
Institute of Cost and Management
Accountants of Bangladesh
(A statutory body under the Ministry of Commerce, GoB)

IS
SN

 1
81

7-
50

90

VOLUME XLIX NUMBER 02 MARCH-APRIL 2021

COVID - 19



Bi-monthly Journal of the ICMAB
ISSN 1817-5090
NUMBER-02, MARCH-APRIL 2021

VOLUME XLIX

Mr. Ruhul Ameen FCMA

w Mr. G M Omar Faruque Chowdhury FCMA

w Dr. Md. Saiful Alam FCMA

Mr. Md. Touhidul Alam Khan FCMA Chairman

Mr. Md. Mainul Hasan FCMA Vice-Chairman

Mr. Md. Munirul Islam FCMA Member

Mr. A.K.M. Kamruzzaman FCMA Member

Mr. Md. Ali Haider Chowdhury FCMA Member

Mr. Abu Sayed Md. Shaykhul Islam FCMA Member

Mr. A. K. M. Delwer Hussain FCMA Member

Mr. Md. Jasim Uddin Akond FCMA Member

Mr. Arif  Khan FCMA  Member

Mr. Md. Kausar Alam FCMA Member

Mr. A.B.M. Shamsuddin FCMA Member

Mr. Md. Yusuf  FCMA  Member

Mr. Hamid Monirul Azam FCMA Member

Syed Sarwar Hussain FCMA Member

Mr. Md. Shaifur Rahman Mazumdar FCMA Member

Mr. Md. Halimur Rashid Khan FCMA Member

Mr. S.M. Elias Amin FCMA  Member

Mr. Mohammad Khurshid Alam FCMA Member

Mr. Biswanath Paul FCMA  Member

Mr. Md. Ejajur Rahman Chowdhury FCMA Member

Mr. Jahangir Hossain FCMA  Member

Mr. Md. Siddiqur Rahman FCMA Member

Mr. Mohammed Nazmul Hoque FCMA Member

Mr. Md. Nurul Amin FCMA  Member

Mr. Md. Shafiqul Islam FCMA Member

Mr. Muhammad Shahid Ullah FCMA Member

SK. A.H. Md. Imtiaz Hossain FCMA Member

Mr. Mohammad Nazrul Islam FCMA Member

Mr. Md. Jahidul Islam FCMA Member

Mr. J. H. Kazal FCMA  Member

Kazi Md. Siddikul Azam FCMA Member

Mr. Shah Aziz FCMA  Member

Mr. Tawfiqur Rahman ACMA Member

Mr. Md. Saifullah ACMA  Member

Mr. Md. Qamruzzaman  ACMA Member

Mr. Wahid Ullah  ACMA  Member

Mr. Nur-Alam ACMA  Member

Mr. Mohammad Ruhul Amin ACMA Member

Mr. Mohammed Nurul Alam ACMA Member

Mr. Md. Firoz Hossain ACMA Member

Md. Ahasan Uddin ACMA  Member

Md. Wahidul Khan ACMA  Member

Muhammad Abdullah
Executive Director, ICMAB

Mr. Md. Abdul Maleque

Md. Amirul Islam (Riyaz)

Modina Printers & Publishers, 278/3, Elephant Road, Katabon, Dhaka-1205 
Ph.: +88 02 9635081, Email: modinapublishers@gmail.com

The Institute of  Cost and Management  Accountants of  Bangladesh

ICMA Bhaban, Nilkhet, Dhaka-1205, GPO Box No. 2629, Tel.: 9615460 & 9611799
E-mail: rp@icmab.org.bd, publication.rp@icmab.org.bd

Editor

Associate Editors

Journal Committee
Chairman

Vice-Chairman

Members

Publisher

All supervision

Design & Graphics

 Print

Editorial Office

Contents

01
Editorial

02
From the President’s Desk

04
Central Value Added Tax Registration in Bangladesh: 
An Appraisal

14
Social Network and Tax Evasion: Theoretical Model 
and Empirical Evidence in Bangladesh

33
Impact of Supply Chain Management on Customer 
Satisfaction in Manufacturing Firms of Bangladesh

46
Measuring Financial Performance of Pharmaceutical 
Industry and Cement Industry of Bangladesh- A 
Comparative Study

55
Growth & Trend of Social-Media Marketing 
Campaign: A Case Study of the UK Fashion Industry 
with Reference to Position of that in Bangladesh

64
Alternative Investments

65
IFRS Update

67
Update on Financial Market

72
Interview

74
CMA Students’  World

76
ICMAB News

All rights reserved. No part of this publication may be reproduced, duplicated or copied by any means without the prior consent of the holder of the 
copyright, requests for which should be addressed to the publisher.

The Cost & Management is a peer-reviewed journal published bi-monthly by the Institute. It is committed to publish original studies in accounting 
and other business disciplines. Manuscripts submitted here should not be under review elsewhere.



EDITORIAL

A well planned, well organized, efficient and viable 
insurance industry is a necessary condition for the 

economic and financial infrastructural development in 
a country. Besides covering losses of  individual policy 
holders for early loss of  life, accidents and damages of  
properties, it serves as an important tool of  channeling 
the individual or group savings to investment.

The main constraints of  development of  insurance 
industry in Bangladesh were lack of  government 
patronization, strong legal framework, separate 
regulatory body, trust worthiness, risk awareness, need 
based products, sufficient information, market research, 
efficient workforce, updated system & information 
technology through enterprise resource planning (ERP), 
claim settlement and last but not the least low income 
of  mass people leading to financial inability. As a result 
insurance products are not sold spontaneous but sold 
just for meeting legal obligation such as motor vehicle 
insurance, marine, property,  industrial insurance, 
Probashi Kallyan Bima, etc.

World Bank has provided Taka Six billion to our Govt. 
for the up gradation & modernization of  this sector.

Our Government initiative to ensure social security is 
now visible as it is an obstacle for Bangladesh to become 
a middle income country in the world.

Insurance is an absolute necessity for us and hence 
Govt. has declared 1st March as National Insurance 
Day since 2020 and brought significant changes in the 
Insurance Act in 2010 and formed a separate regulatory 
body under Ministry of  Finance parallel to Bangladesh 
Bank named Insurance Development & Regulatory 
Authority (IDRA). This regulatory body is headed by 
its Chairman who is a Chartered Accountant now. On 
their recommendation the act is further amended in 
2018 to bring transparency, quick settlement of  claims & 
maturity payment through gradual digital transformation 
and implementing ERP in this sector.

Education Protection Plan (EPP), comprehensive auto 
Insurance are in the process of  being mandatory. Probashi 
Kalyan Bima is made compulsory since 2019.

The circular dated 12th May 2021 issued from Securities & 
Exchange Commission (SEC) directing all Stock Exchanges, 
all broker houses to ensure health & life insurance coverage 
for all their executives, staff & employees and report 
compliance by 25th June 2021 is also a Govt. initiative.

Life Insurance help one to plan financial goals as per their 
convenience. Life Insurance not only provides for financial 
support in the event of  early loss of  life but also act as a 
long term investment.

We often ignore the idea of  taking up insurance thinking 
that we don’t require it. But a sudden accident brings us the 
realization that life could end any time without providing 
any pre-signal.

What happens then? Our dependents besides, being 
grief  face a sea of  liabilities like rents, loans, EMI’s 
children education expenses, etc. The flow of  income 
is discontinued. We never imagine before such an worst 
situation that might have happened to us. The mindset “I 
don’t need an insurance policy” must be shed as adversities 
can come to our life at any time and at any age without any 
notice. Financial security and protection is needed by every 
individual which can only be ensured through investing in 
Life Insurance Plan. Moreover, investment in life insurance 
is subject to tax rebate. Loan options are also available after 
three years against surrender value of  the policies to meet 
emergencies. This return compensates for the income that 
discontinue after the loss of  the earning member.

Apart from basic life coverage one can take additional 
health coverage for critical illness, personal accident, waiver 
of  premium as disability protection rider with a small 
additional premium.

Ruhul Ameen FCMA
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In the past 50 years, Bangladesh has seen many 
ups and downs in the political sector. Still, the 

economy continues to grow thanks to a vast 
young population, good trade, and political 
relations with regional and world powers 
that attract significant foreign investment. 
Bangladesh’s journey in the post-independence 
period was tough. The task of  rehabilitation 
and reconstruction after independence was 
overwhelming. The rebuilding process took-
off under the stewardship of  its founding 
father Bangabandhu Sheikh Mujibur Rahman. 
The country, in five decades, has reduced 
overall poverty, increased literacy rate, life 
expectancy and per capita income. 

The country became one of  the fastest-
growing economies in the world, improved its 
GDP per capita -surpassing Pakistan and India, 
registered significant development in women 

From the
President’s Desk

empowerment, female education, sanitation, 
reducing poverty, fighting the climate change, 
engaged with rapid technological development 
and improvement in other social issues. 

The per capita GDP in Bangladesh in 1972 was 
almost 40% lower than in Pakistan. But the 
country's current GDP per capita is more than 
40% higher than Pakistan. 

According to the International Monetary Fund 
and the World Bank, Bangladesh surpassed 
India and Pakistan in GDP growth rate and 
per capita income. The economic growth was 
around 8% in 2019, the fastest pace in Asia. 
The country’s foreign reserve reached USD 
42,989 million on March 21, 2021 from USD 
173 million in 1973. 

Unlike other regional countries, Bangladesh 
has also succeeded to manage and continue 
balanced relations between India and China. 
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The country has set an example to the world 
by hosting more than 1.2 million Rohingya 
Muslim refugees who fled state and military 
brutality in Myanmar. 

The Bangladesh Bureau of  Statistics data 
shows that Bangladeshis’ life expectancy 
was merely 46.2 years in 1974 which now 
reached 72.3 years while the latest reports 
of  the government’s Health Economics Unit 
shows that people in Bangladesh have to bear 
67 percent of  their medical bills, indicating 
that ‘out-of-pocket medical expenses’ in 
Bangladesh is highest in South Asia. Also, one 
major success has been the achievement of  
the goal of  universal enrolment at the primary 
level. A significant decrease in school dropout 
rate of  18% currently is another milestone. 
Gender parity was achieved at primary and 
secondary education ahead of  the Millennium 
Development Goal (MDG) Targets. The 
country’s literacy rate has risen to 74.7% in 
2019 from 26.8% in 1974. Bangladesh has 
closed 73% of  its overall gender gap, according 
to the Global Gender Gap Index 2020. During 
the period of  1996-2017, the national rate 
of  female labor force increased from 15.8 to 
36.3%, which is higher than the South Asian 
average of  35%. 

Bangladesh has made progress in the power 
sector and now 97 per cent of  the country’s 
populations are under electricity coverage. 
In 1972, the country could produce 500 
megawatts of  electricity and now the country 
has an installed capacity of  22,329mw against 

the demand of  12,893mw at peak time. 
Despite high generation capacity, people 
could not reap its benefits as transmission and 
distribution infrastructures were not developed 
correspondingly. 

During 1972–1980, Bangladesh pursued an 
import-substituting industrialization strategy 
aiming to safeguard the country’s infant 
industries. Over recent years, the share of  the 
manufacturing sector in GDP increased from 
4% in 1972 to 18% in 2019, and the share of  
the non-manufacturing industry increased 
from 2% to 11% during the same period of  
time. The industrial sector reform in 80s and 
90s helped Bangladesh achieve the current 
level of  progress in manufacturing sector. To 
accelerate the industrial boom, Bangladesh 
government took an initiative to set up 100 
Economic Zones. 

Fifty-years into its independence, Bangladesh 
has many milestones to celebrate. The country 
is now well placed to strive for a poverty free 
and advanced economy by 2041. The challenges 
are steep but not insurmountable. Bangladesh 
already has a strong track record that shows 
how strong leadership, sound policymaking 
and determined efforts can take the country 
forward. The ethos of  equity and justice, the 
underlying principles of  the Liberation War, 
ought to be the guiding principles for crossing 
the milestones of  its upcoming journey.

Abu Bakar Siddique FCMA
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Central Value Added Tax Registration in Bangladesh: 
An Appraisal

Dr. Swapan Kumar Bala FCMA
Professor

Department of  Accounting & Information Systems 

University of  Dhaka

Dr. Md. Abdur Rouf
Director General

Customs Intelligence and Investigation Directorate 

Bangladesh

Abstract

Although the real payers of  Value Added Tax (VAT) are the consumers of  taxable goods and services, VAT is 
legally being collected from the registered entities providing those goods or services. Hence, on the one hand, 
the VAT registration has very important compliance obligations on the part of  the registered entities that affect 
their accounting, tax payments, and cost of  doing business. On the other hand, it has implications to the VAT 
authority for ensuring observance of  legal obligations, monitoring and enforcements. In this paper, the idea 
of  giving central VAT registration under the new VAT law started from March 23, 2017 has been discussed 
with its conceived principle of  “one entity, one accounting and one registration.” It has also explained how 
the unit registration concept has affected the registered VAT-payers in terms of  increasing compliance costs, 
complexities, product costs and new obligations. It has also delineated the potential sensitivities of  this departure 
from central registration approach on the VAT-administrators. Finally, it has enumerated some specific policy 
recommendations to improve the ongoing regulatory framework on central registration and standardization of  
the VAT system. 

Keywords: Value Added Tax, Central VAT registration, Cost of  doing business.

Disclaimer: Opinions expressed in this paper are the authors’ personal and not linked to their institutional affiliations.

1.0 Introduction
Value Added Tax (VAT) law has been enacted to collect VAT from people. VAT is consumers’ tax. Consumers, 
i.e., purchasers of  goods and services make payment to sellers against purchases. At that moment, there is no 
feasible way to the purchasers for paying VAT to the government. Therefore, the sellers have been legally asked 
to collect VAT from the purchasers and pay to the government later. So, in the VAT management system, sellers 
have become more important for the revenue administrators though VAT is consumers’ liability.
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The VAT management first requires making a list 
of  the sellers which is called registration. Then, the 
sellers have to keep records of  sales, purchases, VAT 
payments, etc. so that the regulatory authority can check 
the appropriateness of  payment of  VAT. The sellers are 
of  different types, such as individuals, sole-proprietorship 
entities, partnership firms, companies, trusts, societies, 
non-government organizations (NGOs), government 
enterprises etc. with one or several manufacturing, 
warehousing, sale, trading, service rendering and 
management offices. Hear comes the concept of  unit 
registration and central registration. Registering one unit 
at one place is called unit registration and registering 
one entity’s multiple units together is called central 
registration. In either case, a feasible basis is required 
for registration and accounts are considered to be the 
most relevant and common basis as it facilitates VAT 
credit mechanism. Every entity has its own accounts. 
An entity with one or multiple units maintains accounts 
incorporating all transactions.

The entities have to comply with trade licensing 
law, company law, customs law, income tax law, 
VAT law, labor law, environment law etc. Most 
of  the documents of  an entity are required to be 
maintained in prescribed format under company law 
and VAT law. These documents are the evidences 
of  purchase and sales, income and expenditure, 
and other business transactions. All transactions are 
recognized, measured, recorded in the accounts and 
finally reported through the financial statements under 
the accounting and reporting standards. Corporate 
entity is under strict regulatory regimes of  various 
authorative bodies. For instance, banks and non-bank 
financial institutions (NBFIs) are under the regugatory 
oversight of   the Bangladesh Bank (BB). Similarly, 
insurance companies are regulated by the Insurance 
Development and Regulatory Authority (IDRA), 
telecommunication companies by the Bangladesh 
Telecommunication Regulatory Commission (BTRC), 
and all the listed companies by the Bangladesh Securities 
and Exchange Commission (BSEC). But under these 
overlapping regulatory regimes, the identity of  a 
single corporate entity is not segmented into multiple 
identies with separate "identification number" for each 
segment having operations at a separate place. Never 
it is required to prepare separate audited accounting 
reports for a separately identifiable operational unit. 
Here, Therefore, "one entity, one accounting, one 
identification number" is the principle for regulatory 
oversight and compliances. Consequently, one entity, 
one accounting, one Business Identification Number 

(BIN) can be the best principle for VAT registration. 
Mentionably, Business Identification Number (BIN) is 
the VAT registration number given to the registered 
entity by the National Board of  Revenue (NBR), the 
apex tax authority of  Bangladesh.

Under the original VAT law of  2012, the approach 
was the central VAT registration on the basis of  “one 
entity, one accounting, one BIN” principle, which was 
revised later from July 1, 2019. This paper attempts to 
identify the potential arguments in favour and against 
the central VAT registration and finally provides some 
policy recommendations to fine-tune the regiatration 
process under the VAT system.

2.0 Statement of the Problem
As mentioned earlier, there are two types of  
registration under the VAT law: (1) unit registration 
under which separate registration is given for an 
individual unit of  an entity; and (2) central registration 
under which one single registration is allowed 
for an entity having multiple units of  operation. 
Suppose, Rahman Chemical Industries Ltd. is a soap 
manufacturer located at Gazipur. It sells to dealers 
and distributors from the manufacturing place and 
maintains accounts there. This entity shall qualify for 
unit registration. Another company, Excell Industries 
Ltd. has three manufacturing plants located at 
Gazipur, Savar and Narayanganj. It has ten (10) 
distribution centers scattered countrywide. Following 
the production at three places, goods are warehoused 
at ten (10) places and sold from there. It is a limited 
company. Accounts of  three manufacturing plants, ten 
distribution centers and one head office are maintained 
together. Statutory auditor under the Companies 
Act (Chartered Accountant firm) prepares one audit 
report compiling accounts of  fourteen (14) places 
which is used for the purposes of  company law and 
income tax law. If  this entity needs to take fourteen 
(14) registrations at fourteen (14) places under the 
VAT law, it shall be easier neither for the entity to 
comply nor to the government to monitor. Such entity 
requires to be given central VAT registration. Separate 
accounts shall be maintained at all places but accounts 
of  all places shall be compiled at the centeral office 
(head office). Sales can be made issuing VAT invoices 
from all places. Raw-materials, semi-processed goods, 
finished goods or services can move among these 
places freely. One VAT return shall be submitted from 
the centeral office (head office) taking into account 
the transactions of  all places. Any method in the 
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VAT system requires to be easier for VAT-payers to 
comply (under the tax principle of  “convenience”) 
and collection of  VAT has to be ensured, i.e., it has 
to be business-friendly and revenue-friendly. The 
basic objective of  central VAT registration is to list 
the multiple points together for easier compliance 
and collection. A new type of  central registration was 
introduced on 1 July 2019, when the new VAT law 
came into full force. Since the provisions of  existing 
central VAT system are not allowed in general, rather 
unit VAT registration is made as the usual practice, this 
paper appraises the pros and cons of  the central VAT 
registration from the context of  the past and present 
regulatory framework and other relevant arguments 
in favour and against thereof. After 30 years of  VAT 
implementation with different central registration 
regimes, it is now pertinent to assess and determine 
what type of  central registration is better for revenue 
and business.

3.0 Objectives of the Study
The study has been undertaken to appraise the 
regulatory provisions on central VAT registration in 
order to identify the background and consequences 
thereof  and also provide some policy recommendations 
to improve the fiscal management of  VAT.

4.0 Methodology
The study is mainly a desk research. Most of  the 
information and resources have been taken from 
various websites including those of  the National Board 
of  Revenue (NBR), the Internal Resources Division 
(IRD) of  the Ministry of  Finance, and Customs, Excise 
& VAT  Commissionerate and Directorate offices. 
Published sources, such as the annual reports of  the 
NBR and some authoritative publications on the VAT 
law, have also been consulted and references have 
been duly cited.

5.0 Regulatory Framework of Central 
VAT Registration: Origination and 
Evolution
The central registration regime currently in force 
in our VAT system introduced on 1 July 2019 is a 
departure from the “one entity, one accounting, one 
BIN” principle as mentioned earlier. The scope of  
central registration has been limited and therefore, 
adequate number of  entities cannot avail it. A type 

of  central registration was launched after three years 
of  1991 VAT Act in Bangladesh. From July 1, 2011 
to March 22, 2017, there was a provision for central 
VAT registration under the VAT Act 1991. This was in 
practice without any hassle before starting the central 
VAT registration under the new VAT law of  2012. 
Below is a discussion on the regulatory frameworks 
of  central VAT registration under the old VAT law and 
the new VAT law.

5.1 Central VAT Registration under the VAT Act 1991

Although the collection of  VAT in Bangladesh started 
from July 1, 1991, the VAT registration activities 
commenced from June 2, 1991 under the VAT 
Ordinance, 1991 promulgated on May 31, 1991 and 
this was validated under section 1(2)(a) of  the VAT 
Act, 1991. The VAT Bill was placed in the Parliament on 
July 1, 1991 and passed on July 9, 1991 and published 
in the Gazette on July 10, 1991 after the Presidential 
accord on the same day. However, the provision on 
central VAT registration was introduced through the 
amendment of  the VAT Act by the Finance Act 1994 
effective from July 1, 1994 for centrally operated 
business and centrally maintained books and accounts 
by giving a single VAT registration to the head office of  
the business entity.     

Under the 1991 VAT law, entities of  three categories 
qualified for central registration. Those are: (a) 
a manufacturer manufacturing at one place and 
selling through multiple places; (b) a commercial 
importer selling through multiple places; and (c) a 
service renderer rendering service through multiple 
places. Multiple manufacturers were not given one 
central registration. Traders purchasing locally (not 
commercial importer) were also not given central 
registration. The exclusion was not overwhelming 
and was not complex. The number of  multiple 
manufacturing plants under one entity was less in 
those days, so was the number of  local traders. For 
the ease of  registration-seekers, the National Board 
of  Revenue (NBR) issued central registration on direct 
application. Later on, when it was streamlined, the 
authority was vested upon the VAT Divisional Officer. 

There was another method in practice under the 1991 
VAT law that was called "sale at identical price" (ovinno 
mulye bikroy). Under this method, any manufacturer 
or commercial importer could pay all VAT from the 
place of  manufacture or import and could sell then 
VAT-free from own sale-centers, dealers or agents. 
So, the 1991 VAT law included adequate provisions 
under which manufacturers, commercial importers 
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and service renderers could pay VAT centrally. In 
early stage of  introduction of  VAT, especially during 
1995-2000 period, many entities were given central 
registration and approval for selling at identical price. 
Later on, the trend discontinued. From 2009 when 
talks surfaced regarding enactment of  a new VAT law 
and continued up to its implementation on 1 July 2019, 
these were sent to the back-burner with the hope that 
the new law would accommodate all easier things.

Under the proviso to sub-section (2) of  section 
15 [“Registration”] of  the VAT Act, 1991, the 
provisions on central VAT registration in July 2010 
were: where the supply of  taxable goods, except 
at production stage, or rendering of  taxable service 
or import or export business is conducted centrally 
and the accounts and records thereof  are maintained 
accordingly, the Board may, by general or special 
order, direct the head office of  such supply of  goods, 
except at production stage, or rendering of  service 
or, where applicable, import or export business to be 
registered centrally (vide Halim, 2010: 181-182). Thus, 
central VAT registration was subject to the direction 
of  the National Board of  Revenue (NBR). From July 
1, 2011, due to the amendments, the provisions on 
central VAT registration was simplified: if  any person, 
from two or more places, operates the production 
and supply of  his taxable goods or rendering of  
taxable service or import or export business and 
maintains all the accounts and records together, 
then he, voluntarily, can be registered centrally in the 
manner prescribed by rules [proviso to sec. 15(2)]. 
Thus, central VAT registration became the option of  
the business entity and continued till the introduction 
of  the registration process under the new VAT law. It 
may be a question why this provision on central VAT 
registration was not incorporated in the VAT and SD 
Act passed in November 2012 as a status quo.

5.2 Central VAT Registration under the New 
VAT Law

Former Finance Minister Abul Maal Abdul Muhith 
placed the bill on the Value Added Tax Act, 2012 in 
the Parliament on July 8, 2012, and then it was sent to 
the Parliamentary Standing Committee on the Ministry 
of  Finance. This Parliamentary Standing Committee 
on September 6, 2012 finalized its report on the bill 
where the committee proposed that the bill should 
be named “Value Added Tax and Supplementary 
Duty Act, 2012” instead of  “Value Added Tax Act, 
2012” (bdnews24.com, 2012). The Parliament on 

November 27, 2012 passed the VAT and SD Bill, 2012 
(Rouf, 2015: 13) to expand the scope of  VAT, SD and 
turnover tax, to simplify the tax collection process and 
to make other relevant provisions. Hon’ble President 
accorded his assent to the Bill on 10 December 2012 
and it was published in the Gazette on the same date 
as the Value Added Tax and Supplementary Duty 
Act, 2012 (Act No. XLVII of  2012) (GoB, 2012). It 
is interesting to note here that under section 1(2) of  
the VAT and SD Act, 2012,  the Chapter Two (VAT 
Registration and Turnover Tax Enlistment; Sections 
4-14), Chapter Twelve (Value Added Tax Authority; 
Sections 78-89) and Chapter Fifteen (Maintenance 
of  Forms, Notices, and Records; Sections 107-110), 
and section 128 (Online performance of  functions, 
filing of  return and payment of  tax, etc.), section 132 
(Certified copy of  documents), section 134 (Acts to 
be done through a private organization), and section 
135 (Power to make rules) of  this Act shall come 
into force at once, i.e., from December 10, 2012. 
Thus, VAT registration became effective under this 
new VAT statute of  2012 from the 10th December 
of  2012. Then the major objective was to introduce 
“central VAT registration” and separate registration 
for any branch unit was optional, if  we see the original 
provisions of  section 5 [“Registration of  central or 
branch unit”] of  the VAT and SD Act, 2012:

 “(1)  Every person required to be registered for 
his economic activities shall have only one 
VAT registration for the central, and all the 
branch units.

(2)  Notwithstanding anything contained in sub-
section (1), a branch unit that maintains 
the records, and keeps the accounts, 
independently and separately from the central 
unit, may have a separate VAT registration. 

(3)  Every branch unit registered separately shall, 
for the purposes of  this Act, be regarded as a 
separate taxpayer.

(4)  Movement of  goods or exchange of  services 
from one branch unit to another separately 
registered branch unit of  the same economic 
activity shall not be treated as supplies and, 
consequently, there shall arose no output tax 
liability or input tax credit claim” (vide Rouf, 
2015: 222-223).     

