into 
consideration. Holistic maritime security largely depends on the prevention of pollution and 
management of both environmental and anthropogenic hazards. The purpose of this study is to 
focus reality of global pollution and hazards which is threatening greatly mariti me security rather 
than bringing climate change fallacy that would jeopardy the whole objectives. Managing 
pollution and hazards are the demand of the time that would never be achieved in the context of 
climate change fantasy. Paper embodies analogies on maritime crime and security associated with 
pollution and both environmental and anthropogenic hazards and not with the climate change. 
Pollution and hazards are the major forcing agents against the holistic security in the maritime 
sector. Natural including geological events can cause severe environmental hazards largely due to 
cyclone, storm surge, flood, saline water encroachment, volcanic activities, mud diapirism, mud 
volcanism, slope failure, submarine landslide, turbidites, shallow gas, active fluid seepage, seafloor 
pockmark formation, seismicity and seismicity induced trans-oceanic tsunami, and local tsunami. 
Anthropogenic processes and activities of continuous emergence of urbanization and increased 
population along the coastal belt of the maritime nations with very little and no proper 
management pose serious threats to the blue economy, ocean health and biodiversity. 

Climate change is an idea circulating anxiously in the domains of domestic politics and 
international diplomacy. It is an idea circulating to mobilize forces in the sectors of business, law 
and international trade.  Without proper differentiation of relations of climate change, weather, 
environment and pollution, the holistic security  of maritime sector and the sustainable 
development of model of climate change and environment will not be achieved. Security in 
friendly environment and pollution free earth are the key to every national security, comprising 
the dynamics and interconnections among the natural resource base, the social fabric of the state, 
and the economic engine for local and regional stability. Further, global climate change only 
oscillates between glacial and inter-glacial period of thousand to millions of years having marked 
variations within each period. In fact, there is no real impact of climate change on maritime 
security. Mixing of climate and climate change with pollution and environmental hazards in the 
perspective of security and sustainability is an unscientific way forward and a flawed approach. 

 
Introductio n 

"We ôve arranged a civilization in which most crucial elements profoundly depend on science 
and technology. We have also arranged things so that almost no one understands science and 
technology. This is a prescription for disaster. We might get away with  it for a while, but sooner or 
later this combustible mixture of ignorance and power is going to blow up in ou r faces" (Sagan, 1995: 
25-26; quoted in Mooney and Kirshenbaum, 2009). Climate and climate change can principally occur 
due to the solar, geological and natural events and cannot be predicted in the human and 
anthropogenic time frame. It is the weather pattern that fluctuates in decadal to millennium t ime 
frame. The minuscule Earth, immersed in the solar sphere of influence, cannot simply escape its 
imp act. Maritime security needs to examine threats posed by the environmental and pollution events 
and its trend to individuals, communities and nations. òClimate changeó is not a problem waiting for 
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solution, it is the òenvironmentó whic h is being pollut ed severely to cause disaster. The climate 
system, as defined in the third IPCC Working Group I Assessment Report  (Stocker et al., 2013) is an 
interactive system consisting of five major components: the atmosphere, the hydrosphere, the 
cryosphere, the land surface and the biosphere, forced or influenced by various external forcing 
agents, the most important of whi ch is the Sun. At present the Earth is passing through the 
interglacial period that continues for the last approximately 12,000 years (Fig. 1A). Global climate 
change is a change in the statistical distribution of weather pattern over the periods of time t hat 
range from thousands to hundred thousand of years. Climatic change has occurred in several 
geologic time periods by the natural process and it is not anthropogenic.  
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1: (A) Glacial ð Interglacial cycle of climate change. (B) Global cooling trend for  8000 

years BP. 
 

The Köppen climate classification divides climate into five main climat e groups viz. , tropi cal, 
dry, tempera te, continental, and polar with each group is divided based on seasonal precipitation 
and temperature patterns (Köppen, 1884). Global climatic change due to the factors such as biotic 
processes, variations in solar radiation received by Earth, plate tectonics, and volcanic eruptions for 
long time will occur . Atmospheric processes affected by ocean acidification, toxic metal poisoning, 
acid rain, and ozone damage and consequent increased UV-B radiation, volcanic darkness, cooling 
and photosynthetic shutdown,  each of which are the crucial in driving global extinctions ( Bond and 
Grasby, 2017). Present global warming tr end has in fact a downward trend indicatin g for another 
ôLittle Ice Ageõ in future (Fig. 1B). However, glob al warming is an  event and climate change is a 
phenomenon. We do not judge climate against any fixed or universal morality. Neither can climate 
be measured directly by our instruments nor can  it be defined literally. We can measure the 
temperature of a specific place at a given time, but no-one can directly measure the climate of Paris 
or the temperature of the planet. According to Hulme (2009), climate is an idea that carries a much 
richer tr adition of meaning than is captured by the unimaginative conventi on that defines climate as 
being the average course or condition of the weather at a place usually over a period of years as 
exhibited by temperature , wind velocity and precipitation.  

The most general definition of climate change is a change in the statistical properties  
(pri ncipally its mean  and spread) of the climate system (Hulme, 2016) when considered over long 
periods of time, regardless of cause (Petit et al., 1999). Accordingly, fluctu ation over the period such 
as El Niño, do not represent climate change. Global warming  cannot be attributed to global climate 
change especially in the context of environmental policy . Global warming cannot change climatic 
conditio n alone. Within scientific  journals, global warming refers to surface temperature increase 
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while climate ch ange includes when polar climate changes to tropical climatic condition, or desert 
climate changes to tropical one. Factors that can shape climate are called climate forcing  or òforcing 
mechanismsó (Broecker, 1975). These include processes such as variations in solar radiation,  
variations in the Earthõs orbit, variations in the albedo or reflectivity of the continents, atmosphere, 
and oceans, mountain-building and continental d rift and changes in greenhouse gas concentrations. 
Industrial emi ssions of tiny airbor ne particles called aerosols might cause cooling, while greenhouse 
gas emissions would cause warming. Which effect would dominat e?  

Pollution in  the sea can occur due to the natural processes like volcanic eruption, earthquake 
induced submarine landsl ides, tsunami and so-called sea level rise. Pollution can change an 
environment but cannot change climate. Important offshore hazards  include mud dia pirism, mud 
volcanism, slope instability, submarine landslide, turbulence and turbidites, s hallow gas, active fluid 
seepage, seafloor  pockmark formation those may have adverse impact on coastal ecological system. 
Security of the ocean largely depends on the maintaining environmentally  friendly health which is a 
major challenge. The actual data are easy for anyone to find ð they are posted and regularly updated, 
freely, on public websites around the world. The most consistent, highly respected,  and regularly 
analyzed and updated data on global surface temperatures are available from NASAõs Goddard 
Institute for Space Sciences, NOAAõs Nati onal Climate Data Center, and the United Kingdomõs Met 
Office Hadley Center. The present paper aims at to project global warming and global climate 
change as the paradoxical issue and not related to environmental safety and security of  the maritime 
sector.    

 

Global Warming  
Global warming is the slow increase in the average temperature of the earthõs atmosphere 

because an increased amount of the energy (heat) striking the earth from the sun is being trapped in 
the atmosphere and not radiated out into space. Global warming is the phenomenon of increasing 
average air temperature of certain time period  in comparison to  the previous average temperature of 
the same time period. According to  IPCC (2013) the interval between 1880 and 2013 saw an increase 
in global average surface temperature of approximately 0.8°C. It predicted that by the end of the 21 st 
century the global  mean surface temperature would increase by 0.3 to 5.4 °C. According to Nobel 
Laureate of Physics Ivar Giaever, it is not possible to measure global average temperature rise of 
0.8oC. This temperature rises of 0.8oC if measured has occurred between 1880 and 2013 in 133 years 
wh ich is only 0.3% signifying the Earth that maintained a very stable temperature. On the other 
hand, as claimed CO2 in the atmosphere has increased from 280 ppm to 380 ppm justifying average 
global temperature rise is due to increased CO2 emission. Is there a cause and effect? However, this 
positive correlation is bearing a negative correlation means whatever temperature rise, it is not due 
to increased CO2 emission.   Over the last 100 years, the average temperature of the air near the 
Earthõs surface has risen a little less than 1° Celsius (0.74 ± 0.18°C). This rise in temperature may be 
responsible for the conspicuous increase in storms, floods and raging forest fires. Reference from a 
special report by the IPCC, which states that òglobal warming is likely  to reach 1.5°C between 2030 
and 2052 if it continues to increase at the current rate.ó The report concludes that risks of long -lasting 
or irreversible impact on the earthõs ecosystems are higher if warming breaches the 1.5-degree mark 
by 2030.  

 
 
 
 
 
 
 
 

https://www.britannica.com/science/air
https://www.britannica.com/science/temperature


The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 20 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

A rapid temperature rise over the last 30 years is anomalous for the climate scientists. 
Moreover, normally the Earth shou ld now be in a cool-down period, according to natural effects like 
solar cycles and volcano activi ty , not in a heating up phase. Present world is passing through the 
interglacial period that represent for approximately  12,000 years. The Last Glacial Maximum (LGM) 
ended around 22,000 BP. Records of the last 450,000 years clearly show that ôglobal climat e changeõ 
occurred is limited within the cycle of glacial and inter -glacial phases and these changes occurred 
almost in symmetrical interval with exception of  175,000 to 200,000 years BP (Fig. 1A). The climatic 
group of Köppen (1884) is continuing sin ce at least Last Glacial M axima (LGM) having concurrent 
timing of 22.1±4.3 ka and 8±3.2 ka in the Northern Hemisphere and 22.3±3.6 ka and 7.4±3.7 ka in the 
Southern Hemispheres that matches with Earthõs wobble happens over two cycles of 19000 and 
23000 years. Further, temperatur e has been relatively stable over the last two thousand years before 
1850, with regionally varying flu ctuations such as the ôMedieval Warm Periodõ and the ôLittle Ice 
Ageõ (Figure 2A). There are two aspects of the curves in the figur e 2A, first, the fake ôhockey stickõ 
graph of abrupt rise in temperature after 1960 that erased accepted global temperature history; and 
second, the removal of global temperature record representing ôMedieval Warm Periodõ and ôLittle 
Ice Ageõ in the last about 2000 years of the present inter -glacial period (Fig. 2B). 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3: for the last 400,000 years peak CO2 concentration in the atmosphere attains much later of the peak of 
temperature rise. 

Figure 2: (A) Actual 

Medieval Warm 

Period (MWP) and 

Little Ice Ag e (LIA).  (B) 

Both MWP & LIA are 

deleted to show typical 

òhockey Stickó curve 

of temperature rise. 
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The most authentic climate events of the last deglaciation are well def ined in ice core records 
from polar region of both the hemispheres. This ind icates relatively concurrent timing of the Last 
Glacial Maximum (LGM; peak glacial conditions) and the Altithermal (peak interglacial conditions) 
in the Nort hern hemisphere at 22.1±4.3 ka and 8.0±3.2 ka respectively and in the Southern 
hemisphere at 22.3±3.6 ka and 7.4±3.7 ka respectively (Shakun and Carlson, 2010). The magnitude of 
the glacialðinterglacial temperature change increases with latitude, r eflecting the polar amplificati on 
of climate change. The short-term zig zag of temperatures over the past 100 years have been either 
cold or hot not just one way. For example, in the 1930s temperature was high to cause world record 
draughts and then in the 1960s temperatures became record cold. The predicted rise in temperature 
was based on a range of possible scenarios that accounted for future greenhouse gas emissions since 
greenhouse gases are considered as heat trapper for global warming. But, studies of Antarc tic ice 
core by Petit et al (1999) and Kawamura et al (2007) reveals that for the last 400,000 years peak CO2 
concentration in the atmosphere attains much later of the peak of temperature rise signifying no CO 2 
contribution for temperature rise . On the other hand, dust concentration in the atmosphere attained 
much earlier than the peak of temperature rises signifying causes of volcanic activities for enhanced 
CO2 concentration in the atmosphere  (Fig. 3). However, sources of greenhouse gas emission in the 
atmosphere are widespread (Fig. 4). The major greenhouse gases are water vapor, which causes 
about 36ð70 percent of the greenhouse effect; carbon dioxide (CO2), whi ch causes 9ð26 percent; 
methane (CH4), which causes 4ð9 percent; and ozone (O3), which causes 3ð7 percent. Anthropoge nic 
Greenhouse Gas (CO2) emissions vis-à-vis global warming, the two attribute s are blamed for future 
climate change. The future projection of  global warming by IPCC opined that continued 
anthropogenic greenhouse gas emissions at or above current rates wou ld cause further warming by 
1.8oC (low scenario) to 4.0oC (high scenario) and shall induce many changes in the global climate 
system during th e 21st century. But increased CO2 concentration in the atmosphere is not 
accountable for th e global warming.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Global temperature variation occurs ahead of CO2 concentration signifying some other causes 

for global warming and no t the CO2 emission. Over the last 12000 years the Earth has witnessed 
frequent oscillation between cold and warm phases after the beginning of the interglacial period 
(Holocene Climate Opt imum)  (Fig. 5). Average near surface temperatures of the northern 
hemisphere during the last 11000 years (Dansgaard et al., 1969) exhibit several warm and  cold phases 
includi ng the present warm phase (Fig. 6A). However, despite the dominance of warm ph ase, 
expanded record of temperatures since the end of the last glacial period reveals that global 

Figure 4: Sources of 
ògreenhouse gasó. 
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temperatures have been falling for the past 8000 years and we are probably heading towards another  
li ttle ice age (Fig. 6B) (iceagenow.info). 

 
 
 
 
 
 
 
 
 
 
Figure 5: Since beginning of the Holocene climate optimum rise and fall of  temperature is very 

frequent. 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 6: (A) Warm phase coincides with civ ilization. (B) Possible next Little Ice Age.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 7: (A) Oxygen isotope fractionation of benthic ȃ18O records in deep sea sediment and 

temperature derived from Vostok ice cores has a decreasing trend. (B) global temperature and CO2 
have no correlation.   

Reconstruction of the past 5 million years climate history based on oxygen isotope 
fractionation of benthic ȃ18O records in deep sea sediment cores fitted to a model of orbital forcing 
(Lisiecki and Raymo, 2005) from 57 globally distributed sites reveals that the temperature derived 
from Vostok ice cores following  Petit et al. (1999) has a decreasing trend since 3 million years BP both 
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for 41 thousand years cycle and 100 thousand years cycle. Variations in temperature anomaly, 
however, is relatively larger in 100 thousand years cycle than in 41 thousand years cycle (Fig. 7A). 
This finding  may ind icate that global climate change interval between glacial and interglacial period 
is approximately 100 thousand years. Data on global temperature and atmospheric CO2 over 
geologic time (550 Ma) show a similar overall pattern : very high CO 2 values during th e early 
Paleozoic, a large drop during the Devonian and Carboniferous, high values during the early 
Mesozoic, and a gradual decrease from about 170 Ma to low values during the Cenozoic ( Berner and 
Kothavala, 2001). This reveals that global temperature and CO2 concentration in the atmosphere are 
the independent variables and the anthropogenic greenhouse gas has no relation to the global 
temperature varia tions (Fig. 7B). According to Alley (2000) temperature of last 10000 years from 
Greenland GISP2 ice core global temperature was more than 2oC above present-day temperature for 
all time during Minoan, Roman and Medieval periods when there was no anthropogen ic greenhouse 
gas emission in the atmosphere (Fig. 8).  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
From scores of publications it is further evident that global warming can occur due to solar 

activities. However, contribution of greenhouse gases in the global warming may be attrib uted to 
water vapor that plays the most dominant role as catalyst amongst all the greenhouse gases (Fig. 9). 
Further, an increase of global temperature can warm ocean surface-water producing water vapor 
forming cloud in the atmosphere and can entrap radiat ed heat. Gray (2008) opines that the two main 
scientific claims of the IPCC, (a) òthe globe is warmingó and (b) òincreases in carbon dioxide 
emissions are responsibleó. 

 

 
 
 
 
 
 
 
 
 
 
 

Figure 9: Water vapor is the most dominant of all the greenhouse gases. 

Figure 8: Greenland GISP2 Ice 
Core Temperature last 10000 years 
was more than 2oC above present 
day temperature. 
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Evidences for both claims are fatally flawed. Solar experts believe that the Earth could be 
heading towards a ôgrand solar minimumõ, a reduction in solar output like  Little Ice Age once saw 
ice fairs on the Thames (Fig. 10A & 10C). Solar activity has repeatedly fluctuated between  

high and l ow during t he past 10,000 years. In recent years, the Earth has unfort unately left a 
period of very high solar activity, the Modern Grand Maximum.  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Periods of high solar activity cor respond to multi -decadal- to centennial-scale warming. The 
cause of the Little Ice Age is not known but cli matologists contend that reduced solar output, 
changes in ôatmospheric circulation, and explosive volcanism might have played roles. When Mount 
Pinatubo erupted in the Philippines June 15, 1991, an estimated 20 million tons of sulfur dioxide and 
ash partic les blasted more than 20 km high into the atmosphere (Fig. 10B). The eruption caused 
widespread destruction and los s of human life. Gases and solids injected into the stratosphere circled 
the globe for three weeks. Volcanic eruptions of this magnit ude can impact  global climate, reducing 
the amount of solar radiation reaching the Earth's surface, lowering temperatures i n the troposphere, 
and changing atmospheric circulation patterns. Large -scale volcanic activity may last only a few 
days, but the massive outpourin g of gases and ash can influence weather pattern for years. Sulfuric 
gases convert to sulfate aerosols, sub-micron droplets containing about 75  percent sulfuric acid. 
Following eruptions , these aerosol particles can linger if  three to four years in the stratosphere 
(Kirchner et al., 1999; Stenchikov et al., 1998). A long-term average, volcanism produces about 5x1011 
kg of CO2 per year; that production, along with oceanic and terrestrial b iomass cycling maintained a 
carbon dioxide reservoir in the atmosphere of about 2.2x1015 kg. Current fossil fuel and land use 

Figure 10: (A) Solar activities 
and temperature variation. (B) 
Volcanic activities and 
temperature rise. (C) The frozen 
Thames in 1677. 
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practices now introduce about a (net) 17.6x1012 kg of CO2 into the atmosphere and has resulted in a 
progressively increasing atmospheri c reservoir of 2.69x1015 kg of CO2.  
 

Sea Level Rise 
òSea level riseó is the most legitimate concern of global warming. If global  warming occurs, 

polar  ice could melt, and thermal expansion of ocean water would have its volumetric expansion to 
sea level ri se. But no evidence exists that can proof  that sea level is continuously rising and by 2100 
AD it will excee d 1.5 m or 2 m mark. According to (Khan, 2019) equatorial bulge, polar  flattening, 
elevation difference of the spheroidal surface between equator and pole with lower in th e pole, 
strong gravity attraction in the polar region and week gravity attraction in the equatorial region, all 
these phenomena play dominant role that prevents from sea level rise. Further global sea level rise 
and fall would oc cur due to crustal subsidence and uplift respectively only. When Earth warms, two 
things can happen viz., ice melting and thermal expansion of the sea surface. Ice melting does not 
contribute to sea level rise due to very simple scientific reasons, neither do thermal expansion of the 
ocean water because ocean water gets evaporated as the surface of the ocean gets heated. 
Evaporation ultimately can form cloud in the atmosphere where it  acts as the heat-trapper. Sea 
surface height (SSH) may rise due to volume tr ic expansion of the entire water column otherwise 
there would form ocean circulation due to density difference. Height of the ocean surface at any 
given location, or sea level, is measured either with respect to the surface of the solid Earth i.e., 
relative sea level (RSL)) or a eustatic sea level (ESL) in reference to the centre of the Earth (Fig. 11A). 
Relative sea level (RSL) change can differ significantly from global mean sea level (GMSL) because of 
spatial variability in changes of the sea surface and ocean floor height. RSL change over the ocean 
surface area gives the change in ocean water volume, which is directly related to the sea level change.   

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Sea level changes can be driven either by variations in the masses or volume of the oceans, or 
by changes of the land with respect to the sea surface. In the first case, a sea level change is defined 
ôeustaticõ; otherwise, it is defined ôrelativeõ (Rovere et al., 2016). Variations in the masses or volume 
both can affect largely the gravi ty  field of the Earth and  in turn  can affect geoid surface. If geoid 
surface varies, then the measurement of òsea surface height anomalyó (æSSH) would be wrong. 
Hence, it is certain that a prediction and measurements of global sea level rise to the extent of 
millimeter scale with respect to global mean sea level is not possible. According to Kemp et al (2015) 
land uplift or subsidence can result in, respectively, a fall or rise in sea level that cannot be 
considered eustatic as the volume or mass of water does not change. Any sea level change that is 
observed with respect to a land-based reference frame is defined a relative sea level (RSL) change. 

Figure 11: (A) Eustatic and Relative sea level. (B) Equatorial bulge and polar flattened with elevation difference of 21 

km along wi th gravity att raction and centrifugal force can prevent any visible sea level rise. 
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Eustatic Sea Level (ESL) changes also occur when the volume of the ocean basins changes due to 
tectonic seafloor spreading or sedimentation in the ocean basin or closure of the ocean basin. These 
processes can occur only geologically for millions of years. Changes in sea level can be observed at 
very different time scales and with different techniques. Regardless of the technique used, no 
observation allows to record purely eustatic sea level changes. At multi -decadal time scales, sea level 
reconstructions are based on satellite altimetry/gravimetry and landbased tide gauges ( Cabanes et 
al., 2001). At longer time scales (few hundreds, thousands to millions of years), the measurement of 
sea level changes relies on a wide range of sea level indicators (Rovere et al., 2016a; Shennan and 
Horton, 2002; Vacchi et al., 2016). One of the most common methods to observe sea level changes at 
multi -decadal time scales is the tide gauges. Modern tide gauges are associated with a GPS station 
that records land movements. However, tide gauges have three main disadvantages: (i) they are 
unevenly distributed around the world ( Julia Pfeffer and Allemand, 2015); (ii) the sea level signal 
they record is often characterized by missing data (Hay et al., 2015); and (iii) accounting for ocean 
dynamic changes and land movements might prove difficult in the absence of independent datasets 
(Rovere et al., 2016). Since 1992, tide gauge data are complemented by satellite altimetry datasets 
(Cazenave et al., 2002). The altitude of the satellite is established with respect to an ellipsoid, which is 
an arbitrary and fixed surface that approximates the shape of the Earth. The difference between the 
altitude of the satellite and the range is defined as the sea surface height (SSH). Subtracting from the 
measured SSH a reference mean sea surface (e.g. the geoid), one can obtain a ôSSH anomalyõ. Here, 
the measure of ôSSH anomalyõ is a controversial one because geoid differs from MSL (mean sea level) 
by several meters. The shape of the geoid is crucial for deriving accurate measurements of seasonal 
sea level variations (Chambers 2006). According to Rovere et al (2016) measurements of paleo 
eustatic sea level (ESL) changes bear considerable uncertainty. Further, sea level changes on Earth 
that cannot be treated as a rigid container although eustasy is defined in view of Earth as a rigid 
container.  

Internal  and external processes of the earth such as tectonics, dynamic topography, sediment 
compaction and melting ice all trigger variatio ns of the container and these ultimately affect any sea 
level observation. Further, sea level is largely dependent on the centrifugal force and Earthõs gravity 
(Fig. 11B) that shape the Earth as spheroidal with equatorial bulge and polar flattening. Differ ence in 
height between equatorial bulge axis and polar flattening axis is about 21km. Polar melt water will 
not move up the hill from pole to equator, neither it will move due to high gravity at pole and low 
gravity at equator. An estimated, observed, and possible future amounts of global sea level rise from 
1800 to 2100, relative to the year 2000 has been proposed by Melillo et al (2014) based on the works of 
Kemp et al (2011); Church and White (2011); Parris et al (2012)(Fig. 12). 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
The main concern of such prediction of future global sea level rise shown in Melillo et al (2014) 

is the forecast beyond 2012 upto 2100. Although sea level rise is shown by 0.89 ft in 209 years 

Figure 12: Estimated, observed, and 
predicted global sea level rise from 
1800 to 2100. Estimates from proxy 
data are shown in red between 1800 
and 1890, pink band shows 
uncertainty. Ti de gauge data is shown 
in blue for 1880-2009. Satellite 
observations are shown in green from 
1993 to 2012. The future scenarios 
range from 0.66 feet to 6.6 feet in 2100 
(Redrawn from Melillo et al. , 2014).   
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(between 1800 and 2009) at the rate of 0.0043 ft/yr, the prediction of 4 to 6 ft at the rate of 0.044 ft/yr 
and 0.066 ft/yr respectively in 91 years between 2009-2100) is highly questionable. An abrupt jump 
in the sea level rise after 2009 is a conjecture.  
 

Climate Change  
Climate threat investigators revealed tha t atmosphereðocean modeling is an imperfect 

representation, paleo-data consist of proxy climate information with ambiguities, and modern 
observations are limited in scope and accuracy (Khan, 2019). An understanding of climate requires 
an amalgamation of astronomy, solar physics, geology, geochronology, geochemistry, 
sedimentology, tectonics, palaeontology, palaeoecology, glaciology, climatology, meteorology, 
oceanography, ecology, archeology and history. Earthõs climate system is unfathomably complex. It 
is affected by innumerabl e interacting variables, atmospheric CO2 levels being just one. The more 
variables there are in any system or train of events, the lower the probability of all of them coming to 
pass. The list of variables that shape climate includes cloud formation, topog raphy, altitude, 
proximity to the equator, plate tectonics, sunspot cycles, volcanic activity, expansion or contraction of 
sea ice, conversion of land to agriculture, deforestation, reforestation, direction of winds, soil quality, 
El Niño and La Niña ocean cycles, prevalence of aerosols (airborne soot, dust, and salt) ñ and, of 
course, atmospheric greenhouse gases, both natural and manmade. However, about Seven million 
people in Bangladesh displaced in the last one decade due to flood, river -bank erosion, storm surge, 
cyclone and other natural calamities are not the climate migrants nor the victims of climate change. 
Present variations in the seasonal precipitation, temperature and associated weather extremes being 
the fundamental elements of climate system, shall not lead to climate change as predicted. Climate 
change is attributed to the changes from glacial to interglacial and vise-versa. Climate and climate 
change can principally occur due to the solar, geological and natural events and cannot be predicted 
in human and anthropogenic time frame. Studies of the Earthõs atmosphere alone tell us nothing 
about future climate and climate change. Climate has a profound influence on life on Earth. It is part 
of the daily experience of human beings and are essential for health, food production and well -being. 
Many consider the prospect of human-induced climate change as a matter of concern. òClimateó 
refers to the average weather in terms of the mean and its variability over a certain timespan and a 
certain area.  

Classical climatology provides a classification and description of the var ious climate regimes 
found on Earth. Statistically significant variations of the mean state of the climate or of its variability, 
typically persisting for thou sand years and longer, are referred to as òclimate changeó. Climate 
scientists have gathered detailed observations on various weather phenomena such as temperatures, 
precipitation, storms etc; and related influences on ocean currents and the atmosphereõs chemical 
composition since the mid-20th century. These data indicate that the influence of human activities 
since at least the beginning of the Industrial Revolution has been over emphasized into the very 
fabric of climate change. Climate is determined by the atmospheric circulation and by its interactions 
with the large-scale ocean currents. Climate of the Earth depends on factors that influence the 
radiative balance, such as, the atmospheric composition, solar radiation and volcanic eruptions. The 
climate system consists of various components, including the dynamics and composition of the 
atmosphere, the ocean, the ice and snow cover, the land surface and its features. Large variety of 
physical, chemical and biological processes are taking place in and among these components 
wherein, cosmological and solar activities / processes play dominan t role in the global climate 
change phenomenon (Fig.4). 
 

Natural Forcing of the Climate System 
The ultimate source of energy that drives the climate system is radiation from the Sun. The 

atmosphere contains several trace gases which absorb and emit infrared radiation. These so-called 
greenhouse gases absorb infrared radiation, emitted by the Earthõs surface, the atmosphere and 
clouds. In an equilibrium climate state, the average net radiation at the top of the atmosphere is zero. 
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A change in either the solar radiation or the infrared radiation changes the net radiation. Climate 
variations, both in the mean state and in the occurrence of extreme events, may result from radiative 
forcing, but also from internal interactions between components of the clim ate system. A distinction 
can therefore be made between externally and internally induced natural climate variability and 
change. The response of the climate to the internal variability of the climate  system and to external 
forcing is further complicated b y feedbacks and non-linear responses of the components. An 
important example of a positive feedback is the water vapor feedback in which the amount of water 
vapor in the atmosphere increases as the Earth warms. This increase in turn may amplify the 
warming  because water vapor is a strong greenhouse gas. An example of a physical feedback is the 
complicated interaction between clouds and the radiative balance. An importa nt example of a 
biogeochemical feedback is the interaction between the atmospheric CO2 concentration and the 
carbon uptake by the land surface and the oceans. Understanding this feedback is essential for an 
understanding of the carbon cycle (Fig. 13).  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 13: Based on Antarctic ice cores four full glacial cycles during the last 350,000 years is found. 

 

Global and hemispheric variability of climate system 
Climate may vary naturally on all timescales. During the last million years or so , glacial and 

interglacial periods have alternated as a result of variations in the Earthõs orbital parameters. Based 
on Antarctic ice cores, more detailed information is available now about the four full glacial cycles 
during the last 350,000 years (Fig. 13). 

In recent years it was discovered that during the last glacial period large and ver y rapid 
temperature variations took place over large parts of the globe, in the higher latitudes of the 
Northern Hemisphere. These abrupt events saw temperature changes of many degrees within a 
human lif etime. In contrast, the last 10,000 years appear to have been relatively more stable, though 
locally quite large changes have occurred. Solar activity has repeatedly fluctuated between high and 
low during th e past 10,000 years. In recent years, the Earth has unfortunately left a period of very 
high solar activity, the Modern Grand Maximum. Periods of high solar activity correspond to multi -
decadal- to centennial-scale warming. Recent analyses suggest that the Nor thern Hemisphere climate 
of the past 1,000 years was characterized by an irregular but steady cooling, followed by a strong 
warming during the 20th century. Temperatures were relatively warm during the 11th to 13th 
centuries and relatively cool during the 16th to 19th centuries. These periods coincide with what are 
traditionally known as the medieval Climate Optimum and the Little Ice Age. These anomalies 
appear to have been most distinct only in and around the North Atlantic region.  
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Climate Emergency 
Clim ate models have many shortcomings and cannot be policy tools to safeguard the Earth. 

The general-circulation models of climate on which international policy is at present founded are not 
true for the purpose. Current climate policies pointlessly and g rievously undermine the economic 
system, putting l ives at risk in countries denied access to affordable and reliable energy resource for 
economic development and quality life. The reality of the present climatic condition is that the world 
has warmed (if t he measured global average temperature is correct) at less than half the originally  
predicted rate, and at less than half the rate to be expected on the basis of net anthropogenic forcing 
and radiative imbalance. Sea level rise prediction has been miserably failed in establishing the impact 
of global warm ing and polar ice melts. Climate model tells us nothing but that we are far from 
understanding climate change. The climate model exaggerates the effect of greenhouse gases such as 
CO2 ignoring the fact that the atmosphere enriched with CO 2 is beneficial. Anthropogenic 
greenhouse gas (CO2) and global warming the two attributes are blamed for climate change. 
Prediction of extinction of civilization and ecosystem due to polar ice melt and sea level rise is in th e 
forefront of scientific debate. Geological records of the last 450 thousand years suggest that global 
temperature rise has occurred few hundred years ahead of CO2 concentration in the atmosphere and 
is not responsible for the global warming.  

On the otherhand dust concentration in the atmosphere has increased much earlier than global 
temperature rise signifying the impact of volcanic activities for the increase of greenhouse gas in the 
atmosphere as a heat trapper. Further, 550 million years reconstructio n ind icates that global 
temperature and CO2 concentration are the independent variab les and bear negative correlation 
between them. Climate changes causing biotic extinction can occur in glacial -interglacial cycle at 
approximately 100 thousand years interv al. Each glacial and interglacial period again fl uctuates 
between warm and cold phases. Currently the Earth is passing through modern maximum of the 
interglacial period which occurs for the last 12000 years. However, after 1998 the trend in global 
warming is downward signifying another mini -ice age in near future. Fossil fuel burning is n ot the 
reason for whatever increment of CO2 in the atmosphere and temperature increase. It is the acute 
denial of humanity for the last 2000 years is the reason for òLittle Ice Ageó and another expected 
future òLittle Ice Ageó (Fig. 7). Mass imbalance of the Earth will affect the centrifugal force and 
angular momentum of the Earth and will cause all types of natural and geological disasters. Mass 
imbalance of the Earth will also occur due to all adverse anthropogenic factors like all evil acts, 
exploitation , hypocrisy, power, wealth, war and denial of humanity, in addition to the geological 
factors. Hence, it is not the climate change hoax, rather all kinds of pollution (both  air and water) and 
environmental disaster need to be addressed as crisis and emergency in achieving holistic safety and 
security from all kind of criminal acts .  
 

Pollution and E nvironment  
Global pollution and environmental degradation have started since the beginning of industrial 

age around 1760 and got intensified since the World War I. According to the IPCC, global 
temperature increased 0.8oC from 1880 to 2013 which is only 0.3% and declared as a climate 
emergency. But during the same period world popul ation has increased from 1.5 billion to 7 billion, 
supremacy, power and money has led to deny humanity,  and around 40 million people have died 
during World War I and during World War II more than 75 million  alone. Pollution due to these 
wars and the war currently going on, we can say what amount of poll ution of air and water has 
occurred and will occur . In addition to the societal pollution, the natural pollution caused by the 
Toba super-eruption about 70000 years back that had veil almost entire equatorial and Indian Ocean 
region of the eastern hemisphere of the earth for long time  causing global volcanic glacial climatic 
condition . Volcanic ash and dust in the atmosphere prevented solar radiation from entering to the 
earth dropping temperature to such an extent that led to the last glacial age ended around 11000 
years back (Fig. 7A). Global mean surface temperature dropped by 3ð5oC. Evidence from Greenland 
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ice cores indicates a 1,000-year period of low ȃ18O and increased dust deposition immediately 
following the eruption. The volcanic ash (known as Toba ash deposited in the Quaternary geological 
layers) and the dust that polluted o cean water of the region and contaminated with elevated arsenic 
concentration. Mid -Holocene marine transgression (Khan et al., 2000) around 8000 years back led to 
contaminate the aquifer system of all the deltas in the region including Ganges-Brahmaputra D elta, 
Mekong delta in Vietnam, Indus Delta in Pakistan and other small deltas of the East Asia with 
arsenic. This contamination today has caused acute arsenic slow poisoning to the millions of people 
in the region. Pollution due to polythene, garbage and other industrial waste disposal increasing in 
geometric progression. But it seems we are not much concern about such danger. But fossil fuel 
burning,  and CO2 emission have been blamed for 0.3% increase of global average temperature which 
strongly support fo r very stable temperature the Earth is maintaining .  

Current climate po licies pointlessly and grievously undermine the economic system, putting 
lives at risk in countries denied access to affordable and reliable energy resource for economic 
development and quality life.  Pollution and environmental hazards are the major threat  to the 
security of blue economy not only in the maritime sector but also in the continental part. 
Anthropogenic pollution will destroy biotic and ecosystem in the maritime sector and human system 
in the continental part. It is very likely  that òcombustible mixture of ignorance and power is going to 
blow up our civilizationó. Pollution and environmental hazards due to anthropogenic and natural 
causes are the major threat to the society and ecosystem. The anthropogenic pollution includes all 
industrial waste,  all warheads (explosive/toxic material), all nuclear waste  those continuously 
polluting both our surface and subsurface environment  (Fig. 14). Under the framework of humanity, 
the societal non-exploiting attitude, dedication and trans-regional integrated model of friendship, 
trust and honesty need to be achieved for sustainability of energy, water and friendly environment. 
All kinds of physical, chemical and biological pollutions are t he major threat to the security and 
sustainability of blue economy of the maritime sector.   
 

Pollution in the Bay of Bengal 
Pollution in the Bay of Bengal is the major concern for the South Asia region that threatens the 

holistic safety and security measures against all sorts of crime in the region. Major river systems like 
Hoogly, Damodar, Mahanadi, Godavari in India, Ganges -Brahmaputra-Meghna in Bangladesh, Naf, 
Irrawaddi in Mayanmar are continuously discharging pollutants including the pollutants of the  
coastal belt into the Bay of Bengal. All the estuaries are the major depo-centers of all kinds of 
pollutants.  

 
 
 
 
 
 
 
 
 
 
 
 
 
Plastic debris in the marine environment has serious negative impacts on marine resources, 

fisheries as well as on the use of coastal areas for tourism. It is also a threat to our precious Blue 
Economy. Globally, one million plastic bottles are purchased every minute. Around 8 million metric 
tons of plastics go into the oceans every year (Fig. 15). Over 46,000 pieces of plastics are found in one 

Figure 14: Industri al pollut ion from harbor 
at Chottogram to the Bay of Bengal. 
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square mile of ocean. The global production and consumption of plastics have continued to rise, and 
it is estimated that by 2050, there will be more plastics than fishes in the worldõs oceans. Every year 
about 2 lakh tons of plastics enter in the Bay of Bengal from Bangladesh. Every year, 60-65 ships are 
broken in Chattogram and Khulna. Population pressure, poor waste  management practices and 
shipbreaking are the mostly responsible for such pollution.  

 

 
 
  
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Plastic is found in the stomach of fish and large mammals in different parts of the world. For 

instance, a dead whale found in Thailand had 80 plastic bags in its stomach. Fishes of the Pacific 

Figure 16: Facts about 
ongoing global pollution 
scenario.  

 

Figure 15: Pollutants on the way to Bay of 
Bengal. 
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coast are estimated to consume over 2,200 tons of plastic in a year. Microplastics, which are tiny 
pieces of plastic or fibres smaller than 5 mm, are even a more dangerous form of marine debris/litter. 
About 80 percent of marine litter is microplastics. Face wash, toothpaste, scrubs and anti-ageing 
creams contain thousands of microplastics per product. A single shower can result in 100,000 plastic 
particles entering the ocean. Microplastics (also known as microbeads) are too small to be retained by 
the filters used at sewage treatment plants. Fish and shellfish ingest microplastics, hence what goes 
in the sea goes inside us (Fig. 16). In Chennai, contaminated water in a rubbish dump where  water 
polluted by chemicals from plastics and by sewage find its way into the Bay of Bengal. In India, 6,000 
tonnes of plastic waste lies uncollected every day. Some of this pollutes and contaminates the food 
and water along the Bay of Bengal coast. Marine plastic pollution costs the world up to $2.5tn a year. 
Social and economic price of plastic waste to global society has been underestimated. 
 

Conclusion  
Climate change is an idea circulating anxiously in the domains of domestic politics and 

international diplomacy. Eradication and protection from crime and pollution, and restoration of 
security for sustainable development of b lue economy of maritime states do not depend on climate 
change hoax. Climate and climate change can principally occur due to the solar, geological and 
natural events and cannot be predicted by human and anthropogenic time frame. Fossil fuel burning 
is not the reason for whatever increment of CO2 in the atmosphere and temperature increase. Climate 
can change only between glacial and interglacial conditions. The Earth is passing through inter-
glacial period with several fluctuations of cold and warm phases. H ence the next climate change can 
occur as glacial period.  Despite the dominance of warm phase in the present interglacial period, 
expanded record of temperatures since the end of the last glacial period reveals that global 
temperatures have been falling for the past 8000 years. Global temperature and CO2 concentration in 
the atmosphere are the two independent variables and the anthropogenic greenhouse gas has no 
relation to the global temperature variations.  Sea level rise is the most legitimate concern of global 
warming and polar ice melt. But sea level will not rise due to global warming and polar ice melt.  It is 
the weather pattern that can fluctuates with temperature and precipitation in each glacial and 
interglacial condition. Temperature and precip itatio n are the only two parameters that divides the 
Earth into five climatic zones viz., polar, continental, temperate, dry and tropical.  Current climate 
policies pointlessly and grievously undermine the economic system, putting lives at risk in countries  
denied access to affordable and reliable energy resource for economic development and quality life. 
Climate model tells us nothing but that we are far from understanding climate change. Large-scale 
volcanic activity may last only a few days, but the massi ve outpouring of gases and ash can influence 
weather pattern for years. 

It is not the climate change hoax, rather all kinds of pollution (both air and water) and 
environmental disaster need to be addressed as crisis and emergency in achieving holistic safety and 
security from all kind of criminal acts  in the maritime sector . All kinds of physical, chemical and 
biological pollutions are the major threat to the security and sustainability of blue economy of the 
maritime sector. Pollution and environmental haz ards due to natural and anthropogenic reasons, are 
the major forcing agents against the holistic security in the maritime sector. Natural including 
geological events can cause severe environmental hazards through cyclone, storm surge, flood, saline 
water encroachment, volcanic activities, mud diapirism, mud volcanism, slope failure, submarine 
landslide, turbidites, shallow gas, natural gas hydrates, shallow water flows, active fluid seepage, 
seafloor pockmark formation, seismicity and seismicity induced tra ns-oceanic tsunami, and local 
tsunami. Anthropogenic processes and activities due to continuous emergence of urbanization and 
increased population along the coastal belt of the maritime nations pose serious threats to the blue 
economy, ocean health and biodiversity. Global warming and climate change are the paradoxical 
issues and not related to environmental safety and security of the Earth.    
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Abstract  
Purpose of the research: Healthcare in Bangladesh is a significant and rapidly growing 

market, where public and private sector institutions cater to 160 million people. Current practices 
in the healthcare delivery system are challenging traditional methods. As a result, many tech-
based healthcare and health delivery practices have been introduced around the world. In this case, 
we compared how Bangladesh is performing in its healthcare development sector in comparison to 
the globally established ideal healthcare delivery practices and trends. We explored Praava, a 
newly established healthcare provider, and how it offers to revolutionize healthcare practices in 
Bangladesh.   

Design/Methodology:  The study was conducted based on secondary data sourced from 
online and offline sources, including scholarly journals and newspaper articles using the 
exploratory case study method.  

Results/Findings : We found through our research that E-Health, Tele-Health, or the 
concepts like the Health Information System (HIS) are relatively new in Bangladesh. Therefore, 
when Praava, an app-based healthcare provider, introduced these services in Bangladesh, it is not 
instantly adopted regardless of its merits. In this case, we studied and compared the Rogerõs 
Innovation Adoption Model to understand where the Bangladesh Healthcare market stands to 
embrace these innovative ventures. We also examined the reasons, barriers, untapped 
opportunities, or future challenges that might await Praavaõs fate. Besides, we analyzed Praavaõs 
unique Hub and Spoke model that we believe will prove to be a sustainable organizational 
structure in this part of the world. 

Practical impli cation/Conclusion:  There is a huge gap in patient expectations and 
actual service quality in Bangladesh that tech-based healthcare providers are trying to cater to. 
However, the challenge lies in educating these consumers to utilize the benefits that tech-based 
healthcare providers could offer through their organizational model. Organizations like Praava 
Health could successfully educate, convince the users, and utilize the first-mover benefit as 
innovative healthcare providers in Bangladesh.  
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Abstract 

This paper advocates for University Based Entrepreneurial Ecosystem as an 
unconventional tool in entrepreneurship development for a country when creation of new 
business is a dare in this fast changing and competitive age. Initiating university based 
entrepreneurial ecosystem can be one solution to a socio-economic problem.  A university can play 
a vital role in developing entrepreneur through systematic process of proper guidance & 
mentoring.  A University based entrepreneurial ecosystem will facilitate key ecosystem enablers 
for innovative value creation and knowledge commercialization. Engagement with 
entrepreneurial activities creates enterprising communities. This study undertakes the intense 
combination of literature on university based entrepreneurial ecosystem (UBEE) and shares a 
conceptual framework for application within a university-based framework. This study suggests 
university based entrepreneurial ecosystem (UBEE) will nurture the budding businesses and help 
to transform in sustenance and responsible growth. This framework will not only enhance the 
industry academia relationship for generating more values to society, but also directly impact on 
employment generation. This paper recommends a framework to develop, initiate and implement 
the idea throughout the university to effect in creating ventures. It requires an emphasis on 
working on the business ideas, collaboration, appropriate mentoring, networking and strategic 
hookup, funding, launching and some initiatives, that have not yet been discovered or that need to 
be created. 
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Abstra ct 

The paper focus on ôco-operative investment policyõ as a poverty alleviation tool in 
Bangladesh. Poverty is a national issue and cause of socio-economic depression in Bangladesh. 
Since the independent of Bangladesh in 1971, the government and the NGOs are applying many 
policies to alleviate the poverty, but no policy has brought a remarkable outcome. 

The main purpose of the paper is to examine the causes for high rate of poverty in 
Bangladesh and insufficiency of the government agencies that are working to alleviate the poverty 
and propose innovative approaches to accelerate the entrepreneurship and involve the 
impoverished section of the population to entrepreneurship with a view to improve the poverty 
condition.  

The study has been conducted by structural and semi-structural questionnaires and face-
to-face interview. A set of 60 structural questionnaires and same number of semi-structural 
questionnaires were given to 100 respondents of all professions, classes and ages of people.     

In this study, a cooperative investment policy and a government action plan have been 
drawn up based on coordination between the various agencies, which allow the impoverished 
section of the population to save and invest collectively in order to involve them in 
entrepreneurship to lift them out of the poverty cycle and bring sustainable development 
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Abstract 

 Change in business has become sine qua non with change in business environment. 
Darwinõs Law of the ôsurvival of the fittestõ suggests either change or perish. In order to adapt to 
the changing business environment, corporations must keep on changing by thinking uniquely 
and entrepreneurially. Thinking entrepreneurially, or say, innovatively in the existing 
corporations is called ôcorporate entrepreneurshipõ. The notion and practice of corporate 
entrepreneurship have become very dominant and has been on increase in the western countries. 
However, corporate entrepreneurship could so far not make any perceptible headway in the Indian 
corporations. Indian corporations have yet to trudge on this relatively less known path called 
ôcorporate entrepreneurship.õ  

 It is against this backdrop; an attempt has made in this paper to present an overview of 
this relatively less travelled path of corporate entrepreneurship in India. Accordingly, it covers the 
aspects like what corporate entrepreneurship is, how it is different from general entrepreneurship, 
what are its drivers, prerequisites and barriers, and what makes corporate entrepreneurship 
successful.  

 
In troduction  

Of late, a new breed of entrepreneurship has emerged known as ôcorporate entrepreneurshipõ also 
called ôintrapreneurship.õ As this type of entrepreneurship is emerging with increasing scale and size 
world -over, it has, therefore, been attracting increasing attention and interest of researchers in the 
literature of entrepreneurship. Corporate entrepreneurship is an evolutionary concep t and is of 
relatively recent ori gin in India. As limited is the  development of corporate entrepreneurship in 
India , much more limi ted is availability of literature  / research evidence on whatsoever limit ed 
corporate entrepreneurship has developed in the country . In the absence of adequate availability of 
data and literature on corporate entrepreneurship, our understan ding about corpo rate 
entrepreneurship in India remains, thus, far from adequate and satisfactory. As such, our 
understanding on corporate ent repreneurship in India is based mainly on assumptions, predilections 
and suppositions. It is against this backdrop; the present paper makes a modest attempt to present a 
systematic overview of corporate entrepreneurship in India. The paper accordingly addresses two 
major aspects of corporate entrepreneurship like: what is corporate entrepreneurship  and how is it 
differ ent from general entrepreneurship, what are its drivers , prerequisites and barriers, and what 
makes corporate entrepreneurship successful?  These are discussed in seriatim. 
 

M eaning of Corporate Entreprene urship  
The new breed of entrepreneurship  emerging w ithin the organi zations is called ôCorporate 

Entrepreneurshipõ or ôIntrapreneurship.õ Corporate entrepreneurship emerges from within the confi nes 
of an existing enterprise. In big organisations, the top executives are encouraged to catch hold of new 
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ideas and then convert these into products and services through research and development activit ies 
within the framework of organisation. The concept of intrapreneurship has become very popular in 
developed countries like America. It is found that an increasing number of intrap reneurs are leaving 
their jobs in big organisations and are starting their own enterprises. Many of such intrapreneurs 
have become exceedingly successful in their ventures. They are causing a threat to the organisations 
they left .   

Different thinkers have defined corporate entrepreneurship differentl y. For example, Steve 
Jobs had defined the term corporate entrepreneurship  as: òa group of people going, in essence, back to the 
garage, but in a large company.ó 

According to Gifford Pinchot  (1985), òIntrapreneur is an entrepreneur within an already established 
organization.ó  

Pramodita Sharma and James J. Chrisman (1999: 11-28) have given an extensive definition o f 
corporate entrepreneurship as òa process whereby an individual (or a group of individuals) in association 
with an existing organization, creates a new organization or instigates renewal or innovation within the 
organization. Under this definition, strategic renewal (which is concerned with organizational renewal 
involving major strategic and/or structural changes, innovation (which is concerned with introducing 
something new to the market place), and corporate venturing (corporate entrepreneurial efforts that lead to the 
creation of new business organizations within the corporate organization) are all important and legitimate 
parts of the corporate entrepreneurship process.ó  

Thus, corporate entrepreneurship is the process by which organizational members within an 
established company conceive, foster, launch, and manage a new form of business that is distinct in 
certain respects from the parent company and leverages the parent companyõs assets, resources, and 
market. 
 

Corporate Entrepreneurship is Diffe rent from Entrepreneurship  
 That corporate entrepreneurship (also known as intrapreneurship) is differ ent from 

entrepreneurship (Pinchot 1985) is presented in the following Tab le 1. 
Table 1: Difference between Corporate Entrepreneurship and Entrepreneurship  

Difference Entrepreneurship Corporate Entrepreneurship  

1. Approval  Needs to gather nerve. Must gather approval.  
2. Dependency Entrepreneur i s independent in his 

/ her business operations.  
But, intrapreneur is dependent on the 
entrepreneur, i.e. the owner of the 
organization  

3. Fund Entrepreneur raises funds himself / 
herself.  

Intrapr eneur does not raise funds, but the 
organization wherein h e / she works, 
raises and provides funds.  

4. Search Entrepreneur searches markets to 
acquire resources for new venture / 
enterprise. 

Intrapr eneur looks inside the organization 
itself for resources that are so far not used 
efficiently.  

5. Risk Entrepreneur bears the risk 
involved in entrepreneurship  

Intrapreneur does not bear risk, but the 
organization bears risk. 

6. Operation Entrepreneur operates from outside  Intrapreneur operates from within t he 
organization itself.  

7. Organization  Entrepreneurship creates a new 
enterprise.  

It brings new idea(s) to the already existing 
organization.  

8. Ownership and 
Control 

Entrepreneur owns and contr ols his 
/ her b usiness, Ownership and 
control are inseparable in case of 
entrepreneurship. 

Intrapreneur does not own the business, 
only controls it. Thus, ownership and 
control are separable in case of corporate 
entrepreneurship. 
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Why Corporate Innovatio n is needed in Indi a? 
 The business environment  is full  of uncertainties in terms of market conditions,  competition  

level, customer choice and technological advancements. These render what  was workable in the past 
as obsolete at present. Obviously,  only  the corporations  that fit  for  the requirements of the time 
survive  and thr ive. For this, corporations have either to do something altogether new or add new 
value to the existing one to make it  relevant to the requirement  of the time. This is called innovatio n 
that enables corporations to fit  for the purpose. Following  are some major reasons why  innovation  is 
significant  for  modern day corporations in India : 

1. Increasing Competition:  Ever increasing competition  in the market has emerged as one of 
the most dri vin g forces for  innovation  in the business world.  Organizations are bound to think  and 
act in a newer and innovativ e manner to have competitive  advantage to survive  and thrive  in todayõs 
highly  competitive  environment.  One cannot thrive  in todayõs competit ive environment  by just 
working  in a stereotypical manner while  consumersõ choices and preferences towards  products  and 
services have been on continuous change. This is placing burdens on organizations to keep up, either 
by matching  product  features or attempting  to leapfrog over competitors by offering  altogether 
newer and better products  and services to the consumers. While  the former  approach places a limit  
on the potential  for  organizational  success, the latter one increases potential  for  success. Evidence 
suggests that the successful organizations do not follow  others, but one who  strive to be the ones to 
emulate. This can only  be done through  innovation .  

2. Increasing Globalization:  By now, market has been shrinking  due to globalization . The 
global market is characterized by large number of customers with varying tastes and preferences 
towards products and servic es scattered over vast territory of the world.  So, to say, organizations 
have now access to global market.  It  has emerged as an opportunity  for  corporation s to serve global 
customers by identifyin g new markets and offering  newer and better products  and services to the 
customers locates over vast global territory.  This calls for  imple mentation of innovations  by 
corporations to thrive  in the highly  competitive  global market.  

3. Increasing Consumer Expectations: Wit h advancement in social media and informati on 
technology, on the one hand, and availability  of increasing options for  produ cts and services, on the 
other, consumers have been becoming increasingly knowledgeable and choosy about what  to use so 
as to improve  their  standard of liv ing. As such, consumers are not to accept mediocre or obsolete 
products  or services. Such market scenario has primed corporations to  innovate, regardless of their  
industry,  and make it  core to their  business strategy.  Failing  in doing so means risking  becoming 
irrelevant  to consumers. 

4. Increasing Technological Advancement: In the face of continuou s advancement in 
technology, technology which  was earlier a feature of large corporations, has become now an almost 
must feature of new start-ups in the Make in India  philosophy.    Start-ups are often launching  with  
or driving  the new technologies.   Technology driven  innovation  is becoming the norm of the day. 
For example, 3D Printing  is hitting  critical  mass. Thus, using new technologies in a new way and 
developing  new technologies through  innovation  has become almost essential for  corporations to 
meet the challenge posed by increasing advancement in technology.  

5. Changing Workforce  Demographics: Corporations  have been experiencing changing 
workforce  demographics on the horizon  for quite some time. Workforce  demographics is 
experienced not only  in terms of employees with  diverse backgrounds in terms of education, 
know ledge, and cultu res, but also in terms of generational gaps. For example, while  the number of 
baby-boomers has been almost to retire, the number of Generation Y employees is on continuous 
increase. This is also posing the problem of talent acquisition  and retention in already shortage of 
talented manpower  available in the market. This necessitates corporations to become innovative  in 
their approach towards  human resource practices ranging  from  attraction to development  to 
retention of employees.  Of late, integration  of 3Ps, i.e. Profit,  People and Planet has emerged as a 
new challenge for  corporations to survive  in todayõs highly  sensitive society. Addressing  this new 
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challenge obviously  requires innovative  approaches and solutions. Corporations  that follow  the 
approach have been experiencing competitive  advantage to thrive  in the business environment  of the 
time.   
 

What are the Drivers of Corporate Entrepreneurship  in India?  
Corporate entrepreneurship essentially involves replacing the status quo by introd ucing change 

in manner of doing business. Change is generally resisted by the stakeholders. Then question arises 
is what drives change to replace status quo.  Research evidence (Khanka 2009: 209-218) suggests that 
there are certain drivers that f acilitate the emergence and introduction of entrepreneurship and fo r 
that matter corporate entrepreneurship in an existing org anization. These include but are not limited 
to the following only:  

Organizatio n Culture: Innovative thinking as a norm of organizational cultu re serves as a key 
driver in developing entrepreneuri al mind -set among the employees in the organization. More 
intensively the employees hold the belief in innovative thinking, greater is its effect on fostering 
entrepreneurial mind -set among the employees and vice versa.  

Organizational Structure: As against rigid organiza tional structure, a flexible structure serv es 
as more effective driver to effect innovative thinking among the employees.  The reason is flexibility 
in structure provides employees requir ed scope and freedom in doing their works.  

Organizat ion Policy: More favourable the organizational policy, more  possibilities for 
innovative thinking for employees and vice versa. Here, 3M Co.õs policy of allowing its engineers 
and scientists to spend 15% of their ti me on projects of their own design is wor th mentioning.  

Top Management Support: No idea, no matter how much new and promising it is, can fructify 
without approval and needed suppo rt from the top management. In fact, assurance of support from 
top management serves as an encouragement for employees to search for new ideas and implement 
the same.  

Resource Availability: Like any activity, innovative thinking cannot happen in vacuum bu t on 
the availability of req uir ed resources. Thus, the availability of requi red resources also serves as a 
driver to foster innovativ e thinking in the organization.  

Risk-Taking and Failure Tolerance: That organization is ready to take risk in implementing  
new ideas and accept failure, if  any, as a learning experience also serve as effective drivers to effect 
innovative thinking in the organization.   

Compensation and Incentive System: Provision for compensation and incentives to the 
employees generating new ideas and wealth also serve as drivers to inject innovativ e thinking 
among the employees. Dr. Nelson Levy, a former  Vice President of Research and Development and 
President of various global pharmaceutical companies once quipped, òI might as well give my people 
15% paid leave!ó 
 

Possible Forms of Corporate Entrep reneurship  
Corporate entrepreneurship can take place in the following dif ferent forms:  

Entering New Business: Entering into a new business by an established organization is one of 
the main forms of corporate entrepreneurship . An established organization due to various reasons 
like decline in the existing busine ss or identifyin g the availability of new emerging busi ness 
opportunities in the given environment , may be interested to enter into a new business venture. 
Examples of existing corporations entering new business abound in corporate India. Bharati 
Enterprises, Tata Sons, Reliance Industries, etc. are such examples to name a few. 

Championing New Product Idea : The other form of corporate entrepreneurship is a new 
product idea championed by an indivi dual or individuals w ithi n a corporate context. In fact, this is 
the most famous form of corporate entrepreneurship when managers / executives can apply their 
creative thinking to e volve some new product ideas for the organization. For example, in Bharati 
Enterprises, professionals are required to perform in an entrepreneurial  manner, called ôprofessional 
entrepreneurs,õ to find out better way to do the sa me function. With this profe ssional entrepreneurial 
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spirit,  Bharati has come up with new solutions to old problems, newer ve rsions to existing solutions, 
new solutio ns to new problems, and even paradigm shifts in its business. This innovative thinking 
has made Bharati the first telecom player in India to outsource  its functions such as IT network , call 
centres, distributions, and more recently tower companies.  

Creation of Entrepreneurial Philosophy:  Fostering entrepreneurial philosophy or culture 
within th e entire organization is yet another form of corporate entr epreneurship. This is a situation 
when efforts are made to develop entrepreneurial mindset among the organ izational member s so 
that entrepreneuri al philosophy permeates throughout the organization.  For example, Google 
follows  this philosophy by creating an  environment in which all Go oglers think and act in an 
innovative  or entrepreneurial manner. This entrepre neurial philosop hy has been a lynchpin behind 
every success of Google and other successful organizations like Bharati  

Besides above factors, there are yet other conditions too necessary to make corporate 
entrepreneurship successful. These include being gender neutral, ind ependent thinking, fost ering a 
questioning culture and engendering a more egalitarian set up  
 

Models of  Corporate Entrepreneurship  
 Based on an in-depth research study  of 30 corporations as diverse as Google, DuPont, and 

Cargill , Robert Wolcott and Michael Lippitz (2007) reached to the conclusion that approach to 
corporate entrepreneurship, depending on two  dimensions under the direct control of management 
is likely to vary from company to company. T he two dimensions are: (1) Organizational  Ownership, 
i.e., who within the organiz ation has primary ownership for the creation of new businesses? (2) 
Resource Authority i.e., is there a dedicated fund allocated to corpor ate entrepreneurship? Together 
the two dimensions generate a matrix with four dominant models of corporate entrepreneurship:  
 

A brief description of each of these follows in seriatim.  
The Opportunis t Model: There are ample evidences to mention that most of companies begin 

with what is called the òOpportunistó model of corporate entrepreneurship. Such corporate 
entrepreneurship takes place when some intrepid project champion without any designated 
organizational ownership or  resources proceeds to seize available opportuni ty. In fact, this is the 
typical way how a start-up company tur ns an intrepid visionaryõs dream into reality.   The intrepid 
champions especially in large established companies, must toil against the organizationa l odds of 
one type or other. Therefore, corporate entrepreneurship to be successful within opportunist mode l 
requires favourable organizational environment when top management is supportive and open to 
experimentation. Withou t such type of supportive envir onment, good ideas can easily fal l through 
organizational cracks or receive insufficient funding to prove f easible.  

The Enabler Model: The enabler model of corporate entrepreneurship is based on the premise 
that employees in an organization will be willin g to develop new ideas / concepts provided they are 
provided adequ ate and required support. Employees are not given any for mal form of ownership to 
pursue new ideas but are provided with clarity on which opportunities to purs ue, guidelines for 
funding, rec ruitment and retention of entrepreneurially minded employees and, above all , active 
support from top management. Google Inc. presents the excellent enabler model of corporate 
entrepreneurship where employees at Google can spend 20% of their time to promote their ideas to 
colleagues, develop their concepts and build proto types. It is important to mention that at  Google no 
preconceived criteria or hurdle apply to a project.  The project can continue till it appears to  have 
potential to serve the interest of Google employees. 

The Advocate Model: In the advocate model, company assigns ownership to a group of 
organizational members for the creation of new businesses with modest provision for funds. Here is 
an excellent example of the advocate model of corporate entrepreneurship  practiced by E.I. du Pont 
de Nemours and Co., the 200-year-old global conglomerate. When CEO Chad Holliday,  in 1999, 
realized that the companyõs growth had declined, Clad Holliday assigned DuPont veteran Robert A. 
Cooper to head a group of five full -time employees to focus on company growth. The group was  
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provided with assistance required from i dea conceptualization to it s commercialization. For instance, 
it includes a four -day òbusiness builderó session that helped group members generate and prioritize 
their dif ferent business ideas and concepts. This was fol lowed by spending four to eight weeks  
period to devel op the business plan of the ideas / concepts so developed. The result was the proven 
Market  Driven Growth program at E.I. du Pont de Nemours and Co.  

The Producer Model : As with the  enabler and advocate models, the producer model of 
corporate entrepreneurship also aims at encouraging latent entrepreneurs within the organization. 
Accordingly, org anizational members are assigned responsibility, with enough provisions for  funds, 
to develop new ideas and concepts for business growth. To quote, Motorola has a dedicated staff of 
more than 35 people as corporate entrepreneurship group  with  an annual budget corpus in the tens 
of mil lions of dollars . The producer model, at the same time, also tries to protect emerging projects 
from turf battles, encourage collaboration across the units, and create pathways for entrepreneurial 
executives to pursue careers outside their business units. This gives emergence to independent 
entrepreneurs which may become threat to the organizations they left. However, the producer model 
is subject to suffer from certain challenges like:  

First, it involves significant invest ments to be made over the period.  
Second, integrat ing successful new projects developed through corporate entre preneurship into 

the established business units is often found d ifficult.  
Third, the corporate entrepreneurship group, particularly when they h ave pilfered top talent of 

organization, tend to emerge as threats to existing business units.  
Now, t he four models can be summarized as follows: 

The Opportunist Model  Di ffused ownership and ad hoc resource allocation 

The Enabler Model Diffused ownership  and dedicated resources 

The Advocate Model Focused ownership and ad hoc resource allocation 

The Producer Method Focused ownership and dedicated resource 
 

How to Nurt ure Corporate Entrepreneurship  in India?  
 For corporate entrepreneurship to be successful, organizations need to nurtu re innovating 

thinking, al so called, entrepreneurial mind -set among their employees. To nurture innovative 
thinking in org anizations, management needs to provide the freedom supported by encouragement 
to employees capable to develop new ideas (Dess, Lumpkin and McGee 1999: 85-102). For this to 
happen, organizations need to take certain steps to nurture the innovative thinking  among their 
employees. These include but are not limited to the following only:  

Develop Innovative Phi losophy: Innovation  or creativi ty  (i.e. thinking out of t he box) needs to 
jell with the philosophy of the organi zation. So, to say, organization needs to foster creative or 
innovative philosophy to more and more innovations take place.   

Design Flexible Organizational Structure:  Innovati ve thinking or thinking re quires facilitations 
like flexible organizational stru cture. Rigid organization structure limit s rather hamper creative 
think ing which is the hallmark of innovation. Employees also need to be encouraged to circumvent 
the rigid or ganizational structure and  procedure.   

Recognize and Reward Innovative Employees: Innovative employees need to be recognized 
and rewarded  for th eir innovative ideas and outcomes. This helps in two ways. First, the innovative  
employees get encouraged for their innovati on and other employees get motivated to be innovative 
for  getting recognition and reward.  Second, this fosters spirit of inn ovative thinking among the 
employees which, in turn, improves the quality of innovation  in the organization. Reward sy stem 
devised should other employees to risk and achieve.  

Accept Failure as Learning Experience: That failure in new exper iments would not  be liked 
rather punished by the organization stops employees from experimenting new id eas in their works. 
Recognizing that many good innovation s have taken place after initially becoming failure, 
organizations should accept failures, if any, as learning experience to encourage employees to think 
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in innovative manner. In other words, employe es should feel free to experiment new ideas without 
fear of fail ure and punishment.  

Allow Bootlegging of Ideas: One way to nurture innovative thinking i n the organization is 
allowing employees to secretly working in innovative manner all the times: be at work or off the 
work.  In other  words, employees should be allowed and encouraged to live their innovative 
think ing day in and day out.    
 

Types of Corp orate Innovation  
Corpor ate innovations are classified into two  broad types: 

Radical Innovation: Radical innovation is also known as ôdisruptiv eõ or ôdiscontinuousõ 
innovation. Radical innovation means to find out an  altogether new method of doing business. 
Tushman and Romanelli (1985: 171-222) have defined radical innovation as "processes of reorientation 
wherein patterns of consistency are fundamentally reordered."  Radical innovation is found as a complex, 
difficul t and even risky process. It is usually the smaller firms or start-ups that can inaugurate and 
introduce radical innovat ions.  

Incremental Innovation : Incremental innovations is a change that implies small adaptions to 
the status quo (Tushman and Romanelli , 1985: 171-222), and it is often described as a step-by-step 
process. As a matter of fact, incremental innovation is the dominant form of innovation. A good 
example of incremental innovation is Googleõs Gmail, the worldõs most popular email service. It has 
been noticed that many a times incremental innovation t akes place after a radical innovation 
introduces a breakthrough . It is also opined that an organization can do 1,000 things 1 percent better 
rather than waiting to do one thing 1,000 percent better. Research also reveals that incremental 
innovation is main ly found in service sector of an economy (Sundbo and Gallouj 2000:15-36). 
 

Barriers to Corporat e Entrepreneurship  in Ind ia 
òThere is nothing more difficult to take in hand, more perilous to conduct, than to take a lead 

in the introduction o f a new order of things, because the innovation has for enemies all those who 
have done well under the old cond it ions and lukewarm defen ders in those who may do well under 
the new.ó                                                                         - Machiavelli, The Prince 

 Research evidence suggest that creating new businesses in the existing corporations , or call it 
corporate entrepreneurship , helps increase profit margins (Wolcott  Lippitz  2007). But corporate 
history  is also witnessing  that corporate entrepreneurship  is li ttered with  failures. Nonetheless, there 
is no denying the fact that corporations in India have realized the n eed for promotin g 
entrepreneurial managers within organizations for organizational  survival and growth. Nonethele ss, 
there has not been much headway in this direction because of certain barriers to developing 
corporate entrepreneurship in the country. The major barriers to corporate entrepreneurship in India 
include :  

¶ Resistance to Change:  

¶ The inherent nature of large organizations 

¶ Lack of entrepreneurial talent  

¶ Inappropriate compensation method  

¶ Conditions Necessary to Make Corporate Entrepreneurship Successful  
 Corporate entrepreneurship, like other economic initiatives, does not happe n in vacuum and 

naturally. For corporate entrepreneurship to take place and develop needs conducive environment in 
the organization. The conditions necessary to make organizational environment conducive for 
corporate entrepreneurship to take place in India  include but are not limited to  the following only:  

¶ Give people ownership  

¶ Make risk taking and failure acceptable  

¶ Create learning culture 

¶ Support people with ideas  

https://sloanreview.mit.edu/article/the-four-models-of-corporate-entrepreneurship/#article-authors
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¶ Create a safe place for innovation  

¶ Celebrate and reward entrepreneurial behaviour  

¶ Encourage cross-discipline projects  

¶ Encourage knowledge sharing 

¶ Create and allocate funds 

¶ Concluding Remarks 
 In todayõs highly competitive business environment, innovation is no long er a choice but 

compulsion for organizations to survive and thrive in the market. Innovation is a joint venture 
between organization and i ts innovative employees. Therefore, innovation to be effective, both must 
play their roles.  

One, organizations must create innovative environment at workplace  by way of extending 
encouragement and needed support to entrepreneurial employees to concentrate on experimenting  
innovations in the organizations. Experience shows nothing work s like encouragement in making 
people to exert their best mite in performing their jobs. Here, the views of Robert D. Hishrichõs et.al. 
(2017) seem worth citing: òIf your employees arenõt innovating, your company is losing its competitive edge. 
Use Corporate Entrepreneurship to give your mavericks what they need to keep your company on topʄall over 
the world.ó      

Two, organizational initiative s to foster corporate entrepreneurship will be effective only when 
employees are genuinely interested and committed to act entrepreneurially. Ent repreneurial history  
of India is a testimony to the fact  that mere extending facilities in terms of incentives,  concessions, 
and tax benefits failed to foster entrepreneurship in the countr y during sixties and seventies. The 
reason was that people were not ready and willing to assume entrepreneurial (i.e. risk-taking) 
ventures. This gave genesis to thoughtfully designed interventions called ôEntrepreneurship 
Development Programmes (EDPõs) to prepare people to assume entrepreneurial career. EDP has by 
now become a movement in Ind ia and is followed by several Asian Countries in their efforts to 
develop entrepreneurship. Without these, any deliberation of corporate entrepreneurship will be just 
rhetoric and fledging a dead hor se. Sooner these happen, better will be corporate entrepreneurship in 
India.     
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Abstract 

In the field of e-commerce, the growth of service quality is increasing. Online shopping is a 
well-known trend in this era. To maintain a sustainable development of the service quality in 
online shopping, measuring customer satisfaction has become a big concern in Bangladesh. 
Entrepreneurs are trying to provide various e-services to capture customer satisfaction. But 
without identifying the gap between the expected and actual quality in online shopping, 
development cannot be enriched. In this paper, the service quality of on-line shopping will be 
explored through the viewpoints of both actual and expected service of customers. The study will 
employ the SERVQUAL model to observe the service quality of online entrepreneurs and explore 
the factors affecting the service quality. For conducting this research, 100 respondents in Dhaka 
have selected. This study tries to identify several problems faced by the consumers regarding 
online shopping and gives some recommendations to solve those problems. It is found from data 
analysis that significant gap exists between the customer expectations in all the items under all 
the dimensions of the chosen model. Assurance dimension has shown the highest gap and the 
second highest gap exist in the responsiveness dimension of the SERVQUAL model. This 
initiative will be helpful to increase customer satisfaction, ensure customer retention and develop 
competitive advantage regarding online shopping. The findings will have implications for the 
online entrepreneurs as there are requirements to fulfil  the perception of consumers in 
Bangladesh. 
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Abstract: 

With the advancement of information and communication technologies, century-old 
òsharing activitiesó between friends, family, and neighbors have extended to strangers based on 
various commercial models, often aided by mobile-app-based technologies. Globally, prominent 
sharing-based services include Uber, Lyft, and Airbnb, which have become behemoths in terms of 
their valuation, revenue, and number of users. Uber is reported to have over 100 million users 
globally. Bangladesh has also witnessed a rise in sharing-based services of both global and local 
origins, which include ride-sharing businesses such as Uber, Pathao, and Shohoz; home sharing 
such as Airbnb; and parking space sharing such as ParkingKoi. Pathao and Shohoz have already 
raised equity funds of $10 million and $15 million, respectively. A PwC forecast suggests that 
sharing-based services will  account for total revenues of $335 billion by 2025. Sharing services 
have severely disrupted traditional business models and the economy they collectively encompass 
is referred to as the òSharing Economy.ó Based on a systematic literature review of top 
management journals and other scholarly works, we present the most overarching 
conceptualization of sharing-based services. Taking this knowledge forward, this paper not only 
conceptualizes and compares sharing-based services in Bangladesh but also identifies 
ôõcollaborative consumptionõõ as the most dominant type of sharing-based services among them. 
This paper also presents scholarly works on the customersõ motivators and barriers, which creates 
grounds for future research efforts in Bangladesh concerning collaborative consumption services.  
 

Introduction  
The advancement in information technologies has tra nsformed the prim itive  nature of sharing 

activities restricted to friends, family, and neighbors into the software-aided exchanges among 
strangers. Technology-enabled sharing activities can be traced back to 1999 when Napster facilitated 
the sharing of digital music among peers as a form of peer-to-peer (P2P) file sharing (Belk, 2014). 
Over the years, start -up companies, with the h elp of their web-based platfo rms accessible from 
mobile applicat ions, have created a bridge between the owners and interested people to ensure the 
shared consumption of limited resources. From pet-sitting (e.g. DogVacay) to parking -space sharing 
(e.g. JustPark), there are hundreds of web-based platforms (i.e. services) powering the so-called 
ôõsharing economyõõ by connecting people both locally and globally.  Although there are definitional 
disputes among the scholars, one definition of sharing economy could  be- consumers granting  each 
other temporary access to under-utilized physical assets (òidle capacityó), possibly for money 
(Frenken & Schor, 2017).  

These services have disrupted several industries and the growth potential of the sharin g 
economy is astonishing. According to the forecast made by PricewaterhouseCoopers (PwC), five 
sectors of sharing economy will increase global revenues from $15 billion in 2015 to $335 billion in 
2025 (PricewaterhouseCoopers LLP, 2015). Each night, on an average 2 million people are sleeping in  
the beds of strangers through Airbnb - a peer-to-peer accommodation renting  platform (Airbnb, Inc., 
2019).  However, there are also failure instances of these services across the globe. For example, two 
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of the most valued Unicorn C ompanies (valued at $1 billion  or more) in the US have lost significant 
share values recently and are not expected to be profitable in near future (Monica, 2019). Due to its 
inability to attract users, Stayzilla (an Indian peer-to-peer accommodation sharing platform ) closed 
its operation i n 2017 (Täuscher & Kietzmann, 2017).  

Academic scholars from diverging  academic disciplines have attempted to unravel various 
aspects of this novel phenomenon  (Sutherland & Jarrahi, 2018). The earlier cohorts of academic 
works focused mostly on the conceptualizations of sharing economy, the conceptualizations of the 
associated business models, and the motivators  and barriers to usersõ participation in these models. 
In these efforts, academic works have produced fragmented result s. The dizzying level of term s (e.g. 
sharing economy platform economy, two -sided markets, collaborative  consumption , access-based 
consumption , etc.) produced by the scholars bears the evidence of such fragmented results (Benoit, et 
al., 2017; Sutherland & Jarrahi, 2018). Furthermore, most of the conceptual and empirica l research 
does not distinguish among various sharing-based services (Davidson, et al., 2017). Although there 
are already hundreds of works existing in the academic sp here, there is a dearth of works  that have 
proposed an overarching conceptualization of t his novel phenomenon.  

We observe that there is a striking contrast between the number of academic works focusing 
on the western sharing economies and the Bangladeshi one, although Bangladesh, too, has seen the 
rise of sharing-based services over the past years. In Bangladesh, the ridesharing  has become a $260 
million (22 billion taka ) industry (Rahman, 2019) with 6 million rides each month (Kader, 2018) in 
less than 5 years. However,  like oth er western markets, sharing-based services in Bangladesh are 
facing tough ti mes with respect to achieving sustainable revenue growth and user acquisition. For 
example, one ride-sharing start-up valued at $100 million recently had to downsize nearly 300 mid to 
top-level employees due to slow revenue growth  (Islam, 2019). This incident has shaken the 
countryõs entire start-up community and is feared to have long-term consequences. Although few 
scholarly works have addressed the limited aspects of sharing economy in  Bangladesh, the need for 
academic works that attempt to  conceptualize sharing -based services in an overarching manner  and 
unravel the usersõ motivators and barriers is deeply felt.  

Built upon  a broader research study, this paper aims to close the above research gaps. More 
specifically, on a using Systematic Literature Review method, we have attempted to contribute in the 
following ways.  

First, we present and compare the existing seminal conceptualizations of the sharing -based 
services to find the m ost overarching conceptualization that well -explains the boundari es among the 
services. We take this conceptualization forward to differentiate  among the sharing-based services 
operating in Bangladesh. To the best of our knowledg e, this is the first paper that has attempted to 
conceptualize the sharing-based services in Bangladesh.  

Second, we present the customersõ motivators for  and barriers to participation in the sharing -
based services based on the existing academic works. With the aim to assist the practitioners (i.e. 
managers) of sharing-based services in Bangladesh, we present the motivators and barriers for the 
most dominant type of services identified in the con ceptualization phase.  

Third, we propose future avenues for  research that not only would help to close research gaps 
but also would help the practitioners  in moving the sharing -based services forward.  

The structure of this paper is as follows. The next section describes the methodology used to 
search, identify, and scan the academic works. The 3rd section discusses overall findings from t he 
search and identification activities.  The 4th section presents the seminal conceptualizations and finds 
the most overarching conceptualization. Furthermore, this section analyzes Bangladeshõs sharing-
based services and differentiate s among them, based on the conceptualization identified  in the 
previous  section. In the same section, we present the existing scholarly works on the customersõ 
motivators and barriers. The 5th section provides the conclusion in wh ich we discuss this paperõs 
contribution. In th e last section, we identify the limitations of this paper and suggest future research 
avenues.    
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Methodology  
While  there are already at least two high-quality works  (Cheng, 2016; Sutherland & Jarrahi, 

2018) that have used Systematic Literature Review as the method to review extensive agenda of 
sharing economy literature, we have used similar  method to pursue more specific agenda- 1) 
conceptualization of sharing -based services, and 2) customersõ motivators and barriers.  

To tackle the searching and identif ying the relevant academic works, we followed a multi -step 
process which we briefly describe below.  

First, in order to search for the academic works on the sharing-based services, we have utilized 
the search terms discovered by Sutherland & Jarrahi (2018). These terms were ôõsharing economyõõ, 
ôõshareconomyõõ, ôõcollaborative consumptionõõ, ôõcollaborative economyõõ, ôõgig economyõõ, ôõaccess-
based consumptionõõ, ôõplatform economyõõ, ôõpeer-to-peer economyõõ, and ôõon-demand economyõõ.  

In the second step, we attempted to identify  high-quality journals that could potentially deal 
with  topics related to sharing-based services. The rationale behind focusing primarily  on high-
quality journals is that major contrib utions i n the field are like to come from these journals (Webster 
& Watson, 2002). In order to find o ut the high-quality journals, we consulted with the Erasmus 
Research Institute of Management (ERIM) Journals List, as suggested by Block, et al., (2016). Using 
thi s list, we could iden tify the best management journal s (expressed as STAR) and the second-best 
management journals (expressed as P).  

In the third step, we used the Ad vanced Search option of Google Scholar to run searches using 
the search terms identified in the first step. We indicated the ti me frame between 2010-2019 since 
research suggests that majority of the works were  published after 2013 (Sutherland & Jarrahi, 2018). 
To limi t the irrelevant results, we used the ôõexact phraseõõ field  to input  the search terms. We also 
indicated the specific journal names in the ôõreturn art icles published inõõ field.  

Running searches using the terms as phrases one by one, indicating one specific journal, and 
setting the time frame resulted in articles  that covered a wide  range of agenda related to sharing-
based services. We scanned and skimmed through the articles  to sort out only those that have either 
proposed any conceptualization or presented the motivators / barriers of sharing-based services. 
After this  process, we finally had the fir st set of academic works from high -quality journals  that 
served our research aims. 

We still needed to address two more concerns. Examining the prior review efforts, we observe 
that sharing economy has attracted many academic disciplines (e.g. transportatio n, science & 
technology , etc.) beyond the management discipline (Cheng, 2016; Sutherland & Jarrahi, 2018). 
Therefore, it is necessary that we take into consideration  academic works beyond the management 
disciplines to see if these works have conceptualized the sharing-based services or explored the 
customersõ motivators/barriers. To do that, we have followed somewhat si milar to  a snowball 
method through which we examined the citations produced by the first set of the academic works 
(Webster & Watson, 2002). In this way, we were able to includ e academic works that came from 
outside the management discipline and which have  either proposed any conceptualization or 
presented the motivators/ barriers of sharing-based services. Employin g this method also facilitated 
the inclusion of other works  (e.g. books, conference proceeding) beyond journal articles .  
 

Findings  
At the end of the above process, we were able to identify academic works from a wide range of 

journals. These journals were, but not  lim ited to, Journal of Consumer Behaviour, Journal of 
Consumer Research, Journal of Business Research, Journal of Marketing, Internationa l Journal of 
Hospitality  Management, Managing Service, International Journal of  Information Management , etc. 
This paper builds on 16 scholarly works (e.g. j ournal articles, book, conference proceedings) on 
sharing economy.  
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Discussion  
We observe that the conceptualizations we have identified  are few in num bers but distinct  in 

nature. Although often criticized by sc holars (Webster & Watson, 2002), we have followed an author-
centric  approach for  the conceptualizations so that we can review them (by author)  individually  to 
fully capture the ir  propositions.  

In our review, we have avoided reporting all the available wor ks in the sharing economy 
li terature. Instead, we have taken into consideration and elaborately described only the  academic 
works that purposeful ly serve to the overall aims of this paper.  This review approach is also in line 
with the suggestions put forw arded by the scholars (Fisch & Block, 2018; Short, 2009).  

As cited before, scholars differ in their use of the terms (sharing economy, collaborative 
consumption , access-based consumption, etc.) in order to explain the same or similar sharing-based 
services. Ad diti onally, we observe that scholars have cited various examples of sharing-based 
services to complement their conceptualizations. Before we start presenting the works, we provide 
brief descriptions of these services covered in the conceptualizations.  

Couchsurfing is an online platform that con nects people with spare spaces in their homes to 
people who need a place to stay for a short duratio n (peer-to-peer). Neither the hosts nor 
Couchsurfing charges the guests any kind of fee in return.  

Airbnb is a peer-to-peer online platfor m that connects people who want to  rent out the unused 
space on a short-term basis (e.g. one night, one week, etc.) to the people who are looking for such 
accommodation. Airbnb takes  a commission for matching the hosts with gues ts and the guests need 
to pay the rent for th e accommodation.    

Uber is a peer-to-peer online platform that connects dri vers with passengers for short-distance 
trips. Like in Airbnb, Uber takes  a commission for matching the drivers with the passengers and  the 
passengers need to pay the fare for the trips.   

Zipcar is a platform in which the users of the platform get tempora ry access to the cars owned 
by the platform based on membership fees. One of the key differences between Uber and Zipcar is 
that while Uber is a peer-to-peer platform, Zipcar is no t.  

We believe the above descriptions of the sharing-based services would be helpful for the 
readership of this paper. Now, we move on to present  the conceptualizations.  
 

Conceptualization of sharing -based services 
According to Belk (2014), sharing is derived from both fu nctional reasons and altruistic acts. 

According to his conceptualization,  collaborative consumption  is ôõpeople coordinating the 
acquisition and distribution of a resource for a fee or other comp ensationõõ. Since Airbnb and Zipcar 
promote such coordination  of acquisition and distribution of resources, Belk (2014) cites Airbnb and 
Zipcar  as examples of collaborative  consumption  and labels them as ôõpseudo sharingõõ due to the 
presence of transaction. However, since Couchsurfing runs on altru ism without any  compensation 
involved , it is a true sharing service. We observe that Airbnb and Zipcar do not have the same 
business model. While Airbnb is a peer-to-peer platform  where peers own the resources (i.e. space), 
Zipcar itself o wns the resources (i.e. cars) to facilitate the sharing among users based on fees. Hence 
further distinction between t heir business models is needed which Belk (2014) did not offer. 

Lamberton & Rose (2012) extend the classification of shared goods by illus trating Typology of 
Sharing Systems based on two considerations- rivalry and exclusivity. They try to sort out differe nt 
sharing contexts by assigning them to 4 distinct quadrants. Quadrant 1 (public goods sharin g) holds 
for lowe r exclusivity and lower riv alry with the exa mples of public p arks, roads, and schools. 
Quadrant 2 (access/club goods sharing) accounts for lower rivalry and higher exclusivity with the 
examples of private clubs or investment clubs. Quadrant 3 (open commercial good sharing) explains 
lower exclusivity  and higher  rival ry with the examples of car sharing, bike sharing , etc. Quadrant 4 
(closed commercial goods sharing) accounts for higher exclusivity and higher rivalry with the 
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examples of cell phone sharing, health co-operatives. We observe that this typ ology, too, does not 
provide enough distinction between various types of sharing -based services.  

Bardhi & Eckhardt (2012) coins the term ôõaccess-based consumptionõõ in their work with the 
definition ôõtransactions that may be market mediated in which no transfer of owner ship takes 
placeõõ. Access-based consumption is different from Belk (2014)õs sharing  based on the rationale that, 
while sharing is motivated by altruistic or prosocial acts, access is derived from economic exchanges 
and reciprocal benefits (Bardhi & Eckhar dt, 2012). This conceptualization has been a seminal work 
due to it s conceptualization of Zipcar -alike services where the platform itself owns the resources and 
the access is market mediated. However , this conceptualization, too, does not provide any disti nct 
means to differentiate among  sharing-based services.  

Hamari, et al., (2015) define collaborative  consumption  as ôõthe peer-to-peer-based activity of 
obtaining, giving, or sharing the acc ess to goods and services, coordinated through c ommunity based 
online servicesõõ. They consider sharing economy as an umbrella concept that encompasses other 
phenomena including collaborat ive consumption . To understand the scopes of collaborative  
consumpti on, Hamari, et al., (2015) mapped 254 collaborat ive consumption  websites. They have 
separated these 254 websites into two categories according to the mode of exchange: access over 
ownership and transfer of ownership. Access over ownership accounts for renting, and lending 
while tran sfer of ownership accounts for swappin g, donating, and purchasing of used goods. We 
find this mapping contradictory to  the works of other scholars. First, transfer of ownership (169 of 
254 websites mapped) is not considered as a characterist ic of either sharing or access-based 
consumption. Hen ce, this mapping directly contradicts the works of  Belk (2014) and Bardhi & 
Eckhardt (2012). Second, Hamari, et al., (2015) cite Zipcar and Airb nb as the examples of 
collaborative  consumption . However, we already know that Airbnb and Zipca r differ  signific antly 
with respect to their business models.  

According to  Botsman & Rogers (2010), social lending, swap trading, car sharing, bartering, co-
working, peer -to-peer rental, tool exchange- all of them are examples of collaborative consumption . 
Botsman & Rogers (2010) classify them into  three systems- product service systems, redistributed 
markets, and collaborative  lifestyles. Product Service Systems (PSS) encompasses the services ôõthat 
enable multiple prod ucts owned by a company to be shared, or products that are privately owned to 
be shared or rented peer-to-peerõõ. PSS thus resembles access-based consumption conceptualized by 
Bardhi and Eckhardt (2012). On the other hand, collaborative  lifestyles encompass sharing fewer 
tangible assets (e.g. space, skills). We support (Belk, 2014)õs criticism  about Botsman & Rogers 
(2010)õs conceptualization of collaborative  consumption  as òtoo broadó since this conceptualization 
does not make any distinction among marketplace exchange, gift giving, and shar ing. Also, this 
conceptualization considers both Zipcar and Airbnb as examples of collaborative  consumption , 
although they differ significantly with re spect to their business models. 

Habibi, et al., (2016) offer a Sharing-Exchange Continuum has two extreme poin ts- exchange 
and sharing. While sharing contains characteristics such as nonreciprocal, money irrelevant , etc., the 
exchange contains reciprocal, balanced exchange, monetary, calculation, etc. as characteristics. 
According to this continuum, Couchsurf ing i s positioned more to the sharing side since it has 
dominant sharing characteristics. On the other hand, Zipcar is positioned more to the exchange side 
since there are balanced exchanges and high calculation invo lved. Echoing to Belk (2014), Habibi, et  
al., (2016) state that collaborative  consumption  occupies the middle ground between true sharing and 
true exchange. We observe that this conceptualization distinguishes sharing -based services only 
based on the notion of sharing and exchange. We think that  making further  distinction among the 
services taking into consideration the ownership of resources (i.e. platform owned or peer-owned) 
would make  this conceptualization better.  
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Figure 1: Sharing-exchange continuu m, adapted from Habibi, et al., (2016) 

Benoit, et al., (2017) provide a framework that  helps to conceptualize sharing-based services 
based on 3 considerations. These are the number and type of actors (dyadic or triadic), the nature of 
the exchange (i.e. transfer of ownership) , and the directness of exchange (i.e. market mediation).  We 
observe that using these considerations, different sharing-based services can be distinguished clearly 
among themselves.  

Table 1: Collaborative consumption and related phenomenon, slightly  adapted from Benoit, et al., 
(2017) 

For example, Zipcar corresponds to access-based services since it satisfies all the conditions of 
the same. On Zipcar, t he cars are owned by the platfo rm and shared by customers. Here, the 
relationship b etween the actors is dyadic. Zipcar does not involve own ership transfer, rather merely 
facilitates access to the cars. Additionally, the exchange is market mediated since the customers pay 
fees to the platform. On the other hand, Airbnb corresponds to collaborative consumptio n. There are 
three types of actor on Airbnb . The customer rent the accommodation, the peer service provider  rents 
out his/her  space to the customer, and the platform facilitates this renting . Here, the relationship is 
triadic.  Additiona lly, t here is no ownership transfer involved  on Airbnb . Lastly, the exchange is 
market mediated since the platform  takes a commission and the peer service provider  receives the 
rent from the customer. Uber, too, corresponds to collaborative consumption  based on the above 
considerations. According to this framew ork, we may ident ify Couchsurfing as sharing si nce 
Couchsurfing runs on altruism and thus  lacks any kind of market mediation.  

 Non ow nership/access-based 
services 

Collaborative Consumption  Sharing/co -owning  

Number and 
type of actors 

Dyadic, between provider and 
customer 

Triadic, between a platform 
provider , a peer service 
provider and a customer  

Two or more individuals, e.g. 
within families or friends  

Nature of 
exchange 

No ownership transfer, 
shorter periods of agreed 
consumption time,  sequential 
use 

No ownership transfer, 
shorter periods of agreed 
consumption time of 
underutilized assets from the 
peer service provider, 
sequential use 

No ownership transfer, Often 
shared ownerships, therefore 
simultan eous or sequential use 

Directness of  
exchange 

Mediated through market 
mechanisms 

Mediated thro ugh market 
mechanisms 

Not mediated through market, 
but social mechanisms 



The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 53 
 

In the below, Table 2 summarizes all the conceptualizations, related definitions, examples, and 
their weaknesses and contradictions.  
 

Belk (2014) Collaborat ive consumption is people 
coordinating the acquisition and 
distribution of a resource for a fee or 
other compensation 

Airbnb, Zipcar  Airbnb and Zipcar 
do not have the 
same business 
model 

Lamberton & Rose 
(2012)  

Commercial Sharing System is marketer-
managed systems that provide 
customers with the opportunity to enjoy 
product benefits without ownership  

Zipcar  A d istin ction among 
the services is 
lacking 

Bardhi & Eckhardt 
(2012) 

Access-based consumption  Zipcar,  Airbnb  A d istin ction among 
the services is 
lacking 

Hamari, et al., (2015) Collaborative Consumption is the peer -
to-peer-based activity of obtaining, 
giving, or sharing the access to goods 
and services, coordinated through 
community ba sed online services 

 Zipcar, Airbnb  Contradicts with 
Belk (2014) and 
Bardhi & Eckhardt 
(2012) 

Botsman & Rogers 
(2010) 

Product Service Systems (PSS)                   
Redistribution Markets  
Collaborative Lifestyles  

 Airbnb  Contradicts with 
Belk (2014), 
conceptualization is  
ôtoo broadõõ 

Habibi, et  al., (2016) Sharing-Exchange Continuum Airbnb - Collaborative 
Consumption                              
2.  Couchsurfing - 
sharing dominant                                 
3. Zipcar- exchange 
dominant                           

A d istinction among 
the services is 
lacking 

Benoit, et al., (2017) Triadic Framework of Collaborative 
Consumption  

Uber No Lacking   

Table 2: Summary of conceptualizations, definitions, examples, and weaknesses 

After reviewing the seminal conceptualizations , we identify  that the framework provided by 
Benoit, et al., (2017) explains sharing, collaborative consumption, and access-based services better 
than any other conceptualizations covered in this paper. Based on our review of the literature, thi s 
conceptualization provide s the most overarching instrument  to date to distinguish amon g the 
sharing-based services. 
 

Conceptualizing sharing -based services in Bangladesh 
In Bangladesh, ridesharing  dominates the sharing-based services in terms of adoption , growth, 

and fund raised. With only  a few li stings, Airbnb represents an insignificant presence in Bangladesh, 
if anything at all.  Dhaka, among all other cities in the country, has been the breeding ground for the 
ride-sharing services. High traff ic congestion and high in ternet penetration rate have made Dhaka a 
lucrative city  to launch and grow these services (Kamal & Ahsan, 2018). In stark contrast to the 
western cities where car-based ride-sharing services initially throve, Dhaka has seen the boom of 
motorbike -based ride-sharing services (Ahmed, 2018). This has been true for other Asian cities (e.g. 
Jakarta) as well with one thing in common among them,  the unbearable traffic congestion. 
Bangladeshõs ride-sharing market is currently dominated by f our services- Uber, Pathao, Shohoz, 
and OBHAI. Mo st of them are active in motorbike-based and car-based ride-sharing services but they 
differ in their strengths , investment raised, and penetration in the market. Pathao and Shohoz have 
raised $10 million and $15 mi llion  in funding  in 2018 (Kader, 2019). Pathaoõs domination in 
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motorbike -based ridesharing service has been challenged by both Uber and Shohoz with the 
introductio n of UberMOTO and Shohoz Ride. Uber has been an unbeaten champion in the car-based 
shari ng services and according to unconfirmed data,  Uber has around 70% market share in the same. 
OBHAI is still unchallenged in CNG auto-rickshaw space. Addition ally, JoBike- a bicycle sharing 
service, which is the first of its kind in Bangla desh, has started its operation in Dhaka  earlier this 
year.  

Uber in  Bangladesh, Shohoz, Pathao, and OBHAI  connect the drivers with the pa ssengers 
willing to take  short trips  based on the mutually agreed , pre-determined fares. Based on similar 
mobil e applications, and regardless of car or motorb ike-based, these platforms have essentially 
replicated the business model of Uber ride-sharing services available in other countries.  

On the other hand, Airbnb in  Bangladesh follows the business model like  its global model. It 
connects the people who want  to rent out their  under -uti lized spaces (i.e. hosts) with the people who 
are looking for a short -term accommodation (i.e. guests). Based on the pre-determined rent set by the 
hosts, the guests pay the rent. Airbnb charges a commission for  facilitating the  exchange.  

JoBike facilitat es renting a bicycle for a short period of time from the nearby docking station. 
Based on the mobile application,  the users can top-up the credit,  locate the nearby docking station 
and unlock the bicycle through  a QR code scanning. Jobike bills the users based on a ôõpay per 
minute occupiedõõ model. 

Based on the conceptualization of sharing-based services suggested by (Benoit, et al., 2017), it is 
possible to distinguish  among the services operating in Bangladesh. According to th eir framework, 
Uber in Bangladesh, Shohoz, Pathao, and OBHAI are examples of collaborative consumption. All  
these services have 3 actors (e.g. a Pathao 

driver, a passenger, and the platform Pathao itself) and hence the relationship  among them is 
triadic. Also, there is no ownership t ransfer involved, the resource is owned by the peer service 
provid er (e.g. bike is owned by Shohoz driver) , and the consumption is short-term. Ad ditionally, the 
exchange is market mediated in which the driver charges the customer and the platf orm charges the 
commission for facilitating the exchange. Airbnb in Bangladesh, too, satisfies the above criter ia and 
hence is an example of collaborative consumption.  

According to Benoit, et al., (2017)õs conceptualization , JoBike follows the business model of 
access-based consumption. JoBike has two actors (e.g. the customer and the platform itself) and 
hence the relationship is dyadic in nature. In contrast to the collaborative consumption, the resource 
(i.e. bicycle) is owned by the plat form (i.e. JoBike) itself. Additionally, the consumption is short-term, 
and the exchange is mediated through market mediation s ince the customer pays to the platform on 
a ôõpay per minute occupiedõõ basis. 
 

Motivators for a nd barri ers to using sharing -based services 
Scholars have been studying the reasons behind peopleõs acceptance and rejection of sharing-

based services. Although our review effort has identified academic works investigating almost all 
forms of sharing-based services, we present here only the works that have investigated collaborative 
consumption services. Now that we have identified the most dominant type of sharin g-based 
services prevailing in Bangladesh (i.e. the collaborative consumption), presenting the barriers and 
motivators for the same bears signifi cant relevance. In contrast to our review  of conceptualization 
where we adopted an author -centric approach, we have followed a concept-centric approach for the 
motivators and barriers (Fisch & Block, 2018; Webster & Watson, 2002; Short, 2009) so that we can 
review th em as constructs that have been explored by more than one author.  
 

Customersõ motivators in collabor ative consumption  
Our review finds that perceived utility  or cost savings play as strong motiv ators for the 

customers in using the collaborative consumption services (Hamari, et al., 2015; Habibi, et al., 2016; 
Tussyadiah & Pesonen, 2018; Möhlmann, 2015). Furthermore, perceived utility or cost savings can 
have geographical and demographic implicati ons too. For example, a study administered among 
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Indian customers reveals the mediating effect of perceived utility in their adoption  of collaborative  
consumption  services (Hamari, et al., 2015). On the other hand, a study administered among 
American customers shows that cost savings play  as a motivator for the young American travellers  
in their adoption of coll aborative consumption services (Tussyadiah & Pesonen, 2018).  

Hedonic experience may act as motivators for the people  as Habibi, et al., (2016) find  that 
Am erican customers are will ing to adopt these services due to the hedonic experience (i.e. having 
more fun , enjoying life more , etc.) some of these services provide.  

Our review finds that convenience and efficacy have positive effects on the customersõ 
adoption of collaborative consumption services. Customers may find ownership of resources as 
burdensome and prefer collaborativ e consumption services instead (Moeller & Wittkowski, 2010) . 
On the other hand, customersõ perception that  collaborative consumption services make them more 
effective in daily life  (efficacy) may also motivate them in their adoption  (Habibi, et al., 2016).  

Social appeals have been found as a determinant of  customersõ adoption of the coll aborative 
consumption services. Habibi, et al., (2016)õs study finds that American customers put forwa rd social 
appeal (e.g. better relationships with others) as a reason for their adoption of collaborative 
consumption servi ces. Furthermore, Tussyadiah & Pesonen, (2018)õs study reveals that older Finnish 
customers put forward so cial appeal as a motivator f or their adoption of collaborative consumption 
services, especially for the adoption of Airbnb -like short -term accommodation renting services.  

Trust may act as a strong motivator for the customers in their adop tion. Trust not only  
determines customersõ satisfaction with a collaborative consumption service but also affects the 
likelihood of using that service again (Möhlmann, 2015).  
 

Customersõ barriers to collaborative consumption  
Process risk/efficacy has been found as Customersõ barriers in collaborativ e consumption. 

While process risk may refer to risks of sharing with others (Hawlitschek, et al., 2016), efficacy barrier 
refers to customersõ inability to understand how the platform -based peer-to-peer sharing works 
(Tussyadiah & Pesonen, 2018). 

Our review finds that customers may reject to adopt collaborative consumption services due to 
the perceived imp ortance they put on owning resources compared to not own ing, rather sharing. 
Moeller & Wittko wski, (2010)õs work provides evid ence that import ance of possession has significant 
negative effects on customersõ adoption. On the other hand, Hawlitschek, et al., (2016)õs work posits 
that customers are less like to adopt collaborative consumption services due to the independence 
they derive from owning r esources (independence through ownership ). 

Distrust /Lack of Privacy  has been heavily cited as a strong barrier for the customers in 
collaborative consumption. Distrust towa rds the platform and the peer service provider  (e.g. Airbnb 
host) may hinder customersõ participation in the exchange activities (Tussyadiah & Pesonen, 2018; 
So, et al., 2018).  

Whil e the perceived cost savings have been found as the motivator s for the customers in 
collaborative consumpt ion, perceived cost savings can also hinder the adoption. Tussyadiah & 
Pesonen, (2018)õs work bears such evidence where American customers did not adopt collaborat ive 
consumption services due to their perception that  the cost savings were not enough convincing. 
 

Conclusio n 
The pervasive nature of sharing economy and its services has disrupted many established 

industries and business models over the last few years. Ad ditionally , strong growth forecast and a 
fair  share of skepticism about its sustainability  have put the sharing-based services at the centre of 
debates among practitioners, scholars, general public, and policy makers. We observe that, while 
hundreds of scholarly works  have emerged on this new phenomenon, there is a dearth of works that 
have prop osed an overarching conceptualization of sharing -based services. Furthermore, in stark 
contrast to the level of attention given to the sharing -based services in the developed countries, 
services operating in Bangladesh have received insignificant  scholarly attention . 
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This paper addresses the above research gaps keeping the sharing -based services in 
Bangladesh as the focal point. Through  a systematic literature review, this paper presents the seminal 
conceptualizations on the sharing-based services and identif ies the most overarching 
conceptualization. With the help of this conceptualization  developed by Benoit, et al., (2017), this 
paper not only  conceptualizes and diff erentiates the sharing-based services operating in Bangladesh 
but also identifies collaborat ive consumption as the most dominant type of sharing-based services 
among them.  

Taking the above findings forwa rd, this paper  reviews existing scholarly works and  presents 
customersõ motivators  for  and barriers to participation in collaborative consumptio n services. This 
paper discusses cost savings, hedonic experience, convenience, efficacy, social appeals, and trust as 
the motivators , and process risk, importance of possession, distrust, perceived cost savings as the 
barriers in customersõ adoption . In this way, this paper creates grounds for future scholarly work s, 
which in turn would be helpful for  the managers of the collaborative consumption  services operating 
in Bangladesh.  
 

Limitations  and avenues for future research  
This paper is not without  any limitatio ns. While our review of l iterature has been limited  to 

only a sub-set of top journals, we believe that future review works should  include  more scholarly 
resources. The inclusion of more scholarly works regardless of the discipline s would shed more light  
on the customersõ motivators for and barriers to partic ipation in  the sharing-based services. On the 
other hand, to limit the scope of this paper, we have not covered the peer service providersõ (e.g. 
Uber driver)  motivators and barriers. Collaborat ive consumption services are built on peers and thus 
both the customers and peer service providers bear equal significance. Future efforts could address 
this gap and present an extensive review of the peer service providersõ motivators and barriers in 
collaborative consumption services. 

Furthermore, future res earch efforts should include empirical studies focusing on both the 
customersõ and peer service providersõ motivators and barriers in Bangladesh. Most of the existing 
scholarly works  on these issues are based on developed/other country õs collaborative consumption  
services, which might not be relevant to Bangladeshõs contexts. Unravel ling  customersõ and peer 
service providersõ motivators and barriers could significantly  assist the practitioners in Banglad esh 
and may become instrumental f or the sustainability  of these services.  
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Abstract  

Purpose of the research: Globalization has been playing a vital role in our lives today 
considering international productsõ uses for our daily use and luxuries. The paper consists of a 
thorough analysis on how the Internationalization process is pushing the local brands to consider 
global boundaries. The purpose is to investigate the Internationalization process that has changed 
the dynamics of the Industry considering how the local brands are fighting for its position with the 
aggressive expansion approaches of the global brands. There are multiple reasons why consumers 
tend to choose global products over local ones and the most common reason to observe is its 
ôQualityõ but issues such as the global brandsõ efforts often outweigh even factors like ôPatriostismõ 
in the market.  

Methodol ogy: The paper has been constructed based on practical strategy analysis of 10 
diversified brands to obtain first-hand information about consumer attitudes. The vital attributes 
such as Quality, Branding efforts, Brand Image in relation to Premium Pricing has been analysed 
based on a study of 50 published journal articles on how brands worldwide have been surviving 
the Industry life cycle.  

Findings: Statistical analysis has successfully helped to test variables- Quality and 
Premium pricing to consider factors leading to global brand choices over the local brands despite 
its sophisticated quality improvements by the local brands. The result is somewhat surprising 
where ôQualityõ is not the main driver for consumers to choose local products over the global one, 
yet they tend to pay more for global brands. 

Conclusion: Patriotism, Quality, Brand Image and Premium Pricing are some key criteria 
that firms can use to change the customers preferences of the Industry inducing local consumption 
choices over global brands. Companies; local and global would now justify their productsõ features 
to offer viable products in global business perspective. 
 

The Introduction  
The Food and Beverage Industry of Bangladesh is diverse with variety o f produ cts of both 

global and local brands. The most tempting  are Pran, Akij, Square food & beverage, Abdul Monem, 
and Transcom in the market. Many new locals have emerged in order to compete within the local 
boundaries such as Sajeeb, Dekko etc. The project was initially focused on divers ed categories of 5 
local brands corresponding to 5 international brands. Both the brands are of same/similar product 
category and strategies are somewhat similar except some are dissimilar and the potential reasons to 
limit its b usiness opportunities withi n the national boundar y. 

Global strategy as defined in business terms is an organization's strategic guide 
to globalization . Such a connected world  allows a businessõs revenue to not be to be confined by 
borders. A business can employ a global business strategy to reap the rewards of trading in a 
worldwide m arket (Global Strategy, Wikipedia). Usually a glo bal starategy is designed when 
pressure of cost reduction is high and pressure for local responsiveness is also low such as universal 
Al -tech keyboards for Desktop computers, however, global strategies in this intense arena of global 

https://en.m.wikipedia.org/wiki/Globalization
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competition is very di fficult to sustain and  ultimat ely a customization/adaptability takes place for 
example, Coke started with a global and standardized approach, but ultimately it localized its 
flavours through various modes of  entry to spread across the countries and compromised its taste 
and flavours as well . Internation alization, on the other hand is the attempt to go global with low cost 
pressures and low local responsiveness. In this process, companies start to trade (import and export) 
and make FDI. 

The chosen products and brands for the paper are as foll ows: 
Product category Local brand Global brand 

Ice cream Igloo Baskin Robbins 

Biscuit  Doreo Oreo 

Noodles Cocola Maggi  

Soft drinks Mojo Coke 

Chips  Ring Lays 
 

Overvie w of the food and beverage industry in Bangladesh  
The food and beverage are a fastest growing ind ustry in Bangladesh since the year of 2000 as 

Bangladesh is an agriculture-based country. This industry alone contributes 22% of the economy in 
the nation and around 2.45% of the nation's total workforce (Akte r, 2018). Bangladesh being an 
agricultural nati on with an extensive popula tion can contribute t o a great extent to the food and 
beverage industry. Bangladesh is additionally affecting the global market by s ending out food and 
beverage to 90 unique nations on the planet (Akter,  2018). The food and beverage industry are a 
quickly developing part in Ban gladesh, utilizing a noteworthy part of the workforce in the nation. In 
between 2014 and 2017, the food and beverage industry in Bangladesh developed at an average of 7.7 
percent for each annum  (Bashar, 2017). Economic Census of 2016 from Bangladesh Bureau of 
Statistics revealed that there were roughly 246 medium-sized food and beverage companies are 
providing empl oyment facilities to 19 percent of the mechanical assembling workforce in Bangladesh 
or 8 percent of the aggregate workforce of Bangladesh. The food industry utilizes 2.45 percent of the 
nation's aggregate work power and its impact on t he GDP was 2.01 percent in 2017 (Kundu, 2017). 
Also, there are various small industries and local units occupied wit h food and beverage all through 
the nation. As per some industry experts, the food and beverage sector in Bangladesh is a 4.5 billion 
US Dollar industry. In 201 7, Bangladesh sent out over $700 million worth of processed foods and 
beverages, more than 60 percent were shrimp and fish items. Bangladesh's food and beverage 
industry faces real changes as it undergoes a growth phase in 2018 (Akter, 2018). The Bangladesh 
food and beverage industry have expanded about 22% of the nation's aggregate creation and util izes 
about 20% of the industrial generation workf orce and 2.45% of the nation's aggregate workforce 
(Ahmed, 2018). It is a 4.5-billion -dollar  work that has arou nd 700 food generation and preparing 
organizations (Kundu, 2017).  
 

Li terature Review  
Globalisation provides a great opport unity for entrepreneuri al ventures to expand the 

businesses internationally. With the help of local governments, large corporations, a nd international 
organizations, entrepreneurial enterprises can confront the challenges posed by globalisation and 
economic liberalisation, to improve its competitiveness in the global market, and better serve the 
global consumers (Kumar, 2005). 

Think Global, Act Local: India, China, Korea, Taiwa n South Korea & Pakistan: A study o n a 
Bangladeshi leading fashion brand - Yellow and its international marketing process showed 
demographics and psychographic variables (Ahmed, 2016). The term Glocalisation concept implies 
ôThink global, act localõ which had been developed by Japanese business practices and plays a crucial 
role to enter the Indian markets (Fernandes, 2013). Brands like Mcdonaldõs, Samsung (Lowell & 
Bharat 2012) and Coca-cola have maintained its sustainability and competitiveness in the glob al 
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arena through localisationstratagies. Mcdonaldõs had even introduced a dollar menu. They have 
adapted to the local conditions and cultural differences (Mujtaba, 2007). A study revealed that the 
product localization plays a crucial role in McDonaldsõs success in maintaining its competitiv e 
position in India n market (Panwar & Patra, 2017) and for Korea, a mature woman  dressed 
tradition ally (Michael, 2012). Coca-Cola they are following the Integrat ed Stand approach (Vrontis,  
2003) and so as the leveraged business by Unilever/Hind ustan Lever (HILL)  for fair and lovely 
(Shevde, 2008). Besides, the strategic changes, brands like Starbucks had to go for an International 
Joint Venture to enter the Korean market and gain acceptability (Madadoglu, 2013; Ferman, 2019). A 
study found that Carrefour localized its strategies to suit unique conditio ns in Taiwan such as 
Chinese culture, language, local competition and government policy (Chinomona & Sibanda, 2012). 
Kelloggõs understood the need to appreciate cultural differences. Its new strategy did  not try  to 
replace Indiaõs breakfast habits, but localization campaign was done showing and promoting Indian 
culture (Jha, 2016). Customization rather than globalization is the key to the companyõs strategy in 
emerging markets (Garimella, 2018; Metinetal, 2015). 

Contrast to the localisation, some brands considered standardisation:  Corporations need to 
prepare competitive analysis with a global understanding and global s cale (Haron, 2016) even for 
Sony Ericson (Azuayi,  2016) that follows standardization  strategy in international mar kets. LG 
Electronics carried out differentiated and mixed brand advertising strategies for similar products in 
the U.K. and Russia (Matveev & Nurgaleeva 2012; Matveev & Nurgaleeva 2012). Appl e is focused on 
product quality;  uniqueness with high price throu gh standardization strategy  (Doole & Lowe, 2008). 
However, A study constructed four current debates within the global strategy þeld: (1) cultural vs 
institutional distance; (2) global vs regional geographic diversiþcation; (3) convergence vs divergence 
in corporate governance, and (4) domestic vs overseas corporate social responsibility (CSR). There is 
an underlying theme that connects these four debates: the institution -based view of global strategy 
which can make with diverse  range of cutting -edge debates and topics in global strategy (Peng & 
Lundan, 2008). 

Importance of International Joint Venture, Acquisition, Merger & Export as a mode of en try:   
Concerning the market dimension, high level of dedication seems to require inv estments in 
distribution/sales FDIs or mergers with companies with high dedicati on 
(Testa, 2010). Large brands like Toyota even did a strategic joint venture with GM to spread to 
Europe, North America and other regions keeping its Japanese engineering skills and ideas to the 
central point but this has led them to bu ild high quality ve hicles and maintain customer trust (Ichijo 
& Kohlbacher, 2007). The solution for globally op erating companies ð including Toyota ð has, in the 
past, tended to be to build manuf acturing facilities in developing markets (such as Asian regi ons) 
mainly owing t o its cheap labour costs. However, in developing and producing cars for these 
regions, Toyota used to stay reliant on Japanese designers and engineers, rather than exploiting local 
talent (Ichijo & Kohlbacher, 2007). Brandslike Starbucks also considered joint ventureship with 
Shinsegae Corporation of Korea and recorded an annual growth of 20-25%. Both the companies are 
engaged with corporate social responsibilities and provide w ell-being to the society thereby 
acceptable by the Korean market (Madadoglu, 2013). Successful brands like Netflix almost conquered 
the whole world, after establishing its feet in China as well, in collaboration with the service provider 
Baidu (Mandal, 2017). Chinese enterprises are drawn to politically risky invest ment locations and 
invest abroad primarily for natural resource and strategic asset seeking considerations (Alon, 2018). 
On the contrary, Tesco originally did not envisage divestment or de -intern ationalization as part of 
the original internationalization s trategy process in either the acquisition of Three Guys in Ireland or 
Catteau in France (Palmar, 2004).  

The success and challenges in the online and social media platform: The importance of 
Regional Innovation System (RIS) as an analytical approach and tool for policy presc ription is 
illustrated by two Asian high -tech cases, namely Bangalore's IT RIS in India and Shanghai's high-tech 
RIS in China (Vang & Asheim, 2006). Brands like Ebayhas a focused targetting despite the mass 
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population as its target market. These brands do a thorough analysis of its direct and indirect 
competitors but provide the most focus on customer satisfaction (Mishra, 2010). Food delivery 
mobile apps like Foodpanda even considered for a thorough analysis of its competitiors in the In dian 
market but focus has always been the timeliness ansd customer satisfaction (Ansari, 2016). 
Companies like Dunkin' Donuts used its brand name, logo, colors, and images of its products on  
Instagram to create a strong brand presence. (Lavoie, 2015). Likewise,  LinkedIn,  help students 
differentiate and market themselves and grow their networks, which is a must in todayõs competitive 
job environment (Cooper &  Naatus, 2014).  

Local capabilities into leading Global system: A study showed that the Huawei de termines the 
compli cated ways in which Europe has so far been affected by Chinese high-tech outward FDI as the 
region has been integrated in the companyõs global production network (Drahokoupil, 2017). 
Bangladesh RMG export status with a thorough increased export  (Hossain, 2019) - Bangladesh 
Garments is concentrated on two markets: the European Union EU (28), and the United States of 
America (USA) (Hossain, 2019). 

Walmart has successfully transformed the brand from a regional retail to a leading global and 
US mass merchandising / discount retailer. The key to success has been the core competences in 
Information tech nology and distribution (Banerjee, 2015). Additionally, the Innovation Mill (IM) is an 
initiative, which has been established in collaboration pr edominantly into No kia Corporation 
(Mokter, 2012). Also, tobacco companies like Japan Tobacco Incorporatedõs global expansion and this 
has been accompanied by the development and diversification into new smoking technologies 
(MacKenzie, Eckhardt, and Prastyani, 2017).  

CSR engagement: Companies like Starbucks corporation and its ventured partner Shinsegae 
Corporatio n of Korea engaged with corporate social responsibilities and provide wellbeing  to the 
society thereby acceptable by the Korean market (Madadoglu, 2013). Similarly, Pepsico participates 
in the healthy food market providing value to the society however in this process there were many 
challenges being faced by them (Aguirre-Mar  2013).  

Theoretical aspects come into practice- customer focus, competitor analysis and external study: 
Companies like Walmart stores Inc. have actively considered the PESTEL and SWOT analysis 
besides its business generic strategy as the broad cost-leadership in th e market (Banerjee, 2015). 
Moreover, luxury brands like BMW e ven does a thorough analysis of its competitors based on 
Porters, PESTEL analysis and stakeholder mapping (Eileen, 2015). The Renault- Nissan Alliance has 
established partnerships with other auto makers (Shiga, 2012). In relation to Ansoff, Coca -Cola used 
the Market Penetration Strategy and become established in its home market by increasing market 
share and product usage (Vrontis & Sharp, 2003). One of the other operational (corporate) strategies 
of Emirates is called òbe the first to introduce new products.ó Emirates have also implemented 
another operational strategy (corporate) called òbest customer service provideró (Al-Aali, 2011). 
Thus, American and European full -service airlines have lost a significant proportion of their 
passengers to low cost carriers, the experience now being repeated in the domestic markets of Asia. 
Low cost carriers have reshaped the traditional airline business model and have significantly 
changed the competitive dynamics of the industry. (OõConnell & Williams, 2005). Luxury brands  like 
Giorgio Arman iõs brand have been able to maintain its brand image and have been consistently 
successful (Kern et al., 2017). Brand extensions should be done only after a brand has firmly 
positioned itself in the mind of the consumer keeping its core theme or DNA intact  (Kern et al., 2017).  

Brands like Zomato gives ROI to the advertiser/ restaurant owner (Sethi, 2017) in India . 
Dominoõs Pizza India Ltd is now today a market leader with its 32 1 stores just focusing on customer 
relationship manegement and its direct market ing efforts (Vimi & Shobit, 2012). An exploratory 
study was conducted to examine the impact of product quality and service quality on attitude - and 
behavior-based brand loyalty  for quick -service restaurants (Reich, 2005). Clothing industry, the 
brand H&M h as constructed its sustainable supply chain in developing eco -materials, providing 
safety training, monitoring sustainable manufacturing, reducing carbon emission in distributi on, and 
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promoting eco-fashion (Shen, 2014). Bangladeshi brand Yellow has also considered going 
international by taking the opportunity of cheap labour cost and easy access to raw materials 
(Ahmed, 2016). Retailing is likely to require special consideration s if we are to be able to develop a 
theoretical as well as a practical understanding of knowledge and knowledge sharing in the 
internationalization process ( Jonsson, Elg 2006). IKEA stores in response to market-based learning, 
while higher -level features (fundamental values, vision, etc.) are replicated in a uniform  manner 
across stores, and change only very slowly (if at all) in response to learning (òflexible replicationó) 
(Jonsson & Foss, 2011). 

The literature review has been constructed based on various theoritical issues that came into 
practice by several international brands from  diff erent industries, also including the economic 
automobile sector. The gap found between the literature review and the research paper is how 
perception is driving the consum er behavior about global product purchases apart from some known 
theoritical aspects only.  
 

Research questions 
1. why consumers prefer global brands over local brands? 
2. whether  patriotism factor influences a local product purchase ; 
3. whether quality impovements can enable local companies to charge a higher price; 
4. whether global productsõ quality  and its high price is positively related ; and 
5. which areas can local brands concentrate on in order to meet International standards ? 

 

Hypothesis  
Ho- Global products are not higher in quality than the local products so consumers do not tend to 
pay a premium  price for that.  
Ha- Global products are higher in quality than the local products so consumers pay a                         
premium price for that.  
Ho - Consumers will not  pay a premium price for a local product even if they raise the quality of 
their products. 
Ha - Consumers will pay a premium price for a local prod uct over a global product,  if there are 
quality improvements.  
 

Data Collection and Research M ethodology  
This study was conducted to assess the consumer preference for global products and  brands 

against similar local products or brands. The study also tries to find out the specific u nderlying 
reasons behind them choosing global products and brands over local ones. 

Data Collection: The primary data collection technique for thi s research is ôconsumer surveyõ. 
Diverse range of products and brands are used as reference points for consumers to answer the 
questionnaire. There were almost 80 types of different products and brands from  both local and 
global calibers that were considered but the questionnaire was conducted based on the most 
standardized form to understand why a consum er chooses to purchase a global brand.  

The sample size for the research questionnaire and data collection is 500 respondents. The 
respondents were from shopping malls, super shops, universitites and colleges as it represents many 
consumers of food and beverage products. Some of the respondents were also considered from social 
media. Almost all  the respondents were between 18 to 32 years of age and of them almost more than 
60% were men. This is because non-probability sampling techniques were used for  choosing the 
participants of the survey questionnaire. Snowballing and random  sampling method was used 
because of the availability and unwilling ness of the appropriate  population t o incorporate in the 
sample size. The hypotheses are tested by analyzing the data acquired from survey questionnaires 
through three steps. Firstly, at general level, each of the questions pertaining to the hypotheses is 
seen through a graphical representation which gives us a general understanding of the outcome. 
Then the relationships between the data are run through regression, covariance and correlation to 
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test the relationship statistically between the variables and finally  conclusion was drawn  through the 
ANOVA table and analysis.  
 

Findings  
The survey has been conducted on 500 respondents which revealed that the consumers choose 

the global products over the l ocal products due to Quality  (95.4%), its Brand Image (93.4%) and the 
effective brand communicat ions (79.4%) respectively. It is rational to believe that the cost will rise  
when local products are improved in a way to meet the International standards there fore, prices will 
rise as well. However, the study also revealed that only  28% on average of the general consumers are 
ready to pay a premium price even if the local produc ts raise its quality. 64% on average of the 
respondents believe about the role of Patriotism affect the purchase decision hence they purchase a 
local product over a global product.   

The general people believe that increasing the Quality of the local products (38.8%) and having 
product variety ( 31.6%) can help them compete in the global arena. Interestingly, some consumers 
believe that unfair or fai r pricing of the local products is not an issue in considering a purchase 
decision. 

Summary output  
  

Regression Statistics 

Multiple R  0.05278896 

R Square 0.002786674 

Adjusted R Square 0.000776164 

Standard Error 1.803192875 

Observations 498 

  
Since R square is 0.002, which is only 0.2%, this means that the model does not explain all the 

variability of the r esponse data around its mean.  

ANOVA        

  df SS MS F Significance F 

Regression 1 4.506757 4.506757 1.386053 0.239637418 

Residual 496 1612.746 3.251505   

Total 497 1617.253       

 
ANOVA run analysis and regression analysis  

         

  Coefficients 
Standard 
Error t Stat P-value Lower 95% Upper 95% 

Lower 
95.0% 

Upper 
95.0% 

Intercept 
1.34744164
3 0.671728 

2.00593
2 

0.04540
6 

0.02765753
8 

2.66722574
7 0.027658 2.667226 

X Variable 1 
0.16420582
2 0.139476 

1.17730
7 

0.23963
7 

-
0.10983027
5 

0.43824191
9 -0.10983 0.438242 

 
The p-values are less than 1 indicating weak evidence against the Null -Hypot hesis. Moreover, 

the T-value in this case is positive, which means that the sample mean is less than the hypothesized 
mean. Therefore, there are significant relevant differ ences among the variables. Quality  of the global 
produ ct and Premium price to pay fo r it has a positive co-relationship between them  is (5.3%). Also, 
the variables represent a positive co-variance (5.5%), it means that both are positively related t o each 
other in case of a global brand purchase. 
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Result  Summary  
The analysis and survey results prove that global products are preferred due to its Quality a nd 

how people are ready to pay a premium price for that  as they are positively related. Although, only 
one of the hypotheses is proved and there is a strong relationship between Qual ity and Perception of 
the consumers who are ready to pay higher price for global products but is not same in the case of 
local products. The other hypothesis is therefore rejected, because even if there are significant 
product  improvements in the local pro duct, consumers will still not pay a premium price for that 
due to perceptual brand differences such as Emirates who has been known best for its excellent 
customer services (Al -Aali, 2011) and luxury brands like Giorgio Armani for its consistent brand 
image (Kern et al., 2017). 
 

Limitations and direction for future r esearch 
The number of respondents could be higher for a significant revelation regarding the concept. 

The futur e research scope is higher if further brands and its management could be interrogated 
related to its strategies and positioning in the global pla tform . 
 

Conclusion  
The local products can improve its quality by setting up a benchmark of the global products ; 

choose an effective way of communicating with the consumers with adapting various strategies, 
which will drive the customersõ attention towards  the local products. Based on the survey results, it 
can be stated that the consumers believe if the local companies focus on to develop and improve its 
quality and incorporate more product var iations, then the local products can meet an international 
standard and gain more consumers. 
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Abstract  

The objective of this research is to ascertain the effect of entrepreneurship and small 
business on Nigeriaõs economy.  The study focused on entrepreneurs and small business owners 
in Benue State, Nigeria. The study adopted a cross-sectional survey design. A sample size of 110 
respondents was used, determined by convenience sampling. A structured questionnaire was the 
instrument for data collection. The study found out that entrepreneurship and small businesses 
have a positive effect on Nigeriaõs economy. The study recommends that government at all levels 
in Nigeria should provide a conducive environment for businesses to strive. 
 

1. Introduction  
It is no secret that entrepreneurs and small business owners have received greater recognition 

as drivers of economic growth. Studies have shown that long-term economic growth and prosperity 
require participation  from entrepreneurs  and small business (Domingo , 2017; Forsman, 2011; 
McKeever, Anderson &  Jack 2014). Entrepreneurship leads to the creation of new businesses and 
drives economic prosperity.  Entrepreneurship is thus a driving force withi n the economy, 
particularly because of the entrepreneursõ innovative nature ( Domingo , 2017). 

Entrepreneurship is as old as man. The point at which man  stopped satisfying only  his needs 
and accommodated the needs of others marked the real origin of entrepreneurship. Its development 
has been gradually corresponding with the  development of the human race Ayegba (2016). In the 
beginning, entrepreneurship started w hen people produced more products than they n eeded, as 
such, they had to exchange these surpluses. For instance, if a blacksmith produced more hoes than he 
needed, he exchanges the surplus he had with what he had not but needed; maybe he needed some 
yams or goat etc., he would look for someone who needed his products to exchange with (Adebayo 
& Kolawole, 2013). By this way, producers came to realize that they can concentrate in their areas of 
production to produce more and the n exchange with what  they needed. So, through th is exchange of 
products, entrepreneurship started. 

Small scale businesses play  import ant and crucial roles in the industrial  development of any 
country (Ahmed, 2006). According to Ojo (2009), small-scale businesses have a better prospect for 
developing dom estic economy through the generation of goods and services that propels the 
economy of Nigeria. The need to focus on small scale industry became important in Nigeria because 
it was a means of ensuring self-ind ependence, job creation, and import substitutio n, effective and 
efficient uti lization of local raw materials (Ojo, 2009). Small businesses in Nigeria contribute to 
employment and is a path to entrepreneurship. The focus of small businesses has shifted from 
providing only social goods b ut as a vehicle to entrepreneurship (Thurik &  Wennekers, 2004). 
Therefore, it serves as a source of job creation and economic growth. Hence, the reason policy makers 
in Nigeria pay attention to  entrepreneurship and small businesses. 
 

1.2   Research Objective 
 The objective of this study is to ascertain the effect of entrepreneurship and small busin ess on 

the Nigerian economy.  
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1.3 Research Hypothesis  
Ho1: Entrepreneurship and small businesses have no effect on the Nigerian economy. 

 

2. Concept of Entrepren eurship  and Small  Business 
Entrepreneurship is an essential variable in any economy growth and  development. 

Entrepreneurship is the willingness  and ability to identify business opportunities through  creativity 
and innovation and establishing necessary machinery to run busi ness enterprise successfully. Adidu 
and Olannye (cited in Nzewi, Onwuka & Ony esom, 2017) stated that entrepreneurship can be 
described as a process which involves the transformation of innovative  and creative ideas into 
profitable activiti es especially outside an existing organization.  Entrepreneurship has gained global 
recognition  in facilitating employment generation and  economic transformation. It is a veritable tool 
for poverty  eradication and reduction of social vices. The concept of entrepreneurship has been 
associated with several activities concerned with the establishment and operation of business 
enterprise. These activities include but not limited to identification of investment opportunities;  
decision-making regarding available o pportunities to exploit;  promoting and establis hing business 
enterprises; aggregation of the scarce resources for production and distribution of  goods and 
services; organization and management of human and material resources for the attainment of the 
objecti ves of the enterprise; risk bearing and innov ation (Onyeom & Uwaifo, 2013). The effective 
performance of the above activities is critical to the birth,  survival, and growth of the business 
enterprise. 

Entrepreneurshi p contributes greatly to the economic wellbeing  of a given economy. This can 
be seen through : 

Create jobs through the formation of new enterprises, especially small-scale businesses. 
Raise productivity through various forms of innovation.  
Facilitate transfer of technology or the adaptation of  existing ones. 
Harness resources that might otherwise remain idle and  put them into productiv e use. 
Stimulate growth in those sectors which supply it with  inputs.  
Reinvigorate small scale businesses and also public enterprises. 
Encourage and sustain economy dynamism that enables an economy to adjust independence 

and status for themselves in society. 
Oborah (2003) averred that entrepreneurship is a veritable  employment alternative to wage 

employment and panacea to graduate unemployment. According to Nzewi et  al (2017), 
entrepreneurship  in Nigeria is characterized by small scale enterprises in all sphere of the economy 
ranging from agro -based to service industry and that it constitutes about 97 percent of all businesses 
in Nigeria.   Entrepreneurship goes through stages, namely; conception of business idea, evaluating 
business opportunities, initial starting of the business, nurtu ring to the business to grow to maturity, 
maintaining st ability of the business growth, expansion of the business and improving 
standard /quality to business decline. This process is exhilarating and encouraging to the 
entrepreneurial minds.  

The majority of business enterprises in Nigeria like most  other countries consist of small and 
medium businesses. Small business constitutes a vital element in the business life of any country 
such as Nigeria. Nigeria small business enterprises are still predominantly in the traditional state 
with  only a few in the better -organised stage. Nzewi et al (2017) brought  out four broad classification 
of Small and Medium  Enterprises; (a) Micro/Cottage Ent erprises, (b) Small Scale 
Industry/Enterprises and (c) Medium Scale Industry/Enterprises and (d) Large Scale/Companies. 
The first term refers to an industry/enterprise wit h a labour size of not more than 10 workers or total 
cost of not more thanN1.5 millio n, including Working Capital but excluding the cost of land. The 
second class is an industry or enterprise with workersõ strength of between 11 and 100 or a total cost 
of not more than N50 million, including t he cost of land. The Medium  Scale Industry refers to an 
industry with a labour size of  between 101-300 workers or a total cost of over N50 million,  but not 
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more than N200 million including working capital,  but excludin g the cost of land. The fourth  term 
refers to an indust ry or enterprise with a labour size of over 300 workers or a total cost of over N200 
million. The Development of any  enterprise whether (micro, small, medium or large) is a  necessity 
that calls for concern by any entrepreneur. It  involves the size of the business which consists of many 
factors such as market and technology (Durowoju , 2014). If the market is small, only small or micro 
economic activities will be viable.  

This is because the market size itself is also determined by the level of real income per capital 
and the size of population,  which together determine the actual numbe r of buyers. Small and 
Medium Enterprises (SMEs) involved in manufacturing  industry to produce a variety of goods that 
can be grouped into two categories, viz -a-viz , consumer and industrial goods.  

Despite the strong competition by the large enterprises, SMEs are able to survive because their 
products are differentiated by nature or acquirement thereby creating  niche for themselves e. g 
handicrafts which are outsid e the competitive  area of items that are similar but more sophisticated 
and produced by large enterprises with  machines. As a result, SMEs have a better chance to survive 
and hence to grow and develop, whereas they would be out priced in the market if they  tr ied to 
compete with large  enterprises by making exactly the same products when the economic scale of 
output prescribes large enterprises accessing modern technologies. 
 

2.2. Distinction between Entrepreneurship and Sm all Business  
Small business owners are not dominant i n their field, and usually do n ot engage in many new 

or innovative  practices. They may never grow large, and the owner may prefer a more stable and less 
aggressive approach to running the business. Since small firms include those purchased  as ongoing 
business as well as franchises, small business owners can be viewed as managers of small businesses. 

On the other hand, entrepreneurial ventures, according to Hodgets & Kuratko (2002), are those 
for which the  entrepreneur's principal objectives  are profitabilit y and growth. Entrepreneurs and 
their financial backers are usually seeking rapi d growth and immediate profits. They even may seek 
a sell-out of their business with large  capital gains. Thus, entrepreneurs may be viewed as having a 
differe nt perspective from small business owners in the actual development of thei r firm. Therefore, 
Richard (2000) and many other authors defines entrepreneurship, in the traditional way, as the 
process of initiating a business venture, organising the necessary resources, and assuming the 
associated risk and reward. Venkataraman (1997) argued that entrepreneurship involves two 
phenomena: 1) the presence of profitable opportunities and 2) the presence of enterprising 
individuals.  
 

2.3. Contri butions of Small -Scale Busin esses to the Economy 
Small scale businesses contribution greatly to the economic development of Nigeria .  

According to Agbonifo (2009), Nzewi et al (2017), and Ayegba (2016) include: 

¶ They provide an effective means of mitigating rural urban migration  and resource utilization  
through their widespread,  

¶ Source of employment to Nigeria  populace,  

¶ They also retain a competitive advantage over larger enterprises by serving dispersed local 
markets and produce various goods with low scale economies for niche markets, 

¶ Provisi on of an effective means of stimulating  indigenous entrepreneurship and producin g 
intermediate  products for use in large scale enterprises. 

 

2.4. Major challenges confronting Entrepreneurs and Small B usin ess in Nigeria  
The major challenges faced by entrepr eneurs and small business owner include lack of 

adequate funding, Poor record keeping and information management, Inability to  distinguish 
business capital from personal money, lack of crucial infrastruct ural facilities and Lack of proper 
business and management skills/knowledge (Doming o, 2017; Toyin , Issa & Chima, 2014; Ishola, 
Olaleye, Ajayi &  Femi, 2013). 
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(a) Lack of adequate funding 
Inspite of the tremendous benefits of small businesses on economy development, improvement 

of local technology and development of indigenous en trepreneurship and among others, small 
businesses in Nigeria have recorded a gross under performance over the years and this has 
undermined its contribution to  economic growth and development. Small business owners across the 
country attributed this  situation to poor funding of small businesses. And this comes in the area of 
securing adequate fund to start-up the business, and lack of funding to sustain and  upgrade small 
businesses.  

(b) Poor record keeping and informa tion management 
Poor record keeping and lack of information management are very pronounced amon g 

Nigerian  small businesses. These phenomena undoubtedly pose many challenges to the success of 
small businesses in Nigeria . 

 

(c) Inability to distinguish busine ss capital from p ersonal money 
Despite the fact that a vast majority of small businesses in Nigeria do not have proper 

accounting system which is threatening their bu siness performance and survival, inability to 
distin guish working capital  from money meant  for personal use is another problem faced by owners 
of small businesses in Nigeria. 

(d) Lack of crucial infrastructural facilities  
Also, another glaring challenge been faced by small businesses in Nigeria is lack of 

infrastructural  facilities. Provision o f Infrastructural  facility, according to Boter and Lundstrom 
(2005) can make or break entrepreneurs. This means, in other words, that availability of 
infrastructural  facilitie s can determine the success or the failure of small businesses. In Nigeria, these 
problems have been around for decades and still linger on. Basic facilities such as uninterru pted 
electric supply, good road network, good water supply, and efficient waste disposal facilities, and 
other essential infrastructures needed to support society and business operations are lacking. 
 

3. Research Methodology  
The objective of this research is to ascertain the effect of entrepreneurship and small business 

on the Nigerian Economy.  The study focused on entrepreneurs and owners of small businesses in 
Benue State, Nigeria. The study adopted a cross- sectional survey design. A sample size of 110 
respondents was used, determined by convenience sampling. A structured questionnaire was the 
instrument for data collection. Th e questionnaire was personally administered to entrepreneurs and 
owners of small businesses. Out of the 110 questionnaires issued, 100 questionnaires were properly 
filled and were used, which translates to 91 per cent response rate.  
 

3.2 Validity and Reliab ility of Instrument  
 Validity is the ability of a m easuring instrument to produc e reliable results as well as measure 

what it  claims to measure (Akpa, 2011). A valid measure is one that produces true results that agree 
with the true situation and pr evailing conditions of the environment i t purports to stud y. 

Reliability of scale indic ates the stability and consistency with whic h the instrument measures 
the concept and helps to assess the goodness of a measure (Sekaran, 2000). To test the reliability of 
the instrument, the Cronbachõs alpha test was conducted with the data collected 

 

Table 3.1: Reliability Statistics 

Source: SPSS Output 

Variable  An chor No. of Items Cronbach Alpha  

Entrepreneurship and Small business 5 Points 3 0.785 

Economic Growth  5 points 3 0.753 
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       Table 3.1 shows different Cronbachõs Alpha for the 2 constructs of the questionnaire (1 
independent variable and 1 dependent variable).  Entrepreneurship and small business have 0.785; 
while economic growth  has 0.753. Overall, all the items in each variable in the questionnaire have a 
good reliability. This is because all Cronbach alpha values are in excess of minimum value of the 0.60 
recommended by Cronbach and Nunnally (in Adepoju & Suraju, 2012). 
 

4. Analysis  
     Descriptive statistics and multiple regression  were used to check the effect of 

entrepreneurship and small business on economic growth . 
Table 4.1. Descriptive Statistics 

 
N 

Minimu
m Maximum    Mean 

Std. 
Deviation  Skewness Kurtosis  

 Statisti
c Statistic Statistic Statistic 

Std. 
Error  Statistic Statistic 

Std. 
Error  Statistic Std. Error  

Entrepreneurship and  
small business 

435 1.00 5.00 3.32 .04318 .90 -.452 .117 .062 .234 

Economic growth  435 1.00 5.00 3.57 .04896 1.02 -.646 .117 -.246 .234 

Source: SPSS Output  
           The statistics in Table 4.1 also shows that the mean of value for  Entrepreneurship and  

small business was 3.32 with a standard deviation 0.90. This shows that the level of dispersion is 
wide, while for economic growth, the mean value  is 3.57 with the standard deviation as 1.02.  

Table 4.2. Coefficients 

Model  

Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. 

95% Confidence 
Interval for B  

B Std. Error Beta 
Lower 

Bound 
Upper 

Bound 

 (Constant) -.291 .234  -1.244 .214 -.750 .169 

Entrepreneurship and 
small business 

.340 .045 .300 7.518 .000 .251 .429 

a. Dependent Variable: Economic growth       

Source: SPSS Output 
 

4.2 Hypothesis Test  
Ho1: Entrepreneurship and small businesses have no effect on the Nigerian economy 
Table 4.2 displays the t-values and probability value for entrepreneurship and small 

businesses. Given that the cri tical value of t is ±1.96 and the calculated value of t = 7.518, p < 0.01 the 
study  rejects the null hypothesis and concludes that entrepreneurship and small businesses has effect 
on the Nigerian  economy. 

 

5. Conclusion  
Entrepreneurship and small business inspite of its challenges which are lack of adequate 

funding, p oor record keeping and information management, i nability to  distinguish business capital 
from personal money, lack of crucial infra structural facilitie s and lack of proper business and 
management skills/knowledge ; it still has a positive effect on economic growth. Such as job creation, 
raise productivity thro ugh various forms of innovation, f acilitate transfer of technology or the 
adaptation of  existing ones, harnesses resources that might other wise remain idle and  put them into 
productive use, and stimulate growth in those sectors which supply it with  inputs . 
 

6. Recommendation  
This paper recommends that government should provide an en abling environment for 

entrepreneurs and small business owners to strive, through the provis ion adequate funding, crucial 
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infrastructural facili ties, organizing training programs for entrepreneurs and small business owners, 
patronizing entrepreneurs and sm all business owners, among others. 
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Abstract  

Purpose of the research: Despite empirical evidence in support of the gravity theory of 
trade, the applicability of the theory in Halal food trade appears confusing and inconclusive in the 
adolescent Halal literature. This study aims to further investigate this issue when analysing the 
Halal export opportunities for Malaysia.  

Design/methodology: This study examines Malaysiaõs top 10 exportable food 
commodities with the respective Key Halal markets for the period of 2000-2017 by using the panel 
data analysis approach including the Hausman-Taylor model. 

Results/findings : This study finds that the application of the gravity theory of trade 
within the Halal context provides mixed results. Being consistent to the theory, economic size of 
both exporter and the trading partners positively influences trade; however, as theoretically 
predicted, distance between trading partners does not always appear as barrier for Halal food 
trade. In addition, the study identifies the food commodities which displays market potential 
within the Key Halal markets. This will allow Malaysia to strategically diversify its exports in 
food commodities to the Halal markets. For example, given a market potential for Oil of Palm, 
Food Preparations, Oil of Palm Kernel and Cocoa Powder and Cake, Malaysia could consider 
diversifying its exports in these products to the Key Halal markets.  

Practical implication and conclusion : This study suggests that the application of 
gravity trade theory cannot be generalized for Halal food trade. It rather appears as commodity 
specific. Hence careful commodity selection is crucial for Halal food export diversification.  
 

Introduction  
Malaysia is described as an export dependent nation due to its heavy reliance on exports in 

fuelling the economy. 71% of Malaysiaõs GDP was attributed to its export activity as of 2017 (World 
Bank, 2019). Despite the benefits of internalisation such as improved productivity and 
innovativeness (as in Krugman, 1985), Malaysiaõs overreliance on its export sector makes it 
vul nerable to potential adverse economic shocks affecting its trading partners. For instance, adverse 
consumer sentiments during the 2008 US Subprime Mortgage Crisis led to a lower demand for 
Malaysiaõs exportable goods, which in turn resulted in the economic slowdown of Mal aysiaõs 
economy (Kabir, Salim & Bloch, 2018). A 0.1% GDP growth was recorded during the fourth quarter 
of 2008 compared to the average GDP growth of 5.9% during the first nine months of 2008 (Lim & 
Goh, 2010). Given the risks inherent in in ternational trad e, Malaysia could minimize the risks by 
diversi fying its portfolio of export destinations as opposed to sole reliance on its traditional trading 
partners.  
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Given Malaysiaõs exemplary Halal standards as mentioned by the Codex Alimentarius 
Commission (responsible for the regulation o f food preparation g lobally)  and the lucrativeness of the 
global Halal market, Malaysia could consider diversifying its exportable food commodities to Key 
Halal Mar kets (Detail on the Key Halal Mark ets is presented in Appendix A)  (Kabir, Shams & 
Lawrey , 2018). With  the growing Muslim population and their increased purchasing power, the 
global Halal market is currently valued at US$ 3 trillion and projected to grow to  approximately US $ 
8 trillion by 2 030 (Husin, 2018). The Halal market is very broad and incl udes a wide range of goods 
such as food and beverages, personal care products, cosmetics, as well as services covering 
restaurants, hotels and banking and finance (Mazlan & Hamzah, 2015). However, the Halal food 
market is most promising as a recent estimate suggests that the global Halal food and beverage 
market size alone was US$ 1,173 billion (16.6% of the global food and beverage industry) in 2015 and 
is expected to be worth US$1,914 billion by 2021 (18.3% of the global food and beverage industry) 
(Thomson and Reuter, 2018).  

Successful accession into these markets require the realignment of Malaysiaõs trade policies to 
suit the trading mechanism underlying trade with Halal markets . Being known as the workhorse of 
international trade, the gravity theory of trade posits that trade among country pairs are 
proportionately enhanced by their economic size but is inversely related to the distance separating 
them. The most common finding i n studies adoptin g the gravity framework is the adverse distance 
effect on trade (Frankel, 1997; Disdier & Head, 2008; Berthelon & Freund, 2008). Larger the distance 
separating trading pairs apart, higher the transportation costs incurred  thus suppressing trade 
relations as exportable goods become more expensive. However, past studies assessing Malaysiaõs 
trade relations with various Halal markets either documented a positive distance effect or an 
insignificant distance effect on trade (Abidin, Bakar  & Sahlan, 2013; Masron, Nik Azman  & H assan, 
2014; Mazlan & Hamzah, 2015). A common explanation for such inconsistency is the inelastic 
demand for Halal food commodities by consumers thus indicating their willingness in paying a 
premium price fo r Halal goods (Abi din et. al., 2013; Masron et. al., 2014; Mazlan & Hamzah, 2015). In 
other words , the institutional effect of Islam on its believers to consume only Halal food items make 
economic agents within Halal markets more behavioural thus explainin g their willingnes s to pay a 
premiu m in ensuring the Halal status of their purchase.  

Considering the differing trading mechanism underlying trade with Halal markets and the 
limited number of studies contributed towards this line of literature, this study  aims at investigating 
whether the conventional t rade theory such as gravity theory is compa tible with Halal trade. We do 
this by analysing Malaysian exports of 10 food commodities from 2000 to 2017 to the Key Halal 
markets thus covering 80% of Malaysiaõs food export. The study has several find ings. First, standard 
gravit y model  cannot equally explain the trade pattern of all 10 Halal food commodities. Instead, 
designing commodity specific augment gravity model would better explain Malaysiaõs export 
potenti al for Halal food i ndustry , implying  that Malaysiaõs Halal export policy might have to be 
commodity specific. Second, demand from the Muslim community of the trading partners show 
significant positive influence on trade for three out of ten commodities. Hence, Malaysia may have 
high demand only for selected Halal food com modities. Third , except for Oil of Palm, Food 
Preparation and Pastry, the coefficients for distance between the trading partners appear as positive. 
This result drift away from a basic assumption of gravity t rade theory that trade is inversely 
proportional  to the distance, i.e., the cost involved in trade between the trading partners . Thus, the 
study  supports that of Abidin et. al.  (2013), Masron et. al. (2014) and Mazlan & Hamzah (2015) that 
demand inelastici ty of Halal food  may have important role in Hala l trade policy. However, previous 
studies covered either OIC members or Middle east countries, while the current study covers the Key 
Halal market which includes countries from Middle east,  Asia, Africa and Europe. Overall, the study 
suggests that the conventional trade theories cannot be generalized for Halal food exports, rather be 
commodity specific. Thus, Halal food export requires careful commodities selection as well as 
commodity speci fic policy focus.   
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The paper is organized as follows. Section 2 explains the theoretical fr amework for the study, 

followed by the details for variables and estimation techniques in Section 3. Section 4 explains the 
results, and the last section concludes the paper.  