But due to absence of  any Rules, the registration 
process under the 2012 Act was not introduced 
immediately. The Value Added Tax and Supplementary 
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Duty Rules, 2016 were made under section 135 of  
the VAT and SD Act 2012 as an S.R.O (Statutory 
Rules and Order) [S.R.O. No. 333-Ain/2016/1-
Musak, dated November 3, 2016]. Under Rule 1(2) 
of  the VAT and SD Rules 2016, Chapter Two (VAT 
Registration and Turnover Tax Enlistment; Rules 3 to 
15) and definitions in Chapter One (Preliminary) in 
relation to the said Chapter shall come into force at 
once, i.e., from November 3, 2016. 

Thus, Chapter Two of  the VAT and SD Act 2012 and 
Chapter Two of  the VAT and SD Rules 2016 are both 
on “VAT Registration and Turnover Tax Enlistment.” 
However, the provisions of  the Chapter Two of  the 
VAT and SD Act, 2012 (i.e., sections 4 to 14) became 
effective from December 10, 2012 under section 1(2) 
and the provisions of  the Chapter Two of  the VAT and 
SD Rules 2016 (i.e., Rules 3 to 15) became effective 
from November 3, 2016 under rule 1(2).

However, the fact was that at implementation planning 
of  the new VAT law, it was decided to make the law 
fully effective from July 1, 2015. But due to several 
reasons (cancellation of  the international tender for 
procuring software and hardware by the Cabinet 
committee on public purchase on July 6, 2014; rules 
yet to be made; delay in organizational restructuring 
and necessary training for VAT-payers and VAT-
administrators, etc.), the date of  full implementation 
of  the new VAT Act was re-fixed at July 1, 2016 and a 
notification was published in this regard in the Gazette 
on April 12, 2015. For the implementation of  the new 
VAT law, a project under the title “Value Added Tax 
and Supplementary Duty Act, 2012 Implementation 
Project” (or “VAT Online Project” in brief ) was taken 
with an estimated cost of  BDT 551 crore (World 
Bank’s financing by BDT 450 crore, and the balance by 
the Government of  Bangladesh). Due to subsequent 
amendment of  the Development Project Proforma /
Proposal (DPP), the project cost was raised to BDT 
690 crore. Moreover, the date of  implementation 
of  new VAT law was deferred from July 1, 2016 to 
July 1, 2017 due to the lack of  preparedness as well 
as lack of  consensus with the business communities. 
In the meantime, the VAT and SD Rules 2016 
were published in the Gazette on November 3, 
2016. Steps to establish a technology-based VAT 
management system were taken and an Integrated 
VAT Administration System (IVAS) was set up with 
a Data Center at the Bangladesh Computer Council, 
Agargaon, Dhaka and a Disaster Recovery Center 
(DRC) at Customs, Excise and VAT Commissionerate, 
Dhaka (West). The Registration Module was opened 

on March 15, 2017, which was formally opened by the 
Finance Minister on March 23, 2017 (Rouf, 2019c: 40-
42; Rouf, 2020b: 31-33).

Thus, online VAT registration under the new VAT law 
actually started on March 23, 2017, under which the 
“Application Form of  Value Added Tax Registration 
and Turnover Tax Enlistment” [Mushak-2.1] under 
rule 4(1) and rule 5(1) of  the VAT and SD Rules, 2016 
was applicable. This Form was published in the Value 
Added Tax and Supplementary Duty Rules, 2016 on 
November 3, 2016. But this Form was substituted 
by another new Form titled “VAT/Turnover Tax 
Registration Form” [Mushak-2.1] by S.R.O. No. 
226-Ain/2019/62-Mushak, dated June 30, 2019.

Thus, from March 23, 2017 to June 30, 2019, the 
requirement was that new registrants have to take 
new 9-digit VAT registration number in the name of  
BIN (Business Identification Number) and existing 
VAT registered persons had to re-register to change 
the previous 11-digit VAT registration number into 
9-digit BIN by using the original Form Mushak-2.1. 
But from July 1 to July 31, 2019, due to changes in 
the provision on registration and introduction of  a 
new Form, all the existing registered persons have 
to take 13-digit BIN in place of  9-digit BIN by using 
the new Form. The initial deadline of  July 31, 2019 
was sequentially extended up to November 30, 2019 
(Rouf, 2020a: 91).     

The new VAT and SD law became fully effective from 
July 1, 2019. By the Finance Act, 2019, section 5 of  that 
law has been fully substituted effective from that date 
also. The changed provisions of  section 5 [“Registration” 
in place of  “Registration of  central or branch unit”] of  
the VAT and SD Act, 2012 are as follows:

“(1)  If  any person maintains books and accounts, 
tax payment and records of  economic activities 
relating to supply of  identical or similar goods 
or services or both from two or more places, 
he may take one VAT registration number 
at the said address of  maintaining books and 
accounts under the conditions and in the 
manner prescribed therefor:

          Provided that notwithstanding the supply 
of  identical or similar goods or services, if  
the books and accounts, tax payment and 
records of  economic activities from any unit 
are maintained independently, then he has to 
take separate registration:

           Provided further that for the purpose of  
taking central registration and tax payment, 
the Board may make rules.
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(2)  Notwithstanding anything contained in sub-
section (1), if  any person operates economic 
activities relating to supply of  dissimilar 
goods or services, he has to take separate 
registration for each place. 

(3)  Exchange or movement of  goods or services 
from one central unit to another unit of  a 
person registered under sub-section (1) shall 
not be treated as supplies and, consequently, 
there shall arose no output tax liability or input 
tax credit claim” (vide Rouf, 2020b: 103).

The reason of  substituting section 5 in the original Act 
of  2012 by the Finance Act 2019 was noted as follows: 
“Presently, in the case of  supply of  identical goods 
or similar goods or services, if  there are factories 
or business-places in more than one geographical 
locations, separate VAT registration for each of  the 
locations is to be taken. For this, the cost of  doing 
business increases. As a result, to make the audit 
activities effective under the VAT system, section 5 of  
the Act has been substituted” (vide Hassan, Munshi, 
Rahaman and Arman, 2019: 687). This argument 
justifies the central registration for the supplier of  
identical goods or similar goods or services from 
more than one geographical locations for effective 
VAT audit. Even this is an option subject to the 
conditionality of  maintaining central accounting or 
record-keeping and tax-payment. Thus, this does not 
substantiate the new provisions for limiting the scope 
of  central registration, because of  the unacceptable 
conditionality and reversal of  the registration approach 
in favour of  giving usual focus on unit registration.

In the new VAT law enacted in November 2012, 
the registration regime was basically central, one 
entity/company, one BIN was adopted as the basic 
principle of  registration. It was also provided that if  
any branch or center maintains separate accounts, 
it could take separate unit registration. Thus, it was 
perceived that VAT compliance should be easier, in 
line with accounts. This mechanism was broader than 
the central registration regime enshrined in the 1991 
VAT law. Online VAT registration module under the 
new VAT law was opened on 15 March 2017 and all 
entities were given such central registration. Although 
the implementation of  the new VAT law was deferred, 
but it was decided that VAT automation and online 
VAT registration should continue. Accordingly, online 
VAT registration continued and this was basically 
central registration, designed as per the new VAT law, 
though the VAT Act, 1991 was in force during the time.  

As stated earlier, the new VAT law was made fully 
effective from 1 July 2019 bringing changes through the 
Finance Act, 2019, some of  those changes reshaped 
registration regime again. The new central registration 
regime, now in force, may be presented as follows: 

(a)  a manufacturer manufacturing and selling identical 
or similar goods with 15% VAT rate from two or 
more places may take central registration.   

(b)  a commercial importer importing and selling 
through own sale-centers identical or similar 
goods with 15% VAT rate may take central 
registration.

(c)  a trader purchasing locally and selling throgh own 
sale-centers identical or similar goods with 15% 
VAT rate may take central registration. and

(d)  a service renderer rendering identical or similar 
service through own branches with 15% VAT rate 
may take central registration. 

That means, from July 1, 2019, if  the above entities 
being a manufacturer, a commercial importer, a trader 
or a service renderer, appliies for central registration 
in the prescribed Form [Mushak-2.1: “VAT/Turnover 
Tax Registration Form”], then after examining the 
manufacturing/importation/local purchase and 
selling/rendering of  identical or similar goods/services 
by the VAT authority, they will issue central Business 
Identification Number (BIN) on their satisfaction. 
Thus, central VAT registration is optional and its 
issuance depends on the fulfillment of  the conditions.

6.0 Appraisal of the Existing Central 
VAT Registration
In the new central registration regime, the following 
three new notions have been brought in which appear 
alien and not in conformity with the objective and 
spirit of  standard central VAT registration:  

(a)  Normally no central registration: A manufacturer 
manufacturing at one place and selling through 
multiple places shall not be entitled with central 
registration. Most of  the manufacturers are of  
this nature. Suppose, a manufacturer is a limited 
company with  one manufacturing place, 10 sale-
centers and one head office. So, it has to take 
12 VAT registrations. Does it appear sensible? 
From the date of  introduction of  this provision, 
the rationale for allowing central registration to an 
entity having two or more manufacturing plants 
with multiple selling places and disallowing the same 
for an entity having a lone manufacturing plant with 
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multiple selling places is difficult to accept by the 
common sense understanding. The provision has 
limited the scope of  central registration.

(b)  Central registration only for supply of  identical/
similar goods/services: Another new notion is 
central registration shall be entitled if  identical or 
similar goods or services are provided. Identical 
goods are those which are of  identical nature 
excepting minor outward difference in physical 
shape, standard and reputation and manufactured 
in the same geographical area. Such as, rod of  
same quality manufactured by two manufacturers 
at the same geographical area. Similar goods are 
such which are not same but of  same type in 
nature and component and are able to perform 
same functions. Such as two mobile hand-sets of  
different brands and standards. These concepts 
are long being used worldwide in customs 
classification and valuation. We failed to find any 
relation between central VAT registration and 
identical or similar nature of  the goods or services. 
In VAT management, emphasis lies on collection 
of  revenue in the easiest possible manner. Is their 
any harm, if  entities selling goods or services not 
identical or similar can pay VAT centrally with 
ease? Rather, it is the basic objective of  the VAT 
law. The notion has made the scope of  central 
registration limited.  

(c)  Central registration only for goods/services subject 
to standard 15% VAT: Central registration shall be 
allowed to the entities selling goods and services 
with standard VAT rate (i.e., 15% VAT rate) 
is another new notion which does not appear 
consistent with the objective and spirit of  central 
registration and does not fit with business realities. 
Central registration is given to collect VAT from 
one place with ease. It is really challenging to 
find reason for allowance or disallowance of  
central registration on the basis of  rate of  VAT. 
Mentionably, apart from 15% rate of  VAT, we 
have few reduced rates (10%, 7.5%, 5%, 4.5%,  
2.4%, and 2%) and fixed VAT in our current VAT 
system. The notion again has made the scope of  
central registration limited.

In the Preamble of  the new VAT law, four objectives 
have been articulated; namely, expansion of  tax-base, 
simplification of  VAT collection procedure, integration 
of  procedures, and making provisions on other 
relevant issues. Simplification has been an important 
objective of  the new VAT law which appears elusive 
in the current central registration regime. One entity 

with one accounting shall be given one registration. 
If  the entity has multiple places of  business, it shall 
be given central registration being the basic rule of  
standard central registration. If  the entity is a limited 
company, it has a registration under the Registrar of  
Joint Stock Companies and Firms (RJSC) under the 
Companies Act. It also has a Taxpayer’s Identification 
Number (TIN) under the Income-tax Ordinance. So, 
one entity/company shall have one RJSC registration, 
one TIN and one BIN preparing accounts on the 
basis of  same turnover to be submitted to three 
regulatory agencies perceivably rendering compliance 
easier and non-compliance difficult. The Institute of  
Chartered Accountants of  Bangladesh (ICAB) and the 
National Board of  Revenue (NBR) have meanwhile 
introduced ‘Documents Verification System’ (DVS) 
to check fraudulent activities in audit reports. The 
Bangladesh Securities and Exchange Commission 
(BSEC) and the Financial Reporting Council (FRC) 
have also taken steps for the improvement of  financial 
reporting regime of  the corporate sector and other 
public interest entities through the observance of  the 
International Financial Reporting Standards (IFRSs) and 
the International Standards on Auditing (ISAs). BSEC 
has initiatives to introduce online filing platform for 
corporate financial reports by using XBRL (eXtensible 
Business Reporting Language). One entity/company 
maintaining one accounting and one BIN principle shall 
best suit the purpose.

There is enough talking about ease of  doing business. 
If  entities are asked to keep same accounts for the 
compliance under three laws based on IFRSs and 
auditing of  the accounts based on ISAs, certainly it 
goes in favor of  ease of  doing business since cost of  
compliance and complexity reduces. We are talking 
about simplification. Is there any other simpler method? 

By registering the entities under VAT law, first the 
VAT authority lists the entities capable or eligible 
for paying VAT; second, VAT authority brings the 
entities under a network for proper monitoring; 
and third, VAT authority develops database for VAT 
management. Gradually, they have to integrate the 
VAT management system with other information 
management systems of  the government and with 
some relevant non-government entities. One entity/
company, one accounting, one BIN appears to be 
much helpful for the desirable growth of  overall 
database in the information systems. 

As mentioned earlier, the registration under the 2012 
VAT law was practically started in March 2017 by 
issuing 9-digit BIN and a huge number of  registration 
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numbers (mostly central registration) were issued 
over 2 years 3 months 8 days up to June 30, 2019. 
Thereafter, this registration process has been fully 
reversed towards the fresh issuance of  13-digit BIN 
for all taxable entities. Here, an entity may exercise 
its option to central registration only as a supplier of  
identical or similar goods or services and subject to 
further conditions (Rouf, 2020a: 91). These conditions 
for central registration appear to be unacceptable for 
its limitations and conditionality. In some country, 
even central group of  companies are allowed to get 
single central registration, because inter-company 
movements of  goods and services are not adding 
any value and hence no question arises to tax this 
“zero value addition” under the VAT law. As noted by 
Schenk and Oldman (2001) the case of  New Zealand 
VAT registration for “Groups of  Companies,” “It is 
usual to allow a group of  companies to register as 
a group. This allows all intercompany supplies to be 
disregarded for VAT and a single return made for 
the entire group” (Schenk and Oldman, 2001: 98). 
Now the VAT officials are assumed to be expert 
or are expected to be trained enough in examining 
any good or service to certify whether it is identical 
or similar to another good or service, because this 
non-value adding activities are also part of  their job 
in relation to registration. From the customs taxation 
of  imported or exported “goods” (not “services”) 
at few land/air/sea customs stations with specified 
H.S. Code [Harmonized Commodity Description 
and Coding System], this concept of  “identical or 
similar goods or services” has possibly been imported 
to show their expertise in border-point valuation of  
imported goods by applying it in domestic taxation 
under the VAT law, which is not at all relevant 
under the new VAT law. VAT is a consumption tax 
ultimately paid by the consumers and the registered 
business entities collect it from their customers and 
thus work as “tax farmers” or legal taxpayers to the 
Government Treasury. Registered business entities 
are legally allowed to shift the VAT burden forward, 
although the price elasticity of  some products may not 
help them to do that as they wish. VAT is imposed 
on “value added” (sales of  outputs less purchases of  
inputs) by an economic activity relating to supply of  
taxable goods or services by any entity, not giving any 
special focus of  “identical or similar goods or services” 
for any differential or special treatment. Thus, the 
new system of  usual unit registration along with an 
unusual central registration subject to some bizarre 
condition of  “identical or similar goods or services” 

would generate manifold VAT registered entities 
without generating any extra value-adding economic 
activities and hence without any added revenue 
from VAT. Rather, it would show hugely enhanced 
number of  new VAT registered entities under each 
VAT jurisdiction, which would create the demand for 
new workforce for field administration of  both the 
VAT-payers and VAT-administrators, and an obvious 
escalation of  administrative costs from the viewpoint 
of  compliance costs and VAT collection costs. Under 
the unit registration system, it is expected to capture 
every small space of  taxable economic activities as a 
VAT registered unit. When one single entity registered 
under other regulatory measures will have manifold 
VAT registration numbers, it is difficult to perceive how 
it would help modernization of  fiscal administration. 
Digitalization is usually expected to centralize non-
value adding and inefficient administrative activities 
and to give concerted effort on value adding activities. 
It is a big question why after starting a centrally 
accounts-based online central VAT registration, the 
process has been revised to an opposite direction. 
The simplification characteristics of  VAT is for its 
uniform tax rate (15%, although there is also zero 
rate), which is “identical or similar” to organizations 
with manifold dissimilar economic characteristics 
of  demand-supply and consequent price or income 
elasticity. But due to adopting various non-standard 
rates of  VAT (price-based rate of  5%, 7.5% 10%, 2%, 
2.4% and 4.5%; and specified amount of  VAT based 
on quantitative measures such as BDT 3 per kg of  
cotton thread or BDT 200 per SIM), the simplification 
of  unified standard rate has been eliminated to a large 
extent. Non-central VAT registration may be made 
mandatory for goods and services having tax rate 
different from the standard rate of  15% due to the 
non-compatibility of  non-identical or dissimilar rates.

Another issue with respect to “place” is also a 
concern for discussion. Under section 5(1) of  the 
new VAT law (effective from July 1, 2019), the 
condition for central registration is the maintenance 
of  “books and accounts, tax payment and records of  
economic activities relating to supply of  identical or 
similar goods or services or both from two or more 
places.” That is physical places are tagged with virtual 
system of  registration and also for economic activities 
undertaken through electronic means or web-based 
online portals. Some form of  e-commerce is now 
totally virtual (all activities in the supply chain – placing 
order, delivery of  goods/services, payments) and 
without any link to any physical locations. This type 
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of  business can only be captured through central 
registration where central information hub can be of  
use to ascertain the VAT to be collected and for other 
compliance issues under the VAT law.

In addition to the higher compliance costs for VAT-
payers, Barua (2019) also mentions another three 
disadvantages of  unit registration: higher product 
cost; possible inability to claim input tax credit; and 
added compliance issue.

Where supplementary duty (SD) is applicable at 
supply stage (e.g., 25% SD at supply stage of  cold drinks 
with H.S. Code 2202.10.00), then for the supply from 
manufacturing plant to depot-1, and from depot-1 to 
depo-2, if  SD is imposed at each stage of  inter-unit 
supply (not at trading stage, where SD is not applicable) 
due to separate unit registrations (one at manufacturing 
plant; and another one at depot-1), then product costs 
must increase because of  the imposition of  SD, for 
which credit mechanism does not work.

For the same type of  example, under forced multiple 
unit registrations (for supply from manufacturing 
plant to depot, and from depot to shops, if  there are 
two separate unit registrations for the manufacturing 
entity – one at manufacturing plant; and another one 
at depot), goods will move physically without any 
value addition and without any price to be paid back 
and thus there is no movement of  money. This may 
create the inability to claim input tax credit.

Under clause (i) of  sub-section (2) of  section 107 
[“Keeping of  records and accounts”] of  the VAT and 
SD Act 2012, with a view to assessing tax liability and 
other obligations, the accounts, documents and other 
records to be kept up to five years include “any other 
prescribed documents or records” and under rule 95 
[“Maintenance of  records and accounts”] of  the VAT 
and SD Rules 2016, these documents or records are 
to be preserved in the registered premises. For the 
purpose of  audit and investigation into all affairs of  a 
taxpayer’s economic activities, under sub-section (1) of  
section 91 [“Powers of  the VAT officers”], an authorized 
Officer of  VAT, may, through service of  a notice, ask 
for the following information from any person, namely: 
(a) necessary information relating to any person for 
conducting the audit and the investigation; or (b) any 
document or evidence under the custody of  any person 
(vide Rouf, 2020b: 313, 335 and 569). In the “VAT 
related Frequently Asked Questions (FAQs)” prepared 
by the National Board of  Revenue (NBR), in response 
to a question (Which documents are required to be 
maintained by the taxpayers for preparation of  audit?), 
the answer shows the following:

The taxpayers shall maintain return, accounts 
of  purchase and sale, tax invoice, debit note, 
credit note, documents of  all accounts including 
accounts of  adjustments for each tax period, for 
the purpose of  preparation of  audit. Moreover, 
other documents concerned with economic 
activities, e.g., accounts of  import, export, annual 
audit report, bank accounts etc. can also be 
maintained (NBR, 2017; italics added).

This shows that each VAT registered entity has to keep 
“annual audit report,” which appears to be applicable 
to a branch unit having a separate VAT registration. 
Thus, for a limited company having business units at 
different jurisdictions may require to take multiple 
unit registrations and also may require to prepare 
separate annual financial statements for each units 
having separate BIN, which have to be audited by 
practising chartered accountants firm. This seems to 
be ridiculous and should not be acceptable.

Thus for a good number of  strong reasons, unit 
registration is contrary to any standard practice of  
fiscal administration and normal focus should be on 
central registration.

7.0 Policy Recommendations
On the basis of  the above discussions, following policy 
recommendations may be placed for the appropriate 
authority:

l Substitution of  sub-section (1) of  section 5 of  the VAT 
and SD Act 2012: Through the upcoming Finance 
Act, sub-section (1) of  section 5 of  the VAT and SD 
Act 2012 may be substituted as provided below:
“(1) Every person required to be registered for 

his economic activities shall have only one 
VAT registration for the central, and all the 
branch units:

           Provided that a branch unit that maintains 
the records, and keeps the accounts, 
independently and separately from the central 
unit, may have a separate VAT registration.”

l Deletion of  sub-section (2) of  section 5 of  the VAT 
and SD Act 2012: Due to the substitution of  sub-
section (1) as above, the provision of  sub-section 
(2) becomes irrelevant. Thus, sub-section (2) 
should be deleted.

8.0 Concluding Remarks
From the above discussion, it is clear that the 
commencement of  central VAT registration from July 
1, 1994 was subject to lot of  experiments over the 
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years. After the enactment of  new VAT law in 2012, it 
was expected that there should be a stable policy for 
registering the VAT-paying entities because of  the use 
of  digital platform and the usual standard licensing or 
registering practice of  “one entity, one accounting and 
one identification number” principle under various 
regulatory regimes. But after the issuance a large 
number of  9-digit Central VAT registration number 
(i.e., BIN), the process was reversed from July 1, 
2019 toward a unit registration approach, making the 
central registration optional for the eligible entities 
providing taxable “identical or similar” goods/services. 
The government argument for the revision (to make 
the audit activities effective under the VAT system) is 
not at all persuasive for imposition of  conditionality 
for central registration. This is also working against 
some of  the objectives and intents of  the new VAT 
law, particularly, anti-central registration approach is 
against the simplification of  VAT collection system, and 
integration of  procedures. Even, it will not expand the 
tax-base, rather it would enhance the number of  unit 
BIN holders without increasing value-adding taxable 
economic activites and the resultant possible zero 
increase of  revenue. The approach against central 
registration would obviously enhance compliance 
costs for VAT-payers; increase human resource costs 
for both VAT-payers and VAT-administrators; and 
some additional costs for VAT-paying entities, such as 
added product cost, possible loss of  input tax credit 
for the inability to claim that, and further compliance 
issues.

Our new VAT law is initially prepared with very 
high standard [see the incorporation of  the concept 
of  “option” in clause (102) of  section 2]. But it has 
been implemented after a very long delay with almost 
about-turn revision of  the registration approach from 
central to unit registration. This provision should be 
revised toward a pro-central registration approach at 
the time of  having immediate opportunity for the sake 
of  achieving ease of  doing business, and reduced cost 
of  compliance and complexity.

Frequent changes in any tax regime is challenging for 
tax clients to comply. It is also true for effective tax 
management. Tax planning is an important aspect 
of  business planning. Stable taxation regime is a 
precondition for business sustainability and growth. 
Sustainability is a prerequisite for continuing complete 
compliance. A regime requires to be formulated 
following well deliberation, so that once adopted 
does not require frequent changes. After practicing 

varying methods of  central VAT registration for long 
thirty years, perhaps, we can now settle to one entity/
company, one accounting, one VAT registration 
principle for establishing a business-friendly and 
revenue-friendly VAT registration regime. As 
suggested above, the policy recommendations may be 
incorporated in the Finance Act 2021 and upcoming 
budgetary measures.
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Abstract

This paper examines ethical and behavioral aspects of  taxpayers, the financial condition of  citizens, tax fairness, 
taxpayer services, complexities in the tax regime, tax rates, penalties and enforcement, and tax amnesties and the 
black economy. Primary data were collected by conducting a survey utilizing structured printed questionnaires. 
Secondary data were collected from project reports, government publications and documents, books, journals, 
reports, newspapers and electronic media. Empirical findings suggest that all these issues are associated with 
tax evasion in Bangladesh. We also find that eligibility in a social network increases the likelihood that others 
will take-up. This suggests that taxpayers affect each other’s decisions about tax avoidance, highlighting the 
importance of  accounting for social interactions in understanding enforcement and tax avoidance behavior, and 
providing a concrete example of  optimization frictions in the context of  behavioral responses to taxation. The 
involvement and nexus of  the three actors in tax policy formulation, implementation and compliance processes 
were examined. The empirical findings indicate the presence of  this nexus which facilitates tax evasion. The high 
magnitude of  tax evasion in Bangladesh is significantly acknowledged by respondents in the study. The empirical 
findings suggest that the absence of  a participatory policy making process, lack of  research into, and reform of, 
the tax system, short-term oriented and politically motivated tax policies, loopholes, anomalies and complexities 
of  tax laws and policies are responsible for creating scope for tax evasion. 
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1.0 Introduction
Tax evasion is a significant economic phenomenon. 
Tax evasion is the age-old phenomena which can be 
traced back to the beginning of  the human civilization 
( Johnstone & Brown 2004; Torgler 2003; Tanzi & 
Shome 1993; Thakur 1979). It remains a growing 
concern in almost all countries around the world. It 
is no longer the sole problem of  any specific society 
or state. Bangladesh, in this context, is no exception. 
Tax evasion plays a significant role in creating and 
maintaining such a nexus. In practice, Bangladesh has 
failed to establish good governance through eradicating 
the maladies of  corruption. That corruption, rooted 
deeply in the political, administrative and socio-cultural 
environment of  Bangladesh, impedes the development 
process and undermines the role of  the state. As 
Zakiuddin and Haque (2002) debated, corruption 
has unfortunately been perceived in Bangladesh as a 
way of  life and the virtual litany of  suspicious dealings, 
underhand agreements, and blatant corruption of  the 
political leaders and parties, including both autocratic 
military regimes and democratic regimes, have spread 
to an all-pervasive level.

Tax evasion, therefore, forms an important segment 
of  corruption which has been an ongoing issue of  
concern for the government as well as civil society 
in Bangladesh. Although the importance of  having 
an effective and efficient tax administration system is 
considered to be integral to any country’s well-being 
(Dietz 2007), the tax administration of  Bangladesh 
is considered to be overly bureaucratic, corrupt, 
inefficient and outdated (Khan & Nahar 2011; Mansur 
et al 2011; Rahman & Yasmin 2008; Sarker & Kitamura 
2002). In addition, it lacks infrastructural and logistic 
support, manpower and an adequate rewards and 
remuneration structure (Mansur & Yunus 2012). Tax 
policy formulation as well as tax administration in 
Bangladesh suffers from several weaknesses, including 
the continued use of  income tax exemptions and the 
influence of  vested groups, both from the business 
community and the tax administration system (Mansur 
et al 2011). 

This paper provide a network model in which 
taxpayers are assumed to have an intrinsic concern 
for consumption relative to that of  other local 
taxpayers with whom they are linked on a social 
network. In this regards, taxpayers may seek to evade 
tax so as to improve their standing relative to those 

they compare against. The empirical model exhibits 
strategic complementariness in evasion choices, so 
that more evasion by one taxpayer reinforces other 
taxpayers’ decisions to evade also. Network centrality 
is a concept developed in sociology to quantify the 
influence or power of  actors in a network. Bonacich 
(1987) measure counts the number of  all paths that 
emanate from a given node, weighted by a decay 
factor that decreases with the length of  these paths. 
In this context, our contribution combines sociological 
and economic insights in seeking to understand tax 
evasion behavior.

In spite of  the fact that the model is simple enough 
to admit an analytic solution, it is also sufficiently 
rich that it may be used to address a range of  
questions of  interest to academics and practitioners 
in tax authorities. Doing so, this paper focus on two 
questions such as for an arbitrary network structure 
and the value to a tax authority in terms of  additional 
revenue raised through audits of  knowing the structure 
of  social networks. The analysis is performed on a 
class of  generative networks that possess many of  the 
empirically observed features of  social networks, in 
particular allowing for highly visible celebrity taxpayers. 
The major concentrated are the links within a social 
network the greater the value of  possessing at least 
some network information. These findings are robust 
to imperfect preference observability.

Notwithstanding reducing social information to a 
single global statistic known to all taxpayers promotes 
analytical tractability, it is problematic in other 
respects. Believing that taxpayer’s observe aggregate 
information is, in our setting, implicitly the assumption 
that the social network is the complete network. 
Nevertheless there are reasons to think that relative 
consumption externalities are, in fact, heterogeneous 
across individuals. In particular, we know that 
comparators are frequently neighbors, colleagues, and 
friends (Clark & Senik 2010), and therefore local in 
nature. Given the pervasiveness of  social network and 
tax evasion in Bangladesh, it can be argued that both 
phenomena require greater investigation to ascertain 
their causes and remedies. Despite the importance of  
this intriguing issue, very little empirical research has 
been conducted on tax evasion and social network 
in Bangladesh. In addressing this gap in the literature, 
this study aims to identify and analyze the relationship 
between tax evasion and social network.
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1.1 Research Objectives

The key objective of  this study is to examine the social 
network in the case of  tax evasion in Bangladesh, with 
an emphasis on ascertaining the relationship between 
the two phenomena. In this respect, the intention of  
the study is to understand the nature of  the problem 
of  tax evasion in Bangladesh.

2.0 Literature Review
Tax evasion is a universal problem (Tanzi & Shome 
1993). It is as old as taxes themselves; however, the 
extent of  the problem varies from country to country 
(Torgler 2003; Jain 1987). The phenomenon of  tax 
evasion, therefore, has received enormous research 
attention throughout the world. Considerably, 
over the past few decades, a rapid growth in the 
literature on tax evasion and compliance has been 
evidenced (Smatrakalev 2012; Tanzi & Shome 1993; 
Wallschutzky 1984; Yitzhaki 1974; Srinivasan 1973; 
Angell 1938). Consequently, academics, economists, 
and researchers around the world have attempted 
to develop theories and models for, and examine the 
extent, causes, and consequences of, tax evasion. 
Recently, other relevant phenomena, for instance, 
compliance and noncompliance, the shadow economy, 
and the ethical, moral, behavioral and psychological 
aspects of  tax evasion have gained scholarly attention. 
Moreover, a large body of  research work has been 
conducted in developed and developing countries 
on tax evasion. Thus, reviewing the literature on 
tax evasion will be useful in identifying the common 
features of  tax evasion, thereby facilitating the present 
study in creating a platform for analyzing the case of  
tax evasion in Bangladesh.

During the period of  1970s, the seminal works of  
Allingham and Sandmo (1972), Srinivasan (1973) 
and Yitzhaki (1974) explore special emphasis, since 
they pioneered the models of  tax evasion. Allingham 
and Sandmo (1972) have analyzed the impact of  the 
probability of  detection, penalty rates and tax rates 
on a risk-averse taxpayer’s underreporting decision 
making. They suggest that risk-averse taxpayers will 
be more compliant if  the probability of  detection and 
penalty for tax evasion are high. Conversely, a high 
tax rate will discourage tax compliance Mannan et 
al 2020). Since then, a number of  researchers have 
extended and elaborated, as well as questioned, the 
portfolio choice model of  tax evasion in analyzing the 

correlation between tax evasion and risk attitudes, 
evasion penalty functions, tax rates, and detection 
(Bayer 2006; Lin & Yang 2001; Clotfelter 1983). 
Moreover, Wallschutzky’s empirical research (1984) 
has explored a number of  possible causes that inspire 
taxpayers to evade tax, including high tax rates, a 
government’s unwise use of  tax money, rich people’s 
tax avoidance and inequity in the tax system. Alm 
et al (1992) argue that detection and punishment 
alone cannot influence taxpayers’ decisions between 
compliance or non-compliance; rather, a number of  
other variables play an important role. 

In recent years, the behavioral, psychological, and 
demographic analyses of  tax evasion have expanded. 
A substantial body of  literature has emphasized the 
influence of  morality, ethics, religiosity, tax education, 
and culture on the individual decision outcome of  tax 
compliance or evasion (Richardson 2008; McGee & 
Cohn 2007). In this context, it can be mentioned here 
that an increasing number of  researchers have shown 
interest on examining tax morale in different countries. 
The impact of  social norms, values and culture cannot 
be ignored in analyzing the factors of  tax evasion. 
Cummings et al. (2009) have reported the significant 
impact of  social norms and cultural difference on 
tax evasion and compliance behavior. Furthermore, 
taxpayers’ social and occupational identity might 
influence taxpaying behavior and attitudes. In this light, 
Ashby et al (2009) have found a complex relationship 
between occupational identity and taxpaying culture, 
by using a social identity framework in their empirical 
investigation. 

Taxpayers are certainly members of  a society, as well 
as of  many different groups. It is, therefore, needless 
to mention that the norms, values, ethics, culture, 
behavior, and attitude of  that particular society and 
groups must contribute to their decision about tax 
evasion. Accordingly, demographic variables should 
also be counted as factors in tax evasion. Recently, a 
growing number of  scholars are shifting their emphasis 
from the enforcement paradigm to a service paradigm 
(Alm et al 2010). More recently, Alm et al (2010) 
suggest that tax administration should become ‘kinder, 
friendlier’, increasing taxpayer services together with 
the presence of  detection and punishment. Many 
countries around the world have already revised their 
tax reform strategies. 

The main determinants of  shadow economies are tax 
and social security contribution, intensity of  regulations, 
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public sector services, and the official economy, as 
Buehn and Schneider (2012) reported. In line with 
theoretical literature, Buehn and Schneider (2012) 
also suggest enhancing enforcement as an effective 
policy tool to deter shadow economy activities. 
Bilotkach (2006) has developed an equilibrium model 
of  the game between a businessman and a corrupt 
supervising official in order to explain the conditions 
under which such tax evasion and bribery has become 
rampant in Ukrainian society.  Rakner and Gloppen 
(2003; 2002) report that in the late 1980s, most 
African countries faced a series of  fiscal crises that 
originated mainly from the crisis of  governance. The 
tax evasion issue of  African countries has attracted 
considerable research attention (Malkawi & Haddad 
2009; Julius 2006; Kangave 2005; Gray 2001). 

In India, Jain (1987) has identified the major causes of  
tax evasion, including a narrow concept of  income, 
a complicated tax structure, frequent amendments, 
shortage of  personnel, high tax rates, non-levy of  
deterrent penalties, ineffective prosecution machinery, 
lack of  awareness among taxpayers, bribery, 
administrative and political corruption, and greed for 
money and power of  dishonest businesspeople and 
traders. Gupta (1992) explores that the pervasive 
pursuit of  personal gain, political corruption, corrupt 
business practices, weaknesses of  the tax system, 
and inefficient and corrupt tax administration are 
responsible for tax evasion in India. As in India, tax 
evasion is a growing problem in Pakistan. According to 
Kemal (2007), the rapid increase of  the underground 
economy significantly affects the monetary and fiscal 
policy formulation process of  Pakistan. The rise of  tax 
evasion in Pakistan is associated with various factors. 
As Kemal (2007) argues, loopholes and the complexity 
of  Pakistan tax system facilitate evasion of  tax. 

Although a number of  theories and models have 
been developed and research conducted in order 
to examine the phenomenon of  tax evasion of  
developed, developing and transitional economies. 
Bangladesh has unfortunately been left to one 
side. Only in the last decade has internal resource 
mobilization through enhancing income tax collection 
achieved some attention from the government 
and policy makers. However, the tax evasion issue 
remains far from becoming a topic of  policy debate 
and discussion and attracting research and academic 
attention and public concern. As a result, the literature 
on tax evasion in Bangladesh is scant in comparison 

with the severity of  the problem. Perhaps the most 
important reason for the failure of  tax evasion is to 
gain appropriate importance is that a number of  policy 
makers, politicians, businesspeople, professionals, 
public officials, celebrities and renowned personalities 
are involved themselves in tax evasion in Bangladesh.

Few studies (Buehn & Schneider 2012; Hassan 2011; 
Torgler 2004; Schneider 2002) can be found to date 
on the tax morale issue and the size of  the shadow 
economy of  Bangladesh. Torgler (2004) study has 
demonstrated that tax morale in Bangladesh appeared 
to be highest among Asian countries over the 
period 1995-1997 at 96.3%. However, the reasons 
or justifications for such a finding remain unclear. 
Schneider (2002) and Buehn and Schneider (2012), on 
the other hand, have estimated the size of  the shadow 
economies around the world over the period from 
1999 to 2007 and have found Bangladesh to have a 
significantly large size of  shadow economy, with 36.0% 
in 1999 and 35.6% in 2000. Recently, Hassan (2011) 
has conducted empirical research on the shadow 
economy of  Bangladesh. The study reports that 
government employees conceal their illegal income 
through money laundering to tax havens or countries 
through their relatives or friends’ bank accounts, 
and through buying plots of  land, flats, bonds, share 
certificates, and cars in the name of  a family member 
or close relative and friends who do not have tax files. 

In the case of  Bangladesh, the tax evasion issue, 
both direct and indirect, is virtually overlooked. As 
Chowdhury (1992) has said, any concern about 
evasion in Bangladesh remains unnoticed. It is yet to 
emerge onto the public agenda. In fact, in Bangladesh 
tax evasion remains like a social taboo about which 
nobody likes to speak. Sarker and Kitamura (2002) 
have identified the major problems of  the income tax 
system in Bangladesh: its narrow tax base, tax evasion, 
and inadequacies of  law and administration. According 
to them, tax evasion in Bangladesh soared and 
severely hampered revenue collection, which further 
exacerbated growth of  a parallel black economy. The 
reasons for tax evasion in Bangladesh cited by Sarker 
and Kitamura (2002) were complex tax laws, lack of  
social security, coordination deficits among different 
government agencies and financial institutions, and 
inefficiency and corruption.

Furthermore, Rahman et al (2010) have attempted 
to investigate the factors behind the leakage of  tax 
revenues in Bangladesh. They pointed to tax evasion, 
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lack of  awareness, official harassment, complexities 
of  tax laws, and lack of  social benefit as the major 
reasons for revenues losses. Based on the discussion 
of  the available literature, it can, however, be argued 
that tax evasion is obviously a crucial problem for 
the economic progress of  Bangladesh. It impedes 
revenue collection, causes corruption, undermines 
administrative efficiency, and encourages the shadow 
economy. Certainly existing research is consistent with 
the argument that the phenomenon of  tax evasion in 
Bangladesh should be given more emphasis in order to 
reduce it. However, it will be no exaggeration to say 
that the issue of  tax evasion in Bangladesh still lacks 
academic research attention. 

The only literature that has enriched the analysis of  
social information to allow for local comparisons is 
that which uses agent-based simulation techniques as 
an alternative to analytical methods. Models in this 
tradition nonetheless employ representations of  social 
networks that appear to differ markedly from real 
world examples. A common property of  the network 
structures employed (Hokamp 2014; Bloomquist 
2011) is that the number of  taxpayers who observe a 
given taxpayer is fixed, thereby ruling out the existence 
of  highly-observed celebrity taxpayers. Yet social 
networks display strong asymmetry in the direction of  
links (Szell & Thurner 2010). 

The study offers a model that is both analytically 
tractable and that allows for local comparisons on an 
arbitrary social network. In this sense, our approach 
lies in the cleavage between existing analytical and 
agent-based approaches, and is complementary to 
each. We perform simulation analysis on a class 
of  generative networks that are not subject to the 
restrictions discussed above, and which are utilized 
widely to model network structures in the natural 
sciences. Therefore the importance of  conducting an 
exhaustive study on income tax evasion in the context 
of  Bangladesh is paramount. Moreover, the relationship 
between tax evasion and social network should be 
examined, since both have a serious impact on the 
politics, bureaucracy and businesses of  Bangladesh.

2.1 Theoretical Underpinnings

Based on the extant literature and relevant theories, 
this study seeks to provide useful insights into 
analyzing social network and tax evasion issue. The 
two phenomena, social network and tax evasion, 
because of  their severity and pervasiveness across the 

world, have received considerable research attention. 
These two topics are much discussed in the fields of  
sociology, political science, economics, psychology 
and political economy. Social and behavioral scientists, 
political scientists, economists and policy analysts have 
developed a number of  theories and approaches to 
explain and deal with them. A number of  theories 
have been developed to explain the policy process 
including pluralism, structuralism, institutional theory, 
rational choice theory, and the economic theory of  
bureaucracy. The economic theory of  bureaucracy 
applies the self-interest assumption of  public officials 
(Hill 2009). Pluralist theorists argue for the equal 
distribution of  power in the decision making process 
(Dahl 1970; 1958). Structuralist theorists emphasize 
class structure (Marx, cited in Hill 2009) and on the 
relationship between structure and action, whereas 
institutional theorists stress the role and creation of  
institutions such as the legislature, the judiciary, the 
constitution, and so on (Hill 2009). Rational choice 
theory analyses the policy process through economics 
and to some extent mathematics (Hill 2009).

2.1.1 Public Choice Theory

According to Kemp (1980), Taxes are to be levied, 
on whom, and at what rates are among the most 
important issues any government has to face. Public 
choice theorists have tried to shed light on institutions 
of  politics which have a direct relationship with taxation. 
The present study also aims to analyze ‘tax evasion’, 
an important issue for the Bangladesh tax regime, 
from the viewpoints of  public choice scholarship. 
Buchanan and Tullock (1965) have proposed the 
fundamental principles of  public choice theory by 
explaining the scope of  social choice, decision making 
rules, and the economics and ethics of  democracy. 
Public choice theory is about the different incentives 
and processes that operate when goods are sought 
through political means rather than through purely 
economic means. The main point is the distribution of  
costs and benefits. The theory explains how individual 
political decision making formulates a policy which 
conflicts with the overall desire of  the general public. 

Public choice theorists have contributed significantly to 
understanding the role of  individual parliamentarians 
and bureaucrats in the policy formulation and 
implementation processes and a large volume of  
publications is available linking public choice theory 
to public administration and public finance, including 
tax policy and reforms (Mbaku 2008; Hettich & 
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Winer 1999; 1997; Boyne 1998). Hettich and Winer 
(1997) state that taxation offers a testing ground for 
public choice theory since a number of  analytical 
questions and quantitative data can be gathered from 
taxation. In relation to tax evasion from a public 
choice perspective, Downs (1957) opines that ‘since 
every man enjoys the benefits of  every government 
act, no matter who pays for it, each man is motivated 
to evade paying himself. In this context, the present 
study seeks to apply public choice theory to the tax 
policy formulation process of  Bangladesh in order to 
analyze why and how political actors and bureaucrats 
formulate different tax policies which may leave room 
for tax evasion.

2.1.2 Rent-Seeking Theory

Rent-seeking theory is an important theory dealing 
with the behavioral patterns and economic rationale 
of  individuals or institutions seeking benefits from the 
market. Krueger (1974) contends that competitive 
rent-seeking occurs in a divergence between the 
private and social costs of  certain activities, which 
is very much evident in developing countries. Rent-
seeking is an activity that uses resources wastefully 
to increase personal income or personal benefit 
(Hillman 2003; Tullock 1984). According to Laband 
and Sophocleus (1988), rent-seeking generates 
negatively-valued social product by investing economic 
resources to manipulate redistributive outcomes that 
favor the investor. Tollison (1997) reports that rent-
seeking refers to socially costly transfers of  wealth. 
Tax evasion is a form of  rent-seeking since it causes 
social loss through the use of  government resources 
and time (Hillman 2003). Ekelund and Tollison (1984) 
have noted that rent-seeking behaviour was observed 
in the early French economy due to the difficulties 
of  tax collection and the ease of  tax evasion. Palda 
(2001) explains tax evasion through the rent-seeking 
approach, using an example of  a firm aiming to evade 
taxes and gain competitive advantage over its rivals. In 
this respect, the present study aims to employ rent-
seeking theory in the tax policy implementation stage 
in Bangladesh.

2.1.3 The A-S Model

One of  the most fundamental contributions to the 
taxation literature is that of  Allingham and Sandmo 
(1972) in their theoretical analysis of  the individual 
taxpayer’s decision on whether and to what extent to 
evade taxes by deliberately underreporting income. 

They have developed a model in 1972 which is still 
considered a pioneer work in the field of  analyzing the 
influence of  tax rates and the probability of  detection, 
penalty, and punishment on a taxpayer’s decision to 
evade tax. The A-S model has identified two options 
available for an individual taxpayer such as he/she 
may declare his actual income and may declare less 
than his actual income. This study intends to apply 
the A-S model in the case of  the tax evasion issue 
of  Bangladesh in order to empirically explore the 
perceptions, views and opinions of  taxpayers about 
the relation between tax evasion and tax rates, and 
the probability of  detection, penalty and punishment.

2.2 Research Ethics

The study asked for full consent from participants 
where we explained the motivation of  study to the 
participated assesses. They had the freedom to leave 
the study at any time or may remain silent to specific 
questions if  they were not comfortable. User data 
was anonymized. All our collected data are securely 
stored in a locked drive, and only researchers have 
access to it.

3.0 Research Methodology
3.1 Theoretical Model

To understand the way in which social information 
affects the evasion decision. This study do this for 
an arbitrary social network satisfying the conditions 
in a basic property of  the model is strategic 
complementarity in evasion choices, an increase in 
evasion by one taxpayer induces others to do likewise. 
This is equivalent to the expected utility of  taxpayer 
t being super modular in the cross evasion choice of  
another taxpayer c belonging to t’s reference set:

Δ2E(Ut)/ΔEtΔEc=at ktc(1-pt f )(1-pc f )>0 ….......…..(i)

It can be analyzed how the evasion decision of  a 
taxpayer t, Et, is affected by a permanent marginal 
increase in a parameter Pc belonging to a different 
taxpayer t = c. Differentiating the expression for 
evasion in Equation (i) which obtain Equation (ii). 
Under the conditions of  Equation (i) it holds at an 
interior Nash equilibrium that:

ΔEt/ΔLc=Y1t (Z,1,Δβ/ΔQt)>0; 

ΔEt/Δpc=Y1t[{Z,1,(ΔZ/Δpt)E}+Δβ/Δpt]≤0 .......…..(ii)

The results in Equation (ii) underscore that the 
attributes of  other taxpayers, and the treatment 
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of  other taxpayers by the tax authority, both affect 
own compliance. In addition, the impacts are 
heterogeneous across taxpayers, depending upon 
how close taxpayers are in the social network. In 
respect of  sign, these results are in line with those of  
models of  tax evasion that assume a social norm for 
compliance, albeit there are important differences in 
economic interpretation.

The first result is that an increase in the income 
of  taxpayer t induces taxpayer t to evade more. 
However c gets richer this pushes up their expected 
consumption, causing those taxpayers who observe 
c’s consumption to feel poorer in relative terms. This, 
in turn, induces these taxpayers to increase their 
evasion in an attempt to boost their consumption. This 
behavior, in turn, induces a further set of  taxpayers to 
also feel poorer, and also increase their evasion, and so 
on. If  the network N is connected then this wave effect 
ultimately reaches every taxpayer in the network, so 
the result in Equation (ii) may be strengthened to a 
strict inequality. If  N is not connected, however, then 
there exists at least one taxpayer pair {t, c} between 
whom social information does not flow. For such pairs 
it will hold that ΔEt/ΔLc = 0. 

The second result in Equation (ii) is an enforcement 
spillover effect, the evasion of  taxpayer t responds 
negatively to the level of  tax authority enforcement 
of  other taxpayers in the social network. However a 
taxpayer c experiences an increase in audit probability 
they decrease their evasion. This decreases the 
evasion required of  taxpayer t to maintain a given 
level of  expected relative consumption, leading t 
to evade less. The result can be strengthened to a 
strict inequality if  the network Z is connected. This 
outcome is consistent with the empirical literature 
documenting local enforcement spillover effects in 
networks discussed in the introduction.

This study generate the social network Z following 
the approach of  network scientists, who utilize a class 
of  network models, known as generative models, to 
investigate complex network formation (Pham et al 
2016). In this modelling paradigm, complex networks 
are generated by means of  the incremental addition of  
nodes and edges to a seed network over a sequence 
of  time-steps. Two processes governing the node/
edge dynamics in generative models have been shown 
to generate features consistent with a multitude 
of  social, biological, and technological networks 
(Capocci et al 2006; Redner 1998). Firstly, the node-
degree process, makes the probability that each new 

taxpayer added to the network observes an existing 
taxpayer, t, a positive function of  t’s degree. Secondly, 
the node-fitness process, makes the probability that 
a new taxpayer added to the network observes an 
existing taxpayer, t, a positive function of  t’s fitness.

By allowing for a role for node-fitness in social network 
formation, we are able to account for the observation 
that, empirically, celebrity taxpayers are surely not 
drawn at random from the distribution of  income, 
but rather belong systematically to the upper tail. To 
copy this feature, we equate node-fitness with income 
Lt. We specify the distribution function of  Lt across 
taxpayers to satisfy a power law, consistent with a 
large body of  empirical evidence (Coelho et al 2008). 
In implementation this study generate networks of  
N=421 business individual taxpayers, starting from a 
seed network composed of  two interlinked taxpayers. 
Consider a taxpayer t with fitness Lt > 0 and degree 
Δtg at step g of  the generative process. We entwine 
the node-degree and node-fitness processes by 
setting the probability that taxpayer t is observed by 
the taxpayer added at step g to be proportional to the 
product LtΔtg

0.43 is (Pham et al 2016). 

The taxpayer t incrementally added to the network at 
step g is linked to existing taxpayers according to the 
outcome of  five random draws under the probability 
distribution LtΔtg

0.43.  However, that these draws 
are with replacement, so a taxpayer may be linked 
to another multiple times. As the model allows for 
only a single, albeit weighted, link between taxpayers, 
we construct the comparison intensity weights to be 
proportional to the frequency of  links realized by the 
generative process. Owing to its stochastic nature, any 
single iteration of  the generative process may realize a 
Z that is unrepresentative. To mitigate this concern, the 
results we report are averages of  multiple independent 
iterations of  the generative process.

Having now described the social network, we specify 
the remaining model functions and parameters. To 
make concrete the vector of  predicted income, Lˆ = 
L(d;Z), we specify the tax system as a linear income 
tax, β (Lt) = β Lt, where β∈ (0, 1), such that E(Lt) = β [Lt 
– dt] and Q(Lt) = [1 − β] Lt. We then have a network with 
adjacency matrix AM and weight vector χ with elements 
given by

AMtc =[{(1-pt f)(1- βpt f)}/εt]ztc 

where εt =(1- β)(1-pt f)2 + β{1+ pt (1- pt)f2}>0

χtc=[{1+(f-2)ptf}βatdt+bt(1-ptf)]/atεt–{β(1-ptf)∑t∈(1- ptf)
dt ztc}/ εt
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Then, under the conditions of  equation (i), and with a 
linear income tax, the set of  incomes L corresponding 
to a set of  optimal income declarations d is given by

L(d;Z) = [I − AM]-1 χ .

Taxpayers are assumed to know the true average 
probability of  audit, p, but do not know how the tax 
authority will select audit targets. Consistent with this 
idea, tax authorities are known to shroud their audit 
selection rules, the so-called DIF score (Alm & McKee 
2004; Plumley & Steuerle 2004). This study set (p, f ) 
to be consistent with a level of  evasion of  10%, as 
is broadly consistent with the empirical evidence for 
developed countries.