 

The Theoretical Framework  for Halal Trade 
Earlier stud ies such as Tinbergen (1962) and Poyhonen (1963) employed the gravity model of 

trade with  a high predictive power of the gravity specification . The model has been widely applied  
within trad e literature in examining the impact s of various trade enhancing and impeding factors. In 
particular, m uch research has been directed at examining the adverse effects of transportation costs 
(Frankel, 1997; Berthelon & Freund, 2008; Disdier & Head, 2008; Hornok & Koren, 2015), 
administrative  barriers to trade (Djankov, Freund & Pham, 2010; Hornok & Koren, 2015), cultural 
and linguistic dissimilarity on trade (Grossman, 1998; Felbermayr & Toubal, 2010; Ku & Zussman, 
2010; Lohmann, 2011; Oh, Selmier & Lien, 2011; Carrere & Masood, 2018), and the trade promo ting 
effects such as establishing a regional trade agreement (Ghosh & Yamarik, 2004; Carrere, 2006; Yang 
& Martinez -Zarzoso, 2014; Barbalet, Greenville, Crook, Gretton, & Breunig, 2015; Bhattacharyya & 
Mandal, 2016) and economic size of trading pairs. 

Despite the wide emplo yment and support for th e gravity framework, the limited application 
of the gravity specification in Halal trade literature  makes the applicability of the gravity framework 
wit hin the Hala l context questionable. Among few,  Yunus & Ismail  (2009) highlighted  the trade 
enhancing effect of economic size and FDI in promoting Malaysia -OIC trade relations. On the other 
hand, factors such as exchange rate volatility and distance between trading pai rs suppress trade 
between Malaysia and OIC countr ies. Additionally, Masron et. al. (2014) concluded that the 
population of the importing country and size of both the exporting and importing country enhances 
Malaysiaõs exports to MEACs (Middle E astern Asian Countries) whereas distance between trading 
pairs discourages trade. Furthermore, Abidin et . al. (2013) found that the real exchange rate of both 
Malaysia and OIC member countries significantly and positively effects Malaysia -OIC trade whereas, 
the per-capita GDP of Malaysia  and the consumer price index of OIC member countries negatively 
effects Malaysia-OIC trade. Mazlan and Hamzah (2015) as well supported the applicability of the 
gravity framework by showing  a positive association between Malaysiaõs halal exports and the GDP 
and population size of the importing country. However , Abidin et. al.  (2013) observed a positive 
distance effect on trade with a 10.73% increase in trade with each kilometre increase in distance 
between Malaysia and OIC member countri es. Similarly , Masron et. al.  (2014) observed a diversion 
from the gravity specification du e to the insignificant distance effect on trade between Malaysia and 
MEACs.  

Diversions from the gravity framework in Halal  trade is driven partly by consumer beha viour. 
Consumer-based brand equity specifies that the product attribu tes of a product guides consumer 
preference of a brand over the other (Butt, Rose, Wilkins  & Haq, 2017). However, given the onset of 
religious iden tity, Butt  et. al. (2017) suggest that consumers differentiat e products based on 
psychological and behavioural characteristics as opposed to a productõs attribute. For instance, 
despite a Cadbury bar being identically the same globally, consumers may prefer a Cadbury bar 
from Malaysia for  its Halal certification. Thus, the determinants of consumer-based halal brand 
equity (CBHBE) measures the propensity for a consumer to opt for a halal certified brand over its 
non-halal counterpart. Butt  et. al. (2017) claim that  self-expressive religious benefits (SERB) of 
Muslims is the strongest determinant  of CBHBE. That is, consumers in consuming halal goods may 
feel a sense of being rewarded as they have successfully hindered themselves from consuming 
prohibited goods. Hence, the positive effect of H alal certification on consum er behaviour occurs due 
to the institutional eff ects of Islam on its believers (Mazlan & Hamzah, 2015; Masron et. al., 2014; Butt 
et. al., 2017). Thus, agents within Halal markets seem to be more behavioural as opposed to depicting 
cost saving behaviour as posited by the gravity specification. The institutional effect of reli gion 
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dictates the consumption patterns of consumers (Cosgel & Minklers, 2004). This therefore may 
explain the diversions from the gravity specification as evidenced  by Abidin  et. al. (2013) and Masron 
et. al. (2014).  

Considering such behavioural differen ce, one would  expect a different trading mechanism 
underlying trade with Halal markets as opposed to trade with conventional markets.  We test this 
difference in the Gravity framework. Following the liter ature discussed in this section, the basic 
framework of this study  is as follows: 
 

()s-=
1

ijjiij tgdpgdptrade  é é é (1) 
 

Here, igdp is the GDP of country i, 
jgdp is the GDP of country j, and t ij is the bilateral trade 

cost factor. Further elaboration of the model is discussed in the next section. 
 

Description of Model and the Estimation Technique  
Considering  the discussion of the above section on possible diversification of Halal trade 

behaviour from the conven tional trade model, the augmented gravity model used in this study is as 
follows:  

 

                                                                                                                                               é é é (2)                
 

Here,  is the exports from exporting country  to the respective Key Halal markets 

(country );  and  represents the production capacity of the exporting  country and 

potential demand by Muslim consume rs from the importing country r espectively;  

refers to the market size (number of potential consumers) in the importing country;  

represents the distance between the exporting and importing country;  is a dummy variab le 

which takes a value of 1 if country pairs share a common border, 0 otherwise;  is a 

dummy variable wh ich takes a value of 1 for country pairs sharing the same official language, 0 

otherwise;  is a dummy variabl e which takes a value of 1 for country pairs who  were ever in 

a colonial relationship, 0 otherwise;  is a dummy variable which takes a value of 1 if country 

pairs are signatories to the same regional trade agreement, 0 otherwise;  and  represents the 

exporter-year and importer -year fixed effects respectively.  
 

Variables identified in Equation 1 are  described in the Table below. 
 

Variables Description  

LGPDi  LGDPi = (Log) Exporters GDP 
Based on the value-added approach, GDP represents the monetary value of all finis hed goods 
and services produced within a country. Inclusion of LGDPE therefore acts as a proxy in 
measuring the production capacity of the exporting country. The more goods a country is able to 
produce, the more supply it has to increase its volume of exports. This rationalises the posited 
hypothesis of a positive association between trading volumes and exporters GDP via the gravity 
theory of trade.  

LGDPj LGDPj = (Log) GDP of the Importing Country  
Based on the expenditure approach, GDP represents the sum of purchases made within an 
economy. Given that an increase in purchases by the importer suggests a higher demand for 
goods and services, inclusion of importers  GDP acts as a proxy in measuring the potential 
demand for intern ational goods. Hence, a significant and positive association between importers 
GDP and volume of exports imply a sign ificant market for the considered food commodity.   

LMUSPOPj LMUSPOPj = (Log) Muslim Populat ion of the Importing Country  
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The demand for int ernational goods derives from b oth the population and/or GDP per capita of 
the importing country. Inclusion of popula tion assesses the market size (number of potential 
consumers) of the importing country where as GDP per capita proxies the purchasing power of 
consumers. Given a positive and significant effect of Muslim population on volume of exports, 
one could infer a significant demand for the considered food by a lar ge portion of the Muslim 
community within t he considered market.  

LDISTi j LDISTij = (Log) Distance  
The larger the distance separating trading pairs apart, the higher the transportation costs 
incurred thus suppressing trade relations. This rationalises the adverse distance effect on trade as 
hypot hesized by the gravity theory of trade. 

BORDERij BORDERij = A dummy variable which either takes a value of 1 for trading pairs sharing a 
common border or 0 for tra ding pairs who do not share a common border. Give n the lower 
transportation costs incurred b y neighbouring countries, the gravity theory of  trade posits higher 
levels of trade between bordering countries.  

COMLANG ij COMLANG ij = A dummy variable which eith er takes a value of 1 for trading pairs speaking the 
same official language or 0 for trading  pairs who do not speak the same official langu age. 
Not only does speaking the same official language enhance trust trade relations but it as well 
reduces the transaction costs to trade. For instance, countries speaking dissimilar official 
languages induce the need in hiring a translat or thus making tr ade more expensive. Given that 
trade becomes more expensive, the levels of trade among country pairs are predicted to  decline. 
Hence, as predicted by the gravity theory of trade, higher levels of trade are expected for 
countries speaking the same official language.   

COLTIESij COLTIESi j = A dummy variable which either takes a value of 1 for  trading pairs who were ever i n 
a colonial relationship or 0 for trading pairs who were never in a colonial relationship. This 
variable has been commonly used within tra de literature as a proxy for cultural similarity.  
Given the uniqueness of each culture, the dietary requirements posed by different cultures may 
require the alteratio n of international goods to suit the import ers cultural background. With an 
increase in transaction costs thus making trade more expensive, trade between countries of 
dissimilar  cultural backgrounds is expected to be lower compared to countries of similar cultural 
backgrounds. Hence, as posited by the gravity theory of trade, t rade among country pairs with 
similar cultural b ackgrounds are predicted to trade more with each other.  

RTA ij RTA ij = A dummy variabl e which either takes a value of 1 for signatories of the same regional 
trade agreement or 0 for signatories of different r egional trade agreements. 
Given the abolishment/ reduction of tariffs between signatories of the same regional trade 
agreement, the reduction in trading costs should result in higher l evels of trade. This justifies the 
positive  effect of regional trade agreements on trade as hypothesized by the gravity t heory of 
trade. 

Table 1: Description of Variables  
 

Despite its empirical success at uncovering the trading dynamics , the applicability  of the 
gravity theory of trade within the Halal context remains unclear. This study assesses the predictive 
power of the gravity theory of trade in  predicting Malaysiaõs exports to the Key Halal markets. The 
results could contribute in aligning  Malaysiaõs trade policies with the trading dynamics of the Key 
Halal markets. In addition, given the  differing demand structures of  consumers within internati onal 
markets, Malaysiaõs accession into the Key Halal markets depends on its composition of exports. 
Hence, this study contributes in  identify ing the food commodities which displays  market potential  
within the Key Halal markets. Considering th is research objectives, the study is centred at 
determining the market p otential for exportable food commodities by Musli m consumers. Hence, the 
importers GDP has been recalculated by multiplyin g the Muslim popu lation with the GDP per capita 

of the respective importing country  and expressed as . The Halal trade model developed 

in Equation 2 has been further modif ied by  with . Such modification of the 

model tells us whether estimated export potential change s if we control  for purchasing capacity of 
the importerõs Muslim community instead of purchasing capacity of the importer . Thus, the 
modified model  appears as: 
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                                                                                                                                        é é é (3)  
 

A two -way fixed effect model has been a commonly  recommended gravity model estimation . 
Disdier  and Head (2008) documented the increasing number of studies in incorporating importer 
and exporter fixed eff ects within their gravity specification. An derson and Van Wincoop (2003) and 
Silva and Tenreyro (2006) support this approach  due to its ability in capturing the multilateral 
resistance faced by trading pairs . The failure in incorporating the multilateral r esistance faced by 
trading pairs would lead  to an omitted variable bias as Gaurav and Mathur (2016) have evidenced. 
Sun and Reed (2010) as well stress the importance of including year effects within the grav ity 
specification due to its abilit y in controlli ng for economic shocks affecting global trade. However, 
estimation of gravity model relying on  the fixed effect may suffer from potential endogeneity (e.g. 
Chit et al. 2010). The Hausman-Taylor model (HTM) i s strongly suggested by Egger (2002) to avoid 
such endogeneity issue in gravity model.  

Considering that economic shocks such as the 2008 financial crisis and 2015 Chinese stock 
market crash coincide with the period of interest of this study, y ear fixed effects were initially  
employed within  the gravity specification of this study.  However, in counter to the endogeneity 
effect in the model, the models are re-estimated using the HTM technique. Results for the HTM 
models are discussed in the next section and results for year fixed effect models are presented in 
Appendix.  The estimated results are adjusted for heteroskedasticity, serial correlation and outliers.  

 

Results and Discussion 
The models (Equation 2 & Equation 3) are estimated on export data for 10 selected 

commodities as listed below in  Table 2. The estimated results are presented in Table 3 and Table 4 
explained below in Section 4.1 and Section 4.2. 

 
No Commodity  %Malaysiaõs Food 

Exports 
Cumulative % Malaysia 
Food Exports 

1 Oil of Palm 53.706 53.70616 
2 Food Preparations 5.618 59.32396 
3 Oil of Palm Kernel 4.848 64.17245 
4 Pastry 3.289 67.46111 
5 Cocoa Butter 2.965 70.42624 
6 Coffee Extracts 2.415 72.84156 
7 Food Preparations of Flour, Meal or Malt Extract.  2.334 75.17597 

8 Cocoa Power and Cake 1.993 77.16928 
9 Non-Alcoholic Beverages 1.939 79.10872 
10 Fat Preparations 1.758 80.86671 

Table 2: The list of 10 commodities selected based on Malaysiaõs export share (2016) as 
published by the Food and Agriculture Organization of the Uni ted Nations. 

 

4.1 Gravity Theory  
The gravity theory of trade  postulates the trade enhancing effects of regional trade agreements, 

contiguity, economic size and commonality of both linguistic and cultural backgrou nd of trading 
pairs on trade. However, the theory also predicts that trade relations among country pairs  deteriorate 
with distance. This study observes a quite consistent but mixed result for different commodities, 
especially in case of distance between the trading partners. The results are explained below.  

Based on the value-added approach, GDP represents the monetary value of all finished goods 
and services produced within a country. Inclusion of exporters GDP therefore acts as a proxy in 
measuring the production capacity of the exporting country.  The more goods a country can produce, 
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the more supply it must increase its volume of exports. This rationalises the posited hypothesis of a 
positive association between trading volumes and exporters GDP via the gravity theory of trade. 
Referring to Table 3 and Table 4, signs for coefficients of exporter GDP are as expected, indicating to 
positive effect of exporters GDP on trade. Similarly, coefficients are significant  except for Oil of Palm 
Kernel in Table 4. Thus, the result confirms that increase in Malaysian GDP would increase Halal 
exports. For example, a 1% increase in Malaysian GDP is predicted to increase Halal exports of the 
Oil of Palm by (e1.1341 or) 3.1% on average, ceteris paribus.  

Based on the expenditure approach, GDP is merely the sum of purchases made with in an 
economy. Given that an increase in purchases by the importer suggests a higher demand for goods 
and services, inclusion of importers GDP acts as a proxy in measuring the potential demand for 
international goods. Hence, as predicted by the gravity the ory of trade, an increase in importers GDP 
should result in higher levels of exports . From the regression output presented in Table 3, the 
coefficients of impor ter GDP are positive for all commodities; however, are significant for all 
commodities except Oil of Palm. This result indicates that except for Oil of Palm, higher expenditure 
capacity of the Halal market will induce Malaysian Halal export. Similarly, in Table 4, coefficients of 
importerõs Muslim GDP is positive and significan t for all commodities except Oil of Palm. This result 
indicates that an increase in the expenditure capacity of the Muslim community in the importing 
country can induce Malaysian export of Halal food.  For example, a 1% increase in the Muslim 
expenditure capacity  of the importer is predicted to increase exports of Food Preparation by (e2.735 or) 
15.4% on average, ceteris paribus.  

 

  Commodity  

  1 2 3 4 5 6 7 8 9 10 

                      

LGDPE 1.341*** 1.733*** 0.704* 1.806*** 1.355*** 2.399*** 2.378*** 0.842*** 1.170*** 0.784*** 

 (0.252) (0.072) (0.421) (0.105) (0.388) (0.176) (0.272) (0.181) (0.162) (0.198) 

LGDPI 0.284 2.719*** 1.103** 1.741*** 1.220*** 2.334*** 1.796*** 1.924*** 2.397*** 1.507*** 

 (0.305) (0.087) (0.509) (0.112) (0.397) (0.203) (0.233) (0.187) (0.146) (0.271) 

LMUSPOPI 1.129*** -0.496*** -0.473 -0.002 0.689** -0.276 0.783*** 0.159 -0.406*** 0.376 

 (0.229) (0.087) (0.384) (0.110) (0.333) (0.180) (0.222) (0.178) (0.135) (0.244) 

LDIST -2.284 -0.145 2.152 -0.347 1.286 2.270*** 2.227** 0.290 0.310 2.148** 

 (1.713) (0.323) (3.381) (0.388) (1.333) (0.690) (1.000) (0.552) (0.470) (0.849) 

BORDER -7.805** 0.744 3.126 1.535 1.723 2.941 3.961 1.188 1.864* 2.762 

 (3.759) (1.447) (7.489) (0.994) (5.251) (2.285) (5.795) (2.108) (1.128) (2.504) 

COMLAN G - 3.790*** - 2.907*** 1.601 6.026*** 1.869 0.908 2.274*** -6.552* 

  (0.670)  (0.632) (3.986) (1.208) (3.148) (3.351) (0.804) (3.671) 

COLTIES - 0.453 - 0.668 -3.213 - -2.436 -0.086 -0.732 1.202 

  (0.845)  (1.028) (4.118)  (3.570) (1.593) (1.216) (2.430) 

RTA 0.011 -0.180** -0.638 0.188* -0.017 0.080 1.005*** 0.296* 0.488*** 0.219 

 (0.508) (0.078) (0.455) (0.104) (0.324) (0.174) (0.197) (0.160) (0.152) (0.264) 

Constant -24.788 -94.143*** -44.917 -78.443*** -79.531*** -128.563*** -129.911*** -65.401*** -76.970*** -72.116*** 

 (16.664) (3.265) (31.255) (4.002) (15.284) (7.487) (10.702) (6.656) (5.594) (8.793) 

           

Observations 543 5,015 366 3,376 626 1,972 1,745 1,434 2,741 877 

R-squared 0.867 0.711 0.914 0.659 0.795 0.605 0.619 0.747 0.597 0.755 

Clustered standard errors in parentheses due to serial correlation and heteroskedasticity; Exclusio n of outliers in estimating the prescribed 
model. *** p<0.01, ** p<0.05, * p<0.1 

Table 3: Regression Output from Halal Trade Model (Equation 2) 
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The larger the distance separating trading pairs apart, t he higher the transportation costs 
incurred thus suppressing trade relations. This rationalises the adverse distance effect on trade as 
hypothesized by the gravity theory of trade. Interestingly, the adverse effect of distance in trade has 
only been observed for Oil  of Palm, Food Preparation and Pastry, all three being statistically 
insignificant. The distance coefficients for other seven commodities appear as positive, which is a 
diversion from basic trade th eory. How ever, among these seven commodities, only the coefficients 
for Coffee Extract, Food Preparations of Flour, Meal or Malt Extract, and Fat Preparation appears as 
significant. This result indicates that distance between exporter and importer is gener ally not a 
considerable barrier for Halal food t rade. Findings of some previous studies examining Malaysiaõs 
trade relations with various Halal markets also documented such diversion from the predictions of 
the gravity model of trade. For instance, Abidin  et. al. (2013) documented a positive distance effect 
for t rade between Malaysia and member countries of the Organisation of Islamic Cooperation (OIC). 
In contrast, Masron et. al.  (2014) in a similar study found an insignificant distance effect in trade. 
Mazlan and Hamzah (2015) lend support to the find ings of Masron et. al.  (2014) and Abidin et al 
(2013). In addition to this, they as well challenge the gravity model of trade in fully explaining 
Malaysian export of Halal products to Muslim markets. Accordi ng to them, Halal  food displays a 
strong inelastic demand indicating the consumersõ willingness in paying a premium price for Halal 
goods. This then provides support to Cosgel and Minklers (2004) who presupposes the institutional 
effects of religion in dic tating the consumption patterns of consumers. That is, as opposed to the cost-
saving behaviour of  economic agents as predicted by the gravity theory of trade, trade in Halal food 
commodities being more behavioural.  

 
  Commodity  

 1 2 3 4 5 6 7 8 9 10 

                      

LGDPE 1.303*** 1.753*** 0.685 1.824*** 1.453*** 2.452*** 2.403*** 0.865*** 1.196*** 0.896*** 

 (0.245) (0.073) (0.418) (0.106) (0.392) (0.178) (0.273) (0.181) (0.163) (0.203) 

LGDPM 0.252 2.735*** 1.137** 1.702*** 1.112*** 2.294*** 1.725*** 1.948*** 2.398*** 1.457*** 

 (0.301) (0.089) (0.512) (0.114) (0.402) (0.208) (0.238) (0.191) (0.150) (0.279) 

LMUSPOPI 1.137*** -0.537*** -0.549 0.018 0.705** -0.312* 0.836*** 0.103 -0.438*** 0.353 

 (0.234) (0.090) (0.394) (0.113) (0.344) (0.187) (0.229) (0.183) (0.140) (0.255) 

RTA 0.031 -0.182** -0.628 0.193* -0.010 0.092 1.010*** 0.292* 0.438*** 0.234 

 (0.498) (0.078) (0.460) (0.104) (0.340) (0.177) (0.197) (0.160) (0.153) (0.254) 

LDIST -2.440 -0.059 2.094 -0.352 1.393 2.372*** 2.344** 0.332 0.318 2.222** 

 (1.691) (0.342) (3.409) (0.400) (1.374) (0.711) (1.033) (0.563) (0.487) (0.921) 

BORDER -8.102** 0.898 3.158 1.491 2.116 3.046 4.157 1.195 1.794 3.057 

 (3.732) (1.528) (7.578) (1.023) (5.412) (2.347) (5.984) (2.150) (1.167) (2.689) 

COMLANG   3.953***  2.976*** 1.620 6.254*** 1.774 0.923 2.429*** -6.787* 

  (0.705)  (0.650) (4.111) (1.240) (3.251) (3.420) (0.831) (3.932) 

COLTIES  0.504  0.634 -3.317  -2.316 -0.124 -0.803 1.235 

  (0.898)  (1.057) (4.246)  (3.697) (1.626) (1.256) (2.605) 

Constant -21.644 -94.897*** -43.407 -78.051*** -80.487*** 
-
129.058*** -130.456*** -65.866*** -77.031*** -74.181*** 

 (16.391) (3.410) (31.451) (4.090) (15.620) (7.664) (10.960) (6.725) (5.712) (9.363) 

           
Observations 542 5,021 367 3,377 625 1,974 1,746 1,435 2,742 880 
Number of 
ids 35 332 33 241 67 179 154 117 200 67 

Clustered standard errors in parentheses due to serial correlation and heteroskedasticity; Exclusion of outliers in estimating 
the prescribed model. *** p<0.01, ** p<0.05, * p<0.1 

Table 4: Regression Out put from modified Halal Trade Model (Equation 3) 
 

Considering the uniqueness posed by different cultures, the dietary requirements of different 
cultures may necessitate the alteration of international goods to suit the cultural background of the 
targeted export destination. With an increase in transaction costs thus making trade more expensive, 
trade between countries of dissimilar cultural backgrounds is expected to be lower compared to 
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countries of similar cultural backgrounds. Hence, as posited by the gravity theory of trade, t rade 
among country  pairs with similar cultural backgrounds ar e predicted to trade more with each other. 
Referring to Table 3 and Table 4, all coefficients of colonial ties are statistically insignificant. Hence, 
cultural prox imity d oes not seem to be a significant  factor in  Halal trade.  

Given the lower transportat ion costs incurred by neighbouring countries, the gravity theory of 
trade posits higher levels of trade between bordering countries. In reference to Table 3 and Table 4, 
coefficient for common bo rder dumm ies are observed insignificant except for Oil of Pal m and non-
alcoholic beverage. Interestingly, a significant negative border effect in trade of Oil of Palm is 
observed at the 5% level of significance, indicating that trade occurs more between non-borderi ng 
countr ies as opposed to neighbouring countries. It is expected because the two top Oil of Palm 
producers are Malaysia and Indonesia, which are the neighbouring countries.  

Commonality of official languages  is predicted to enhance trade relations due to increase in 
trust and the reduction in communication  costs incurred. Except for trade in Fat Preparations, having 
similar linguistic background seem s to induce trade relations with the Key Halal Markets. The 
coefficients are, however, statisticall y signific ant only  for Food Preparation, Pastry, Coffee Extracts 
and non-alcoholic Beverage. What is even surprising is the negative effect of common language in 
trade of Fat Preparations. Specifically, at the 1% level of significance, countries with dissi milar offi cial 
languages are expected to trade 6 percent more than countries of similar linguistic backgrounds.  

Given the abolishment/reduction of tariffs between signatories of the same regional trade 
agreement, the reduction in trad ing costs should result in highe r levels of trade. This justifies the 
positive eff ect of regional trade agreements on trade as hypothesized by the gravity theory of trade. 
As predicted by the conventional trade literature, the positive eff ect of regional t rade agreements on 
Halal trade i s evident for most commodities except for Food Preparations and Cocoa Butter. 
However, the majority of trade in the considered commodities indicate an insignifican t effect of 
regional trade agreements in promoting Halal food  trade. 

Halal refers to the permissibility of something under Islamic law whereas  Haram refers to 
those things forbidden under Islamic Sharia law. One of the requirements for the followers of Islam 
is to limit food consumption to Halal pro ducts only. While  some of the dietary restriction s of 
Muslims are clear cut, the Halal status of some food categories are unclear. In this scenario, 
consumers would normally be guided by the fatwa regarding  the permissibility of such food items. 
Different Muslim  countries have dif ferent practice on the Halal standard of a product due to varying 
interpr etation of the Sharia law in different School of Thoughts. This significantly affect halal 
standard and ultimately affect demand for halal certified products across countries. With th e onset of 
differing fat was and consumer preferences, consumers may posit differing demand structures for 
different goods thus affecting the market potential of goods within different markets. This may 
explain the diversion of Hala l trade flows analysis fr om the conventional grav ity trade theory.  
Consumers are often willing  to bear additional trading costs as assurance in the Halal status of the 
respective international goods imported.  

Overall, it can be inferred that the applicabi lity of the gravi ty theory of trade within the Ha lal 
context provides mixed results. Despite this , the specified model on average, could explain 
approximately 60% to 90% for the 10 commodities considered within this study. However, the 
variability in the d ocumented R-square values and the coefficients of diff erent variables across 
commodities indicate s that the standard gravity model may not be applicable to explain the trade of 
all Halal commodities. Commodity specific augmented gravity  models could better explain the Halal 
trade. 

 

4.2 Market Potential  
The demand for international goods derives from b oth the population and/or GDP per capita 

of the importing country. Inclusion of population assesses the market size (number of potential 
consumers) of the importing  country whe reas GDP per capita proxies the purchasing power of 
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consumers. Given a positive and significant effect of Muslim population on volume of exports, one 
could infer a significant demand for the considered food by a large portion of the Muslim  
community within  that market. In reference to Table 3 and Table 4, the positive and significant effect 
of the Muslim population of the importing country is observed in trade of Oil of Palm, Cocoa Butter 
and Food Preparations of Flour, Meal or Malt Extract . The result impl ies that a market potential 
exists for Malaysia for these three products within the Key Halal markets. On the other hand, 
significant but negative coefficient is observed for Food Preparations and non-Alcoholic Beverage, 
implying that the size of Muslim co mmunity may not play important role in capturing market share 
within the Key Hal al markets. For other commodities, the coefficients of Muslim population are 
insignificant, implying that the size of Muslim community may not be a significant factor in 
capturing Halal market share for the remaining five commodities. Thus, controlling for  the size of 
Muslim community in the model shows that except for Oil of Palm, Cocoa Butter and Food 
Preparations of Flour, Meal or Malt Extract, the other comm oditi es display relatively less market 
potential for exports within the Key Halal Markets.  

 

Conclusion  
Malaysiaõs overdependence on its exports makes it vulnerable to the economic stability of its 

traditional trading partners. Given Malaysiaõs robust Halal standards, this study investigates the 
diversifi cation possibilities of exports towards the respective Key Halal markets. In ensuring 
successful accession into these markets, this study first examine the applicability of the gravity 
theory of trade in explaining trade in Malaysiaõs top 10 food exportable with the Key Halal markets. 
Secondly, the study identifi es the food commodities which display market potential within the Key 
Halal markets. These two objectives are fulfilled by adopting an augmented gravity model of trad e 
specification commonly applied  with in trade literature  and by employing  a Hausman Taylor model. 

In running the augmented gravity model of trade for all 10 commodities, it can be inferred that 
the applicability of the gravity theory of tr ade within the Ha lal context provides mixed resul ts. 
Unlike the rational behaviour of economic a gents as predicted by the gravity theory of trade, trade 
could with Halal markets seem to be behavioural. The somewhat behavioural trading dynamics of 
trade wit h the Key Halal markets may be explained by the presupposition made by Cosgel and 
Minklers (2004) who rationalises the institutional effects of religion in dictating the consumption 
patterns of consumers. Given that the dietary requirements of Islam only permi t the consumption of 
Halal goods, consumers may be willing to incur additional costs to trad e in ensuring the Halal status 
of international goods. Despite this, the specified model on average, could explain approximately 
60% to 90% of export variabilit ies for the 10 selected commodities. The variabil ity in observed R-
square values and the coefficients of different variables across commodities indicates that the ability 
of standard gravity model in explaining trade with Key Halal markets varies across di fferent food 
commodities. The overall result suggests that Malaysia could consider diversifying its exports to the 
Key Halal markets , especially the Oil of Palm, Cocoa Butter and Food Preparations of Flour, Meal or 
Malt Extract . For the other commodities, substantial promo tional activities may be required to attract 
the Halal market with Malaysian pr oduct. 
 

Limitations and Direction for future research  
This study only focusses on one exporting country to assess the compatibility of gravity model 

in Halal fo od export. Includ ing more exporters will provide a more generalized view on the topic. 
 

Append ix A  
Key Halal markets include Algeria, Bahrain, Egypt, Indonesia, Iran, Iraq, Jordan, Kuwait, 

Lebanon, Morocco, Oman, Pakistan, Qatar, Saudi Arabia, Syria, Tunisia, Turkey, Unite d Arab 
Emirates, and Yemen (Salama, 2011). Imports from Malaysia and the World by key Halal markets as 
seen in Table 1 below have been collected from WITS.  
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Key Halal Market  

 Import Value (USD$'000) % Share of Food Imports from Malaysia 

Year Malaysia World   

2000 1018910.95 34261761.33 2.97 
2001 901178.68 32828698.95 2.75 
2002 1070626.71 35613826.41 3.01 
2003 1324287.62 39339307.22 3.37 
2004 1516793.91 46068230.61 3.29 
2005 1713217.80 46820619.99 3.66 
2006 1608912.91 50599067.24 3.18 
2007 2026292.25 67091947.05 3.02 
2008 3584638.61 94034935.51 3.81 
2009 2780498.89 75602038.48 3.68 
2010 4270053.96 103694316.48 4.12 
2011 5540529.81 126967720.04 4.36 
2012 3738386.97 118663103.63 3.15 
2013 3333607.21 125752254.66 2.65 
2014 2627463.35 142262880.80 1.85 
2015 2154849.25 120979933.96 1.78 
2016 2394835.28 115093959.52 2.08 
2017 2227427.97 72976427.03 3.05 

Average 2435139.56 80480612.72 3.10 

Table A-1: Imports from Malaysia and the world by the key Halal markets  
 
Appendix B  

  Commodity  

  1 2 3 4 5 6 7 8 9 10 

                      

LGDPE 3.870*** 0.742*** -4.374* 0.351*** 3.272*** 1.292** -2.927*** -2.028*** 0.652 -0.101 

 (1.133) (0.101) (2.417) (0.100) (1.000) (0.511) (0.551) (0.497) (0.412) (0.511) 

LGDPI -0.220 0.407*** 1.643*** 0.162 1.226** 1.096** 0.169 -0.499** 0.356 -0.135 

 (0.434) (0.141) (0.230) (0.183) (0.476) (0.458) (0.439) (0.220) (0.432) (0.216) 

LMUSPOPI 0.765** 0.866*** 1.479*** -0.213 -0.291 -0.310 -0.369 0.797*** 0.154 0.186 

 (0.333) (0.183) (0.539) (0.131) (0.243) (0.377) (0.226) (0.095) (0.251) (0.113) 

LDIST -17.847** -1.195*** -9.795 
-
0.749*** -1.010 -0.919*** -0.539 -1.476*** -1.034*** 0.963* 

 (7.338) (0.145) (9.380) (0.182) (0.785) (0.298) (0.482) (0.250) (0.264) (0.516) 

BORDER -32.354*** 0.653 -24.326 1.350*** -0.184 0.116 0.887 1.660** 1.309** 1.960*** 

 (11.133) (0.486) (17.931) (0.436) (1.932) (0.433) (0.811) (0.832) (0.623) (0.643) 

COMLANG  - 0.509* - 0.118 -1.171 -0.305 0.737 0.387 -0.715 -3.015*** 

  (0.284)  (0.337) (0.886) (0.625) (0.766) (0.764) (0.535) (0.702) 

COLTIES - 0.882*** - 0.975*** -0.137 - 0.333 1.093* 1.293** 0.561 

  (0.253)  (0.331) (1.279)  (0.739) (0.610) (0.586) (1.115) 

RTA -1.304* 0.187 -2.878*** 0.292 0.300 0.248 1.118** -0.011 0.550 0.115 

 (0.738) (0.181) (0.885) (0.230) (0.884) (0.395) (0.519) (0.362) (0.352) (0.597) 

Constant 61.057* -22.220*** 151.518 5.775 -90.592*** -37.487** 94.318*** 76.682*** -8.422 6.307 

 (30.208) (3.179) (135.024) (4.322) (32.040) (15.094) (21.509) (16.181) (13.527) (13.576) 
           

Observations 543 5,015 366 3,376 626 1,972 1,745 1,434 2,741 877 

R-squared 0.867 0.711 0.914 0.659 0.795 0.605 0.619 0.747 0.597 0.755 

Clustered standard errors in parentheses due to serial correlation and heteroskedasticity; Exclusion of outlier s in estimating the 
prescribed model. *** p<0.01, ** p<0.05, * p<0.1 

Table B-1: Regression Output from Halal Trade Model (Equation 2 ð Time-fixed effect) 
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  Commodity  

  1 2 3 4 5 6 7 8 9 10 

           
LGDPE 11.444* 0.792*** 3.550** 0.355*** -0.331 0.796 -2.914*** -1.761*** 0.658 0.209 

 (5.945) (0.087) (1.579) (0.100) (1.284) (0.581) (0.553) (0.519) (0.412) (0.532) 

LGDPM  -2.798* 0.427*** 1.694*** 0.162 1.319** 0.896* -0.069 0.283 0.335 -0.115 

 (1.606) (0.140) (0.237) (0.184) (0.505) (0.474) (0.448) (0.248) (0.439) (0.240) 

LMUSPOPI 4.708** 0.794*** 1.362** -0.216 -0.356 -0.282 -0.009 0.457** 0.155 0.179 

 (1.761) (0.167) (0.535) (0.135) (0.240) (0.388) (0.321) (0.212) (0.259) (0.128) 

LDIST -17.665** -1.187*** -9.795 -0.755*** -0.966 -0.941*** -0.524 -1.470*** -1.037*** 0.856 

 (7.096) (0.146) (9.392) (0.183) (0.761) (0.296) (0.482) (0.252) (0.265) (0.516) 

BORDER -42.974** 0.849* -23.974 1.342*** -0.174 0.104 0.909 1.564* 1.310** 1.881*** 

 (16.686) (0.466) (17.929) (0.436) (1.935) (0.429) (0.813) (0.855) (0.624) (0.660) 

COMLANG   0.512*  0.138 -1.151 -0.381 0.828 0.375 -0.731 -2.957*** 

  (0.286)  (0.338) (0.875) (0.627) (0.798) (0.766) (0.536) (0.694) 

COLTIES  0.916***  0.977*** -0.151  0.257 1.118* 1.292** 0.414 

  (0.262)  (0.329) (1.275)  (0.779) (0.615) (0.585) (1.093) 

RTA -1.286* 0.185 -2.878*** 0.288 0.336 0.267 1.131** -0.018 0.558 0.184 

 (0.717) (0.181) (0.886) (0.232) (0.892) (0.399) (0.518) (0.362) (0.354) (0.598) 

           
Observations 542 5,021 367 3,377 625 1,974 1,746 1,435 2,742 880 

R-squared 0.870 0.710 0.914 0.657 0.796 0.601 0.618 0.747 0.595 0.752 

Clustered standard errors in parentheses due to serial correlation and heteroskedasticity; Exclusion of outliers in estimating the 
prescribed model. *** p<0.01, ** p<0.05, * p<0.1 

Table B-2: Regression Output from  modified Halal Tr ade Model (Equation 3 ð Time-fixed effect) 
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Abstract  

To address the current need for export diversification of Bangladesh, this study aims to 
determine the revealed comparative advantage of two potential industries of Bangladesh- leather 
goods and footwear products. In this regard, export patterns and performances of Bangladeshi 
leather goods and footwear products are analyzed from 2008 to 2017 using descriptive statistics, 
while the revealed comparative advantage is measured using the RCA index introduced by 
Balassa (1965). The results show that Bangladesh has revealed comparative advantage in both of 
its leather goods and footwear products with a gradual upward trend of RCA values. Footwear 
products show more stable incremental growth compare to leather goods. This study creates 
implications for policymakers to incorporate leather goods and footwear products in export 
diversification strategies of Bangladesh. 
 

1. Introduction  
Comparative advantage explains the ability of an economy to produce goods and services at 

an opportunity cost lower than its major trade competitors. Thus, the study of comparative 
advantage is significant for developing and least developed countries as they have a relatively small 
basket of export items. Determining the level of comparative advantage in selected industries opens 
the opportunity to recognize the export competitiveness and attain export diversifi cation. 
Accordingly, this resear ch concentrates on measuring the comparative advantage of selected 
industries in Bangladesh to identify the scope for export diversific ation. This study relates the 
current need of Bangladesh as it recently fulfilled all thr ee eligibility criteria for grad uation from the 
UNõs Least Developed Countries (LDC) list and is interested in diversifying its export bases to 
ensure further economic growth.  

Bangladesh, a small economy located in South Asia, is one of the five fastest-growing 
economies of the world, wi th a current growth rate of 7.3% (World B ank, 2019). Traditionally, this 
country has abundance in the labor supply, and more than half of the workforce previously 
employed in the agricultural sector. However,  in the late nineties, few labor-intensive indus tries 
were developed along with the expan sion of service sectors. The development of these industries 
helps to increase the trade volume and presence of Bangladesh in the global economy. According to 
the Worl d Bank indicators, currently, trade consists of 35% of the countryõs GDP combining 15% 
export and 20% import. Moreover, the primary indust rial sector of the country - readymade garments 
accounted for more than 80% of the countryõs total exports in 2016-17 (Central Intell igence Agency, 
2019). Such a higher percentage of trade dependency on a single industry urge for the concern of 
policymakers  to diversify its export base in other indu stries. 

In this regard, the government of Bangladesh is now more interested in expandin g its export 
bases and attracting more foreign investments in a few identif ied potential sectors other than the 
traditional one. According to the Bangladesh Investment Development Authority (2019), agri -
business, garments, and textiles, ICT, leather and leather goods, electronics, plastics, light 
engineering, shipbuilding, touris m, ceramic, and medical equipment are few among those potential 
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sectors. The leather and leather goods sector contain the raw leather, leather goods, leather footwear, 
and other footwear. Thus, this sector includes both leather goods and footwear products , which are 
now a prime concern for policymakers to strategize. The current government incentives, the supply 
of good quality raw materials and abundant, low -cost labor make these two ind ustries seem 
potential for the  Bangladeshi economy. Thus, determining the comparative advantage and 
consequent potentiality of these industries is a prerequisite  to develop strategies for export 
diversification through these industries.  

Consequently, this  research has been initiated to investigate the revealed comparative 
advantage of Bangladeshi leather goods and footwear products. To measure the comparative 
advantage, the export performance and pattern of these two industries are considered. In this regard, 
the main research question of the study is whether Bangladeshi leather goods and footwear products 
have revealed comparative advantages. To answer this question, this study hypothesized that 
Bangladeshi leather goods and footwear products have no export competitiveness. The answer to 
this research question is significant for the policymakers to set strategies for export diversification 
through leather goods and footwear products if findings show any revealed comparative advantage 
of Bangladesh on these industries. The finding is als o crucial for the participants to set  their export 
targets based on the overall position of the country in world export.  

The paper is organized into six different sections, including this introduction section.  The 
remaining of  the paper is as follows. In section 2, the relevant literature on the revealed comparative 
advantage is presented to develop the research gap. Following that, the methodology of the study 
presents in section 3, where the calculation method of the RCA index, data and sources, and data 
analysis technique are outlined. Section 4 includes the analysis of significant find ings of this study, 
followed by a relevant detail discussion of the analysis in section 5. The conclusion and significant 
imp lications of the study are presented in the final section of the paper. Moreover, the relevant 
references and appendix also included at the end of this paper. 

 

2. Literature Review  and Background  
Due to the rapid globalization and trade liberalization, the  determination of  international 

competitiveness become one of the most critical issues in the economic analysis of developing and 
least developed countries. Such measurement of international competitiveness is traditionally 
significant for the policymakers  and practitioners of the concerned industries. Historically, the 
comparative advantage theory was introduced by David Ricardo in 1 817, where relative differences 
in labor pr oductivity were considered (Abbas & Waheed 2017). However, authors also mentioned 
that, in the HeckscherðOhlin (H -O) theory of comparative advantage, Heckscher (1919) and Ohlin 
(1952) focused on relative factor endowment and advised to attain competitive s pecialization and 
trade in the industries where those factors intensively used. On the other hand, Balassa (1965) 
introduced the concept of Revealed Comparative Advantage (RCA) to measure the comparative 
advantage rather than presenting theoretical argumen ts like the theories mentioned above. 

Balassa (1965) proposed the Revealed Comparative Advantage (RCA) by considering the trade 
performance and the pattern of selected industries, which reflects the relative costs and non-price 
factors. The author measured the export performance of specific industries in a country by dividing 
the countryõs export share of the selected commodity by countryõs export share in the total export of 
the world. This process generates a normalized index that compares the relative share of a country in 
the total export of the world for the specific commodity. Ther efore, a country considered specialized 
in the export of a commodity when market  share is higher than the average for that commodity, 
which usually expressed as higher than unity. Usually, the RCA index only reveals the relative 
position of export performa nce of selected industries, but often failed to  explain the reason behind 
the performance. Moreover, this index also criticized e mpirical distribution and theoretical 
found ation.  
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Despite its noteworthy drawbacks, the RCA index proposed by Balassa (1965) considered a 
reliable measure of relative export performance since its inception. Therefore, the RCA index is 
applied in the stu dy of comparative advantage at the differen t levels of export countries. Previous 
pieces of literature in this field cover the study  of comparative advantage at the country level, 
including a comparison betw een countries, sector level, industry level, and finally, product level. 
Using RCA, Abbas and Waheed (2017) determined the trade competitiveness of 14 specific industries 
of Pakistani agricultu re and manufacturing sectors. Findings of the study exhibit com parative 
advantage of Pakistan in cotton, cereal, raw leather, and fruits of the agricultura l industry and textile, 
carpets, sports items, and beverages in manufacturing industries. Nevertheless, this study is limited 
to only two sectors of the Pakistani economy and without a specific focus of any indust ries.  

On the contrary, rather than focusing on multiple industries and sectors, Vanitha, Kumari, and 
Singh (2014), in their study of the export potentiality of vegetables in  India, focused more narrowly 
on the specific industries within a sector. The main aim of the study is to find export compe titiveness 
and comparative advantage of selected fresh vegetables in India. The authors prove the 
competitiveness using a couple of representative tools, including RCA, for a period of ten years from 
2000 to 2010. The results of the study confirm that Indi a has an export potentiality in the products of 
onion, potato, and tomato and comparat ive advantage in the production of onion and pe as. 
However, this study is selective in finding RCA for specific product lines u nder the green vegetable 
industry rather th an considering all fresh vegetables. In addition to determining RCA, this study also 
identified a few o bstacles to the export potentiality of the selected products.  

Moreover, considering one single industry as a whole, Pascucci (2018) explores the competitive 
position of the coffee roasting industry of Italy in the international market thr ough a 
multidimen sional framework. The author f ocuses on both competitive performance and potentiality 
of the Italian coffee roasting industry by several indices where RCA index one of those. The findings 
of the study show that the coffee roasting industry  of Italy lost it s competitive performance and 
potential in the last 50 years of the 21st century because of a lack of innovation. The author 
considered sixteen years as a study period, which is a little bit higher than other previous studies, 
which consid ered ten years to check the pattern of comparative advantage. Moreover, this study not 
only addresses the specific industry that substantially contributes to the economic earning and 
development of the country but also outlines how the country can develop the domestic market by 
nurturing export competi tiveness. 

In the same fashion of aiming an emerging specific industry, Islam  and Siddque (2014) 
determine the competiti veness and structure of trade flows of the Bangladeshi leather industry with 
comparison to other selected Asian countries- Pakistan, China, and India. Using the RCA index 
suggested by Balassa (1965), authors explore the comparative advantage of the two categories of 
Bangladeshi leather exports - raw hides and skins, and leather and leather products. The study of a 
period of 10 years from 2004 to 2013 shows that Bangladesh has a relatively high revealed 
comparative advantage in its export of raw hides and sk ins only and has no such comparative 
advantage in the export of leather and leather goods. However, this st udy also urged for further in -
depth investigations in thi s industry to find and nurture comparative advant age. The authors 
mention that this study is  one of the preliminary studies on Bangladeshi leather export, which 
broaden the scope of further research in the same and similar indust ries as the footwear industry, 
leather clothing, and other leather items. 

The discussion mentioned above emphasizes the need for the investigation of revealed 
comparative advantage of potential sectors, especially for the least developed and developing 
countries. As Bangladesh is interested in diversifying its export base, measuring comparative 
advantage is its potential sectors like leather goods, and footwear products would be helpful. Based 
on the previou s studies reviewed so far, it is evident that ther e is still an opportunity  for an in -depth 
investigation of revealed compar ative advantage of the Bangladeshi leather goods industry. 
Moreover, the footwear products of Bangladesh, another potential industry  is still untapped t o 
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explore for revealed comparative advantage. Thus, there is a scope for further research in 
determining  the revealed comparative advantage of Bangladeshi leather goods and footwear 
products. 

 

3. Methodology  
This research investigates the revealed comparative advantage of Bangladeshi leather goods 

and footwear  products by analyzing the export performance of these selected industries. Thus, this 
study  adopts a quantitative research approach where export data of the selected industries of the 
country are examined to conclude. Moreover, to  measure the revealed comparative advantage, this 
study adopts the RCA ind ex proposed by Balassa (1965). RCA index based on the relative export 
performances of a selected sector measures the competitiveness generated by factor endowment 
(Abbas & Waheed 2017). Thus, Balassaõs RCA index of export competitiveness reflects the 
comparative advantage of the sector. The RCA index represented as follows, 

 
Where,  

= Export of jth industry by ith country  

= Worl d export of the jth industry  

= Total export of the ith country  

= Total export of the world  
 

The RCA index consists of value between zero and positive infinity, which would be either 
greater than unity or less than unity. If the va lue is more significant than u nity, RCA > 1 indicates 
that the country has a comparative advantage on the selected products, and if the value is less than 
unity, RCA < 1 indicates that the nation has a comparative disadvantage on that selected product. 
Besides, a change in the RCA index over time also indicates the competitive position of the country 
in that  product (Abbas & Waheed 2017). Thus, this study adopts ten years (2008-2017) to consider the 
shift in the competitive position of s elected products fro m Bangladesh. However, using Balassaõs 
RCA index is not  without its limitations. This index indicates th e comparative advantage or 
disadvantage of a country in a selected product but provides no information about the reasons for 
this advantageous or disadvantageous position (Vanitha, Kumari & Singh 2014). 

Besides, data used in this RCA index calculation consists of year-wise export data of both the 
leather goods and footwear products of Bangladesh and the world. Data collected from the  Trade 
Map. Trade Map is an authentic and reliable source of trade statistics for international business 
development develop ed by the International Trade Centre of UNC TAD/WTO (ITC). For the leather 
goods export, Harmonized System (HS) code 42 and for footwear products, HS code 64 considered in 
data collection. However, as industr y-wise and in total export data of Bangladesh are missing for the 
years 2014, 2016, and 2017, mirror data from the same source used for the whole period of 2008-2017 
for export of Bangladesh in total and selected industries. The export data of all the commodities for 
all trading nations of the most recent period are still not available. To address this missing data and 
to ensure the reliability of the data, the most recent year 2018 is excluded from the a nalysis. 

 

4. Analysis  
This section presents the analysis of the data related to the revealed comparative advantage of 

Bangladeshi leather goods and footwear products. In addition to determining the revealed 
comparative advantage (RCA) index, this analysis section also comprises data regarding the export 
value of leather goods and footwear products and their contribution to total export of Banglades h 
over ten years from 2008 to 2017. This analysis of export trends using total export value and analysis 
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of the relative contribution of each  industry in total expo rt creates a broader scope for policymakers 
to develop strategies for export diversification  of Bangladesh through leather goods and footwear 
products. 

 
Table 1: Bangladeshi exports of leather goods, footwear products and total to th e world (in 

thousand USD) 

Year 
Total export of 
Bangladesh to the 
world  

Bangladeshi 
export of Leather 
goods 

Bangladeshi export 
of Footwear 
products 

Leather export, 
% of total 
export 

Footwear 
export, % of 
total export  

2008 17,146,894 17,404 198,734 0.1 1.2 

2009 17,606,879 20,869 229,699 0.1 1.3 

2010 20,839,764 28,669 282,983 0.1 1.4 

2011 27,234,920 38,522 393,337 0.1 1.4 

2012 28,040,404 63,328 417,703 0.2 1.5 

2013 31,889,977 93,023 560,250 0.3 1.8 

2014 34,664,073 144,399 693,870 0.4 2.0 

2015 36,340,569 206,683 836,544 0.6 2.3 

2016 38,656,935 262,994 930,127 0.7 2.4 

2017 40,831,854 280,688 981,260 0.7 2.4 

Source: Authorõs calculation based on Trade map Data, 2019 
 

Table 1 shows the total export of Bangladesh to the world  as well as the total export of leather 
goods and footwear products from 2008 to 2017. Moreover, the contribution of these two industries 
in the total export of Bangladesh over the study period is also included in the table. According  to 
table 1, while the total export of leather goods was USD 17,404,000 in 2008, which has increased 
almost 2.5 times to USD 280,688,000 in most the recent year 2017. On the other hand, the export of 
footwear products is also increased almost four times, from USD 198,734,000 in 2008 to USD 
981,260,000 in 2017. Moreover, the export value of footwear products is higher than that of leather 
goods in each year of the study period.  

Besides, figure 1 shows the export contribution of leather goods and footwear products to the 
total export of Bangladesh. The details of the total export of Bangladesh to the world, as well as the 
total export of leather goods and footwear produc ts from 2008 to 2017, are presented in the appendix. 
According to figure 1, the export co ntribut ion of leather goods is lower than 1 percent of total export 
over ten years. However, the figure explicates that the export contribution of leather goods is 
increasing gradually over time from 0.1% in 2008 to almost 0.7% in 2017. A similar finding i s also 
evident in the export of footwear products. How ever, the export contribution of footwear products to 
the total export  of the country is comparatively higher tha n that of leather goods. In the initial year 
2008, the export contribution of footwear pr oducts was 1.2%, which over the period increased by 
more than doubled to 2.4% in 2017. 

In addition to analyzing recent expo rt performance, the revealed comparative advantage 
(RCA) index is also calculated to find the export competitiveness of Bangladeshi leather goods and 
footwear products. Table 2 demonstrations the RCA index for both leather goods and footwear 
products of Bangladesh for ten years starting from 2008. According to Balassa (1965), a country has a 
comparative advantage in an industry when th e RCA index is more significant than unity. According 
to this measure, Bangladesh has revealed comparative advantage in both leather goods and footwear 
products in most the recent year 2017.  
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Figure 1: Contribution of leather goods and footwear products t o the total export of 
Bangladesh 

 
Source: Authorõs calculation based on Trade map Data, 2019 

 
However, considering the last ten years, in the case of leather goods, Bangladesh has a 

comparative advantage since 2014 only, before that it had no comparative advantage in its leather 
goods. On the contrary, Bangladesh has a comparative advantage in footwear products over the last 
ten years as the RCA index is higher than unity in each of the years of the period of 2008-2017. This 
trend of revealed comparative advantage of Bangladeshi leather goods and footwear products for the 
period  of 2008 to 2017 is depicted in figure 2. The trend of revealed comparative advantage over this 
period shows the pattern and structure of the comparative advantage.  

 

Table 2: Revealed Comparative Advantage index of Bangladeshi leather goods and footwear 
products 

Year RCA Leather RCA Footwear 

2008 0.3 2.0 

2009 0.3 2.0 

2010 0.4 2.1 

2011 0.4 2.3 

2012 0.6 2.3 

2013 0.7 2.6 

2014 1.0 2.7 

2015 1.3 2.8 

2016 1.5 2.9 

2017 1.6 3.0 

Source: Authorõs calculation based on Trade map Data, 2019 
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Figure 2: RCA index of Bangladeshi leather goods and footwear produ cts over the period of 
2008-2017 

 
Source: Authorõs calculation based on Trade map Data, 2019 
 

Figure 2 portrays that, RCA index of  both leather goods and footwear products have risen 
progressively over the years. In the case of leather goods, the RCA index was below unity, only 0.3 in 
2008, which touched the threshold point in 2014 and increased to 1.6 in most the recent year 2017. On 
the other hand, the RCA index of footwear pro ducts was 2.0 in 2008 and gradually increased to 3.0 in 
most the recent year 2017 with the only exception in the year 2009 when it decreased from the 
previous year. Besides, figure 2 shows that Bangladesh holds a revealed comparative advantage in its 
export of footwear product in each  year of the period of 2008-2017, while it has a revealed 
comparative advantage in the export of leather goods since 2014 only. 

 

5. Discussion 
Bangladesh mainly depends on its ready-made garments industry for its export earning s, 

which account for more tha n two -thirds of the total export (Central Intelli gence Agency, 2019). 
Determining comparativ e advantage on other industries and consequently developing those would 
help the country  to achieve export diversification and further economic development. Thus, this 
study focused on measuring the revealed comparative advantage of two potential industrie s of 
Bangladesh- leather goods and footwear products for a period of 10 years from 2008 to 2017. 
Moreover , the contribution of these in dustries on the total export of the country is also evaluated to 
determine the overall picture of export potentiality. Th e findings of these analyses form a basis for 
policymakers to develop strategies for pot ential export div ersification. 

The RCA index calculated in this study reve als that Bangladesh has revealed comparative 
advantage in both of its leather goods and footwear products in the most recent periods as the RCA 
index has a value of more than unity.  Thus, it rejects the null hypothesis that Bangl adesh has no 
revealed comparative advantage in its leather goods and footwear products. Bangladesh is having a 
comparative advantage in its leather goods since 2014 only, whereas comparative advantage is 
evident in all the study periods for footwear produc ts. Moreover, a trend line depicted on the RCA 
index of both industries show s a gradual upward trend of RCA values, whi ch implies a favorable 
increasing position of comparative advantage over time. Though bot h industries show a definite 
increasing trend in  its comparative advantage, footwear industries enjoy a more advantageous 
position than that of leather goods in each year of the study periods. Moreover, in comparison with 
leather goods, footwear products have a more stable gradual increasing trend in th e comparative 
advantage position.  

These findings significantly contribute to the existing literature of revealed comp arative 
advantage of the Bangladeshi leather industry. Islam and Siddique (2014) concluded that Bangladesh 
had no revealed comparative advantage of leather and leather goods. The country is bestowed with 
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only comp arative advantage on raw hides and skins of leather, which largely depends on the 
traditional position of Bangladesh in raw hides an d skins processing and exporting. Moreover, Islam 
and Siddique (2014) considered the study period from 2004 to 2013 and concluded that until that 
period, Bangladesh had no RCA in leather goods. This current study significantly reduces this gap in 
the liter ature by extending the study period to the most recent years and find that Bangladesh had 
achieved RCA on leather goods in 2014, and since that period, the degree of RCA is increasing. 
Besides, this study also shed some light in the literature of comparative advantage of Bangladeshi 
footwear products as to the best of researcherõs knowledge there is no such study had initiated so far.  

In addition to the RCA index, th e export contribution of both the leather goods and footwear 
products to the total export s of Bangladesh also calculated in this study. Leath er goods have a very 
insignificant contribution to the total export of B angladesh as the contribution is less than 1% of the 
total export. In the study period of 10 years, the contribution of leather good s is even less than 0.5% 
until 2014, and then it gradually increased to almost 0.7% in the most recent year in 2017. On the 
other hand, footwear products show a simila r pattern of export contribution; however, it contributes 
more than the leather goods in each year of the study period. While the export cont ribution of 
footwear pr oducts was only 1.2% in 2007, it increased to 2% in 2014 and then gradually increased 
furthe r to 2.4% in most the recent year of 2017. 

In comparison with footwear products, leathe r goods show promising g rowth in the 
contribution of t otal export in Bangladesh as it increased almost seven times over the last ten years 
whereas footwear products reached only more than double. These findings clearly articulate the 
significance of footwear products in the total trade of Bangladesh. The footwear product is one of the 
most promising sectors that contributes to the national trade after ready-made garments and 
knitwear products. Therefore, footwear products require specific attention from the  policy makers to 
capitalize on its increasing potentiality in the national economy. Besides, the recent growth in 
exporting and RCA justify the inclusion of leather go ods in the potential sectors determined by the 
Bangladesh Investment Development Authorit y (2019). Though the recent contributions of leather 
goods are minimal compare to total trade, increasing trend rationalizes the need for careful attention 
of policyma kers for further development of this potential sector.  

Therefore, the findings of this study bot h in the position  on revealed comparative advantage 
and the contribution to the total export of the country collect ively create a broader scope for 
policymake rs to develop strategies to achieve export diversification of Bangladesh. The findings of 
this study reveal that the advantageous position of Bangladeshi leather goods and footwear products 
are gradually strengthening over time. Though export contributions  of these two industries are not 
very high compare to the total export of the country, de tailed pl anning to capital ize on the current 
position of  comparative advant age may change the position in the future. As the export contribution 
of these two industrie s is growing progressively, Bangladesh may develop strategies to expand 
export markets and increase its market share in the global market. Thus, export diversificat ion can be 
facilitated by concentrating on both l eather goods and footwear products. 

 

6. Conclusion  
Bangladesh is looking forward to diversifying its export base through selected po tential 

sectors. Leather goods and footwear products are two listed in this  category. These two industries 
are traditionally  seemed potential for Bangladeshi economy because of supply of good quality raw 
materials and abundant, low -cost labor. Based on this fact, this study is init iated to determine the 
revealed comparative advantage of Bangladeshi leather goods and footwear products. Consequently, 
the main research question of the study developed as to whether Bangladeshi leather goods and 
footwear product s have revealed comparative advantages. Furthermore, to answer this question, this 
study hypothesized that Bangladeshi leather goods and footwear products have no export 
competitiveness. Besides, the findings of this study are significant for the policymak ers to set 
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strategies for export diversification through  leather goods and footwear products if findings show 
any revealed comparative advantage of Bangladesh in these industries.  

One of the most reliable measures of relative export performance, the RCA index propo sed by 
Balassa (1965), is considered in this research to measure the revealed comparative advantage of 
Bangladeshi leather goods and footwear products. This  study also includes the export performance 
and pattern of Bangladeshi leather goods and footwear pr oducts. Significant findings show that 
Bangladesh has revealed comparative advantage in both of its leather goods and footwear products 
in the most recent periods as the RCA index has a value of more than unity. Thus, the null 
hypothesis of the study that Bangladeshi leather goods and footwear products have no export 
competitiveness has been rejected. Moreover, the RCA index of both industries shows a gradual  
upward trend of RCA values, which implies a favorable increasing position of comparative  
advantage over time. In comparison with leather articles,  footwear product s have a more stable 
gradual increasing trend in the comparative advantage position. 

This study has important implications for at least three critical areas. First, it reduces the  
existing gap in the literatur e regarding the comparative advantage of Bangladeshi leather goods and 
footwear products. Whil e this study is first in its kind in the fo otwear products of Bangladesh, it 
significantly depicts the comparative advantage positio n of Bangladesh in leather goods after 2013. 
Second, this study provides im portant implications for the policymakers of the country. Considering 
a need for export diversification policy in Bangladesh, this study depicts the current position of 
leather goods and footwear products of Bangladesh in export contribution  and RCA, which  
policymakers should consider in developing furth er trade policy. Export promotion policies,  
supportive programs, and trade liberalization in the inputs for these sectors are expect ed to 
contribute further expansion of these two sectors. Last but not least, this study might also be useful 
for firm -level management and decision making in related sectors. 

However, this study also has few specific limitations. The RCA index only shows  the revealed 
comparative advant age or disadvantage of a country in selected industries but provides no 
information about th e reasons behind that. Thus, this study only broadens the opportunity for 
policymakers to develop strategies that diversify the expo rt base of Bangladesh but have no 
explanations behind such a trend. Besides, using only a two -digit level of HS code, this study has 
only a general overview of leather  goods and footwear products rather than a more intensive margin 
of export. 

Consequently, this study opens the scope for further research that would ad dress the issues in 
more detail. Future research may take place to find the reasons behind the current comparative 
advantage of Bangladeshi leather goods and footwear products, to compare the comparative 
advantage position of Bangladesh with its major comp eting countries in leather goods and footwear 
products, to determine the bilateral trade position of Bangladesh with leading importers of leather 
goods and footwear products in the world. More over, there are also scopes for similar research in 
other potent ial sectors of Bangladesh to find further scope for export d iversification.  
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Abstract  

Managing bad loans or Non-Performing Loans (NPL) is a deep-rooted and persistent issue 
of many emerging economies. Banks are experiencing NPLs which eventually are affecting the 
profitability of the banks. The purpose of this paper is to investigate the influence of factors of 
economic growth on NPLs of an emerging economy. In this study, GDP growth rate, real interest 
rate, inflation rate, one period lag value of NPL and unemployment rate are used as independent 
variables and ratio of Non-Performing Loans (NPL) to Total Loans is used as dependent variable. 
Data was collected from World Bank Open Data for Bangladesh and Bangladesh Bank for the year 
1990 to 2018. The study employs multiple regression analysis and Multicollinearity test is also 
performed to test whether there is any strong correlation among the independent variables. This 
study reveals that NPLs rate can be significantly influenced by unemployment rate, inflation rate, 
real interest rate and one period lag value of NPL. However, GDP growth rate is found to be 
insignificant to NPLs rate in Bangladesh.  This study might help policymakers to manage NPLs 
rate of Bangladesh in a better way to ensure sustainability of banks in future. 
 

Introduction  
Non-Performing Loans (NPL) also referred as bad loans or Non-Performing Assets have 

attracted numerous researchers for the last two decades as the NPLs rate is increasing for many 
countries. The increasing trend in NPLs is very alarming for eve ry economy as it affects the growth 
of financial sector of a country and also affect the economic growth of a country. A loan is 
nonperforming when payments of interest and/or principal are past due by 90 days  or more, or 
interest payments equal to 90 days or more have been capitalized, refinanced, or delayed by 
agreement, or payments are less than 90 days overdue, but there are other good reasons to doubt that 
payments will be made in full (International Monet ary Fund, 2004). In case of developing countrie s, 
the role of banks turns out to be further domineering (Ik ram et al. (2016). The sustainability of banks 
depends on NPLs of banks (Saba et al., 2012).  The large level of NPLs can affect the stock price of the 
bank (Abdelbak i, 2010). In 2014, more than 30 countries experienced economic downturn from NPLs 
(World Bank, 2014). 

Bangladesh as a developing country is also experiencing NPLs and there is an increasing trend 
in NPLs rate for the last five years. The NPL rate of Bangladesh in 2017 was 9.30 percent, in 2018, 
NPL rate was 10.40 percent and in 2018, it was 10.40 percent (Bangladesh Bank, 2019). The NPL rate 
up to June 2019 is 11.60 percent which is very high and alarming for Bangladesh. The development of 
a country largely  depends on the banking sector stability of the country. If the banking sector is not 
stable, then the country may face economic downt urn which is not desirable for the continuous 
growth of a country. Hence, the reasons for large NPLs in Bangladesh should be investigated. The 
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findings wi ll help th e policy makers to set up proper guideline about NPLs in fut ure. The purpose of 
this study i s to evaluate whether there is any link between No n-Performing Loans (NPLs) and 
economic growth in Bangladesh.  

 

Literatur e review  
Non-Performing Loans (N PL) are known as loans overdue for at least 90 days, which decrease 

the value of bankõ loan portfolios (Labbé, 2016). Many researchers find that failed banks have 
substantial amount of NPLs (Berger and De Young, 1997; Jin et al., 2011). Yang (2017) stated that 
NPLs influence the economic growth by detaining the ba nks to play their role. NPLs -issues are 
sometimes referred as financial pollution (Ghosh, 2015; Makri et al., 2014). The declining credit 
quality in t he banking sector poses a danger of systematic risk and create limitation in investment 
and growth. The pr evious studies about NPLs shown that the increase in NPLs plays a key role in 
the emergence of banking crises (Kunt & Detragiache, 1998; Gonzquierz-Hermosillo, 1999).  

Bofondi and Ropele (2011) investigated the influence of macroeconomic variables to the credit 
quality of the loan portfolio of in I talian banking system by using a simple linear regression model 
and found that the real GDP growth rate and  houses prices could inversely affect the NPL r ate. They 
also found the unemployment rate and nominal inte rest rate could positively affect the NPL rate 
with different time lag.  

Louzis et al. (2010) studied both macroeconomic and bank-specific determinants of NPLs for 
Greece banking sector and found that GDP growth rate negatively  affect NPLs. In their study,  they 
also found unemployment rate and nomi nal interest rate on loans positively influenced NPLs.  

Mpofu and Nikolaidou  (2018) examined the macroeconomic determinant s of NPLs for 22 Sub-
Saharn Afri can economies. They found that GDP growth rate, domestic credit to private sector by 
banks as a percentage of GDP, trade openness, financial crisis and inflation rate could affect NPL 
rates significantly.  

By using Meta-Regression Analysis, Machacek et al. (2018) identified that real economic 
growth, interest rate , unemployment rate and exchange rate might significantly influence the NPLs. 
Beck et al. (2015) investigated the macroeconomic determinants by taking 75 countries as sample. By 
using dynamic panel  data analysis, they found that NPLs could be affected by Real GDP, nominal 
exchange rate and lending interest rate.  

Kjosevski et al. (2019) explored the influence of macroeconomic and bank-specific 
determinants of NPLs in the Republic of Macedonia. They found that  among the macroeconomic 
variables, GDP growth and unemployment rate could affect the NPLs. GDP growth negatively 
inf luenced NPLs while unemployment rate positively influenced NPLs in the Republic of  
Macedonia. 

Farhan et al. (2012) studied the macroeconomic determinants of NPLs in Pakistani banking 
system and found that NPLs could be positively a ffected by interest rate, inflation, exchange rate and 
unemployment rate. The study also identified that NP Ls could be negatively influenced by GDP 
growth  rate. Anastasiou et al. (2016) examined the macroeconomic variables of NPLs in Greek 
banking sector. The study revealed that GDP, unemployment arte and interest rates significantly 
could affect NPLs in Greek banking sector. 

Tandra (2016) investigated the macroeconomic determinants of effect on NPLs in Bangladesh 
banking sector. She identified NPLs to be negatively related to infl ation and interest rate. She also 
identified that GDP and unemployment rate positi vely affected the NPLs in Bangladesh.  

Abdelbak i (2019) examined the macroeconomic determinants of NPLs in  GCC economies and 
found that non -oil GDP growth, domestic credit to private sector to GDP ratio and inflation could 
negatively affect NPLs while inte rest rate and financial crisis could positively  affect NPLs in GCC 
economies.  
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Research methodology  
The data for this study are collected from Bangladesh Bank and World Bank Open Data . The 

sample period covers 29 years, from 1990 to 2018.  Yearly data for GDP growth ra te, unemployment 
rate, inflation  rate, NPL rate, real interest rate is collected from the above-mentioned sources. After 
reviewing the  literature, the independent variables are selected to include in this study. In this study, 
NPL rate is dependent variable and growth rate of GDP, infla tion rate, unemployment rate,  real 
interest rate and one period lag of NPL  are independent variables. The study conducted multiple 
regression analysis to find out the influence of independent variables over de pendent variabl e.  
Multicollinearity test is al so performed to test whether there is any strong correlation  among the 
independent variables. To do the analysis, Eviews 9 has been used.    

 

3.1 Model Structure  
To investigate the link between NPLs and the economic growth  in Bangladesh, we formulate 

our regression equation by considering the following equation mo del: 
Y= c (1) + c (2) *X 
For our study, we considered first difference  method and converted all our variables into first 

differenced. In this method , there is no intercept. By using Least Squares Method, we estimate the 
equation as follow: 

D(NPL) = C (1) *D(GDPG) + C (2) *D(UNEMP) + C (3) *D(INF) + C (4) *D(RIR) + C (5) 
*D(LAG1NPL)  

Where,  
NPL= Percentage of bank non-performing loans to total gross loans over perio d t; GDPG= 

grow th rate of GDP; INF=inflation rate ; UNEMP= r ate of unemployment as percentage of the total 
labor force; RIR=real interest rate; LAG1NPL=  one period lag value of NPL.  

 
Findings/results  

 

12     
     Variable Coefficient Std. Error t-Statistic Prob.   
     
     D(GDPG) 0.566675 0.603822 0.938480 0.3582 
D(UNEMP)  -1.895314 0.846242 -2.239682 0.0355 
D(INF)  -0.405778 0.171166 -2.370668 0.0269 
D(RIR) 0.354883 0.123252 2.879334 0.0087 
D(LAG1NPL)  0.569807 0.147668 3.858697 0.0009 
     
     R-squared 0.548789     Mean dependent variance -0.540741 
Adjusted R-squared 0.466750     S.D. dependent variance 3.176155 
S.E. of regression 2.319354     Akaike info criterion  4.686030 
Sum squared residuals 118.3468     Schwarz criterion 4.926000 
Log lik elihood -58.26141     Hannan-Quinn criterion.  4.757386 
Durbin -Watson stat 1.466405    
     
     Table 1: Dependent variable D(NPL) 

 

After sub stituting the coefficients , we get the following equation:  
D(NPL) = 0.566674543376*D(GDPG) - 1.89531422199*D(UNEMP) - 0.405778162222*D(INF) + 

0.354882940363*D(RIR) + 0.569806700956*D(LAG1NPL) 
Table 1 shows that the R-squared value is 54.88 percent which means that 54.88 percent 

vari ance in the dependent variable, D(NPL) can be explained by the independent variables of the 
model. Here, we can also see that the P-value for D(GDPG) is 35.82 percent which is not significant at 
5 percent significance level. It means that D(GDPG) is not significant to explain D(NPL).  
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F-statistic 0.922203     Prob. F (2,20) 0.4139 

Obs*R-squared 2.277495     Prob. Chi-Square (2) 0.3202 
     
     
Test Equation:   

Dependent Variable: RESID   

Method: Least Squares   

Presample missing value lagged residuals set to zero. 
     
     

Variable Coefficient Std. Error t-Statistic Prob.   
     
     
D(GDPG) 0.110617 0.619382 0.178593 0.8601 

D(RIR) -0.047820 0.128610 -0.371819 0.7139 

D(UNEMP)  -0.189276 0.863187 -0.219276 0.8287 

D(INF)  -0.001372 0.173080 -0.007930 0.9938 

D(LAG1NPL)  -0.086704 0.222390 -0.389874 0.7008 

RESID (-1) 0.339752 0.302880 1.121738 0.2753 

RESID (-2) -0.151803 0.256219 -0.592473 0.5602 
     
     
R-squared 0.084352     Mean dependent variance -0.019829 

Adjusted R-squared -0.190343     S.D. dependent variance 2.133399 

S.E. of regression 2.327599     Ak aike info criter ion 4.745966 

Sum squared residuals 108.3544     Schwarz criterion 5.081923 

Log l ikelihood  -57.07054     Hannan-Quinn criter ion. 4.845864 

Durbin -Watson stat 1.933462    
     
     

Table 2: Breusch-Godfrey Serial Correlation LM Test  
Again, in Table 1, we can see that the P-value for D(RIR), D(UNEMP), D(INF) and 

D(LAG1NPL) are 0.87 percent, 3.55 percent, 2.69 percent and 0.09 percent respectively. From this, we 
can say that the variables D(RIR), D(UNEMP), D(INF) and D(LAG1NPL) are signifi cant at 5 percent 
significance level and all of these variables can significantly explain the dependent variable D(NPL) . 
To test the serial correlation among the variables, we conducted Breusch-Godfrey Serial Correlation 
LM Test by considering two lags. Here the null  hypot hesis is that there is no serial correlation in the 
model. The hypothesis will be accepted if the P-value is more than 5 percent significance level. Table 
2 shows the results of the test. We can see in Table 2 that P-value is 32.02 percent which is more than 
5 percent significance level that means we can accept the null hypothesis that there is no serial 
correlation in this mode l after the first difference.  

In thi s study we also conducted Variance Inflation Factors (VIF) test to check the 
multicollin earity  among the independent variables. Table 3 shows the result of the test. In Table 3, 
we can see that there is no centered VIF as there is no intercept in our model. From Table 3, we can 
also see that the Uncentered VIF value is less than 10 which means there is no multicollinearity 
among the independent variables.   
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 Coefficient Uncentered  

Variable Variance VIF  
    
    
D(GDPG)  0.364601  1.139299  

D(RIR)  0.015191  1.088370  

D(INF)   0.029298  1.177764  

D(UNEMP)   0.716126  1.055931  

D(LA G1NPL)  0.021806  1.095117  
    

    
Table 3: Variance Inflation Factors (VIF) 

Discussions and conclusions  
Our study sh ows that Non -Performing Loans (NPL) can be significantly influenced by 

inflation rate, real interest rate, unemploymen t rate and one peri od lag value of NPL  if firs t 
difference method is used for the variables. It also identifies that GDP growth rate cannot 
significantly affect NPLs in Bangladesh. From our analysis, we can see that inflation rate and 
unemployme nt rate are negatively  related to NPLs while real interes t rate and one period lag value 
of NPL are positi vely related to NPLs in Bangladesh. The study also exposes that GDP growth rate 
does not have significant relationship with NPLs in Bangladesh. From t his, we can suggest that the 
policymakers should closely observe the macroeconomic determinants of NPLs so that proper policy 
could be developed to control the high NPLs rate in Bangladesh. 

 

Limitations and direction for future research  
The limited availa bility of de pendent variable and independent variable dat a for longer time 

periods controlled our study. I n future , this study can be done with a longer period data and also 
with other relevant independent variables to explore whether NPLs in Bangladesh can be affected by 
any of the other variables. 
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Abstract 

Firms managers are now concerned about utilization of its assets to increase the 
performance of the company. Return on Assets (ROA) is mostly used by firmsõ managers to 
measure the performance of a company among many other indicators. This paper studies the 
factors that influence the ROA of listed manufacturing companies of Dhaka Stock Exchange. 
Total 16 different types of financial factors including current asset (CR), quick ratio (QR), cash 
ratio (CSR), operating profit margin (OPM), net profit margin (NPM), total asset turnover 
(TAT), current asset turnover (CAT), fixed asset turnover (FAT), account receivable turnover 
(ART), inventory turnover (IT), inventory holding period (IHP), debt to equity (DTE), debt to 
total asset (DTTA), debt ratio (DT), return on equity(ROE), earning per share (EPS) used as 
independent variables where return on assets (ROA) us an dependent. Total 25 companies from 8 
different sectors used in this study and multiple linear regression model on panel data is used to 
measure the influence of these factors on ROA. This study has found, most of the factors maintain 
the typical (positive) relationship with ROA, but some of the factors having irregular (negative) 
relationship with ROA. But in reality, variable(s) found with negative influence might have a 
positive impact on ROA and vice-versa.  
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Abstract  

As an emerging sector commercial cultivation of flowers is gaining popularity in 
Bangladesh and creating competition of high-quality flower production. This paper briefs out to 
examine the price differences practiced by growers and other channels members of the industry as 
affected by seasonal variation. Using the evidence collected from 220 respondents of growers and 
channel members like local trader, wholesaler and retailers in Manikganj, Birulia, Shyampur, 
Katlapur of savar, and Dhaka metropolitan area, the study finds that the price and profit of some 
selected flowers like rose, tuberose, marigold, gerbera, gladiolus, and jasmine varies seasonally. 
Higher price is observed for Rose, Tuberose, Gerbera, and Gladiolus in rainy season due to 
wastage of perishable flowers but lower in spring season because of favorable weather for 
production. But they receive more prices in winter season which is pick season for supplying 
marigold and lower price in summer whereas higher price in spring for trading Jasmine but lower 
in rainy season. In this way the overall market price is found uncertain and unstable in different a 
season that in turn affects the profit of the grower, local trader, wholesaler and retailer also. The 
study aims to help growers and traders to understand to apply better strategies and mechanisms 
to price stability in different seasons to increase Customer Retention.  
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Abstract  
Purpose ð applying a set of data Nifty 50 listed companies in India; this research paper is 

an attempt to empirically evaluate the effects financial performance of board of directorõs based on 
their characteristics. 

Design/ methodology/  approach ð a sample size of 50 listed firms have been used, from 
the year 2008 to 2016. Time series and cross sectional are the basic features on which the entire 
study is based upon for panel estimation. Beside it, statistical measures like ordinary least squares 
(OLS) model of regression and robust regression is applied to mitigate the problems related to 
endogeneity.  

Findings ð The primary results show that for financial performance measuring by ROA, 
ROE, ROCE, board of directorõs features has positive and relevant effect on financial decision and 
performance of the firms in our study on Indian Nifty 50 listed firms. The results also point  out 
that in the perspective of nifty 50 listed firms, the leverage and firm size are negatively related 
with the financial performance of the firms. 

Limitations and implications of the Research  ðIn accordance with the Indian 
corporate governance norms and reforms, it is obligatory for the listed companies to appoint 
independent directors system, by far is successful still, the regulatory and governing authorities 
should efficiently implement the norms of appointment of independent directors in listed 
companies to improve corporate governance system in India.  

Originality/value - Initially, in not similar fashion with the prior studies based on the 
developing nations, this present study interrogates the impact of features of board of directors on 
financial performance of Indian Nifty 50 listed firms. Thereafter, while a lot many studies applied 
a solitary indicator of firm financial performance, this study examines ROA, ROE and ROCE. 
Using the OLS estimation the present study emphasizes the endogeneity issue between firm 
performance and board of directorõs characteristics, and robust regression for mitigating the 
exactness of using OLS estimation. 

 
Introduction  

The corporate governance composition of boards in terms of structure and size have paid 
much attention in the m edia and news in the corporate world  in recent times, the failures of large 
companies was felt and observed many scams such as Enron, WorldCom  and Parma- lat. The basic 
and primary idea is that,  there is abundance of national and internati onal guidelines for g ood 
corporate governance practices that affect matters related to board of directorõs characteristics 
(Bennedsen et al., 2008). Composition of companyõs board of director is one of the most valuable and 
significant mechanism of good corporate governance. The focal point in academic section is the 
effectiveness and efficiency of board of directorõs characteristics. Firm fi nancial performance has 
often been employed as a proxy for deciding  the governance potential  efficiency of a company in 
many previous studies review such as. Ghosh, (2006), revealed that firmõs performance either in 
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terms of accounting concept or in marketin g measures, particularly large size firm is affected by size 
of board of directorõs that tends to have dampening impact.  

The one of the most integral part of internal corporate governance mechanism is the board of 
directors. According to (Akhtaruddin et al.,2009; Haji & Mubaraq, 2015)  the vital  institution in the 
internal governance structure of a company includes board of directors , which facili tates a primary 
monitoring function for  agency problems. Definition of effectiveness means an extent to which 
problems are solved and objectives have been achieved (Wadhwa, 2014). Previous studies showed 
that board of directorõs effectiveness essentially depend on board of directorõs attributes, as 
disclosure of more relevant information to external parties is an important characteristic  that define 
the effectiveness of boards. Following (Bennedsen et al., 2008; Green & Homroy, 2018; Merendino & 
Melville, 2019) studies, board of directorõs effectiveness is defined in this study by its  characteristics. 
In other way it can be said that, the improvemen t of the board of directors with reference t o its 
integral elements such as independence, size, shareholding, nationality, multiple directorship, 
meeting and board committees can improve the effectiveness and capacity of the board to manage 
and monitor man agement and thus by increasing the scope and probability of providing more 
relevant information to external investors relevantly.  

All those financial shows t hat assess and fulfil the firmõs economic objective is a key matter of 
interest in management and other areas of researches. Firm financial performance concern with  the a 
variety of  subjective measures of how well a firm can apply its available  assets from primary mode of 
operation to earn profit (Peters & Bagshaw, 2014). òThe NIFTY 50 is the flagship index on the 
National Stock Exchange of India Ltd. (NSE). The Index measures the behavior of a portfolio  
investment  of blue-chip companies through different  domains, the largest and most liquid Indian 
securities. It includes 50 of the approximately 1600 companies listed on the NSE, captures 
approximately 65% of its float -adjusted market capitalization and is a true reflection of  the Indian 
stock market".  NIFTY 50 includes major economic sectors of India. It issues declaration to offers an 
investment to managersõ publicity  in one efficient portfolio in the Indian market. I ndexing has been 
done since April 1996 and is appropriate  for establishing parameter, index funds and index-based 
derivatives  (NSI, 2019)1. 

Figure 1 shows that there was an increase in Nifty market at a CAGR of 11.7% in last 20 years 
(since 1996) and 7.5% in last 10 years (since 2006). In terms of yearly returns, since 1996, NIFTY 50 
has given more than 50% return in (1999,2003,2007,2009,2018) 5 calendar years and more than 30% 
return in (1999,2003,2005,2006,2007,2009,2014,2017) 8 calendar years. NIFTY 50 has fallen by over 
20% only in (2008, 2011) 2 calendar years, givin g positive returns  in 16 out of 23 years. 

Figure 1: Performance of NIFTY 50 

 
Data for 2019 is as on March 29, 2019.                                                         Source: NSE 
 

From the above context, research problem is clear and that objective is to study the impact of 
board effectiveness policy on the financial performance of the firm  financial perf ormance of NIFTY 

 
1 NSE is the brief name of the Nati onal Stock Exchange of India. Available in https:// ww w.nseindia.com 

 

https://www.nseindia.com/
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50 traded companies, therefore, necessary steps will be taken to  provide a clear picture for indexing 
board of directors. It is significant to enquire the re levant question the impact of composition of 
boards of directors on NIFTY 50 firmõs financial performance? Recent research work has answered 
thi s question by showing the impact of board of dire ctors in d iff erent countries. Further, with a 
shortage of empir ical studies on the impact of board of directors  on many aspects of the Indian 
economy; academic research has not yet studied the impact of composition of  board effectiveness on 
the financial appraisal  of N IFTY 50 listed firms in India.  

A lot was  said about financial performance of NIFTY 50 traded firms based on the board of 
directorsõ characteristics in different countries , through  many pieces of writ ing. The present study 
aims to study the effect of board of directors on the financial performance of NIFT Y li sted firms and  
determine whether it was affected positively or negatively. The rest  part  of this paper organized as 
follows. Second section deals with the formulation of hypotheses  and review of diff erent literatur es. 
The next and the third part  constitute the research methodology  section. Section four focuses on the 
descriptive statistics and results of the empiri cal tests. Lat and the fifth section include  the 
concluding  remarks of the study. Section six reveals the implic ations and drawback of the study. 
 

Literature Review and hypothesis development  
The important mechanism of internal corporate governance is constituent of board of director s. 

Board of directors and business organizations occupies a uni que position in corporate governance. 
Both big and small organisations are governed by corporate governance. It is mandatory for the 
corporate entities to have board of directors by statue. Many studies have been done on various 
aspects of characteristics of board of directors  and their  impact on the financial performance. Some of 
the previous studies argued that  the board size provides board effectiveness to improve firm 
performance. Guest(2008) argued the demerit that larger board size may face lack of coordination 
and decrease the boardõs ability to oppose and find loopholes the control of top managers due to lack 
of opportunities of discussion of management problems . In the other hand, Guner et al., (2008 ) 
argued that constitution of large board size may facili tate firms in offering suitable advice that comes 
from direct orsõ external link and due to expertise knowledge and experience in their respective fields 

Jermias & Gani(2014) interrogated  the association between board of directorsõ dependence, 
managerial ownership and firmõs performance based on board capital . The outcomes are consistent 
wi th the view that firms advantage from board capital in terms of outside directorsõ capability  to 
check managers performance and provide advice and counsel to managers. Wang (2013) argued and 
concluded that different firms h ave different requirements based on complicated and simple firmsõ 
performance-improvements  board structure. Although large boards faces  communi cation distortion 
and decision-making problems, they facilitates firms via making available  more advisory functio ns. 
Guest (2009) studied  the impact of board size on firm performance for a large sample of 2,746 UK 
listed firms over 1981-2002.They concluded that board size has a strong negative impact on financial 
performance .In addition, Ranasinghe (2010) found that board size had a negative association wit h 
Return on Assets and market book value, which was applied  as proxies for firm  performance. 

Many prior studies have been done to know the relationship between board size and firm 
performance has produced varied outcomes. It is discovered in most of the studies that the affiliation  
between board size and firm performance is negative (Bennedsen et al., 2008; Guest, 2009; Lin, 
2011).on the contrary, Conheady et al.,(2015) find a  significant  positive relationship  between the 
firmõs measure of board effectiveness and the firmõs contemporaneous and future market measure of 
performance. Furthermore,  Bonn et al.,(2004) study and compared the sound effects of board size, 
proportion of female directors, proportion of outside directors and average age of  directors on firm 
performance in Japanese and Australian firms. We found that board size and age of directors were 
negatively associated with the performance of Japanese firms. For Australian firms, outsider ratio 
and female director ratio were positively  related with performance.  
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Mohd Nor et al., (2014) analysed the trend of board characteristics and try to explore the 
association of board characteristics and Malaysian firm performance . The data were collected from 
the analysis of companiesõ annual report for a sample size of 169 companies for period of 2009 and 
2010. Study shows that there is a signif icant relationship between board size and firm performance. 
In addition, there are no association between proporti ons of independent non-executive directors to 
firm performance.  Lin (2011) investigated the impact of duality and board structure on co rporate 
performance. The finding of  small and medium -sized companies advocate that the supervisory 
directors, outside independent and inside dir ectors had positive impacts  on financial performance , 
ROA and ROE. Prior studies conducted in India have not yet studied and appraised the impact of 
board characteristics on the financial perform ance. So, this study try to put in  literature by 
introducing  the following conceptual framework as shown in the Figure 2 to examine the impact of 
board characteristics on the financial performance of the firms . 

 

Figure 2: Conceptual Framework 
 
 
 
 
 
 
 
 
 

 
Based on the above literature s review and objectives of the study demonstrated above, the 

hypotheses of the present study are: 
H01: There is positive associated between board characteristics and return  on assets of Nifty 50 listed 
firms . 
H02: There is positive associated between board characteristics and return  on equity of Nifty 50 listed 
firms.  
H03: There is positive associated between board characteristics and return on capital employee of 
Ni fty 50 listed firms.  

 
Research Methodology  
Date  

 The Research paper is based on pure secondary data which has been adopted from Prowess 
IQ a database of Indian companies, Money control website2, books and journal. Whereas board of 
directors and ownership structures, data were retrieved from the corporate governance reports 
section from the annual reports of th e selected sample companies. Data which we need to justify 
objectives, collected for 8 years from 2008ð2009 to 2015-2016. The purpose of the index is to compute 
the performance of large market capitalization companies. 
 

Sample Size 
 Companies constituting the S&P CNX Nifty 50 firms which are registered  on the National 

Stock Exchange of India have been considered to fulfil  the purpose of this study. (NSE), is a leading 
stock. The Nifty companies were classifi ed into four eleven-samples classification as showing in the  

 
 

Table 1 

 
2Moneycontrol  is India's leading financial information source . See https://www.m oneyworks4me.com 

Performance 

¶ ROA 

¶ ROE 

¶ ROCE 

Board Characteristics 

Control variable  

¶ Firm size 

¶ Leverage 

https://www.moneyworks4me.com/
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Table 1: Number and Percentage of sample fi rms by industry  
 

S. no Industry Number Proportion 

1 Automobiles                                            8 16% 
2 Cement 3 6% 
3   Construction                                           1 2% 
4 Consumer Goods 3 6% 
5   Energy                                                     8 16% 
6 Financial Services                                    10 20% 
7 IT 5 10% 
8 Media and entertainment 1 2% 
9 Metals 4 8% 
10 pharma 5 10% 
11 Telecom 2 4% 
Total  50 100% 

    

Variables  
There are three variables in this Research; the independent variable is board of directorõs 

attr ibutes and the dependent variable and control variable are as foll ow: 
Return on assets measures by net income over total assets at the end of the financial year. 
Return on equity  is measured by profit after ta x divided by total equity shares in issue. 
Return on capital employee is measured by net profit after tax /c apital employed. 
Firm size is measured by the natural logarithm of total assets. 
Leverage measures by total debt percentage are divided by total ass ets. 
 

Statistical tools and Methods  
The study comprises descriptive statistics such as mean, median, mode, correlation and 

multicollinearity diagnostic,  ordinary least squares and robust regression eviews 10 using review of 
literature  to study the impact of  board of directorõs characteristics on financial perform ance of Nifty 
50 listed firms .Therefore, the following model is developed:  

ROA it = Ȁ +ȁ1 BDCit +ȁ2LEV it + ȁ3FSIZEit+Ȅit  
ROEit = Ȁ +ȁ1 BDCit +ȁ2LEV it + ȁ3FSIZEit+Ȅit 
ROCEit = Ȁ +ȁ1 BDCit +ȁ2LEV it + ȁ3FSIZEit+Ȅit 
Where,  
Ȁ is the intercept in this study, Ȅ is defined as an error term for the model, i and t correspond to 

firm and year, ROA is return on assets, ROE is return on equity, ROCE is return on capital employee, 
BDC is board of directorõs characteristics, LEV is the short form of leverage, and FSIZE is the firm 
size. 

 

Data Analysis and findings:  
Descriptive statistics  

Table 2 describes descriptive statistics for the variables applied  in this  research paper. It gives 
details information in the form of  descriptive statistics, skewness, kurtosis and number of 
observations for the dependent variable and its causal and control variab les. The output shows that 
skewness and kurtosis are in the range of ±1 and ±3 respectively. The results demonstrate the trend 
of financial performance measurements; ROA, ROE, and ROCE over the period 2008ð2016. Similarly, 
the results show the descriptive statistics for board of directorõs characteristics, leverage, firm size 
variables for the same period. The results reveal that ROA, ROE, and ROCE each range between 
minimum values of -5.08, -18.18and -45.36and maximum values of 38.71, 86.91and 72.75with a m ean 
of 11.98, 23.13 and 17.09 respectively. Moreover, board of directorõs characteristics ranges between a 
minimum of 0.44, a maximum of 0.94 with a mean value of 0.74, and standard deviation of 0.10. 
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Controls variables have an average value of 11.95, 5.20, a minimum of .01,3.75 with standard 
deviation of 22.8,0,90 respectively. 

Table 2: Descriptive Statistics 

 
4.2. Correlation and multicollinearity diagnostic  

Table 3 explains the Pearson correlation matrix and multicollinearity diagnostics for dif ferent 
dependent and causal variables. The coefficients are based on the data from 50 Nifty Indian listed 
firms with 4 00 observations for the period 2008/ 09ð2015/16. Results reveal the positive rel ationship 
of board of directorõs characteristicswith financial performance . This indicates that if the companies 
follow the rules of board  of directorõs characteristics, the financial performance of the companies are 
going to increase. Similarly, the resul t also shows a positive relationship between firm leverage and 
financial performa nce measured by ROA, ROE, and ROCE, which means that if there is increase in 
leverage it leads to an increase in profitability . The result also shows a positive relationship o f board 
of directorõs characteristicswith leverage and firm size. This reveals that board of directorõs 
characteristicsleads to increase in leverage and firm size whereas board of directorõs 
characteristicshas a negative association with financial perform ance measured by ROA, ROE, and 
ROCE. 

Table 3: Correlation Matrix and Multicollinearity Diagnos tics 
 
 

 
 

 

 
 

 
 
 

 
 
 

 

4.3 Results of model estimation  
Table 4 draws conclusion of regression estimation of fir m financial performance on board 

characteristics, and control variables. The regression results in Columns 1, 2 and 3 depend upon 
accounting measures for ROA, ROE and ROCE, respectively. The board characteristics variables, the 
coefficient of BDC is positively  and statistically significant at the 1% significance level for ROA, ROE 
and ROCE. The conclusion favors the hypotheses of the study (H01, H02, H03) and are similar with 
those of (Kao et al., 2019; Mohd Nor et al., 2014; Wang, 2013), suggesting that board characteristics 
variables does enhance firm financial and overall performance. The hypotheses have been accepted 
as the coefficient of TIER is associated positiv ely and significantly with  ROA, ROE and ROCE at the 1 

Stat. 
ROA ROE ROCE BDC LEV FSIZE 

 Mean 
11.98 23.13 17.09 .74 11.95 5.20 

 Maximum  
38.71 86.91 72.75 .94 87.61 10.14 

 Minimum  
-5.08 -18.18 -45.36 .44 .01 3.75 

 Std. Dev. 
7.44 16.12 12.42 .10 22.8 .90 

Skewness 
0.65 1.61 0.72 -0.16 1.8 0.12 

 Kurtosis  
.247 1.73 2.47 -.61 2.27 2.09 

 observations 400 400 400 400 400 400 

Variables ROA ROE ROCE BDC LEV FSIZE 

Correlation matrix (Panel A)  

ROA 1      

ROE .85** 1     

ROCE .56** .52** 1    

BDC .17** .06 .052 1   

LEV .012 .04 .03 .02 1  

FSIZE -.234** -.25** -.18** .04 -.15** 1 

 

VIF    1.84 1.26 1.37 

**. Correlation is significant at the 0.01 level (2-tailed). 
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% level. Table 4 depicts that the coefficient value of leverage is negative and insignificant for all ROA, 
ROE and RCOE. The result is consistent with (Doan & Nguyen, 2018). Moreover, the coefficient of 
Firm size is also negative and significant at the 1% level for both ROE and ROCE, These results are 
consistent with those of  (Guest, 2009; Wang, 2013). 
 

Table: 4 Regression Results Estimation 
Models ROA ROE ROCE 

Variable / Type  Coeff. Prob.   Coeff. Prob.   Coeff. Prob.   

C 16.07 0.0 -42.53 0.0 29.32384 0.0003 

BDC 14.64 0.0 20.86 0.006 31.46188 0.0001 

LEV -0.02 0.16 -0.057 0.13 -0.01536 0.6963 

FSIZE 0.004 0.017 -6.39 0.0 -6.07634 0.0000 

R-squared 0.13 0.11 0.11 

F-statistic 20.29 17.15 17.70 

Prob. 0.0 0.0 0.0 

 
Robust Regression 

The panel regression outcome may face the issues related to endogeneity. In this research 
study, endogeneity of board of directorõs characteristics through firm financial  performance would 
entail that the panel regression estimates, are significantly  biased and incoherent, and so it cannot 
apply  to draw conclusions about the causality of the association. So, we go for applying  the robust 
regression to tackle the endogeneity issue. The equation is applied  to carry out  the robust regression 
is the same as equation (1). However, robust regression estimation may not convey better estimates 
in comparison to  panel estimation. 

 Table 5 demonstrates the results of the robust regression model.  The results show that there is 
a slight change in the values of coefficients, standard errors and t -statistic from the values of OLS 
regression model in table 4. The coefficient estimates in case of robust regression are not inflated, 
deflated or highly deviated from the coefficient estimates of OLS regression. Further, the standard 
error  of both; robust regression and OLS regression are about similar which indicates a proper 
estimating of the results. 

With view  to the outcome of robust regression model, the second-stage firm performance 
equations are presented in Columns 1-3 of Table 4. The coefficients signs on the causal and control 
variables in each and every equation are g enerally as predicted. In general terms, the robust 
estimates are larger than those of panel regression estimation in Table 4. 
 

Table 5. Robust Regression 

 
5. Conclusion  

This Research paper investigates the impact of board of directorõs features on firm 
performance. In compare to previous  evidence for developing nations that reveals no connection 
between independent direct ors composition  and firm performance, our results  shows that for  
financial performance measuring by ROA,ROE,ROCE, board of directorõs characteristics has a 
statistical significant and positive impact  on firm  performance in our work study on Indian Nifty 50  
listed firms. It also  points out that firm  size and the leverage are negatively associated with firm 
performance in the context of nifty 50 listed firms. T hese findings can be concluded in association to 

Models ROA ROE ROCE 

Variable / Type Coeff. Prob.   Coeff. Prob.   Coeff. Prob.   

C 29.8911 0.0000 48.0912 0.0 34.2806 0.000 

BDC 12.3953 0.0001 7.10256 0.1697 13.3755 0.0091 

LEV -0.0337 0.0345 -0.0677 0.0084 -0.01432 0.5745 

FSIZE -5.2475 0.0000 -6.1913 0.0 -5.19885 0.0000 

R-squared 0.16 0.07 0.07 

Prob. 0.0 0.0 
 
0.0 
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the several institutional  theories that portrays these mechanisms are resultant of practices or 
regulations emerge from coercion by legislators who impose certain good practices in order to 
improve organizat ional effectiveness, or as a result of imitation. In other words, the finding s may be 
referred to th is theory which suggests that companies might adopt practices or regulations as a result 
of coercion from a legislator who imposes some practices in order to improve organizational 
effectiveness. However, there is no prediction that the adoption of these regulations will improve 
organizational effectiveness and performance efficiency. 

 

Appendix A : Table 5. Variables Definition  
 

 

Variable  Measurement References 

Dependent variables 

Return of Assets 
(ROA)   

ROA = Profit after Tax / Total Asset                  (Guest, 2009; Guner et al., 2008; 
Villanueva -Villar  et al.,2016) 

Return on Equity  
(ROE)   

ROE = Profit after Tax / Total Equity           ( Hassan et al., 2017; Kao et al., 
2019; Singh et al., 2018) 

Return on capital 
employee (ROCE) 

ROCE= Net profit after tax /capital employed  (Vishwakarma & Kumar, 2015)  

Independent variables 

Board of Directorõs 
Characteristics 

1. Size of board of directors is at least 5 but not more 
than 16 members.  
2. The qualifications of the board members are 
revealed.  
3. All members attended at least 75% of board 
meetings.  
4. The number of board meetings held in the year and 
the attended physically, and/or attended via 
electronic media is disclosed for   every board 
member. 
5. The firms has implemented a procedure for a 
regular assessment of the board.  
6. Public disclosure of ofþces held by any 
independent dir ector in other companies  
7. Separation of chairman and CEO 
8. Firm has annual board meeting only for non -
executives 
9. Board performance is periodically evaluated 
10. Company has a designated òleadó or senior non-
executive board member 
Chairman of board i ndependent director  
11. The governance/nomination committee is 
composed of independent board members 
12. No former CEO of the company serves on the 
board 
Time gap between the two meetings does not exceed 
4 months 
13. Governance/nomination committee has a written 
charter or terms of reference 
14. Board is controlled by more than 50% of 
independent outside directors  

(Abdallah & Ismail,  2017; Al-
Malkawi et al., 2014; Ararat et al., 
2017; Srairi, 2015; Wahab et al., 
2007) 

Control variable  

Firm size Natural logarithm of total assets.  (Arora & Sharma, 2016; Ullah, 
2017) 

Leverage It measured by total debt to total assets   (Abdallah & Ismail, 2017; Hassan 
et al, 2016) 
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Abstract  

Corporate social responsibility (CSR) activities which are beyond legal obligation of the 
organization are the voluntary activities performed by the organizations towards the society. The 
study identified the influence of CSR activities on the financial performance of the state-owned 
commercial banks of Bangladesh where secondary and primary data were analyzed by using spss 
software. From the correlation and regression, the study found positive relationship among most 
of the financial performance indicators of the state-owned commercial banks of Bangladesh. The 
study claims a strong and considerable positive relationship between CSR activities and the gross 
profit of the banks although some CSR activities have very insignificant relationship with the 
financial performance while very few CSR activities have no effect at all on the performance of the 
organization. The study further found that, for some CSR activities the state-owned banks do not 
think about financial benefits, rather they perform those as their responsibility towards the society 
and these types of CSR activities improve their image and acceptance to the customers. Finally, 
the recommends that, the state-owned commercial banks should more focus or at least continue 
their CSR activities. The study also recommends that in selecting the CSR field the authority 
should be careful regarding the benefits for the banks as well as to the society. Finally, more 
research should be conducted by the respective authority for identifying the suitability of the CSR 
activities.  
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Abstract  

Purpose of the research: The purpose of this research is to study the impact of Human Resource (HR) 
spending on the financial performance of companies in Bangladesh and contribute to the limited research on 
HR Investment from a developing country perspective. We examine whether spending more money on HR 
leads to increased financial performance.  

Design/methodology: We collected secondary data published in annual reports of listed banks in 
Bangladesh that represents a human capital-intensive industry. Then, we tested our hypothesis by using SPSS. 
Mul tivariate regression analysis is run on panel data of 29 privately owned banks listed in the Dhaka Stock 
Exchange, over 5 years (2013 to 2017). HR expense, which includes compensation and training, is used as a 
proxy of HR spending, and Return on Asset (ROA) is used as an indicator of financial performance. A variety 
of bank-specific variables and industry factors are used as control variables.        

Results/findings: Results show that HR investment has a significant positive impact on banks' ROA. 
This means that an increase in spending in HR would very likely lead to an increase in ROA. This finding is in 
line with previous researches, which highlighted that when companies spend more on HR and consider 
employees as a value-creating source, employees become more motivated and contribute more. This enhances 
the Company's financial performance.  

Practical implications and Conclusions: This study holds several managerial implications. Firstly, it 
challenges traditional management's belief to consider employees as costs. It emphasizes that money spent on 
employees in the form of salary, training, and other benefits should be considered as significant investments 
rather than mere operational costs. Secondly, investing more in training can help employees acquire new skills 
and gain more knowledge. Finally, a competitive salary can enhance employee morale and assist in employee 
retention.  
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Abstract  

Employee retention has become a key concern for business organizations of Bangladesh in 
recent times. Skilled and trained employees are the integral asset for the organizations. It is 
imperative to retain the talented employees who are loyal towards the organization and can 
contribute effectively to the development of the organization. The purpose of the research is to 
investigate the factors affecting employee retention rate of private   sector. The deep theory 
analysis of variables affecting retention intentions brings the researcher to develop a research 
model consisting of four variables which are working stress, job satisfaction, organizational 
climate, and turnover intentions as well as three research hypotheses. Instruments of data 
collection using questionnaires, sample of 195 respondents who are employed in Beximco Limited 
and ACI Limited. Then, data is analyzed using Structural Equation Modeling (SEM). The 
results of three research hypotheses test using SEM shows that job stress, organizational climate 
and job satisfaction, has an influence on turnover intention. The result might assist the 
organizations to develop some successful strategies to retain their qualified employees. This paper 
may also provide some directions for the future researchers to conduct research on the related 
fields to develop more in depth knowledge on employee retention practices in Bangladesh. 
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Abstract  

Like any other organization, efficient manpower is the precondition of the success of 
University. Manpower is the strategic resource for any organization. So, this resource should be 
managed strategically. This study has been conducted to evaluate the HRM practices of National 
University, Bangladesh. Moreover, the aim of the study is to identify the key areas where the 
University authority can emphasize to develop their manpower in order to build and retain a 
talent workforce. This study is mainly a quantitative study. In this study, both primary and 
secondary data has been used. The faculties and the employees who work into the central campus 
of the University are considered as the population. The Yamane Equation has been used to 
determine the appropriate sample size. The sample size of the study is 86 where 11 respondents 
from Facult ies and 76 respondents from Staff. Though the population is not homogenous, 
stratified sampling technique has been used to collect the primary data. Data has been collected 
randomly from the sample. SPSS version 23 has been used to analyze the collected data. The 
study has been conducted basing on five hypotheses. T- Test has been used to test the hypotheses. 
The study found the areas of poor performance regarding HRM functions of NU basing on the 
response of sample faculties and staffs. Moreover, the study also compares the satisfaction of 
Faculties and Staff basing on some common issues. This study founds Staff are given more 
positive response than Faculties about the activities taken regarding HRM issues. Finally, some 
recommendations are given to improve the HRM practices which will ensure the efficient 
manpower management.  
 

Introduction  
Education is the passport to the future, for tomorrow belongs to those who prepare for it 

today. There is a proverb  that Education is the backbone of any nation. A nation canõt sustain into 
global competition with out its skilled manpower . Education can convert the manpower into as 
skilled  who are capable to meet the countries need. Different types of institutions like schools, 
colleges, madrasa, institutes, universities etc. play  the role to make the human as a resource for the 
nation. A lot of people wo rk  into these organizations as input of conversion process who converts a 
human as human resource. So, it is important to practice the theory and concepts of modern Huma n 
Resource Management (HRM) to fulfill the people need who are work ing in education institutions .  

At present, 41 public universities, 101 private universities and 3 international universities are 
operating in Bangladesh for higher education. Among th e 41 public universities, 2 universities are 
workin g with affiliating in nature. These are National University of Bangladesh and Bangladesh 
Open University (UGC, 2018). Considering the number of students at the higher education le vel, 
Bangladesh has now achieved the fourth position in the world after China , India and Indonesia. 
More than 39 lakh students are enrolled into the university level ( The Daily Star, 2018).  

Moreover, almost all largest public universit ies have some affiliations with different coll eges 
and institutions with their regular academic activities. For an example, Dhaka University, Rajshahi 
University,  Chittagong  University , Bangladesh University of Professionals (BUP) etc. have 
affiliations with different colleg es and institutes. Before the year 1992, all of the colleges in higher 
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education level were under  Dhaka University, Chittagong University and Rajshahi University. There 
were a complexity arises due to these affiliati ons. The academic activities of both uni versit ies and 
affiliated colleges were hampered due to the extra burden of affiliations . As a result, an enormous 
session jam has been created. To overcome from the session jam, two public universities have been 
established in the year 1992 called National  University  of Bangladesh and Bangladesh Open 
University . All colleges and institutions in higher education level were affiliated with  these two 
universities.  From the year 1992, all of the academic activities of the colleges and institutions at 
higher education are operating under the National Universit y, Bangladesh and the distance 
educations are operating under Bangladesh Open Universit y. A total of 5, 40,733 students are 
studying under Bangladesh Open University in every year with 1 ,502 affiliated centers (BOU, 2018). 
Recently a total of 7 affiliated government co lleges of Dhaka city have been transferred from 
National University  (NU)  to Dhaka University . The purpose of this transformation is to reduce 
excessive pressure from NU and also ensuring quali ty education at college level.  

NU is the largest public university of Bangla desh who works with a large number of affiliated 
colleges and institutions . The University has about 2,300 affiliating colleges where more than 20 lakh 
students are studying  with different program s. NU  has started its academic activities with affiliated 
campus i.e. off campus. NU has also started On-Campus academic activates from the year 2006. NU  
offers graduations and master's degree from  affiliating colleges and research-based degree like 
Master of Advanced Studies (MAS), Advanced  MBA, M. Phil  and Ph. D degree from central 
Campus. PGD in Library and Information Science and Teachersõ training program for college 
teachers are also providing  from the central Campus. At present, NU has 78 faculties of different 
discipl ine who operates the academic and administrative activities . About 1213 non- academic Staff 
works into central campus.  

Human Resources (HR) are the most important resources of any organizations that make the 
things as reality from a dream or vision . Every  organization whether it is large or small , production 
oriented or service oriented, financially strong or weak requires efficient HR . Organization requires 
HR in its different level like top, mid and functional level in order to convert the vision into realit y. It 
is said that, A supper computer becomes workless without a superman. Here, the super man is the 
employee who operates the computer. The supercomputer  works as per the direction of employees. 
So, it can be easily understood about  the signif icance of the employees to achieve the dream of 
organization . On the other hand, we know there are four  factors of production like Land, Labor, 
Capital and entrepreneurship. This factor works as the input of any operation s. Though in 
Management, input is considered broadly as man, machine, material, money, market and method 
which ar e also called 6M of management. Along w ith this 6M, information is also considered as the 
vital input in any production or services-oriented process (Griffin, 2013). If the most impo rtant 
resource ôHumanõ is become absence or inefficient the other resources are also become as ineffective 
or inactive. As a result, it can be said that, the success of any organization is mainly depend s on its 
employees.  

Organization gets manpower th rough recruitment and selection process. A newly appointed 
employee suffers different types of anxiety, stress about new organization, culture and working 
environment. Even he may not have adequate knowledge about the organization working process. It 
is management responsibility t o make him prepare about the organization through applying HRM 
functions like staffing, training and d evelopment, motivation and maintenance of Human Resource 
(DeCenzo, et al., 2010).  

Every organization perform its tasks in order to satisfy the customer needs. These customers 
may be both internal and external. I nternal customer means the employees of the organization who 
prepare the product or services in order to satisfy the external customer needs. On the other hand, 
the external customer means the customers or consumers who purchase the product or service from 
the organization in against of financial value. The most important asset of any organization is 
customers. Internal customer stays into inside of the organization and external customer stays into 
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outside of the organization (Besterfield, et al., 2004). So, to satisfy the external customer of the 
organization, firstly it requires satisfying the internal customersõ needs. 

Organization may hav e efficient HR. The organization may have also proper strategy to lead 
the manpower.  But if the organization fails to implement the appropriate strategy to maintain the 
HR, the organization will fail to acquire and retain them. In most of the cases, unless the HR strategy 
is appropriately f ormu lated and skillfully implemented, the success of the organizational strategy is 
at risk (Belcourt, et al., 2003). As a result, in order to acquiring  and retaining the most efficient HR 
into workplace, organization nee ds to develop strategic HR plan. This will giv e the organization a 
distinguis hed position into competitive market.  

So, from the above discussion, it is clear that university  as an organization need to be 
concerned more about its employees. To operate the universities activities successfully, it  requi res 
preparing  themselves as an efficient HR.  University should apply modern Management and HRM 
theories regarding manpowe r which will help to  achieve its strategic position from the competitive 
market.  

The main objective of this study is to inv estigate the HRM practices basing the case of National 
University, Bangladesh. The study has also some other specific objectives; 

1. To measure the NU performance regarding HRM functions;   
2. To compare the responses of faculties and staffõs perceptions regarding HRM functions; 
3. To find out the existing  limitation(s) regarding efficien t HRM practices; 
4. To suggest guideline(s) in order to overcome from the limitation(s);  

 
Literature  Review    
University  

A University comes from Latin word U niversitas. Univ ersity  is an instituti on of higher or 
sometimes tertiary education and research. It also awards academic degrees in various academic 
disciplines. Universities typically provide both undergraduate education and postgraduate 
education (Wikipedia, 1911). According to Oxford Univer sity Press (2010), it  is an institution of 
higher education offeri ng tuition in mainly non -vocational subjects and typically having the power 
to confer degrees. 

 

HRM  
HRM is the process of acquiring , training,  appraising, compensating employees, maint aining  

labor relations, health and safety and fairness concerns (Dessler, 2013). Moreover, it refers to those 
activities which are undertaken by an organization to utilize the HR effectively and efficiently.  It is 
comprised of the staffing, training a nd development, motivation and maintenance functions. 
Management of human resource is the critical task of any organization on which  the success of any 
organization depends. Because, people not buildings, make an organi zation successful.  

 

Recruitment and Selection  
Staffing is filling and keepin g filled, positions in the organization structures.  Recruitment and 

Selection is the special form of staffing. Both the recruitment and selection are very importan t for the 
organization success. Recruitment is the process of obtaining inte rested people/ app licants for the 
fulfilling organizations vacancies where selection refers fitting a round peg in a round hole .  

 

Training and Development  
Training helps to develop an up -to-date workforce which provides a competiti ve advantage 

over the rivals. Whatever, the success of organization depends on workforce? Training refers to a 
planned effort by a company to facilitate employeesõ learning of job-related competencies (Noe, 
2013). Training develops a positive and constructive att itud e among the employees towards 
achieving the organizational goals and objectives. Training is also important for the teachers to 
develop their Knowledge, Skills and Abilities (KSA).  To ensure a highly motivated, creative, up to 
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date and productiv e workforce, it requires arranging train ing regularly which will help to achieve 
organization's goal (Mia, 2017).  

 

Motivation and Maintenance  
A person is not bound to do his entire level of energy towards job until he gets appropriate 

motivation.  Motivati on is the process that account for an individualõs intensity, direction and 
persistence of effort toward attaining the goal (Robbins, et al., 2009). Motivation is the set of internal 
and external forces including both f inancial and non-financial  means that lead an employee to choose 
a course of action. 

 

Rewards and Compensation  
Organization  must attract and hire people who have certain knowledge, skills , aptitudes and 

attitudes. Rewards, compensation and benefits are closely related but different in meaning  and 
applic ations. Compensation is the financial remuneration given by the organization to its employee 
in exchange for their work where reward is given to the extraordinary per formance of efficient 
employee. On the other hand, organization provides benefi ts which are things of value other than 
compensation that an organization provides to its workers (Griffin, 2013).    

 

Workplace R elationship  
Workplace relation helps to build sound industrial relations. Industrial rela tions encompass a 

set of phenomena both in side and outside of the workplace concerned with determining and 
regulating the employment relationship (Salamon, 2010). 

 

Strategic HRM  
Strategic HRM is the interrelated practi ces, policies and philosophies that facilitate the 

attainment of organizati onal strategy (McBey, et al., 2010). In competitive era, it is the task of 
organization to develop an efficient workforce for the success who will be able to carry the 
organization al objectives. On the other hand, organization must take effective strategy to retain the 
efficient HR . Otherwise, key competitor  may hunt the talent which is also known as talent hunt. 
Moreover , organization must attract the efficient and talent HR of competitors. Here, the practices of 
Strategic HRM can give an organization a competi tive advancement over the rivals.  

 

Human Resource Information Systems (HRIS)  
HRIS is a software which is used to maintain and utilize the human resources of an 

organization in most efficient manner. It is a system  which is used to acquire, store, manipula te, 
analyze, retrieves and distribute information regarding an organizationõs human resources. It is both 
the hardware and software based along with people, forms, policies, procedures and data. The 
purpose of HRIS is to provide service in the form of  accurate and timel y to its clients of the systems 
(Beulen, 2009).  

 

Career Growth  
Career is a structural property of a n occupation or an organization . A final aspect of retaining 

human resource is career planning. Career management is a process by which indiv iduals develop, 
implement and monit or career goals and strategies (Jeffrey, et al., 2011). Few people perform job in 
same organization. Efficient  people always search best job. In this regard organization should  take 
adequate actions to retain and attract the effi cient HR.  

 

HRM Practices  
Shree et al., (2017) in their study emphasized to have separate HR department to conduct HR 

related function in universities. They also highlight  the need for  a complete revamp of HR functions 
of recruitment, placement, training, appraisal, compensation and employee relations, career 
development and motivation. HRM department will manage the functions relating to HR which will 
give a competitive advantage to the academic institutio n over the industry . Iqbal et al., (2011) shows 
in their study that HRM pract ices of public universities are relatively better than private universities.  
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Public university is performing better in terms of training, teamwork , employee participation and 
compensation. On the other hand, private univ ersity  is performing better than pu blic university in 
performance appraisal system. A fair recruitment is essential to ensure the most talent HR for the 
organization.  

 

Job Satisfaction  
Job satisfaction is basically a positive feeling of an individual  about his job. Different factors are 

involved with employeeõs job satisfaction. One job which is highly satisfactory to one may not be 
satisfactory to other individuals .  

 

Teachersõ Job Satisfaction  
Teachers are the pillars of the society, who help students to grow with  the responsibility of 

taking their nation ahead of others. They desire security, recognition, new experience and 
independence (Sharma, et al., 2009). When teachers are satisfied with their job, they can perform their 
responsibilities with m ore concentration and devotion  (Adhikari , et al., 2017). Teaching at the 
university level is a highly honorable career and academicians are always boons to their societies. 
The job satisfaction of academics is related to a number of variables such as demographi c characters, 
the work itself, pay,  work responsibil ities, variety of tasks, promotional opportunities, relationship 
with co lleagues and others. Academics may be simultaneously satisfied with some facets of the job 
and dissatisfied with others.  Compensation package, supervisory support, job  security, traini ng and 
development opportunities, team cohesion, career growth, working conditions,  organizational 
culture and policies are positively associated with the academicsõ job satisfaction (Masum, et al., 
2015). Faculty  memberõs satisfaction depends on several issues like; training facilities  along with  
some physical facilities and distribution of courses. Kishor , et al., (2015) shows in their  quantitative 
study  that, majority of  the Maharashtra State University  teachers have moderate level of job 
satisfaction. Thi Lien, (2017) shows that salary and fringe benefits, recognition and communication  
have influential relationship with lecturer job satisfaction in the linear re gression analysis. There is 
no signif icant diffe rence between male and female faculty members regarding job satisfaction. As the 
job itself is not gender bias by nature so it does not play a crucial role for female faculty members 
while working under mascu line culture ( Ali, et al., 2009). 

 

Non- Academic Staff Job Satisfaction  
In a quantitative research Jawabri, (2017) shows that, a few factors like supervisorõs support, 

promotion and support from colleagues positively influenced the job  satisfaction of academic staff of 
University . Pimpong, et al., (2019), explains in their descripti ve study that female staffs are more 
satisfied than their male counterparts . It also shows staffs are satisfied more intrinsically than 
extrinsically. They suggest education insti tute should offer annual bonus  to ensure extrins ic 
satisfaction. Tai et al., (2014) shows in their comparative study, public university staffs are more 
satisfied than private uni versity staffs. But public university staff s are less satisfied in the context of 
organizational decision -making and salary we lfare than that off private u niversity staff.   

The above discussion shows that, a few researches are available on HRM practices in higher 
education field especially in university. In Bangladesh, few researches are available on HRM 
practices in University,  but these are limit only on Private Universities. Most of the research has 
conducted basing only on faculties opinion. The public universities are la rgely depending  on 
faculties. In National University , both academic and administrative activities s imult aneously 
performed simultaneously  because of large number of affiliating campuses. As a result, about 1,200 
non-academic staffs are working in  NU . Thatõs why, it is very essential to investigate the HRM 
practices basing on both the faculties and the staffs which  will help to ensure efficient HR into the 
University .  
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Methodology   
Research Design 

This study is basically a quantitative analysis. A total of 1 year has been consumed to conduct 
the study. Among the first four months, some literature relating to HRM has been reviewed from the 
secondary sources. The research gap has been found by reviewing the literature.  On the basis of 
research gap, the objectives of the study have been determined . For the purpose of meeting 
objectives, some hypotheses have been form ulated. On the basis of objectives and hypotheses, a 
questionnaire has been developed. A total of 3 months has been used to collect the primary data.  
Finally, using the SPSS version 23, the collected data has been analyzed. The hypotheses have been 
tested by T-test technique.      

 

Sources of Data 
In this study, both primary and secondary data has been used. Primary data has been collected 

from the sample. On the other hand, different journals, articles, books, newspapers, websites etc. 
have been used as the secondary source.  

 

Instruments of the Da ta Collection  
The primary data has been collected through a structured questionnaire.  The questionnaire 

was both in open ended and close in nature. Likert Scale 5 Point method has been used for the 
purp ose of close ended data. These 5 points are Strongly Agreed, Agreed, Neutral, Disagreed and 
Strongly Disagreed. Every option has been considered with numerical value  for the analysis. The 
values are respectively 5, 4, 3, 2 and 1.  

 

Population  
In th is study, the faculties and the officers of the University has been considered as the 

population. So, the total population ( Faculties =77 and Officers =539 officers) is 616. 
 

Sampling and Sample Design 
In this study, data has been collected randoml y from the population.  The Yamane Equation has 

been used to determine the appropriate sample size from the population . The equation is nY= . 

Though the population  is not homogenous, stratified  sampling technique has been used to collect the 
data. Here the margin of erro r has been considered as 10%. The sample size is as like as 

 

Proportionate of the sample from two group  are; 

For strata with = 77,  

we have =     =   = .125.  

So, the   = n*  = 87*.125 = 10.87 or 11 

For strata with = 539, we have =    =  

  = .875  

So, the   = n*  = 87*0.875 = 76.125 or 76 

Among the 77 faculties ( ), there are four groups like Professor ( =7), Associate Professor 

( =11), Assistant Professor ( =35) and Lecturer ( =24). Moreover, there are also 3 groups from 

539 officers ( ), like Deputy Registrar ( =142), Assistant Registrar ( =204) and Section Officer 

( =193) or equivalent . 

Proportionate of the faculty and stuffs from group s are; 
Faculties Staffs 

For strata with  = 7,  For strata with  = 142,  

nY=  

    

=  

   =86.03 or 
87 

Where, 
N=  Total number of 

populations ; 
e= Margin of error  (Assumed 

that the margin of error is 10%) 
nY = sample? 
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We have =     =   = 0.09 

So, the   = n*  = 11*0.09 = 0.99 or 1. 

By applying the sam e formula,  the = 2, 

= 5 and = 3 

We have =     =   = 0.26 

So, the   = n*  =76*0.26= 19.76 or 20 

By applying the same formula,  the = 29 

and = 27. 
 

Analysis of the Study  
The collected data has been analyzed with SPSS version 23. The responses of the samples have 

analyzed both in aggregately and separately. Descripti ve statistics including mean, standard 
deviation , standard  error mean and one tail t- test have been done to measure the perception of 
respondents. Here, the test level is considered as 3 and the confidence level is considered as 95%. On 
the other hand, an independent t-test has been done to compare the perception of samples 
separately. 

 

Hypotheses Development  
The study has been conducted basing on the following  hypotheses; 

: NU has strategic HR Plan. 

: NU ensures career development opportunity for the facult ies and the staffs. 

: NU motivates the faculties and the staffs towards achieving goals. 

: NU maint ains a sound relation with the faculties and the staffs. 

: Faculties and staffs are satisfied about their job . 
 

Analysis and Findings  
The result shows that the average score perceived by faculties and staff of NU towards 

òstrategic HR planó is higher than 3 (M=3.11, SD=0.953). But the t-test suggest that this score is not 
significant ly hig her than 3 (t=1.131, p=0.261). This indicates that the hypothesis is rejected regarding 
Strategic HR Plan. 

The result also shows that the average score perceived by faculties and staff of NU towards 
òcareer development opportunity ó is lower than 3 (M=2.89, SD=1.019). But the t-test suggest that this 
score is significantly lower than 3 (t= -.987, p=0.326). This indicates that the hypothesis is rejected 
regarding Career Development Opportunity.   

The result also shows that the average score perceived by facult ies and staffs of NU towards 
òmotivationó is lower than 3 (M=2.95, SD=0.922). But the t-test suggest that this score is significantly 
lower than 3 (t= -.421, p=0.675). This indicates that the hypothesis is rejected regarding motivation . 

The result also shows that the average score perceived by faculties and staffs of NU towards 
òworkplace  relationsó is above 3 (M=3.12, SD=0.922). But the t-test suggest that this score is not 
significantly higher than 3 (t= 1.309, p= 0.194). This indicates that the hypothesis is rejected regarding 
workplace  relations. 

On contrary, the perceived mean score of òsatisfaction about their jobó is higher than 3 (M=3.58, 
SD=0.905). The t-test also suggest that this average score perceived by faculties and staffs of NU 
signific antly higher than 3 (t=5.956, p<0.01). Hence it can be concluded that the hypothesis is 
accepted regarding satisfaction about faculties and staffõs job. 

 

Table 1: Descriptive Statistics of the Perception of Faculties and staffs 
One-Sample Statistics  

Description s N Mean SD Std. Error Mean 

Strategic HR Plan 86 3.1163 .95324 .10279 

Career Development  Opportunity  86 2.8915 1.01934 .10992 

Motivation  86 2.9581 .92297 .09953 

Workplace Relations 86 3.1279 .90588 .09768 

Faculties and staffs are satisfied about 
their  job. 

86 3.5814 .90522 .09761 
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Table 2: T-test 

One-Sample Test 

Descriptions 

Test Value = 3 

t df  
Sig. (2-
tailed) 

Mean 
Difference 

95% Confidence Interval of 
the Difference 

Lower  Upper  

Strategic HR Plan 1.131 85 .261 .11628 -.0881 .3207 

Career Development 
Opportunity  

-.987 85 .326 -.10853 -.3271 .1100 

Motivation  -.421 85 .675 -.04186 -.2397 .1560 

Workplace Relations 1.309 85 .194 .12791 -.0663 .3221 

Faculties and staffs are satisfied 
about their job 

5.956 85 .000 .58140 .3873 .7755 

 
An in dependent samples t-test was conducted to compare the perception of faculties and staffs 

regarding HRM p ractices of NU.  The difference between the perception of faculties and staffs 
regarding HRM practic es are presented in Table-3. Staffs showed a significantly higher positive 
response regarding HRM practices than faculties. The table-3 shows that, in all categories the 
perceived mean value of faculties is lower than 3 and lower than the staffõs perception mean value. It 
is also noticeable that, both facul ties and staffõs responses mean value is lower than 3 and the std. 
deviation is also closely equal (SD=1.01, 1.01) for career and development opportunities . It represents 
that they are disagreed about career development opportunities o ffered by the Univers ity to faculties 
and staffs. Other than career development opportunities , staffõs response mean is higher  than 3.    

 
Table 3: Independent T-test 

Descriptions  Mean (Faculties=11) Mean (Staffs=75) 

Mean SD t  p  Mean SD t  p  

Strategic HR Plan 2.52 0.75 -2.24 .02 3.20 0.95 -2.67 .01 

Career Development Opportunity  2.48 1.01 -1.42 .15 2.95 1.012 -1.42 .17 

Motivation  2.50 0.93 -1.74 .08 3.02 0.90 -1.70 .11 

Workplace Relations 2.69 0.85 -1.73 .08 3.19 0.90 -1.80 .09 

Faculties and staffs are satisfied about 
their  job 

2.94 0.91 -2.57 .01 3.67 0.87 -2.48 .02 

 
 

The above table shows that, the perception of faculties t value is = -2.24, p value is .02 and 
staffs t value is -2.67 and p value is .01 regarding Strategic HR plan. On the other hand, the 
perception of facultyõs t value is -2.57 and p value is .01 and staffs t value is -2.48 and p value is .02 
for satisfaction about Faculties and staffõs job. In other cases, the p value is above 0.05. It represents 
there is no significant differences between the perception of faculties and staffs regarding career 
development  opportunities, motivation and workplace  relations.  

 

Limitations of the study  
A satisfied employee become as the distinguished resource for any organization. Satisfaction of 

the faculties and the employees varies from different issues. Moreover, HRM practices for faculties 
and staff may also vary. But this study has been conducted to know the HRM practices focusing the 
both group like faculties and staffs from some common viewpoint . So, it is one of the major 
limitations of the study . Though this type of study has not conducted earlier to develop the HR of the 
university, the researcher has focused on both faculties and staffs from some common variables. So, 
there is a scope to the future researcher to conduct more research on the issue focusing the both 
partiesõ needs separately.  
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Conclusion  and Recommendation s 
Conclusion  

Human Resources are the vital resource of any organization. Without the Efficient HR, other 
resources of organization like finance, technology, information and infrastructure will not work.  As a 
result, organization needs to focus on developing efficient  workforce for achieving strategic 
objectives. Though National University is offering  education for 20,00,000 students in every, so the 
faculties and staff must be satisfied with their job . Otherwise, their performance will not be 
satisfactory to its stakeholders. A negative image will be developed in against of the University.  The 
study found  that, the performance of the university is poor regarding the applicati on of HR plan, 
career development opportunities  of faculties & employees, motivation,  workplace relations . 
Specially, a gap has been found among the response of faculties and academic staffs. Organization 
need to focus on every needs of its manpower . Wit hout the fulfillment of people õs needs, no 
organization can survive in competitive society. So, University needs to think  HR as competitive 
resource to win the competition . They need to train up their employee to satisfy the needs of it s 
stakeholders. Univer sity need to focus more to retain the talent with their satisfaction.  The authority 
also needs to confirm proper motivation by applying both financial and non-financial  means. 
University should take adequate steps to convert the HR as strategic resource for the university.    

 

Recommendations  
Based on findings,  the following recommendations are given;  
The university authority may to focus on developing HR plan including determining HR 

needs, defining  job description, job specification, determi ning appropriate ways to select the right 
HR and developing orientation and socialization process for newly appointed faculties and staffs. 

The universit y authority can confirm  traini ng opportunity continually in order to update the 
skill of manpower into dif ferent issues which may help to employee to perform better. It will also 
help to perform the tasks ethically . These tasks can easily perform by Teachers Training Department 
of NU.  The faculties of the university can  develop a sound modu le for the purpose. University  
authority also needs to ensure higher education opportunities of staffs along with faculties.   

The university authority needs to confirm promotion opportunity at due t ime. The promotion 
process also needs to confirm transpar ent and equal opport unity basis for all.  Promotion need to be 
knowledge and  experience based. The authority also needs to offer different rewards  to efficient 
faculty or employee which can create a positive competition among others . University  can apply 

 performance appraisal technique to get the best employees. Performance appraisal report 

should be given priority to promotion, transfer or any other cases. 
The university also needs to confirm transfer regularly  and rotationally  with a specific  time 

period which w ill increase the efficiency, knowledge of employees. 
 Each and every department need to be conscious about the problems faced by faculty or 

employees. They need to communicate wit h administration . University can arrange meeting with 
dif ferent department in  order to address their problem.  Rules and regulations need to follow equally 
for all . 

The gap between the satisfaction among faculties and academic staff should minimize . 
Unive rsity authority need to concentrate about the problems faced by the facultie s.  

University can rename the existing ôAdministration Departmentõ into as ôHuman Resource 
Divisionõ which main task will be acquiring , preparing  and retaining the right person at right place 
and time. The department will arrange differen t program to develop and update the HR. Moreover, 
University can  develop Human Resource Information Systems software which  will provide required  
information regarding workforce  with least time and costs.   
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Abstract  

Purpose ð The purpose of the study is to evaluate the effectiveness of training programs of 
Private Commercial Banks in Bangladesh. 

Study Design- A number of 97 bankers were interviewed to evaluate the effectiveness of 
the training programs which organized to increase efficiency of the bankers. Content, Competence, 
Tangible, Empathy and Reliability are the independent factors which were measured by 9, 7, 4, 4 
and 8 Likert items of 5 points. Consistency (Cronbachõs Alpha) of the items to construct the 
factors was more than 0.65 except for Tangible (0.543) which still represent consistency to 
measure the factor. Content, Competence, Tangible, Empathy and Reliability have positive impact 
on the effectiveness of training. However, the impact of content and competence are the significant 
with 95% confidence interval 0.051 to 0.537 and 0.270 to 0.785 respectively. 

Findings- The study finding shows that training has significant impact on the 
performance of bankers of Private Commercial Banks in Bangladesh. The study finding also shows 
that training programs of Private Commercial Banks in Bangladesh have some problems. Thatõs 
why, the human resources of the Private Commercial Banks in Bangladesh could not do 
contribute a lot to the continuous growth and development of the banks.  

Implications - The practical implication of the study is that it will help the authorities of 
the Private Commercial Banks in Bangladesh to formulate sound training policies for the banks to 
provide effective training to the employees so that they can accomplish their tasks and duties 
effectively and efficiently. 
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Abstract  

The study aiming at measuring the degree of compliance with the disclosures required by 
the IFRS 7 particularly by the pharmaceutical companies of Bangladesh where secondary data 
from the audited financial statements of the pharmaceutical companies found that most of the 
companies have complied with most of the disclosures required by IFRS 7. The companies could 
not comply with few disclosures due to various drawbacks like legal difficulties, complexities etc. 
The study also found that higher degree of compliance brings better true and fair views of the 
organizations and vice-versa. Higher degree of compliance result in better management control as 
well as managing fund crisis and other related issues in better ways. On the otherhand, the study 
further found that non-compliance with the disclosures result in corruption by the management of 
the organizations. Finally, the study recommends the to improve the financial performance as well 
as the fairness of financial representation the companies should try to better comply with the 
disclosures required by IFRS 7. Further research is also recommended for ensuring the highest 
level of compliance with the said disclosures. 
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Abstract  

Using a large sample of non-financial firms over the period 2004 to 2018, this paper aims 
to investigate the association between insider ownership and firm performance, in the Japanese 
settings. Unlike the inverted òU-shapedó relationship between insider ownership and firm 
performance that has been documented in several existing Anglo-Saxon economy relate studies; 
our findings report a òU-shapedó relationship. Results show that firm performance decreases, 
with increased share ownership by insiders, supporting the entrenchment hypothesis. 
Furthermore, extreme high-level insider ownership increases firm performance, supporting the 
convergence-of-interest hypothesis. These findings are robust to several proxies of firm 
performance, and to endogeneity bias. Overall, our findings are generalizable to the wider 
economy and have practical implications for firm ownership structure management.  
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Abstract  

In recent years, the rise of women entrepreneurs and their participation in the growth of 
the national economy is crucial for a developing country like Bangladesh. Since women are nearly 
half of the total human resource in Bangladesh, it is obvious that their participation in the 
financial sector can make a huge difference in the economic expansion of the country.  Nowadays, 
women have become much sincere than before regarding their lives and rights. Therefore, the 
number of women entrepreneurs has been increased remarkably during the last couple of 
decades. Women have now started to contribute to the economic growth by their distinctive jobs. 
They have altered their typical roles of housewives into a substantial business figure having 
enough ability and enthusiasm to run a business alone and to face any of its threats in order to 
make a profit out of it.  These women are also taking several practical training and specialized 
degrees to keep pace with the market need. Therefore, they are thriving rapidly as successful 
entrepreneurs and discovering new opportunities of economic participation. Considering the 
aforementioned information, the purpose of the study is to seek the motivational factors that 
encourage women to become entrepreneurs and to explore how their entrepreneurship skill can 
contribute to the SDGs. The study has been conducted by using convenience sampling technique 
on 203 women entrepreneurs of different districts of Bangladesh. Through factor analysis, the 
study has found several factors that lead women to be entrepreneurs and the major challenges 
faced by them in Bangladesh.  The paper provides better insight about how women entrepreneurs 
are contributing significantly to achieve SDGs. 

 
Introd uction   

In recent years, women entrepreneurship or access of women to the business world is the most 
rapidly growing economic phenomenon in developing nations  like Bangladesh. As a part of national 
development in itiatives, these countries are highlig hting enormously the issue of women 
involvement as entrepreneur and giving emphasis on the  continuous increase of it.  Today, it is 
evident that the contribution of women entrepreneursõ is significant to nationõs economic 
development, employment generation,  abating gender discrimination, poverty reduction and 
increasing women empowerment. On the other hand , recently, sustainability becomes more 
imp erative in the economic development process. The UN finally granted 17 Sustainable 
Development Goals (SDGs) in September 2015.  

Bangladesh is moving  rapidly  towards  achieving middl e-income nation status by 2021. The 
country needs a per capita income of US$ 3500. During the period of 2008 to 2018, a noteworthy  
success is achieved in Bangladesh on the aspects of female and children development initiatives, 
particularly  employment generation and empowerment and decision making of women . At present, 
Bangladesh has appeared as a leading example for other developing nations. These achievements in 
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the socio-economic sectors have fostered the scope of achieving sustainable development goals 
particularly in reducing gender inequality. In order to achieve gender equality for women  
empowerment in line with the targets set in the United Nati ons Sustainable Development Goals 
(SDG), active participation of women in the development process is needed. 

A woman entrepreneur is  a woman who initiates  or inherit s a business, alone or with groups, 
and is ready to undertake all kinds of responsibilities  and risks associated with entrepreneurial 
activities such as financial, administrative and social . Women entrepreneurship in Bangladesh is a 
daunting trend as women fall behind economically and socially. The major obstacles for being a 
woman entrepreneur in our country are illiteracy, la ck of awareness, inequality , deprivation, lack of 
capital and financial support, and non -cooperation from the male partners etc. In total of 6.35% labor 
force participations, only 2% women are engaged in labor force. In Bangladesh, women's per capita 
income is just US$ 2500. The scope of education for women is noticeably less than male. 

Bangladesh cannot achieve its long-term development goal w ithout a meaningful and active 
participation of women who are the half of  the total population, a dynamic and sustainable economy 
is not possible. The government has taken necessary initiatives in national policies to facilitate 
women entrepreneurship development. 

The growing human population of Bangladesh entails the s hield of  countryõs resources which 
can be achieved through smooth relations between people and economic activities. So, they should 
break social stigma to join economic activities as well as ensure gender equality. So, Government 
should stimulate women  part icipatio n as entrepreneur to achieve macro-economic objectives as well 
as SDGs. It could be expected that further initiatives will pave the way to the emergence and 
development of women entrepreneurs in Bangladesh in an ideal way. 

 

Literature Review  
Costanza, Hrun d and Angela (2003) suggested that women entrepreneurship boosts a nationõs 

economic growth and creates employment opportunities. Many studies suggested the interrelation 
between women entrepreneurship and women empowerment. Empowerment is a process of 
transition from a state of powerlessness to a state of relative control over oneõs life, destiny, and 
environment. This transition can manifest itself in an improvement in the percei ved ability to control, 
as well as in an improvement in the actual ability  to control (Sadan, 1997).  

Accordin g to Nimalatha san (2010), entrepreneurship can make women more personally and 
economically empowered. According to Nawaz (2009), women entrepreneurship and women 
empowerment are complementary to each other. Women entrepreneurs tend to be more empowered 
in social, economic and cultural fields. Women involvement in entrepreneurial activities 
has increased their influence and exposure to decision makin g both within and outside the family.  

Adki (2014) perceives women entrepreneurship as a very crucial factor for achieving 
sustainable economic growth, social development and women empowerment. Women entrepreneurs 
endure inequality & skepticism of the society (Jahanshahi & Pitamber, 2010). Study suggests that, 
elimination of disparities from legal, social, educational, financial and other sectors will alleviate the 
gender gap for women entrepreneur. This can eventually assistance in achieving Sustainable 
Development Goal (SDG 5) that addresses all forms of discrimination against women and girls  
(Meunier, Krylov a & Ramalho, 2017). 

Many  studies have tried to investigate the factors that affect women entrepreneurs. According 
to Nilufer (2001), socio-cultural factors in developing countries instigate womenõs decision to become 
an entrepreneur. A study by Hossain, Siddique & Jamil (2018) concluded that economical, 
psychological, knowledge and skills, family, and legal & administrative factors, notably affec t 
women inv olvement as entrepreneur in Bangladesh. Anot her study by Aktaruddi n (1999) revealed 
that freedom of wo rk and desire for higher  social status significantly induce women to involve in 
entrepreneurship. The study also identified lack of entrepreneu rial skills , inadequate startup finance, 
gender inequalities, inadequate information, lack of self -confidence, dilemma of balancing between 
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family and entrepreneurial activities, and anxieties about societal acceptance as major challenges 
encountered by women entrepreneurs. Naslima & Alam (2014) indicated low  literacy rate of women, 
ignorance of new technology, inadequate training, in suffic ient government support are the key 
issues confronted by women entrepreneurs.  

A lot of studies attempted to find the  factors that inspired women to get involved in 
entrepreneurial activities, b ut no endeavor has been done to investigate these factors from 
Bangladesh perspectives.  The present study examines the factors that motivate women to be 
entrepreneur from the social and cultu ral perspective of Bangladesh. Besides, it also tries to decipher 
why and how women entrepreneurship is significant in achieving Sustainable Development Goals 
(SDGs) especially the Goal 5. No previous study has been done to explore the contrib ution  of 
Bangladeshi women in attaining  the goals of SDGs.  
 

Objectives  of the  study  
Objectives of the study are: 

1. To determine the factors that motivating wome n to become entrepreneurs. 
2. To identify how women entrepreneurship supports in achieving Sustainable Development 

Goals (SDGs) 
 

Conceptual Framework  
 

 
Individual Factors  

Family is a big obstacle for a woman to be a successful entrepreneur. Most of the women face 
difficulties due to their personal issues (family support, dual role, time management, travelling).  It 
has been recognized that family support is important factor behind the success of women 
entrepreneurs. In the study , dif ferent respondents shared different  views. Entrepreneurial activities 
and involvement in business improve their living standard, wom en can contribute their income for 
family purpose , and again women who received train ing can maintain and  perform well in th eir 
business. Therefore, each factor has individual effect on their involvement. 
 

Economic Factors  
Economic factors are the factors that affect the business as well as entire economy. Economic 

issues, particularly economic liberty is significantly influen ced entrepreneurial decision. Access to 
finance is the major stimulate for women to become entrepreneur. Inadequate access to credit creates 
enormous restraints for women that influence their engagement as entrepreneur reversely. Due to 
lack of appropriate  knowl edge, skills, trainings, networking and experiences, women are often 
unable to produce and market their product. Women have often not been exposed to the 
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international market, and therefore , lack knowledge about what is internation ally acceptable. 
(UNECE, 2004).  
 

Social & Cultural Factors 
Variables that arise from culture, environment, community, family, organi zation, society, 

government, state, media, technology, religion, ideology, language, mobility,  communication are 
considered as social factors. It influences individualõs attitude and actions in a certain way. Gender 
inequality is one of the vital issues that affected women invo lvement as entrepreneur in society. 
Gender discrimination in entrepreneur ial activities is a common phenomenon that constraint s 
women to be a successful entrepreneur. Women are affected by socio-cultural complexities to involve  
in entrepreneurial activ ities (Nilufer, 2001).  
 

Security Factors  
Security factor mostly refers to the protection from a ggressive forces. It is very diff icult for 

women to be entrepreneur without any securities. Conflict, unfavorable business environments (legal 
and regulatory) etc. hinder women involvement in business.  
 

Technological Factors  
Technological factors are being used for evaluating avai lable changes with respect to 

technological capabilities. Technological factors have great impact on entrepreneurial decision. Now 
a days, the success of business mostly depends on technological factors than previous. In moder n 
society, social networking ( Facebook) and modern financial support (mobile banking) are popular 
technological tools for successful business. In a high rivalry marketplace, women must compete with 
male who have immense experience and capability to adopt the technological integration a nd apply 
in their business. Therefore, it is very difficult for the women to race with them.  By acquiring 
adequate knowledge and development training women can develop them as expertise.  
 

Skills & Training Factors  
Factors that related to knowledge , train ing, education etc. are treated as skill factors. 

Knowledge, skills, training and experience have great impact on wom en entrepreneurial decision. 
Women have less knowledge of how to deal with t he governmental bureaucracy, fewer enterprise 
contacts and less bargaining power, all of which further limit entrepreneurship development 
(Mahbub, 2000). Knowledge proficiency, expertise and strong networking are essential to enter a 
new market. With appro priate training and exper iences women can easily get involve d in the 
entrepreneurial activities.  
 

Rules & Regulatory Factors  
Government policies, business policies, license, administration , prod uction and sales services 

rules and regulations have great impact on women partici pation as entrepreneur  in entrepreneurial 
activi ties. Women involvement as entrepreneur is also affected by Government grants, subsidy etc. 
Womenõs insufficient access to inf ormation limits their knowledgeable input into policymakin g. 
Majority of women hav e little access to policymakers (UNECE, 2004).  Accessible and flexible rules 
and regulations for women for being entrepreneur can increase their par ticipations in the market.  
 

M ethodology of the Study  
Sample & Instrument 

In th is study we have used both quantitative and qual itative approach.  For quanti tative 
approach along with descriptive statistics, inferential statistical techniques such as, Factor Analysis 
and Correlation  Analysis are used to analyze the data. For qualitative approaches, it employs  Focus 
Group Discussion (FGD). The rationale for choosing the focus group discussion to generate data 
should first be explained.  The achievement of SDGs is a new challenge for Bangladesh as it comes 
into action from January 1, 2016. Sustainable development is a holistic approach to ensuring the well -
being of the community's people.  On the other hand, women empowerment through 
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entrepreneurship is a prospective sector because entrepreneurs not only create employment for 
themselves but also create jobs for others. So, it reduces gender inequality as well as poverty. 
Empowerment of women is also necessary for the betterment of society, holding the hands of 
innovat ion and economic development. The correlation between women entrepreneurship and SDGs 
should be discussed first. FGD allows the participants to ma ke comments, provide valuable insights 
and interact with other and rethink the issues. The present study focused on the topic of goal 5 and 
tries to prove women entrepreneurship as a tool to achieve the goals. As the topic is pliable t o all, the 
discussants are free to participate. The discussion may pave the way to assess the role of women 
entrepreneurship to achieve some specific goals. 

Primary data is collected through personal intervie w from 203 respondents. The survey has 
been conducted among the women entrepreneurs with the assistance of BBA students of Daffodil 
International University from January 2019 to M ay 2019.  

By using SPSS 16.0, collected data from questionnaires have been analyzed by using various 
statistical tools. 
 

Design of FGD  
The present study  organizes five groups comprising ten members in each. The members are 

selected by both random and convenient basis. All the r espondents are women who are involved in 
various business. Facebook as a social media helps to find out  them. In five groups , there are nine 
members who are physically absent, but they join with Viber.  In the five group twelve entrepreneurs 
are from outside Dhaka. These FGD of five group  are conducted from M arch to May of 2019. 
 

Results and Discussions  
Quant itative Analysis  
Demographic, Business Related and Other Profile  

From table 1, it is said that out of total women arou nd 29% is in age group 25-30 and only 6.4% 
have age more than 40. We can see unmarried women are more  unlikely to be entrepreneurs. Table 
also shows that qual ified women are more involved as entrepreneurs. Maximum percentage of 
income is between 30k and 45k. 