3.2 Data

The main research area for the study is to examine 
the case of  tax evasion in Bangladesh. Therefore, 
the researchers decided to select the sample from 
Bangladesh. The sample location was Dhaka, capital 
of  Bangladesh. The reason for selecting Dhaka is that 
Bangladesh is a unitary Republic with central and local 
government. However, central government, based 
in Dhaka city, plays the key role in decision making 
and policy formulation processes. Most government 
organizations are located in Dhaka. In addition, the 
actual revenue collection target for the financial year 
2017-2018 was set at BDT 87,190 crore and BDT 
62,340.42 crore was collected, of  which 44.51% was 
in fifteen zones of  Dhaka and it has reached a total 
of  73.22% when the large taxpayers and the central 
survey zone were combined (NBR 2018). Moreover, 
Dhaka is the center of  business and professional 
activities in Bangladesh. In this study, to examine the 
tax evasion issue from the viewpoint of  social network. 

This study is a cross sectional design with quantitative 
approach. The target population of  the study is 
individual income taxpayers of  the fifteen zones of  
Dhaka. According to the National Board of  Revenue 
authority of  Dhaka administration, the total individual 
taxpayers 740,925 where self-assessment assesse 
724,063 and general assesse 16,862 were submitted 
annual return during the financial year 2017-2018 
(NBR 2018). This study selects these categories 
because they are required by law to maintain and 
submit books of  accounts to the tax authority within 
the stipulated time. The sample is selected by following 
the method of  proportional allocation under which 
the sizes of  the samples from the different strata are 
kept proportional to the sizes of  the strata. For the 

purpose of  the study sample size is determined by 
using formula (Krejcie & Morgan 1970):

s = X2 NP(1-P) / d2 (N-1) + X2 P(1-P)

Where

s = required sample size

X2 = the table value of  chi-square for 1 degree of  
freedom at the desired confidence level (3.841)

N = the population size

P = the population proportion (assumed to be 0.50 since 
this would provide the maximum sample size)

d = the degree of  accuracy expressed as a 
proportion (0.50)

Therefore sample size is determined to 385 universal 
self-assessment return submitted taxpayers and 
general procedure return submitted 376 to which 
the questionnaire was distributed. This study has 
followed a convenience sampling method. This 
sampling method has also been conducted in the 
context of  Malaysia (Ser 2013), the USA and Hong 
Kong (Chan et al 2000). Convenience sampling 
method has the advantage over reliability, time and 
budget constraint. The sample is allocated to each 
zone according to the population weight. The study 
has used primary data collected by using structured 
questionnaires. The survey was conducted during 
the period of  1st December 2019 to 15th February, 
2020. The questionnaire is composed of  closed 
ended questions designed on mostly a Likert scale. 
Questionnaires were delivered to people of  various 
income levels. Questions were pre-coded during the 
survey questionnaire, data processing and analysis. 
The quantitative data were subsequently entered into 
STATA for analysis.

  

4.0 Results and Discussions
Table 1.1 presents descriptive statistics of  
respondents. In total, 761 respondents filled in the 
questionnaire completely. Standard deviation of  the 
age of  respondents was 84.82. The respondents were 
aged between 41 to 50 (35.22%), followed by 31 to 
40 (25.22 %), 51–60 (13.27 %), 21 to 30 (10.11%), 
61 to 70 (9.07%) and 71–80 (7.10 %). Among 
the respondents, male were 83.84% and female 
16.16%. Almost half  of  the respondents (49.54%) 
were completed graduate level studies, followed by 
higher secondary level (34.30%), secondary level 
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(14.85%) and 4.47 % completed post-graduation, while 11.43 % had no formal education. Majority (55.32%) 
respondents were engaged in business, followed by private service (14.85%), self-employee (9.72%) and public 
service (2.90%). Around one-third (29.30%) of  the total respondents had yearly taxable income in between BDT 
2,50,000 to BDT 4,00,000 followed by 27.20%,  26.54%, 13.27% and 3.68% of  respondents whose income were 
in between respectively BDT 5,00,001 to 6,00,000, BDT 4,00,001 to 5,00,000, BDT 6,00,001 to 30,00,000 and 
BDT 30,00,000 and above.

Table 1.1: Descriptive Statistics

Descriptions Frequency Percentage

Age

21-30 77 10.11

31-40 192 25.22

41-50 268 35.22

51-60 101 13.27

61-70 69 9.07

71-80 54 7.10

Standard Deviation 84.82

Gender

Male 638 83.84

Female 123 16.16

Level of education

No any formal education 87 11.43

Secondary level 113 14.85

Higher secondary level 261 34.30

Graduation level 377 49.54

Post-graduation level 34 4.47

Employment status

Public service 22 2.90

Private service 113 14.85

Self-employed 74 9.72

Business 421 55.32

Annual level of income

2,50,000-4,00,000 223 29.30

4,00,001-5,00,000 202 26.54

5,00,001-6,00,000 207 27.20

6,00,001-30,00,000 101 13.27

30,00,000 and above 28 3.68

Four questions were asked to learn participants’ perceptions of  the influence of  the tax rate, the probability 
of  detection, and the audit system on tax evasion behavior. Survey results are shown in Table 1.2. Based on 
the findings, it can be inferred that higher rates of  tax, lower rates of  penalty, low probability of  detection and 
slackness of  audit play a significant role in taxpayers’ decisions on evading tax.
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Table 1.2 Perceptions on the Tax Rate, Penalty and Enforcement

Statements Agreement/ 
Disagreement

Employment status (%)

Public 
service

Private 
service

Business Self-
employed 

High rates of  income tax are one reason for tax 
evasion 

Strongly Agree 69.90 15.70 6.60 30.90

Agree 30.10 70.00 87.1 61.10

Moderately Agree 0.00 0.00 6.30 3.20

Do Not Agree 0.00 14.30 0.00 4.80

Total 100 100 100 100

Low rates of  penalties are responsible for causing 
tax evasion

Strongly Agree 29.40 0.00 6.10 12.10

Agree 61.20 35.50 43.20 45.30

Moderately Agree 9.40 49.80 33.00 29.10

Do Not Agree 0.00 14.70 17.70 13.50

Total 100 100 100 100

An increase in the probability of  detection may 
prevent tax Evasion

Strongly Agree 99.00 15.10 45.90 57.10

Agree 1.00 49.10 22.10 19.30

Moderately Agree 0.00 17.10 14.30 20.10

Do Not Agree 0.00 18.70 0.00 3.50

Total 100 100 100 100

The weakness of  the audit system is responsible 
for allowing tax Evasion

Strongly Agree 69.90 32.80 49.10 52.30

Agree 30.10 67.20 27.60 35.10

Moderately Agree 0.00 0.00 23.30 12.60

Do Not Agree 0.00 0.00 0.00 0.00

Total 100 100 100 100

According to the employment status, the result shows that 69.90% (Public service), 15.70% (private service), 
6.60% (business) and 30.90% (self-employed) of  respondents strongly perceived that high income tax rates were 
responsible for tax evasion. If  the score of  ‘strongly agree’ and ‘agree’ are collapsed, it is shown that majority 
supported this statement. The survey findings tend to be consistent with the findings of  the interviews. The 
interviewees expressed their opinions about the positive correlation between higher tax rates and higher tax 
evasion. A large of  theoretical and empirical literature on tax evasion has demonstrated a positive relationship 
between higher rates of  tax and tax evasion. In Australia, Wallschutzky (1984) found that 89.0% of  evaders 
perceived tax rates as too high. Bayer (2006) suggests that higher tax rates are responsible for more tax evasion 
and wastage of  resources, due to the contest between the taxman and taxpayers. In the case of  China, Fisman 
and Wei (2004) show that a 1% increase in the tax rate caused a 3% increase in tax evasion. 

In addition to the above Table 1.2 shows that the statement ‘low rates of  penalties are responsible for causing 
tax evasion’ was strongly supported by 29.40% (Public service), 6.10% (business) and 12.10% (self-employed) of  
respondents. A significant 61.20% (Public service), 35.50% (private service), 43.20% (business) and 45.30% (self-
employed) moderately agreed. A possible interpretation may be that the respondents, who were supposed to be 
the taxpayers, downplayed their role, perceiving that if  they strongly supported the statement, the government 
might increase the penalty rate to deter tax evasion. The survey finding has revealed the importance of  imposing 
higher penalties to minimize tax evasion. Interestingly, in accordance with the Income Tax Ordinance, 1984, the 
lowest amount of  penalty is ‘a sum not exceeding one hundred taka’ (just over US $1) (Section 123.b, Income 
Tax Manual Part- I, 2009, p. 239). It can be argued that the rates of  penalties in the Ordinance are not significant 
for making tax evaders aware of  the payment they would need to make for noncompliance. A risk-averse 
taxpayer will consider the rates of  penalty before committing tax evasion. Therefore, penalties can be used by 
tax administrators as an instrument for combating tax evasion (Obid 2004). Low penalty rates will not deter 
taxpayers from evading tax. 
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Moreover, a question was asked to learn whether 
respondents perceived that an increase in the 
probability of  detection would decrease the level of  
evasion. Above Table 1.2 shows that 99.00% (Public 
service), 15.10% (private service), 45.90% (business) 
and 57.10% (self-employed) strongly agreed. Risk 
aversion is a natural tendency of  human beings. In the 
case of  tax evasion, the risk-averse taxpayer will also 
calculate all possible risks in evading taxes. Thus, the 
probability of  detection may be of  one of  the most 
crucial risks for a tax evader. If  the evader knows that 
there is strong possibility of  being detected, he/she 
might be wary of  underreporting income. Besides, if  
there is sufficient reason for an individual to believe 
that he/she will not be detected evading tax, self-utility 
maximization psychology will lead to evasion. This 
findings of  the study are consistent with the basic tenet 
of  the A-S model such as the higher the probability of  
detection, the larger the income taxpayers will declare 
(Allingham & Sandmo 1972). Risk-averse taxpayers 
will be conscious of  the consequences of  evasion if  
the tax administration is efficient enough to detect and 
monitor underreporting of  income. 

Furthermore, the weaknesses of  the audit system were 
strongly indicated by 69.90% (Public service), 32.80% 
(private service), 49.10% (business) and 52.30% (self-
employed) of  respondents as a reason for allowing 
tax evasion in Bangladesh to occur. Moreover, 30.10% 
(Public service), 67.20% (private service), 27.60% 
(business) and 35.10% (self-employed) agreed with 
the statement and 23.30% (business) and 12.60% (self-
employed) moderately agreed. None disagreed. The 
audit system of  the tax administration in developing 
countries is not free from weaknesses which might 
be contributors to the underground economy. As 
Friedman et al. (2000) point out that weaknesses in 
the legal system encourage the underground economy 
to flourish. 

The empirical findings shows the differences in 
perceptions of  the four groups of  respondents in 
relation to the impact of  tax rate, probability of  
detection, penalty, audit on tax evasion. It can be 
seen that professional subgroup appeared to be more 
strongly supportive. Overall, based on the findings of  the 
survey, interviews and the literature, it can be assumed 
that high tax rates, low rates of  penalties and a weak 
audit  system encourage tax evasion in Bangladesh.

Before the regression discontinuity analyses, we focus 
on observations around the 10% threshold. This is a 
potential threat to the continuity of  characteristics of  
the underlying population and, thus, a possible threat to 
a practical implementation of  regression discontinuity 
approach that requires the outcome is smooth in the 
neighborhood of  the threshold. It is indeed possible 
that observations are bunched at these selected points 
are not similar to the neighboring ones. It is likely to 
be correlated with many characteristics of  individuals. 
However, for the regression discontinuity analysis, we 
exclude exact fractional observations from the sample 
of  analysis. For the network analyses, it also need to 
restrict the sample further to operationalize the family 
network variable, and to ensure that the assumptions 
of  the regression discontinuity design are not violated 
by family members.

Now, we turn to the network level analysis by 
analyzing adoption of  an individual. We focus on 
network members who fall into subsamples in which 
we showed evidence of  a discontinuity in adoption: 
we exclude network members with fractional shares, 
and further zoom in on those receiving capital income 
and in firms with large number of  shares. We do 
not impose any additional restrictions on individuals 
themselves—the running variable is the property of  
the network member and he/she may affect family 
members regardless of  their characteristics.

Further, we want to make sure that when we compare 
individuals with network members on either side of  
the 10% threshold, this is the only difference between 
those groups. It shows that as the network member’s 
share is crossing 10%, the share owned by the individual 
itself  is more likely to be above 10% as well. It turns 
out that this is driven by family members owning 
identical number of  shares. Thus, in what follows, we 
restrict attention to network links between individuals 
who do not own shares. In addition, it shows, in that 
subsample the likelihood of  having a share above 10% 
sails smoothly through the threshold. We restrict 
attention to this subsample in what follows. Beside the 
necessity of  exploiting discontinuity for identification 
purposes, restricting attention to network links 
between individuals who do not own shares in the 
same firm also has economic content. 

Figure 1.1 shows the discontinuity-based evidence 
of  adoption elsewhere in the network on individual 
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adoption, and the top panel of  Table 1.3 shows the corresponding estimates. The estimates of  the discontinuity 
are generally significant and reasonably stable as the window around 10% is adjusted. The result also shows the 
number of  unique treating network members that underlie each specification—there are about half  as many 
of  them as all the observations. The large of  the difference is explained by the same network member treating 
multiple individuals in the network.

Figure 1.1 Family member’s ownership share and ultimate adoption of the firm

Notwithstanding, the network effect may be present regardless of  one’s own ownership, individuals who already 
own at least 10% are already eligible for any additional arrangements and thus may be more strongly affected. 
At the same time simultaneously, by the virtue of  their eligibility, they are more likely to set up a firm regardless, 
so that the additional network incentive might be expected to be weaker for that reason. However, the second 
panel shows robustness of  the results to inclusion of  demographic controls—they are essentially unaffected. 
Overall, we observe that the estimated effect of  a network member being eligible in Table 1.3 is roughly similar 
in magnitude to the effect of  the individual herself  being eligible. It explores that the large network effect relative 
to own effect is consistent with either interactions being strong or else low awareness of  sheltering opportunities 
absent interaction with a treating individual.

Table 1.3 The effect of crossing 10% ownership by a family network member

Description Everyone Minimum 10% Share
No Control Flexible No Control Flexible

Age
21-30 0.023 -0.004 0.061 -0.004

(0.016) (0.017) (0.016) (0.041)

31-40 0.28 0.060 0.024 0.062

(0.011) (0.027) (0.014) (0.021)

41-50 0.018 0.022 0.027 0.032

(0.007) (0.018) (0.011) (0.012)

51-60 0.014 0.032 0.032 0.028

(0.006) (0.014) (0.007) (0.015)

61-70 0.008 0.038 0.051 0.028

(0.004) (0.010) (0.008) (0.013)

71-80 0.023 0.023 0.028 0.031

(0.016) (0.017) (0.012) (0.011)

0.14

0.00 0.30

Take up

Family ownership
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Gender
Male 0.023 0.037 0.055 0.039

(0.15) (0.010) (0.007) (0.012)

Female 0.017 0.141 0.023 0.015

(0.011) (0.033) (0.022) (0.037)

Level of education
No any formal education 0.017 0.061 0.023 0.073

(0.012) (0.027) (0.012) (0.021)

Secondary level 0.028 0.026 0.048 0.025

(0.007) (0.016) (0.011) (0.024)

Higher secondary level 0.012 0.024 0.038 0.023

(0.008) (0.012) (0.006) (0.015)

Graduation level 0.056 0.034 0.071 0.025

(0.026) (0.010) (0.007) (0.012)

Post-graduation level 0.032 0.352 0.112 0.312

(0.029) (0.085) (0.036) (0.082)

Annual level of income
2,50,000-4,00,000 0.057 0.221 0.097 0.213

(0.027) (0.065) (0.021) (0.076)

4,00,001-5,00,000 0.031 0.122 0.061 0.132

(0.014) (0.033) (0.022) (0.033)

5,00,001-6,00,000 0.024 0.086 0.074 0.071

(0.019) (0.033) (0.015) (0.026)

6,00,001-30,00,000 0.044 0.111 0.071 0.095

(0.028) (0.015) (0.011) (0.026)

30,00,000 and above 0.032 0.342 0.132 0.314

(0.015) (0.101) (0.054) (0.112)

We further split the sample by whether the network member received dividends in past. The bottom two panels 

of  Table 1.3 show that for those with family members who received dividends, the effects are of  the expected 

sign and not too sensitive to the size of  the window or inclusion of  controls. They are becoming significant when 

the window around the threshold grows and in narrow window when no controls are included. The outcomes 

for those with family members who have not received dividends are smaller and generally insignificant. This is 

consistent with the interpretation of  take-up by a family member reflecting the presence of  the treatment, since 

the direct effect on take-up for that group was not detectable, observing an impact on their family members 

would be surprising.

In Table 1.4 we split the sample in additional ways. The impact of  own eligibility was strong and the 

corresponding outputs are strong here as well. Thereafter, we split the sample by whether the treated 

individual itself  received dividends in the past. This study find more precise statistical evidence for those 

who did not receive dividends themselves than for those who did, though the large standard errors do not 

allow for rejecting the possibility that point estimates are not statistically different. Nevertheless, even if  the 

coefficients for those without dividends were similar in absolute value, the base take-up for this group is much 

lower and thus the effect is economically much more significant. Hence, a very rough taxonomy of  the results 

may be that treating individuals with most to gain are most responsive to the 10% threshold incentive, but 

they stimulate take-up by individuals who have less potential to gain and so probably least informed otherwise. 
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Table 1.4 The effect of crossing 10% ownership by a family network member on take-up 
decomposition of response

Description Everyone Minimum 10% Share

No Control Flexible No Control Flexible

Age

21-30 0.033 -0.005 0.072 -0.003

(0.015) (0.016) (0.014) (0.032)

31-40 0.38 0.071 0.033 0.071

(0.010) (0.037) (0.023) (0.032)

41-50 0.028 0.032 0.037 0.042

(0.008) (0.027) (0.010) (0.021)

51-60 0.023 0.024 0.042 0.038

(0.008) (0.013) (0.006) (0.014)

61-70 0.006 0.027 0.055 0.037

(0.003) (0.011) (0.007) (0.012)

71-80 0.023 0.033 0.038 0.041

(0.015) (0.016) (0.011) (0.013)

Gender

Male 0.032 0.046 0.051 0.047

(0.16) (0.011) (0.008) (0.013)

Female 0.018 0.131 0.033 0.025

(0.010) (0.022) (0.020) (0.026)

Level of education

No any formal education 0.046 0.062 0.043 0.072

(0.023) (0.018) (0.023) (0.032)

Secondary level 0.015 0.013 0.036 0.034

(0.006) (0.025) (0.011) (0.022)

Higher secondary level 0.032 0.044 0.028 0.044

(0.006) (0.012) (0.008) (0.012)

Graduation level 0.056 0.034 0.072 0.024

(0.014) (0.021) (0.007) (0.010)

Post-graduation level 0.042 0.452 0.212 0.412

(0.019) (0.075) (0.026) (0.072)

Annual level of income

2,50,000-4,00,000 0.055 0.201 0.087 0.113

(0.017 (0.075) (0.031) (0.066)

4,00,001-5,00,000 0.021 0.222 0.071 0.232

(0.012) (0.022) (0.021) (0.031)

5,00,001-6,00,000 0.034 0.076 0.064 0.081

(0.018) (0.023) (0.014) (0.024)

6,00,001-30,00,000 0.034 0.101 0.061 0.085

(0.018) (0.014) (0.010) (0.016)

30,00,000 and above 0.022 0.442 0.122 0.214

(0.014) (0.111) (0.052) (0.102)
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As the public choice theorists argue that human beings 
are basically rational utility maximizers. Based on the 
core concepts of  public choice theory, it can be argued 
that politicians, bureaucrats, and businesspeople are 
self-interested individuals who strive for their own 
private goals and ambitions. In this regards, an attempt 
was made to test the applicability of  public choice 
theory to the tax policy formulation of  Bangladesh, 
focusing on the self-seeking nature of  human being. 
The findings are consistent with the arguments 
of  public choice theory. Trends in the tax policy 
formulation process and in some tax policies pointed 
to the self-interested behavior of  policy makers. 
The desire for personal financial gain by tax officials 
enhances opportunities for rent-seeking (Lambsdorff 
2002). Dishonest taxpayers, including businesspeople, 
professionals, and self-employed people, negotiate 
with corrupt tax officials to reduce or to avoid the legal 
obligation of  tax payment. Thus, the connivance of  
taxpayers and tax officials in tax policy implementation 
facilitates each to earn ‘the above normal profits 
described as rents’ (Khan 1996). As a consequence of  
the rent-seeking of  tax authorities and taxpayers, the 
Bangladesh government fails to collect proper income 
taxes from potential taxpayers. Thus, it can be argued 
that the opportunity cost of  this rent-seeking leads to 
the continuous budget deficit of  Bangladesh.

The primitive argument of  the A-S model is that tax 
evasion will decrease with increases in penalty and the 
probability of  detection (Allingham & Sandmo 1972). 
The survey results were consistent with the A-S model. 
In the context of  the A-S model, it can be argued that, 
if  an increase in the penalty decreases tax evasion, 
then, conversely, a low rate of  penalty will increase 
tax evasion. An interpretation for the less strong 
support for the statement may be that, in the context 
of  Bangladesh, the imposition of  a penalty for tax 
evasion has not yet been widely practiced. Therefore, 
participants perhaps tended to not perceive significant 
influence in low rates of  penalty on tax evasion. Other 
explanation may be that the respondents tended 
to not strongly recognize the relationship between 
low rates of  penalties and tax evasion to avoid the 
possibility of  increasing penalty rates by policy makers 
as a deterrent to tax evasion. Finally, a set of  theories, 
public choice, rent-seeking, and the A-S Model, were 
shown in the framework for analyzing tax evasion and 
social network. The empirical findings of  tax policy 
formulation, its implementation and compliance 

processes were consistent with the core arguments of  
these theories as applied respectively to each process.

5.0 Conclusion 
The findings of  the study demonstrated numerous 
issues in the tax policy implementation process that 
are associated with tax evasion. In this paper we apply 
to tax evasion recent advances in network theory and a 
large literature on the role in individual decision-making 
of  social comparison. Our key theoretical advance is 
to demonstrate a link between network centrality 
on a social network and tax evasion. Our modelling 
allows for local consumption comparisons and utilizes 
networks that have the properties of  observed social 
networks. Given that tax authorities are now investing 
in technology that seeks to construct social networks, 
the study shows that network information can allow 
a tax authority to better predict the likely revenue 
benefits from conducting an audit of  a particular 
taxpayer. In particular, for a tax authority that is largely 
ignorant of  the social network, we document strong 
initial revenue gains from acquiring relatively small 
amounts of  network information. The basic model 
we have presented here offers much scope for future 
research. The article suggests three avenues. Firstly, it 
would be of  interest to introduce dynamic features to 
the model that relate behavior today to past reporting 
decisions and audit outcomes. Secondly, while we 
have focused on tax evasion, early empirical work 
suggests the relevance of  a similar modelling approach 
to tax avoidance behavior, or indeed criminal activity 
more generally. Thirdly, as we have assumed income 
to be exogenously determined, it would be of  interest 
to introduce formally a labor-supply decision.