Table 1: Frequency distribution of socio-economic status 
 

 
 
Age (years) 

Below 25  16.3 

25ð 30  29.1 

30 ð 35  33 

35 ð 40 15.3 

40+ 6.4 

 
Marital stat us 

Single 10.3 

Married  89.7 

 
Level of education 

Primary  12.3 

Secondary 27.1 

Graduation  44.3 

Post-Graduation  16.3 

Income (per month) <15k 3.4 

15k-30k 23.6 

30k-45k 29.2 

45k-60k 19.1 

60k-75k 17.7 

>75k 6.9 

From table 2 from  our respondents, majority of the women  are doing clothing  business and 
second most popular business is cosmetics business. 43.8% use internet as their marketing tool for  
business. Around 85% said  that current business is their 1st business.  
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Table 2: Frequency distribution of business-related informatio n 
Business type Cosmetics 36 

Dress 40.9 

Healthcare 2 

Homemade food 4.4 

Home appliance 6.9 

Others 9.9 

Marketin g tools Family & friendõs network 37.4 

Internet  43.8 

Di rect marketing  18.7 

Business type Yes 84.7 

No 15.3 

Other than demographic and business-related information . Almost 17% get good family 
support as their success factors. On the other hand, women face some challenges when they try  to 
become an entrepreneur . In this study , most of the respondents (17.7%) realized that they need more 
business support (Table 3). Women business owners face the dual responsibilities of growing a 
business and raising a family . 

Table 3 

 
 
 
 
 
Challenges 

 Percent 

No problems encountered 4.4 

Social barrier  9.4 

Diffic ulty i n raising start -up business 9.9 

Lack of information  10.3 

Difficulty in finding right contacts  5.9 

Limited access to business support  17.7 

Limited  access to funding 16.7 

Lack of entrepreneurial skil ls 15.8 

Lack of language skills for foreign markets 3.9 

Difficult to combi ne family and work life  5.9 

 
 
Success Factors 

Good family support  16.7 

Appropriate qualificat ion 22.7 

Self-determination and will power  10.3 

Own inner drive  15.8 

Vast social network  21.2 

Got right opportunity at the right time  4.9 

Satisfactory government support  8.4 

 
Reliability  & validity Test  

According to Sekaran (2000), the reliabili ty t est is conducted for ensuring  the consistency or 
stability of the items . The measurement of reliability showed through C ronbachõs Alpha (Ȁ). The 
result of reliability test from this research in dicated that the Cronbachõs alpha coefficient is .851 
which is acceptable. 

Validity is how far we calculate the right thing or not in the questionnaire that used the data 
collection tool. The KMO òrepresents the ratio of the squared correlation between variables to the 
squared partial correlation between variablesó (Field, 2009). Factor analysis was suitable for the 
study because the value of KMO in the present study  is 0.772 (between 0.5 and 1.0). The result of 
Bartlettõs Test of sphericity showed that the  value of Approx. Chi -Square is 3.554E3 that is large 
enough and the value of Sig is 0.000 (which is less than 0.05) in which indicated that the data are 
suitable for data analysis. 
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Factor Analysis 
In this study, only the first six  factors will be re tained. From the output of communalities 

almost 90% of the variance in ònever faced unfavorable legal and regulatory environmentsó is 
accounted for, while 77.5% of the variance in òMobility ó is accounted. 

Based on thumbs of rule, this study retained in six  factors that explaining 72.9% variation of 
entrepreneurship of woman. In other words , six factors are explaining for  24 variables. In Scree plot 
(figure 1 in Appendix) for  this study, ther e is a visible elbow o r breakpoint downward after six  
factors. Table 2 represents the rotated factor loadings under varimax rotation.  The idea of rotation is 
to reduce the number factors on which the variables under investigation have high loadings.  All 
factors are revealed that owes 0.5 0r more factor loadings. These factors can be used as variables for 
further analysis.  

Table 4: Rotated Factor loadings 
Factors Variable Factor1 Factor2 Factor3 Factor4 Factor5 Factor6 

Individual  
Factor 

Family assistance .604 .068 .055 .282 .128 .435 

Business improve quality of family 
l ife 

.146 .661 .110 .314 .262 .097 

Specific budget for the enterprise       -.110 .225 .226 .297 .630 .181 

Sometimes business income used 
for family needs 

.458 -.087 -.331 .218 -.309 -.526 

Received business training to start, 
maintain and/or improve m y 
business 

.435 .356 -.010 .550 .244 .229 

Economic 
Factor 

Access to loan and finance .048 .759 .244 .091 .308 .142 

Access to markets .041 .135 -.035 -.137 .854 -.161 

Access to informat ion and 
networks  

.191 -.063 .171 .730 -.041 -.072 

Social 
Factor 

Positive attitude of society  .880 .102 .127 -.002 .075 -.035 

Desire for social interaction .768 .118 .100 .302 .043 .095 

Not affected by gender inequality  .654 -.122 .480 -.016 .011 .020 

Mobi lity  .196 .390 .226 .528 .360 -.352 

Security 
Factor 

Peace area have influenced to 
become women entrepreneur  

-.082 .560 .206 .524 -.005 .284 

Never faced unfavorable legal and 
regulatory enviro nments 

.926 .059 .172 .049 -.004 .001 

Tax levied on the business is 
reasonable 

.115 .228 .136 .156 .435 -.707 

Technologica
l factors 

Social networking (Facebook, 
Instagram) 

.049 .250 .655 .372 -.028 -.039 

Modern financial support  (mobile 
banking)  

.234 .185 .661 .005 .328 -.166 

Acquired 
skill and 
training  

Business related studies .282 .159 .183 .097 -.013 .715 

Unable to find another job  .659 .572 -.014 .161 .071 .014 

Entrepreneurship can be taught, or 
at least encouraged by 
entrepreneurship educatio n 

.141 .802 .070 -.214 .037 -.289 

Access to networks of advice and 
assistance was there 

.143 .301 .761 .048 -.107 .196 

Government bodies support  .324 -.195 .690 .210 .215 .256 

Proper training about the pertinent 
business  

.446 .219 .059 .336 .436 -.217 

Rules and 
regulatory 
factors 

The business registration pr ocedure 
is very easy 

.923 .086 .123 .042 -.063 -.036 

Source: Developed for this research 
The factor loading of all items are above 0.5, which verified the convergent validity of the data.  
Factor 1 represents highest factor loadings out of 6 factors that explain 32.095 percent variation. 

Out of 24 variables, it coincides seven variables- family support (0.604), positive attitude of society  
(0.880), demanding job for woman (0.768), not affected by gender inequality (0.654), never witnessed 
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with unfavor able legal and regulatory environments (0.926), unable to search another job (0.659) & 
easy access for registration (0.923).  

Factor 2 holds 45.605 percent variation whereas it consists of five variables-improving  quality 
of life (0.661), accessing financial support through loan and finance (0.759) , peace area have 
infl uenced to women entrepreneurs (0.560), unable to search another job (0.572) and need of 
entrepreneurship education ( .802).  These all high loadings  indicate for support from finance or 
train ing.  

Factor 3 coincides four variables- Social networking (.655), Modern financial support (.661), 
attached with various network (.761) and support from Government bodies (.690).  

Factor 4 also accords four varia bles like business training, access to information  and networks, 
mobility  and peaceful working environment.  

Looking at the table above, we can see that specific budget and easy access to market are 
substantially loaded on Factor (Component) 5. Finally, last factor concurs one variable named 
business related studies .715. 
 

Pearson Correlation Coefficient Analysis 
Pearson correlation coefficient analysis result has been represented in Table 1 in appendix. 

From the result, most variables show positive correlations. The highest r value of the Pearson 
correlation is 0.933, which represents the significance correlation between òeasy business registration 
procedureó and òfavorable legal and regulatory environments ó. There is a significant positi ve 
correlation between dependent variable òrole on SDGó and independent variable òimproved quality 
of life due to businessó. Other positive correlation between òrole on SDGó and ògender equalityó. 
 

Qualitative analysis 
Content Analysis and Findings of the Study 

Gender equality which is considered as an influencing fact or of women empowerment. 
It  also occurs on the basis of race, culture,  politics,  nation and economic situation  differently. 
Although  at the individual  level, men and women are subject to gender discrimination,  discriminatio
n against women has become a global problem. Therefore, achieving sustainable development is 
dependent on ensuring women's empowerment for equality and promoting gender equa lity. And 
women entrepreneurship is the way to make women economically empowered. Economic 
involvement of women and their ownership and control of productive resources stimulate growth, 
help overcome inequality, reduce disparities, and increase the food, education, and attendance of 
children at school. So, an improved livelihood for women will come through their active and true 
participation in entrep reneurship. 

According to BBS, LFS, 2016, only around 12 percent has emerged as entrepreneurs. According 
to Bangladesh Labour Force Survey 2017 conducted by Bangladesh Bureau of Statistics (BBS), 
women represent almost half of the population but labor force  participation rate for women is only 
36.3% (Ministry of Finance, 2018).Women constitute only above 10% of the total number of 
entrepreneurs in the country (Mini stry of Finance, 2017). An estimated 0.43 million women 
entrepreneurs own and operate businesses accounting for 5.9 percent of the total entrepreneurs in the 
country (Economic Census, 2013). 

The 2010 HDR introduced the Gender Inequality Index (GII), which reflects gender-based 
inequalities in three dimensions ðreprodu ctive health, empowerment, and economic activity.  
Bangladesh has a GII value of 0.542, ranking it 134 out of 160 countries in the 2017 index. 

Women entrepreneurship i s a prospect to achieve the goal ôgender equalityõ. As various scope 
can be created, several pri nciples should be embedded in all strategic plans, infrastructural projects 
can be undertaken, more businesses can be started, so women will become economically  empowered 
and gender equality will foster. In this regard, the groups are asked how this goal (gender equality) 
can be achieved by 2030 involving more women in business. The opinions are summarized in the 
following table. 
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Table 5: Opinions and Tentative Results from FGD 

Group No.  Opinions  Tentative Results 

1 
Engage at least one member of a poor 
family in Entrepreneurship  

Creating assets and economic empowerment of poor 
families. 
Poverty alleviation  

2 Favorable environment  Boosting up of women involvemen t as entrepreneur. 
3 Emphasis upon training.  Skill development and practical learning.  

4 
Mentorship framework needs to b e 
developed for entrepreneurs 

They can get appropriate guideline to become an 
entrepreneur  

5 
More social safety nets should be provided 
to all areas of the country.  

Women involvement as entrepreneur at national level.  

6. 
Equal opportunity for men and wo men Encourage women to become entrepreneur and increase 

economic empowerment of women.  

 
The discussants suggest that improved livelih ood for women will come thr ough their active 

and true participation in entrepreneurship.  Because entrepreneurship is such way that  entrepreneurs 
not only create employment for themselves but also create jobs for others. In this way unemployed 
women get employment as well as gain economic empowerment.  Involvement of women in business 
can assist to reduce gender inequality, to improve womenõs decision-making  capacity as well as 
economic empowerment. As the gender inequality rate is high in rural areas, the suggestions are 
helpful for r ural areas. The discussants also emphasize womenõs training on pertin ent business. 
Again,  there is challenge of poor people or women stay outside the capital. Focus should be given 
not only urban areas women but also rural women.  Women entrepreneurship is the way of women 
empowerment which will reduce gender inequalit y and help to achieve goal no 5 of SDGs. During 
the FGDs, women have mentioned that if they can work hard and get supports from her family  
particularly from husband for their work, they become m ore successful in their endeavor. So, 
entrepreneurial ability (by developing and managing a business) will  assist to achieve women's 
economic independence, to increase economic empowerment, to reduce gender discrimination, to 
resolve poverty by building as sets and to enhance the well -being of both women  and their fam ilies. 
 

Conclusion  
The purpose of this investigation was to identify the factors affecting women's involvement as 

entrepreneurs. Women's entrepreneurship is not just  a source of income, but also a way to achieve 
SDGs through ensuring gender equality . There are several factors that are important tools to 
motivate women as entrepreneurs. These are strong family support, positive social attitude, less 
gender discriminati on, adequate training, government support, favourable legal and regulatory 
environments , good social networking, easy reg istration procedures, proper financial and loan 
support and easy access to market etc. On the other hand, social barrier , lack of info rmation , limited 
access to business support, limited access to funding , lack of entrepreneurial skills  are the major 
challenges faced by women when they decide to become entrepreneur. Enhanced women's wellbeing 
would come from their successful and sincere participation in entrepreneur ship. It will also pave a 
pathway  to achieve SDGs by ensuring gender equality and women empo werment. 
 

Limitations of the Study   
There are few limitations in our study. First, participants did not  respond properly. Some 

illiterate and less educated women are found  as entrepreneur, but they were not quite able to 
understand the depth our questionnaire and could not participate in  group discussion 
spontaneously. The study covers short area in Bangladesh due to time constraints, therefore rural 
area coverage was important. In this study , a few factors are emphasized which will h elp to create 
more women entrepreneur s, but still many factors are involve d with this phenomenon which are not 
considered in the study.  
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Recommendations  
1. Women's empowerment principles should be implemented  in all strategic plans for 

achieving the SDGs.  
2. A mentorship framework needs to be developed for young entrepreneurs.  
3. Digitization  of business process and use of technologies should be ensured for women . 
4. Flexible funding and sponsorship  opportunities should be provided for women 

entrepreneurs. 
5. Inv estment should be done in linking innovative products to the mass market for ensuring 

sustainability.  
6. Additional  emphasis should be given on special and vocational training  of women. More 

entrepreneurship institutes and training center should be established for this purpose.  
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Appendix : Table 1: Pearson correlation coefficient 

 

Note: ** Correlation is significant at the 0.01 level (2-tailed), * Correlation is significant  at the 
0.05 

FA- Family assistance, QFL - Business improve quality  of family life, BUD - Specific budget for 
the enterprise, BT- Received business training to start, maintain and/or improve my business, LAF - 
access to loan and finance, ACM- access to markets, I&N - access to information and networks, PAS- 
Positive atti tude of society, DSI- Desire for social interaction, NGI- Not affected by gender inequality,  
Mo- Mobility , PA-Peace area have influenced to women entrepreneurs, L&R- never faced 
unfavorable legal and regulatory environments, SN - Social networking,  FS- Modern f inancial 
support, Std- business related study, Job- could not find another jo b, Edu- entrepreneurship can be 
taught, or at least encouraged by entrepreneurship education, Net - access to networks of advice and 
assistance was there, Gov-Government bodies support, Reg-easy business registration process, 
RSDG- Role in SDG 

 
 

 
 
 
 
 
 
 

  FA QFL BUD BT LAF ACM  I&N  PAS DSI NGI  Mo PA L&R SN FS std Job Edu Net Gov Reg  RSDG 

FA PC 1                      

QFL PC .321** 1                     

BUD PC .167* .368** 1                    

BT PC .546** .478** .366** 1                   

LAF PC .169* .612** .421** .436** 1                  

ACM  PC .008 .244** .359** .173* .305** 1                 

I&N  PC .227** .271** .081 .383** .109 .003 1                

PAS PC .541** .208** .021 .422** .141* .085 .192** 1               

DSI PC .607** .266** .164* .561** .137 .003 .242** .647** 1              

NGI  PC .432** .088 .065 .288** .107 -.018 .172* .541** .565** 1             

Mo PC .224** .508** .443** .433** .448** .350** .453** .287** .364** .107 1            

PA PC .243** .459** .393** .497** .536** -.101 .185** .042 .301** .003 .412** 1           

L&R PC .549** .201** -.025 .427** .128 .033 .275** .849** .730** .572** .324** .020 1          

SN PC .229** .327** .245** .384** .297** .000 .266** .188** .255** .255** .342** .402** .144* 1         

FS PC .124 .338** .246** .222** .403** .267** .157* .351** .282** .404** .395** .262** .334** .442** 1        

Std PC .413** .207** .162* .338** .264** -.038 .130 .205** .315** .205** .002 .321** .319** .184** .093 1       

job PC .415** .539** .133 .607** .576** .162* .290** .635** .532** .339** .443** .287** .649** .187** .291** .284** 1      

Edu PC .009 .421** .164* .209** .484** .252** -.101 .207** .179* .054 .345** .189** .152* .257** .197** -.034 .454** 1     

Net PC .302** .302** .251** .150* .381** -.041 .229** .215** .230** .418** .329** .353** .323** .470** .379** .409** .229** .246** 1    

Gov PC 
.336** .165* .331** .304** .223** .057 .299** .333** .357** .526** .235** .138 .418** .478** .451** .375** .247** 

-
.166* 

.479** 1   

Reg  PC .498** .209** -.092 .410** .124 -.007 .263** .841** .689** .566** .285** .023 .933** .145* .298** .287** .636** .181** .255** .358** 1  

RSDG PC 
.003 .235** .348** .232** .322** .200** 

-
.248** 

-.013 .093 .391 .538 .068 -.042 .028 -.061 .069 .153* .214** .055 .023 
-

.023 
1 
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Abstract  

Despite large growth rates worldwide and rapid increases the importance of Islamic 
banking, research in this arena is still  in emerging level. Following Islamic shariah principles are 
the bases of Islamic banking. The shariah governance requires additional level of governance as it 
is concerned with religious aspects.  Islamic banks are struggled to maintain the fundamentals of 
shariah principles as they must meet other regulatory guidelines and adapt with ever changing 
customer demand. Due to the rising importance of Islamic banking, this paper aims to 
systematically analyze the existing literature on shariah governance in Islamic banks. A sum of 
thirty -eight academic papers were reviewed in the time period from 2014-2019 and extracted from 
prominent databases by taking a systematic approach to literature reviews. This systematic review 
identified the current practices, issues, and challenges of shariah governance in Islamic banks. In 
addition, this review also explored further research possibilities. This study could be resourceful to 
the researchers and experts to identify the current trends of shariah goverance, particularly the 
issues covered. It would allow them to assist a better insight and understanding of recent 
developments in this field and would also help Islamic banking industries maintaining successful 
shariah governance if they can collaborate with suggested future research areas. 
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Abstract  

Data Envelopment Analysis (DEA) is a data-oriented approach for evaluating the 
performance of a set of peer entities called Decision Making Units (DMUõs) which convert 
multiple inputs into multiple outputs. Recent years have seen a great variety of applications of 
DEA for use in evaluating the performance of many kinds of entities engaged in many different 
activities in many different contexts in many different countries. The present study makes use of 
DEA models to study the efficiency variation among 42 Indian Commercial Banks in which 21 
are Public and 21 are Private sector banks. This study uses the data on three DEA inputs and the 
three DEA outputs. The DEA inputs are Number of Employees, Interest Income and Other 
Income. The DEA outputs are Deposits, Investments and Advances. The data on these variables 
are collected from Reserve Bank of India Bulletin (2017-2018). From the analysis it is evident that 
maximum number of public sectors banks are efficient compared to private sector banks, and all 
the inefficient banks should follow the practices of efficient banks. 
 

1. General Introduction  
In judging the performance of a production unit, one commonly examine s whether the unit is 

productive efficient. The Data Envelopment Analysis is a linear programming -based technique for 
measuring the performance efficiency of organizational units w hich are termed as Decision Making 
Units. This technique aims to measure how efficiently a decision-making  unit uses the resources 
available to generate a set of outputs. This method has been successfully employed for assessing the 
relative performance of set of firms that uses a variety of identical inputs to produce a variety of  
identi cal outputs.  

Generally, the performance of a DMU is assessed with DEA and is obtained by using the 
concept of efficiency which is the ra tio of weighted sum of outputs to a weighted sum of inputs. 
Efficiencies obtained by using DEA are relative to the best performance of a virtual DMU. The best 
performing DMU is assigned an efficiency score of unity and  the performance of others varies 
between zero and one. 

The DEA is a mathematical programming technique that finds number of practical 
applications to  measure the performance of similar units, such as a set of hospitals, a set of schools, a 
set of industri es etc. Thus, DEA is a methodology based upon an interesting application o f li near 
programming technique and it was originally developed for performan ce measurement. 
 

1.1 Efficiency Measurement Concepts  
i) Efficiency: The basic efficiency measurement used in DEA is the ratio of total outputs to  total 

inputs which is given by  

inputsTotal

outputsTotal
Efficiency=  

ii ) Pure Technical Efficiency: The Pure Technical Efficiency measures how a DMU utilizes the 
resources under exogenous environments; a low PTE implies that the DMU ineffic iently manages its 
resources. 
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i ii ) Scale Efficiency: It indicates that output at scale that maximizes profits for a firm and where 
capital and infr astructure can be set to their profit maximizing  levels. Scale Efficiency is the potential 
productiv ity gain f rom achieving optimal size o f a firm.  

iv ) Overall Technical Efficiency: The two measures say Pure Technical Efficiency and Scale 
Efficiency are then combined to provide a measure of Overall Technical Efficiency. 
 

1.2. Input  Oriented Measures  
Farrell (1957) illustrated his ideas using simple example involving firms which u se two inputs 

(X1 and X2) to produce a single output (Y), under the assumption of constant returns to scale. 
 

1.3. Output Oriente d Measures 
Let us consider the case where production involves two outputs (y 1 and y2) and single input 

(x1), under the assumption of constant returns to scale.  
The output and input oriented measures  will o nly provide equivalent measures of Technical 

Efficiency when constant returns to scale exists. But will be unequal when increasing or decreasing 
return to scale present.  
 

1.4 The Constant Returns to Scale (CRS) Model  
Assume there is data on K inputs and M outputs on  each of N firms or DMUs as they tend t o 

be called in the DEA literature. For the i th DMU t hese are represented by the vectors Xi and Yi 
respectively. The K x N inpu t matrix X, and the M x N output matrix Y, represent the data of all N 
DMUs. The purpose of DEA is to construct a non-parametric envelopment frontier over the data 
points such that all observed points lie on or below the  produc tion frontier. For the simple  example 
of an industry where one output is produced using two inputs, i t can be visualized as several 
intersecting planes forming a tight -fitting  cover over a scatter of points in three-dimensional space. 
Given the CRS assumption this can also be represented by a unit isoquant in input/output space.  
 

1.5 The Variable Returns  to Scale (VRS) Mod el and Scale Efficiencies  
The CRS assumption is only appropriate when all DMUs are operating at an optimal scale (i.e. 

one corresponding to the flat portion of t he LRAC curve). Imperfect competition, constraints on 
finance, etc. may cause a DMU to be not operating at optimal scale. Banker, Charnes and Cooper 
suggested an extension of the CRS DEA model to account for variable retu rns to scale (VRS) 
situations. The use of the CRS specification when not all DMUs are operating at the optimal scale will 
result in measures of TE which are confounded by Scale Efficiencies (SE). The use of the VRS 
specification  will permit the calculation  of TE devoid of these SE effects. 
 

1.6 DEAõs Advantages 
i. DEA can handle multiple inputs and multiple outputs an d they can be measured in different 

units. It can handle multiple inputs / outputs to generate a set of weig hts to each input / 
output.  

ii.  DEA provid es a single comprehensive measure of performance. 
iii.  It doesnõt assume any specific functional form relating to inputs &  outputs.  
iv.  DEA provides valuable information for improving the less efficient DMUs. For each 

inefficient DMU, DE A also provides a peer best practice group of reference purposes. 
v. DEA cannot support zero output values.  
vi.  The sources of inefficiency can be analyzed and quantified for every evaluated unit.  
vii.  No need to explicitly specify a mathematical form for th e producti on function.  

 
1.7 DEA D isadvantages 

DEA has fewer limitations than other performance measurement approaches in the choice of 
input and out put var iables. The efficiency measure obtained by DEA is sensitive to the combination 
of inputs and outputs.  
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i. Applicatio n of DEA requires solv ing a separate linear program problem f or each DMU. 
Hence, the application of DEA to various problems that have man y DMUs can be 
computationally intensive. However, this is not a very serious problem, considering the 
computational pow er of present-day computers, and the number of DMUs that are 
considered in normal DEA problems.  

ii.  Since DEA is an extreme point technique, errors in measurement can cause problems. DEA 
efficiencies are very sensitive to even small errors.  

iii.  DEA is good at significant  
iv.  Estimating relativ e efficiency of a DMU but it conv erges very slowly to absolute efficiency. In 

other words, it can tell us how  we are doing compared to our peers but not compared since a 
theoretical maximum.  

v. Since DEA is a non-parametric technique, statistical hypothesis tests are difficult. 
vi.  Since a standard formulation of DEA creates a separate function for each DMU, large 

probl ems can be computationally intensive.  
vii.  As efficiency scores in DEA are obtained after running several LP problems, it is not easy to 

explain int uitively the process of DEA for t he case of more than two inputs and outputs to a 
non-technical audience. 

viii.  DEA has been designed to compute efficiency scores only when one or more inputs and one 
or more outputs are used for the analysis. It would be better if the methodology has the 
flexib ility to allow for one or more or even nil outputs or inputs for performance eva luation . 

ix. A second problem with DEA is the way in which efficiencies are calculated. The values of  
weights of inputs  and outputs are chosen (by the methodology) as the optimal v alue of LPP 
(Linear Programming Problem) for each DMU. They are not considered p hysically significa nt 
in the DEA literature.  

 

2. Literature Review  
In a relatively short period o f time, DEA has grown into a powerful quantita tive, analytical 

tool for measuri ng and evaluating performance of a Decision-Making  Units (DMUs). The DEA has 
been successfully appl ied to a host of different types of entities engaged in a wide variety of acti vities 
in many contents worldwide . 

DEA was fir st applied by Sherman and Gold (1985) for assessing the efficiency of bank 
branches. It is a tool for evaluating relativ e efficiency since it first identifies banks efficiency frontier 
and then compares with other banks. It allows ranks for banks according to their efficiency scores 
and to single out driving forces governing efficiency.  

In banking industry, DEA mode l is preferable to econometric approach of efficiency 
measurement because of its advantages such that it can simultaneously analyze several inputs and 
outputs. Production in th e banking industry often involves multiple inputs and outputs. It does not 
require any assumptions about the functional form of technology, and it calculates a maximal 
performance measure for each production unit  relative to all other production units in t he observed 
population with the sole condition that each production unit lies on  or below the external frontier, 
which satisfies a set of axioms. 

DEA is a tool for evaluating relative e fficiency since it first id entifies units on the efficiency 
frontier an d then compares other units: input -output relationship with those of the frontie r. It allows 
to rank units according to their Technical Efficiency scores and to single out the driving f orces, for 
inefficiencies. 

DEA is a mathematical programming technique that provides useful insights in locating 
inefficient units by explicitly consid ering the mix of services provided and the resources used. DEA 
can locate inefficient units more p owerfully when the number of units in the study exceeds the 
number of outputs and inputs included in the data set.  
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DEA is commonly used to evaluate the effici ency of several producers. A typical statistical 
approach is characterized as a central tendency approach and it evaluates producers relative to an 
average producer. DEA can be applied in many cases such as health care, education, banks, 
manufacturing sector, bench marking m anagement evaluation, fast food restaurants and retails 
sectors etc. 
 

3. Research methodology  
The DEA model was basically designed to compare marginal efficiencies of a set of relative 

homogeneous decision-making  units. The non-parametri c approach to efficiency measurement is 
more suitable for policy applications. Since it was mor e flexible and more data-based policy 
applications, it generally invol ved additional constraints. The present study deals with non -
parametric approach to the measure of productive efficiency. The various efficiency measures 
discussed in the present study are Overall  Technical Efficiency, Pure Technical Efficiency, Scale 
Effi ciency and Technical Efficiencies of commercial banks in India. 
 

3.1 Statement of the Probl em 
In Indian bankin g system profit and returns to investments were its performan ce indicators. 

This was the scenario prior to 1969. Subsequently, commercial banks were nationalized adding to 
their list additional objectives of optimizing social benefit and  geographical expansion to meet the 
growing needs of people. Globalization opened gates to increased competition by th e entry of foreign 
banks. The changes that are taking worldwide continued to give shocks to the banking system which 
resulted in an expansion of banking services both in ranges, volume and non-performing assets. 
Indian  commercial banks must rise to international standards and evolve suitable competi tive 
strategies. 

The present study aims at constructing and solving linear programming problem s to estimate 
Overall Technical, Pure Technical, Scale and Technical Efficiencies of Public and Priva te sector banks 
in India. The study uses the Data Envelopment Analysis (DEA) to measure bank efficiency. 
 
3.2 Objectives of the Present Study  

The main aim of the present study is to measure the efficiency of public and private sector 
commercial banks in Ind ia by using three inputs and three output s.  

1. To estimate Overall Technical, Pure Technical, Scale and Technical Efficiencies of Public and 
Private sector banks in India  

2. To evaluate the performance of these banks through efficiency measures. 
The study uses the Data Envelopment Analysis (DEA) to measure bank efficien cy. 
 

3.3 Type of Research ð Analytical Research  
3.4 Data Source 

The data relevant to 21 Public and 21 Private sector Banks for the present study is obtained 
from Reserve Bank of Ind ia Bulletin (2017-2018). The current study failed to evaluate Commercial 
Banks efficiency scores for the period 2018 ð 2019, because RBI not published yet the Banks report for 
the financial year 2018 - 2019. The translog input  distance function t hat accommodates multiple 
inputs to pr ovide multiple outputs is proposed to be fitted . The method of estimation used is 
maximum likelihood, so that the statistical estimator of pa rameters possesses standard errors and 
hence t-values. The variables of the study are: 
Input variables: Number of Emp loyees, Interest Income and Other Income. 
Outpu t variables: Deposits, Investments and Advances. 

 
3.5 Tools Used for Analysis ð DEA, Mean, Standard  Deviation  and t-test 
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4. Data analysis & interpretation  
The present study makes use of Data Envelopment Analysis models to study the efficiency 

variation among 42 Indian Commercial Banks. The current study uses the data on three DEA inputs 
and the three DEA outputs . The data on the selected variables are collected from Reserve Bank of 
India Bulleting (2017-2018). 

Table 4.1: Public Sector Banks ð Overall Technical Efficiency (OTE), Pure Technical Efficiency 
(PTE) & Scale Efficiency (SE) 

 

 
 

From th e above table it is evident that, the following public sector banks are efficient based on 
OTE ð Bank of Baroda, Bank of India, Corporation Bank, IDBI Bank Limited, Punjab and Sind Bank, 
State Bank of India, UCO Bank and United Bank of India. These banks emanated with 100% OTE 
score, the other left -over banks realised input losses. The bank falling at the bottom is I ndian Bank. 
The overall technical efficiency of the Public sector banks is distributed over the interval 0.045 Ò OTE 
Ò 1.000. 

From the above table, 16 public sector banks out of 21 are pure technical efficient. This 
indicates that 76% are Pure Technical Efficient attaining 100% efficiency score. The remaining 5 banks 
have input losses due to PTE. The PTE of the public sectors banks is distributed over the interval of 
0.046 Ò PTE Ò 1.00. From the above table, it has been observed that 8 public sector banks out of 21 
banks, found scale efficient and other remaining banks experienced decreasing returns to scale. Bank 
of Baroda, Bank of India, Corporation Bank, IDBI Bank Limited, State Bank of India, Syndicate Bank, 
UCO Bank and United Bank of India achieves cent percent Scale Efficiency. The scale efficiency of the 
public sector banks is distributed over the interval 0.918 Ò SE Ò 1. 

Table 4.2: Private Sector Banks ð Overall Technical Efficiency  (OTE), Pure Technical Efficiency 
(PTE) & Scale Efficiency (SE) 
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From the above table it is evident that, the followi ng private sector banks are efficient based on 
OTE ð Axis Bank, City Union Bank Limited, Federal Bank, HDFC Ba nk Limited, ICICI Bank Limited, 
IDFC Bank, Jammu & Kashmir Bank Ltd, Karnataka Bank Ltd, Nainital  Bank Ltd, South India Bank 
Ltd, Dhanalakshmi Bank Ltd and Yes Bank Ltd.. These banks emanated with 100% OTE score, the 
other left -over banks realised input losses. The bank falling at the bottom is Bandhan Bank Limite d. 
The overall technical efficiency of  the Private sector banks is distributed over the  interval 0.648 Ò OTE 
Ò 1.000. 

From the above table it is evident that out of 21 private sector banks, 13 banks are pure 
technical efficient, the remaining 8 banks experienced input losses. The pure technical efficiency of 
the Private sector banks is distributed over the interval of 0.685 Ò OTE Ò 1.000. 

Axis Bank, City Union Bank Limited, Federal Bank, HDFC Bank L imited, ICICI, IDFC, Jammu 
& Kashmir Bank, Nainital Bank, South India n Bank, Tamilnad Mercantile Bank and Dhanalakshmi 
Bank achieves cent percent Scale Efficiency. The scale efficiency of the private sector banks is 
distributed over the interval 0.914 Ò SE Ò 1. 
Table 4.3: DEA - Overall Technical Efficiency 

H0: There is no significant difference in the  performance of Public and Private sector banks 
with respect to overall technical efficiency/pure technical efficiency/scale efficiency  

H1: There is a significant difference in the performance of Public and Private sector banks with 
respect to overall technical efficiency/pure technical efficiency/scale efficiency. 
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It is evident that the result is not significant at 5% level of significance. The OTE estimates 
obtain from the above table reveals that 16 out of 21 public sector banks have consistently shown the 
OTE above to the average OTE whereas the remaining 5 banks registered its OTEõs below to the 
average of OTE. In case of Private sector banks 14 have shown OTE above to the average OTE and 
the remaining 7 banks registered the OTE below to the average OTE. 

From the hypothesis testing it is evident t hat the difference between Public and Private sector 
banks under Pure Technical Efficiency is not significant at 5% level.  18 Public sector banks out of 21 
banks consistently shown  that their PTE is above to the average public sector PTE. Whereas when it 
comes to Private sector, 16 banks PTE above the concerned average. 

Scale efficiency difference between public and private sector banks are not significant at 5% 
level of significance. 14 out of 21 public sector banks consistently shown that their SE is above to the 
average SE whereas in case of private sector banks 16 banks SEõs is above to the average SE. 
 

4.1 Efficient Peer Banks  
Relatively inefficient DMU imitates the m anagement style of its Peer. An appropriate efficient 

peer is the best practices performer in the sample that is like  the inefficient unit in some respect and 
can lend insights useful for ineffici ent unit to improve.  

Table 4.4: Public Sector Banks ð Efficient  Peers 
 

 
For majority of Inefficient banks Bank of Baroda and IDBI Bank Limited a re efficient peers. 

These two banks serve as role models for Andhra Bank, Bank of Baroda, Bank of Maharashtra, 
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Punjab and Sind Bank, Union Bank of India and Vi jaya Bank. The normal practices of efficient peer 
banks are the best practices of the inefficient  bank. 

 

Table 4.5: Private Sector Banks ð Efficient Peers 

 
For majority of Inefficient banks Federal Bank, Yes Bank, IDFC Bank and Dhanalakshmi Bank 

Limited a re efficient peers. These four banks serve as role models for Bandhan Bank, Catholic Syrian 
Bank, DCB, IndusInd Bank, Karur Vysya Bank, Kotak Mahindra Bank, RBL and Tamilnad Mercantile 
Bank Ltd., The normal practices of efficient peer banks are the best practices of the inefficient bank.  

 

5. Summary & Conclusion  
DEA has been successfully  applied to a host of different types of entities engaged in wide 

variety of activities in many contexts worldwide. It has g rown into a powerful quantitative analytical 
tool for measuring and evaluating the per formance. In banking Industry, DEA model is preferable to 
econometri c approach of efficiency measurements because of its advantages. As we know efficiency 
in banking system contributes in an extensive way for higher economic growth in any country, 
studies in this nature are very important for policy  makers, industrialist and many others who are 
reliant on the banking sector. The present study aims at constructing and solving linear 
programming problems to estimate Techn ical, Pure Technical and Scale Efficiency of Public and 
Private sector banks in India. During the period 2017 ð 2018, the following public and private sector 
banks are efficient based on all the three estimates ie., OTE, PTE and SE. They are Bank of Baroda, 
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Bank of India, Corporation Bank, IDB I, Punjab and Sind Bank, SBI, UCO Bank and United Bank of 
India; when it comes to private sector the following banks are outperformed based on their efficient 
scores from all the three estimates ð Axis Bank, City Union  Bank, Federal Bank, HDFC Bank, ICICI 
Bank, IDFC Bank, Jammu and Kashmir Bank, Karnataka Bank, Nainital Bank, SIB, Dhanalakshmi 
Bank and Yes Bank. Based on Peer weights - Bank of Baroda, IDBI Bank, Federal Bank, Yes Bank, 
IDFC Bank and Dhanalakshmi Bank are served as a role model in Banking Sector for the other 
remaining 35 banks. Normal practices followed by these 6 banks are the best practices for the other 
inefficient banks. 
 

6. Research Limitations & Direc tions for Further Research: 
Limitations of the St udy  

1. The study is restricted to the financial year 2017 ð 2018 due to time constraint. 
2. The current research failed to evaluate the performance of Indian Commercial Banks for the 

year 2018 ð 2019, due to unavailability of the data . 
The current study is limited to In dia, the research can be extended by covering wide 

geographical area by considering  samples across the world. The study can be further diversified with 
different combinations of Input -Output mo dels i.e, one input ð two out puts or 2 inputs ð two output 
models etc.,  The current study can enlarge by considering five years data relevant to public and 
private sector banks and evaluate the level of consistency in the efficiency. Research can be 
prolo nged by evaluating efficiency of banks before and after the demonetization  and how is i t 
affecting the economic growth . 
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Abstract  

The public procurement in India spending is estimated to be 20% of GDP of economy. It 
has been struggling with the challenges of decentralized procurement of commonly used items for 
quite a long time. The purchases in small quantities lose the benefits of economies of scale and at 
the same time these purchases are also vulnerable to malpractices because it is very difficult to 
monitor thousands of small transactions. Small vendors and suppliers find it difficult to reach 
buyers in other parts of the country without layers of intermediaries, pushing up their costs. 

To deal with this challenge and based on the recommendations of two high level 
committees, the Government of India set-up the Government e-Marketplace (GeM) in 2016. To 
provide policy support, a new enabling rule was introduced in 2017 through the governmentõs 
General Financial Rules (GFR), signaling its willingness to bring reform in this area.Since then, 
this Business to Government (B2G) platform, has eliminated multiple levels of manual, sequential 
verification and decision-making, leading to dramatic reductions in lead-time in government 
procurement. For suppliers, too, this has opened attractive new options by eliminating 
intermediaries and guaranteeing prompt release of payment. 

In a short span of two years or so, the platform has opened up market access for micro and 
small enterprises and entrepreneurs, expanding the number of potential suppliers but due to some 
institutional bottlenecks and traditional mindset of procurement authorities GeM  has not become 
so popular as it was expected. 

The e marketplace has also helped promote entrepreneurship and create new jobs. It has 
enabled many small entrepreneurs to grow their business. It has proved to deliver promising 
results to the purchasers through this special purpose vehicle. GeM has created transparency in 
public procurement and brought down the delivery time too. 

GeM caters to 182,184 sellers and 32,210 buyer organizations covering 7,41,085 products 
and 3587 services till 15 January 2019. In all, 1,187,961 orders have been placed so far, with a 
total value of Rs. 17,188 Crores. Most of Indiaõs states have also signed Memorandum of 
Understanding (MoU) with GeM for using this platform for commonly used items. The e-
marketplace has set an ambitious target to achieve Gross Merchandise Value (GMV) equivalent 
to 4-5% of Indiaõs GDP. If 15-25 % savings are realized on this volume of procurement, it will 
free up enormous sums which the government can use to finance its development and poverty 
alleviation programs. 

This is one of the ambitious plans of government to put efforts to bring more SHGs, 
artisans and start-ups on this platform. This paper is an effort to present the journey of GeM to 
analyse its growth story and limitations. 
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Abstract  

The freight transportation system of Bangladesh is very critical as it depends on the 
unimodal or road transportation system traditionally. Having the opportunity of using the modes 
of rail and river that are environment-friendly and less expensive compared with the mode of road 
arguably. However, rail and road are not popular due to improper connectivity between the urban 
cities/industrial areas and seaports. Recently, Chittagong Port is ranked 64th top listed container 
port of the world by Lloydõs List because of its container throughput or handling statistics that 
increased significantly. Greatly, the intermodal freight transportation system is the total maritime 
transport solution and denoted as value-driven freight transportation system exclusively for a 
door-to-door service in the age of containerization. On the other hand, inland transport networks 
of Bangladesh are lagging the standard of intermodal networks in between the shipper/consignee 
nodes to /from seaports. Huge intermodal infrastructure development is appreciated to get the 
seamless transport connectivity with the seaports for accelerating the transportation of cargo and 
container timely and economically. The government of Bangladesh and the principal seaport 
Chittagong jointly need to take the necessary steps to create integrated intermodal freight 
transports networks with the combination of rail, road and river mode for facilitating the 
international trade also providing freight transport services to the neighbors.  In here, qualitative 
research methodology is selected to explore the necessary gaps and opportunity for enabling the 
freight transportation system of Bangladesh.  

The goal of this paper is to analyze the freight transportation system of Bangladesh and 
explore the points where works are required by the government to create a value-driven freight 
transportation system to accelerate the development of Bangladesh.    
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Abstract  

In this modern era of globalization and advancement of technology, the urgency of 
automation in the financial sector is increasing day by day. To meet the increasing demand of an 
expanding population, modern supply chains need to be more dynamic, robust and scalable. In 
developing economies, the need for supply chain financing in basic level of production and 
distribution lifecycle is growing day by day. But in Bangladesh, due to lack of funding and 
technical knowledge, a proper ecosystem has not been developed for structured supply chain 
financing (i.e. factoring, work order and distributor financing).  This paper primarily investigates 
some of the key risks and challenges in implementing a digital supply chain platform through 
questionnaire-based research. Moreover, this paper develops some risk mitigation strategies that 
would be useful for any organization planning to implement a digital supply chain platform.  

 
Introduction  

In Bangladesh suppliers and distributors operate in the lower segment of production and 
distr ibution lifecycle. Based on the extent of their business the ticket size for supply chain financing is 
relatively  small. MSEs (Medium & Small Ente rprises) have very limited  access to structured 
financing , thus revert to inflated  cost, irregularity in finan cing which hinder s their business growth. 
Large corporates that are termed as Original Equipment Manufacturers (OEMs) prefer to deal with 
selective number of suppliers and distributors to ensure ease of operation in a manual environment . 
However, MSEs generally cannot directly  engage with OEMs in business due to shortage of funds 
and presence of agents/middlem en. MSEs also lack substantial collateral which restricts their ac cess 
getting financing in the current environment or  ecosystem.  

The present need instigates the demand for  a proper supply chain ecosystem to support the 
growth of MSEs. This system will make MSEsõ financial inc lusion easier so that they can complete 
operational process with proper funding . The transformation of manual to digital platfor m will save 
time, money and resources and increase the overall efficiency of the business process. The reduction 
in operational costs will cover u p the interest expense of financing.  In recent years, Non-Banking 
Financial Institutions (NBFIs) have played a  remarkable role in introducing supply chain finance to 
big suppliers  and distributors  in the domestic market. NBFIs are proactively stepping forw ard to 
offer supply chain financing services. More research and analysis need to be conducted for the 
upgradat ion of the existing system from a manual to digital platform.  

New age Fintech companies emphasize on cloud-based technologies and they are being more 
interested to invest in supply chain finance. It helps them provide more options to potential clients 
who are eager to sell their payables and receivables. This process ensures early payment in exchange 
for  discounts. The involvement  of technology and digitalization can help f inancial institutions to 
reach out to the target segment. 
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Literature review  
The dig italization of financial services is likely to increase competition and security risk for 

information sharing. Cloud -based infrastructure indicate s the reduction of fixed costs in hardware  
(Corporation, 2017). Schlüter, Diedrich , and Güller  (Schlüter, et al., 2017) emphasized the impact of 
digitalization on supply chain risk management cycle. Based on literature analysis they have 
di scussed supply chain risk management phases. 

Monostori (Monostori, 2018) summarized  some risk mitigation strategies consideri ng the 
robustness of the supply chain. In their study they introduced a framework for evaluating structural 
and operational robu stness of supply chain. On the other hand, Bahroun and Harbi  (Bahroun & 
Harbi, 2015) proposed a new framework for risk categoriz ation based on literature review and case 
study of a leading retail company in Tunisia. They outlined a numerical analysis of suppl y risk and 
indic ated new opportunities fo r research in supply chain arena. 

Houshyar, Muktar , and Sulaiman (Houshyar, et al., 2010) investigated the probable reasons for 
supply chain disruptions and classified the risks associated with it. Based on the classification they 
have developed strategies that can mitigate the risks. Finally, they used and automotive supply chain 
case study in Malaysia to  support their findings.  Meixell and Norbis  (Meixell & Norbis, 2011) 
developed a two-part assessment methodology that uses a combination of individual ri sk and 
element interaction to assess the security risk of global supply chain practi ces.  Their framework 
results in a single supply chain risk index value for a specific supply chain.  

McFadden and Arnold (McFadden & Arnold, 2010) Focused on the market of IT electronics to 
analyze the risk associated with the IT supply chain. In their st udy  they discussed deployment of test 
suite that will significantly reduce the threat of malicious implants in digital system.  Kobayashi, 
Tamaki, and Komoda (Kobayashi, et al., 2003) proposed a solution for business process integration 
involving  workflow a nd enterprise application integration. According to them their proposed 
solution will reduce manpower, cost and process complexi ty of  supply chain ma nagement 

Korpela, Dahlberg, and Hallikas (Korpela, et al., 2017) studied  the requirements and 
functionalit ies of supply chain integration and concluded that integration with the blockchain 
network will benefit supply chain ecosystem a nd accelerate growth potential.  Mathis and Cavinato 
(Mathis & Cavinato,  2010) explored  the best practices of global supply chain fin ancing and 
management. According to them, decentralized approach creates inefficiency for the overall supply 
chain process. Neubert, Ouzrout and Bouras (Neubert, et al., 2004) studied  the methods used for 
supply chain collaboration and highlighted the impo rtance of integration with technological 
platform s in supply chain process. 

Silvestro and Lustrato (Silvestro & Lustrato, 2014) assessed the role of banks in enabling 
supply chain integration. Their research analyzed the perspective of buyers and sellers to develop a 
model of physical and financial supply chain integration.  

Albrektsson (Albrektsson, 2011) also studied supply chain finance from a bankõs perspective 
and outlined the benefits and challenges involved in digital supply chain solutions. Acc ording  to the 
study , banks can reduce the inefficiency of resource allocation through holistic automated supply 
chain services. 

Wang and Yang (Wang & Yang, 2016) studied th e structure of different loans in the supply 
chain ecosystem and analyzed the risk associated with it. According to them some of the major risks 
of microloans include but not limited to higher financing cost, loa n default, business transfer, internal 
control etc. 

More and Basu (More & Basu, 2012) examined the challenges of supply chain fi nance and 
developed a hierarchical model to understand the complexity of them. Their research on Indian firms 
revealed that the most critical challenge in way of supply cha in finance is the lack of common vision 
among supply chain partners. He concluded th at collaborative approach among all supply chain 
partners can improve the stability of the process. Similarly,  an article by Supplychai nbrain 
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emphasized on collaborative approach of supply chain managers for successful implementation of 
supply chain financ e services (SupplyChainBrain, 2015). 

Ivanov et al. (Ivanov, et al., 2019) studied the impact of digitization on supply chain ri sk 
management. Their study focused on digita l supply chain twins and proposed supply chain risk 
analytics framework . They have suggested virtual reality supported simulation to resolve 
disruptions in th e system. Their claim is also supported by Banker (Banker, 2018) who proved tha t 
the supply chain twin maintenance model will help to minimize the forecasting errors and 
unplanned fa ilures in supply chain . 

Manuj and Mentzer (Manuj & Mentzer, 2008) conducted 14 interviews and FGD meetings with 
top supply chai n executives and outlined six risk management strategies for global supply chain of 
the manufacturing industry.  Olson and Wu (Olson & Wu, 2010) also studied supply chain risk 
management. They focused their studies on risks of supply chain in China. They concluded t heir 
research with a framework that  can categorize risks associates with Chinese enterprise supply chains. 
Similarly, B üyüközka n and Göçer (Büyüközkan & Göçer, 2018) emphasized on existing digital 
supply chain literature to identify the key limit ations and prospects of dig ital suppl y chain 
management. The importance of all these analyses was reflected by Zsidisin a nd Henke (Zsidis in & 
Henke, 2018). In their research they showed how traditional concept of supply chain risk can bridge 
the gap of existing risks and prospects. 

A new digital revolution in the supply chain field is brought by Blockchain technology . Ying, 
Jia and Du (Ying, et al., 2018) researched Blockchain enabled E-commerce platform of Hainan 
Airlines and found that bloc kchain can add value by issuing cryptocurr ency, ensuring information 
security and eliminating organizational intermediaries. Kshetri (Kshetri, 2018) highlighted how 
blockchain can help to achieve supply chain objectives.  According to him th e incorporation  of IoT in  
blockchain technology will posi ti vely impact current supply chain management process.  

Saberi et al. (Saberi, et al., 2019) examined blockchain technology with respect to supply chain 
management. They divided technology adoption barriers in to 4 categories: inter-organizational, 
intra -organizational, technical and external. On the other hand, Min  (Min, 2019) focused on how 
blockchain can be leveraged to minim ize organizational and technical risks associated with supply 
chain process. According to  his research blockchain can create competitive advantage by preventing 
risk occurrence, reducing system disruptions, improving flexibility and changing conventional r isk 
management processes. Giannakis, Spanaki, Dobey (Giannakis, et al., 2019) examined the effects of 
cloud-based supply chain management on supply chain responsiveness. They developed an 
architecture of cloud -based systems and proved that it  enhances supply chain responsiveness. 
 

Research methodology  
For this study , we have followe d web-based questionnaire methodology. A standard onli ne 

questionnaire was prepared comprising questions regarding critical risk and challen ges of digital 
supply chain platform and proposed mitigation strategies. The questionnaire was then circulated 
among 20 suppliers/ distribu tors and 10 Original Equipment M anufacturers (OEMs). Research 
findings were developed based on their responses. 

Secondary data was collected from refereed journals, articles, websites, etc. We linked the 
secondary data with our primary research findings and found positive correlation.  

 

Fin dings and Results  
Benefits of implementing a digital platform  

From the 30 companies who submitted their resp onses, we have found the following benefits 
to be most evident and common among suppli ers, distributors , and OEMs. 
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Figure 3: Benefits of digital supply chain platform ident ified by the sample population  
From figure  1 we can see out of the 30 companies 100% of them agreed that the digital supply 

chain platform  will bring visibility in their day to day operation s. In manual process due to delay in 
documentation and approval of the whole operation gets hampered. An integrated digital platform 
provides scope for cross-sectional data transfer and ensures visibility  in the process. 28 companies 
(93%) pointed  out transparency to be a major benefit of digital supply chain platform as  invoices are 
uploaded i n a shared platform and visible from all  ends.  23 companies (77%) emphasized on the cost 
reduction feature and scalability of the digital system  as it will reduce documentation and 
transportation cost . 19 companies (63%) agreed that through the digital sy stem it is easier to reach 
mutual agreement if transparency is maintained. 17 companies (57%) highlighte d return o n 
investment to be a key benefit of supply chain finance platform.   

In Table 1 we can see details of the mutual benefits of implementing a dig ital supply chain 
finance platform from different stakeholdersõ standpoints. 

 

Benefits from supply 
chain management 

Finance provider  Supplier/ dist ributors  Corporate/OEMs  

Visibility  -Enables development of 
performance scorecard of 
clients 
-Improved underst anding of 
business performance and 
intricacies 

-Faster access to working 
capital 
-Line/rejection corre ction 
management 

-Market insights and sales 
data reports 
-Improved inventory 
management 

Transparency -Improves risk management  
-Provides cross-selling 
opportunities  

-Reduced documentation 
-Improved funding rates  

-Better management of 
receivables and payable 

Agile an d Scalability  -Short lead and development 
time 
-Faster expansion to 
ecosystem participants 

-Easy and standard setup 
across various OEMs and 
other stakeholders 
 

-One common ledger across 
all suppliers and dealer  

Consensus -Reduce disputes 
-Reduce operational risk 

-Reduce invoice disputes 
-Efficiency on operational 
tasks (e.g. reconciliation, 
invoice matching , etc.) 

-Useful for procurement 
and invoice processing 
-Reduction of stock audit 
costs 

ROI  -Quick return on investment  
-Penetration into new 
markets 

-Increase in production 
cycles 
-Reduction in operational 
errors 

-Focus production based on 
market data 
-Reduction of operational 
risks 
 

Table 1: Benefits of Digital Supply Chain Platform for Different Stakeholder  
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Risks of implementing SCF  platfo rm 
4.2.1 In ternal risks  

Lack of executive support: Risk arises from lack of management policies and internal control.  
Change in management policies, inadequate internal control structure, lack of knowledge and 
organizational skills may result in this typ e of risk. 

Fraud/ corruption: Collusion amon g parties, dishonest staff, lack of audit trails, control 
systems, proper product gu idelines open ways for fra ud and corruption.  

Data protection and compliance: This risk arises from inadequate security measures, lack of 
comprehensive IT policies, failu re to ensure data integrity in the system etc. This risk also results in 
internal audit and compliance issues. 

Treasury management: Failure to maintain proper cash flow, unavailability of proper 
reconciliation system creates risk for SCF platform implement ation. 

Human error: Lack of training, resistance to change, lack of technical knowledge can possess 
serious risks for any organization in new system s implementation . 

 

4.2.2 External Risk  
Breach of contract: Due to commitment  issues among stakeholders, organization can suffer 

through the process of establishing a digital platform. Failure  to provide services or inabil ity to 
complete payment on time creates a lot of complications for organizations. 

Electronic banking: Risk arises from not being able to meet the funding commitment due to 
lack of alternative payment method s. 

External environm ent: Risk arises from the change in economic, social, political, regulatory 
environment and new tax incl usion. 
 

Recommendation  
Based on our research findings we have formulated some risk mitigation strategies in table 2 

for the key risks identified.  
The Key  Risks Risk Mitigation Strategies 

Treasury Management  -Up to date procedural manual;  
-Monitoring daily fund  requirements &  positions; 

Supplierõs 
commitments  

-Create adequate provisions;  
-Monitor the supplierõs activities on utilization of fund s; 

OEMõs 
Commitment  

- Develop a proper MoU with the OEMs;  
- Incorporating the exit clause in the agreement; 

Data protection &  
Compliance  
Breach 

- Adequate training & awareness progr am for  the users; 
-Develop a comprehensive IT security policy;  
-Continuous  monitorin g of critical data within  the system 

Internal Audit &  
Compliance  

- Prioritization Mechanism  
- Buy in resources; 
- Peer review of audit plan  

External Environmental  - Continuous dialogue with the regulatory bodies & policymakers;  
- Monitor the competitorõs business & role in the market; 

Relationship with  
third parties  

- Develop a proper MoU with the OEMs ; 
-Incorporate adequate exit clause in the agreement; 

Electronic  
Banki ng 

- Ensure multiple arrangement s with different Banks;  

Table 2: Risk mitigation strategies 
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Conclusion  
Globali zation and the expansion of supply chain  financing  will set a new trend in the industry. 

The supply chain financing scope is expanding as a result of globalization, direct sourcing, 
automated production , and distri bution. Financial companies must come up w ith innovative ideas to 
keep pace with the expansion of the economy. In Bangladesh, most of the large businesses are 
digitalizing their systems l ike ERPs and SAPs. As world becomes increasingly digital, financial 
services providers are looking to offer customers the same services to which they're accustomed, but 
in a more efficient, secure, and cost-effective way. Proper assessment of risk will help organizations 
evaluate the future course of action in adopting digital supply chai n finance platform.  
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Abstract  

 ôHuman Resource Accounting is a term applied by the Accountancy Profession to 
enumerate the cost and value of employees of their employing organisationõ 

To ensure growth and development of any organisation, the efficiency of people must be 
increased in the right perspective. Devoid of human resources, the other resources cannot be 
operationally successful. The original health of the organization is indicated by the human 
behaviour variables, like group loyalty, skill, motivation and capacity for effective interaction, 
communication and decision making. 

Five fundamentals (Men, materials, machines, money and methods) are the resources 
required for an organization. These resources are broadly classified into two categories, viz., 
animate and inanimate (human and physical) resources. Men, otherwise known as the human 
resources, are animate resources. Others, namely, materials, machines, money and methods are 
inanimate or physical resources. 

The success or otherwise of an organization depends on how best the inadequate physical 
resources are utilized by the human resource. Therefore, the efficient and effective utilization of 
inanimate resources depends largely on the quality, calibre, skills, perception and character of the 
people, that is, the human resources working in it. The term Human resource at macro level 
indicates the sum of all the components such as skills, creative abilities, innovative thinking, 
intui tion, imagination, knowledge and experience possessed by all the people. An organization 
possessed with abundant physical resources may sometimes miserably fail unless it has right 
people, human resources, to manage its affairs. Thus, the importance of human resources cannot 
be ignored. Unfortunately, till now generally accepted system of accounting (GAAP) this 
important asset, viz., the human resources have not been evolved 

The Concept of Human Resource Accounting was established primarily for the service 
sector has now started gaining so much relevance that now Companies in all Sectors have 
applying HR Accounting and a good weight age is given to these reports when making any 
Company Analysis 

The Focus of this paper what are adequate method for recording of Human Resources cost 
for Assigning, budgeting, and reporting in accounting books. The Aim of HR Accounting is to 
represent the Potential of the Employees in Monetary Terms. 

 
 

 
 
 
 
 
 
 

 



The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 161 
 

Forecasting optimum faculty requirement on course allocation: 
evidence from department of business admin istration , Daffodil 

International University  
 

Gouranga Chandra Debnath  
Sayedul  Anam  

Daffodil Internat ional University , Bangladesh 
 

Keyword  
ARIMA,  Stochastic, LPP, Optimize, Course Allocation, Markov  Chain 
 
Abstract  

In Bangladesh, public universities have a specific rule about number of students to get 
admission in each department and hence, the course allocation is predetermined according to their 
(Department) permanent faculty. However, in case of private universities set for student-
admission is not fixed in most of the cases. This research deals with the problem of course 
allocation among the faculties according to their expertise for the upcoming semester in a private 
university due to the unpredictable student-admission as well as enrollment in major areas with 
respect to their permanent faculty. In our country, there are 105 number of private universities. 
Department of Business Administration, Daffodil International University are selected to develop 
the stochastic linear programming model. In this work, ARIMA (p, d, q) and Markov chain model 
are developed as a decision support tool to determine the possible number of student-admission for 
the upcoming semester. Depending on the output a stochastic linear programming model is 
developed to optimize the number of faculties (in-house and outsourcing) that ultimately 
minimizes cost. All the department individually deploy the model for their department and then 
gradually the faculty cost of a university must minimize.    
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Abstract 

Todayõs banking sector is full of challenge that is reflected by rapid change, knowledge 
eruption, and technological expansion. To deal with these challenges the role of frontline 
employees in the service encounter is important. Soft skills are the utmost ideal skills used for 
service criterion. The main objective of this study is to identify the soft skills and its impact on 
employersõ hiring decision for frontline employees of foreign commercial banks in Bangladesh. 
Data were collected from 100 respondents who are currently working in the HR department of 
various banks in Bangladesh. Regression analysis has been conducted to find out the relationship 
between soft skills and hiring decision of frontline employees in the foreign banking sector. The 
random sampling technique method has been used with SPSS 20.0 to analyze the collected 
primary data. This analysis reveals that there is a high association between the impact of soft skill s 
and hiring decision of frontline employees of the foreign banking sector. These analyses also reveal 
that hiring decision of frontline employees are affected by sociable nature skill, problem solving 
skill, and self-management skill and have a significant impact on the overall hiring decision of 
frontline employees in foreign commercial banks. Conversely, passionate skill, adaptable attitude 
skill and self-improving skill have insignificant relationship between soft skills and hiring 
decision of frontline employees in the foreign banking sector. 
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Abstract  

Itõs fair to say that the subject of Maritime Fraud has, in the past, had very little exposure 
mainly as it rarely gets to the top of a Fraud Investigators ' to do'  list.  Perhaps the reason this has 
been is because it crosses multiple jurisdictions and therefore seen as too difficult to investigate.  

The question is asked: what is Maritime Fraud and just how prevalent is it, and what 
measures can be put in place to stop it?  During recent years, the shipping industry and 
Maritime commerce has seen a sharp rise in not only the number of fraud cases, but also the 
variety of the fraud perpetrated against shipping.  Maritime fraudsters are becoming more & more 
ingenious in their design and execution of fraud schemes, including the use of technology, such as 
computer hacking, but sometimes tried and tested 'old school' methods such as document fraud, 
work just as well. 

Maritime fraud is slowly becoming a mainstream activity as more and more shipping is 
crossing our oceans.  The International Maritime Bureau defines Maritime fraud as "An 
international trade transaction that involves several parties - buyer, seller, ship-owner, charterer, 
ships' master or crew, Insurer, banker broker or agent.  Maritime fraud occurs when one of those 
parties succeed, unjustly or illegally in obtaining money or goods from another party to whom, on 
the face of it they have undertaken a specific trade, transport or financial obligation. Fraud against 
shipping is becoming more common due to a number of reasons; criminals are increasingly 
turning to new methods such as computer hacking as ports are adopting new technologies that in 
the worst case can enable new types of fraud against (such as Automatize Container Operations 
'ACO') and as many ship-owners are under pressure to win new business, many have decided to 
ignore due diligence when dealing with new business partners. 

Shipping is a global business, with many players and jurisdictions involved in a single 
shipment of cargo, even in a simple A >>> B voyage there are many pitfalls where the fraudster 
seeks to take advantage of the unprepared.  As parties are often based in multiple jurisdictions, 
and necessarily deal with each other at 'armõs length' and/or through Brokers and Financial 
Institutions, there may be a little or no opportunity to make 'physical checks'. Everything still 
comes down to the reliance on paperwork and mostly the Bill of loading.  That is also been 
identified as the inherent weakness in an already corrupt business. The trust in a key document 
that can be corrupted and issued in multiple originals is the root of many of the frauds being 
perpetrated today.  It might be seen as 'minor' cheating or a multi-million-dollar scam but being 
prepared is still the key to avoiding becoming a victim. 

Fraud can come from many different angles and when we speak of 'fraud' in the Maritime 
industry, we use it as an umbrella term that goes beyond legal definition but the meaning is clear; 
someone, somewhere is seeking to take advantage of someone else in a way that goes beyond 
commercial sharp practice. We again ask the question that if Maritime Frauds are becoming more 
prevalent how can we integrate proven and robust checks and balances into the system in order to 
stop Maritime fraud or at best disrupt the activities of the fraudster and in doing so making their 
attempts less likely to succeed. 
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Abstract  

As low-level labor functions are substituted for higher level artificial intelligence and other 
aligned technologies, the ensuing issue becomes the rate of learning of the displaced labor market 
and its ability to transition to alternative industry needs.  Many are preparing for massive global 
underemployment as we are beginning to see the decrease in demand for undergraduates, 
graduate and other skilled talent seeking employment opportunities.  We are facing an ever-
increasing demand for academic credentials at increasing costs with the possibility of lower real 
yield of economic opportunity (RolleJ.D, Billy I. , Kisato J., Acevedo R. & Zarbabal K. ,2017; 
Reynolds, P. D. ,2012).  How do we prepare diverse talent for a dynamic and possibly uncaring 
world of continuous automation and changing needs of the marketplace?   

There is hope for an economy of diversity and inclusion of a broad base of talent using 
technology such as artificial intelligence, AWS, 3D printing, Virtual Reality, and later, 
Augmented Reality.  Instead of cloning  homogenous labor forces to support the demands of mass 
production, more diverse, creative and agile entrepreneurial teams or persons will cost effectively 
produce for niche markets -- even as small as units of one (Reynolds, 201;  Hemant Taneja, 2018; 
Rolle et al., 2017,).  

The recent book Human + Machine: Reimagining Work in the Age of AI contribution to 
the growing body of literature is what is referred to as the "missing middle" -- that intersection 
where both man and machine will collaborate, coordinate, and co-exist as one in the 
workplace.  The challenge is willing  the labor force, both current, and future, learn the new 
"fusion" skills necessary to work in the new workplace fast enough to meet industry demands?     
How will academic institutions adapt to the new world of teaching and learning with machines?  
How will faculty that have not experienced the transformation prepare students.  Collaboration.  
Industry with vision and foresight on skills needed must work with academics and other 
knowledge providers such that the labor force is truly optimized for the new economy. 
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Abstract 

World education has been constantly undergoing metamorphosis especially about 
formulating benchmarks on academic excellence, quality, standardization, innovation, 
application, meaningful knowledge creation and dissemination. Indian higher education system 
has been at the crossroads while becoming more inclusive and raising its bar towards creativity 
and innovation. It has gained traction towards sustainability, quality, adaptability and 
measurability. Skill development and disruptive technology have become part and parcel of Indian 
higher and technical education system. Entailing leadership in higher education is of paramount 
significance in order to produce optimum outcome in any kind of academic decision process. In 
this context the keynote address will focus on explaining the significance and relevance of 
dynamic Six C Model of Academic Leadership Excellence in an increasingly competitive and 
complex global environment. In fact, the Model has already proved to be truly t ransformation in 
the realm of higher education in India. The spirit of entrepreneurship and innovation is 
crystallized by the steady integration of Six C Model in our education system, while effectively 
stimulating academia-industry collaboration and encouraging the endeavors of practice-research-
outreach. The idea is to infuse a sense of dynamic leadership in decision process to make higher 
education not only competitive in terms of maintaining excellence but also to make it more 
responsive to societal needs and requirements. Simultaneously globally changing architecture of 
academic leadership demands higher levels of optimism and positive valence to avoid any room for 
vacillation when decision is made and duly implemented.  
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Abstract  

The sharing economy, a rising pattern in consumption behaviour that is based on accessing 
and reusing the products to utilize idle capacity, present significant threats for emerging as well 
as incumbent business.  Therefore, companies   must focus not only on product or process 
innovation. By innovating operational business models and processes, companies can reinvent 
themselves in an ever-changing and complex market.   Business   leaders need to understand 
when to adapt the business model and how to execute the change.  Business model innovation is 
identified as a search for creative and new solutions to problems and needs. For businesses to 
become more competitive and improving their performance, they must constantly develop new 
products as well  as strategies. Objectives of this paper   will    focus in the context of Industry 4.0 
and its impacts. Business model innovation can provide significant opportunities both during 
periods of rapid economic growth and at times of turmoil.  Business Model   innovation have 
reshaped many industries and redistributed billions of dollars of value.  The paper has shed fresh 
light on our current understanding of business model development   as a factor in 
competitiveness.  
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Abstr act 

The need of supportable as well as environment-friendly agricultural system is inevitable 
for an agriculturally based country like Bangladesh. To accelerate sustainable growth, 
Agricultural system need to be developed and reorganized.  Though Government of our country is 
trying to concentrate on this sector with several planning and proper execution of that planning.  
But without specialized financial support for this sector, development cannot be augmented. One 
of the major supports for developing this sector is the financial assistant from government as well 
as the private financial institutions. In this paper authors are trying to focus especially on the 
agro based SMEs operating their business in Bangladesh and the credit facility they obtain from 
various sources. A sample survey of 100 entrepreneurs of Agricultural SMEs will be used by the 
authors to examine their access to and perception about both institutional and non-institutional 
credit facility. Chi square test has been used to identify statistical association between the 
considered variables. According to the findings it can be articulated that firm size and duration 
has some positive impact on receiving of Agro based loan. On the other side the analysis reveals 
that size and type of firm has no significant association with perception of loan.  
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Abstract  

The paper focuses on micro saving based joint investment policy to reduce the 
unemployment rate and to improve the poverty condition in Bangladesh. Bangladesh is one of the 
poorest countries in the world with low GDP/capita ($1,888) and minimum purchasing power 
parity ($3879.20). 21.8% of the total population of Bangladesh lives below the national poverty 
line while 11.2% of youth graduates from universities are unemployed. Bringing the vast 
population out of the poverty cycle and to reduce the unemployment rate are the major challenges 
and attention of the country. Since the independence of Bangladesh in 1971, the governments of 
Bangladesh and the NGOs have been applying many policies in these regards, but no policy has 
brought a remarkable outcome.  

The main purpose of the paper is to examine the causes for the high rate of unemployment 
and the tremendous poverty in Bangladesh and to propose innovative approaches to accelerate the 
entrepreneurship growth and involve the unemployed and impoverished sections of the population 
to entrepreneurial activities with a view to reduce the unemployment rate and improve the 
poverty condition.  

The study has been conducted by structural and semi-structural questionnaires and face-
to-face interviews. A set of 50 structural questionnaires and the same number of semi-structural 
questionnaires were given to 150 respondents of all professions, classes, and ages of the 
population. The effectively undertaken initiative in this study is to create a micro saving based 
joint investment scheme which will allow the unemployed and impoverished sections of the 
population to save and invest jointly to involve them in entrepreneurial activities in order to 
reduce the unemployment rate and improve the poverty condition in Bangladesh. 

The finding of the study indicates that if the project is implemented properly, it will have a 
significant impact on the alleviation of the unemployment rate, improvement of the poverty 
condition and socio-economic development and it can be applied to other developing countries in 
some conditions and purposes. 
 



The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 169 
 

Identi fying  the dependency outline of studentsõ attendance in 
tertiary level using M arkov chain and logistic regression mod el: A study 

of department of busines s administration,  Daffodil International 
University  

 

Sayma Suraiya 
Sayedul  Anam 

Dept. of General Educational Development 
Daffodil International University , Bangladesh 

 
Keywords  
Keywords:  Tertiary level of education , Studentsõ attendance, Markov Chain M odel, 
Logistic Regression. 

 
Abstract  

The education of tertiary level is a source of culture for any nation and this issue 
has always been a major public concern. There are several factors that influence the students to 
gather knowledge in this level. Among these, class participation is vital for understanding the 
course contents. The education system of Bangladesh is almost sound and well-organized in all 
levels including tertiary stage. Even so sometimes, students are unwilli ng to attend in the 
classroom for several reasons. In this study, we measured how previous absence of a student 
impact on their further absence. Markov Chain is a mathematical tool that identified the chance of 
previous absence effect on the recent absent. In another methods, logistic regression showed the 
dependency of todayõs absence on previous absence. In this work, we got, the previous day absence 
influenced the student to continue his/her absent on the current day. Therefore, studentsõ 
continuous class participation is important, and any sorts of discontinuity makes a barrier to 
participate in the next class.  
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Abstract  

Rana Plaza building collapse is the largest industrial accident in history happened in 
densely city of Dhaka on 24th April 2013. Following the unprecedented scale of the disaster and 
the initial rescue operation, many actors took initia tives formally and informally for the 
rehabilitation of the victims of Rana Plaza. Mismanagement and Bad governance system of 
developing country already been reflected by different literature. Apart from this critique, being a 
newly experienced country how Bangladesh faced the challenges to handle this one of the world's 
worst tragic urban disaster that is the major inquiry of this study. The outcome of this study 
shows that Public efforts like Rana Plaza Coordination cell, which established by the Ministry of 
Labor and employment played a crucial and most influential role to mitigate the two major 
challenges; lack of coordination and information management. A qualitative approach with its 
different data collection method is used in this study to identify the challenges and assessment of 
initiative taken by the Rana Plaza Coordination cell on behalf of the government. FGD, KII and 
Analyzing the Secondary resources are few tools of this qualitative research.  Activiti es by the 
government like emergency management, reintegration process, disbursement of compensation to 
the victims are explored and reviewed here with a critical view to document the clear evidence to 
combat the challenges respectively.   

Findings shows that, traditional social networking tier used during verification system of 
victims and blogs, social networking site also became a tool to accelerate the rehabilitation process. 
This study recommends institutionalizing the framework of Rana Plaza Rehabilitation process to 
tackle the future incident. 
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Abst ract 

The aim of this paper is to examine the awareness and intention towards entrepreneurship 
education at secondary and higher secondary levels in Bangladesh. The key stakeholders of this 
study are the students of schools, colleges, secondary and higher secondary educational institutes. 
This study investigates the introduction of entrepreneurial education in Bangladesh and how 
students perceive the new education dimension in the age of fourth industrial revolution and 
the critical role of the teacher in entrepreneurship education. The prime objective of the study is to 
examine the entrepreneurial intentions among the secondary and higher secondary level students 
in Bangladesh. This will help to identify entrepreneurial intention which determines behavior as 
well as the need to measure entrepreneurial awareness among the respondents.  

The methodology of this study will be quantitative. A structured questionnaire has been 
designed to collect data from the students of schools and colleges.  

The research findings of this study will suggest the actual and hypothetical learning 
obtained from such programs, which create consciousness of the opportunities for self-
employment, inspire entrepreneurial conduct and result in important personal capabilities and 
competency improvement. It additionally suggests very positive feedback for the need and endured 
improvement of such programs as an essential intervention in developing a greater 
entrepreneurial thoughts-set in school and college students. 

The findings highlight and provide the principles for the need by policy makers to consider 
the mainstreaming of entrepreneurship education at school and college levels. Furthermore, 
commitment by the governmental body and different educational institutions can enhance their 
learning program in creating entrepreneurs in the country. Finally, greater awareness and the 
benefits will be communicated to all levels for entrepreneurship development in Bangladesh. 
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Abstract  

Evidently there is always a time lag between the knowledge emerging from any work-based 
learning situations (including wage-based labour occurring in a labour market) and the tertiary 
educationõs adoption of the same in the form of a pedagogy. The education providers in the space 
of higher and vocational education need to focus more on work-based learning (WBL) aiming at 
faster adoption of this knowledge. However, since this knowledge can be classified into multiple 
types -- propositional knowledge (information or understanding that can be represented in 
natural language or a more formal language such as mathematics and propositional logic), 
procedural knowledge (the knowledge of how to perform some tasks), and knowledge by 
acquaintance (the non-propositional knowledge of something through direct awareness of it) ð 
each poses a particular challenge as it is adopted into a defined pedagogy.  

This research presents, how beyond the classroom, the supervised learning or guided 
learning hours can be extending to internships, job shadowing, simulations or even effective 
mentorship programs towards developing rigorous pedagogies underpinning WBL, which is still 
embryonic. The integration of university or any education provider's curriculum with the real-life 
WBL always creates a different learning paradigm acknowledging the intersection of explicit and 
tacit forms of knowing, thus bridging the gap between the learning and the doing. The above task 
involves some form of knowledge transfer seeking to organize, create, capture or distribute 
knowledge apart from encompassing a diversity of formal, non-formal and informal arrangements 
including apprenticeships, industry visit, internship, work placement, or any form of informal 
learning on the job.  

The research critically examines some popular WBL models that are based on the 
inter relationship and interdependency between understanding learning, critical reflection and 
the identification and development of capability within a WBL context and proceed to suggest 
new models (i.e., real-world work assignments on time-limited projects to achieve mandated 
performance objectives) which can enhance the process of learning while enabling better 
assessment methods. 
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Abstract  

Bangladesh has witnessed a steady growth in various socio-economic indicators in the 
recent years and has become a member in the developing countries consortium. The country has 
set its vision to become a middle-income country by 2021 and a developed country by 2041. The 
government has adopted a range of development initi atives and inspires various government and 
non-government organizations to promote the entrepreneurship development programs. To 
support the governmentõs move to attain a sustainable economic development through 
employment generation and resource mobilization a number of government and nongovernment 
organizations are working to promote entrepreneurship in Bangladesh such as: BIDA, 
Bangabandhu Innovation Grant, BSCIC, Karmasangsthan Bank, Krishi Bank, Basic Bank Ltd. 
Grameen Bank Ltd., BRAC, MIDAS Financing Ltd., BRAC Bank Ltd. and Centre for 
Entrepreneurship Development (CED).  

However, there remain a paucity of researches that focus on developing entrepreneurial 
intention through education and entrepreneurship programs, which may affect adversely in the 
productivity and efficiency of the development programs. I initiate a study, which aims to 
examine the antecedents of entrepreneurial intention and its impacts on entrepreneurial success. 
Grounded basically on the Theory of Planned Behavior (Ajzen, 1991), a comprehensive theoretical 
framework is developed which comprises Education Support and Structural Support as exogenous 
variables with other TPB variables to examine entrepreneurial intention and entrepreneurial 
success in Bangladesh. The results of structural model estimation with a dataset of 224 
respondents reveal a significant association between Attitudes, Subjective Norm, Perceived 
Behavioral Control, Structural Support and Entrepreneurial Intention while Perceived 
Behavioral Control, Structural Support and Entrepreneurial Intention were found to be of 
significant contribution in Entrepreneurial Success. Surprisingly educational supports neither 
produce any effects to boost up entrepreneurial intention, nor contribute to any entrepreneurial 
success. The education system should require to be restructured with modern curriculum, 
methods, technology and processes. A compliance of the education system with the governmentõs 
vision and policy priorities is needed to attain the countryõs sustainable development.  
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Abstract  

Achieving and retaining Customer loyalty is important objective for any business. 
Customer satisfaction, retention rates, and the customer loyalty positively influence the 
performance of the business and assist to achieve competitive gain. Fashion house brands in 
Bangladesh is growing with developing some exclusive brands. Aarong is one of the prestigious 
and recognized brands in apparel industry of Bangladesh. The purpose of this research is to 
examine the factors that determine customer loyalty towards Aarong.  In this research loyalty 
means customer perception about the brand and repurchase intention from Aarong.  Independent 
Variables (factors) were chosen after interviewing customers with buying experience from 
Aarong, and previous studies on fashion industry.  

A non-probability judgmental sampling methodology was followed for primary data 
collection and 301 completed sample responses were collected. Descriptive statistics were 
conducted to describe the demographic information of the respondents; twelve factors were tested 
to find out their influence on customer loyalty toward Aarong.  Principal Component Factor 
analysis was used to reduce the less significant factors and find the high significant factors. After 
data analysis it is found that three major factors labelled as customer perception about the brand, 
customersõ economic benefits and shopping environment. From these factors, the first factor which 
is customer perception about the brand found most significant factor to explain customer loyalty 
toward Aarong.  

This result might help Aarong to better segment the market and to create more effective 
marketing program. It may also give a guideline to other brands in the same industry and might 
be important literature for future researchers in apparel sector. 
 

Introduction  
Customer preference is changing frequently towar ds fashion products and services 

particularly  in apparel sector. Therefore, marketing managers in fashion house brands must take into 
consideration t his fashion changing trends. In addition, marketing planners of f ashion house brands 
must have clear understanding of customer shopping behavior and should design contemporary  
marketing mix strategy to create superior brand value (Aaker & Stayman, 1990). Customer buying  
decision is changing as customers are developing  different  perceptions and attitudes towards 
various apparel product brands . Apparel is a fashion product type, which expresses consumerõs 
personal characteristics. Broadly, clothing and apparel products  are the basic pointer  of cultural, 
social, personal and psychological factors that ultimately aff ect customersõ buying behavior. 
Currently,  Bangladeshi customers are now preferring  to buy branded apparel products from 
Bangladeshi fashion houses. Customer loyalty to ward specific brand  represents one of the key assets 
of any enterprise and it is very im portant in to retain loyal customers in competitive and uncertain 
market.  
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This article aims to investigate the influence of certain factors on brand loyalty those are most 
reliable in the context of Bangladeshi market such as customersõ perception about the brand, 
customersõ economic benefits and shopping time factors. Reasons for loyalty tow ard fashion house 
brands are not yet clearly understood in the context of Bangladesh. There is increased value in 
studying h ow these factors jointly or individually in fluence customersõ loyalty. 

This research paper is organized by presenting relevant liter ature, research gap, possible 
contribution and the hypotheses development, outlining the research methodology with a focus o n 
primary data collection and measurement issues, interpretation of  the results, and discussing the 
findings, explaining managerial imp lications, and pointing out research orientation s for future 
research. 
 

Research Background 
Aarong is considered as one of the most popular lifes tyle retail chain in  Bangladesh. This 

brand was created in 1978 as with a view to empower ing rural handicraf ts workers, especially 
wom en. This brand is a concern of  BRAC (Building Resources Across Communities) which is the 
worldõs largest development organization (Mannan, M. 2009). The core objective of brand Aarong is 
to reduce poverty of rural Bangladeshi wome n. 

The brand Aarong produces a wide variety  of goods, such as clothing, jewellery , fabrics, 
leather goods, non-textile crafts, footwear and housewares. All  the products of Aarong are made in 
traditional Bangladeshi style by women from different villages of Bangladesh.  

 

Research Gap and intended contributi on 
At pr esent days, the customers have become more brand conscious and apparel brands are 

growing  rapidly  in Bangladesh. The objective of this research is to analyze the factors that influence 
brand loyalt y to fashion industry. Previous researchers focused mainly on demographic, and 
psychographic variables for find out reason f or loyalty towar ds fashion house brands. But in this 
research, along with customers demographic and psychographic variables, the study covers other 
relevant variables such as factors which characterize brand perception, consumer perceived 
economic benefits and real time shopping benefits. The outcome of this research will  not only 
improv e the understanding of the different factors determin ing brand loyalty toward a brand, but 
also assist in market segmentation and formulate suitable customer retention policies and more cost-
effective marketing programs  than others. In this research variables were selected both from 
previous researches and face to face customer interaction during shopping time in Aarong outlets. 
Variables like Cultural reflection in  Clothing, appar el product return and chang e policy, shopping 
time safety particularly for female shoppers  and membership benefit for apparel industry  were not 
addressed properly in previous researches which are considered more influential  factors to create 
brand loyalty towards apparel industry in  the context of Bangladesh. This study fills the gap in this 
research area by showing how some relevant factors particularly applicable for Banglade shi 
customersõ behavior influence brand loyalty to reputed apparel brand ôAarongõ. Therefore, this study 
has chosen following variables for testing  their influence on customer  loyalty to Aarong . The basis 
for selecting variable was identifying common needs and easy to understand so that it can reveal 
Bangladeshi customersõ actual shopping behavior . 

X1 = Brand attractiveness    
X2 = Superior social image    
X3= Price Fairness   
X4= Reflecting Bangladeshi culture in product design  
X5= Co-cooperativeness of the sales personnel   
X6= Product return and change policy  
X7= Shop Atmosphere  
X8= Ensuring safety for shoppers     
X9= Promotional Offers   
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X10 = Flexible payment methods 
X11 = Membership card benefits 
X12 = Reward points 
 

Literature review  
Previous literatures recognized several magnitudes and determinants of customer loyalty.  

Loyalty dimen sions in the previous literature s include positive  word of mouth, resistance to switch 
brand and a preference for a product or service provider . Accordi ng to Rauyruen, P., & Miller, K. E. 
(2007) there are four factors of B2B loyalty: first is service quality, second is commitment, third is 
trust, and fourth is satisfaction.  

In a study Morg an, R. M., & Hunt, S. D. (1994) revealed that commitment requires customers to 
try  maintaining  a relationship with seller. Moreover , these two researchers sated that, trust could be 
identified as functional r eliability, since it provides customers in the form of security . Trust between 
customers and sellers plays an important  role in bui lding loyalty . 

A good number of researches was conducted on finding relationship  among loyalt y, 
repurchase intention , and satisfaction. However, those findings differ  in terms of the strength of 
relationship. Although various researchers stated that satisfaction often leads to loyalty , other 
researchers described that customer satisfaction has a weak correlation with loyalty or repurchase 
intentions . According to Olsen, S. O. (2007) the relationship between  satisfaction and loyalty differs  
in different  indu stries and the strength of relationship can be inf luenced by so many factors such as 
commitment, trust even the level of customer involvement.  

 

Brand Loyalty  
Veloutsou, C., Christodouli des, G., & de Chernatony, L. (2013) argued that in competitive 

business world , loyalty  toward  brand is essential for business success. Brand loyalty is considered as 
the one of the key paradigms of consumer brand equity.  

Kotler & Keller (2006) also described the importance of loyalty as òas the brandõs percentage of 
loyal customers goes up, market share increases, and the brand becomes more profitableó 

Fornerino, M ., & d'Hauteville, F. (2010) in their research used the behavioral learning theories 
to examine how the various incentives influence brand loyalty. Th is article also stated that price 
incentive is less attractive than the benefits of a brand provides. The brand loyalty has more 
correlation wit h other advantages of the brand than the price incentives provided by the b rand. 
 

Brand Attractiveness  
According  to Elbedweihy  et al. (2016), brand value congruence and customer to customer 

similarity drives customer br and identification directly and indirectly through attractiveness of the 
brand, which in turn  creates more sustainable relationships with brands. In addition, bran d 
attractiveness plays a positive facilitating rol e to create a link between value congruence and 
customer to customer similarity.  Brand attractiveness is a key predictor of both brand loyalty and 
resilience to adverse information about the brand. These results show that customers' positive 
perception about the brand play a crucial role in derivin g in role and extra role customer behaviors. 
Brand attractiveness, through the fulfilment  of customers' key self-definitional needs, increases 
customers' positive behavior toward the brand.  
 

Superior social image  
Hennigs et al. (2013) mentioned that customersõ individual luxury brand perception develops 

based on economic, functional and social considerations. In addition, consumersõ brand perception is 
significantly  connected to the cognitive, affective as well as conative components of luxury brand. 
Customers use brands as a symbol to create a favorable social image. The social perception about 
luxury brands has positive effect on the overall brand loyalty.  
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Price Fairness 
Martin et al. (2009) examined the effect of customers' price fairness perception on brand loyalty. 

In his research, it is found that customers' perceived fairness about a brandõs action can affect 
customer retention. Since customers who are loyal  to brand have a desire to keep their rel ationship 
with the brand and they are more positive  to the retailer's any minor negative action  (e.g., little price 
increase) than are non-loyal customers (Hess et al., 2003). Hence, loyal customers are more expected 
to accept minor price increases as normal and reasonable than non-loyal customers.  
 

Cultural reflection  in  Clothing  
Xie, Y. (2016) in one research stated that brand cultur e and brand characteristics of the product 

has a very high consistency, it is advantageous to the recognition of the similar ity product, thus 
forming a kind of consume r's choice of brand loyalty . 
 

Co-cooperativeness of the sales personnel 
Kim, J., & Kim, J. E. (2014) examined customers may seek interaction with  salespersons during 

shopping time  and how this interaction  may create salesperson loyalty and eventually  store loyalty. 
This research is important as it can direct  salespersons to better meet customerõs psychological needs 
in the context of a selling situation; finall y contribute to their salesperson loyalty and loyalty to  the 
brand. 

 

Shop (mall)  atmosphere 
Accordi ng to Kotler (1973), mall atmosphere is an effective message creating medium  for 

shopping mall managers through  which t hey can effectively deliv er informatio n to their customers 
that would influence their attitude  toward the shopping mall. Indeed, consistent with previous 
researches, mall atmosphere provides information to shopping mall custo mers about self- congruity 
directly for teenagers and indirectly for adults throug h functional congruity  (Shi, Y., Prentice, C., & 
He, W., 2014). Mall atmosphere also delivers information about functional congruity  which in 
sequence influences their shopping mall evaluation. However, ad ult and teenage consumers do not 
use mall atmospheric cues in the same way. The mechanism by which mall atmosphere impact 
shopping  mall evaluation varies depending on whether the shoppers are adult  or teenagers. 
 

Promotional offer s 
Mendez (2015) argued that both monetary and nonmo netary promotions can enhance brand 

loyalty, in contrast to findings o f previous researches. He stated that preference for nonmonetary 
promotions have more strong effect on brand loyalty particularly for high involvement products. In 
another research, Zhang, L. X., & Tang, S. L. (2010) showed that promotion activities have indirect 
effect customer satisfaction, which sequentially has direct effect on brand. In a past research that 
focused on promotions  for cosmetics and toiletry ret ailers in Hong Kong, mone tary rewards such as 
price discount  and premiums considered ôinstant-rewardõ technique, was preferable to the ôdelayed 
rewardõ techniques. In this case, societal norms were cited as a possible influence (Yang, L., Cheung, 
W. L., Henry, J., Guthrie, J., & Fam, K. S., 2010). 
 

Flexibl e Payment methods 
Arango, C., Huyn h, K. P., & Sabetti, L. (2015) did one research on customer payment 

instrument choice. Findings of the research highlight ed the importance of the two -sided nature of 
retail payment methods and provide key insight  on consumer and merchant behavior. Since the 
development of payment card system, various researchers have been predicting a cashless retail 
system. The propagation  of merchant card acceptance has coincided pricing incentives for customers 
who pay with cards. This h as led to a decline in the use of cash relative to electronic payments in 
many economies (Amr omin and Chakravorti, 2009). Payment flerxiblity  to secure customer loyalty 
have been used by marketers for many years. For example, credit cards such as those issued by 
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American Express and the banks who have offered regular customers a range of attractive benefits 
(Dowling, G. R., & Uncles, M., 1997) 
 

Reward Points  
Meyer (2015), in one research revealed that effect of reward  compatibility , tangibility  and 

reward t iming on preferences are shaped by customers' personal involvement.  During  high personal 
involvement,  compatibility  has the maximum  effect on preferences of the loyalty progr am. Well -
matched rewards are perceived to be more appreciated than incompatible  rewards (Verhoef, 2003). 
These transaction utili ty benefits have been shown to have long lasting effect on brand loyalty .  

 

Objectives of the Study  
Broad Objective: 

ôAarongõ is one of the famous fashion house brands in Bangladesh. They are doing their 
business since last forty years with tremendous reputation. To remain in the top priority lis t of 
customers, it  is necessary for Aarong to have proper understating about the reasons for the current 
demand of Aar ong products specially t he factors which are determining brand loyalty among 
customers. Therefore, the research paper highlights the factors that influence customersõ loyalty in 
the form of repeat purchase and positive attitude toward the brand . The research problem is to 
identify  and analyze various factors which  build  up customersõ loyalty toward Aa rong and expecting 
to suggest some direction for other fashion house brands in Bangladesh. 

 

Specific Objectives 
1. To identify the dem ographic characteristics of consumers who buy apparel pr oducts from 

Fashion house brand: ôAarongõ 
2. To find out the factors that influence consumers loyalty to ôAarongõ 
3. To make some suggestions for the decision makers of brand ôAarongõ 

 

Research Methodologie s 
This article used a mixtur e of qualitative and quantit ative research to find out and analyze 

twelve variables (factors) which determining customersõ loyalty toward fashion house brand Aarong. 
At first the qualitative study is conducted to identify indepe ndent variables which customers 
consider important at th e time of buying produc ts from Aarong and relevant to the research purpose. 
Then quantitative research was conducted to collect, analyze the data and test the hypothesis. The 
survey was conducted on 325 respondents relevant to the research purpose and received 301 
completed survey data. Descriptive research including frequencies was used to describe 
demographic vari ables of the respondents. For assessing factors, this research used Likert Scale and 
the statistical tool was used is Principal Component Factor Analysis. The instrument (questionnaire) 
of this study comprised of two main parts: the first part of the quest ionnaire covered demographic 
information of the respondents such as gender, age, occupation and marital status. In second part, 
twelve variables were selected for this study in order to test their influence on customersõ loyalty 
towards Aarong. The respondents were given a series of statements that measured their degree of 
agreement towards these variables. An online self -administrated questionnai re was developed, and 
the items were calculated on a 5-point  Likert scale with 1 representing low score (Strongly  disagree) 
and 5 representing a high score (Strongly agree). 

 

Research Questions 
RQ1: Does Brand attractiveness have influence on consumersõ loyalty to fashion house brand Aarong? 
RQ2: Does superior social image of the brand has influence on consumersõ loyalty to fashion house 
brand Aarong? 
RQ3: Does Price Fairness have influence on consumersõ loyalty to fashion house brand Aarong? 
RQ4: Does reflecting Bangladeshi culture in product design has influence on consumersõ loyalty to 
fashion house brand Aarong? 
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RQ5: Does co-cooperativeness of the sales personnel has influence on consumersõ loyalty to fashion house 
brand Aaron g? 
RQ6: Does product return and change policy has influence on consumersõ loyalty to fashion house 
brand Aarong? 
RQ7: Does Shop atmosphere has influence on consumersõ loyalty to fashion house brand Aarong? 
RQ8: Does ensuring safety for shoppers have influence on consumersõ loyalty to fashion house brand 
Aarong? 
RQ9: Does promotional offers has influence on consumersõ loyalty to fashion house brand Aarong? 
RQ10: Does flexible payment methods has influence on consumersõ loyalty to fashion house brand 
Aarong? 
RQ11: Does membership card benefits has influence on consumersõ loyalty to fashion house brand 
Aarong? 
RQ12: Does reward points has influence on consumersõ loyalty to fashion house brand Aarong? 

 

Hypothesis Development  
H1: Brand attractiveness has positive influence on consumersõ loyalty to fashion house brand Aarong.  
H2: Superior social image of the brand has positive influence on consumersõ loyalty to fashion house 
brand Aarong.  
H3: Price Fairness has positive influence on consumersõ loyalty to fashion house brand Aarong. 
H4: Reflecting Bangladeshi culture in product design has positive influence on consumersõ loyalty to 
fashion house brand Aarong. 
H5: Co-cooperativeness of the sales personnel has positive influence on consumersõ loyalty to fa shion 
house brand Aarong.  
H6: Product return and change policy has positive influence on consumersõ loyalty to fashion house 
brand Aarong.  
H7: Shop atmosphere has positive influence on consumersõ loyalty to fashion house brand Aarong. 
H8: Ensuring safety for shoppers has positive influence on consumersõ loyalty to fashion house brand 
Aarong. 
H9: Promotional offers have positive influence on consumersõ loyalty to  fashion house brand Aarong. 
H10: Flexible payment methods have positive influence on consumersõ loyalty to fashion house brand 
Aarong. 
H11: Membership card benefits have positive influence on consumersõ loyalty to fashion house brand 
Aarong. 
H12: Reward points have positive influence on consumersõ loyalty to fashion house brand Aarong. 

 

Data Analysis and Interpre tation  
Respondentsõ Demographic Profile 

Table: 1 
 Gender 

 Frequency Percent Valid Percent Cumu lative Percent 

Valid  

Female 147 48.8 48.8 48.8 

Male 154 51.2 51.2 100.0 

Total 301 100.0 100.0  

Table 1 portrays a balance in gender ratio among respondents, where majority of the 
respondents are male that is 51.2% out of a total of 301 respondents whereas 48.8% respondents are 
female. 
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Table: 2 
 Age Group  

 Frequency Percent Valid Percent Cumulative Percent 

Valid  

18 to 28 227 75.4 75.4 75.4 
29 to 39 56 18.6 18.6 94.0 

40 to 50 14 4.7 4.7 98.7 

51 and Above 4 1.3 1.3 100.0 

Total 301 100.0 100.0  

With regard to the age group in table 2, more than 75.0% (75.4%) of the respondents are aged 
18 to 28 years old; follow ed by aged 29 to 39 years old (18.6%). In addition, about around 5.0% (4.7%) 
of the respondents are aged between 40 to 50 years old and 1.3% of the respondents are aged 51 years 
old and above. 

Table: 3 
 Occupation 

 Frequency Percent Valid Percent Cumulative Percent 

Valid  

Student 155 51.5 51.5 51.5 

Service Holder 82 27.2 27.2 78.7 

Business 29 9.6 9.6 88.4 

Housewife  27 9.0 9.0 97.3 

Other 8 2.7 2.7 100.0 

Total 301 100.0 100.0  

In the occupation category it can be highlighted that 51.5% of the sample are student, 27.2% are 
in the service category, almost 10 % (9.6%) are doing their ow n business and 9% are housewives. 

Reliability Statistics 
Table: 4 

Reliability Statistics 

Cronbach's Alpha N of Items 

.671 12 

For the purpose of checking internal consistency of the independent  variables selected, 
Cronbach alpha test was performed, and the alpha value was found for 12 items, 0.671, which is 
considerably reliable. Cronbachõs Alpha Reliability test allow s researcher to test the reliability of the 
research instruments (variables). According to Hair et al. (2003), coefficient alpha also referred as 
Cronbachõs Alpha is shown as a number between 0 and 1. According to Schuessler (1971), an alpha 
value greater than 0.60 is considered reliable. In other word, b ased on the result of Cronbachõs alpha, 
the variables have good internal consistency. It also means that all the 12 independent  variables 
selected are reliable and valid to measur e the loyalty of consumers to ôAarongõ. 
 

Factor Analysis  
Factor analysis is used to reveal the inter -relationships among variables and concentrate those 

inter -correlated variables into few factors. Thus, researchers use factor analysis to find out  whether 
several variables are correlated with each other or not. The Kaiser-Meyer-Olkin (KMO) me asure of 
sampling adequacy is a statistical tool used to test the suitability  of factor analysis. In result, h igh 
score indic ates factor analysis is more appropriate and low value implies that factor analysis may not 
be appropriate. However, any value more than 0.60 is considered adequate (Pallant, 2001). 

There is no rule of thumb to justify how  many cases are needed for running  factor analysis. 
Fiedel (2005) said in a research that usually  over 300 cases for sampling analysis is probably 
adequate. There is universal agreement that factor analysis is inappropria te when sample size is 
below 50. In this research, 301 samples are taken for continuing the research methodologi es.   
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Table: 5 
KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy . .778 

Bartlett's Test of Sphericity  

Approx. Chi -Square 734.736 

df  66 

Sig. .000 

For KMO and Bartlett's Test, Kaisen (1974) recommended 0.5 as minimum (barely accepted), 
values between 0.7-0.8 as acceptable, and values above 0.9 are superb. In table 5, the KMO measure is 
0.778 which is considered reasonably satisfactory for factor analysis to continue. 

In Bartlettõs test, this research needs to reject the null hypothesis for uncorrelated variable or 
non-identity matrix. A significant level less than 0.05 specify that the variables in this analysis have 
considerable relationship b etween each other. From the above table, we can observe that the Bartlett's 
test of sphere-city is perfectly significant  as it is 0.000 which means that correlation matrix is not  an 
identity matrix . This result is good enough to reject the null hypothesis and suggest proceeding with 
a factor analysis. 
 

Total Variance Explained 
Table: 6 

Total Variance Explained 

Component Initial Eigenvalues  Extraction Sums of Squared Loadings 

Total % of Variance Cumulativ e % Total % of Variance Cumul ative % 

1 3.396 28.302 28.302 3.396 28.302 28.302 

2 1.606 13.380 41.682 1.606 13.380 41.682 

3 1.319 10.994 52.676 1.319 10.994 52.676 

4 .945 7.874 60.550    

5 .848 7.067 67.617    

6 .706 5.885 73.502    

7 .647 5.392 78.894    

8 .617 5.138 84.032    

9 .575 4.794 88.826    

10 .479 3.989 92.815    

11 .449 3.741 96.556    

12 .413 3.444 100.000    
 

Table 6 indicates all the factors extractable from the analysis in connection with  their 
eigenvalues, the percentage of vari ance attributable to each factor, and the cumulativ e variance of the 
factors with  the previous factors. It can be highlighted that the factor 1 accounts for 28.302% of the 
total variance while the factor 2 is explaining 13.380% of the total variance and the third one 10.994%. 
All the remaining factors are not significant.  
 

Scree Plot 
The scree plot is a graph of the eigenvalues against all the factors. The graph is helpful for 

assessing how many factors to retain. The point of interest is where the curve starts to flatten. It can 
be observed that the curve begins to flatten between factors 3 and 4. It can be noted that factor 4 has 
an eigenvalue of less than 1, therefore only three factors was retained. 
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Rotated Component (Factor)  Matrix  
The idea of rotation is to lessen the number of factors on which the variables under 

examination have high loadin gs. Rotation does not really  change anything but make the 
interpretation of the analysis easier. In the table below, we can find  that more attractive brand, superior 
social image, Price Fairnesss and reflecting Bangladeshi culture in product design are substantially loaded 
on factor (component) 1 while return and change policy, promotional offers, flexible payment methods, 
membership card benefits and reward points are substantially loaded on factor 2. All the thre e remaining 
variables; cooperativeness of the sales personnel, Shop atmosphere and safety for shoppers are substantially 
loaded on Factor 1. These factors can be used as variables for further research. 

Table: 7 
Rotated Component Matri xa 

 Component 

1 2 3 

More Attractive Brand  .659   

Superior Social image .761   

Price Fairness .545   

Reflecting Bangladeshi Culture in 
product design  

.701   

Cooperativeness of the Sales 
Personnel 

  .786 

Return and Change policy  .552  

Shop atmosphere   .759 

Safety for shoppers  -.460 .492 

Promotional Offers  .461 .568  

Flexible Payment Methods  .726  

Membership card benefits  .703  

Reward Points  .660  

Extraction Method: Principal Compone nt Analysis.  
Rotation Method: Varimax with Kaiser Normal ization.  

a. Rotation converged in 5 iterations. 

 
Key Findings  

From demographic profile, it is found tha t majority of the respondents of the study belongs to 
the age group 18 to 29 years (75.4%), which provides a clue about the most loyal  segment of 
consumers of brand ôAarongõ. Therefore, Aaron  should go for differe nt marketing strategic plan for 
this segment. In occupation segmentation, student segment (51.5%) is the most in number among 
other occupational groups and seeking most attention from Aarong mar keting planners. 

This study  acknowledged three factors or components that influence consumersõ loyalty 
towards fashion house brand ôAarongõ. Among them Research result found that factor 1 which has 
been labeled as ôCustomer perception about the brandõ influence most for shaping loyalty towards 
ôAarongõ with variance of 28.302%. Factor 1 can be explained by four  items:  

 

Brand Attractiveness 
Superior Social Image 
Price Fairness 
Reflecting Bangladeshi Culture in product design   
The Factor-2 ôCustomersõ Economic benefitsõ is explained by five items: 
Return and change policy 
Promotional offers  
Flexible payment methods 
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Membership card benefits  
Reward points 
The above five items which is categorized as Customersõ Economic benefits (factor 2) also 

influence consumers loyalty toward Aar ong with variance of 13.380% 
3rd Factor ôShopping environmentõ is explained by three items: 
Cooperativeness of the sales personnel 
Shop atmosphere 
Safety for shoppers  
These variables facilitate shopping convenience of the shoppers during shopping in outle ts of 

the Aarong which influence least i n determin ing loyalty to Aarong  with varian ce of 10.994%. 
 

Discussion  & Conclusion  
As the customers have become more demanding, the fashion designers are working hard to 

ensure that customer wil l not only buy product s but also, they will buy a story, lifest yle, and 
emotions with surprises. Result of this research demonstrate how brand loy alty  of a renowned 
fashion house brand is tied up with some important factors. The results of the principal com ponent 
analysis in the key findings part of the paper show that the reasons for the loyalty  toward  a certain 
brand are related to three factors; customer perception about the brand, customersõ Economic 
benefits and shopping environment.  Among these factors, the first one which  is customer perception 
about the brand found most important factor to explain custo mer loyalty. This result constitutes 
significant guidelines for fashion house brands in Banglade sh to create a superior brand image 
comparison with othe r brands through off ering better pricing, unique selling propo sition like 
reflecting national culture alo ng with attractive product assortments. Fashion house brands also 
should create enjoyable shopping environment through p roviding beautiful decoration o f the outlets, 
smart and co-operative sales executives and safe environment specifically  for female customers. 
Finally, flexible payment methods such as, mobile banking, online banking, debit card and credit 
card payment should be available in the outlets of apparel brands. This also encourage certain group 
of shoppers to repeat purchase from the particular brand. 
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Abstract  

With growing access to digital content, consumers today are increasingly updated with 
latest fashion trends. Online shopping options and virtual showrooms are already revolutionising 
consumersõ shopping journey. Consumer expenditure in India is expected to grow at 12 per cent 
year-on-year till 2022, driving the consumption of the growing urban population, two-thirds of 
which live in 400+ tier 2 and below cities. The growing penetration of the internet, social media 
and e-commerce is now providing the consumers in tier 2 and below cities increased access to 
brands and products. In order to tap the emerging opportunities, organisations are deploying 
unique strategies to penetrate new markets and differentiate their offerings. Traditional path to 
purchase is undergoing transformation with the advent of technology, smartphones and digital 
assistants, and is expected to be replaced by personalised journeys.  New operating models such as 
Omnichannel and assisted e-commerce could further fuel growth and adoption of online 
commerce. While online platforms allow convenience, information and assortment, traditional 
retail allows touch-and-feel and comfort of face-to-face interaction with brand or store 
representative. In such an evolving and competitive market, it becomes critical to understand 
consumer expectations and touchpoints during the online purchase journey   

The present paper examines the factors influencing online shopping buying behavior of 
customers in the organized retail apparel market in West Bengal. Based on a customer survey 
with the help of a standardized questionnaire, having been blended open ended and close ended 
questions, the paper also delves into the effect of demographics, product related attributes and 
non-product related attributes on customers behaviour while  purchasing online in the organised 
retail apparel market, using various statistical tools according to the just and requirement 
appeared in the study. 
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Abstract  
Restaurant industry is one of the developing regions of Bangladesh which is concerned with the 
tastes, habits and preferences of the people. The dining practice especially in ready-made food 
segment has been diversifying very rapidly over the last decade among the people of Dhaka, 
Bangladesh. The objective of the study is to identify the determinants that influence customersõ 
selection of Dhaka city restaurants. Eating at a restaurant has an impact on the outdoor dining 
industry in Dhaka which varies in tastes and preferences of the city dwellers. Hence, this study 
has been sketched to identify the factors influencing the selection of restaurants by the Dhaka city 
dwellers. Here, some independent variables were picked after reviewing relevant and related 
literatures of previous studies; and some have been nominated after interviewing the customers. A 
simple random sampling survey methodology was followed, and 368 completed responses were 
collected for the study. Statistical tool SPSS 20 was used for data analysis. Factor analysis was 
used to identify the relationship among the factors influencing the selection of the restaurants. 
Result shows that the factors such as quality customer perception about the restaurant; core 
services; additional service and kidõs facilities in restaurants are noteworthy for selecting 
restaurants by Dhaka dwellers for dining at the restaurants. Despite the extracted independent 
variables from previous literatures, we got some new and logical variables by interviewing our 
sample respondents in the context of Dhaka, such as hangout, couple dining, prospective bride-
groom family meeting, card acceptance, kidsõ zone which are also found substantial for selecting 
restaurants of Dhaka city dwellers. The result can guide the marketers and future researchers to 
cognize the consumer influencing behavior to choose the restaurant and implementing marketing 
strategies. 
 

Introduction  
As Bangladesh is a densely colonized country in the world,  currently  about 170 million citizens 

exist here of which 20 mi llion are living in the capital, Dhaka. The countryõs outstanding economic 
growth is evidenced by the growing GDP of 6 to  7 percent. This momentous growth h as brought in 
an enormous change in the composition of the countryõs workforce which is evidenced by the rise of 
the middle consumer class. As an emerging economy, consumersõ disposable income and personal 
savings are experiencing an optimistic  dr ive that has induced them to go out with families and 
friends and spend money in the restaurants for di ning. Despite the existence of the international 
franchises like KFC, Pizza Hut etc in Bangladesh, most of the restaurants are local and Bangladeshi 
owned. Accord ing to the law of Bangladesh, restaurant is a business establishment where 30 or more 
people can be served with foods and drinks in exchange for money. Foods are generally served and 
eaten at the place, but many restaurants also offer take-out and food delivery services. In addition  to 
that, the development of information technology and media, especially young professionals, 
businessmen, families, and students are provoked to hangout wit h friends, families and colleagues in 

https://en.wikipedia.org/wiki/Premises
https://en.wikipedia.org/wiki/Take-out
https://en.wikipedia.org/wiki/Delivery_(commerce)
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the restaurants like developed societies. Thus, restaurant business is growing rapidly  in Dhaka city 
of Bangladesh. 

Consumer behavior shows the decision-making  process of individuals  to utilize their va luable 
resources such as time, money and effort or consumption -related matters such as what they buy, 
when they buy and how they buy (Priest, Carter and Statt, 2013). It, thus, refers broadly to the study 
of indiv iduals and the processes consumers like to search, select, use and dispose of products, 
services, experience or ideas to satisfy their needs as well as its impact on the consumer and society 
(Priest, Carter and Statt, 2013; Wilkey, 1994). Buying behavior o f the consumer is the most important 
key element of business success. 

Appearance and offerings make the difference among restaurants, and it includes  a wid e 
variety of  cuisines and service models ranging from inexpensive  quick service restaurants 
and cafeterias, to mid -priced family restaurants , to high-priced luxury establishments. Services 
within the re staurants have increased in todayõs competitive market and service industries 
differentiate the deli very of the services and products create positionin g through  the different 
communication channels (Wallin  Andreassen, 1998). Styles of food consumption may v ary due to the 
differences in culture, climate, socioeconomic status, etc. In fact, the eating habit among the residents 
of a country may change due to several factors. In Bangladesh, people are moving from rural to 
urban areas hoping to lift  their standard of liv ing. Throughout the last decade, the population of all 
urban areas in the Bangladesh grew by 38% compared with only 10% growth in ru ral areas 
(Bangladesh Bureau of Statistic, Dhaka, 2001). People of city  areas in Bangladesh are merely adapted 
to have their necessary meals from household cooking. As a nation, hospitality is deep rooted into 
their  culture.  People take real pride of their  food variety and texture. Despite having a very long 
history and heritage of local cuisines, they are also very open to adopt new tastes into their  food 
menu. Consumers place more trust on their family and friend sõ recommendation while making a 
restaurant choice (Mil l, 2007). Since customers hold different expectations and perceptions of their 
different dining exper iences in a different restaurant type (Kim and Moon, 2009), they may also have 
different selection criteria when they decide where to dine out  according to the restaurant type. 

The intention  of this study is to scrutinize the influencing factor s which  are related to selecting 
the restaurants of Dhaka city  and scrutinize the reasons why the people of Dhaka city visit 
restaurants frequently. The findings of this research will also help the future researchers and the 
investors of restaurant to open more profitable restaurant trades. 

 

Research Gap and Projected Contribution  
Nowadays, the customers have become more mindful  about choosing restaurants and at the 

same time, restaurants are growing rapidly in Dhaka, Bangladesh. This research will analy ze the 
factors that influence customersõ selection of restaurants. Previous researchers focused mainly on 
demographic and psychographic variabl es to fin d out the reasons for choosing restaurants. But in 
this research, along with customersõ demographic and psychographic variables, this study will cover 
the relevant variables such as factors which characterize restaurant perception; consumer perceived 
economic benefits and real time restaurant selection benefits. The outcome of this research will not 
only imp rove the understanding of the different factors determining customersõ selection of 
restaurants, but also assist in marketing approaches and formulate suitable customer retention 
policies and more cost- effective marketing programs than others. In this research, variables were 
selected both from previous researches and face to face customer interaction after dining at different 
restaurants. Variables like Prospective Bride- Groom Meeting, Kids Zone, Local foods were not 
addressed properly in previous researches which are considered as more influential factors to pursue 
customers to select restaurants in Dhaka, Bangladesh. This study fills the gap in this r esearch area by 
showing h ow some relevant factors particularly applicable for customersõ behavior influence them to 
select restaurants in Dhaka, Bangladesh. Therefore, this study has chosen following variables for 
testing their influence on customersõ selection of restaurants in Dhaka, Bangladesh. The basis for 

https://en.wikipedia.org/wiki/Cuisine
https://en.wikipedia.org/wiki/Customer_service
https://en.wikipedia.org/wiki/Cafeteria
https://en.wikipedia.org/wiki/Family_restaurant
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selecting variables was identifying common need s and easy to understand so that it can reveal the 
customersõ actual restaurant selection behavior.   

X1 = Cleanliness 
X2 = Waiterõs Behavior 
X3 = Avail able food 
X4 = Prospective Bride- Groom Meeting  
X5 = Kids zone 
X6 = Junk food 
X7 = Fast food 
X8 = Adequate space 
X9 = Quality food  
X10 = Card acceptance 
X11 = Convenient location  
X12 = Brand name 
X13 = Local food 
X14 = Affordable price  
X15 = Taste and preference 
X16 = Quick  service 
X17 = Hangout  
X18 = Couple dining  
 

Literature Review  
Quick  service, family di ning, casual dining, dinner house and fine dining  are the five 

categories of restaurants (Walker, 2011, p. 34-40). In quick service restaurants, food and drink are 
prepaid. Havi ng staffs and food ready to dish up  the utmost  number of customers within short  time 
is very crucial . Usually fast foods are served at this type of restaurants. Family restaurants offer 
simple menus and provid e service for the family market segment. Relaxing lifestyles, signature food 
items, wine service, bar and comfortable décor are offered by casual restaurants. Expensive cuisine 
and beverages such as wine, elegant service and luxurious ambiance are offered at find dinin g. Other 
sources (Jackson, 2011; Walker, 2011; Knutson, 2000) point out  that these restaurants are often 
classified under fast service restaurant, although all fast service restaurants do not serve fast food. 
The major distinctiveness of quick -service restaurants are fast service, low-cost food items, plain  
decoration, limited menu normally displayed on a wall, and c onvenience.  

 

Customer Satisfaction and Service Quality  
According to  Hansemark and Albinsson  (2004), òsatisfaction is an overall customer attitude 

towar ds a service provider, or an emotional reaction to the dissimilarity  between what customers 
anticipate and what they receive, regarding the accomplishment of some need, goal or desireó. 
According to the definition of satisfaction  by Kotler (2000), òan individualõs feeling of pleasure or 
disappointment resulting from  comparing a productõs perceived performance (or outcome) in 
relation to his or her expectationsó. Hoyer and MacInnis (2001) said that satisfaction can be linked  
with feelings of acceptance, happiness, relief, excitement, and delight. Here, two  concepts are visible: 
òsatisfaction is generally viewed as a broader concept service quality is a component of satisfactionó 
(Zeithaml and Bitner, 2003). Customer satisfaction is defined here in Oliverõs (1997) terms: that it is 
the consumerõs accomplishment response. It is a decision that a product or service feature, or the 
product or service itself, provides a pleasing level of consumpt ion related accomplishment. 
 

Consumer Behavior  
Engel, Blackwell and Miniard (1995) pre sented the most recognized model of consumer 

purchase decision- making. This model divides the consumer purchase decision making  process into 
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five stages: (1) problem recognition, (2) information search, (3) alternative evaluation, (4) purchase 
decision, and (5) post- purchase behavior.  
 

Consumersõ Preferences on Fast Food  
In some societies, consumerõs preference on fast food is very strong. Increasingly the numbers 

of working families are growing  worldwide (S tamoulis, K ostas G. et al., 2004). This allows the 
fami lies less time to cook and eat at home. Moreover, we need to mix  with people around us, 
colleagues and friends, neighbors more than before. People tend to have food items away from 
home. For time shortage, modern nuclear families tend to like better convenient, quick meals to 
rather traditional long meals. Here n uclear family refers to the type of family consisting of only 
husband, wife and one to two children.  Today people have a preference to have dinner in fron t of 
televisions with the family me mbers than to have dinner at the dining table. Moreover, ever more 
families tend to hold programs i.e. birthdays, anniversari es, other special occasions etc out of hom e. 
 

Cleanliness 
Cleanliness is a fundament al aspect of the restaurant industry. As dining -out rate has been 

amplified, the issues of restaurant cleanliness and food safety have become ever more emphasized 
from customer viewpoint. Many studies found that cleanliness is a significant factor in a customersõ 
evaluation of restaurant quality, which  can affect customersõ level of satisfaction (Zeithaml, 
Parasuraman et al. 1990; Pettijohn 1997; Qu 1997; Becker, Murrmann et al. 1999; Bienstock, 
DeMoranville et al.  2003; Threevitaya 2003; Aksoydan 2007; Barber and Scarcelli 2009; Jang and Liu 
2009; Barber and Scarcelli 2010). 

 

Waiterõs Behavior 
Waiters are food service professionals who take orders and cater to the food and drink needs of 

customers with their servi ce behaviors in a casual or fine dining restaurant. It r efers to a wide range 
of behaviors with impo rtant implications for organizational functioning that s hare the central notion 
of intent to benefit others through service (Brief and M otowidlo 1986). Waiters are service employees 
and restaurants are often very fast-paced work environments where  the wait ersõ job is to serve 
customers. Constant movement, loud conversations and noises and the perpetual process of taking 
orders, delivering food and drinks, and  taking payments are the main parts of work  for the wait ers. 

 

Food Availability 
Food availability re fers to what healthful foods and beverages are sold or served at retail food 

outlets such as restaurants (Sharkey and Horel 2009). According to Morland, Wi ng and Diez (2002), 
people make food choices based not only on personal preference but on environment al factors such 
as food access, availability, and affordability.   

 

Prospective Bride- Groom Meeting 
In Bangladeshi society, weddings  are still prearranged and finalized by the families of the 

bride and the groom. But before such an event culminates in a successful marital relationship, there 
is a dreaded first meeting between the bride and groom along with the families. The first meeti ng is 
elementary in deciding whether to go forward with the relat ionship or to l ook at other prospects. 
Today, meeting at restaurants is the best way for ice breaking to get to know the background of any 
person before the actual meeting. Directly talking w ith each other and the family convey a lot about a 
person, and it becomes very easy to arrange the meeting at a restaurant.  

 

Kidsõ Zone 
Nowadays the people at parenthood think t hat eating out builds social skills and manners in 

children.  It is also a good way to reveal social cues. Being in any public place, not just in restaurants, 
can help kids improve their social skills and impulse control. It is said in an article that through 
making the restaurant kids friendly , a restaurant owner may increase traffic up to 25 % through 
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using creative kidsõ friendly restaurant ide as to make the place one of the favorite family re staurants 
(Aida 2019). 

 

Junk Food 
Junk food s are easy to make and easy to consume. They are low in nutritional value and have 

only lying fat in it causing ill eff ect on the health of consumer (Bhaskar 2012). The term ôJunk foodõ 
was coined by Michael Jacobson, director of Center for Science in 1972 in the public inte rest who 
wanted to raise public attention about the issue of foods with a high caloric value and a l ow 
nutritional value.    

 

Fast Food 
A fast food restaurant is a specific type of restaurant that serves fast food cuisine and has 

minimal table service (N Sumathi 2017). Among the general public , fast food restaurants have 
quickly become some of the most popular places to dine. Regardless young people or senior citi zens, 
people flock to these restaurants for the cheap but delicious food.  

 

Adequate Space 
The concept of personal space is well recognized (Hall 1966), but the amount of personal space 

that a person needs varies according to individual,  situation, and cul ture. People usually need 
greater personal space with strangers, and real discomfort occurs if someone violates that space 
without good reason (Hall 1966). Nevertheless, personal space limits  are not consistent in shape. 
Having enough personal space is an important feature of customersõ comfort wit h their environment. 
The context of the dining experience (e.g., a business lunch, a family occasion) is likely to be a key 
factor in consumersõ preferences for table spacing and their subsequent behaviors (Stephani 2011).  

 

Quality Food 
There are three key dimensions of restaurant service quality: food quality, physical 

environment (ambience) and employee service (Dutta, Parsa, Parsa, & Bujisic, 2014; Ryu, Lee, Kim, & 
Woo, 2012). Ryu et al. (2012) emphasized on the significance of food quality as a measure of customer 
satisfaction in the restaurant industry. Consequently, five aspects of food quality were adopted from 
Ryu et al. (2012), explicitly: the food is fresh, the food is delicious, the food is nutritiou s, there is a 
variety of menu items and the smell of the food is attractive. Qin and Prybutok  (2009) explored the 
latent dimensions of service quality and examined the relations between service quality,  food quality, 
perceived value and behavioral intentio ns in fast-food restaurants. 

 

Card Acceptance 
Providing clients with more options make them pleased and satisfied with the business, 

making the restaurant owner satisfied as well. This will he lp the restaurant business grow more 
quickl y, attaining a stronger placement in the market. Simultaneously, it  can contribute to an 
optimistic  image on the business. 

Harper (2014) examined the factors which had impact on individualsõ adoption to alternative 
payment systems and he found some of the most prominent factor s for the acceptance of a new 
payment technologies. Also, the security was an important facto r in the use of new payment 
technologies. 

 

Convenient Location 
The location of a restaurant plays a vital role in its success. It is an essential element of the 

restaurant business strategy as the location of t he restaurant conveys a lot about its image. It also 
influences the food variations  and layout of the restaurant. Once setup, its food variation can be 
changed accordingly, prices can be adjusted, communication  can be improved but it is very diffi cult 
to change the location.  

Secondly, location decisions have strategic importance because they can be used to develop a 
sustainable competitive advantage. If a restaurant has the best location, that is, the location that is 
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most attractive to its customers, competitors are relegated to occupying the second-best location. 
(Levy et al, 2012) 
 

Brand Image 
Brand image is brought to the consumerõs mind by the brand association (Keller, 1993). Brand 

image can be also defined as consumerõs thoughts and feelings about the brand (Roy & Banerjee, 
2007). Aaker (1991) says that brand image could be a set of connection which is significant to the 
consumers. Based on Bearden & Etzel (1982) as well as Park & Arinivasan (1994) point o f view , brand 
image is closely related to the uniqueness of a product  classification. According to Hsieh & Li (2008), 
strong brand image does create superior brand messages of a brand over the rivalry brand. As a 
result, customerõs behavior  will be affected and determined by brand image (Burm ann et al., 2008). 

Since it involves human performance in delivering the quality foods and services to the 
customers, branding imag e is critical in the restaurant industry . Different  customer attitudes and 
needs, creating a uniform brand image through the attributi ons are crucial in mai ntaining and 
increasing customersõ level of patronization and assure their loyalty and increase their trust in 
purchase decisions. 

 

Local Food 
Customers demand for fo od that is locally produced,  marketed and consumed is generating 

imp roved interest throug hout Bangladesh. According to Martinez (2010), there is no generally 
established definition of òlocaló food. Though òlocaló has a geographic association, there is no 
agreement on a definition in terms of the distance between p roduction  and consumption. Def initions 
connected to geographic distance between production and sales vary by regions, companies, 
consumers, and local food markets. Definitio ns based on market arrangements, including direct -to-
consumer arrangements such as regional farmersõ markets, or direct-to-retail/foodservice 
arrangements such as farm sales to schools, are well-recognized categories and are used in this 
testimony  to present the information  on the market development of local foods at restaurants.  

 

Affordable Price 
Customers will pe rceive high price reliability if there are no hidden costs, if prices do not 

change unexpectedly (Diller, 1997). Reliable prices would enable supplier s to plan their activities and 
reduce the risk of financial loss when the pri ces they receive are relatively stable (Somogyi & Gyau, 
2009). Price consistency is also related to reference prices which are based on the past price of the 
same product at different occasions (Mayhew & Winer, 1992). According to this, the relationship 
between pri ce and price reliabi lity customer  can be addressed. 

 

Taste and Preference 
The influence of culture on food taste and preference is massive. According to Len, Bristol and 

Pamela (2001), food is not only the source of nourishment but also for develo ping trad ing and 
cultural li nks between nations. In modern world, the way we d isplay, prepare and cook food can 
show the fashioning of tastes and preferences. Artistic de sign and media manipulatio n such as 
advertising methods and social status and prestige to the extent of uplifting  to a fashionable cult 
status are linked with food taste and preference. Since culture influences the food taste and 
preference, an understanding of culture is a good starting point. The word òcultureó itself varies as 
the people who try to define it. The Longman Dictionary of the English Language (1984) defines 
culture as: òthe typical behavior, customary beliefs, social forms and material trait s of a racial, 
religious or social groupó and òthe enlightenment and excellence of taste acquired by intellectual  and 
aesthetic training, refinement in manners, taste and thought.ó 

 

Quick Service 
The quick service influences the post purchase behavior such as food choices, post dining 

satisfaction level and future loyalty  of the customers in terms of restaurant business. According to 
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Kevin, Stephen and James (2018), Food quality, service quality, and physical surr oundings are 
directly related antecedents to consumersõ loyalty towards a quick service restaurant (Gronroos, 
1982; 1984; Keillor et al, 2004; Mason et al., 2016).  According to Kenneth (2017), quick service 
restaurants must be perceived as offering enough value to customers for long term success. One of 
the major factors that influence customer patronage of food restaurants is the employee service speed 
(Sulek and Hensley 2004).   
 

Hangout 
Nowadays the people who move in groups think that eating out tog ether builds social 

relationships and under standing. It is also a good way to spend quality time especially at restaurants. 
Being in hangout at any public p lace, not just in  restaurants, can help people improve their social 
relationships and peer group bon ding. It is said in an article  (Priscilla 2015) that the forms of dini ng 
follow the forms of friendship. Both are highly variable.  

 

Couple Dining 
In Bangladeshi society, relation partners influence consumer eating patterns. The couples in a 

relationship l ike to move around and to hang out at restaurants. The couple dining  is elementary in 
spending good time with the partner . Today, meeting at restaurants is the most common way for 
couple dining and having daily chitchats . According to Jonathan, Blair and Virginie (2018), romantic 
relationship motiv es of formation and maintenance influence eating behaviors. Specifically, females 
are prejud iced by the eating patterns (i.e., healthiness/ unhealthiness) of males when relationship 
formation motives are active, w hile males are prejudiced  by the eating patterns of females when 
relationship maintenance motives are active. 

 

Objectives of the Study  
Broad obj ective  

Products and services accessible at restaurants vary to a large degree and different customers 
look for d ifferent mix of products and services. This  paper attempts to summarize those variables 
into smaller number of factors by analyzing the  data of consumerõs responses through factor 
analysis. Key purpose of this article is to find out the factors affecting selection of upscale restaurants 
at Dhaka city in Bangladesh. 

 

Specific Objective  
1. To observe the demographic characteristics regarding restaurant selection in Dhaka,  
         Bangladesh. 
2. To identify the factors and variables which are related to the consumer preferences of the 

              food products.  
3. To explore the criteria the consumers, use for selecting restaurant. 
4. To provide suggestions to the sellers and the policy  makers of food industry . 

 

Research Methodology  
This article used a mixture of qualitative and  quantitative research to find out and anal yze 

eighteen variables (factors) which determine customersõ selection of restaurants in Dhaka, 
Bangladesh. At fir st the qualitative study is conducted to identify inde pendent variables which 
customers consider important at the time of selecting restaurants for dining and th is is relevant to the 
research purpose. Then quantitative research was conducted to collect, analyze the data and test the 
hypothesis. The survey was conducted on 400 respondents relevant to the research purpose and 
received 368 completed survey data. Descriptive research including frequencies was used to describe 
demographic variables of the respondents. For assessing the factors, this research used Likert 
Summated Scale and the statistical tool used is Principal Component Factor analysis. This instrument 
(questionnaire) of this study comprised of two main part: the f irst part  of the questionnaire covered 
demographic information of the respondents such  as gender, age, occupation and marital status. In 
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second part, eighteen variables were selected for this study in order to test their influence on 
customersõ selection of restaurant in Dhaka, Bangladesh. The respondents were given a series of 
statements that measured their degree of agreement towards these variables. An online self-
administra ted questionnaire was developed, and the items were calculated on a 5-point  Liker t 
Summated Scale with 1 representing low score (strongly disagree) and 5 representing a high score 
(strongly agree). 

 

Research Questions 
RQ1: Does quality food  have influence on customersõ selection of restaurants in Dhaka, 
Bangladesh?  
RQ2: Does hangout suitabilit y have influence on customersõ selection of restaurants in Dhaka, 
Bangladesh? 
RQ3: Does arrangement for prospective bride-groom meeting have influence on customersõ 
selection of restaurants in Dhaka, Bangladesh? 
RQ4: Does convenient location have influence on customersõ selection of restaurants in Dhaka, 
Bangladesh? 
RQ5: Does brand name have influence on customersõ selection of restaurants in Dhaka, 
Bangladesh? 
RQ6: Does couple dining have influence on customersõ selection of restaurants in Dhaka, 
Bangladesh? 
 

Data Analysis  and Interpretation  
Respondentsõ Demographic Profile 

Table: 1 
Gender 

  Frequency Percent Valid Percent Cumulative Percent 

 
Valid  

Female 180 48.91 48.91 48.91 

Male 188 51.09 51.09 100.00 

Total 368 100.00 100.00  

Table1 portrays a balance in gender ratio among respondents, where majority of the 
respondents are male that is 51.09% out of a total of 368 respondents whereas 48.91% respondents are 
female. 

Table: 2 
Occupation 

 Frequency Percent Valid Percent Cumulative Percent 

 
 
Valid  

Student 118 32.07 32.07 32.07 

Service holder 87 23.64 23.64 55.71 

Business 63 17.12 17.12 72.83 

Housewife  73 19.84 19.84 92.67 

Other 27 7.33 7.33 100.00 

Total 368 100.00 100.00  

 
About  the occupation in Table 2, more than 32% (32.07%) of the respondents are students and 

more than 7% (7.33%) of the respondents fall in other categories. 
 

Table: 3 
Age Group  

 Frequency Percent Valid Percent Cumulativ e Percent 

 
 
Valid  

18 to 28 159 43.21 43.21 43.21 

29 to 39 140 38.04 38.04 81.25 

40 to 50 66 17.93 17.93 99.18 

50 and above 3 0.82 0.82 100 

Total 368 100.00 100.00  
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About  the age group in Table 3, more than 43% (43.21%) of the respondents are aged 18 to 28 
years old, followed by aged 29 to 39 years old (38.04%). In addition, over 17% (17.93%) of the 
respondents are aged between 40 to 50 years old and 0.82% of the respondents are aged 51 or above. 

 

Table: 4 
Marital Status 

 
Valid  

 Frequency Percent Valid Percent Cumulative Percent 

Single 145 39.40 39.40 39.40 

Married  223 60.60 60.60 100.00 

Total 368 100.00 100.00  

 
Table4 portrays marital status ratio among respondents, where majority of th e respondents are 

married  that is 60.60% out of a total of 368 respondents whereas 39.40% respondents are single. 
 

Reliability Testing  
Table: 5 

Reliability Statistics 

Chronbachõs Alpha No of Items 

0.706 18 

For the purpose of checking internal consistency of the independent variables selected, 
Chronbachõs Alpha test was performed, and the alpha value for 18 items was found 0.706, which is 
considerable reliable. Chronbachõs Alpha Reliability Test allows a researcher to test the reliability of 
the research instruments (variables). According to Hair et al. (2003), coefficient alpha also referred as 
Chronbachõs Alpha is shown as a number between 0 and 1. Accordi ng to Schuessler (1971), an alpha 
value greater than 0.60 is considered reliable. In other words, based on the result of Chronbachõs 
Alpha, the  variables have good internal consistency. It also means that all the 18 independent 
variables selected are reliable and valid to reveal the factors that influence the customersõ selection of 
restaurants in Dhaka, Bangladesh. 

 

Factor Analysis  
Factor analysis is used to reveal the inter -relationships among variables and concentrate those 

inter -correlated variables into few factors. Thus, researchers use factor analysis to find out whether 
several variables are correlated with each other or not. The Kaiser-Meyer-Olkin (KMO) measuremen t 
of sampling adequacy is a statistical tool used to test the suitability of factor analysis. In result, high 
score indicates factor analysis is more appropriate and low value implies that  factor analysis may not 
be appropriate. Ho wever, any value more than 0.60 is considered adequate (Pallant, 2001). 

There is no rule of thumb to justify how many cases are needed for running factor analysis. 
Fiedel (2005) said in a research that usually over 300 cases for sampling analysis is probably 
adequate. There is universal agreement that factor analysis is inappropriate when sample size is 
below 50. In this research, 368 samples are taken for continuing the research methodologies. 

Table: 6 
KMO and Bartlettõs Test 

Kaiser- Meyer- Olkin Measure of sampling Adequacy  .822 

 
Bartlettõs Test of Sphericity 

Approx. Chi -Square 3127.515 

Df  153 

Sig. .000 

 
For KMO and Bartlettõs Test, Kaisen (1974) recommended 0.5 as minimum (barely accepted), 

values between 0.7-0.8 as acceptable, and values above 0.9 are superb. In Table 6, the KMO measure 
is 0.822 which is reasonably satisfactory for factor analysis to continue. 

In Bartlettõs test, this research needs to reject the null hypothesis for uncontrolled variable or 
non-identity matrix. A significant level less than 0.05 specify that the variables in this analysis have 
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considerable relationship between each other. From the above table, we can observe that the 
Bartlettõs test of sphericity is perfectly significant as it is 0.000 which means that correlation matrix is 
not an identity matrix. This result is good enough to reject the null hypothesis and suggests 
proceeding with a factor analysis. 
Total Variance Explained 

Table: 7 

Compone
nt 

Initial Eigenvalues  Extraction Sums of Squared Loadings 

Total % of Variance Cumulative %  Total % of Variance Cumulative %  

1 4.650 25.831 25.831 4.650 25.831 25.831 

2 3.732 20.732 46.563 3.732 20.732 46.563 

3 2.570 14.275 60.838 2.570 14.275 60.838 

4 1.077 5.982 66.820 1.077 5.982 66.820 

5 .941 5.226 72.046    

6 .728 4.043 76.089    

7 .703 3.907 79.996    

8 .559 3.105 83.101    

9 .545 3.030 86.131    

10 .443 2.459 88.590    

11 .421 2.341 90.931    

12 .357 1.985 92.915    

13 .308 1.711 94.627    

14 .253 1.406 96.032    

15 .204 1.132 97.164    

16 .196 1.091 98.255    

17 .179 .993 99.248    

18 .135 .752 100.000    

Extraction Method: Principal Component Analysis.     

 
Table 7 is the summarized table of the factor analysis, which explains the number of factors 

loaded, the percentage of variance, and the factor loading to the variables. In the rightest  column 
items are categorized according to their nature (factor). From the table we can see maximum 25.831% 
variables can be explained by Factor 1 which has been named as ôCustomer perception about 
restaurants. Factor 2 which has been named as ôCore Servicesõ, Factor 3 which has been named as 
ôAdditional  Serviceõ and Factor 4 wh ich has been named as ôKids Facilitiesõ have explained variables 
by 20.732%, 14.275% and 5.982% respectively.  
 

Key Findings  
Majority of the r espondents of the study belonged to the age group 18 to 50 years (99.18%) 

which gives an indication about t he likely segment of consumers for restaurants. This study excluded 
respondents who are under 18. The reason behind keeping them out is that, 1 to 17 age group is not 
relevant to the purpose of this study. Different research will be done  in future on that group 
(children).  

In the occupation category, it can be highlighted that 72.83% of sample were students, service 
holders and businesspersons. 
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Table: 8 
Rotated Component Matrix a 

 Component 

1 2 3 4 

Cleanliness  .688   

Waiters Behavior  .730   

Availabl e Food  .747   

Prospective Bride andGroomMeeting   .548   

Kids Zone    .822 

Junk Food -.412   .423 

FastFood  .612   

Adequate Space   .886  

Quality Food .841    

Card Acceptance   -.735  

ConvenientLocation  .477   

BrandName -.431 .773   

Local Food .889    

Affordable Price  .409 .735  

Taste and Preference .894    

QuickService  .602   

Hangout  .840    

CoupleDining    .761  

Extraction Method: Principal Component Analys is.  
 Rotation Method: Varimax with Kaiser Normalization.  

a. Rotation converged in 5 iterations. 

 
This study acknowledged four factors or components that influence customersõ selection of 

restaurants in Dhaka, Bangladesh. Among them, research result found that Factor 1 which has been 
labeled as ôCustomer perception about restaurantõ influences most of the customers to select 
restaurants with variance of 25.831%. Factor 1 can be explained by four items: 
Quality Food  
Local Food 
Taste and Preference 
Hangout 

 

The Factor 2 which has been labeled as ôCore servicesõ also influences the customers to select 
restaurants with variance of 20.732%. Factor 2 can be explained by 8 items: 
Cleanliness 
Waiterõs Behavior 
Available Food  
Prospective Bride and Groom Meeting  
Fast Food 
Convenient Location 
Brand Name 
Quick Service 

 

The Factor 3 which has been labeled as ôAdditional Serviceõ also influences the customers to 
select restaurants with variance of 14.275%. Factor 3 can be explained by 3 items: 
Adequate Space 
Affordable Price 
Couple Dining  

The Factor 4 which has been labeled as ôKids Facilitiesõ also influences the customers to select 
restaurants with variance of 5.982%. Factor 4 can be explained by 2 items: 
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Kid s Zone 
Junk Food 

 

Discussion & Conclusion  
As the customers have become more demanding, the restaurant entrepreneurs are working 

hard to ensure that customer will not only purchase services but also, they will buy quality moments 
and experiences, lifestyles and emotions with surprises. Result of this research demonstrates how the 
selection of restaurants is tied up with important factors. The results of  the principal component 
analysis in the key findings part of the paper show that the reasons for selecting restaurants in 
Dhaka, Bangladesh are related to four factors: customer perception about restaurant, core services, 
personalized service quality and extra facilities. Among these factors, the first one which is customer 
perception about restaurant found the most important factors to explain customersõ choice. This 
result constitutes significant guidelines for restaurant business startups in Dhaka, Bangladesh 
through offering quality foods, local foods, tasty and preferable foods and hangout facili ties. 
Restaurants should also keep the consistent qualities of cleanliness, waiterõs behavior, availability of 
foods, fast foods, convenient location, brand name, quick service and scopes for prospective bride 
and groom meeting. Finally, personalized servi ce qualities like adequate space, affordable price and 
couple dining opportunity; and extra facilities like kidsõ zone and junk food can enhance the chance 
of selection by the customers. This also encourages certain group of food lovers to repeatedly visit a 
restaurant. 

 

References 
Tinne, W. S. (2012) Factors Affecting Selection of Upscale Restaurants in Dhaka City. ASA University Review, Vol. 6 No. 

1, JanuaryðJune 2012 
Farhana, N and Islam, S (2011) Exploring Consumer Behavior in the Context of Fast Food Industry  in Dhaka City. 

World Journal of Social Sciences Vol. 1. No. 1. March 2011. Pp.107- 124 
Rahman, M. S. (2012) Dynamics of consumers' perception, demographic characteristics and consumers' behavior 

towards selection of a restaurant: an exploratory study on Dhaka c ity consumers. 
 www.eme rald.com/insight/content/doi/10.1108/175 15631211205488/full/html   

Walker, 2011 Analysis of Expected and Actual Waiting Time in Fast Food Restaurants. Industial  Engineering Letters, 
Vol. 2, No. 5, 2012 

Robert J. Harrington (2011) Fine-Dining Restaurant Selection: Direct and Moderating Effects of Customer Attributes . 
Journal of Foodservice Business Research  

Nazrul Islam , Mohitul Ameen Ahmed Mustafi, Md. Sazzad A hmed, Md. Mamunur Rashid, Md  Abrar  Ul  Kabir  & 
Toufiq  Nazrul (2018)   Factors Influencing the Selection of Restaurant for Dining in Dhaka City of Bangladesh 
Global Journal of Management and Business Research: A Administration and Management Volume 18 Issue 7 Version 
1.0 Year 2018 Type: Double Blind Peer Reviewed International Research Journal Publisher: Global Journals Online 
ISSN: 2249-4588 & Print ISSN: 0975-5853 

Shatabdi Goon, Munmun  Shabnam Bipasha, Md. Saiful Islam (2014) Fast food consumption and obesity risk among 
university students of Bangladesh. European Journal of Preventive Medicine 

Raja Irfan Sabir (2014) Factors Affecting Customers Satisfaction in Restaurants Industry in Pakistan .  International 
Review of Management and Business Research 

Md. Ar ifur  Rahman (2012) The Influence of Service Quality and Price on Customer Satisfaction: AnEmpirica l Study 
on Restaurant Services in Khulna Division. Research Journal of Finance and Accounting 

Jonathan Hasford, Blair Kidwell and Virginie  Lopez- Kidwell (201 8) Happy Wife, Happy Life: Food Choices in 
Romantic Relationships  Journal of Consumer Research 

Jae Man Jung, Sandra Sydnor, Seul Ki Lee, Barbara Almanza (2015) A conflict of choice: How consumers choose 
where to go for dinner  International Journal of Hospitality Management 

Ahsan Azim, Noor Ali Shah, Zeeshan Mehmood, Sajid Mehmood and Mohammad Mazid  Mehmood  Bagram (2014) 
Factors Effecting the Customers Selection of Restaurants in Pakistan International Review of Management and 
Business Research 

Law, R., To, T., & Goh, C. (2008). How do Mainland Chinese travelers choose restaurants in Hong Kong? An 
explorato ry study of individual visit scheme travelers and packaged travelers. International Journal of Hospitality 
Management, 27(3), 346-354. 

Knutson, B. J. & Patton, M. E. (1993). Restaurants can find gold among silver hair: Opportunities in the 55+ market. 
Journal of Hospitality and Leisure Marketing, 1(3), 79-90. 

https://www.emerald.com/insight/search?q=Muhammad%20Sabbir%20Rahman
https://www.tandfonline.com/author/Harrington%2C+Robert+J
https://www.tandfonline.com/toc/wfbr20/current
https://www.researchgate.net/journal/0093-5301_Journal_of_Consumer_Research
https://www.researchgate.net/journal/0278-4319_International_Journal_of_Hospitality_Management


The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 198 
 

Kivela, J. (1997). Restaurant marketing: Selection and segmentation in Hong Kong. International Journal of Contemporary 
Hospitality Management, 9(3), 116-123 

Kim. W. G. & Moon, Y. J. (2009). Customersõ cognitive, emotional, and actionable response to the servicescape: A test 
of the moderating effect of the restaurant type. International Journal of Hospitality Management, 28(1), 144-156. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 199 
 

Factors influe ncing customersõ buying decisions of mobile phone in 
Dhaka, Bangladesh  

 

Jasia Mustafa  
Ahsan Al - Rifat  

Department of Business Administration  
Faculty of Business and Entrepreneurship 

Daffodil International University , Bangladesh 
 

Keywords  
Consumer buying behavior,  smart phones, features of mobile phones, factors affecting 
buying behavior, perceived purchase satisfaction. 

 
Abstract   

Mobile phone has diversified usages to different users in accordance with their necessities. 
With the dramatic increase in mobile phone usage in recent years, when deciding to buy a mobile 
phone, people consider different factors. This study has put efforts to uncover the underlying 
factors which influence customers in choosing mobile phones. Data were collected from those who 
people live in Dhaka city maintaining equal ratios of various groups like male, female, 
businessmen, employees, students and others (mostly student). The convenient sampling method 
was used to select the desired respondents.  

The study was undertaken on 305 mobile phone users of Dhaka city, Bangladesh. The data 
was analyzed using factor analysis and Cronbachõs alpha. With the help of factor analysis, twelve 
decision factors of consumer buying behavior were derived. On these twelve factors a factor 
analysis was performed with perceived satisfaction of consumers in terms of buying decision as an 
independent variable. The findings showed that òsocial factoró has the highest positive impact on 
the satisfaction followed by brand, advertising & price. 

 The study provided useful insights into the behavior of consumers buying mobile phones. 
 

Introductio n 
At the beginning of the 1990s, mobile phones were first launched in Bangladesh with a very 

small penetration rate. At that time, very few people were able to afford mobile phones as they faced 
different kinds of barrier s. In 1997, Nokia began operating in this country and currently operates 
several sales outlets in Bangladesh. Siemens and Samsung began operating after the launch of their 
mobile phones. In this mod ern era, a wide variety of other services such as email, text messaging, 
MMS, internet access, audio and video, short range wireless communications (Inferred, Bluetooth), 
gaming etc. are also supported by the mobile phones. In addition to these, it also offers more general 
computing capabilities for smartphon es. Many mobile phone brands are available in Bangladesh e.g. 
Apple, Nokia, Samsung, Sony, HTC, Panasonic, Motorola, LG, Symphony, Micromax, Wal ton etc. 
and consumer choose their preferred mobile phone from t his pool. The development of mobile 
phones and technologies has been a long history of innovation and progress has grown due to 
dynamic changes in consumer needs and preferences. Among these developments, mobile phone 
devices have had one of the fastest household adoption rates in modern technology in t he world. 
Mobile phones have become an integral part of human daily life and personal communication across 
the globe. In today's highly competit ive mobile phone market, manufacturers are constantly 
struggling  to fin d additional competitive edges and differ entiating elements to convince consumers 
to choose their brand instead of a competitor.  

Various studies have been conducted to identify factors that make companies better than their 
competitors to infl uence the decision to purchase customers. Consumersõ of mobile phone found 
throughout the world greatly influenced by those different factors affecting mobile phones purchase 
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decision. These factors may relate to the characteristics of the consumer and the characteristics of 
mobile phones. This leads mobile phone companies to come up with a variety of mobile devices with 
different brands and features. Various research studies have been conducted to identify factors 
affecting the choice of mobile phones for consumers. These studies have identified several items as a 
determining factor in the decision to purchase. These factors include price, features, quality, brand 
name, durability, social factors,  etc. 

 

Research Gap and Projected Contribution  
Although t his study contrib utes to literature and business practice, it is not free of limitations. 

This study was qualitative in nature and focused explicitly on a deeper understanding rather than 
generalization. Second, the sample used in this study was enough for the purpo ses of this study and 
allowed reasonable conclusions to be drawn. However, i t cannot be considered representative of 
other potential new studies that could include larger and more repre sentative samples within 
Bangladesh to reinforce current findings. Fina lly, th e current study focused on a country . Further 
research should include investigations in other countries which are at a similar stage of mobile 
retailing, and include c ross-national studies which compare consumer experience, with a view to 
verifying and extending current findings . 
 

Literature Review  
There are many social and interpersonal factors that influence customers to decide on any 

product, and so do mobile phones. Consumer behavior is affected by several variables, ranging from 
personal motivat ions, needs, attitudes and values, personality characteristics, socio-economic and 
cultural backgrounds, age, sex, professional status, and social influences of various kinds exerted by 
family, friends, col leagues and society (Moschis, 1976). 

In a recent paper, Liu (2002) analyzed factors affecting the brand decision in the mobile phone 
industry in Asia. The choice of a mobile phone has been shown to be characterized by two distinct 
attitudes tow ards brands: attitudes towards the mobile phone brand and atti tudes towards the 
network. Customers ' choice of a mobile phone brand is largely affected by new features more than 
size. This trend of choice is towards  better-capacity phones and larger screens.  

According to the latest report from the In -Stat / MDR (2002) research institute, colour screens 
are now pushing customers into shops to purchase new mobile phones and associated products, 
such as PDAs (personal digital assistants). The conclusion is that the customer's preference 
parameters rely more on color display than on higher data levels or new features, even though the 
analysis of other research did not indicate the significance of color display. The study further 
suggests that consumers are rapidly seeking color display handsets, and it is anticipated that  all cell 
phones and PDAs will be fi tted with a color display in the 21st century. Throughout their work on 
mobile phone customer choice, Dorsch, Grove and Darden (2002) observed that, from the point of 
view of advertising, the user purchasing cycle can be categorized as a five-step problem-solving 
system, such as: need identification, knowledge discovery, alternative analysis, buying behavior and 
post-purchase review. This five-step decision-making process is best suited to the problem-solving 
behavior of purchasing decisions or complex decision-making processes. Similarly, the purchase 
decision for mobile phones follows the same purchase process, but in some cases the decision may 
also be affected by the symbolic preference associated with certain brands. 