In the tax policy formulation process, the empirical 
data revealed the lack of  comprehensive research 
on the flaws of  the tax system and how to overcome 
them, the lack of  specialized knowledge on the part 
of  some policy makers, the importance of  comparing 
Bangladeshi tax policies with the tax policies of  
developing and developed countries, and the 
importance of  a reform of  the Income Tax Ordinance 
1984. It is evident in the empirical findings that 
shortcomings of  income tax laws and policies, such 
as the absence of  a clear definition of  tax evasion, 
loopholes and anomalies in the tax laws, frequent 
changes in tax-related documents, and repeated 
promulgation of  tax amnesties are responsible for 
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facilitating tax evasion. It is to be noted that the 
policy implementation process plays the crucial role 
in implementing tax policies as well as collecting 
revenues. If  there remains weaknesses and flaws in 
the implementation process, the taxpayers will tend 
to exploit such leakages.
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QUESTIONNAIRE
Surveyor ID:                                        Participation number:                                        Date:
Assessment type:           General                                                           Self-assessment
SL Description
1. Gender  Male  Female
2. Age
3. Marital status
 Single Married Divorced Widowed
4. What was the last grade of  school you completed?
 No any formal education SSC HSC Graduation level Post-graduation level
5. Could you please describe your profession?
 Professional Business Private service Public service Self-employed
6. Please tell me for the following statement whether you think it can always be justified, never be justified, or something in 

between: Cheating on tax if  you have the chance
 Never Sometimes Always Probably
7. Trading or exchanging goods or services with a friend or neighbor and not reporting it on your tax form
 YES  NO
8. Reporting your main income fully, but not including some small outside income
 YES  NO
9. Being paid in cash for a job and then not reporting it on your tax form 
 YES  NO
10. Not reporting some earnings from investments or interest that the government would not be able to find out about
 YES  NO
11. Do you feel it is wrong or not wrong if  a taxpayer does not report all of  his or her income in order to pay less income taxes? 
 Not wrong A bit wrong Wrong Seriously wrong
12. Within the past five years or so, do you think you might have left some reportable income off your tax return – even, just a 

minor amount?  
 definitely have not definitely have May be May be not
13. What was the highest tax rate level for the last financial year?
 10% 15% 20% 25% 30%
14. Could you tell me how much confidence you have in the legal system?
 a greatly  quite a lot of  not very much none at all
15. Public officials can usually be trusted to do what’s right?
 strongly agree mildly agree mildly disagree strongly disagree
16. Could you tell me how much confidence you have in the government in your capital?
 a greatly  quite a lot of  not very much none at all
17. How much confidence do you have in courts system?
 a greatly  quite a lot of  not very much none at all
18. Could you tell me how much confidence you have in the legal system?
 a greatly  quite a lot of  not very much none at all
19. Generally speaking, would you say that most people can be trusted or that you can't be too careful in dealing with people?
 Most people can be trusted  Can't be too careful
20. Would you say that having a democratic political system is a very good?
 Fairly good Fairly bad Very bad Way of  governing
21. Democracy may have problems but it’s better than any other form of  government?
 Strongly agree Mildly agree Mildly disagree Strongly disagree
22. How satisfied are you with the way the people now in national office are handling the country’s affairs?
 Fully satisfied Fairly satisfied Fairly dissatisfied Very dissatisfied
23. Would you please put mark the political system as it is today?
 Very good Fairly good Fairly bad Very bad
24. How satisfied are you with the financial situation of  your household?
 Fully satisfied Fairly satisfied Fairly dissatisfied Very dissatisfied
25. Could you tell me if  recently you have known someone or have heard someone you know comment about somebody who 

has: Managed to avoid paying all his tax 
 YES  NO
26. Would you say that a person in our country who has committed an illegal act gets caught?
 is very possible fairly possible a little possible not at all possible
27. Could you please rank the NBR in regards to the processing returns?
 Excellent pretty good only fair poor
28. Could you please rank the NBR in regards to the issuing refunds?
 Excellent pretty good only fair poor
29. Could you please rank the NBR in regards to the answering questions?
 Excellent pretty good only fair poor 
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30. Could you please rank the NBR in regards to the auditing returns?
 Excellent pretty good only fair poor
31. Could you please rank the NBR in regards to the collecting taxes due?
 Excellent pretty good only fair poor
32. The NBR employees are honest – you could never bribe them.
 Strongly agree Mildly agree Mildly disagree Strongly disagree
33. NBR employees are just as knowledgeable as any private tax expert.
 Strongly agree Mildly agree Mildly disagree Strongly disagree
34. I am confident that the NBR would never try to take more money from me than they should.
 Strongly agree Mildly agree Mildly disagree Strongly disagree
35. You can depend on the IRS to keep accurate tax records.
 Strongly agree Mildly agree Mildly disagree Strongly disagree
36. NBR procedures and practices are fair and reasonable ones that respect the rights of  taxpayers.
 Strongly agree Mildly agree Mildly disagree Strongly disagree
37. How do you feel about the government income tax system as it applies to the tax return – do you feel it is?  
 quite fair reasonably fair somewhat unfair quite unfair
38. The present tax system benefits the rich and is unfair to the ordinary working man or woman.
 Strongly agree Mildly agree Mildly disagree Strongly disagree
39. Do you ever talk about NBR and its activities with your family?
 YES  NO
40. Do you ever talk about NBR and its activities with your friends and co-workers?
 YES  NO
41. What is the minimum fine for tax evasion in your jurisdiction? 
 YES  NO
42. What is the maximum fine for tax evasion in your jurisdiction?
 YES  NO
43. Do you apply the criminal code in the case of  tax fraud?
 YES  NO
44. Is there a monetary fine in the case of  tax fraud?
 YES  NO
45. Do you treat tax fraud in the same way as tax evasion?
 YES  NO
46. How much attention did you pay to discussions on the media about NBR and its activities?
 A lot Quite a bit Some Very little  No attention
47. How proud are you to be a taxpayer?
 Not at all proud Not very proud Quite proud Very proud
48. May I know your 
 annual level of  taxable  BDT 2,50,000-4,00,000
 income for the current  BDT 4,00,001-5,00,000
 financial year   BDT 5,00,001-6,00,000
 2017-2018?  BDT 6,00,001-30,00,000
   BDT 30,00,000 and above
49. Statements Strongly Agree Agree Moderately Agree Do Not Agree
 High rates of  income tax are one reason for tax evasion    
 Low rates of  penalties are responsible for causing tax evasion    
 An increase in the probability of  detection may prevent tax evasion   
 The weakness of  the audit system is responsible for allowing tax evasion   
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Abstract 

This paper mainly examines the impact of  supply chain management on customer satisfaction. The study 
was quantitative, and the research design was combined with descriptive and causal. To collect the data, the 
researcher used a questionnaire where the Likert scale had been used. A total of  100 samples was drawn 
from the population, and a stratified probability sampling technique chose this sample. Research hypotheses 
are developed based on magnitudes (communication, collaboration, obligation, conformity, dependency, and 
conviction), and also these hypotheses are tested by chi-square.  After constructing the multiple linear regression 
equation, the researcher found that the correlation between dependent and independent variables is 0.863. The 
R2 value is 0.745, which means that the independent variables have explained a 74.5% variation in customer 
satisfaction. All the independent variables such as order processing, production time, customer care service, quick 
response, and product availability are increased customer satisfaction per unit by 11.4%, 22.3%, 12.5%, 35.3%, 
and 18.5%, respectively. However, the lead time would lead to a 10.1% decrease in customer satisfaction. The 
researcher also found that quick response is most important to customer satisfaction. It is positively affected 
(Adjusted R2 value 0.476) to the dependent variable rather than other supply chain management systems. Finally, 
the researcher tried to determine the interrelationship among exogenous variables through structural equation 
modeling to draw path diagrams using AMOS graphics and test the construct validity for this model.

Keywords: Supply Chain Management, Customer Satisfaction, Order Processing, Production time, Lead time, Commitment, and 

Product Availability. 

Introduction
Supply Chain Management (SCM) refers to two or more parties linked by a flow of  resources, typically material, 
information, and money that ultimately fulfill a customer request. The idea main of  supply chains is managing 
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flows of  product or material, flows of  information, 
and flows of  money and all of  these things, all of  
these three flows, manage between the multiple 
parties and ultimately fulfill customer demand. The 
business organizations try to manage those three 
flows to minimize cost, maximize profit, and improve 
the level of  service to customers. There are three 
parties involved in every supply chain system; these 
are suppliers, manufacturers, and customers. In other 
words, the first tier of  the supply chain management 
system is suppliers; those are the companies that 
companies do business with directly, but the third 
tier of  the supply chain management system is the 
customer that is someone normally a company 
does not talk to directly, but it has a great impact on 
customer satisfaction. 

In addition, the supply chain has altered the form of  
relationship with the customer and suppliers, where 
its administration moved towards more cooperation 
and coordination for the formation of  the supply 
chain, and a part of  the data and information moved 
to exchange with customers and suppliers, and the 
responsibility of  inventory control moved to their 
suppliers. The significance of  the supply chain has begun 
after the scientific revolution, which had a big role in 
all saunters of  life, including management. In the light 
of  the scientific revolution, and with the pronounced 
technological development, the concentration in 
the supply chain has become an inevitability, where 
supply chain management processes became a vital 
component in the company’s efficiency, effectiveness 
as well as customer satisfaction while customer 
satisfaction is the foremost objective of  any firms. 
There is no doubt that the supply chain in the 
organization deals with the most elusive stages within 
the institution that interfere directly in the product 
configuration, so its role is the most prominent in the 
production, sale, profit maximization, and achieving 
continuity through customer service that keeps the 
market share of  the institution and retains the certain 
level of  satisfaction.

Literature Review 
Drawing on existing classifications of  levels of  analysis 
in the management of  supply chains (Croom et al., 
2000; Harland, 1996; Moller et al., 2005; Ritter and 
Gemunden, 2003), researcher distinguishes between 
three levels of  sustainability analysis pertinent 

to purchasing and supply management: dyadic 
relationships, supply chains and industrial networks. 
Despite having various levels of  inter-organizational 
analysis, this simple classification makes it possible to 
clearly differentiate among the levels.

Dyads refer to relationships between two actors. 
In the purchasing and supply context, researcher 
focused on the company direct supplier dyad. As 
companies seek to implement sustainability in their 
supply chains, their first natural step is to focus on 
direct supplier relationships. Purchasing and supply 
activities within dyads involve both discrete one-off 
exchanges (transactions) and long-term, relationship 
development issues, such as the adaptation of  
business processes to suit other parties and the 
institutionalization of  business practices (Hakansson, 
1982). Purchasing, procurement and sourcing decisions 
typically concern internal buying processes that relate 
primarily to direct suppliers, i.e. dyadic relationships, 
including specification, supplier selection, contracting, 
ordering, expediting and evaluation (Van Weele, 2010). 
Definitions of  purchasing, procurement and sourcing 
vary in scope and the extent to which these functions 
extend to indirect suppliers is not always clear. 
Furthermore, the use of  the terms is often industry 
specific, e.g. the public sector often uses the term 
“procurement” instead of  “purchasing” (Ramsay and 
Croom, 2008; Rozemeijer, 2008). In addition, the role 
of  purchasing in relation to supply chain management 
varies; “unionists” view purchasing as part of  supply 
chain management, while others believe that supply 
chain management has replaced purchasing (Larson 
and Halldorsson, 2002). Supply chain management 
focuses on multiple customer-supplier dyads, with 
the supply chain ultimately spanning from original raw 
material extractors to final end customers (Harland, 
1996). 

On the other hand, according to Peter et al., 
(2006), logistics is the management of  the flow of  
things between the point of  origin and the point 
of  consumption in order to meet requirements of  
customers or corporations. The logistics of  physical 
items usually involve the integration of  information 
flow, material handling, production, packaging, 
inventory, transportation, and warehousing. Logistics 
may have either an internal focus (inbound logistics) 
or an external focus (outbound logistics). 
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Inbound logistics are  related to the incoming 
flow of  resources that the company needs to 
produce its goods or services. These activities will 
include managing supplier relationships, accessing 
raw materials, negotiating materials pricing, and 
arranging quicker delivery. Outbound logistics will be 
focused on two issues: storage and transportation 
(Seuring and Mueller, 2008). The company will use 
warehousing techniques to keep the finished goods 
safe and accessible. Since the products may need 
to be moved out to a customer at any moment, 
proper organization is crucial. Having as little product 
stored as possible can be advantageous since stored 
products are not making money, so the outbound 
logistics manager often has to balance company cost 
savings with consumer demand. The transportation 
function is by far the most complex part of  outbound 
logistics. (Andersen and Skjoett-Larsen, 2019). 
Without transport, there simply are no logistics. For 
that reason it’s critical to be able to move the product 
from one location to another in the fastest, most cost-
effective, and efficient way possible (Hamprecht et al., 
2015).

In this context, the literature reveals a number of  
important gaps. Supply chain responsiveness is 
defined in two parts which is one part concerning time 
indications of  both the flow of  information and the 
flow of  goods in the supply chain, and another part 
indicating product demand transparency in the supply 
chain before setting up four theoretical evaluation 
variables (time effectiveness, postponement 
strategies, the existence of  the Bullwhip effect and 
information sharing) that were useful for analysing 
each of  the three constructs in the SCM analysis 
model (supply chain structure, supply chain processes 
and supply chain relationships) (Catalan & Kotzab, 
2017) and these variables consideded as determinents 
of  SCM. A supply chain network, which is necessary 
to provide quick responses to customer demands and 
preferences, is essential for companies to leverage their 
competitive edge in the ever changing marketplace 
(Lau et al., 2016). According to (Lau et al., 2006), 
apart from forming an extended enterprise to enhance 
cooperation, companies are seeking ways to become 
more responsive to the market environment by 
streamlining and restructuring organization structure 
and by adopting information technologies in order to 
utilize knowledge within and beyond the organization. 
Developing strategies for responsive supply chain is a 

challenge across all sectors as it requires depth analysis 
of  interaction among major factors responsible for 
responsiveness (Singh, 2019).

One definition of  customer satisfaction obtained from 
Kotler and Armstrong (2004) states that  “customer 
satisfaction is the extent to which a product’s perceived 
performance matches a buyer’s expectation.” As the 
term customer satisfaction is generally dependent on 
the product or services, another factor determines the 
level of  customer satisfaction. That is the customer›s 
expectation to say that the higher the customers› 
expectations, the harder those expectations are 
satisfied through any products and services. Thus, 
customer satisfaction attempts to match the level of  
expectation and perception of  customers. However, 
it is essential to note that any customers› degree of  
expectation will depend on their behaviors (Walidin, 
2007; Waskita, 2007). Nevertheless, meeting 
customer expectations is the link with various things; 
one of  them is supply chain management systems.

The supply chain concept is a relatively new concept 
since the beginning of  1980, especially for commercial 
and manufacturing companies, because of  its benefits 
that improve the supply chain members’ efficiency in 
the production of  products appropriately and for a 
low cost. The supply chain is a process that begins and 
ends with the customers as all materials, products, 
full information and transactions flow via this circle. 
Supply chain management can be a very complicated 
task when more parties are involved in reality. 

The definition of  supply chain management is to 
evaluate planning, implement, and control the 
movement of  materials and finished goods into the end-
users. The supply chain’s related activities begin with a 
customer order and complete when the goods are in 
the customer’s hand. To have those goods delivered 
to end-users requires a network of  contributions from 
parties involved; retailers, wholesalers, distributors, 
manufacturers, and raw materials suppliers (Waskita, 
2007). Chopra and Meindl (2001) define that the 
supply chain’s objective is to maximize the overall 
value of  each of  the chains. Siem (2005) has stated, 
SCM strives to get “the right things to the right places 
at the right times for maximum profits.”

According to Shawki Najjar (2010), manufacturing 
and distribution are to be improved control and 
effectiveness through supply chain management 
and building a strong relationship with suppliers and 
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distributors used as a mechanism to enhance the competitiveness and achieve customer satisfaction. On the other 
side, Sohal & al. (2010) defined supply chain management as “the activities related to the flow and transformation 
of  raw materials to finished products, and their delivery to the final consumer, as well as the flow of  information.”

The supply chain management system helps an organization plan, implement, and control the operations 
of  the supply chain, ensuring that the customer base’s needs and demands are met and exceeded in some 
circumstances. According to Jacobs, Salisbury, and Enns (2013), Ellinger et al. (2012), and Heikkilä (2012), supply 
chain management coordinates the flow of  materials, finances, and information between and among all those 
participating in the business from the manufacturer to the final user of  the product or service. Heikkilä (2012) 
further adds that customer relationship strategies and activities can generate organizational success in supply 
chain and distribution management efforts and overall performance.

Despite having better relationships with business partners like suppliers, customers play a significant role in 
ensuring the supply chain’s success because they made the final purchase. The ability of  the supply chain influences 
customer satisfaction and shareholder value. In a study titled “The influence of  supply chain management 
competency on customer needs and satisfaction and shareholder worth,” Ellinger et al. (2012) look at how the 
relationship between supply chain management and customer satisfaction can be derived from the performance 
of  an organization. 

According to H. Francis & Waiganjo, 2014, p. 139, six variables are directly influenced by customer satisfaction, 
and these variables are given below:

Variables
Dependent variable Independent Variables

Customer Satisfaction

Order Processing

Production Time

Lead Time

Customer Care Service

Quick/ Prompt Response

Product Availability

Finally, the problems, benefits, obstacles, and possible solutions of  problems of  supply chain management that is 
found in the article (Shoghari & Abdallah, 2016, p. 51) are given below (summary):

Problem Possible improvements Benefits Obstacles

Inventory size Decrease inventory size, more 
demand, Incoming 

goods without being stored in 
warehouses

Reduce the cost of  maintaining 
inventory

Increased supplier costs.

Increased demand costs.

Supply periods Cancel some intermediate stages

Essential storage for product 
maturity

Speed of  response The possibility of  futility

The Probability of  functions 
saturation

Number of  parts standard design Keep some parts.

Small-scale demand

Less degree of  diversification

Cost and quality External purchase Cost reduction

Raise the quality degree

Focus on operations

Inability to control

Susceptibility to change less supply periods better forecast
Reduction of  the change in the 
product and service.

A greater capacity to match 
demand and supply

Less change
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However, the papers of  supply chain management 
practices were mainly used qualitative data (Hopkins, 
2010; Ward and Duray, 2012; Stock et al., 2013; 
Lorentz et al., 2017; and Hair et al., 2019), but in this 
paper, researcher tried to incorporate quantitative 
data with qualitative data by using mixed method 
research to draw a conclusion. 

Scopes and Limitations of the study
The study’s primary limitation was the shortage of  
manufacturing firms in Dhaka, and they do not maintain 
the supply chain management process properly. 
Likewise, the respondents were unwilling to respond 
at first, but showing them the study’s importance, the 
study’s response was accepted. Many manufacturing 
firms are not practicing supply chain management; 
they made the researcher’s time into the garbage. 
The sample size was not large, and there are more 
advanced statistical tools could be applied. Besides 
mentioned factors, there are a lot of  factors such as 
strategic supplier partnership, supply postponement, 
customer relationship and information sharing can 
significantly influence customer satisfaction that 
are not considered in this paper. However, despite 
having limitations of  the study, there are lots of  
scopes researching manufacturing firms. There are 
many research gaps founded in this sector, and many 
researchers focus on the unraveled portion of  supply 
chain management.  

Rationale of the study
At present, customer satisfaction is the main objective 
of  any organization. There are plenty of  customer 
satisfaction factors, but supply chain management 
factors are vital as these variables are controllable. 
On the other hand, there is no alternative to start 
the practices of  supply chain management to survive 
in the current competitive market. Without customer 
satisfaction, no companies can survive in the long run as 
well as make a profit. So, it is essential to find the impact 
of  supply chain management on customer satisfaction as 
companies invest much money in this sector.  

Objectives of the study
This paper mainly examines the impact of  supply 
chain management on customer satisfaction. Besides 
the core objective, there are some specific objectives 
of  this study; these are:

l To find out the relationship between the adoption 
of  supply chain management practices and 
customer satisfaction.  

l To calculate the inter-correlation among 
independent variables.

l To examine the impact of  supply chain management 
on competitive advantages. 

Methodology
Nature of the research 
The nature of  the research is quantitative, but the 
research design is mixed up descriptive and causal. 
Because here, customer satisfaction is measured 
by two dimensions: a testing hypothesis. Another 
dimension is developing a regression model so that this 
research is, to some extent, descriptive and, to some 
extent, causal. The researcher measured customer 
satisfaction over communication, collaboration, 
obligation, conformity, dependency, and conviction. 

Variable Definitions  
The researcher often wants to study the effect of  one 
variable on another one. The variables in a study of  a 
cause-and-effect relationship are called the independent 
and dependent variables. The independent variable is 
the cause. Its value is independent of  other variables 
in the study; supply chain management factors (order 
processing, production time, lead time, customer care 
service, quick response, and product availability) are 
considered the independent variable. On the other 
hand, the dependent variable is the effect. Its value 
depends on changes in the independent variable. 
Customer satisfaction is considered a dependent 
variable. The researcher tries to determine the 
impact of  supply chain factors (independent variables 
or exogenous variable) on customer satisfaction 
(dependent variable or endogenous variable).    

  
Measurement and Scaling 
The researcher used an itemized rating scale that was a 
structured 5 points Likert scale, and the measurement 
scale was ordinal in preparing questionnaires. The 
questionnaire containing 15 questions was formed. 
The questionnaire has been structured to the variables 
that affect customer satisfaction. Respondents were 
asked to what extent they agreed or disagreed with 
each variable on a five-point scale with descriptive 
anchors ranging from (1) ‘strongly disagree’ to (5) 
‘strongly agree.’
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Sampling and data collection
To determine the sample size, the researcher used a sample size determinate calculator. According to the Dhaka 
stock exchange, 588 registered companies in Bangladesh, whose 210 companies are manufacturing companies in 
2019. If  an average of  10 persons works in the supply chain process (top-level) of  an organization, approximately 
2,000 people are related to the supply chain. To use the sample size determinate calculator, the researcher 
found that the sample size is around 100, where the confidence level and population sizes were 95% and 2,000, 
respectively. These 100 employees are picked from 20 different manufacturing firms in Bangladesh (average 4 to 6 
persons from one organization) based on the probability sampling technique. The specific name of  this probability 
sampling technique is a stratified sampling. The researcher used a stratified sampling technique to divide the 
manufacturing firm’s employees into three strata based on their working position in the firm (employees worked 
in the backward linkage, employees worked in forwarding linkage, and employees worked in the production & 
operations department). A questionnaire was supplied to the employees at different levels involved in the supply 
chain management systems of  an organization.

Methods of Analysis
For analyzing the collected data, there were some inferential statistics exploited. The quantitative data obtained 
from the questionnaires were coded, keyed, and analyzed into Microsoft Excel 2010, IBM SPSS 25.0, and 
Amos Graphic analysis software. Firstly, testing hypotheses and measuring the discrepancy between theory 
and observation, the researcher applied a chi-square test to quantify the strength of  the relationship between 
the variables. Researchers conducted a multiple linear regression analysis and finally used structural equation 
modeling to test convergent validity and discriminant validity.  

The regression equation was Y = β0 + β1X1 + β2X2 + β3X3 +β4X4 + β5X5 + β6X6+ ε.

Whereby,
Y  = Customer Satisfaction  X1  = Order Processing
X2 = Production Time  X3  = Lead Time
X4 = Customer Care Service X5  = Quick Response  
X6 = Product Availability    β0   = Constant coefficient of determination 
β1, β2, β3, β4 and β5 = coefficients of determination  ε     = error term.

Conceptual Framework 

Figure 1: Conceptual model
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Hypotheses Development 
According to conducted research by Brian Fynes, Chris Voss, and Sean de Burca (2005), various dimensions of  
relationship quality with the supply chain are communication, collaboration, obligation, conformity, dependency, 
and conviction. To prove their effectiveness can be cited in Maboodi, Javanshir, Rashidi, and Valipour (2010), 
which investigated the effect of  supply chain management on customer satisfaction in manufacturing firms. 
Regarding research, conceptual model hypothesizes are:

H1 :  Communication among members of  the supply chain creates customer satisfaction.

H2 :  Collaboration among members of  the supply chain creates customer satisfaction.

H3 :  Obligation among members of  the supply chain creates customer satisfaction. 

H4 :  Conformity among members of  the supply chain creates customer satisfaction. 

H5 :  Dependency among members of  the supply chain creates customer satisfaction.

H6 :  Conviction among members of  the supply chain creates customer satisfaction.

The researcher developed these hypotheses to experiment with the various dimensions of  relationship quality 
of  supply chain, which are capable of  impacting customer satisfaction.

Analysis of the study
Chi-Square Test
A chi-square test for independence compares two variables in a contingency table to see if  they are related. In a 
more general sense, it tests to see whether distributions of  categorical variables each other. A minimal chi-square 
test statistic means that your observed data fits your expected data exceptionally well. In other words, there is 
a relationship and used for the test hypothesis. According to Gupta, 2010, p. 568, the Chi-Square (χ2) describes 
the magnitude of  the discrepancy between the theory and observation. With the chi-square test’s help, we can 
know whether a given discrepancy between theory and observation facts. 

Test Statistics

Communication Collaboration Obligation Conformity Dependency Conviction

Pearson Chi-Square 31.913a 68.197a 15.795a 57.527a 43.985a 57.337a

Likelihood Ratio 33.998 69.360 17.304 68.746 45.917 69.914

Linear-by-Linear Association .180 1.645 .366 .035 .958 1.459

df 16 16 16 16 16 16

Asymptotic Significance .010 .000 .467 .000 .000 .000

a. 17 cells (68.0%) have expected count less than 5. The minimum expected count is .44.

 
The critical value of  chi-square for 16 degrees of  freedom at the level of  significance 0.05 is 26.30. We know that 
if  the chi-square value is greater than a critical value, then the hypothesis is accepted, otherwise rejected. Here, 
chi-square values are more significant than the critical values for H1, H2, H4, H5 & H6, and chi-square values are 
less than the only H3. In other words, if  the Asymptotic Significance level is more significant than 0.05, then the 
null hypothesis should be rejected. So, the summarized results are given below:

Hypothesis Result

H1: Communication among members of  the supply chain creates customer satisfaction. Supported 

H2: Collaboration among members of  the supply chain creates customer satisfaction. Supported

H3: Obligation among members of  the supply chain creates customer satisfaction. Not Supported

H4: Conformity among members of  the supply chain creates customer satisfaction. Supported

H5: Dependency among members of  the supply chain creates customer satisfaction. Supported

H6: Conviction among members of  the supply chain creates customer satisfaction. Supported
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Multiple Linear Regression Analysis
Multiple linear regression (MLR), also known simply as multiple regression, is a statistical technique that uses 
several explanatory variables to predict a response variable’s outcome. Multiple regression is an extension 
of  linear (OLS) regression that uses just one explanatory variable. Here, the researcher used multiple linear 
regression models to measure supply chain management practices on manufacturing firms’ customer satisfaction. 
Order processing, production time, lead time, customer care services, quick response, and product availability 
consider as independent variables to measure the effects of  these variables on customer satisfaction (dependent 
variable). The analyzed data are below:

Model Summary
Model R R Square Adjusted R Square Std. Error of  the Estimate

1 .863a .745 .729 .477

a. Predictors: (Constant), Product Availability, Order Processing, Quick Response , Production Time, Customer 
Care Service, Lead Time

The model summary of  regression analysis is shown that the correlation between the dependent variable and 
independent variables is positive, which result is 0.863, and the R square result is 0.745, with a standard error 
of  the estimate of  0.477. The result of  R square indicates that 74.5% variation in customer satisfaction has been 
explicated by the independent variables incorporated in this study.  

ANOVAa
Model Sum of Squares df Mean 

Square
F Sig.

1 Regression 61.817 6 10.303 45.319 .000b

Residual 21.143 93 .227

Total 82.960 99

a. Dependent Variable: Customer Satisfaction

b. Predictors: (Constant), Product Availability, Order Processing, Quick Response , Production Time, Customer 
Care Service, Lead Time

The value of  significance is 0.000, which is less than 0.05; thus, the model is statistically significant in forecasting 
how product availability, order processing, quick response, production time, customer care service, and lead 
time impact customer satisfaction. The F critical at 5% level of  significance was 1.554; since F calculated (value 
= 45.319) is greater than the F critical (value =1.554), it shows that the overall model was very much significant.

Coefficientsa

Model Unstandardized 
Coefficients

Standardized 
Coefficients

B Std. Error Beta t Sig.

1 (Constant) .175 .220 .794 .429

Order Processing .114 .044 .159 2.598 .011

Production Time .223 .060 .272 3.701 .000

Lead Time -.101 .064 -.120 -1.569 .120

Customer Care Service .125 .058 .160 2.154 .034

Quick Response .353 .049 .466 7.219 .000

Product Availability .185 .065 .227 2.853 .005

a. Dependent Variable: Customer Satisfaction
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The coefficient is significant, where the α value is 0.05 or less. If  the significance level is less than 0.05, then that 
independent variable(s) is/are more significant or impactful on the dependent variable. It is founded that order 
processing (significant level 0.011), production time (significant level 0.000), customer care service (significant 
level 0.034), quick response (significant level 0.000), and product availability (significant level 0.005) have been 
higher competent to influence the dependent variable. Only lead time (significant level 0.120) is less influential on 
customer satisfaction due to a sizeable significant level (more than 0.05). Coefficient of  determination explains 
the extent to which changes in the dependent variable (customer satisfaction) can be explained by the change in 
the independent variables (order processing, production time, lead time, customer care service, quick response, 
and product availability) or the percentage of  variation in the dependent variable that is explained by all other 
independent variables.

According to the SPSS generated table above, the regression equation is (Y = β0 + β1X1+ β2X2 + β3X3 +β4X4 + 
β5X5 + β6X6 + ε) be Y = 0.175 + 0.114X1 + 0.223X2 + (-0.101X3) + 0.125X4 + 0.353X5 + 0.185X6 + ε.

Whereby,

Y = Customer Satisfaction 

X1 = Order Processing

X2 = Production Time

X3 = Lead Time

X4  = Customer Care Service

X5  = Quick Response  

X6  = Product Availability

According to the regression equation’s reference, considering all independent variables into constant at zero, 
the customer satisfaction result will be 0.175 or 17.5%, which is not a satisfactory result, so that company must 
incorporate or consider other independent variables to increase customer satisfaction. However, the data 
findings show that a unit increase order processing would lead to 0.114, in production time would lead to 0.223, 
in customer care service would lead to 0.125, in quick response would lead to 0.353, and in product availability 
would lead to 0.185 increases in the customer satisfaction and, conversely, a unit increase in lead time would 
lead to 0.101 decreases in customer satisfaction or other words, if  lead time increases, customer satisfaction will 
decrease.     

Moreover, according to the above-developed regression equation, it is found that each of  the independent 
variables is impactful on the dependent variable positively, excluding lead time, but it ambiguous to predict which 
independent variable impacts most on customer satisfaction (dependent variable) and which one impacts least.  
To clear this ambiguity, the researcher calculates linear regression one by one:

Independent variables Dependent variable: Customer Satisfaction

R R Square Adjusted R Square Std. Error of the Estimate

Order Processing 0.487 0.237 0.229 0.804

Production Time 0.599 0.359 0.352 0.737

Lead Time 0.551 0.304 0.297 0.768

Customer Care Service 0.640 0.410 0.404 0.707

Quick Response 0.694 0.482 0.476 0.662

Product Availability 0.642 0.412 0.406 0.705

Source: Primary Data (SPSS Output)

It is interpreted from the above table that the correlation between customer satisfaction and order processing 
is 0.487, customer satisfaction and production time is 0.599, customer satisfaction and lead is 0.551, customer 
satisfaction and customer care service is 0.640, customer satisfaction and quick response is 0.694 and customer 
satisfaction, and product availability is 0.642. The R square values are 0.237, 0.359, 0.304, 0.410, 0.482 and 0.412 
respectively. Likewise, the adjusted R square (incorporate the degree of  freedom) values are 0.229, 0.352, 0.297, 
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0.404, 0.476 and 0.406. Based on adjusted R square values, the researcher found that quick response is mostly 
affected (R2 value 0.476) to customer satisfaction compared to other supply chain management factors.

Path Diagram
Structural equation modeling represents relationships among observed and unobserved variables using path 
diagrams. This path diagram shows the relationship between an endogenous variable and exogenous variables 
and inter-relationship among exogenous variables. Here, the endogenous variable is customer satisfaction, and 
exogenous variables are order processing, production time, lead time, customer care service, quick response, 
and product availability. The diagram is below:     

Figure 2: Path diagram: draw using AMOS

Construct validity
For testing the construct validity, it is needed to check convergent validity and discriminant validity. Convergent 
validity means how close the variables are there in a particular latent variable. Discriminant validity means how 
far the variables are there. In other words, convergent validity takes two measures that are supposed to be 
measuring the same construct and shows that they are related. Discriminant validity shows that two measures 
that are not supposed to be related are, in fact, unrelated. Both types of  validity are a requirement for excellent 
construct validity.

Table: Construct validity test table

Indicator
Variable

<--- /
<-->

Latent 
Variables

Standardized 
Loading

Square of 
Standardized 

Loading

Sum of the 
Squared 

Standardized 
Loading

Numbers 
of 

Indicators

Average Square 
Root of 
Average

Customer 
Satisfaction

<--- Order 
Processing

0.159 0.621351

3.158244 6 0.527 0.726

Customer 
Satisfaction

<--- Production 
Time

0.272 0.073984

Customer 
Satisfaction

<--- Lead Time -0.12 1.442121

Customer 
Satisfaction

<--- Customer 
Care Service

0.16 0.752103

Customer 
Satisfaction

<--- Quick 
Response

0.466 0.217156

Customer 
Satisfaction

<--- Product 
Availability

0.227 0.051529

If  the average is more significant than 0.5, then the model is valid in convergent validity. Here, the average is 
0.527, which is greater than 0.5, so it is permitted under convergent validity.
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Interrelationship among Exogenous Variables
SEM gives the analyst a moderate understanding of  the interrelationship among the variables and the causal 
framework with which the results are consistent. However, quantification of  the interrelationships requires that 
the analyst construct an overall causal model. It is possible to evaluate such a model with statistical procedures 
no more complicated than those mentioned above. A simple causal modeling technique is called “path analysis,” 
which is already shown above; now, the below table shows the interrelationship among exogenous variables.

Regression Weights

Endogenous 
Variable

<--- Exogenous 
Variables

Estimate S.E. C.R. P Label

Customer 
Satisfaction

<--- Order 
Processing

.114 .042 2.681 .007

Customer 
Satisfaction

<--- Production 
Time

.223 .058 3.819 ***

Customer 
Satisfaction

<--- Lead Time -.101 .062 -1.619 .106

Customer 
Satisfaction

<--- Customer 
Care Service

.125 .056 2.222 .026

Customer 
Satisfaction

<--- Quick 
Response

.353 .047 7.449 ***

Customer 
Satisfaction

<--- Product 
Availability

.185 .063 2.944 .003

According to regression weight, except lead time, every exogenous variable has the power to influence the 
endogenous variable (customer satisfaction) because the p-value is less than 0.05.   

Covariances

Exogenous Variables Correlation Estimate S.E. C.R. P Label

Quick Response <--> Product Availability .374 .502 .144 3.488 ***

Customer Care Service <--> Product Availability .576 .746 .150 4.965 ***

Lead Time <--> Product Availability .612 .742 .143 5.192 ***

Production Time <--> Product Availability .633 .783 .147 5.322 ***

Order Processing <--> Product Availability .319 .452 .150 3.023 .003

Customer Care Service <--> Quick Response .495 .693 .157 4.415 ***

Lead Time <--> Quick Response .513 .672 .148 4.542 ***

Production Time <--> Quick Response .306 .409 .140 2.912 .004

Order Processing <--> Quick Response .268 .411 .159 2.578 .010

Lead Time <--> Customer Care Service .494 .626 .142 4.406 ***

Production Time <--> Customer Care Service .374 .482 .139 3.482 ***

Order Processing <--> Customer Care Service .484 .718 .165 4.337 ***

Production Time <--> Lead Time .600 .725 .142 5.122 ***

Order Processing <--> Lead Time .324 .450 .146 3.070 .002

Order Processing <--> Production Time .339 .478 .150 3.190 .001

The above table shows that every relationship among exogenous variables is meaningful as each relationship’s 
P-value is less than 0.05, and the correlation between production time and product availability is highest, which 
is 0.633. On the other hand, if  the average square root is more than the correlation value, it is passed under 
discriminant validity. Here the square root of  the average is more significant than all of  the correlation value.   

Findings
Being tested the hypotheses, the researcher found that customer satisfaction depends on communication, 
collaboration, conformity, dependency, and conviction, and the only obligation does not create customer 
satisfaction. After developing the regression equation, the researcher found except lead time, all factors of  supply 
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chain management affected customer satisfaction 
positively, and quick response affected mostly. Besides 
these things, Structural equation modeling gave the 
interrelationship among exogenous variables, and the 
highest correlation was found between production 
time and product availability. Finally, the researcher 
found a positive result of  the construct validity test. 

Recommendations
The research recommended that manufacturing firms 
practice supply chain management to create customer 
satisfaction, boost operational efficiency, increase 
productivity and profitability. Some suggestions are 
given below: 

l The firms should be more careful regarding lead 
time because considerable lead time leads to 
customer dissatisfaction.

l The company should give more emphasis on 
downstream networks as they are directly 
involved with customers. 

l Customer care services should be developed in 
every manufacturing firm to communicate directly 
with the producer. 

l Companies should be vigilant in solving customer 
problems with the prompt response.  

l Employees should work in a collaborative way as it 
minimizes the conflicts among channel members. 

l Communication should be developed in such 
a way that every department is to be informed 
instantly.  

Conclusion
From the above study findings and analysis, it can 
be concluded that there is an urgent need for 
organizations to adopt a pro-active approach towards 
customer satisfaction by adopting supply chain 
management practices that provide real-time and 
accurate responses to customer requirements. The 
role played by practices such as order processing, 
production time, lead time, customer care service, 
prompt response, and product availability go a 
long way in enhancing a cordial relationship among 
players in the supply chain to deliver value to the final 
customer. Besides, companies give emphasis equally 
on backward and forward linkages in order to create 
customer satisfaction. In the end, customer satisfaction 
can be achieved not only by giving importance to the 

buyers but also by giving equal importance to all those 
involved in the supply chain management process.

Scopes of Future Research
Despite having theoretical and practical contributions, 
the study has many scopes of  improvement, 
overcoming few limitations. The study concentrated 
on only the Dhaka division; however, it could be 
better for generalization to incorporate samples 
from other divisions, including Dhaka. It could be 
far better if  the sample size were more extensive 
than the conducted sample size. Other supply chain 
factors could not be included in this research. Future 
studies can incorporate those factors for more 
reliable. Also, the scope of  further research should 
be broadened to include all manufacturing firms in 
Bangladesh in order to provide a better picture of  
the extent of  implementation, challenges, as well as 
benefits of  utilizing SCM practices in production firms 
both qualitative and quantitative methods of  data 
collection, are recommended for any further research 
on logistics and supply chain management. The study 
also suggests that further studies should be conducted 
on supply chain management’s impacts on making a 
profit. 
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Abstract

Performance measurement is helping to achieve and sustain the competitive business advantage of  any industry. 

In the present dynamic business environment, measuring performance is an essential part of  the business. 

Pharmaceutical and cement are two important industries that contribute to the national economic growth 

of  Bangladesh.  The study aims to investigate the financial performance of  the pharmaceutical and cement 

industry of  Bangladesh based on accounting ratios. Data has been collected for selected accounting ratios of  11 

pharmaceutical and 6 cement companies for the period of  2011-2017. The study considered 15 accounting ratios 

for measuring financial performance. Different statistical measures were used and a t-test has been performed 

to observe the significant differences in performance. A significant difference in financial performance between 

the pharmaceutical industry and the cement industry in terms of  GP, NP, ARCP, IT and D/E, is observed. 

The performance measurement of  companies and industries indicates that the ability of  returns, profitability, 

financial risk, and market growth are critical underlying sources of  information. These identified factors will assist 

investors, financial institutions, concerned authorities, and the government to make decisions for the betterment 

of  both industries.

Keywords: Performance Measurement, Cement Industry, Pharmaceuticals Industry, Ratio Analysis, and T-test.

Introduction
Bangladesh is a country with an emerging economy. The reason for the country’s rising economy is the high 
growth rate of  industrialization and investment in different sectors. After the liberation in 1971, various industrial 
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sectors have developed in Bangladesh, like, garments, 
cement, ceramics, pharmaceuticals, leather, etc. 

(Rahman, et al, 2017). Pharmaceutical and cement 

industries are important sectors that contribute to its 

economic growth. The pharmaceutical industry has 

contributed 1.85% to the GDP in 2016-17(BBS, 2016-

17). Cement is one of  the prime elements of  the 

construction sector which contributes more than 10% 

of  GDP (Abedin, S.N., 2020). The pharmaceutical and 

cement industries are some of  the leading industries 

of  Bangladesh that meet the home demand as well 

as earn foreign currency. Bangladeshi pharmaceutical 

products and cement are gaining worldwide 

popularity. Bangladesh’s medicine exports 25.60% rise 

to $130 million in FY19, which was $103.46 million 

the previous year (Ovi and Mahmud, 2021), and 

cement export rise 16.68% compare to the previous 

year (EBL, 2019). Therefore, these industries are very 

much prospective for expansion the economy of  

Bangladesh.

Performance measurement (PM) is helping to 

achieve and sustain their competitive advantage of  

any industry (Eccles, 1991; Lebas, 1995; Merchant, 

1998). Performance measurement is currently 

attracting a great deal of  interest among both 

industrialists and academicians (Bourne, et al., 2002). 

Measuring performance plays a vital role in decision 

making, improving efficiency, and enhancement of  

performance of  any organization. Moreover, Ittner and 

Larcker (1998) noted that performance measurement 

plays a crucial role in the development of  strategic 

plans and the evaluation of  organizational objective. 

Measuring performance emphasizes the information 

that management requires for specific within-firm 

resource allocation (Sun and Scott, 2003). As a result, 

organizations are investing a considerable amount of  

resources in implementing measures that reflect all 

dimensions of  their performance.

To sustain in the present dynamic and competitive 

business environment, pharmaceutical and cement 

industries should measure their performance. 

Besides, the stakeholders, especially investors of  

these two industries may want to compare their 

business performance for making proper investment 

decisions. However, to the best of  the author 

knowledge, no study has been performed yet on 

comparison of  financial performance between the 

pharmaceutical industry and cement industry of  

Bangladesh. Therefore, the study attempts to obtain 

the financial measures which are significantly diverse 

for these two leading manufacturing industries. The 

next section provides a brief  objective of  the study. 

In section 3 gives a short review of  existing related 

to performance measurement of  the manufacturing 

industries. In section 4, the research methods of  this 

study have been discussed. Results of  the study and an 

overall discussion of  obtained results are the subject 

matter of  section 5. Conclusion, implications, and 

direction of  further research are also provided at the 

end.

Objectives of the Study
Performance measurement is usually comparing their 

results with other results or success. The essential 

function of  a performance measure is to assess how 

well the activities are perfumed. A target level of  

performance is usually expressed as a quantitative 

standard, value, or rate (Ahmad et al., 2005). 

This study will help the manufacturing industry to 

understand their business performance and they 

will get information that how they meet their target 

stage.  Research objectives quite simply answer a 

simple question – Why this study will be conducted? 

The objective of  this study is to measure the financial 

performance of  the pharmaceutical industry and 

the cement industry of  Bangladesh and obtain the 

financial measures which are significantly diverse for 

the selected industries.

Literature Review
Performance Measurement

Performance measurement is the process of  collecting, 

analyzing, and/or reporting information as regards the 

performance of  an individual, group, and organization 

(Marshall, et al., 1999; Behn, 2003). Performance 

measurement is the process of  evaluating the 

success level of  a reporting entity, by the economic 

achievement of  investment and their efficient and 

effective use, in attaining its objectives (Neely, et 

al., 2002). It is about monitoring an organization’s 
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effectiveness in fulfilling its own predetermined goals 

or stakeholder requirements (Najmi and Kehoe, 

2001). According to Moullin (2002) performance 

measurement is another process of  evaluating 

how well organizations are managed and the value 

they deliver for customers and other stakeholders. 

In a broad sense, PM is a multifunctional process 

that combining key performance indicators to help 

evaluate business performance, ensuring management 

process, value creation, adaptability, and quick 

reaction, helping the company to improve and grow 

(Klovienė, 2012). Performance measurement has 

evolved from purely financial performance measures 

such as profit, cash flow, or the return on capital 

employed (ROCE). Today there is a greater emphasis 

on non-financial and multidimensional performance 

measures to understand and manage the performance 

of  the organization to achieve its goals. Performance 

measurement estimates the parameters under which 

programs, investments, and acquisitions are reaching 

the targeted results (OCIO, 2007). PM helps ensure 

better informed and more effective decision-making 

at both strategic and operational levels. Key indicators 

for measuring performance are profitability, solvency, 

liquidity, and efficiency which demonstrated the 

investors were safe and provided a certain return 

(Babu and Kasilingam, 2014; Singhand Samuel, 2012; 

Arulvel and Ajanthan, 2013).  

Financial Performance

An organization’s vital decisions depend on financial 

measures, so understanding financial  performance  is 

crucial for every organization. Most of  the previous 

studies revealed that manufacturing companies 

measure financial performance to evaluate the 

company’s annual success by using ratio analysis 

(Majumder and Rahman, 2011; Islam and Mili, 2012; 

Salauddin, 2001; Chowdhury 2013; Arulvel and 

Ajanthan, 2013; Ahmed and Ahmed, 2014; Delen, et 

al. 2013; Singh and Samuel, 2012; Memon and Tahir, 

2012). Financial measures are typically focused on 

profitability, the market value of  the firm, return on 

assets, investment and equity, liquidity, and various 

other ratios (Ankrahand  Mensah, 2015). Financial 

performance could be defined as a measurement 

of  the results of  a firm’s policies and operations in 

monetary terms (Chowdhury, 2013).  It is used to 

measure a firm’s overall financial health over a given 

period and can also be used to compare similar firms 

across the same industry or to compare industries 

or sectors in aggregation. Elizabeth and Ellot (2004) 

indicated that all financial performance measures 

as interest margin, return on assets, and capital 

adequacy is positively correlated with customer 

service quality. The measurement and presentation 

of  financial performance are essential to accounting. 

For the company’s own (management) accounting, 

the business target is supported and communicated 

by comprehensive policy and budgets. Managerial 

control then involves measuring actual performance, 

comparing it to planned performance, and taking 

proper steps to attempt to correct, in particular, 

difficult deviations (Abdel-Maksoud, et al., 2005). 

Moullac (2013) measured financial performance 

using ROCI, WACC, economic value added (EVA), 

net profit (NP), earning per share (EPS), return on 

equity (ROE), return on capital employed (ROCE), 

Share Price,   price/earnings (P/E), revenue growth, 

etc. Besides, Wu (2009) investigated performance 

measurement frequencies were financial measure 

and those are growth in sales (GS), net profit (NP), 

return on assets (ROA), return on investment (ROI), 

return on sales (ROS), and return on equity (ROE), 

etc. The financial measure is most frequently used as a 

performance measurement tool (Ismail, 2007).

Research Methods
Sample selection and Data collection

The study is based on secondary data. Data has 

been collected from the annual reports of  the 

purposively selected 11 pharmaceutical and 6 cement 

manufacturing companies from 2011 to 2017. Thus, 

a total of  119 (17 companies’ ×7 years) observations 

were considered for this study. All the sample 

companies are listed and annual reports have been 

collected from the website of  Dhaka Stock Exchange 

(DSE). All the annual reports are audited so they 

could be treated as transparent. Cross-check of  data 

has been made where possible.

Ratios to measure financial performance

To explore the financial performance of  two manufacturing 

industries, the following fifteen ratios have been used.
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Table-1: Various ratios for measuring financial performance

Ratio Formula Reference

Return on Investment (ROI) Moullac (2013); Ankrah and Mensah (2015); Ong and The 
(2008); Cvetkovs (2011); Kabajeh, et al., (2012); Azleen, et 
al., (2007); Ahmed and Ahmed (2014); Jusoh and Parnell 
(2007).

Return on Equity (ROE) Ankrah and Mensah (2015); Marimuthu (2010); Mokhtar 
and Muda (2012); Zayed (2017); Wahyu (2017); Delen, et 
al. (2013); Kabajeh, et al. (2012); Mirza and Javed (2013).

Return on Capital Employed 
(ROCE)

 Emmanuel, et al. (2013); Ankrah and Mensah (2015); 
Ahmed and Ahmed (2014); Kasie and Belay (2013).

Gross Profit (GP) Emmanuel, et al. (2013); Ankrah and Mensah (2015); 
Ong and The, (2008); Wahyu (2017); Ahmed and Ahmed 
(2014); Arulvel and Ajanthan(2013); Kasie and Belay (2013).

Net Profit (NP) Memon and Tahir (2012); Delen, et al. (2013); Azleen, et 
al., (2007); Wu and Ho (2007); Ahmed and Ahmed (2014); 
Arulvel and Ajanthan (2013).

Inventory Turnover (IT) Islam and Mili (2012); Shihabeldeen, (2018); Bayyurt and 
Duzu (2008).

Account Receivable Collection 
Period (ARCP) in Days

Islam and Mili (2012); Bayyurt and Duzu (2008).

Assets Turnover Ratio (ATR) Warrad and Omari (2015).

Cash Flow from Operating 
Activities (CFFOAs)

CFFOAs = [Cash received from operating 
activities] − [Cash payment for operating 
activities] ± [Other necessary non-cash 
transactions].

Perkins and Van Zyl (1994); Naser, et al. (2004); Frank and 
James (2014); Ryu and Jang (2004).

Revenue Growth (RG) Emmanuel, et al. (2013); Ong and The (2008); Islamand Mili 
(2012); Jusoh and Parnell (2008); Kasie and Belay (2013).

Profit Growth (PG) Emmanuel, et al. (2013).

Current Ratio (CR) Wahyu (2017); Islam and Mili (2012); Ahmed and Ahmed 
(2014); Shihabeldeen (2018).

Debt to Equity (D/E) Marimuthu (2010); Wahyu (2017); Islam and Mili (2012); 
Ahmed and Ahmed (2014); Shihabeldeen (2018).

Earnings Per Share (EPS) Marimuthu (2010); Islam and Mili(2012); Ahmed and 
Ahmed (2014); Arulvel and Ajanthan (2013).

Net Assets Value (NAV) NAVps = Net Asset Value (NAV) / Number 
of  Shares Outstanding

Ennis (2012); Farkoosh, et al. (2012); Liow and Yeo (2018).

Data analysis

The very common statistical measures like mean, standard deviation, skewness,and kurtosis were used to 
describe the performance. Further, a sample t-test has been performed to identify the performance measuring 
ratios that are significantly different for these two industries. Sample t-test is a widely used statistical tool to 
observe the significant average difference between two groups, also practised by researchers, and academicians 
in business (For instance, Mokhtar, and Muda, 2012; Mohabbat, et al., 2018; Darda, et al., 2019; Kim, 2015; 
Yusopa, 2015; Rono, et al., 2014).

Results and Discussion
Descriptive Analysis

Table-2: Distinguishing features of the pharmaceutical industry and the cement industry

Features Pharmaceutical Cement

Market Size
(BDT in Millions)

76,500* 25,000** * Bhuiyan, et al., (2019)
**New Vision, (2020)

ROI = X
Sales Net Income

Total Assets Sales

ROI = 
Net Income

Shareholder's Equity

ROCE = 
Net Income

Capital Employed

GP = 
Gross profit

Net Sales

NP = 
Profit after Tax

Net Sales

IT = 
Cost of  goods sold

Average Inventory

ARCP = 
Net credit sales

AR Turnover

ATR = 
Net sales

Total assets

RG = 
Revenue this year

Revenue last year
-1

PG = 
Profit this year 

Profit last year
-1

CR = 
Current Assets

Current Liabilities

D/E = 
Debts

Equity

EPS = 
Profit  for ordinary shareholder

No.of  the ordinary share
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Average Company Size* (BDT in Millions) 17,069 11,910 *Basis on total assets

Average Company Age* 43 23 *Up to 2017

P/B* (Times) 4.43 2.98 *Market Price/ Net Assets Value (per share)

Table 2 presents the market size, average company size, average company age, price/book value (P/B) for 
the pharmaceutical industry and the cement industry. It is observed that the market size of  the pharmaceutical 
industry (BDT. 76500 million) is higher than the cement industry(BDT. 25000 Million). Results evident that the 
pharmaceutical industry’s average company size (BDT. 17,069 million) is larger large than the cement industry’s 
(BDT. 11,910 million) and the average company age of  pharmaceutical (43 years) is more than the cement (23 
years) industry. Moreover, the P/B of  the pharmaceutical industry (4.43 times) is also higher (2.98 times) than 
the cement industry. Therefore, the pharmaceutical industry enjoys a more competitive advantage than the 
cement industry.