Some general conditions are considered before purchasing mobile phone consumers. In view 
of the traditional problem of solving purchasin g process behavior, it is almost always the case that 
consumers are searching for information before making a purchase decision. There is also a common 
behavior that the consumer's purchase decision is guided by previous preferences for certain specific 
alternatives. It shows that customers are formulating their pu rchase decision on the basis of the 
limited informat ion search activity they have carri ed out (Moorthy, Ratchfordand, Talukdar, 1997) 
rather than a detailed assessment of all possible alternatives (Chernev, 2003) In addition to the 
information search evalu ation of alternatives, there is an important activit y that determines 
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consumer choice (Laroche, Kim and Matsui, 2003). They argued that the purchase decision of the 
customer is influenced by ' cogniti ve heuristics ' or, in simple terms, the consumer chooses his 
perceived brand based on his experience if it  fulfils  his perceived values. Swait and Adamowicz 
(2001) have found that a lot of decision-making behavior by purchasers can be different from  one 
individual to another becau se customers can use different approaches to make their choices using 
mathematical modelin g instead. 

The decision of the prospective purchaser to purchase a product or brand may be influenced 
by personal preferences and the prospect of purchase may have a greater impact on the choice of 
brand if the customer has little knowledge or experience of the product in the  International Journal of 
Value Management and Supply Chains (IJMVSC) Vol.5, No. 2, June 2014. The conventional problem-
solving technique used to make purchase decisions that affect buyers ' preferences may not be the 
best approach under all circumstances. Mobile phone choice can be either based on functional / 
primary / rational factors or can be based on emotio nal factors such as: fun, enjoyment, excitement, 
etc. (Batra and Ahtola, 1990). 

There may be a lot of consumer choice with both  rational features (e.g. communication, time 
management) and emotional features (e.g. games, music, camera, and application). The younger the 
user, the more emotional rather than rational fe atures he would prefer on mobile phones (Wilska, 
2003). Customers ' decisions to buy mobile phones rely on both logical and emotional factors. 
Requelme (2001) conducted an experiment to determine the amount of self-knowledge that 
customers have when selecting between mobile phone brands. 

The study was based on six key attribute s (telephone features, access costs, roaming charges, 
mobile to mobile phone rates, call rates and free calls) related to mobile phone purchases. The 
Intern ational Journal of Value Management and Supply Chains (IJMVSC) Vol.5, No. 2, June 2014 has 
li ttle knowledge or experience of the product. The traditional problem -solving strategy used to make 
buying decisions that affect consumers ' desires may not be the best approach under all 
circumstances. Mobile phone choice can be either based on functional / prima ry / ration al factors or 
can be based on emotional factors such as: fun, enjoyment, excitement, etc. (Batra and Ahtola, 1990). 

 

Social Factor 
This is the first variable that describes 39.97 per cent of the total variability. Most of the 

respondents take suggestions from their peers, colleagues, family members and neighbors before 
purchasing mobile phones. This is the most imp ortant factor.  

 

Price 
This is the second factor capable of describing 12.25% of the overall variability. T he second cost 

factor covers all the price-related factors that consumers weigh when buying mobile phones. This 
notes that the Dhaka City Customer Psychology that affects the purchaser's decision to purchase a 
mobile phone. 

 

Durability   
It's the third mos t im portant variable. 10.60 percent of the total variability can be clarified. 

Durability facilities are considered when customers purchase mobile phones. 
 

Features 
It is the fourth factor that explains 7 .69 percent of total variance. The results showed that the 

importance of new technology to customers is an important variable and a driving force which 
drives them to make a new phone purchase decision. 
 

After sales service 
This is the fifth factor wh ich explains6.21 percent of total variance. People have found a lot of 

good behavior after having a good phone relationship that generates a positive image of the 
customer's mind. 



The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 202 
 

Popul arity of the Bra nd 
Itõs the variable which carries 4.81 percent of total variance and it could be said that popularity 

of the brand can play big role while p urchasing a mobile phone.  
 

Advertisement  
The eight factors explain 2.28 percent of total variance. It shows that customers also make their 

purchasing decision based on advertisement aired in various med ia.  
The other variance included the review rating, t rendy phone, and war ranty, beneficial in d aily 

life . This carries 3.62, 3.67, 3.04, and 2.02 percent of total variance  
 

Objectives of the Study  
1. To find out the factors that influence consumer buying behavio r of mobile phone in Dhaka  
2. To identify the  demographic characteristics of consumers who buy mobile phone in Dhaka  
3. To make some recommendation for the marketer in mobile features in Dhaka city.  
4. To study the influence of decision factors on the perceived satisfaction of consumers with 

respect to mobile phone buying decision.  
 

Research Methodology  
This study was conducted to determine the factors that affect the decision of people to buy 

mobile phones. Primary and secondary data were collected from appropriate data collection  sources. 
A standardized questionnaire with five points (Likert scale) was used to collect the opinions of the 
respondents. Convenience sampling approach was used to pick the respondents A maximum of 200 
respondents from whom  155 were interviewed were flawless and therefore used for data analysis. 
For data analysis, factor analysis and descriptive statistical methods were used with SPSS. After 
evaluating several previous researches, we selected the following variables for analysis. The basis for 
selecting the variable was to identify common factors and to be easy to understand so that authentic 
opinion can be revealed to people. 

a1. Recommendation from others  
a2. Price  
a3. Durability  
a4. Features and designs  
a5. After sales  
a6. Brand name  
a7. Advertisement  
a8. Review rating  
a9. Trendy  
a10. Warranty  
a11. Beneficial in daily life  
a12. Popularity of brand  
 

Data Analysis  and Interpretation  
Frequencies  

The data presented in the above table indicate that the sample is equal with both male and 
female respondents. the precedent of male is 69.7 percent and female are 30.3. Age analysis of 
respondents indicates that most of the respondents fall in the age group of 18 to 28 years. Occupation 
shows that most of the respondent is student 31.6. 

Table: 1 
Gender 

  Frequency Percent Valid Percent Cumulative Percent 

 
Valid  

Female 47 30.30 30.30 30.30 

Male 108 69.70 69.70 100.00 

Total 155 100.00 100.00  
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Table: 2 
Occupation 

 Frequency Percent Valid Percent Cumu lative Percent 

 
 
Valid  

Student 49 31.60 31.60 31.60 

Service holder  32 20.60 20.60 52.30 

Business 29 18.70 18.70 71.00 

Housewife  22 14.20 14.20 85.20 

Other 23 14.80 14.80 100.00 

Total 155 100.00 100.00  

 
Table: 3 

Age Group  

 Frequency Percent Valid Percent Cumulative Percent 

 
 
Valid  

18 to 28 78 50.30 50.30 50.30 

29 to 39 60 38.70 38.70 89.00 

40 to 50 10 6.50 6.50 95.50 

50 and above 7 4.50 4.50 100.00 

Total 155 100.00 100.00  

 
Reliability Testing  

Table: 4 
Reliability Statisti cs 

Chronbachõs Alpha No of Items 

0.857 12 
 

The alpha coefficient for th e four items is .857, suggesting that the items have relatively high 
internal consistency. (Note that a reliability coefficient of .70 or higher is considered òacceptableó in 
most social science research situations. 
 

Factor Analysis  
Table: 5 

KMO and Bartlettõs Test 

Kaiser- Meyer- Olkin Measure of sampling Adequacy  .845 

 
Bartlettõs Test of Sphericity 

Approx. Chi -Square 729.430 

Df  66 

Sig. .000 

 
Under KMO chart/ table, if Kaiser-Meyer-Olkin ( KMO) measure of sampling adequacyõs result 

is 0.50 or more than 0.50 then itõs significant result. Our result is .845 so itõs significant.  
 

Total Variance Explained  
Table: 6 

Component 

Initial Eigenvalues  Extraction Sums of Squared Loadings 

Total % of Variance Cumulative %  Total % of Variance Cumulative %  

1 4.769 39.968 39.968 4.796 39.968 39.968 

2 1.470 12.250 52.218 1.470 12.250 52.218 

3 1.272 10.601 62.819 1.272 10.601 62.819 

4 .922 7.686 70.505    

5 .745 6.208 76.714    

6 .577 4.807 81.521    

7 .498 4.153 85.674    

8 .435 3.623 89.297    
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9 .404 3.366 92.663    

10 .365 3.038 95.701    

11 .273 2.275 97.977    

12 .243 2.023 100.000    

Extraction Method: Principal Component Analysis.     

 
Applying SPSS, the principal component analysis (PCA) was carried out to explore the 

underlying factors associated wit h 12 items. The above table shows that 62.82% of variation in mobile 
purchasing by the customers is explained by three factors. 

 

Table: 7 
Rotated Component Matrix a 

 Component 

1 2 3  

The social factors have a positive influence on 
the consumers mobile buying d ecision  

.585  .515  

Price has a positive influence on customer 
mobile phone buying decisions  

  .762  

Durability has a positive influence on customer 
mobi le phone buying decision  

  .686  

Mobile p hone features influence customer 
decision to acquire mobile phone  

.791    

After sales service influence customer decision 
to acquire mobile phone  

 .634 .342  

Popularity of the brand is an important factor  
for  you whi le making decision to purchase a 
phone  

.609  .342  

Image of brand is an important f actor for you 
while making decision to purchase a phone  

.770 .383   

The review rating given for any phone affect my 
purchase decision  

.701 .491   

People prefer to buy a phone that is trendy  .849    

Presence of brand warranty for a phone helps 
me decide favorably towards buying that phone  

 .744   

People decision to buy a smartphone is 
influence by advertisement and other media  

 .792   

Purchasing of smartphone is beneficial for our 
daily life  

.624    

Extraction Method: Principal Component Analysis .  
 Rotation Method: Varimax with Kaiser Normalization.  

a. Rotation converged in 5 iterations. 
 

Discussion &  Conclusion   
The study was aimed at figuring out the underl ying  factors that play a role in deciding the 

brands when customers buy mobile phones. From the previous discussion, it has been seen that 
many factors are weighed by consumers before selecting a mobile phone brand. Some of the 
variables significantl y infl uence the decision of buyers, while others have a relatively low impact on 
the decision to buy. It was found at the time of the survey that consumers were expecting different 
types of facilities. But this research work does not answer the needs of the consumer. Rather, it has 
tried to focus on the issues that customerõs evaluation in the current market scenario. Research has 
shown that many factor s are selection criteria for mobile phones. Not necessarily all variables 
influence a person in the same way and to the same extent. When choosing mobile phone brands, 
most of the factors considered by customers include social factors, pricing and operating facilities, 
brand image. 
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Abstract  
Online shopping is getting popular day by day since consumers can shop whenever, wherever and 

whatever they like. The present study aims at determining the factors influencing online shopping behavior. It 
also tries to examine the mediating effect of technological knowledge on the relationship between the 
determining factors and online shopping behavior. Data have been collected from 390 respondents who have 
online shopping experiences.  The data of this study have been collected from the respondents with a structured 
questionnaire survey with a five-point likert scale. Partial Least Square Structural Equation Modeling (PLS 
SEM) technique with the support of smart PLS 2.0M3 software has been used for analyzing the collected data.  
The data analysis findings reveal that convenience attitude is the most significant followed by trust, subjective 
norm, technological knowledge and perceived usefulness in influencing online shopping behavior. On the other 
hand, technological knowledge partially mediates the relationship between attitude and online shopping 
behavior; and relationship between perceived usefulness and online shopping behavior. The findings of this 
study might be helpful for the firms doing online business or intending to ship their business from brick and 
mortar to click and mortar.  
 
Int roduction  

 Research interest on online shopping has gained much attention as e-commerce has potential 
growth in recent years and thus many successful retailers are seeking for global penetration 
especially through e-commerce. E-commerce is the easier and faster way to expand business at low 
cost and it provides opportunities for global retailers to make their brands global.  Thus, the way of 
doing business has changed tremendously worldwide due to technological advancement. According 
to data statistics, 52% of the world population is internet users (Internet W. S., 2018). That gives us an 
indication of how e -commerce is going to influence the future of our business and social life. In 2017, 
the worldwide e -commerce sales amounted to 2.3 trillion USD and projected to reach 4.88 trillion 
USD by 2021 (eMarketer, 2018). Bangladesh itself has achieved rapid development in the adoption of 
broadband services within a short time period with the household broadband penetration rate of 6 
percent in 2006 to 18.7 percent in 2016 surpassing the target of 50 percent penetration rate set in 2010 
(MCMC, 2018). According to Internet Service Provider (ISP, 2017), the population penetration rate of 
the broadband subscriptions in Bangladesh is 38.1 percent. However, i n Bangladesh e-commerce is 
still at developing phase though it start ed in the late 1990s (e-cab, 2016). The situation started 
changing in 2012-2013 when two e-commerce site akhoni and ajkerdeal introduced themselves to the 
online consumers. Some foreign investors like Olx, daraz, and kaymu joined the competition along 
with  local ones (Rashed, 2017). A site named rokomari.com is selling books online like Amazon and 
the organization is expanding business into other product categories. Bikroy.com is providing both 
buying and selling options for the consumer goods in their plat form. Online food delivery services 
also got a very positive response from food lovers. Due to high traffic congestion , consumers prefer 
ordering food online to visiting the restaurant. The growing pop ularity of online shopping and 
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increased number of internet users are showing great prospect of e-commerce development in 
Bangladesh.  

 E-Commerce Index 2016 shown that Bangladesh is one of the top 10 economies by the 
difference between the predicted and actual share of internet users buying online (UNCTAD, 20 16). 
In November 2017, a report published by New Age (daily newspaper) mentioned that e -commerce 
sector is expected to grow 70% and the market size is estimated $110-115 million compared to 2016, 
whic h was $65-70 million. Though e -commerce only contributes 0.7% of the countryõs total retail 
market (newagebd, 2017). Another  report shows that the current e-commerce market size is 
increased to $230-240 million and annual growth is 45 -50% (Muhammad, 2018). On the other hand, 
around 50,000 people are actively engaged in e-commerce while approximately 1,000,000 people are 
employed in the sector (Islam, 2018). In a related finding , Hasan et al., (2016) stated that a good 
number of the households in Bangladesh own a computer, 36 percent of the population is connected 
to the internet and a good number of the active users purchase products and services online. These 
finding s show that Bangladesh has potential growth in e -commerce and therefore it is important to 
understand the online shopping behavior of consumers.  Though the internet usage rate is increasing 
rapidly, the number of online shoppers is not increasing at a similar pace. Moreover, contribution of 
e-commerce as a percentage of GDP of Bangladesh is less than 1% which is much lower compared to 
other sectors (Islam, 2018). On the other hand, there is still dearth of empirical studies related to the 
determinants of online shopping behavior in a developing country like Bangladesh. Only a few 
studies have been conducted in Bangladesh on online shopping. Emon and Rupom (2017) conducted 
a study to get insights from the online shoppers in Bangladesh and they found that online customers 
were not satisfied with the online stores.   Karim and Xu (2018) conducted a study on the 
characteristics of Bangladesh e-commerce, its past and present development based on secondary data 
(Karim & Xu, 2018). They also tried to know the perception of online consumers and the challenges 
consumers face shopping online. So, the above discussion depicts that only a few studies have been 
conducted on the online shopping in Bangladesh. Moreover, the factors that might influence online 
shopping behavior in the context of Bangladesh are still unexplored. From that ground the present 
study aims at identifying  the important factors influencing onlin e shopping behavior among the 
Bangladeshi customers. Hence the prime objective of this study is to identify  the important factors 
influencing online shopping behavior . 
 

2. Literature  Review  
The present study is designed to explore the factors influencing online shopping behavior of 

the Bangladeshi customers. The present studyõs theoretical basis is the Theory of Planned Behavior 
(TPB) that is a popular theory for understanding human behavior . The TPB has been used in 
different contexts such as understanding consumer behavior with regards to the environment and 
energy conservation (Macovei, 2015). The drivers of the customer behavior can be ranging from the 
internal factor such as attitudes towards the behavior to the external factors such as influence from 
the families, friends and social media, perceived usefulness of the website and also trust to the 
retailers or the quality of the goods purchased from the online store. In the next section, the key 
factors influencing online shopping behavior will be explai ned in detail  by referring to the previous 
studies. 

 

2.1 Attitude  
Attitude is a personõs overall evaluation of a concept (Faizo 1986). These evaluations can be 

created by both affective and cognitive systems (Fishbein & Ajzen 1981). A definition by Wu and 
Wang (2014) stated that attitude is a psychological inclination expressed by accessing a particular 
entity with some degree of favor or disfavor and it is built through affective, cognitive and 
behavioral appraisal. Attitude is the positive or negative cog nitive evaluation, emotional feeling and 
behavioral tendency held by customers during transaction (Lai & Wang, 2012). It influences 
customersõ judgment and evaluation during transaction, and it would affect the perception towards 
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the sellers (Lai & Wang, 2012).  Thus, attitudes are an outcome of psychological process that cannot 
be directly observable or measurable but can be inferred from what people say or what they do 
(Alam & Iqbal 2007). According to Fishbein (1980), attitude is the most important concepts used by 
marketers to understand the consumers purchase behavior.  Convenient attitude is found to 
positively influence behavioral intention (Hidayanto et al., 2012; Hsu et al., 2013; Lai & Wang, 2012). 
Other studies also found that a convenient attitud e significantly influences the purchase intention 
(Husin & Rahman, 2013; Phau et al., 2013; Wu et al., 2014). The social psychology literature on 
behavioral research has established attitude as an important predictor  of behavior, behavioral 
intention, and explanatory factors of variants in ind ividual behavior (Diallo et al., 2013; Husin & 
Rahman, 2013; Li, Robson & Coates, 2013; Petruzzellis, 2010; Wu et al., 2014). Therefore, the present 
study hypothesizes that; 
Hypothesis 1: Attitude  positively influences online shopping behavior.  

 

2.2 Subjective Norm  
 According to Ajzen (1991), subjective norm is the perceived social pressure to perform or not 

to perform the behavior. Social pressure can influence oneõs behavior in different ways in different 
societies (Husin & Rahman, 2013). Subjective norm can be gauged from other peopleõs normative 
expectations and motivation to comply with these expectations (Orapin, 2009). Consumers get 
influenced by public opinions and the expectations from specific groups (Xie et al., 2011). According 
to Husin and Rahman (2013), consumersõ decision making is influenced by family members, friends, 
religious teachers and mass media such as newspapers, televisions, magazines. Consumers typically 
make decisions based on the influence and information gathered from reference groups such as 
friends, parents, and teachers. Nonetheless, the information gathered is transformed to knowledge 
where it influences consumersõ decision process regarding their purchase behavior (Childers & Rao 
1992). Previous studies (Husin & Rahman, 2013; David, Tong, Yin, 2012) also supported that 
subjective norms might influence human behavior. Study by Nordin and Nik (2011) demonstrated 
that there is a positive relationship between subjective norm and consumer behavior. Therefore, it is 
hypothesized that; 
H2: Subjective norm positively influences online shopping behavior.  
 

2.3 Perceived usefulness 
Perceived usefulness is defined as the extent to which consumers feel the online website could 

add value and efficacy to them when performing online shopping (Hu et al., 2009; Lai & Wang, 
2012). Perceived usefulness is also defined as the individualõs point of view that using a system 
would increase or improve job performance (Zhu, Lee, OõNeal & Chen, 2009; Liao et al., 2013). The 
perceived usefulness of the website depends on the efficiency of technological characteristics such as 
advanced search engines and the personal service provided by service provider to consumers 
through the online website although there is no direc t contact between them (Kim & Song, 2010). 
Various information and high-quality  goods descriptions must be provided to the customers in order 
to increase the usefulness of an online store (Chen, Gillenson & Sherrell, 2002). Hernandez et al., 
(2011) revealed that perceived usefulness has significant effect on online shopping behavior in Spain 
but Aghdaie et al., (2011) suggested that perceived usefulness does not have significant effect on 
online purchasing behavior in Iran. Other studies conducted by Enriqu e et al., (2008), Kim & Song 
(2010) and Xie et al. (2011), found that perceived usefulness is a significant predictor of intention to 
purchase via internet. Several studies showed positive relationship between perceived usefulness 
and consumer behavior (Aghdaie et al., 2011; Hernandez et al., 2011; Ndubisi & Jantan, 2003). As 
most of the previous studies evidenced that perceived usefulness is an important determinant of 
behavior, this study hypothesizes that;   
H3: Perceived usefulness of website positively  influences online shopping behavior.  
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2.4 Trust  
 Trust is important in online transactions as both the buyers and sellers are mostly unknown 

to each other.  Trust is based on the rational assessment of an individualõs ability and integrity, and 
on feeling of concern and good intention (Roca, Garcia, & Vega, 2009). In the online environment, 
trust i s built primarily in a person -to-website manner rather than person-to-person communication, 
mediated through technology (Limbu et al., 2012). According to Kim &  Song (2010), trust is the most 
important dimension  in online transactions and thus online stores should emphasize on build ing and 
maintain ing trust. Lack of trust i s one of the main reasons for customers not engaging in online 
purchase (Limbu et al., 2012). Essential condition for trust in online retailing includes reliability of 
the website, performance and transaction between an online seller and the buyers (Limbu et al., 
2012). Rahbar and Wahid (2011), Hou and Yu (2009), found that trust positively and significantly 
influences actual purchase behavior of the consumers. According to Aghdaie et al., (2011), consumer 
trust in online transaction is more important than in traditional markets. The result is  consistent with 
that of Kim & Song (2010) who suggested that trust might lead to actual online shopping  behavior. 
Therefore, it is hypothesized that; 
H4: Trust positively influences online shopping behavior.  
 

2.5 Mediating Effect of  Technological Knowledge  
Knowledge is essential for comprehending new technology. According to Rogers (2003), 

knowledge occurs when potential adopters learn about the existence of an innovation and gain some 
understanding concerning its functionality. Sometimes researchers use the term self-efficacy to 
define the ability to perf orm a specific task. Social cognitive theory proposes that self-efficacy is the 
belief that one has the ability to perform a specific behavior (Compeau & Higgins, 1995). So, in terms 
of online shopping, the i ndividuals must have the technological knowledge  to access internet and 
computer technology. An individual with high expertise may have a higher intention to use a system 
than an individual with lower expertise. Furthermore, technological knowledge helps i n building 
confidence and trust with the firms a s it may send a signal that they have really put in thought about 
their end users (Wang, Wang, Lin & Tang, 2003). There are some studies supporting the influence of 
technological knowledge on behavioral inten tions (Luarn & Lin, 2005; Wang et al., 2006).  Dwiv edi et 
al., (2007) found that perceived technological knowledge is a significant factor for explaining 
consumersõ intention to adopt new technology. While previous studies (Luarn & Lin, 2005; Wang et 
al., 2006; Vasseur & Kemp, 2015) examined the direct effect of technological knowledge in relation to 
behavioral intention and actual behavior, the present study intends to examine the mediating effect 
of technological knowledge in the relationship between the determining factors and online shopping 
behavior. The inherent logic is that individuals might have positive attitude, reference group 
influences, trust and the perceived usefulness of the website of the stores, however without 
technological knowledge; it is not possible for them to shop online. Therefore, technological 
knowledge might work as mediating variable here. Under this backdrop, the present study examines 
the mediating effect of technological knowledge on the relationship between the determining f actors 
(convenient attitude, subjective norm, perceived usefulness and trust) and online shopping behavior 
and the following hypotheses have been proposed; 

 

H5: Technological knowledge positively influences online shopping behavior.  
H6: Technological knowledge mediates the relationship between attitude and online shopping 
behavior. 
H7: Technological knowledge mediates the relationship between subjective norm and online 
shopping behavior.  
H8: Technological knowledge mediates the relationship between perceived usefulness and online 
shopping behavior.  
H9: Technological knowledge mediates the relationship between trust and online shopping behavior.  
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3. Research methodology  
 In the previous chapter, literature review has demonstrated various studies related to online 

shopping. The variables that have been identif ied for investigation are; convenient attitude, 
subjective norm, perceived usefulness and trust in relation to online shopping behavior. Theory of 
Planned Behavior (TPB) is used as the theoretical basis of this study since it is widely used by the 
researchers to interpret and explain the userõs behavioral action (Zhou, Dai, & Zhang, 2007). Out of 
the five study variables, two have been chosen from TPB without any change  (attitude and subjective 
norm), perceived usefulness is from Technology Acceptance Model which is proved to be important 
in online shopping ( Ar ef & Okasha, 2019) and trust is newly proposed determinant of OS B. The 
present study also examines the mediating effect of technological knowledge in the relation ship 
between the determining factors (convenient attitude, subjective norm, perceived usefulness and 
trust ) and online shopping behavior . This technological knowledge is similar to the self-efficacy 
construct of TPB. This research employs quantitative approach to investigate the online shopping 
behavior performed by the consumer s in Bangladesh since the quantitative survey is very useful to  
investigate the social phenomenon either using statistical, mathematical or computational techniques 
(Laura & Leahey, 2008). Data were collected by distributing questionnaires on the importance of 
convenience attitude, subjective norm, perceived usefulness of website, technological knowledge and 
trust that influenced consumersõ decision to purchase online. All the responses on the study variables 
were gathered on five-point  Likert  scale. The items were adapted from th e previous researches (Ar ef 
& Okasha, 2019; Yi et al., 2016) because they were proved  to be reliable and valid in previous studies. 
650 sets of questionnaires were distributed  among the students aged between 18 to 34 years in five 
universities in Bangladesh based on convenience sampling. University students have been chosen as 
the samples of the study since they are familiar with new technology. Moreover, questionnaire was 
given to only those students who had previous online shopping experiences. Each questionnaire was 
accompanied with a cover letter stating the purpo se of the study, confidentially of the questionnaires 
and instructions on how to answer the questionnaire.  The researcher administered the questionnaires 
and distributed in the classes. 30 minutes were given to answer the questionnaires. Prior to the 
distr ibution, the researcher approached the lecturers for permission to distribute the questionnaires 
to the students. 390 sets of filled in questionnaire were collected back in usable form giving a 
response rate of 60%. The collected data were analyzed by Partial Least Squares Structural Equation 
Modeling (PLS-SEM) method with the support of smart pls software version 2. 0M3.  
 

4. Data Analysis Findings  
In Partial Least Square Structural Equation Modeling (PLS-SEM) analysis, in the first step, the 

data reliabil ity  and validity are established by the PLS measurement model that provides the 
Cronbcah alpha values, items loading, cross loadings, AVE and path coefficient as well as the 
coefficient of determination. The PLS SEM measurement model findings are shown in table 4.1. 
 

4.1 Reliability  

The first step is to assess the reliability and validity of the constructs in the measurement model 
(outer model).  Reliability refers to the internal consistency of data (Hair et al., 2014). Cronbachõs 
alpha and Composite reliabil ity values are used to assess reliability of constructs. For reliability, all 
constructs should have Cronbach alpha values above the threshold of 0.70 (Hair et al. 2012) and the 
composite reliability values of the all constructs should be greater than th e threshold of 0.70 
(Bagozzi& Yi, 1988). 
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Table: 4.1: PLS SEM measurement model output  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

As shown in table 4.1, all the Cronbach alpha and composite reliability values are above 0.70 

which indicates good internal consistency of data (Hair et al.,2012) and the reliability of all 

constructs is established in this study. 
 

4.2 Convergent Validity  
 As shown in table 4.1, all the values of AVEs are above 0.50 which confirms the convergent 

validity of constructs. The absolute standardized outer loadings of items are above 0.50. Chin (1998) 
believes that loadings over 0.5 still be acceptable if there exist other indicators in the block for 
comparison. It is clear from table 4.1 that all the item loadings are greater than 0.50 which establishes 
convergent validity at in di cator level. Therefore, 0.50 and above AVE values of all the constructs and 
0.50 and above values of item loading confirm the convergent validity of constructs in this study.  

 

4.3 Discriminant Validity  
 The square root of the AVE of each construct was compared with the correlation between 

that construct and the other constructs. As shown in table 4.2, the square root of the AVEs exceeds 
the highest correlation between that construct and the other constructs, providing another support of 
discriminant valid it y (Chin 1998; Fornell & Larcker, 1981) of the constructs in this study. 

 
  
 

Variable Items Loadings Cronbach 
alpha 

Composite 
Reliability  

Average Variance 
Extracted (AVE) 

Subjective Norm 
(S) 

S1 0.760 0.827 0.873 0.536 

S2 0.734 

S3 0.738 

S4 0.731 

S5 0.649 

S6 0.775 

Perceived 
Usefulness (PU) 

PU1 0.825 0.735 0.833 0.558 

PU2 0.699 

PU3 0.642 

PU4 0.807 

Attitude (A)  A1 0.780 0.786 0.852 0.538 

A2 0.801 

A3 0.673 

A4 0.645 

A5 0.755 

Trust (T) TR1 0.781 0.750 0.822 0.606 

TR2 0.763 

TR3 0.792 

Technological 
Knowledge  

TK1 0.711 0.788 0.844 0.598 

TK2 0.691 

TK3 0.603 

TK4 0.713 

Online Shopping 
Behavior (OSB) 

OSB 1 0.732 0.825 0.869 0.540 

OSB2 0.616 

OSB3 0.757 

OSB4 0.791 

OSB5 0.601 

OSB6 0.707 

OSB7 0.671 
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Table 4.2: Correlations of Constructs and Discriminant Validity Assessment  
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0
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0
.630 

0
.845 

 
*Square root of the AVE on the diagonal. 

4.4 Coefficient of Determination (R 2) 
 The coefficient of determination (R 2) value indicates how much the independent variab les 

can influence the dependent variable.  In this study, the R2 value is 0.527 which indicates that the 
dependent variable is influenced by the independent variables by 52.70%.  So, the five independent 
variables namely, convenience attitude , trust, subjective norm, perceived usefulness and 
technological knowledge  considered in this study can explain the online shopping behavior by 
52.7%.  

 

4.5 Structural Model Assessment for Hypotheses Testing  
 Having assessed the measurement model for reliability and val idi ty, the next step is the 

hypotheses testing through the findings of the structural model. The hypotheses testing findings 
generated from the PLS structural model are documented in table 4.3.  A hypothesis can be accepted 
if it is significant at 5% (p<0.05) level or if the t statistics is higher than 1.96 (Hair et al., 2014). 

 Table 4.3: Structural Model output for hypotheses testing  
  
Hypothesis  

Path Coefficient Standard Error T-Value P-Value 

A->OSB(H1) 0.339 0.106 3.889 0.000 

SN ->OSB(H2) 0.201 0.061 3.032 0.000 

PU->OSB (H3) 0.145 0.084 1.991 0.046 

T ->OSB(H4) 0.239 0.386 3.574 0.000 

TK ->OSB(H5) 0.198 0.321 2.49 0.022 

  
 Hypothesis 1 which posits that attitude  is positively and significantly correlated with online 

shopping behavior. The table 4.3 shows the path coefficient of this variable is 0.339 and it is 
significant at 1 % level (p<0.01). Thus, there exists a positive relationship between attitude and online 
shopping behavior.  So, Hypothesis 1 is supported. It i s seen from the table 4.3 above that the path 
coefficient of subjective norm with online shopping behavior is positive with a value of 0.2 01 and it is 
significant at 1% level (p<0.01). Since, subjective norm is found to be strongly and positively 
correlated with online shopping behavior,  hypothesis 2 is supported. Hypothesis 3 states that 
perceived usefulness is positively and significantly related to online shopping behavior. Based on the 
path coefficient val ue in Table 4.3, it is clear that perceived usefulness positively and significan tly  
influences the online shopping behavior  (P<0.05) which supports hypothesis 3. Again, t able 4.3 
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shows that the path coefficient value for t rust i s 0.239 which is significant  at 1% level. This result 
shows that there is positive relationship between trust and online shopping behavior. Thus 
hypothesis 4 is supported. Finally,  the hypothesis test findings reveal that technological knowledge is 
positively and significantly associa ted (path coefficient, 0.198; p<0.05) with online shopping 
behavior. Hence hypothesis 5 is supported. 

 

4.6 Mediation analysis  
Mediation is the process in which a variable or variables influence other variables through 

intervening or mediating variables (Preacher & Hayes, 2004). The Sobel test and bootstrapping are 
both recommended approaches for determining the strength and significance of the mediation 
(Preacher & Hayes, 2004). In this study, the mediation effect was examined using the Sobel test. The 
Sobel test uses the path coefficient and standard error of the two paths: Independent variable 
ƂMediator and Mediator Ƃ Dependent Variable (Hair et al., 2014). There is mediation if the indirect 
effect is significant at 5% level (Hair et al., 2014). The present study was designed to test the 
mediating effect of technological knowledge in the relation between the determining  factors 
(convenient attitude, subjective norm, perceived usefulness and trust) and online shopping behavior . 
Table 4.4 shows the findings of mediating effect test. Table 4.4 shows that the direct effect of attitude  
on online shopping behavior is 0.339 while the indirect effect is 0.204. On the other hand, the indirect 
effect is significant at 5% level (P, 0.020; t, 2.879). Therefore, technological knowledge mediates the 
relationship between attitude and online shopping behavior . It is a partial mediatio n because attitude  
significantly influences online shopping behavior . So, hypothesis 6 is supported. 

    Table 4.4: Mediating effect test findings 
Hypothesized 
path 

Direct 
relationship  

Indirect 
relationship  T value  P value  Mediation  

A->TK->OSB 0.339 0.204 2.879 0.020 Partial 
mediation  

SN ->TK->OSB 0.201 0.182 1.472 0.150 No mediation  

PU->TK->OSB 0.145 0.141 2.003 0.048 Partial 
mediation  

T ->TK->OSB 0.239 0.199 1.398 0.141 No mediation  

 
Again, the direct effect of subjective norm on online shopping behavior  is 0.201 while the 

indirect effect is 0.182. Here the indirect effect is not significant at 5% level (P, 0.150; t, 1.472). 
Therefore, hypothesis 5 is not supported and technical knowledge doesnõt have any mediating effect 
on the relationship between subjective norm and online shopping behavior . The direct effect of 
perceived usefulness on online shopping behavior  is 0.145 while the indirect effect is 0.141. Here the 
indirect effect is significant at 5% level (P, 0.048; t, 2.003). Therefore, hypothesis 6 is supported and 
technical knowledge has mediating effect on the relationship between perceived usefulness and 
online shopping behavior. It is a partial mediation because perceived usefulness significantly 
influen ces online shopping behavior . There is no mediation effect of technical knowledge on the 
relationship between trust and online shopping behavior  because the indirect effect is not significant 
at 5 % level. Hence hypothesis 7 is not supported.  

 

5. Discussi on  
The present study was designed to examine the influence of convenience attitude, subjective 

norm, perceived usefulness and trust on online shopping behavior among the university students. 
The data analysis findings revealed that convenience attitude was the most significant followed by 
trust, subjective norm, technological knowledge and perceived usefulness in influencing online 
shopping behavior. Therefore, online platform should concentrate on those issues properly so that 
they can penetrate the market soon. Convenience attitude is a vital factor for choosing online 
shopping platform. The present studyõs findings also supported that convenience attitude is an 
essential determinant  of online shopping behavior. This finding is consistent with  those of Diallo et 
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al., (2013), Husin & Rahman, (2013), Li, Robson & Coates, (2013) who also found in their studies that 
attitude is a significant predictor of human behavior. Hence, online stores should focus more on 
developing positive attitude toward online shoppi ng. To develop positive attitude, online retailers 
should focus on all indicators in the attitude construct sim ultaneously by stressing that purchasing 
online is better than traditional store. The present study also revealed that subjective norm is a 
significant factor influencing online shopping behavior and this finding is similar with th ose of 
Husin & Rahman, (2013), David, Tong, Yin, (2012). Hence the reference group can play a significant 
role in influencing online shopping behavior. Perceived usefulness of the website is an important 
issue for the online shoppers and the present studyõs findings also supported this. Previous studies 
(Hernandez et al., 2011; Ndubisi & Jantan, 2003) also supported that perceived usefulness is an 
important  predict or of onlin e shopping behavior.  It is because of the fact that consumers always 
expect easy and fast access to the website for getting information about the products and making 
transactions. Therefore, online stores should provide various information and high-qualit y goods 
descriptions in the website so that customers can easily choose products and make payment.  Trust 
was found to be significant factor influencing online shopping behavior.  

The result is consistent with that of Kim & Song (2010) who suggested that trust might lead to 
actual online shopping behavior.  Thus, building trust is an important issue for the online stores.  
Technological knowledge was also found to be significant determinant of the online shopping 
behavior. Therefore, this studyõs findings support Dwivedi et al., (2007) who also found that 
perceived technological knowledge is a significant factor for explaining consumersõ intention to 
adopt new technology.  Again,  the mediating effect test findings indicate tha t technological 
knowledge media tes the relationship between attitude and online shopping behavior; and the 
relationship between perceived usefulness and online shopping behavior. Hence technological 
knowledge   is essential for making online purchase. It i s because of the fact that people might want 
to shop online; however, they cannot shop online if they donõt have the technical knowledge to 
operate the technology. With technical knowledge, consumers are more connected, their expectations 
become high and more sophisticated tools are being used for getting the needs satisfied (Jose, 2017). 
Thus, technological knowledge is a vital issue for availing the benefits of online shopping.  
 

6. Implications  and Conclusions  
 The findings of this study bear deep significance both in theoretical and practical aspects. The 

most significant theoretical contribution of this research is the modification of the Theory of Planned 
Behavior Model (TPB). The current research examined that the new theoretical model consisted of 
Convenience attitude , subjective norm, perceived usefulness of website, technical knowledge and 
trust  explained online shopping behavior quite well . The modified TPB is not new to marketing 
researchers however the findings provided different perspectiv e especially in the comprehensive 
onl ine shopping context among the university students in Bangladesh. This model was examined 
through a robust methodological procedure by using Partial Least Square Structural Equation 
Modeling (PLS-SEM) and validated across online shopping context. The findi ngs generated from 
using PLS SEM technique revealed possible drivers of online shopping in the emerging business 
environment.  The present studyõs findings suggested that online shopping b ehavior can be driven by 
convenience attitude, subjective norm, perceived usefulness of website, trust  and technical 
knowledge .  Thus, this study provided a robust understanding of online shopping behavior in a 
developing nation perspective which has extended the existing body of k nowledge in the field of 
online shopping behavior.  

 From a practical perspective, there are several important implications which can be derived 
from the findings of this research. Th rough the findings of this study managers can know the 
consumersõ insights regarding online shopping  behavior from t he specific culture of a developing 
country. This knowledge will help them design effective strategies for expanding their business in 
developing economies.  The finding s of this study suggest that online stores should focus on 
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convenience attitude since this variable was found to  be important for the customers while shopping 
online. To develop positive attitude, online retailers should focus on all indicators in the attitude 
construct simultaneously by stressing that purchase online is better than traditio nal store. In order to 
satisfy consumers and stimulate actual online purchases, online retailers should provide impressive 
experience in online shopping. Delivering a high quality and favorable products and services 
throughout the online shopping experienc e might be important as competitive positioning strategies 
for online stores are essential. This provides immediate insight for online retailers th at convenience 
attitude is an important step in the development of online shopping behavior. In order to main tain 
good perception toward online shopping, online retailers should provide variety of products choice, 
tailored services, easy product comparison and convenient payment process, on time delivery, 
prompt reply to customersõ complaint and 24 hours operation. 

 Online retailers should focus on developing positive attitude for both the new and existing 
customers, enhancing positive word -of-mouth toward s the brand, store reputation, products and 
services provided, so that they can share with their family  members, friends and also promote the 
products on internet.  At the same time, online retailers should provide secure and safe online 
platform to develop confidence among online shoppers. Online stores should build trust among 
customers so that they buy more and do positive word of mouth. Online stores should also concentrate 
on the usefulness of their website. Some customers complained that the products images are not always 
clear and sometimes mismatch with what is in web and the actual products. So, they should  focus on 
investing more on quality image. Moreover, th e statistical finding s revealed that fast and clear website is 
an essential predictor of online shopping behavior. Finally,  through this study it is now clear that 
technologically capable customers favor online shopping. Both the direct and mediating effect  test findings 
reveal that technical knowledge is important for making online purchase. So online stores should think 
how they can make their existing and potential customers more technology friendly for increasing their 
sales. Though the study bears deep significance in different aspects, it has some shortcomings. The 
respondents were only the students while people working or in business might also buy products 
online. Hence the narrower sample segment l imits the generalizability of the findings. Future 
researches may also be conducted taking samples from wide variety of people not only the students.  
 

7. References 
Aghdaie, S. F., Piraman, & A., Fathi, S., (2011). An Analysis of Factors Affecting the Consumer's Attitude of Trust and 

their Impact on Internet Purchasing Behaviour. International Journal of Business and Social Science, 147-158. 
Ajzen, I., (1991). The Theory of Planned Behavior. Organizational Behavior and Human Decision Processes, 179 - 211. 
Aref, M. & Okasha, A. (2019). Evaluating the online shoppin g behavior among Egyptian college-educated community . 

Review of Economics and Political Science,Vol. ahead-of-print No. ahead -of-print.   
https://doi.org/10.1108/REPS -10-2018-0013. 
Chen, L.-d., Gillenson, M. L., & Sherrell, D. L., (2002). Enticing Online Consumers: An Extended Technology 

Acceptance Perspective. Information & Management, 705 -719. 
David, Y. K., Tong, X. F., Yin, E., (2012). Young consumersõ views of infused soft drinks innovation.  Young 

Consumers, 13(4), 392-406. 
Diallo, M. F., Chandon, J.-L., Cliquet, G., Philippe, J., (2013). Factors influencing Consumer Behavior towards Store 

Brands: Evidence from the French Market. International Journal  of Retail & Distribution Management, 41(6), 
422-441. 

Dwivedi, Y.K., Khan, N., & Papazafeiropoulou, A. (2007). Consumer adoption and usage  of broadband in Bangladesh. 
Electronic Government: An International Journal, 4, (3), 299ð 313. 

Emon Kalyan Chowdhury & Rupam Chowdhury (2017). Online shopping in Bangladesh: a study on the motivational 
factors for ecommerce that influence shopper's affirmative tendency towards online shopping. South Asian 
Academic Research Journals 7(4), 20-35. 

Enrique, B.-A., Carla, R.-M., Joaquin, A.-M., Silvia, S.-B., (2008). Influence of Online Shopping Information 
Dependency and Innovativeness on Internet Shopping  Adoption. Online  Information Review, 32(5), 648-667. 

eMarketer. (2018). www.statista.com . Retr ieved December 09, 2018, from  
 https://www.statista.com/statistics /379046/worldwide -retail -e-commerce-sales/ . 
e-cab. (2016). e-cab.net. Retrieved July 10, 2018, from e-cab.net/resource-center/ Bangladesh-e-commerce-sector/.  

https://www.emerald.com/insight/search?q=Mayada%20M.%20Aref
https://www.emerald.com/insight/search?q=Ahmed%20E.%20Okasha
https://www.emerald.com/insight/publication/issn/2631-3561
https://doi.org/10.1108/REPS-10-2018-0013
https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/


The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 216 
 

Fazio, R. H., & Zanna, M. P. (1981). Direct experience and attitudeðbehavior consistency. In L. Berkowitz (Ed.) . 
Advances in experimental social psychology , 14, pp. 161ð202. New York: Academic Press. 

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention, and behavior: An introduction to theory and research. 
Reading, MA: Addison -Wesley. 

Hair, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2014). A primer on partial least squares 
 Structural equation modeling (PLS -SEM): Sage Publications. 
Hernandez, B., Jimenez, J., Martĕn, M. J., (2011). Age, gender and income: do they really  moderate online shopping 

behaviour? Online Information Review, 36(1), 113-133. 
Hu, Y., Sun, X., Jing, Z., Zhang, X., Luo, F., Huang, L., (2009). A University Student Beh avioral Intention Model of 

Online Shopping Based on TAM. International Conference on  Information Management, Innovation 
Management and Industrial Engineering (pp. 625 -628). IEEE Computer Society. 

Husin, M. M., Rahman, A. A., (2013). What drives Consumers to participate into Family Takaful Schemes? A 
Literature Review. Journal of  Islamic Marketing, 4(3), 264-280. 

Internet, w. s. (2018). www.internetworldstats.com . Retrieved July 10, 2018, from  
https://www.internetworldstats.com/asia .htm. 

Internet Service Provider (ISP, 2017). https://en.wikipedia.org/wiki/Internet_in_Bangladesh . 
Internet, W. S. (2018). www.statista.com . Retrieved July 28, 2018, from  
https://www.statista.com/statistics/249562/number -of-worldwide -internet -users-by-region/  
Internet live  stats. (2016).  
http://www.internetlivestats.com . Retrieved May 2019, from  
http://www.internetlivestats.com/internet -users/bangladesh/  
Islam M. Shafiqul (2018). E-Commerce in Bangladesh: Growth and Challenges. IOSR Journal of Business and 

Management, 20(3), 10-15. 
Jose, J. (2017). Impact of Technology on Consumer Behaviour. IRA-International Journal of Management & Social 

Sciences (ISSN 2455-2267), 6(2), 264-267. 
Karim Md Thohidul &, Xu Qi (2018).  E -commerce Development in Bangladesh.  International Business Research 11 

(11). 
Kim, H., Song, J., 2010. The Quality of Word-of Mouth in the Online Shopping Mall. Journal of Research in Interactive 

Marketing, 4(4), 376-390. 
Lai, E., Wang, Z., 2012. An Empirical Research on Factors Affecting Customer Purchasing  Behavior Tendency During 

Online Shopping. (pp.  583-586). Institute of Electrical and Electronics Engineers. 
Liao, C., To, P.-L., Liu, C.-C., (2013). A Motivat ional Model of Blog Usage. Online Information Review, 37(4), 620-637. 
Limbu, M. Wolf, & D. Lunsford (2012). Perceived ethics of online retailers and consumer  behavioral intentions: The 

mediat ing roles of trust and attitude.  Journal of Research in Interactive Marketing, vol. 6, pp. 133-154.  
Macovei, O. I. (2015). Determinants of Consumersõ Pro-Environmental BehaviorðToward an Integrated Model. 

Journal of Danubian Studies and Research, vol. 5 (2), pp. 261-275 
Muhammad, Z. I . (2018, June 05). annex. Asia news. network . Retrieved from  
http://annx.asianews.network/content/bangladesh -e-commerce-sites- basking-eid-world -cup-orders. 
Newagebd. (2017, November 18). www.newagebd.net . Retrieved from 

  http://www.newagebd.net/article/28655/bangladesh -e-commerce-sector-to-grow -to-tk- 900cr-this-year-
report . 

Nordin, J. A., Nik Kamariah, M.  N., (2011). To Investigate the Dri vers of Online Purchasing Behavioral in Malaysia 
Based on the Theory of Planned Behavior (TPB): A Structural Equation Modeling (SEM) Ap proach. 
International Conference on Management, (pp. 453-460). 

Ndubisi, N. O., Jantan, M., (2003). Evaluating IS Usage in Malaysian Small and Medium -sized Firms using the 
Technology Acceptance Model. Logistic Information Management, 16(6), 440-450. 

Orapin,  L., (2009). Factors influencing Internet Shopping Behavior: A Survey of Consumers in Thailand. Journal of 
Fashion Marketing and  Management, 13(4), 501-513. 

Preacher. K & Hayes Andrew (2004). SPSS and SAS procedures for estimating indirect effects 
 in simp le mediation models. Behavior Research Methods, Instruments, & Computers, 36 
 (4), 717-731. 
Rahbar, E, & Abdul Wahid, N. (2011). Investigation of green marketing toolsõ effect on consumersõ purchase behavior. 

Business Strategy Series, 12(2), 73-83. 
Rashed, M. (2017, February 28). www.linkedin.com . Retrieved July 10, 2018, from  

https://www.linkedin.com/pulse/br ief-history -e-commerce-bangladesh-rashed- moslem/.  
Roca, J. J. Garcia, and J. J. Vega (2009). The importance of perceived trust, security and privacy in online trading 

systems," Information Management and Computer Security, 17, 96-113.  
UNCTAD. (2016, July 10). unctad.org. Retrieved from  

http://www.newagebd.net/article/28655/bangladesh-e-commerce-sector-to-grow-to-tk-%09900cr-this-year-report
http://www.newagebd.net/article/28655/bangladesh-e-commerce-sector-to-grow-to-tk-%09900cr-this-year-report


The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 217 
 

unctad.org/en/ Publications Library /tn_unctad_ict4d07_en.pdf.  
Yi Jin Lim, Abdullah Osman, Shahrul Nizam Salahuddin, Ab dul Rahim Romle &  
 Safizal Abdullah (2016).  Factors Influencing Online Shopping Behavior: The Mediating Role of Purchase 

Intention. Procedia Economics and Finance 35 (2016) 401 ð 410. 
Xie, G., Zhu, J., Lu, Q., Xu, S., (2011). Influencing Factors of Consumer Intention towards Web Group Buying., (pp. 

1397-1401). 
Zhu, D.-S., Lee, Z.-C., O'Neal, G. S., Chen, Y.-H., (2009). The Effect of Trust and Perceived  Risk on Consumers'  

Online Purchase Intention. International Conference on  Computational Science and Engineering, (pp. 771-776). 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 218 
 

Prospects of  developing cross -border tourism fo r sustainable 
developmen t of the regions -creating road maps between  

India and Bangladesh  
 

Atish Prosad Mondal  
St. Xavierõs College (Autonomous) Kolkata, India 

 
Keywords  
Cross-border tourism , Archeological artifacts , Road Map, Image creation, Joint tourism 
management 
 
Abstract  
Before partition in 1947, eastern part of India and East Pakistan used to share similar historical 
connotations, archeological wonders, ecological and geographical specialties and socio-economic-
cultural attributes. After emerging of Bangladesh as a country, even in present days the tourism 
exhibits of eastern India and Bangladesh are containing almost identical frame of resemblance. 
The natural world heritage site of Sunderbans as declared by UNESCO with its unique eco-
system and significant tourism potentialities is being divided between two countries. Ancient 
archeological monuments, artifacts, Buddhist monasteries and universities with common history 
are spread in both the countr ies with their unique features and identification. Cultural attributes 
and rural lives of the people of both the countries are alike. 

At present, both the countries are trying to project these tourism and cultural attributes to 
be presented before international tourists and to find a place in world tourism destination map. 
Despite these earnest individual efforts, international tourist footfalls, tourist spending and 
revenue generation from tourism is not significantly enjoyed by any of these countries. As Indo-
Bangladesh relations has reached a new height under the leadership of two visionary leaders and 
both the countriesõ economy are rising- it is the need of the hour for both the countries to make 
concerted efforts to create a road map to project common tourism destinations and tourism 
attributes before international tourism arena on the base of a common platform. Joint tourism 
management policy to be framed at governmental level of both the countries which are to be 
initiated and implemented by tour operators, NGOs, local bodies and other stake holders. 

Common capacity building of tourism infrastructure, sharing of tourism information and 
revenue, joint initiatives of image creation, eco-certification and positioning of tourism 
destinations, joint global marketing of tourism products may be some of the important ingredients 
of the projected road map to be created through cross-border tourism between two countries. This 
unique effort may create new dimension of relationship between two countries. 
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Abstract  
Arch aeological tourism is a prospective tourism form to exalt the country branding. The 

objective of this study is to underline the  4A development to advance Mahasthangarh as an 
exceptional tourism destination in Bangladesh. The authors have used focus group d iscussion and 
observation method among the stakeholders to find out th e eventual results. A longitudinal study 
among the local community people has been conducted to fi nd out how community archaeology can 
develop local economy. Disability access, funding mechanisms, signage and language, new 
technology and social media, marketing and merchandise, coordinated tourism strategies, 
environmental impact assessment, logistics for visitors, scope for vernacular arts and crafts possibly 
in the form of merchandi se sold to the tourists, strategies to mitigate the harmful effects by increased 
footfall of tourists  are included in a brief . Sustainable 4A development can lead the destination to 
reach a new height as well as can support the concerned authorities to ensure adequate facilities and 
flexible accessibility to open the door of archaeological tourism at Mahasthangarh which can turn the 
rural economy of this area into an emblematic example.  
 
 

1. Intro duction  
Tourism is one of the many external forces influencing the direction and options fo r local 

development  (Gildea, Sligo, & Hanrahan, 2009). The role of tourism is important in the context of 
local economic development (Pedrana, 2013). The most established archaeological site "Mahasthan" 
implies an extraordinary p lace situated at a separation of 18 km. north of Bogra town, Bangladesh. 
Mahasthangarh is the most seasoned archaeological site of Bangladesh which is settled on the bank 
of the Karatoa. Mahasthangarh which speaks to a great past of around two thousand and five 
hundred years of Pundranagar, the capital city of old Pundra Vardhan Bhukti. The fortress, the 
strengthened heart of the old city, is rectangular i n design, estimating about 1.523 kilometers (0.946 
mi) long from north to south, and 1.371 kilometers ( 0.852 mi) from east to west, with high and wide 
defenses in the entirety of its wings. Region of the bastion is around 185 ha. The Karatoya, once a 
relentless waterway however now a little stre am, streams on its east. Till the 1920s, when unearthing  
began, within the fortification w as higher than the encompassing zones by more than 4 meters and 
was dabbed with a few straggling ra ised parcels. The defense resembled a wilderness clad mud 
bulwark w ith constrained openings at a few focuses. The defense was 11ð 13 meters (36ð 43 ft) higher 
than the encompassing territory. At its south -east corner stood a mazhar (heavenly tomb). A later  
day mosque (worked in 1718ð 19) was likewise there. 

Unfortunately,  this incredible tourism resource of archaeological, religious and historical 
values could not draw the attention of adequate number of tourists to upgrade the tourism industry 
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and local economy. However, an approach  to archaeological resources management consistent with 
national realities  includes involvement of comm unities, groups, assuring professionals in the field, 
and finally reinforcing the institution charged with administerin g cultu ral resources by updating 
personnel and orienting them toward educa tion at all levels, and by taking care that site exploitation 
be truly sustainable.  

Hence, a proper understanding is required to unveil the issues that impede the touri sm 
development over there. The extant tourism related studies in this context in most o f the cases 
highlighted the potential of the destination to dev elop different forms of tou rism such as 
community -based tourism. However, very little has been documented add ressing the barriers of 
tourism development in this context. Considering this phenom enon, the current study aims to 
develop an in-depth understatin g of the barriers relevant to the touri sm development, Bangladesh. 
This study follows a qualitative case stud y approach. 

 

2. Literature Review  
Archeologi cal tourism is a type of social tourism, which plans to advance open enthusiasm for 

prehistoric studies  and the preservation of recorded locales (Hasan & Jobaid, 2014). Arch aeological 
tourism can incorporate all items related wit h open archaeological advancement, including visits to 
archeological destinations, exhibition halls, elucidation focuses, reenactments of recorded events, and 
the rediscovery of indigenous items, celebrations, or theaters (Mazzola, 2015). 

Archaeological tourism is a kind of cultural  tourism and a very complex segment of the 
ôtourism industry,õ its supply is diverse and versatile. The future positions of the di scipline will 
probably be strengthened both directly and indirectl y as with the change of the recreational needs 
the aim to get acquainted with the cultural values is  strongly increasing  (Csapo, 2012). 

Arch aeological locales require another administration and improvement structure to address 
the weights coming about because of an expanding enthusiasm for archeological tourism. Th e role of 
archaeological tourism in social and economic development is remarkable (Ullah, 2014). With the 
development of world tou rism, Bangladesh is turning into another goal on the planet vacationer 
outline. As per UNWTO, the b est 15 goals ingested 98 percent of all universal traveler entries in 1950. 
In 1970 the extent was 75 percent, which fell further to 57 percent in 2007. Moreover, the tourism 
sector in Bangladesh has been progressively mounting from mid -nineties to till no w (Dabour, 2003). 
It has a great scope to develop tourism sector by  applying new policies and strategies  (Karim, 2014). 
Arch aeological tourism in Bangladesh, as a section of the bigger tourism industry, can be the 
significant supporter of aggregate tourism  profit. Remote visitors coming to Bangladesh see 
archeological and verifiable places to start with, while their second decision i s beautiful excellence. In 
spite of the fact that supportability of legacy tourism has turned  into a noteworthy worry from the  
points of view of both sch olastics and professionals, the lion's share of research and studies have 
tended to comprehend the social and instructive issues of legacy tourism as opposed to 
concentrating on the utilization of  manageability in a functional se tting  (Schmutz & Elliott, 2 016). The 
cultural materials, unique elements and verifiable data demonstrate that Mahasthangarh saw more 
than 1000 years human exercises as focal place with political, efficient and religious capacities in a 
long-haul point of v iew (MD. RIFAT -UR-RAHMAN, 2 014). 

Despite of having great potentials  of Mahasthangarh, there is no research work to make it a 
disti nct tourist destination. Th e author did not find any research which can propose and clarify a  
framework for sustainable management through  4Adevelopment of Mahasthangarh to contribute for 
the local economy. So, the authors have selected this site as a significant resource to safeguard 
community people by giving opportunities to earn by selling arc haeological commodities. 
 

3. Profiling the Study Setting  
ôMahasthanõ means a place that has sanctity and ôgarhõ means fort. So, Mahasthangarh was 

named for its hallowed fort. Mahasthan was f irst mentioned in a Sanskrit text of the 13th century 
entitled ôVallalcharitaõ. It was stated in another book ôKorotoa Mahattaõ, circumstantially written in  
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12thð13th century. The same manuscript also mentions two names of the same place ð Pundrakhetra, 
land of the Pundras, and Pundranagar, city of the Pundras. In 1685, an administrative decree 
described the place as Mahasthangarh. This earliest and largest city, fortified by mud and red bricks, 
measures 1,525 metres long to north -south, 1,370 metres to east-west and 5 meters high from the soil. 
Hashanah is in the Mahathat village in Shibganj upazilla, 1 3 kilo metres north to Bogra town. In the 
primeval period, civilisation was established based on a river so that the water way could make 
communication easier along with road communication. Mahasthan  was situated on the western bank 
of river Korotoa. Anoth er significant feature that  was considered as a precondition for such 
establishment was its security system. To ensure security preparations, building fort w as necessary 
then (Daily Sun, 2017). 

With a unique combination of vast landscape, archaeology, architecture and history, 
Mahasthangarh was declared as the cultural capital of the South Asian Association of Regional 
Cooperation (SAARC) on November 24, 2016, by a SAARC Cultural Centre team, led by i ts director 
Wasantha Kotuwella from Sri Lanka (The Daily Prothom Alo, 2016). From the archaeological 
indication, it is proven that Mahasthangarh was the capital o f the Mauryans, the Guptas, the 
Buddhist Palas, the Hindu Sen dynasties kings and Muslim leaders in the later period. Primarily it 
was found as Varendra-bhumi or Barind tract, wh ich encompasses the northern districts of East 
Bengal. 

As a Bhukti or administ rative province of the Gupta Empire and later Kingdo ms, Pundra 
Vardhana was a greater territory, containing a large segment of even southern West Bengal. Beyond 
the citadel, other ancient remains were found within a radius of 7 -8 kilo metres in a semi-circle in the 
north, south and west, which testify the e xistence of extensive suburbs. It is worth quoted that 
Xuanzang, the famous Chinese pilgrim visited  Pundra Vardhana (pan-na-faan-na) in between 639-
645 AD. Eminent British historian and archaeologist Alex ander Cunningham rightly identified the 
present Mahasthangarh as Pundranagar following the description of Xuanzang (Current - Affairs, 
2017). 

The first archaeological excavation was carried in the area in 1928-29 under the supervision of 
the then leading archaeologist Kashinath Narayan Dikshit. The excavated mounds were Bairagir 
Bhita, Munir Ghon an d Govinda Bhita. An excavation in 1934-36 by Nani Gopal Majumdar exposed 
a gigantic shrine or stupa plinth built in the terraced cellular style of construction. A fter a long gap 
the excavation was resumed in 1960-61 to continue till 1988. It got a new momentum with the joint 
venture of Bangladeshi and French archaeologists in 1993.   

In the first phase, the operation was concentrated in the middle of the eastern rampart area. 
Then in the second phase the excavation sustained around the mazar area till 2000. These expeditions 
have revealed a long cultural sequence raging from 4th century B. C. to 15th century A.D. Mud and 
brick -built houses, roads, drains, wells, temples, mosques, gate ways, bastions of preMauryan, 
Mauryan, Gupta, Buddhist Pala, Hindu Sen dynasties and the Muslim period have been successfully 
unearthed in 18 building levels ( Wikipedia).  
 

4. Methodology  
The study is qualitative in nature. Focus group di scussion and observation method has been 

adopted to find out the ins and outs. The respondents for focus group discussion were 15 employees 
of the department of archaeology, Peopleõs Republic of Bangladesh, 50 local representatives and 15 
experts of archaeological attraction preservation and management. The study has been conducted in 
last January to March 2018. 

Convenience sampling was used to select the tourist participants and the local people, and 
judgmental sampling was used to select the tour operators and institutional representatives. The 
researchers decided to stop interviewing when they ob served data saturation.  

This study has adopted the six-stage thematic analysis process for the qualitative data 
suggested by Braun and Clark (2006). These stages are getting familiar with the data (transcribing 
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and repeatedly reading the data), generating initial codes, and collating  codes into  potential themes, 
reviewing the themes, refining the them es, and producing the final report. Interviews were 
transcribed first and then translated to the English.  In transl ating the data, the authors ensured 
accuracy by cross-checking the translated files three times altogether. Thereafter, the researchers read 
the interview transcripts a few times to get a thorough unde rstanding of the whole data set. Later, 
the interview t ranscripts were coded manually and categorized under the potential themes, which 
were refined and defined correspondingly to f inalize for  fi nal reporting.  

 

5. Limitations to the study as well as sco pe for future research  
The study has been conducted by self-funding  and within a very short timeframe. The tourist 

and local participants were selected through convenience sampling. Unless all the stakeholders come 
together to boost the destination, the study will be limited only in papers. On the contrary, the study 
paves the way for future research in terms of conservation, marketing, inclusive destination b randing 
and many more. 

 

6. Finding s and Discussions 
6.1 Attractions 

1. Attractions- hotel, watch tower, park, shopping area/local market: For this A the auth ority 
can establish an economy hotel which will be eco-friendly building conforming to internationa l 
standards. òThis will be a real green building as each, and every area of the building has been 
designed such that it will ensure an efficient use of water  and energyó. Target Market will be mainly 
Domestic tourists and a few outbound tourists. It will b e an economy hotel with some additi onal 
facilities for touristõs betterment.  

 

Table 1. Key themes and issues summarizing the study findings  
Base theme Sub-themes Emergent issues 

 
Tourism 
development 
challenges/b
arriers  

Infrastructure  Transport problem  
Accommodation problem  
Poor restroom facili ties 
Poor refreshment facilities 

Planning and management Lack of planning  
Poor management 
No idea about carrying capacity  
Budget constraint 
No authority to control transport fa cilities 
Lack of promotional activiti es 
Lack of coordination  

Awareness of local people Illiteracy  
Lack of tourism knowledge  

 
1.1 Structural Development: USGBC is a membership based non-profit  organization that 

promotes sustainability in how buildings are designed, built and operated. So fa r, 49 projects from 
Bangladesh have been registered with USGBC. The authority can pursue the first LEED (leadership 
in energy and environmental design) plati num certification for a commercial green building in 
Bangladesh. They can also register our plan with the US Green Building Council (U SGBC). 

1.2 Watch Tower: There can be a watch tower for tourists. So that tourists can have a look on 
the beauties and the sustainability of this heritage site can be maintained. Tourists will not need to 
climb on the attr action. 

1.3 Archaeological Park: An Archaeological Park is a prospective tool for Local Sustainable 
Development. The authority can establish an archaeological park to enhance and preserve the 
beauties of this site. Research facilities are to be there to encourage young generation to contrib ute 
for the tourism sector. The authority will encourage locals to make replicas to enhance the beauty of 
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this park which will embellish the park as a green area. Different archaeological attractions and signs 
will be shown there. 

1.4 Local Market/ Shopping Area development: The authority can establish or renovate the 
existing market. The authority can establish two types of m arket with different products. The first 
market is the market of crafts. The main product of the market is various handicrafts  which w ill 
focus mainly on the age-old  tradition. The authority can sel l traditional jamdani sharees, nokshi 
katha, bamboo made utensils, various silver made ornaments, and soil made utensils in the market. 
Tourists may buy these as souvenirs which are mainly to remind  them about their journey and 
visiting experience. Here, the authority can engage the local people with this business to earn and 
maintain their livelihood by selling those items. On the other hand, the authority wi ll set a market 
which will mainly sell tr aditional food of Bangladesh. In Bangladesh there are different cuisines in 
different places. That tourists can enjoy different local cuisines at the same place. In this case, local 
community can be engaged as well. In case of merchandising the local made products, local 
government has a great role to play by arranging fairs and exhibitions at different times.  

 

6.2 Accessibility 
Internal and External Transport: There are many ways to go to Bogura such as bus, train 

everything is available. But  problem is in internal transport to visit Mahasthangarh, Hazrat Shah 
Sultan Majar, Gobinda Vhita, museum and others. The roads are to be constructed as spacious and 
smooth enough to drive the transports. The front desk of the pr oposed economy hotel will a lso deal 
and provide with internal environment friendly transports like:  Auto Rickshaws, Rickshaws, Easy 
Bikes and so on. Disabili ty access must be ensured to establish this place as an international tourist 
spot. 
 

6.3 Amenities 
Accommodation, Food and Beverage, Entertainment, Tour Guide: The logistics for visitors 

travelling from Dhaka and other population centres  are to be provided to retain tourists for longer 
level. The proposed economy hotel will be able to serve the tourists of all income levels. Food and 
Beverages will be served in a hygienic manner. Some of local food, recognized curd will be served 
specially. All the Bengali food will be cooked. Some foreign menus will also be served there. 
Entertainment can be provided by arranging cultural events by local performers. Locals can arrange 
cultural programs, dance or musi c shows. Thus, they can also be benefitted financially. The local 
culture will get a chance to revive.  
 

6.4 Ancillary Services 
Guides, local Organizations, clubs, welfare associations: The authority  can launch Zero 

archaeological damage program through establishing a club of youth. The authority can have reward 
program for local organizations who will try at their level best for preservation of this site. The  hotel 
authority will also p rovide tou r guide to help people to learn the history to spread positive  word of 
mouth and bring more tourists by achieving the to uristõs lifetime equity. 
 

7. Sustainable development initiatives  
Environmental Impact Assessment and carrying capacity analysi s are prerequisites to ensure 

sustainable tourism development.  Both fund ing and operational mechanisms should be decided 
through PPP (Public Private Partnership). New technology such as database management system 
could be applied  to count the tourist flow and to restrict the number of tourists visiting this 
destination in a day. There is also scope for vernacular arts and crafts possibly in the form of 
merchandise sold to the tourists by the local people. Social media and positive  word of mouth could 
be great marketing tools. A site of this significance requires constant upkeep and increased footfall 
by tourists might cause harm to the site, and thus it is important to adopt  coordinated tourism 
strategies there are to mitigate such activity  
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8. Conclusion  
In recent times, tourists want variety of tangible and intangible services while visiting a tourist 

spot. Although  this notable archaeological site would have some limitations to fulfill the demands of 
modern tourists in the upcomi ng days. Whereas, there is a lack of necessary amenities and proper 
representation of heritage, archeological and other resources is not prevalent. For analyzing future 
perspectives of archaeological sites that could be confronted in the region, it is imperative t o mention 
some issues like gradual moldering of the real shapes of the relics, threat of alternative tourism 
products, insufficient tourism services and absence of trained tour guide as well as lower carrying 
capacity. This research has been conducted to resolve the future and present tourist demand and 4A 
development according to the needs of tourists of all categories. Local people can play the most vital 
role to minimize the limitations to meet future challenges. The 4As "Attraction, Accessibilit y, 
Ameni ties, Ancillary Ser vices" deployment are collectively applicable to the Mahasthangarh and 
overall tourism sector of Bangladesh while there should be a prioritized applicability of accessibility 
to draw the attention of numerous tourists. The mode o f transport w hich ensures accessibility to 
Mahasthangarh itself can be a tourism attraction to add extra value in case of visiting this remarkable 
destination. Moreover, adequate number of activities and traditional or nontraditional recreational 
facilitie s can boost tourism to a greater extent. However, through proper planning and implications 
the authority might go a long way to attract tourists to this arch aeological attraction by the 
development of 4A appropriately.  
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Abstract  

Tourism marketing strategies can divert the demand of tourism towards new destinations 
and new forms of tourism. The development of new forms of tourism can arise due to peopleõs 
demands, choices, destinations resources and promotion. These factors attract the future segment 
of tourists and increase the number of tourist arrival. òDark tourismó is a currently recognized 
term whereas splendid tourism is an identical novel idea. In òDark tourismó the monuments are 
the symbols of some tragic history of the nation. Splendid tourism is a special interest tourism 
which is related with a destinationõs glorious history, indestructible struggle and magnificent 
memorials. The history represents the transformation of a nationõs pain into happiness, grief into 
inspiration and struggle into celebration. The main purpose of the paper is to elucidate the 
concept of splendid tourism as well as increase the awareness and to highlight tourism 
destinations by linking the form of splendid tourism with the history of International Mother 
Language Day and Liberation war of Bangladesh. It  also emphasizes to increase the international 
tourists in Bangladesh for the contribution in tourism industry. In this paper, the significance of 
the unique concept of splendid tourism has been underlined and some recommendations have been 
provided for further studies by focusing the splendid tourism destinations as the most tourist 
potential sites in Bangladesh. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 226 
 

Ready-made garments inclusion : A study on science and technology park 
of Extremadura, Spain 

 

Samsul Alam  
Gouranga Chandra Debnath  

Department of Business Administration,  Faculty of Business and Entrepreneurship 
Daffod il International  Universi ty, Bangladesh 

 

Md. Ariful Isl am 
Department of  Management Information Systems, Faculty of Business Studies 

University  of Dhaka, Bangladesh 
 
Keywords  
Badajoz, ready-made garments, science and technology park of Extremadura, Spain 

 
Abstract  

The ready-made garments (RMG) can have a noteworthy contribution to the economy of a 
country when it possesses a noticeable application of technology and innovation in its design 
attractiveness, healthier aspects of body and environment. The primary purpose of this study is to 
show the relevance of including RMG sector in Science and Technology Park of Extremadura 
(PCTEx), Spain in Badajoz zone. Based on the study result, it is proposed to include this 
promising sector in this area that has impact. The conclusion finds that the PCTEx can include 
the sector in this area that can ensure greater impact in social and financial gain of the economy. 
The study follows case study method and the results produced based on face to face interview 
using unstructured open-ended questionnaire. The findings support that if this industry tends to 
run and is supervised by the PCTEx authority in Badajoz, with the influence of this non-
government association, it will flourish with its superior performance and in turn will contribute 
to the development of the region by creating employment opportunity for a number of unemployed 
people especially for women and to the country economy as a whole. The availability of low-cost 
human resources especially high-tech equipment and industry-friendly environment all work 
behind the motivation of the inclusion of this industry in Badajoz, Spain. 
 

1. Introduction  
The textile and clothing industries a re necessary in economic and social terms, in short-run by 

providing inc omes, jobs, particularly for ladies  and in the long-run  by providing countries the 
opportunity for sustained economic development (Keane and Te Velde, 2008). In 2002, textile and 
apparel manufacturing accounted for û380 billion in global exports, representing 6 % of world trade 
where 8% of in world manufactured goods. 

Ready-made garments are factory-made finished textile merchandise of the vesture trade. They 
are not custom tailored according to measurements rather generalized according to anthropometric 
studies. They are made from many different  fabrics and yarns. Their characteristics rely on the fibers 
utilized in their manufacture.  The first RMG factory was established in New York in 1831. During the 
American Civil War , the need for ready-made uniforms helped the garment sector grow in the 
Uni ted States. Near the end of the nineteenth century, there were changes in societal views towards 
RMG. Near the end of the nineteenth century, there were changes in societal views towards RMG. 
They were no longer seen as only for the lower classes but also for the middle classes. In the late 
1860s, 25% of Garments produced in the US was ready made but by 1890 the portion had risen to 
60%. By 1951, 90% of clothes oversubscribed within  United States were ready made. During the same 
time, two -thirds of garme nts sold in France were ready made (Wikipedia Contributors, 2014) . 

In the early years of the 21st century, the largest importing and exporting countrie s were 
developed countries including the European Union  (EU), the United States, Canada and Japan. The 
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Multi  Fibre Arrangement (MFA) ruled  the globe in exchange of textiles and clothes from 1974 
through 2004, imposing quotas on the developing countries in export to developed countries that 
expired on 1 January 2005. At the General Agreement on Tariffs and Trade (GATT) Uruguay Round, 
it was decided to bring the textile trade under the jurisdiction of t he World Trade Organization 
(WTO) which is beneficiary ar rangement for European and other developed countries to expand this 
sector (Wikipedia Contributors, 2005) . 