Descriptive Statistics

Table-3: Descriptive statistics of the variables used

Ratios Observations Minimum Maximum Mean Std. Dev. Skewness 
(SK)

Kurtosis (KU)

ROI 119 1.16 16.24 6.95 1.97 0.5590 -0.6499

ROE 119 1.87 26.25 13.00 6.93 0.2499 -0.5442

ROCE 119 2.97 33.28 17.00 8.54 0.6336 -0.1430

GP 119 12.16 56.43 35.90 14.73 -0.3150 -1.4107

NP 119 1.46 21.39 10.45 5.77 0.2707 -0.7085

IT 119 0.96 10.85 4.76 3.10 0.6067 -0.7055

ARCP 119 1.14 73 44.24 20.41 -0.4786 -0.4298

ATR 119 0.12 2.17 0.81 0.49 1.3656 2.7624

CFFOAs 119 0.55 84.32 12.01 20.14 3.2514 11.5656

RG 119 1.04 36.15 14.04 8.94 1.0642 1.3837

PG 119 -4.87 95.9 25.22 25.19 1.7860 3.4151

CR 119 0.85 4.38 1.87 0.85 1.5262 3.6869

D/E 119 0.04 1.41 0.25 0.31 3.5221 13.3381

EPS 119 0.23 47.96 9.07 12.66 2.3476 5.3324

NAV 119 10.91 247.94 61.46 63.05 2.1286 4.4959

The above table shows descriptive statistics of  accounting ratios used in this study. The result revealed that ROI, 
ranges between 1.16% and 16.24%, with a mean of  6.95% and a standard deviation (SD) of  1.97. The minimum 
ROE is 1.87% and the maximum is 26.25% with a mean of  13%, SD 53.27, and positive skewness of  0.2499. 
Looking at the ROCE, it ranges between 2.97% to 33.28%, an average of  17% with a standard deviation of  8.54. 
From the analysis average, GP is found 35.90% with huge (14.73) SD and negative (-0.3150) SK, revealed that 
Gross Profit varies from company to company.  In terms of  ATR (Assets Turnover Ratio), minimum turnover 
was observed 0.12 times and a maximum of  2.17 times with an average of  0.81 times and an SD of  0.49. The 
results also revealed that maximum revenue growth is 36.15% and minimum revenue growth is 1.04% with a 
mean of  14.04%. Looking at the D/E, it is found that, the range between 0.04:1 and 1.41:1 with a mean of  0.25:1 
and Standard deviation (SD) of  0.31. SD is higher than the mean implies that the deviation over the years and 
companies is significant which indicates the D/E is varying for time and company. It is observed that the ranges of  
EPS between BDT 0.23 and BDT 47.96, where mean 9.07 and SD 12.66. Here also SD is higher than the mean 
which points out EPS is unstable to time and company.
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Table-4: Significantly Diverse Financial Performance Measures in Selected Industries

Variable Industry Mean Std. Deviation t- value Sig. (2-tailed)

ROI 0 7.14 5.32 0.561 0.575

1 6.62 3.85

ROE 0 12.84 8.64 -0.239 0.892

1 13.22 4.84

ROCE 0 17.77 11.22 1.171 0.244

1 15.57 6.30

GP 0 45.56 7.34 20.947** 0.000

1 18.19 5.70

NP 0 11.32 7.22 2.001* 0.048

1 8.84 4.76

IT 0 3.31 2.72 -8.354** 0.000

1 7.43 2.28

ARCP 0 40 24.07 -2.712** 0.008

1 52 20.25

ATR 0 0.79 0.59 0-.547 0.585

1 0.85 0.26

CFFOAs 0 12.52 25.43 0.342 0.733

1 11.09 12.48

RG 0 15.01 18.43 0.751 0.454

1 12.25 21.65

PG 0 29.77 72.67 1.050 0.296

1 16.88 47.39

CR 0 2.01 1.72 1.426 0.157

1 1.61 0.77

D/E 0 0.16 0.10 -3.646** 0.000

1 0.41 0.60

EPS 0 10.08 16.41 1.067 0.288

1 7.21 7.22

NAV 0 68.31 74.73 1.602 0.112

1 48.90 31.81

0= Pharmaceutical Industry, 1= Cement Industry

** = 1% significance, * = 5% significance

 
To identify variations in the financial performance between the pharmaceutical industry and the cement industry, 
a t-test has been performed and the results are presented in Table 4. The study found a significant difference 
between the pharmaceutical industry and the cement industry in terms of  gross profit (GP), net profit(NP), 
inventory turnover (IT), accounts receivable collection period (ARCP), and debt to equity (D/E).

Referring to the GP, the result revealed that the average GP of  the pharmaceutical industry is 45.56% with a 
standard deviation of  7.34 and the average GP of  the cement industry is 18.19 % with a standard deviation of  
5.70. It indicates that the GP of  the pharmaceutical industry is 150.41% higher than the cement industry. The 
observed mean difference is also statistically significant (p<0.01 and t=20.947). From the viewpoint of  NP, it 
is found that NP of  the pharmaceutical industry is 11.32% with a standard deviation of  7.22, and NP of  the 
cement industry is 8.84% with a standard deviation of  4.76. The mean has been compared by t-test and the 
result revealed that the difference of  NP of  the pharmaceutical industry and the cement industry is statistically 
significant (p<0.05 and t=2.001). It signifies that the pharmaceutical industry is more NP earner than the cement 
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industry. ROI, ROE, ROCE, and EPS are related to 
earning profitability but none of  these differences are 
statistically significant. It is also found that market size, 
average company size, average age, P/B [table- 2] of  
the pharmaceutical industry are higher than cement 
industry. Industry market size, company size, and 
company age are influenced to earn a profit (Memon 
and Tahir, 2012).

In terms of  using inventory, a significant difference 
(p<0.01 and t= - 8.354) has been found between 
these two industries. The mean value of  IT of  the 
pharmaceutical industry is 3.31 times, the standard 
deviation is 2.72 and the mean value of  the cement 
industry is 7.43 times, the standard deviation is 2.28.  
The cement industry is 124% on average more efficient 
than the pharmaceutical industry to use inventory. The 
variation of  the nature of  raw material, availability, 
import or home supply, nature of  production are 
maybe considering factors for using effective inventory.

Referring to the ARCP, there is a significant difference 
found (p<0.01 and t= -2.712). Results revealed that 
the average ARCP of  the pharmaceutical industry is 
40 days with a standard deviation of  24.07 and the 
average ARCP of  the cement industry is 52 days 
with a standard deviation of  20.25. It implies the 
pharmaceutical industry collects the account receivable 
more effectively than the cement industry.

There is a significant difference (p<0.01 and t= 
-3.646) found of  D/E (capital structure) between 
the pharmaceutical industry and the cement industry. 
Results revealed that the average D/E ratio of  the 
pharmaceutical industry is 0.16:1 with a standard 
deviation of  0.10 and the average D/E ratio of  the 
cement industry is 0.41:1 with a standard deviation of  
0.60. This shows that the pharmaceutical industry is 
156.25% more solvent than the cement industry and 
the cement industry is high in its debt to equity.P/B, 
company size, and company age may be controlled by 
the solvency position.

Conclusion
In this research, an attempt is made to measure the 
financial performance of  the pharmaceutical industry 
and the cement industry of  Bangladesh and obtain 
the financial measures which are significantly diverse 
for the selected industries. For measuring the financial 
performance of  the pharmaceutical industry and the 
cement industry of  Bangladesh, the study surveyed a 

sample of  11 listed pharmaceutical companies and 6 
listed cement companies on the Dhaka Stock Exchange 
for the period of  2011 to 2017. The study uses fifteen 
different measures of  industry performance viz., 
ROI, ROE, ROCE, GP, NP, EPS, IT, ARCP, CFFOA, 
RG, PG, CR, D/E, ATR, and NAV. Results revealed 
significant differences in financial performance 
indicators, namely gross profit, net profit, inventory 
turnover, account receivable collection period, and 
debt to equity. Therefore, based on the mean and 
variance of  variables (ratios) and t-test results it can 
be concluded that the financial performance of  the 
pharmaceutical industry is better than the cement 
industry. The production process, availability of  raw 
materials, company size, company age, market size, 
the demand of  the product, development capacity and 
policy of  the government of  Bangladesh (GoB), rules 
and regulations of  GoB may be dominating factors for 
variation of  performance of  these industries.

This paper compared the financial performance of  
the selected industries in Bangladesh concerning 
profitability, efficiency, market growth, liquidity, 
solvency, and value.  The observed results and their 
implications are important for industry management, 
investors, and policymakers. Measurement of  
performance provides the ability of  returns, financial 
risk, and market growth that are critical underlying 
sources of  information. These identified factors 
will assist investors, financial institutions, concerned 
authorities, and the government to make decisions for 
the betterment of  both industries. Finally, the financial 
performance measure of  various industries may be 
investigated by considering both the listed and non-
listed companies, and the significantly diverse factors 
could be obtained and studied with valid reasoning. 
That could be an important considering matter and 
become a direction for further research. 
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Abstract 

This entire study had been all about the role of  Social-Media for UK-based fashion brands with respect to their 
position in Bangladesh. The case study of  fashion brand Burberry and their collaboration with Twitter for Tweet 
walk show before their ram walk. The reference for this showed that Burberry gained huge recognition and 
acclamation from this initiative. Thus the role of  Social-Media marketing had been analysed in the context of  
the UK fashion sector. The entire study although had analysed the global context of  fashion as well as the UK 
context. The entire study analysed the topic of  how social-media marketing has become a recent phenomenon 
of  promotion. It acts as one bridge between customers and brands and also leads to better Brand-Recognition 
and Profitability. For this research three major objectives have been chosen which are evaluating social marketing 
trends, identification of  social marketing strategies, and impacts of  social marketing on big brands in the UK. 
Following the objectives, the relationship between the global fashion industry and social-media marketing has 
been analysed. In this perspective, the fashion industries of  the United States of  America (USA) and the European 
Union (EU) have been also referred to. Several organisations have been assessed such as Hennes & Mauritz AB 
(H & M), Primark, Marks & Spencer (M & S), Boohoo, ASOS, Zara & Burberry, and a few others. The result of  
enhanced implementation has been understood from the benchmark cases. The various marketing strategies 
used by fashion brands had also been identified. A detailed paradigm of  Social-Media marketing for UK-based 
fashion brands had been evaluated with close reference to UK fashion companies. Some benchmark cases on the 
concerned topic had also been referred for better understanding. The emphasis of  Social-Media Marketing for 
Fashion brands’ promotions had, thus, been demonstrated in-depth here. 

Keywords: Social-Media Marketing, Trend, Growth, Benchmark & New model.
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Introduction
In the year 2011, Burberry, the 115-year old brand 
in Britain collaborated with Twitter for the first-ever 
Tweet walk show to be featured in the 2012 Fashion 
Week. Burberry turned out to be the first international 
fashion brand to have tweeted the pictures of  
their 2012 Spring/Summer collection before the 
commencement of  the show (Ramesh, 2012). The 
runaway looks of  the brand along with the backstage 
show photos were published on the site before the 
assembly of  the celebrities on the ramp. Twitter broke 
away from the conventions of  Fashion Week. The live 
tweets of  the brand received dynamic responses as 
they had the privilege of  being the frontline spectators 
of  the new collections of  Burberry. The backstage 
pictures that were posted on Twitter were viewed 
by 50,000 users in only half  an hour. The 2012 show 
was live-streamed and was featured on YouTube and 
Facebook. Burberry is one of  the first international 
luxury brands to have deployed marketing strategies 
through social platforms. The purpose of  this 
research is to define the fashion industry of  the 
United Kingdom (UK) on the current circumstances 
and to find out how social-media marketing is related 
to the growth of  this industry. The research aims to 
develop suitable recommendations for the fashion 
industry of  the country which will be fruitful in its 
business in Bangladesh.  With the evolution of  the 
internet and especially after the development of  
social-media sites, traditional commerce has become 
more and more dependent on these sites. Noticing 
the presence of  consumers in the social-media sites 
the fashion industry of  the UK has also decided to use 
this platform to grow. The reasons for this choice are 
the main purpose of  this study. The case scenario of  
the company explores the utilization of  social-media 
for enhancing brand equity and communicating with 
customers. The benefits of  Burberry were significant 
and tangible as the revenue increased by 29% in a 
single year (Ramesh, 2012).

The industry of  fashion is the largest sector in terms 
of  the global economy which represents worldwide 
customer spending. The global fashion industry 
context can be considered to be the product of  the 
modern era. Fashion Industry developed in 2017 
in America and Europe. In the USA, this fashion 
industry is the largest employer and it is still the same. 
Today the wave of  fashion trends has also impacted 
developing nations like India and others. People’s 
immense inclination to fashion had made them so 

much attracted to fashion brands. The international 
apparel market increased in the year 2012 to $ 1.11 
trillion. Japan, China, and the United States are the 
top three global markets that contribute near $ 110 
billion, 150 billion, and 225 billion respectively to the 
international economy in the year 2012 (Chan  et 
al.  2017). The fashion industry operates at different 
levels that include luxury wear, mainstream clothing, 
haute couture, affordable wears, and discount apparel. 
All these levels function in the retail industry which 
earned around $ 1317 in the year 2014. The section, 
women’s wear obtained an industrial profit of  49.4% 
which stands for a revenue amount of  around US$ 
650 billion (Chan et al. 2017). 

The fashion industry is highly competitive. Several 
brands have different retail strategies and positioning 
for targeting the respective segment. The organization 
that operates in this sector range from casual-wear 
companies, such as, Bossini and Giordano, to companies 
that have mass appeal to affluent luxury companies 
like H & M, Zara, Primark, Marks and Spencer 
(M&S), and NEXT. The upper levels and the bottom 
levels of  the brand pyramid in the fashion industry 
establish strong customer relationships. The fashion 
brands have strong incentives that could be used for 
resourcing marketing schemes and intensive branding 
for enhancing and retaining market share. The core 
business of  these brands is limited to manufacturing 
clothes but it has adapted to the changing landscape 
of  fashion. The high-end international fashion brands 
have embraced advancement in manufacturing and 
fabric development for keeping up with the current 
trends (Pedersen et al. 2018). The industry of  fashion 
developed its style and pricing classifications for 
reaching out to a larger market segment comprising 
of  international customers. The fashion industry has 
embraced different methods for reaching to the other 
parts of  the world without the need to have physical 
or brick-and-mortar appearances everywhere. 
However, there have been significant changes in 
customer attitudes towards the fashion industry of  
the UK during this time of  COVD-19. In this time 
of  the pandemic, the demand for premium fashion 
has declined and currently, the demand for high-end 
products is struck at 34%. The advertising pressure 
on the consumers has decreased to 62% and it is still 
decreasing as the country is again amidst lockdown. 
This has resulted in a steep fall in revenue of  the 
fashion industry by 29% and the specialists are saying 
that it will take a long time for the fashion industry to 
recover from this pandemic situation (Hossain, 2020). 
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Objective(s)
The research aim is to define the current trend of  
UK based fashion industry and to find out how social-
media marketing is related to the growth of  this 
industry. 

The specific objectives of  this paper are:

1. To evaluate the popularity of  social-media 
platform usage in the context of  the fashion 
industry. 

2. To identify social-media marketing strategies of  
some of  the UK’s top fashion brands.

3. To understand the impacts of  social-media 
marketing on the growth of  the UK fashion 
industry.

4. To recommend why the new model is necessary 
for the context of  social-media marketing.

The secondary data analysis using benchmark cases 
will help to understand the current trends of  social 
marketing within the UK fashion industry. Another 
objective of  using the top companies like Hennes & 
Mauritz (H&M), Zara, Primark, Marks and Spencer 
(M&S), Boohoo, ASOS and Burberry, and others will 
help reveal the impacts of  social-media marketing on 
the growth of  these businesses which are important 
parts of  the UK’s fashion industry. The objectives 
are focusing on the current social marketing trends 
of  the UK fashion industry which align with the main 
aim of  defining current trends of  the fashion industry. 
This is because the social marketing trend is one of  
the biggest parts of  the overall trends of  the fashion 
industry. Moreover, the impacts of  social-media 
marketing on these big brands will help to understand 
the overall impact on the UK fashion industry.

(a) Objective-1: Social-media marketing trends of 
the UK’s fashion industry

(i) Social-media Marketing

Social-media is referred to as an interactive technology 
that is mediated through computers and smartphones. 
It is an evolving and ever-growing amalgamation of  
applications, tools, and platforms that unite users 
virtually and allow them to share interests, contents, 
and information. Human interactions are virtualized 
and transactions in business have been digitalized 
in the modern era of  technology. The way people 
have used social-media is also changing and users are 
consistently engaging themselves in online activities. 
Therefore, the companies or brands, especially 
fashion brands are compelled to communicate 
with the users using social platforms. Platforms like 
Facebook, Instagram are heavily used to increase the 

desire among the consumer to buy new clothes and 
follow the new trends of  fashion.

(ii) Social media’s evolution

Only a couple of  decades ago the scenario was 
very different from now when only a few people 
had access to the internet and smartphones did not 
even exist. People did not communicate virtually 
and communication was mostly carried out over 
the phone or through SMSs. Social-media became 
an integral part not when it was invented in the 80s, 
but gradually became an obsession in the early years 
of  the 21st century. Line, Facebook, WhatsApp, and 
Twitter were not available only a few years ago for 
making global interconnections. 

The history of  social-media dates back to 1997 when 
the first social website known as Six Degrees was 
launched. Six Degrees worked similarly to Facebook 
allowing users to befriend others by creating online 
profiles. However, the launch of  Six Degrees was 
before the era of  blogging and instant messaging 
(Bowman and Clark-Gordon, 2018). The launch of  Six 
Degrees was solely responsible for the emergence of  
several other social-media platforms in the following 
years. Friendster was launched after a few years in 
2002 which was a pioneering platform for social 
networking. Facebook had soon overtaken Friendster 
after its launch in 2006 and became increasingly 
popular in a few months. Facebook became a public 
arena after its launch and has been unstoppable ever 
since. The social-media trends were soon adopted in 
China and the country developed its one, the format 
remained similar to the Western counterparts. 
Qzone was launched in China even before Facebook 
and gained popularity in the country soon after its 
launch (Godey et al. 2016). However, a decade ago 
social-media was used differently for the sole purpose 
of  interacting with people. However, the landscape 
of  social networking changed after the intervention 
in marketing and businesses. Social-media has a very 
important role to play in the future. During this time 
of  COVID-19, the significant growth of  e-Commerce 
has been noted and social-media is a vital part of  
that. It is expected that in the future, this social-media 
will be the primary communication mode between 
businesses and consumers.

(iii) Social platforms as a catalyst for marketing

The evolution of  social-media has marked the 
improvement of  the virtual environment which allows 
companies to implement their marketing initiatives and 
strategies. Social platforms are becoming increasingly 
inclusive, interactive, timely, and user-friendly. The 
marketing strategies executed over social-media are 
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more effective and direct when it comes to influence 
the customers. 

Data, reports, and statistics show that about 46% of  
users explore social-media options before spending. 
The brands have found this to be a great opportunity 
and it has been reported that about 99% of  the top 
international brands use Facebook to reach out to 
their target market. 97% of  these brands have also 
used Twitter for the same purpose and about 59% of  
these brands use Instagram for increasing their access 
to the target market (Ramesh, 2012).

The general company websites are not user-based; 
however, all social-media platforms ranging from 
Facebook to WhatsApp are user-based. The social-
media sites or applications are community-driven 
that support the consistent exchange of  contents 
and information. Furthermore, 92% of  participants 
of  a survey agreed that they trust social-media 
recommendations of  a brand and 70% of  the 
respondents have agreed that they highly regard the 
opinions that are posted on the various platforms of  
social-media before making a purchase (Nikolopoulos 
et al., 2020). That indicates that customers do check 
the online reviews about the brands before making 
any purchase. The social-media reviews and product 
descriptions and pictures thus constitute a huge 
impact on the buying behaviour of  consumers. The 
community-driven context of  social platforms has 
enabled consumers to share information about any 
brand and it thus serves a negative or positive impact 
on the consumers who intend to buy anything from 
that brand. COVID-19 situation has opened a new 
door to marketing within the social platforms. During 
the time of  the pandemic, the usage of  social-media 
has increased at an average of  1 hour per day, and 
following this data the businesses have increased their 
promotions in the platforms like YouTube, Facebook, 
and Twitter by at least 50% to ensure online sales 
(Hossain, 2020).

(iv) Global fashion industry & Social-media 
Marketing

Social-media has become the major platform of  sales 
and marketing for the global fashion industry. The 
continuous evolution of  technology has helped to add 
many more features to the social-media platforms 
which are competing with the traditional features of  
trial and error. The organisations like Zara, H & M, 
and others not only possess their website, but also 
have an appearance on Twitter, Facebook, YouTube, 
and other social-media to engage with the customers. 
The USA is one of  the major areas in the global 
fashion industry and according to 2019 statistics, 

the global retail sales of  footwear and apparel have 
reached nearly 0.9 trillion GBP. In the USA, the 
fashion industry has taken up several objectives, 
such as, next-generation social sustainability first, 
digital recalibration, and most importantly, to look 
beyond China for raw materials. In the EU countries, 
such as, Germany, France, and some others, this 
major industry is blooming where nearly 1.7 billion 
jobs have been created by the European textile and 
clothing industry. The 2017 statistics has shown that 
apparel manufacturing valued at 65.4 billion Euro 
and textile manufacturing valued at 77.4 billion Euro, 
which made the EU countries the leading producers 
in industrial textiles and apparel (Clothing and apparel 
market in Europe, 2021). Also, the current lockdown, 
due to the pandemic of  COVID-19 has provided 
ample opportunities to these organisations to make 
content and post on social-media to ensure that the 
sales remain the same. Therefore, the social-media 
platform not only ensures sales for these companies, 
but also ensuring customer engagement.

(b) Objective-2: Social-media marketing strategies 
of some of the UK’s top fashion brands

(i) UK fashion industry & social -media 
marketing

The fashion brands are under tremendous pressure 
to stay ahead in the market and thrive in a competitive 
environment. The promotional campaigns of  the 
brands have confused the buyers, because of  the 
abundant options that are provided. However, a strong 
marketing strategy would enable a company to grow 
through e-commerce while some continue to flounder 
due to the lack of  it. Therefore, all brands need to 
develop a marketing scheme that is attractive enough 
to provoke consumers (Todeschini  et al.  2017). 
However, making potential strategies is challenging 
as more and more brands enter the industry with 
their exclusive offerings. The marketing strategy of  
the brand must be unique or at least compelling. The 
aspects of  marketing continued to develop, but the 
brands found limited options confined in the few media 
choices, such as, TV advertisements, newspapers, 
magazines, radio, sponsors, and billboards, that could 
increase the exposure of  a brand. 

The landscape of  marketing was previously narrow 
with relatively lesser options for communicating with 
customers. The geographical constraints and passive 
communication had affected the brand equity of  the 
companies. However, over the years the intervention 
of  the internet and the digitalized platform provided 
new marketing opportunities that are wider in scope. 
The advent of  social platforms brought dynamic 



59 THE COST AND MANAGEMENT
ISSN 1817-5090, VOLUME-49, NUMBER-02, MARCH-APRIL 2021

changes in the marketing landscape as it got increasingly 
popular. It provided a promising channel that enabled 
access to millions of  international customers instantly. 
E marketer, the research company of  sales and 
marketing forecasted an upsurge by 12.6% in the 
number of  users of  smartphones (Felix et al. 2017). 
Smartphones are the most common mediator 
of  social-media networking and the easiest way 
for marketers to reaching out to customers. The 
brands no longer had to spend millions of  dollars on 
promotional campaigns and television advertisements. 
The users of  Facebook, Instagram, YouTube, and 
Twitter grew vigorously and the companies tried to 
engage the customers proactively through the social-
media marketing initiatives. The UK fashion brands 
like Hennes & Mauritz (H&M) and Zara are doing 
excellent performance in implementing social-media 
platforms. The ongoing publicity and sales margin both 
are enhancing these two UK-based fashion brands 
owing to their robust social-media promotion. H&M 
today has Twitter followers of  7076017 and Zara has 
1.4 million followers on Twitter (Alalwan et al. 2017). 
This reveals the effective utilization of  social-media 
and how it could improve the financial performance of  
a brand. The social marketing strategies improve the 
brand equity of  a company alongside its reputation, 
customer loyalty, customer satisfaction, brand 
awareness, and popularity.

(c) Objective-3: To understand the impact of 
social-media marketing on the growth of the UK’s 
fashion industry

(i) The Enhanced Implementation of Social-
media Marketing in the UK Fashion Industry 

According to the Marketing Association, brand equity 
refers to “the value of  a brand’. From the perspective 
of  a customer, brand equity is developed based on 
customer attitude towards the attributes of  the positive 
brand. Brand loyalty is a different concept from brand 
equity and it refers to a situation where customers 
purchase the same manufacturer-originated services 
or products repeatedly than choosing various suppliers 
for buying that product. To increase brand loyalty 
and brand equity, organizations all over the world 
attempt to invest in the use of  social-media (Sudha 
and Sheena, 2017). As observed from the survey 
conducted in the year 2013, that 85% of  marketing 
executives have planned to enhance their investment 
in digital marketing, while 72% of  respondents planned 
to enhance their spending in social-media marketing. 
Facebook is the most ideal social-media platform in 
this field. Facebook along with several other social-
media platforms like Twitter, Instagram, and Pinterest, 

earned revenue of  more than $2.9b and a majority of  
this came through advertising. It is although assumed 
that the e-commerce clothing scene in the UK will be 
reaching $450 billion within 2020 in the UK fashion 
industry. Instagram has been the largest network of  
social-media with a 13% apparel engagement rate 
with the topmost UK fashion brands like Next and 
Burberry (Sudha and Sheena, 2017). The fashion 
industry, specifically, has several features like organic 
propaganda and visibility which are compatible with 
the features of  social media.

The advent of  social media, as well as its expanding 
user base, has enabled the fashion industry to 
increase their online activities and provide the brands 
with consistent followings as well as recognitions. 
It has been observed by critics that adding pictures 
makes the customers more interactive with the 
brand and therefore, the several benefits of  social-
media marketing can be identified through this study. 
The user interaction on posts that contains pictures 
is increasing rapidly and therefore, customers can 
make decisions with effectiveness. Therefore, the 
engagement of  customers with photos accounted 
for almost 87% of  the total social-media interactions 
(Henninger  et al.  2017). Pinterest, a social-media 
platform that allows users to collage images on a visual 
board surpassed Facebook when 69% of  the users 
were able to use pictures for interaction, compared 
to the 40% users of  Facebook (Michaela, 2015). 
The fashion industry exploits the platform of  social-
media for marketing and promotion just as any other 
industry. Besides, increasing their visibility, the fashion 
industry has used this platform for interacting with 
their customers, due to the timeliness, interactivity, 
communication-based nature. All of  these features 
are ideal for creating content on social-media sites and 
effortless communication (Michaela, 2015). Due to 
these traits of  social media, the marketing campaigns of  
the fashion industry are highly benefitted, establishing 
brand loyalty and brand equity.   

The visual delight of  the customers is the primary aim 
of  the fashion industry and since social-media allows 
them to post attractive images of  their products; they 
have been able to reach more customers. Therefore 
the interface between social-media marketing and 
the fashion industry is all about intensifying visibility 
(Marques et al. 2017). The platform has been widely 
used by the online fashion store and this has particularly 
given them an advantage over the traditional high-
street fashion retailers. Therefore, investing in social-
media is the key to success for these businesses. 
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Analysis of Some Cases 
A rigid anchorage has been established by the fashion 
industry on the platforms of  social media. The fashion 
industry all across the world believes social-media 
to be the key to their success. It not only allows 
them to retain customers, but also enables them to 
attract new customers to their business. Without the 
effective use of  social media, brands can’t compete 
and dominate the market. In order to illustrate this 
phenomenon further, several successful and popular 
marketing campaigns have been used as examples. 
Besides Burberry, there are several other UK fashion 
brands like Zara, Primark, Next, H&M, and M&S that 
had robustly used social-media platforms to capture 
the fashion consumer market. ASOS and New Look 
are UK two online retailers of  fashion garments who 
had paved brilliant examples of  online fashion selling. 