Many researchers have worked on the RMG sectors and its impacts on national economy 
(Jahan, Zaman and Kamal, 2013). While China has started losing their attractiveness in, several Chief 
Purchasing Officers of United States of America (USA) and Europe moved and scrutinized their 
sourcing decision toward Bangladeshi RMG sector which has achieved a substantial development in 
this sector for this country (Berg et al., 2011). Bangladesh experienced its worst ever industrial 
disaster on 24 April 2013, when the Rana Plaza building collapsed, leading to over 1,100 fatalities. 
After that devast ating disaster, several commitments have been made for improv ed factory 
standards. However, while systemic refor m is taking place in Bangladesh, the improvements are 
from a low base and significant challenges remain, including funding of factory remediation, labor 
standards, poor infrastructure and various challenge s to the sustainability of doing business in 
Bangladesh (Carlsson-Sweeny, 2014). The freeing of trade in textiles and clothing has created a 
formi dable challenge to the Bangladeshi RMG industry. Dependence on foreign raw materials, 
political instability, t urbulent  economy, high bank interest rates, lack of government incentives, poor 
knowledge of international marketing , port problem, poor infrastru cture and labor union are some of 
the internal problems of Bangladeshi RMG sector. However, i n Bangladesh, RMG growth is 
overwhelming. There wa s only 5 Garments Company in 1971 which grew tremendously and  reached 
to 12,000 between 2005 and 2012 with a 6.77% growth rate per year. This sector contributes 17.9 
percent share to GDP during 2006-2012. 

It is a matter of great interest that RMG sector is healthy and handsome due to the contribution 
of Bangladeshi women from the beginni ng of the garment industry.  Women in Bangladesh have 
traditionally been excluded from takin g part in social, political and economic activiti es by means of 
institutions such as for the veil. The rise of the RMG industry in Bangladesh since the 1970s has 
provided women with opportunities  to work outside the home for wages. This change coincided 
wi th changes such as a decline in the rural sector, increased emphasis on girlsõ education and 
campaigns to improve womenõs health and reduce fertility. As a result of these changes, the social 
exclusion of women has reduced considerably. The impact of the industry on womenõs exclusion is 
mixed. Women have bigger economic independence, respect, social standing and ôvoiceõ than before. 
However, harassment and exploitatio n persist. Given the necessary changes that this trade helps to 
bring into womenõs lives, stakeholders should focus attention on making the  industry  a more 
humane and sustainable option for them. In 2012, there was 83% female participation  in Bangladeshi 
RMG industry.  From the beginning of this industry , poor Bangladeshi women are playing vital role 
to the prosperity of this industry and national development (Jahan, Zaman and Kamal, 2013; Khosla, 
2009). According to Bangladesh Garment Manufacturers and Exporters Association (BGMEA), nearly 
two million women workers were directly,  and more than ten million people were indirectly 
associated with this ind ustry  in 2013. On the average, this sector alone fetches 80% of the total export 
earnings of Bangladesh (Ahamed, 2014). Despite sturdy economic process and large job creation, 
employment condition is  still backward for the workers of this sector . They work  for as little as û50 
per month that should be at least û133 in Bangladesh, whereas the living cost of Bangladesh is much 
higher than that . However,  as cheap labor is one of the main factors behind the boost of this sector, 
too high wage may harm this indu stry severely (Salam and McLean, 2014). 

Contribution o f Textile Industry in Pakistan e conomy found to be 46% share in manufacturing, 
54% in export earnings, 8.5% in gross domestic product (GDP) and 38% in employment (Shah, Syed 
and Shaikh, 2014). 3.25 mill ion tons of clothing and textiles flow through the United Kingdom ( UK) 
each year ð approximately 55kg per person. Of this, around half is imported as textile merchandise, a 
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quarter as ôintermediate productsõ (mainly fabric and yarn) and the rest as fiber  (imported or 
produced in the UK). Approximately , two thir ds of the imports of fibers , yarns and fabrics to the UK 
are man-made. The UK exports 1.15 million tons of clothing and textiles each year, comprising fibers, 
fabric and some completed product s ð mainly clothing and carpets. One fifth of the U nited 
Kingdomõs annual consumption (by weight) of wear and textil e merchandise is factory-made within 
the UK. Consumers in the UK spent about û1,130 per head per year, purchasing around 2.15 million 
tons (35kg per person) of which one eighth is sent for re-use through charities and the rest is 
discarded. The UK clothing  and textile industry employed  around 182,000 people in 2004 split evenly 
between clothing and textiles (Allwood et al., 2006). 

The European textile industry has been experiencing a pointy decline in the past 5 decades. 
The European textile industry has been facing an extended amount of decline, rising international  
competition  and relocation to low income countries. Concerning quality of jobs , high-end fashion 
and stitching pr oduction provide a mixed picture . In the market section of high-end fashion, eco-
friendly product and eco -labels perceived as opportunities for niche market m ethods, however 
recently not for mass markets, as high social and environmental standards lead to higher production 
costs (Martinuzzi et al., 2011). Although, around 300 small Spanish manufacturers closed their 
businesses and other international players reduced their presence in Spain because of the general 
economic panorama in Spain is worsening, with high unemployment rates, reduced purchasing 
power and political uncertainty, c onsumers are likely to continue investing in clothing, both in fast, 
low -cost fashion or for the big names of international players, although the amount of their savings 
destined for clothing expenditure is unlikely to increase rapidly (Euromonitor Internati onal, 2013). 
Since the manufacture costs were so low in other countries, this sector has been disappearing day by 
day from  the region. Though large expansion of RMG sector seen in world economy, Spain rarely 
emphasizes on this sector, but it has the potential to get advantage by allowi ng and giving investors 
opportunities and suppo rt. 

Although, several studies seen in the field of RMG sector in developing countries and some are 
in developed countries, very few can be found on Spanish economy as the sector gets inferior 
importance by the policy makers. The Association of Science and Technology Parks of Spain (APTE) 
is spread throughout the nation, it has tremendous importance in economy that encourage 
developing, innovating and marketing techno -based products where textile and RMG industr ies are 
omitted. Due to demand of techno based RMG products and the need for innovation in the industry , 
there is the need of studying to find  the feasibility of RMG inclusion in APTE.   However , PCTEx is 
one of the parks of APTE, thus realizing the socio-economic condition of the region; the researchers 
chose that arena (Badajoz) to find out the relevance of RMG inclusion at PCTEx. 

This study is organized as firstly, the theoretical background  in introduction section. Here, the  
motivation and scope also shown . Then, the next section discusses the general and specific objectives 
consequently the contrition of the study , then the methodology used in the study described. The 
remaining parts describe the Association of Science and Technology Park of Spain and the Science 
and Technology Park of Extremadura. In the fifth section, the relevance of including RMG sector in 
PCTEx is discussed. Moreover , after data analysis, the final section focuses on the concluding 
remarks and the actions recommended for the target audience. 

 

2. Research objective and significanc e 
No study found that is based on the proposal for including RMG sector in the Science and 

Technology Park in Spain. The researchers tend to show the relevance of adding this prom inent 
sector in Badajoz region that will produce techno -based RMG products to  meet the needs of the age 
by having opportunity to run their business profitably which can pursue technological innovation in 
its operation and thus contribute to  the economy as a whole that is the primary ob jective. The specific 
objectives include : (i) giving  guide to the established and emerging RMG companies from home and 
abroad having chance in doing business in the region of Badajoz province, (ii) creating employment 
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opportun ity especially for the women i n the specified area, (iii) makin g wealth maxim ization by 
expanding the scopes of the PCTEx, (iv) bringing scopes for expanding business for RMG companies 
from home and abroad and creating opportunity to br ing innovation in RM G products. 

There are significant contributions o f this study . PCTEx as well as The APTE will have the 
opportunity to enlarge their strategic plan of innovation. This study would be helpful in playing role 
by PCTEx, APTE, RMG company policy makers to the development of these areas as well as the 
country economy. 

 

3. Research questions and methodology  
The study seeks to answer two  questions. Why should PCTEx include RMG in Badajoz zone? 

How can RMG sector contribute to the park and the economy? To answer these questions, the study 
follow ed a qualitative appro ach in the form of case study . This is a descriptive study done based on 
primary data source by interviewing the associates working in the association of PCTEx based on 
open ended unstructured questionnai re and observation methods. The secondary data are collected 
from the association website, different j ournal artic les, working papers, internet and government &  
non-government sources. The study result is made based on the information gathered from  face to 
face interview  and observation as well as from the previous study result.  

 

4. APTE and PCTEx 
APTE is a non-profit association where technology-based companies are registered to conduct 

their  business in support of the park authority . According to Apte.org  (n.d.), the ins and outs of the 
association found in their website discussed in this section. The main objective of the parks is to 
collaborate, through empowerment and dissemination of scientific and technological parks, renewal 
and diversification of pr oductive activity, technologic al progress and economic development. It is an 
important part o f the Spanish System of Science and Technology company. The members of the 
APTE are science and technology parks located on 17 different autonomous regions in Spain. The 
companies and instituti ons located at the parks are the best reference of Spanish System of 
Innovation.  24 of these parks are sponsored by universities and 46 Spanish universities collaborate 
with them. In 2015 these parks located 7736 entities that billed 24.427 million euros. These companies 
provid e employment to over 158,950 people, of which 31,243 are engaged in R&D. The diversity of 
the promoting  entities (autonomous regions, Universities, state-owned and private companies) 
converts the APTE in a network . It is in the headquarters of the Technology Park of Andalusia 
(Malaga) and was created in 1989 by the managers of the first 6 parks that were created in Spain. 
APTE is an affiliate member of the International Association of Science Parks and Areas of 
Innovation (IASP).  It currently has 64 member parks scattered throughout the Spanish geography, 48 
of them are Full members, 15 are Affiliates that are under development, and finally 1 member is 
Collaborator.  It had 500 member companies, 13,000 employees and 4,777 research and development 
(R&D) employees with  û1,064,000 turnovers in 1997 which reached to 6,452 companies, 151,562 
employees and 30,968 R&D employees with turnover û22,327,000 in 2014. During 2014, the APTE 
have invested 1,112 million euros in R&D activities.  The main sectors of the companies located in the 
Parks are (i) Aeronautics and Automotive 2. 6 %, (ii) Training  and Human Resources 3.8 %, (iii) 
Information, Computing and telecommunications 22 %, (iv) Medicine and Health 6. 2 %, (v) 
Agriculture , Feeding and Biotechnology 4.6 %, (vi) Electronics 2.3 %, (vii) Indu stries 4.6 %, (viii) 
Engineering, Consultancy and Advising 14. 8 %, (ix) Energy and Enviro nment 4.1 %, (x) Centers of 
companies 1 %, (xi) Technology centers and R&D 43%. 

PCTEx, Badajoz is located at University of Extremadura, Badajoz campus, Spain. Here, they 
developed new products and processes to be transferred to the market in collaboration with 
researchers of the University of Extremadura and other technological centers. PCTEx is a community 
where the interaction and transfer of knowledg e between researchers and entrepreneurs, with a clear 
focus on innovation is enhanced. It works as the generator of wealth and employment in the region 
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of Extremadura. Near 80 companies are registered in this park. These companies employ more than 
1200 workers. 

According t o the article No. 6 of APTE statutes, the physical or legal entities, state-owned or 
private -owned companies interested in the promotion and the development of Science and 
Technology Parks, are suitable to become members of the APTE. APTE has two types of members: (i) 
full members and (ii)  affiliated  members. The full members are active parks and the associated 
members are parks in project. The Full member admission fee is û1500 plus value added tax (TVA ) 
(only once). These members must pay û3,446.59 plus TVA in two half yearly installments of 
û1,723.29. The Affiliated memberõs fee is û1,723.29 plus TVA to be paid in two installments  of 
û861.64. The Association has achieved an important position in the Science and Technology System 
of Spain and in the process of new economy integration and the new society of knowledge. For this 
reason, APTE invite the companies and institutions with interest in the develo pment of Science and 
Technology Parks to join the APTE. Organizations, projected parks or institutions interested in 
developing science and technology parks that wish to become affiliate / associate members of the 
APTE require submitting  a presentation of the project, together with the documents: (i) here must be 
a suitable site for the park, (ii) name of the initiative, (iii) name of the promoters, (iv) a rticles of 
incorporation, if drawn up, (v) information about target sectors, (vi) i nformation regarding l ink s with 
the scientific sector, (vii) n on confidential informati on related to the business plan and others. 

One of the most important lines of work of the association is promoting collaboration between 
parks, their enterprises and other organizations. The objective of APTE R&D Experts Network 
Project, in which Ministry of Science and Innovation and APTE work together, is promoting 
knowledge and technology transfer in the science-technology-enterprise system. Five actions to be 
carried out in this project:  (i) Knowledge transfer activities, (ii) Enterprises support activities, (iii) 
Internationalization  of business activities, (iv) Control of project submitted to Ministry of Science and 
Innovation calls, (v) International Excellence Program support.  The objective of APTE COPIT Project 
(Cooperation program between Trading states and Technology Parks) is increasing the 
competitiveness and the business opportunities of enterprises located in technology parks and 
trading states by a cooperation program. The Minis try  of Industry, Touris m and Trade, EOI 
Foundation, APTE, Spanish Coordinating Committee of Trading states (CEPE) and ENISA 
participate in this program.  Four actions to be carried out in this project  are: (i) Cooperation between 
enterprises located in technology parks and tradin g states, (ii) Trading states census and analysis, (iii) 
Common services supply to trading states, (iv) New enterprises support.  There aren´t any textile 
industry or RMG company in PCTEx till now.  

 

5. Relevance of RMG inclusion in PC TEx 
In 2000, the worldõs consumers spent around û0.92 trillion worldwide buying clothes. Around 

one third of sales were in Western Europe, one third in North America and one quarter in Asia. 
Today, clothing and tex tiles represent about 7% of world exports. Globally, clothing and textiles 
production expe rienced around 26.5 million  workforces in 2000. More than one-fourth of the worldõs 
clothing and textiles  production  is in China, which has a fast-growing  internal market and the largest 
share of world trade. In case of clothing and textiles exporting, w estern countries are still vital 
exporters particularly Germany and Italy in clothing and the USA in textiles. Output from the sector 
is growing in volume, but prices are dropping, as is employment, as new technology and v ertically 
integrated structures supp ort improved productivity. The sector is freer than for many years 
following the phasing out of international quota agreements in 2005  that open out facilities for Spain 
in this sector, but plenty of agreements that distort the free-market still existðwith  USA government 
subsidies of cotton farmers being prominent (Allwood et al., 2006). To gain competitive advantages 
in European textile and clothing industry, investments in R&D are necessary, requiring financial 
resources and skilled staff. As a result, the production costs are expected to be decreased, the product 
quality should  be improve d, and the environmental impact be reduced  (Martinuzzi et al., 2011). The 



The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 231 
 

PCTEx currently has 64 member companies included in various sectors. It is in 2 different provin ces 
in Badajoz and Cáceres where Badajoz alone has 59 companies and the other has 5 in number. In 
collaboration with the International Association of Science Parks (IASP), the techniciansõ network 
promotes the cooperation between Brazilian, Chinese and Eastern Europe enterprises and Spanish 
enterprises. Brazil is the best access to Latin American trade, China offers great business 
opportunities to Spanish enterprises and Eastern Europe is the beginning of the collaboration with 
Estonia, Latvia and Lithuania  companies. APTE works wit h three organizations in each of these 
countries in order to promote cooperation. This program allows Spanish enterprises make 
international technology and knowledge transfer, develop new business and achieve trade 
agreements. APTE is considered as Knowled ge Transfer Office (KTO) since 2004 and in consequence, 
it promotes and makes stronger relationships between R&D organizations and enterprises. The KTO 
helps enterprises to look for technology offers and demands published by R&D organizations in 
order to p romote cooperation and obtain fiscal benefits related to R&D activities.  

In the question of inclusion necessity, the interviewerõs opinion is that it could be a possibility, 
linked with two factors:  (i) New designers in the region with very good ideas and with high potential 
of ready-made scalable products to the international markets, (ii) The generation of our mothers have 
engaged in sewing and textile industry from their childhood, so there is an experience and know -
how in the sector. The following figure (figure 1) shows the growth p rospects by RMG sector. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 4: Ready-made garments contribution in the economy by knowledge transfer  
Source: Authors 

When the RMG firms whether from Spain or from abroad are included, they might foster on 
innovative ideas in the design and in this way knowledge transfer occur in the scientific world of 
RMG sector. The proper administrat ion of these companies may tend to further investment in this 
sector which results in wealth creation. All these procedures must foster the promotion of APTE and 
economic development of the country.  There are possibilities of gaining if RMG sector is inclu ded in 
PCTEx, Badajoz. The availability of low -cost manpower i n Badajoz that helps the garment industry 
to secure a very strong position is the main factor that can instigate the concept of RMG inclusion in 
PCTEx. Again, PCTEx can ensure much capability to ensure proper quality of the product as per 
requirement of th e global buyers of the international garment market. The strong technology base in 
Spain has the promising power to develop the innovative garments in this area too. The free trade 
opens the market of collecting intermediate goods too whi ch will in turn  provide payo ff  by exporting 
the finished techno-based garments products. 
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6. Discussion and  analysis  of data 
The textile and clothing sector and EU trade policy of 2011, the EU textile and clothing sectorsõ 

main competitive challenges involve being flexib le, sustainable and remain competitive; adaptation 
to sector specific standards closely linked with other industries; difficulty in credit assessment and 
valuation of Euro. The difficulties in financing are linked to investment intensive textile sub -sectors 
and technical textiles field. In the last decade, this sector experienced fundamental restructuring and 
double growth of exports and since 2009 has been benefiting from full quota and license free 
markets. It has also focused on reorientation towards specializing in  high end products and more 
technical and textiles apparel by emphasizing on more and more research and development activities 
which is referred to as ôsmart textilesõ that include an additional technical function such as baby 
romper suit with pulse measuring transmitter fibers. From the report of Euromonitor International 
(2013), it is found that, the price remains a crucial factor in purchasing decisions for customers as 
they seek value for money alongside the best prices and deals available. There has been a 
continuation of companies offering more discounts and promotions to stimulate demand in Spain. 
Those already present in the country were forced to implement new  strategies, according to the 
changing purchasing habits of Spanish consumers. The most successful companies seem to have 
found their own strategy to maintain sales and profit and to conquer a stable position. According to 
many stores managers, in 2012 the average discount rate increased, by at least 10%. Nevertheless, 
discounting po licies change according to the product, with trousers, jeans, t -shirts and womenõs 
dresses as the most discounted garments.  

The choice is generally determined by the fact that these products are used to attract the 
consumer at least inside the store, increasing the opportunity to sell other products. The most 
important retailers and manufacturers opened factory outlets to reduce stock and give impulse to 
demand. Off -price retailers, i.e. retailers selling products which are often premium at lower price 
poin ts, on the internet are also spreading while until 2011, this included mainly international 
websites from 2012, the number of Spanish off-price retailers increased enormously. In the long-term, 
the situation may be hard to sustain for companies. Indeed, consumers are spoiled by low prices and 
promotions and would have difficulty in accepting that they may have to purchase the same quality 
for a higher price. On the other hand, retailers and manufacturers may see their margins decrease. 
Getting ready to face this situation, companies are changing their strategies and structures, by 
customizing their offers, exclusive promotions and attentive communication, especially through the 
support of mobile devices. According to CMT (Comisión del Mer cado de las telecomunicaciones), 
clothing represents 70% of the purchases, followed by shoes with 20% and leather accessories with 
8%. According to the Spanish Association of shopping centers, fashion online sales are expected to 
increase again. While in 2011, 52% of apparel purchases were through foreign websites, in 2012 the 
proportion changed in favor of domestic purchasers. The importance of internet retailing is predicted 
to increase in Spain yet at slower rates. Manufacturers need to overcome some barriers such as the 
necessity of trying the item before purchasing and to improve the experience of purchasing online. In 
order to compensate the drop -in consumption of domestic apparel sales, Spanish manufacturers are 
investing in internationalization to generate new incomes and continue to grow. While imports 
registered a fall of 9% in the fashion industry, exports showed a record performance, growing by 
nearly 9% in value in 2012 and reaching more than û10 billion. Despite Europe coping with 65% of 
Spanish exports, this market grew by just 7% in 2012. They are the markets of Asia and the US which 
present the fastest growth rates of more than 20% in value terms. 

Mexico, Brazil, Morocco, Unit ed Arab Emirates, Russia, China, India and the US are dynamic 
markets for Spanish apparel companies. Parallel to the increment of Spanish exports and the 
decrease in domestic sales goes the reduction of imports, especially from China. While this country 
still covers 47% of total import of fabrics and clothing, the importance of European countries, mainly 
Portugal, Romania and Turkey are rapidly increasing. Zara, Mango and Shana have been pursuing a 
global marketing strategy. Yet, behind these companies there are important numbers of medium -



The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 233 
 

sized and even small businesses that are clearly oriented towards international markets. At the end 
of the review period, there were more than 3,000 regular exporters in the Spanish fashion industry. 
The positive effects of the internationalization strategy of Spanish manufacturers is expected to last 
in time, due to the solid basis and reputation of Spanish brands overseas. Structural investments 
would help to restart Spanish economies, creating new working places. New mar kets, such as the 
fast-growing  economies of South America, mainly Peru and Colombia, represent further 
opportunities to generate new revenue. According to Nair (2015), it is important to do an extensive 
research prior to crafting a business plan accordingly. 
 

7. Recommendation and conclusion  
Based upon discussion, the recommendation for the PCTEx is to give emphasize on the sector 

inclusion in the selected zone of APTE. Realizing the growing need of high -tech RMG products, 
considering the conducive business atmosphere having high -tech infrastructure, low cost labor, it is 
recommended to include this promising sector in PCTEx. Prior to do that, it is necessary to make in-
depth research to see the real situation and the suitability and contribution made by RMG  by its 
inclusion. If research supports this sectorõs inclusion, PCTEx should permit their entrance of those 
companies which have world class recognition primarily so that innovation of their operation can be 
seen. Selected companies that are technically fast and innovative in nature should b e allowed. 
Primary national companies should be added. Sequentially, internationally prominent companies 
with high reputation should be permitted to conduct their business operations from the region. In 
case of companies which tend to do business here should concentrate on the aspects such as having 
the utmost interest in technology and innovation. They should also have the capacity to do that. The 
internationalization of their products is also important.  Other attribute s that can be added quality for 
RMG companies may include promo tion of commercial counselors, streamline inspection regime, 
simplify procedures, e stablish good quality testing laboratories and increase existing laboratory 
capabilities, develop information services, support trade missions, participation in trade fairs, b uyer-
seller match making and training, d evelop financing mechanisms for sustainable training etc. 
Continuous advocacy and monitoring these companies on regular basis are required by the park 
authority for bring success particula rly for ensuring economic gain.  

The concluding remark draws the attention of the primary stakeholder of this study, the 
authority of the PCTEx, Badajoz take initiative to add the sector as it has the potential to contribute to 
the economy by solving social issues like unemployment, demand of users, and support of the 
infrastructure. Realizing the fact, this study can be used as a basis for future study in this related field 
that has contribution. Studies may be conducted based on Bangladeshi Science and Technology 
parks to consider this sector inclusion with high emphasize as this sector is the promising sector that 
needs innovation. 
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Abstract  

This paper examines the long-run relationship between stock market indices in Bangladesh 
and the selected macroeconomic determinants, such as exchange rate (ER in terms of USD/BDT), 
domestic credit provided by banks (DCB), industrial production index (IPI), and crude oil price 
(COP) in the presence of structural breaks. The study relied upon monthly time series data over 
the period from 2009 to 2017 and applied ARDL bounds testing approach. Both conventional unit 
root tests (ADF test and PP test) and unit root tests in the presence of structural breakpoints (ZA 
test, LP test and Bia & Perron Test) have also been used to account for any existing structural 
break.  

The results show that the endogenously determined structural breaks coincide with the 
resultant effect of the stock market crash in Bangladesh and the oil price shock in 2011. ARDL 
bounds testing approach confirms the presence of a long-run relationship among the selected 
variables. The dummy variables (stock market crash of 2010 and oil price shock of 2011) also have 
a significant effect on the stock price fluctuation in both stock exchanges in Bangladesh. The error 
correction term suggests that 43.3% of the disequilibrium in Dhaka Stock Exchange (DSE) 
returns is adjusted monthly to get back to the long-run equilibrium whereas the value is 34.9% 
for Chittagong Stock Exchange (CSE). Moreover, ER, DCB, and COP have a significant positive 
impact on stock prices for both stock exchanges.  

The policy guideline of this study is that the regulators in foreign exchange market, 
banking sector, and capital market should work together in order to make prudential regulatory 
framework with a view to transforming both stock exchanges into a robust one within the South 
Asian region. 
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Abstract  

Purpose: The purpose of this study is to find out the impact of selected macroeconomic 
factors on imports in Bangladesh. This paper has been used the percentages of import 
expenditures of the total GDP as a dependent variable and real exchange rate, inflation rate and 
interest rate as an independent variable.  

Research method: In this study, the time-series data analysis had been exploited for 
collecting data. Also, data were collected from various sources such as the World Bank Economic 
Indicator, the Bureau of Statistics Bangladesh and the Central Bank of Bangladesh. To examine 
data, EViews 9 version has been used as the time-series data analysis. Numerous tests have been 
applied in this paper such as descriptive statistics, visual plot, Augmented Dickey-Fuller (ADF), 
Johansen test for co-integration, Error Correction Model (ECM), CUSUM and CUSUM square 
test.  

Findings: The test results reveal that there was a positive relationship between import 
expenditure and inflation rate besides has a positive relationship between import and interest rate. 
Furthermore, this paper illustrates if the real exchange rate, inflation rate, and the interest rates 
increase then the import expenditures also increase in the outlook of Bangladesh. Therefore, the 
import expenditures did not hold because of import expenditures ware highly influenced by 
selected macroeconomic variables during 1971-2018 in the economy of Bangladesh. 
  

Introduction  
Most of the countryõs economy is not entirely dependent only on its internal 

resources.  Sometimes the government buys products and services from in a foreign country by 
lower prices. When a country purchases foreign products and services by using foreign currency is 
called import expenditure. If the va lue of the currency of the Purchasing Power Parity (PPP) was 
increased at the same time the demand for the luxury product and services ware increase in an 
economy. If the quantity of import value is an increase than the demand -pull inflation shou ld have to 
reduce for the sake of the country's economic stability. The real exchange rate is one of the vital 
factors for economic development. The real exchange rate is greatly manipulated by not only the 
import expenditures but  also the export earnings. The Central Bank of Bangladesh reserves foreign 
currency for domestic currencies coverage. Since the real exchange rate could change a countryõs 
overall economic circumstance, therefore, the policymaker should conscious about the exchange rate 
by maintain ing and implementing the countryõs monetary policy.  

The purpose of this study is to find out the impact of selected macroeconomic factors on 
import expenditures in Bangladesh for the period 1971-2018. The analysis of this discussion will help 
to rightly u nderstand the relationship between real exchange rate, inflation rate, interest rate and the 
import percentage of Gross Domestic Product (GDP) to intensely discover a countryõs economic 
situation. Furthermore, the result of this study will help more signif icantly  to compare the overall 
economy of Bangladesh with others in poin t of this relationship in all over the world.  
 

Literature Review  
Oluyemi & Isaac (2017) found that in Nigeria import expenditure highly affected by the real 

exchange rate, but on the other hand real exchange rate do not impact on real exchange rate. For their 
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study, they have used vector auto regression (VAR) model Augmented Dickey -Fuller (ADF). 
Alotaibi (2016) examined that there was a negative relationship between the exchange rate and 
import. He found that if import goes down that time real exchange rate  also goes down. Sharma, 
Kautish & Kumar (2018) examined that in the long run  there is a positive significant impact of 
government expenditure, foreign aid and foreign direct investme nt on economic growth in India. 
Their study also shows that in the long run there is a negative momentous relationship between the 
human capital index and real exchange rate on economic growth. For showing long-run dynamic 
relations they have used autoregressive distributed lag (ARDL) bounds, model.  Rahman (2017) has 
found that  in Bangladesh there has long-run co-integration  between export and selected 
macroeconomic variables by testing the Johansen test for co-integration. His Variance Decomposition 
(VDC) test shows that in the short run  there is no dynamic over the study perio d 2011to 2016.  

Ramzan, Asif & Mustafa (2013) used Augmented Dickey-Fuller (ADF), Johansen Co-
integration test and Ordinary Least Square (OLS) to examine the paper goal. Their paper 
demonstrates that in Pakistan there has a significant long-run relationshi p between trade openness 
and macroeconomic variables. In Ghana from the year 1980-2010 Real Gross Domestic Product (GDP) 
per capita income and macroeconomic factors (Antwi, et al 2013) are correlated. For their study, they 
have used time-series data and applied Augmented Dickey -Fuller (ADF), Johansen test for co-
integration. In Ghana the impact of government spending positively, real exchange rate negatively, 
petroleum prices negatively,  import o f goods and services positively on industrial production (Enu,  
et al, 2013). They suggested that for achieving sustainable industrial growth and development 
government of Ghana should continue to stabilize the macroeconomic condition. Kemal & Qadi r 
(2015) examined that in Pakistan there was a significant relationship  between import, export and real 
exchange rate. Their study suggests that in the long-run real exchange rates positively impact 
imports and in short -run imports donõt shock by the real exchange rate.  

Corrigan (2005) has tried to explore the relationship between imports and inflation in the 
United States of America. His study results were different from earlier studies. His studyõs result 
suggests that the U.S. economy policymaker should concentrate on import trends and exchange rate 
value. Duasa (2009) examined that in Malaysia the real exchange rate shock significantly impacts 
import price fluctuation. He has been used vector error correction (VECM) and Malaysian monthly 
data. After rev iewing lo ts of papers it is very clear that most of the research suggests that different 
types of macroeconomic policy. No study has done on this specific topic regarding macroeconomic 
factors affecting import expenditure in the Bangla desh period of 1971-2018. Thus, I have tried to 
explore this topic. For future study, the re searcher can add different types of variables and analysis 
from different angles.  
 

Objectives  
The broad objective of this study is to find the impact of selected macroeconomic factors on 

import e xpenditures in Bangladesh's economy throughout 1971-2018. To find out the broad 
objectives that focus on some specific points. The specific objectives are, 

1. To explore the impact of the Real exchange rate on import expenditures in Bangladesh. 
2. To identify th e influence of Inflation on import expenditures in Banglades h. 
3. To find out the impact of Interest rate on import expenditures in Bangladesh.  

 

Methodology  
This study fully based on secondary data. This paper didnõt effort to deal with any primary 

sources of data. Paper has used different sorts of sources for collecting data, such as The World 
Development Indicator, Bangladesh Bureau of Statistics, the central bank of Bangladesh (Bangladesh 
Bank) and different Journals, etc. The Paper has been used real exchange rate, Inflation rate and 
Interest rate as independent variables and import expenditure as the dependent variable. For this 
study, I have used 48 yearsõ time-series data (1971-2018). To examining data, EViews 9 version has 



The Business and Management Review, Volume 10 Number 5 December 2019 
 

Conference proceedings of the Centre for Business & Economic Research (CBER) 238 
 

been used as the time-series data scrutiny. To finding out the paper goals by different ty pes of the 
test had been applied.  

Theory and Model  
Imt =Ȁ+ȁ0+ȁ1Rert + ȁ2Inft+ ȁ3Int t + t́ ééééééééééé... (1) 
In this model Im t is representing the Import percentage of GDP, Rert is Real exchange rate Inft 

is the Inflation rate and Int t is the Interest rate. For examining the short-run dynamic in a 
relationship . Among import expenditure, Real exchange rate, Inflation rate, and Interest rate an ECM 
model has been developed. 

ǤlnIm =Ȁ0+ Ȁ1ǤlnRert -i+ Ȁ2lnInf t -i+lnlIn t t -i+ǤlnImt -i+ Ȁ2Ut-i+ t́  

Where, U t -I=lnIm2t ðȁ0-ȁ1lnRert ðȁ1Inft -ȁ1Int t éééééééé. (2) 
Where, Ȁ4Ut-1- expresses the error correction term, it is the r esidual from the cointegration 

Equation, Ȁ3indicated the error correction coefficient and Ȁi are the estimated short-term Coefficients 
(Jammeh, 2012). 

 

Results 
Econometric Estimations 

 
From table 1, descriptive statistics result shows that the import expenditure, real exchange rate, 

inflation rate , and interest rate are asymmetrically distributed. In this table positive Kurtosis meaning 
that all variableõs distribution is peaked (Oskooee, 1993).  
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Graph 1 showing the trend all  the variables from 1971 to 2018. Here real exchange rate shows 
this rate was upward sloping. Other variables are normal trend.  

 
For testing stationery of the all variables Augmented Dickey -Fuller (ADF) test has been used. 

Aug mented Dickey-Fuller (ADF) unit root test shows that all variables are stationary at 1st difference 
expect Import. Here imports  expenditure is  just only  stationary at level.   

 
Table 3 represents the Johansen test for co-integration. Johansen test for co-integration shows 

that there has at least one co-integration  equation in  this model (Hong & Phillips, 2005). For this one 
co-integration the Trace statics, Eigenvalue and Max-Eigen value support it.  

 
From table 4 paper has developed equation 3. From table 4 it can be concluded that there was a 

positive relationship among import expenditure, real exchange rate, inflation rate , and interest rate.  
Imt =1.0000+ 0.0327Rert +1.6526Inft+ 0.6924Int t-23.2060́ téééééééé (3) 
From this equation, it can be said that the real exchange rate, inflation rate, interest rate 

positively impacts on import expenditures.  
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Table 5 representing the Error Correction Representation. From this table, it is very clear that 

the relationship among all th ose macroeconomic variables was not stable during 1976-2017. From R-
squared value, it is worth saying that the data sets are relatively good f or this work. Here imports  
expenditure  can be explained properly because F-statistic is robust enough at a 5% significant level. 
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Graph 2 and 3 are representing cumulative sum (CUSUM) and cumulative sum (CUSUM) 

square tests. CUSUM statistics shows that blue line crossed the red line so it can be said that out for 
this paper model was not stable during 1971-2018.   
 

Findings  
An import is an indi spensable ingredient for a countryõs utmost development. An import is a 

good brought  into an influence, particularly across a country wide boundary from an external basis. 
This paper tried to show the impact of macroeconomic factors on import expenditure and the 
relationship of the variables.  Broadly the paper shows there has a relationship between selected 
macroeconomic variables and import expenditure of Bangladesh. For equation 3 it can be said that 
the relationship between import expenditure a nd the real exchange rate is positive. There was a 
positive relationship between import expenditure and inflation rate and has a positive relationship 
between interest rate with import expenditure. Equation 3 suggests that if the real exchange rate, the 
inflation rat e, and the interest rate in Bangladesh go up when the import expenditure goes up. 
Accordingly, the import expenditures did not hold because of import expenditures ware highly 
influenced by selected macroeconomic variables during 1971-2018 in the economy of Bangladesh.  
 

Conclusion and Recommendati on  
Since its independence, Bangladesh's economy has been developing  day by day. Bangladesh 

previously  achieved Milliner Development Goals (MDGs) and trying to reach Sustainable 
Development Goals (SDGs). The export income of Bangladesh's increasing day by day that is making 
an enhanced economic strength and importing different products and services from roughly all over 
the world. Finally, it can be said, nowadays the overall economy of Bangladesh is glowing and 
performing outstandingly for its healthier ma croeconomic policy and implementation. The 
government of Bangladesh should consistently concentrate on effective policymaking  with more 
precisely the implementation process for attaining upcoming Sustainable Develo pment Goals 
(SDGs). 
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Abstract  

We are currently living in the age of fourth industrial revolution and the world is evolving 
rapidly as it undergoes with the revolution where robotic process automation will redefine 
economic activity and lead our way of living into a new era. The technology today around the 
world are not only changing, but they are upgrading and emerging with one another. And this 
automation revolution irrevocably impacts on individual, social and economic sectors and the 
lives of future generations. The purpose of this study is to find out roboticsõ impact in the 
economy through worldwide. We represent how intensely robotics enhance the economy of 
countries throughout the world, especially on some top robotics major countries. We analyzed 
huge number of previous findings regarding relevant topic and came up with some specific 
reasons of why robotics is the ultimate booster in the economical factor. Although this is a new 
field in lots of countries, so there is still significant amount of challenges that must be faced and 
overcome. We point out some major challenges of robotics major countries and the way they are 
struggling and finding solutions of those challenges, so that the rest of the world can learn from 
that, come out of the fear of automation and adopt the technology. Some key opportunities have 
also been discussed, and there is a little direction of the future of robotics in the economy so that 
the next generation may have some ideas of the future industrial sector of this field. 
 

Introduction  
We are currently living in the era of fourth in dustrial r evolution. There is no substitute for 

robotics to bring  the revolutions of automation in the industrial sector. The use of roboti cs in our 
daily life is increasing day by day throughout the world.  

The demand for robots has been accelerating since 2010 due to the ongoing trend toward 
automation and continu ed innovative technical improvements in industrial robots. The market stud y 
is experiencing a significant transformation, with robots growing beyond the expectations in 
manufacturing industries an d commencing to adopt the roles of personal assistants, surgical 
assistants, delivery vehicles, autonomous vehicles, exoskeletons, customer service, cleaning systems, 
defense weapons, agricultural systems, construction service, and unmanned aerial vehicles, among 
many other uses. From healthcare and homecare, to military use and emergency response, robots are 
fast becoming a very crucial component in our lives and the lives of future generations.  

In the very beginning of  1900s, several child stories very narrowly introduce the idea of robots. 
Officially, the term òrobotó first used in a play in 1921 (Hemal & Menon, 2018). In this modern era, 
significant advancement of robots has been initiated, such as, unmanned aerial vehicles, self-driving 
cars, space robots, software robots, entertainment robots etc. and they are being successful 
profoundly. They are not only making our life easier but also having a great impact in the growth of 
the world economy. The evolution of robots in the 20th and 21st centuries has advanced so radically 
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by including machines that can assemble other machines and sometimes can be confused with 
human beings. 

So, as we can see, started from just e childõs book to having impact in the worldõs economy 
greatly, robotics has come to a very l ong way very successfully. And it has been found that the rise of 
the robots wonõt stop, instead, more evolutions are coming. 
 

Literature review  
Robotics continues to evolve as a large and influential market. Spectacular technological 

advances in the field of roboti cs and Artificial Intelligence are being reported every day. The market 
of Collaborative Robots, Service Robots is expanding rapidly.  

A collaborative robot , or cobot, is a type of robot designed to work alongside humans and/or 
physically interact  with huma ns in a shared workspace. Collaborative robots  are experiencing a 
rapid growth in the robotics  market industry. The growth rate mainly lies in the major areas such as, 
Autonomous mobile robotics (AMR), Machine tending, Pick and place robots, Quality inspection 
cobots etc. As an example, in 2017, installations of logistics robots increased 162% over 2016 levels. It 
is expected that in 2018, sales of these systems will increase by 66% over 2017 levels to reach a total 
market value of USD 3.9 Billion. Much of this growth , approximately 90% of logistics automation 
systems sold in 2017 were mobile robots for achievement (IFR, 2019). 

A professional service robot is defined as a semi or fully autonomous robot for assisting 
human beings for automation of c ommercial tasks, also household chores but excluding 
manufacturing operations.  Innovations in machine learning, artificial in telligence, adaptive 
computing and vi sion systems is causing the robotics market to nearly triple in value. According to 
the International Federation of Robotics World Robotics 2018 Service Robots report, the combined 
market value for 2019 through 2021 for professional service robots is estimated to be worth USD 37 
Billion  (IFR, 2018). 
 

Overview of some Service Robots which are experi encing exponential growth  
The agricultural robot  market size is predicted to rise at an intense 21.1 billion USD between 

2017 and 2025, from USD 4.1 billion in 2017 to USD 25.2 billion in 2025. The compound annual 
growth rate (CAGR) is expected to increase at 25.34% between the period. The technology has 
developed greatly in the past few years and due to its high demand for the Toughest Agriculture 
Challenges, the technology is expected to grow at a fast rate in the coming years (Markets and 
Markets, 2017). The produ ction of global construction robot  market was 1296 units in 2016, growing 
at a steady compound annual growth rate (CAGR) of 8.7%, it is projected to reach 2134 units in 2022. 
On the other hand, the revenue of global construction robots was USD 180 million in 2016 which will 
rise to USD 321 million in 2022, with a CGAR of 10.1% over the period  (Reuters Plus, 2018). 
Worldwide market for customer service or public relations robots  reached $53.77 million in 2016. In 
2018, the market grew 53% over 2017, with an estimated 7,000 units sold. It is expected that between 
2019 and 2021, with a compound annual growth rate ( CAGR) of 37%, approximately 40,500 units will 
be sold. It is also predicted that by the end of 2022, the market value will reach of USD 87.97 million  
(Tractica, 2017).  

In 2017, defense robots accounted for rough ly 11% of all service robots, at a value of $902 
million . Alone the military robot market is projected to grow to USD 30.83 Billion by 2022 , while it 
was USD 16.79 Billion in 2017, at a CAGR of 12.92% (Markets and Markets, 2017). Demolition robots  
are one of the first service robots that were the most feasible robots to maintain applications in labor -
intensive industries.  Currently, demolition robots are mostly occupied with constructi on robots a 
value of 90% of the total market.  In 2016, the global construction robot production was 1296 units 
and the revenue were USD 180 million. It is expected that the production will be 2134 units and the 
revenue will be USD 321 million by 2022, with  a global compound annual growt h rate (CAGR) of 
8.7% and 10.1% respectively between 2016 and 2022 (Wise Guy Reports, 2017). The market for 
exoskeleton robots is expected to explode in value to USD 2,810.5 Million by 2023 from USD 104.3 
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Million in 2016 and the compound annual growth rate (CAGR)  will be  of 45.2% between 2017 and 
2023 (Markets and Markets, 2017). In 2018, there were approximately 7,210 field robot  units sold. It is 
estimated that 32,700 units will be sold between 2019 and 2021, representing a 22% compound 
annual growth rate (CAGR). The growth of this sector is massively dependent upon the financial 
prosperit y of farmers (RIA, 2019). The humanoid robot  market is the most striking technology in 
recent era and the growth rate and demand are gigantic. Itõs projected that the market for humanoid 
robots will be valued at USD 3.962.5 million by 2023 from USD 320.3 million  in 2017, growing at an 
astounding  52.1% compound annual growth rate (CAGR) between 2017 and 2023 (Report Buyers, 
2017).  

Industrial cleaning robots are expected to experience a significant growth. An estimated 3,000 
units will be sold between 2019 and 2021 where the bulk of them will be floor cleaning systems. The 
unit shipment of global industrial cleaning robot will be likely at a CA GR of more than 74% during 
2016ĭ2022 (Research and Markets, 2017). The global market for inspection robots is expected to grow 
at a compound annual growth rate  (CAGR) of 21% with the projected market size of USD 3.72 billion 
by 2021 (technavio, 2017). With a 162% increase over 2016, Logistics robots experienced robust 
growth in 2017 where 69,000 units were installed. Itõs predicted that the growth in robots for  logistics 
forecast will be at a value of USD 31 billion  by 2020. Itõs also estimated that 485,000 units will be sold 
in total, rising at a rate of 18% compound annual growth rate (CAGR)  between 2019 and 2021 (Green, 
2016). Medical robot sales were accounting for 2.7% increment of all professional service robot sales 
in 2017, sales increased 73% over 2016. The medical robot market is projected to reach USD 22.10 
billion by 2027 from an estimated USD 6.46 billion in 2018, at a CAGR of 14.6%. Between 2019 and 
2021, roughly 22,100 units are estimated to be sold. Due to the drop in the price of sensors and 
software, Grand View Research projected the medical robotic systems market will be  growing at an 
estimated compound annual growth rate (CAGR) of 12.6 percent from 2014 to 2020 and will be worth 
USD 18 billio n by 2020. According to Visiongain , revenues and volumes are forecast to extend in 
the surgical (which  was accounted for 60 percent of medical robots in 2016), rehabilitation, non -
invasive radiosurgery, and hospital/pharmacy submarkets. North America will be accounted for the 
largest share of the medical robotics market, followed by Europe and the Asia -Pacific (Markets and 
Markets, 2019). 

There are other sectors too where the robot shipment boomed, such as, food and consumer 
goods sectors, manufacturing industries, retail sector etc. In food and consumer goods sectors, 
shipments of robots surged 60 percent in 2018 compared to the year before. In manufacturing 
industries , automation is becoming increasingly prevalent, viable and beneficial because of the 
competitiveness among business industries leading the best business productivity in least labor cost 
and cheaper machines (Business News, 2019). Employment figures show that the US added the 
highest figure of 327,000 manufacturing jobs between July 2017 and July 2018 since 1995. The sector 
also improved  by the boost of overall economic activity and a cut in federal tax in the same period. 
Data from the Bureau of Economic Analysis also announced that US manufacturers are producing at 
near-record levels. Sales were strong across the board and it is expected that more than 1.7 million 
new industrial robots will be installed by 2020  (Perryer, 2019). 
 

Research methodology  
The research process is the heart of any research methodology and the application of scientific 

methods to discover solutions of the complex task. Following is the research methodology that has 
been followed throughout the whole research process, 

Came to know the various tracks of The International Conference on Globalization, 
Entrepreneurship and Emerging Economies (ICGEEE). 

Analyzed the track s and select the most enthusiastic topic in the 4IR era. 
Brainstormed about the topic and structured the research title. 
Examined the research title and research directions. 
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Brainstormed about what will be considered as key elements of the research. 
Stud ied and analyzed relevant literatures. 
Analyzed the change of overview of preceding and existing situation  regarding the research 

topic. 
Discussed the current perspective based on the topic and finally concluded. 

 

Findings  
According to Junji Tsuda, President of the International Federation of Robotics, the mark of 400,000 
robot installations per year has been passed for the first time in 2018 [1]. The robotics market was 
valued at USD 31.78 billion in 2018 and is expected to register a Compound annual growth rate 
(CAGR) of 25% over the forecast period of 2019-2024 [2]. The new World Robotics report released by 
International Federation of Robotics (IFR) in 2019, shows a new record of annual global sales value of 
robots of 16.5 billion USD in 2018 [1]. 422,000 units were shipped globally in 2018 which is an 
increase of 6 percent compared to the robot shipments in 2017 (IFR, 2019). 
 

Top Five Major Industrial Robotics Markets 
According to International Federation of Robotics (IFR),  five major industrial robot markets, 

China, Japan, Republic of Korea, the United States and Germany represented 74 percent of global 
robot installations in 2018 (IFR, 2019). 
 

Economic Advancement 
China owns gigantic deployment of countryõs dominating electronic and automotive 

manufacturing sector which makes them domineer in the regional adoption rate of robotics. China 
held its number one position of being the world´s largest industrial robot market with a share of 36% 
of total installations in 2018, about 154,000 units were installed which was 1% less compared to 2017 
but more than the number of robots installed in Europe and the Americas together. The value of 
installations rose 21% higher than in 2017 reaching 5.4 billion USD. Also, Chinese manufacturers gain 
domestic market share (IFR, 2019). 

Japan is the world´s predominant and number one industrial robot manufacturer. In Japan, the 
average annual growth rate was 17% since 2013 which was already remarkable for a market with a 
highly automated industrial production. But in 2008, Japan reach ed its highest value ever for the 
country in robot selling. Robot sales increased by 21% to about 55,000 units and delivered 52% of the 
global supply in 2018. The most productive manufacturing sectors in Japan are automotive and 
electronics which are massively reliant on automation for production processes (IFR, 2019). 

To enhance the U.S. industries in both domestic and global markets and to compete with the 
rest of the world with the production rate of the country, all manufacturing industries of U.S. has 
been playing a strong role in the current trend of automating production since 2010. Resulting, in 
2018, robot installations in the United States increased to a new peak for the eighth year in a row, 
reaching approximately 40,300 units. This is 22% higher than in 2017. Regarding  annual installations, 
the country has taken third position from the Republic of Korea (IFR, 2019). 

According to data seen by an international news organization, Reuters, robot shipments 
reached 28,478, nearly 16 percent more than in 2017. In 2018, robot shipments to food and consumer 
goods companies deluged 60 percent compared to 2017 while shipments to semiconductor and 
electronics plants were up over 50 percent and shipments to metal producers rose 13 percent 
(Aeppel, 2019). 

According to a research study by Transparency Market Research, robots will drive the global 
robotics market to $147.26 billion USD with North American firms accounti ng for a large percentage 
of that revenue because of improving efficiency and automating busin ess processes using robots that 
has been overwhelmingly a popular choice. The report predicts a 17.4% revenue increase in the 
compound annual growth rate (CAGR) from 2017 to 2025 (Transparency Market Research, 2018). 
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U.S. has experienced a productive  year in 2018; while in Asia robot sales were down, in the 
America it was up 6%. The robot sales were up 15% from 2017, while both Canada and Mexico were 
down 15% and 13%, respectively (Tobe, 2019). 

The Republic of Korea so depends on the electronics industry that the Korean machi nery 
industry has declined its import and export business except for the machine tool industry. Because of 
the growth of th e Korean automobile, electronics, and machinery industries, the demand for 
investment of equip ment and facilities in these fields is also escalating. In the last year, the Korean 
electronics industry had a tough year. As a result, the annual robot installa tions in the Republic of 
Korea in 2018 declined by 5% and about 38,000 units have been sold. Still, installations have 
increased by 12% on average per year since 2013 (IFR, 2019). The Korean robotics market is expected 
to grow to as much as CHF 4 billion by 2019 (Switzerland Global Enterprise, 2018). 

To achieve the goal of maximizing the efficiency of the machining process, high-speed 
multitasking machining systems are being used. As Korean automobile, electronics, and machinery 
markets hold the largest portion of the entire machine tool market, which accounts for about 50% in 
2019. It is growing faster than the growth rate of the entire  machine tools market. It is expected to 
grow at a compound annual growth rate (CAGR) of 9.46% in 2019, and its size is expected to reach 
about CHF 16 billion. Japan, Germany and Switzerland are competing in the Korean market, 
regarding high -end products such as precision machining equipment and grinding machines, where 
sales of Korean domestic products amount to 31% (Switzerl and Global Enterprise, 2018). 

Germany is the number one largest robot market in Europe and fif th largest in the world. 
Machine vision  sales maintained a record level of 2.6 billion euros in 2017 [7].  In 2018, the number of 
robots sold rose to a new all-time record of 26% to almost 27,000 units [1] and according to VDMA, 
the German robotics and automation sectorõs growth was 4%, reaching a total turnover of 15 billion 
euros for the very first time in 2018. Currently, the VDMA predicts that sales in 2019 wil l increase by 
2 to 5% to sales of somewhere in the 15.3 to 15.7-billion -euro range. Installati ons are mainly driven by 
the automotive  industry (VDMA, 2019). 
 

Global Robotics Markets 
Asia is the worldõs largest industrial robotics market that grew by 1% in total in 2018. In 2018, 

robot installations in China and the Republic of Korea declined, while Japan increased considerably. 
Europe, the second largest market in robot installations, installations increased by 14% and reached a 
new peak for the sixth year in a row. In the America, the growth rate reached 22% more than 2017 
which also marks a new record level for the eight year in a row  (IFR, 2019). 

By region, Europe has the highest level of robot density worldwide, with 106 industrial robots 
per 10,000 employees installed in the manufacturing industry , while Germany is in 3rd position , 
Sweden is in 5th, Denmark is in 6th, Belgium is in 9th and Italy  stands in 10th position,  all make the 
top 10. The UK ranks 22nd worldwide with a density of 85 units, which is equivalent to the global 
average. China overtook the UK in 2017 and is currently ranked 21st with 97 units (IFR, 2018). While 
in 2017, robot sales in the United Kingdom  had risen by 31 percent, installations of industrial robots 
fell by 3 percent to 2,306 units in 2018. Although the European Union´s recent sales numbers are still 
positive, up 12 percent, according to the preliminary re sults of the World Robotics Report 2019 (IFR, 
2019). 

In 2018, Singapore was the 6th largest receiver of U.S.-made products such as replacement 
parts and end-of-arm tooling, which totaled US D 21 million in exports  of industrial robots and 
industrial robot p arts (Export, 2019). 

Bangladesh is a developing country and a land of great opportunities. Although there are very 
few robotics industries has been established in our country recently, but it is believed that there are a 
lot of possibilities to develop a r obotics foundation in Bangladesh in near future. The most pleasant 
point is that the young generations of Bangladesh have already proved their creativity for 
constructing multi -dimensional robots. The students of Bangladesh have made an impact in global 
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robotics competitions, but robotic s education at the tertiary level in Bangladesh is still very much in 
the early stages due to lack of adequate facilities and resources in our country, many researchers are 
unable to run their research properly, losing thous ands of probabilities. In this c ontext, the young 
generation should engage themselves in applied and basic research in robotics. 

India  is the worldõs fourth largest vehicle producer by OICAËs production statistics. It had just 
about 2,100 industrial robots installed in its automotive ind ustry  (IFR, 2018). 
 

Discussions  
There are varieties of opinions regarding the disruption of technologies and the impact of the 

disruption specially on human labor.  Some argue that large number of jobs could be impacted by 
di srupted technologies while others claim that intelligent technologies will lead to new job creation.  
For example, it is suggested that 47 percent of all jobs in the United States could be eliminated or 
significantly changed by computerization and intellige nt digital technologies compared to 57 percent 
in OECD countries, 69 percent in India, 72 percent in Thailand, 77 percent in China, and 85 percent in 
Ethiopia. According to a report from Oxford Economics,  around 1.7 mil lion manufacturing jobs have 
already been lost to robots since 2000. These include 260,000 jobs in the US, 400,000 jobs in Europe, 
and 550,000 jobs in China. According to the repost, global stock of industrialized robots has more 
than doubled since 2010 and If this rate of robotization stands, the global manufacturing workforce 
will shrink by 8.5% by 2030 (Ahmed , 2017). 

Oxford Economics also found that each new robot installation replaces an average of 1.6 
manufacturing employees. Because of the advancement of AI, machine learning, and engineering, 
the use of robots in service industries will also increase rapidly in the coming five years. This will 
impact sectors such as logistics, healthcare, retail, hospitality, and transportation.  According to 
analysis firm Oxford Economics, up to 20 millio n manufacturing jobs around the world could be 
replaced by robots by 2030 due to the rise of artificial intelligence (AI), machine learning , and 
robotics (Rayome, 2019). 

So, what is the strategy of robotics being the economic booster while  decreasing such a huge 
amount of jobs? 

Because, the number of advantages is lot higher than the number of disadvantages. By 
increasing automation will also boost jobs and economic growth.  

Demand for Labor : Rise of new opportunities creates new jobs that may not have existed a 
decade or more ago. Robot automation reduces demand for labors to perform routine tasks, but it 
also increases employment in other job sectors such as software engineering, training, robot 
maintenance etc. These jobs offer higher level payment than th e manual occupations. So, it leads to 
direct and indirect influence on employment numbers, therefore, it improves competitiveness and 
trend rate of economic growth of a country. On the other hand, installing robots as a substitution of 
labors increases productivity and lower the  unit of costs of supplying products in the least amount of 
time. 

Job Creation: Because of the robotics industry, an estimated 500,000 to 750,000 new jobs were 
created between 2008 and 2011. As a result of this growth, productivity l evel in manufacturing 
companies was increased. While several employees have earlier been displaced by the robotic 
solution, the increased efficiency also led to increased productivity. This improved output has 
historically led to lower prices and increased  demand for more circulating products. As more people 
work together to deliver products to consumer s, entirely new market segments resulted.  As these 
automated systems continue to provide value in the manufacturin g industry so naturally the 
demand for mor e, newer, and better systems continue to rise. And this increases the demand for 
qualified people i n the robotics industry. At the same time, these manufacturing companies require 
people to do varieties of works such as, manage, maintain, and program the new material handling 
robots, conveyor systems, as well as other automated solutions. The robotics industry is generating 
around 170,000 jobs worldwide on its own, according to some estimates. Tens of thousands more are 
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accounted for by the operators and technicians who use and deploy these robots, and those figures 
do not include jobs created indirectly  due to increased productivity  (Colzani, 2018). 

Improved Efficiency and Work -Speed: In the workplace, the use of robots implies that 
manufacturing will alway s be fast and effective. Robots do not need to take breaks, sleep, go on 
vacation, take sick leave, donõt get bored in repeating tasks, unlike human employees. This 
effectiveness implies higher production and highe r profits, efficiently.  

The company productivity has risen , as a result, businesses achieve more profits. Also, 
company loss has been reduced because flawed products are sheared down to almost none.  

Cost Effectiveness: Labor wages are increasing day by day. So, it is cost effective to install a 
robot rather than paying high salary to multiple number of employees. It is easier and cheaper to 
install a robotic system rather than paying employees who are not efficient in his job. Apart from the 
affordability a nd user experience, size and shape also play an essential role in driving the robotics 
industry. So, declining sensor prices and increasing adoption have further aided lower costs.  

Make our work easier and safe: From simple farming tools to current -day assembly-line robots 
in factories, technology has played a vital role in making work more efficient for thousands of years . 
Robots are becoming present in more and more feasible and beneficial in business. They work right 
alongside human workers or completely  replace them where the task is dangerous or repetitive. For 
example, Tesla Motors has fully robotic and automated assembly lines for its electric cars and 
batteries. Amazon uses a variety of robots in its warehouses to stock inventory , retrieve and package 
items. 

Productivity Growth:  Growth resul ts from one or a mixture of three things: increases in the 
quality of labor, increases in capital and total factor productivity (TFP), also known as multi -factor 
productivity.  Higher living standards come through h igher wages, lower pricing of goods and 
services, and an overall greater variety of products and services. Labor productivity growth, as 
measured as output per hour leads these things to occur. 

Gross Domestic Product Growth:  With increased productivity  comes an increase in gross 
domestic product (GDP) automatically . Graetz and Michaels researched on the effects of robots in the 
economy on 17 countries including the United States and analyzed a variety of data for a 15-year 
period ending in 2007 and found th at, across the 17 countries, the increasing use of industrial robots 
over the tim e period raised the annual growth of GDP by 0.37%, on average (Graetz & Michaels, 
2015). According to the estimation by Oxford Economics, USD 5 trillion additional global GDP 
would be created if robot installations ro se 30% worldwide (Oxford Economics, 2019). 
 

Conclusion  
Robotics has a significant role in global economy, social and daily life. Robots are the most 

technological advancement that make living easy and industry work  more safe, convenient and 
beneficial. It is one of the leading drivers of competitiveness and flexibility in large scale 
manufacturing industries, therefore, in the growth of economy. Robotics has a great impact in 
successfully running the wheel of develo pment of many European, American, Asian an d rest of the 
continentsõ manufacturing industries.  

Although Robotics already built its foundation strongly in the industrial sector by 
underpinning enormous amount of employment, there are some challenges that sti ll need to 
overcome. Specially in the small manufacturing industries, robotics ha s become a threat of replacing 
human workforce, therefore, replacing jobs. But the opportunities are already outweighing the 
threats and new demands are being discovered continuously.  

The field of robotics research is going to be competitive and designing patents for global 
industries according to their nature of applications will be very competing. The demand of robotics 
technology is extending in wide range of applications an d human activities, such as manufacturing, 
consumer industries, medical, transportation, service, space, defense etc. Robotics is a new 
technology domain that human factors scientists and practitioners should enter, to represent the 
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human role in automatio n. Because in the future, we are expecting to experience a huge technical 
transformation and it is not very far that the world will be run by both human and robots together.  
 

Limitations and direction for future research  
Robotics is still in its initial p hase, so, while in invention of a new syste m also brings lots of 

challenges with it.  
 

Challenges: 
Some major challenges that the top robot market countries are still fighting to overcome, 
The biggest challenge for Chinese robotics manufacturers is the lack of knowledge and skilled 

workers. Foreign companies mainly perform better in manufacturing core components because of 
precision machining. As a result, foreign companies account for 75 % of the total sales within the 
Chinese market (Renéry, 2019). Another challenge will be to replace the current w orking -age 
population. It is estimated that, by 2030 the working -age population will drop from 1 billion to 960 
million and even worse, to 800 million by 2050. It also means automation will have to fill the loss of  
approximately 200 million workers decreas ing in work force (Renéry, 2019). 

As the humanoid robotic sector is in its inception phase so there lies robotics standards and 
regulations in Japan. Long term investment is a high-risk factor as a single lapse sometimes could 
cause a great lose. Since humanoid robots are used in individualõs service so trust is the most crucial 
factor in this field; one single mistake could lead someoneõs life in danger. 

Dr. Byron Clayton, chief executive officer of the USA Advanced Robotics for Manufacturing 
(ARM) Institu te, addressed òworkforce developmentó as the biggest challenge in the world of 
engineering. He stated the lack of understanding and knowledge of codes and standards of 
graduates who are not prepared for workforce i s the common and concerned issue because this 
creates fear of abolishing robots in the future because of efficient workers (ASME, 2019). 

As South Korea  is the leader in robotics industries so their strategies, policies and investments 
may not necessarily be in beneficial use in the short-term processes. No country can be certain that 
the way it is going will hold its market dominance permanently.  

Although Germany is very strict on maintaining privacy and security of data,  especially 
regarding surveillance, there was a breach in February 2017 by a banned robotic doll called òMy 
Friend Caylaó (Vijay, 2015). Through its microphone data of a child with whom the doll used to 
interact were collected and sent to an American company. This is a very big struggle not only for 
Germany but also to many countrie s who are still trying to maintain privacy and security with phone 
calls and e-mails. 
 

Opportunities  
As the challenges are rising continuously so do the opportunities are making their ways. 

Though the opportunities  are much fewer in developing countries, but they are fighting their ways 
worldwide.  

Here are some opportunities in the major robot industrial countries,   
The Chinese robotics industry has a bright future due to the òMade in China 2025ó strategy. 

Also, the rise of Chinese labor costs, the shortage of skilled workers and the aging population are 
other key factors of Chinese industrial robotics revolution. To fulfill the purpose of modernizing the 
Chinese economy, currently the number stands at 68 per 10,000 workers. Also, the Guangdong 
province is investing $150 billion into industrial robots and new automation centers. It offers many 
opportunities for Chinese companies as well as foreign companies to develop the market and set 
themselves as leaders (Renéry, 2019). 

Another key opportunity is the GBA  or Greater Bay Area, an international innovation and 
technology hub which is a great platform of robotics competition. Economists predict that the GBA 
could generate a record amount of foreign capital invasions of up to US$125 billion into Chinaõs 
stock market in 2019 (Renéry, 2019). 
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Japan has plenty of opportunities in robotics industries. Because of the growth of demand in 
human assisting robots, relevant work as software development, maintenance, hardware 
install ations etc. is increasing rapidly. User consumer characteristics have been developed; insurance 
companies are becoming more vigilant. 

The Population Division of the UN Department of Economic and Social Affairs released an 
estimation for Japan that demonstrated the countryõs population will go below 100 million shortly 
after the middle of the 21st century. By the end of the century, Japan stands to lose 34% of its current 
population  (UN, 2001). So, it is expected that the automation will be the major driving  factor of the 
economy of the country. Al so, Europe faces the same population ageing as Japan which makes them 
to rely on each other regarding the fact of reducing labor cost and increasing of manufacturing 
productivity.  

According to robotics industry insi ders, robots can bring jobs back to the USA, and have 
impact on improving factory productivity as well as helping manufacturers acquaint to changing 
consumer preferences. Ulrich Spiesshofer, CEO of robot maker ABB, is enthusiastic about the 
potential for b ringing manufacturing back to the U.S. fr om low cost countries. He thinks automation 
technology can help U.S. factories get production costs to Chinese levels. The reason of saving jobs in 
Americ a while the Chinese adopt the same technology is relative wage rates. The average U.S. 
factory worker  makes about $16 per hour whilst the rate in China is more like $2 to $4 per hour 
(Root, 2019). 

According to president of South Korea, Moon Jae-in, the government has set a goal of turning 
the nationõs robotics industry into a 15 trillion -won ($13.3 billion) industry, the fourth -largest player 
in the world by 2023 by fostering 20 major robotics companies. The 20 companies refer to firms that 
generating 100 billion won each in sales. The Ministry of Trade, Industry and  Energy declared to 
fund the distribution  of 7,560 manufacturing robots to replace human workforces in the areas of 
textiles, foods and beverages that have been losing workers repeatedly due to adverse work 
environments and work ferocity. At the beginning of 2020, the government plans to inject 300 billion 
won of research and development funds in the service robots due to its inception level of 
development in Korea. The funds  will help foster robots to provide help to growing need in areas of 
caring, clothi ng and logistics (Ji-hye, 2019). 

Germany is investing for more than û350 million ($391.9 million) to jumpstart fourth industrial 
revolution, which would apply robotics, arti ficial intelligence, and the Internet of Things to advanced 
manufacturing (Prakash, 2017). 

On the other hand, German robotics industries are really concern on robotics rules, laws and 
regulations. Such as, in 2016 the German transport minister proposed three rules for autonomous 
systems which is called òThree Laws of Robotics or Asimov's Lawsó by the science fiction author 
Isaac Asimov and the main theme of those rules is robot ethics which is not to harm and must to 
obey human beings (Asimov, 1942). 

Unlike  other robotic major countries, Germany isnõt worried about technological 
unemployment due to the upcoming wave of robotics  revolution. German businesses have taken 
different approaches so that there wonõt be any aggregate effect on German employment, instead 
robot exposure is found to increase the chances of workers staying with their original employer.  

German roboti cs laws are cracking the books while the rest of the world is still discussing 
possibilities. 
 

Future of Robot Industries  
In the futu re, the number of smart factories is expected to increase further due to 

developments in the Internet of Things and cloud c omputing, therefore, the industrial robot market 
is expected to grow further. In particular, demand for collaborative robots that wor k with humans in 
the industrial field is expected to increase. 
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IFR estimates shipments in 2019 will diminish from the recor d level in  2018 but expects an 
average growth of 12 percent per year from 2020 to 2022. According to Junji Tsuda, President of the 
International Federation of Robotics, the IFR´s longer term outlook shows that the ongoing 
automation trend and continued te chnical imp rovements will result with an estimate of about 
584,000 units in 2022 (IFR, 2019). 

Asia is expected to record the highest growth rate over the forecast period, owning to 
significant installation of industrial robots throughout the region.  

According to the authors of Oxford economics, the inconvenient effects of robotics have thus 
far been small compared to those just over the horizon. Over the past two decades, the robot uses in 
whole worldwide has been increased by three-fold to a total of  2.25 million. As  the trend is stirring so 
the global stock of robots will multiply even faster in the next 20 years. By 2030, the stock will reach 
as many as 20 million where China alone will have 20 percent of the global total up from .1 percent in 
2000. The report found  that China currently has the most robots installed, representing one out of 
three worldwide. By 2030, China will have as many as 14 million manufacturing robots in use, 
consolidating its position as the world's largest manufacturing hub, the report predic ted (Oxford 
Economics, 2019). 

Historically, technology has created more jobs than it has destroyed, so automation will also 
create jobs. AI alone is expected to have an economic impact of $15.7 trillion  by 2030 (World 
Economic Forum, 2019). As industry costs are falling so industrial robot sales are skyrocketing. And 
this trend is expected to continue where the cost of robots will be falling by 65% between 2015 and 
2025. As the cost of labor generally rising so this makes it more difficult to keep low -skill ed jobs. 
Research has found that roughly 48% of hours primarily relied on the use of manual or physical 
labor in North American and European manufacturing jobs. Itõs estimated that only 35% of time will 
be spent on such routine work by 2030 (World Economic Forum, 2019). 

According to a recent report from a multinational professional services network, 
PricewaterhouseCoopers (PwC), the impact on Organization for Economic Co -operation and 
Development jobs or OECD jobs will start to be felt in th e mid-2020s. As example, itõs projected that 
10-15% of jobs in manufacturing, transportation and storage, and wholesale and retail trade sectors 
will have high potential for automation by 2025. By 2035, the range of jobs with high automation 
potential will  be closer to 35-50% for those three sectors (World Economic Forum, 2019). 
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Abstract  

This paper aims to investigate the impact of competition on liquidity creation between 
Islamic and conventional banks. Annual data are analyzed for 358 conventional banks and 56 
Islamic banks from 24 countries for the period 2001-2018 where dual banking system exists. 
Using fixed effect estimation technique, we find that a higher competition in both banking systems 
lower the liquidity creation.  The impact is more pronounced for Islamic banks than conventional 
banks. We further split the sample based on bank size. Our results show that impact of 
competition on liquidity creation is more for smaller banks than larger banks across Islamic and 
conventional banks. Finally, we find competition increases liquidity creation during financial 
crisis across Islamic and conventional banks. The results presented in this paper hold when 
subjected to various robustness checks. 
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Abstract 

Foreign direct investment (FDI) raises national productivity and therefore output and 
wages. Multinational firms bring in better technological and managerial know-how, which 
directly raises output in their operations. The main objective of this study is to measure the 
impact of the British exist from the European Union on foreign direct investment and its impact 
on UK business. The expectation generates problems on labor markets, and the England policies 
should create a more flexible labor market and a stronger orientation towards other countries 
outside the Europe.  
 

Introduction  
In June of 2016, voters in the United Kingdom decided to leave the European Union, a decision 

popular ly  known as Brexit. FDI also stimulates domestic firms to improve for  example, through 
stronger supply chains and tougher competition.  In the European Union  half of the turnover  over £1 
trillion, is from the United Kingdom other members of the Part of the European Union. UKõs 
attractiveness for foreign investors is that it brings easy access to the EUõs Single Market. The 
dissolution means that multinational firms of the United Kingdom  and European Union no longer 
enjoy free movement of capital across each otherõs borders as their subsidiaries will be subject to 
more stringent regulations and higher production costs.   

The United Kingdom  increases international lending, which finances the production of others 
both domestically and abroad,  and inward FDI rises . U.K. consumption falls and leisure rises, 
implying a negligible impact on welfare.  In the European Union, declines in investment and  
production are modest, but the welfare of E.U.  citizens is significantly lower. Finally, if, during the 
transition, the U nited Kingd om reduces current restrictions on other major foreign investors, such as 
the United States and Japan, U.K. inward FDI and welfare both rise significantly. Brexit, higher trade 
costs with the EU would be likely to depress FDI. ÅOur new empirical analysis looks at bilateral FDI 
flows between 34 OECD countries (including the UK) over the last three decades. Controlling for 
many other factors, the baseline estimate is that EU membership has raised FDI by about 28%.  

We estimate the impact of these capital restrictions on foreign investment, production, and  
welfareñin the United Kingdom, European Union, and other nations that hosted E.U. If the 
European Union remains open, its citizens enjoy a modest gain from the increased U. K. investment 
since it can be causelessly deployed in subsidiaries throughout Europe. If instead we assume that the 
European Union imposes the same restrictions on U.K. FDI, then E.U. firms invest more in  their own 
R&D, benefiting the United Kingdom. With cost s higher on both U.K. and E.U. FDI, we predict a 
significant fall in foreign investment and production by U.K. firms.  

The positive effect of EU membership on FDI is robust, ranging between 14% and 38% under 
different statistical assumptions. The size of these effects is also consistent with comparisons between 
UK FDI flows and a set of matched control countries. ÅStriking a comprehensive trade deal ð for 
example, joining Switzerland in the European Free Trade Association ð would not significantly 
reduce the negative effects of Brexit  on FDI, according to the data. Assessing the impact of lower FDI 
on income is complex. 
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.  
We use existing macroeconomic estimates of how FDI affects growth combined with a very 

conservative estimate of the impact of Brexit ð a 22% fall in FDI over the next decade. We calculate 
that a Brexit-induced fall in FDI could cause a 3.4% decline in real income ð about £2,200 of GDP per 
household. The income losses due to lower FDI are larger than our estimates of static losses due to 
lower trade of 1.3% to 2.6%. ÅEstimates of the impact of Brexit on the UKõs car industry imply that 
UK production would fall by 181,000 cars (12%) and prices would rise by 2.5%. Even if the UK 
manages a comprehensive trade deal and keeps tariffs at zero, production would fall by 36,000 cars. 
The UKõs financial services industry is the largest recipient of FDI. Restrictions on ôsingle passportõ 
priv ileges following Brexit, would lead to big cuts in activity. Furthermore, the UK would be unable 
to challenge EU regulations at the European Court of Justice. 

 

Impact of Brexit on Businesses in the UK  
In a historic referendum on June 23rd, 2016, Britain v oted to leave the European Union. After 

which, the pound fell to its lowest since 1985, immediately after the r esult was declared. The UK is 
considered one of the best countries to start a business, but that could change due to the unknown 
effects Brexit could bring. There are Brexit campaigners who have optimistic predictions  for Britain 
and its businesses. But there are still many sceptics who predict that this has been a big mistake for 
Britain, and that it will be seriously impacted by multiple factors.  
 

Costs of Brexit to UK Busines ses 
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