(i) Burberry

 Burberry  had become the topmost luxury 
brand on a digital model, for its robust social-
media marketing tactics. Today Burberry mainly 
runs its all business operations by becoming the 
core component of  the digital network. The 
fashion brand is thus reshaping this initiative’s 
rewards with its presence in social-media and 
different innovations. Burberry has been one 
of  the earliest fashion brands to turn its user-
generated promotional contents into social-
media portals by the “Art of  Trench”. It was 
launched in 2009 and Burberry was the first one 
to test such development channels of  Social-
media analytics. The company later shifted to 
Periscope and Snapchat along with testing the 
video ads on Instagram. Twitter’s well-known 
buy buttons were also rolled out. It was 2014 
ending that Burberry also upgraded its official 
mobile site that had the result of  tripling mobile 
revenue generation. Burberry had thus treated its 
consumers quite similarly in its mobile, in-store 
and online portals. Burberry’s extensive focus on 
the digital front has thus made the fashion brand 
L2’s top digital thinker in the 2015 Digital Fashion 
report. Presently, Burberry enjoys the digital 
pioneer position along with other industry players 
as Google, Nike, and Apple. 

(ii) Marks and Spencer (M & S)

 Marks and Spencer is another high-street fashion 
brand that is well-known for the decade regarding 
its extensive marketing and promotional drives. 
Marks and Spencer have launched most of  its 
Digital media marketing campaign in 2018 and it 

had also invested a total of  20% amount to social-
media marketing. Marks and Spencer are seen to 
implement the stories of  Instagram robustly to 
outline its digital marketing context. It is interesting 
to see that Marks and Spencer campaign all its 
furniture, clothing, and food products from its 
main Instagram account. Marks and Spencer 
mainly share its stories like polls and gamification 
and the ultimate aim is to create effective and 
meaningful engagement with consumers for a 
long time by serving good tests through varied 
content ideas. 

(iii) Hennes & Mauritz AB (H&M)

 The fashion brand H&M has also grown its 
social-media presence through e-commerce. 
Today H&M uses Facebook, Twitter, and other 
social-media to ensure the customers can see 
their social-media presence. H&M is seen to 
implement Holiday Clothing Campaign by 
Celebrity influencers. H&M has collaborated with 
4 prominent celebrities Jana Kramer, Hannah 
Simone, Tyler Posey, and Peyton List. The fashion 
brand had thus produced 4 highly attracting and 
appealing video ads which showcased many 
newest outfits that are suited for holiday purpose. 
This drive although had helped H&M to reach a 
total of  12 million customers (mediakix.com, 
2020). 

(iv) Zara

 ZARA is another UK-based fashion company 
that has attained global charm regarding its latest, 
stylish and innovative fashion garments. ZARA 
has built one engaging in social-media brand 
awareness. Zara enjoys social-media presence 
all over Instagram, Facebook, Twitter, and many 
more. Zara has mastered the art of  Instagram 
marketing with a total of  38.8 million followers. 
Zara has thus attained the position of  a fashion 
industry leader through serving valuable content 
and thus attracting millions of  attentive followers. 
The sales margin of  Zara is thus enhanced through 
this effective strategy of  Instagram marketing. 
Zara Instagram is thus adept to provide the artistic 
endeavour of  fashion through using the video 
capability of  Instagram. Thus beautiful content 
is created for capturing customers’ attention and 
the new fashion products are also promoted. 
Zara was netted $2.3 billion in annual profits in 
the year 2015 that made it one most successful 
fashion retail brands worldwide. Zara’s Instagram 
has attained followers at a significant rate that 
garnered hundreds of  comments and thousands 
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of  likes in its every post. The case of  Instagram 
Marketing had thus become revolutionary 
for Zara. Thus Zara’s Instagram marketing is 
considered a revolutionary example of  Social-
media marketing for other fashion brands to attain 
such social-media platform success (mediakix.
com, 2020). 

(v) Primark

 Primark is an Irish fashion retailer which has 
become one of  the most important names in the 
UK fashion industry in the past decade. Owned 
by Associated British Foods, the company has a 
value offering ‘Amazing fashion, amazing prices.’ 
This company is considered as a fast-fashion 
brand in the UK which is a low-priced retailer in 
men’s, women’s, and children’s clothing. Starting 
its journey in 1969, the company is currently doing 
its business in 11 countries along with the United 
Kingdom and the USA. The major strength of  
the marketing of  this company is its e-commerce 
webpage where it has all the information related 
to its products. Initially, the company did not sell 
its products online due to the failure of  a trial run 
using ASOS. However, currently, the social-media 
marketing strategy of  the company is blooming 
with 2.4 millio n followers on Facebook.

(vi) BOHO-Chic (Boohoo)

 In 2006 BOHO was launched in the UK as local 
fashion retail and since then the company has 
improved a lot by working 24X7 to provide 
nearly 500 new styles of  outfits each week for the 
consumers. The motto of  the company is ‘work 
hard, have fun, no drama’ and it does not believe 
in a serious style of  fashion. As a casual brand, 
it currently has nearly 10 million followers on all 
social-media including Facebook.

(vii) ASOS

 The UK-based fashion retail brand ASOS can be 
considered to be one online powerhouse. This 
company and its online selling mechanism have 
attained huge success because of  its user-friendly 
and well-made online website. The website of  
ASOS is completely jam-packed along with varied 
browsing mechanisms bunch. Thus the online 
customers can easily find their desired items from 
it. The versatile system of  navigation has been 
one most fundamental searching attributes of  the 
ASOS website. The mechanisms like categories 
and filters have helped consumers to get the 
visual site of  only the desired products. The 
options like “shop by occasion”, “shop by range” 

and “shop by-product” have also unified users’ 
online shopping experience from ASOS. 

 ASOS, the best-known UK-based online fashion 
retailer enjoys a huge following on social-media 
platforms with 5.5 million Facebook likes and 7 
million Instagram followers. ASOS has a special 
marketing team that develops online ad formats 
creatively. Hence in last summer, it released its 1st 
campaign of  Instagram stories. The main focus of  
this brand is its engagement with the customers 
and its CSR activities. The message was “ASOS: 
Next Level You” for highlighting its brand focus 
to celebrate each style. This video was reached 3 
million UK people with a 14% uplift within ad recall 
creating a 3 point brand awareness enhancement 
(marketingweek.com, 2020). 

Comparison between the online 
& offline performance of the UK 
fashion industry
UK fashion, as well as ritual industry, has been 
accounting for 20% of  its overall sales. People are 
more inclined to the prominent online shopping and 
in the last 3 years, there had been one consistent 
growth in online share. The enhanced metrics had 
also been particular in UK footwear and clothing retail 
sales. It is also forecasted that the upcoming years will 
see more of  the e-commerce revenue generation in 
the UK fashion industry. The revenue percentage will 
continue to such emerged analytics. Thus it could be 
said that UK offline fashion industry has been getting 
dominated by inline portals. It is also assumed that 
e-commerce users’ number in the UK fashion sector 
will take an upsurge in the future and offline fashion 
shops thus can suffer. 

The biggest strength of  the offline business is building a 
personal relationship with the customers. This can be 
easily seen from the initial Brick and Mortar business 
of  Primark. In this way, the store operators know 
about the customers and can influence them with 
their knowledge. This is not possible in the case of  
online stores where there is no connection between 
the salespersons and consumers. On the other hand, 
the online stores have a wide range of  display sections 
and those are more customized with more options 
which are less in offline stores. Also, online stores help 
in catastrophic situations and this is why the sales of  
online stores have increased by a lot during the time 
Covid-19 pandemic.
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Recommendations
The necessity of  innovative idea is a must for High 
street fashion retailer. The fashion sense of  the clothing 
industry has been ever-changing each year. There are 
various sources and directions through which such 
changes come. For example, fashion sense had gone 
round early in the 60s although it had afterward gone 
back to 18th-century early fashion games. Various 
nations’ outlets are also mixed up in such fashion 
games. The shop roles of  High Street fashion retailers 
thus also need to be ready with such changed fashion 
analytics. The concept of  high street traditional shops 
is thus losing their concept and glamour. Hence they 
have become less attractive to people. Innovative 
planning and thinking are thus required by such shops 
and stores for serving modern consumers unless the 
existence of  high street fashion retailers can be put 
into question. It is because of  the enhanced online 
sales analytics through online portals like social media. 
Hence social-media platforms’ role within this aspect 
should be understood by critical review. Social-media 
can be considered as a powerful mode of  creating and 
uniting global need, panic, and rhythm, and that too 
on a global scale. Only one effective and well-thought 
social-media usage can link traditional stores more 
positively. Thus fashion businesses’ new dimension 
might also emerge. Such combined business working 
might display a business’ new era and probably a new 
business model. 

Today consumers feel more satisfied when they can 
access and check the products in both physical and 
online shopping experience. Both these platforms’ 
best opportunities should be identified to make 
highly happy and contented consumers’ group. 
Consequently, overall sales analytics will also be 
enhanced. Ideas’ innovation can create a better alive 
store through the side with the presence of  social and 
online media marketing. 

The buying process of  present consumers is thus 
determined by marketing literature and it is not only 
a one-way decision. A traditional consumer takes 
any advice from friends and family members before 
purchasing any product. This practice today has been 
almost overtaken through online searching reviews. 
It is about what other previous consumers had 
commented on a particular product’s performance 
and quality. It although might not address individuals’ 
needs or responses to any query. In such cases, getting 
an instant answer might not be possible. Businesses 
as high street retailers of  fashion now need to have 
vast thinking to overcome such challenges. The 

thinking should be effective enough to attract present 
consumers who are especially at stores. 

Hence, there is much necessary to develop the latest 
models and concepts regarding implementing new 
technology. It is to attract any aged demographic 
population to use all the social media, store, and 
company websites more aligned. 

There are many prior buying models which emphasised 
consumers’ behaviour and attitude-sides owing to 
marketing performance and brand success. The 
research although failed to identifies consumers’ actual 
needs following modern technological advancements. 
Consumers can be seen to enhance their online 
purchasing behaviour by getting high influence through 
social-media platforms. 

Recommendations:
Businesses’ or suggested models are as follows:

(i) Store facilities’ restructuring,

(ii) Fixing new design and outlet and matching them 
with consumers’ body size, face, and appearance,

(iii) Using artificial intelligence for personalising 
individual consumer’s requirement,

(iv) Involving consumers to be more aggressive and 
design some latest outlets,

(v) It is recommended that high street offline retail 
brands in the UK should undertake more social-
media and digital marketing tactics. Thus the high 
street brand can withstand the challenge of  online 
brands and can attract modern consumers.

(vi) It is also recommended that the UK fashion 
industry brands should introduce more innovative 
tie-ups with Social-media portals. Thus they can 
enhance their business operations and the sales 
margin will also be increased automatically. 

Position of Fashion Industry in 
Bangladesh:
The textile industry of  Bangladesh is heavily dominated 
by ready-made garments. Although in ancient times 
the industry was highly dominated by the local 
retailers, currently a lot of  international brands are 
doing their business. There are stores of  H&M, Marks 
and Spencer’s, and Primark in Bangladesh. However, 
still, there is a lot of  scope of  improvements such as 
improved technology, more manufacturing plants, 
and more fruitful foreign policies. The Government 
of  Bangladesh must create opportunities for these 
world-famous fashion brands to invest more in their 
business in Bangladesh.
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Conclusion
The platforms of  social-media are evolving rapidly and 
therefore a more advanced use of  social-media could 
be expected in the future and the booming fashion 
industry would be able to enter a more diverse 
consumer market with not more than a few clicks. 
The customers can bond with this fashion industry 
on an interactive and personal level. The marketing 
campaign which is Omni channel has allowed the 
fashion industry to increase its brand equity. Once the 
users start to identify themselves with their favourite 
brands, there would be an increase in customer 
loyalty as well. The market of  Bangladesh provides a 
good opportunity for business for the fashion brands 
of  the UK due to the huge consumer base of  the 
country. However, the strategies of  these businesses 
need to be cost-effective. The companies should sell 
more economic products rather than premium and 
expensive products, to capture a high market share. 
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Alternative Investments

G M Omar Faruque Chowdhury FCMA

CTC Capital has reached a CNY3.5b (~USD539m) final 
close for its second CNY-denominated fund, which will 
focus on areas including AI, data centers, IoT, 5G and 
smart cars within the semiconductor industry in China.

The Carlyle Group has sold a 4% stake for 
INR39.3b (~USD533m) in India-based SBI 
Life Insurance through multiple block deals.

CVC Capital Partners and Caisse de dépôt et 
placement du Québec (CDPQ) have agreed to 
acquire a majority stake in BlueFocus International, 
the international business of  China-based 
advertising and marketing agency BlueFocus 
Group, at a reported USD350m valuation.

Existing investor Sequoia Capital India led an USD65m 
round for Indonesia-based digital investment platform 
Bibit, with participation from Prosus Ventures, 
Tencent and Harvard Management Company and 
follow-on from AC Ventures and East Ventures.

Source Code Capital led a nearly CNY1b (USD155m) 
Series C for China-based insurtech Yuanbao, with 
follow-on from Cathay Capital, Hike Capital and SIG.

500 Startups, Kingsway Capital, 468 Capital, 
Presight Capital, Global Founders Capital and 
others have invested a USD40m seed round 
comprising equity and debt for Singapore-
based e-commerce aggregator Una Brands.

L Catterton has made an undisclosed investment in 
Indonesia-based beauty and personal care e-commerce 

platform Social Bella International (Sociolla)

Nordstar led an USD36m seed round for Singapore-
based e-commerce aggregator Rainforest, with 
participation from Insignia Venture Partners. The 
round includes USD6.5m in equity and an USD30m 
debt facility from an undisclosed US debt fund.

VentureSouq led an USD30.5m Series B for Saudi 
Arabia-based B2B e-commerce marketplace Sary, with 
participation from Rocketship.vc and STV, and follow-
on from Raed Ventures, MSA Capital and Derayah VC.

Women’s World Banking Capital Partners II 
and MDI Ventures led a USD28m round for 
Indonesia-based peer-to-peer lending platform 
Amartha, with follow-on from Mandiri Capital 
Indonesia and UOB Venture Management.

Vietnam-based tech firm FPT Corporation has acquired 
a majority stake in Vietnam-based enterprise software 
company Base.vn for an undisclosed amount, facilitating 
an exit for all VC investors in the company including 500 
Startups, Alpha JWC Ventures, Beenext and Nextrans.

EQT Private Equity has sold its stake in Singapore-
based corporate services provider In.Corp Global 
to TA Associates for an undisclosed amount.

Motilal Oswal Private Equity, through its India 
Business Excellence Fund III, has acquired a 
minority stake in India-based Fincare Small 
Finance Bank for USD25m through a secondary 
deal, facilitating a partial exit for True North.



The Journal is running a series of  updates on IFRS, IAS, IFRIC and SIC. In this issue, Mr. 
Mohammad Samsul Arefin ACMA (UK), CGMA, FCMA has taken the responsibility to update 
the reflection on some latest pronouncements by IASB in their website. 

Mr. Arefin has been working as Head of  Internal Audit & Compliance in RAK Ceramics 
(Bangladesh) Limited. 

IFRS Update
The International Accounting Standard Board (IASB) is an independent group of  experts with an appropriate 
mix of  recent practical experience in setting accounting standards. The Board issued updates on amendment 
initiatives to its respective standards and other undertakings during last 2 months (March – April 2021). Some 
important updates are as follows:

IASB publishes Exposure Draft Disclosure Requirements in IFRS Standards—A Pilot Approach

In response to stakeholders’ demands for more relevant and effective disclosures in the financial statements, 
IASB has proposed a new approach to developing the disclosure requirements in IFRS Standards.

The new approach is written as draft guidance for use by the Board when developing disclosure requirements 
in individual Standards. In applying the guidance, the Board aims to enhance greater investor engagement to 
understand the information needs, giver greater prominence to the objective of  disclosure requirements and 
help companies focus on disclosing material information only.

The Exposure Draft Disclosure Requirements in IFRS Standards—A Pilot Approach released by the IASB includes 
the proposed approach to developing disclosure requirements and the proposed amendments to the disclosure 
requirements in IFRS 13 Fair Value Measurement and IAS 19 Employee Benefits, which have been developed 
following the new approach.

Comments on the Exposure Draft are requested by 21 October 2021.

65 THE COST AND MANAGEMENT
ISSN 1817-5090, VOLUME-49, NUMBER-02, MARCH-APRIL 2021



IASB extends support for lessees accounting 
for covid-19-related rent concessions

The International Accounting Standards Board (Board) 
has today extended by one year the application 
period of  the practical expedient in IFRS 16 Leases 
to help lessees accounting for covid-19-related rent 
concessions.

In response to calls from stakeholders and because 
the covid-19 pandemic is still at its height, the Board 
has extended the relief  by one year to cover rent 
concessions that reduce only lease payments due on 
or before 30 June 2022.

The original amendment was issued in May 2020 
to make it easier for lessees to account for covid-
19-related rent concessions, such as rent holidays 
and temporary rent reductions, while continuing 
to provide useful information about their leases to 
investors.

The amendment is effective for annual reporting 
periods beginning on or after 1 April 2021.

IASB proposes amendments to IAS 21 
setting out accounting when there is lack of 
exchangeability

The IASB has published proposed amendments to IAS 
21 The Effects of  Changes in Foreign Exchange Rates.

At present, IAS 21 does not set out the exchange 
rate to be used when there is lack of  exchangeability 
between two currencies e.g. when a currency cannot 
be converted into a foreign currency. The proposed 
amendments seek to help entities identify when such 
a lack of  exchangeability exists and to clarify the 
accounting to be applied in such cases.

The amendments propose that when there is lack 
of  exchangeability between two currencies at a 
measurement date, an entity shall estimate the spot 
exchange rate at that date. The proposed amendments 
also specify the conditions that the estimated exchange 
rate needs to meet.  

Comments of  the Exposure Draft are requested by 1 
September 2021.

IASB decides to extend the comment period 
for Exposure Draft Regulatory Assets and 
Regulatory Liabilities

The International Accounting Standards Board met on 
23 March 2021 and decided to extend by 30 days the 
comment period for the Exposure Draft Regulatory 
Assets and Regulatory Liabilities to give stakeholders 
more time to respond. The comment period will now 
end on 30 July 2021.

What about Rate-regulated Activities:
Rate regulation determines how much compensation 
a company is entitled to charge customers for goods 
or services supplied in a period and when the company 
can include that compensation in the regulated rates 
charged. In some cases, a difference in timing arises 
because part of  the compensation for goods or 
services supplied in a period must be included in the 
regulated rate charged for goods or services supplied 
in a different period (past or future).

When those differences in timing occur, the revenue 
reported by a company for a period in its statement 
of  financial performance and the assets and liabilities 
reported in its statement of  financial position do not 
give a complete picture of  the compensation that the 
rate regulation entitles the company to charge for 
goods or services supplied in that period. Currently, 
IFRS Standards do not require companies to inform 
investors about those differences in timing. This 
incomplete information makes it unnecessarily difficult 
for investors to make good assessments of  cash 
flows that will arise from future revenue and future 
expenses.

The Board developed proposals to introduce a 
requirement for companies to give investors such 
information by reporting regulatory assets and 
regulatory liabilities in their statement of  financial 
position, and related regulatory income and regulatory 
expense in their statement of  financial performance. 
This information would help investors understand 
which fluctuations in the relationship between a 
company’s revenue and expenses are caused by those 
differences in timing so that investors could make 
better assessments of  the company’s prospects for 
future cash flows.

If  finalized as a new IFRS Standard, the Board’s 
proposals would replace IFRS 14 Regulatory Deferral 
Accounts.

Source of information:

IASB website
BDO Global
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UPDATE ON
Financial Market
The Journal is running a series of  updates on Financial Market of  Bangladesh (i.e. 
Money Market and Capital Market). In this issue of  THE COST & MANAGEMENT, Mr. 
Mohammad Shamsur Rahman, FCMA has given a reflection of  relevant changes and 
updates on Financial Market. The analysis of  the market has been done considering the 
period from March 01, 2021 to April 30, 2021. Mr. Rahman is currently working as Chief  
Regulatory Officer (CRO) of  Chittagong Stock Exchange Limited. 

Bangladesh Economic Outlook

u The Bangladesh Infrastructure Development Fund (BIDF) – formed with a portion of  forex reserves – has 
started its journey with the government having picked the Payra port first for financing from the new fund. 
Initially, projects under port and power sectors will get funds from the reserves and other profit-yielding 
projects will be added to the list gradually. Besides, private projects will also get loans from it after the fund 
size gets expanded.

u Financing by banks and non-bank financial institutions for environment-friendly initiatives rose by 62.36 
per cent or Tk  14,984.59 crore in the October-December quarter of  2020 compared with that in the 
previous quarter. In the October-December quarter, the banks and NBFIs disbursed Tk 3,901.56 crore 
for environment-friendly initiatives against their disbursement of  Tk 2,403.11 crore in credits in the July-
September quarter.

u The highest dividend ceiling for top-performing banks will be increased to 35% from the existing 30% by 
revising the new dividend policy. The decision was made at a meeting between the Bangladesh Securities and 
Exchange Commission (BSEC) and the Bangladesh Bank at the former’s headquarters.

u The Bangladesh Bank has allowed joint venture apparel exporting companies operating in the country’s export 
processing zones to take loans from the BB’s export development fund. EDF loans would be admissible 
against back-to-back import letters of  credit for input procurements by EPZs’ type ‘B’ industries (joint-
venture companies) producing readymade garments for export.

u Innovative entrepreneurs between the ages of  21 and 45 will be eligible to get loans from the start-up fund 
formed by Bangladesh Bank. They will get a maximum of  Tk 01 crore loan for an initiative or project from the 
fund against personal guarantee and academic certificate and 10% of  the fund will be allocated for women 
entrepreneurs. The annual interest rate will be 4% and the term of  the loan is five years. Loan installments 
have to be paid after every three or six months while the maximum grace period for loan repayment is one 
year.

u Reserve money recorded an increase of  Taka 44825.44 crore or 1.76 percent at the end of  April 2021 as 
compared to March 2021. Of  the sources of  reserve money, net foreign assets of  Bangladesh Bank increased 
by Taka 66,376.20 crore while net domestic assets of  Bangladesh Bank decreased by Taka 28,242.40 crore at 
the end of  October 2020 as compared to October 2019.

u The twelve-month average general inflation decreased to 1.81 percent in February 2021 which was 2.12 in 
the month of  December 2020. 
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u The point-to-point Food inflation increased to 5.32 percent in February 2021 from 5.02 percent in January 
2021.

u Bengal Commercial Bank (BGCB) Limited is set to start its journey on 10 March 2021 (Wednesday) with a 
vision ‘Inspiring Growth’ to help fulfill the economic needs of  the nation.

u The National Board of  Revenue is set to rollout a mandatory electronic system for payment of  fees and 
charges above Tk 2 lakh on all import and export products from July 1. From April 1, the Inland Container 
Depot at Kamalapur will receive duties and taxes of  all bills of  entry and bills of  export through electronic 
payment.

The summary of the economic outlook depicted below: 

Particulars 31 March 2021 28 April 2021
Foreign Exchange Reserve (In million US$) 43435.28 44825.44

Interbank Taka-USD Exchange Rate (Average) 84.8019 84.8000

Call Money Rate (Weighted Average Rate) 1.83 2.06

February, 2020 February, 2021
Import (C&F) (in million US$)
Import (f.o.b) (in million US$)

4723.70 5564.20

4370.00 5148.00

Export (EPB) (in million US$) March, 2020
2732.00

March, 2021
3076.03

Rate of Inflation on the basis of Consumer Price Index 
for National (Base:2005-06=100)
     a) Twelve Month Average Basis
     b) Point to Point Basis

January, 2021

5.64
5.02

February, 2021

5.63
5.32

GDP Growth Rate (in percent, Base: 2005-06=100) 8.15 (2018-19) 5.24 (2019-20)

Source: Bangladesh Bank

Bangladesh Capital Market Updates

u The Bangladesh Securities and Exchange Commission has decided for the first time to honour three stock 
market intermediaries for their contribution to the stock market in 2020. The regulator will assess duties 
and responsibilities the stock market intermediaries, including stockbrokers, stock dealers, merchant banks, 
portfolio managers and asset managers performed in the past year for protecting the investors’ interest and 
the development of  the market.

u The stock market regulator has increased the marginal loan limit for the investors to curb free-fall of  share 
prices. The investors will get margin loan ratio of  1:0.80, if  the key index of  the Dhaka Stock Exchange (DSE) 
stays below 7,000 points. That means, the investors will get a maximum loan of  Tk 80, if  he/she purchases 
shares of  Tk 100. Earlier, the investors got margin loan of  Tk 50 against buying of  shares worth Tk 100.

u Bangladesh Securities and Exchange Commission (BSEC) signed a memorandum of  understanding (MoU) 
with Institute of  Chartered Accountants of  Bangladesh (ICAB) to access Icab’s document verification system 
(DVS) to check companies’ financial reports. 

u The stock market regulator has set to implement a new provision for IPOs that will distribute shares 
proportionately among the applicants, bringing an end to the lottery system. From 01 April 2021, every IPO 
applicant will get shares if  they have a minimum secondary market investment of  Tk 20,000. They will have 
to make a subscription of  at least Tk 10,000 in the IPOs.

u The Bangladesh Securities and Exchange Commission (BSEC) has proposed to raise the general investors’ 
portion in the IPO in the draft amendment of  related rules. The regulator has published the draft of  the 
amended public issue rules on its website, seeking comments from the stakeholders by March 15.
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u The Bangladesh Securities and Exchange 
Commission withdrew the floor prices of  shares 
of  66 listed companies. Earlier on March 19, 2020, 
the BSEC introduced the floor price system to bar 
share prices of  listed companies from falling below 
a certain level amid the COVID-19 outbreak. The 
circuit breaker or trading curb will be allowed to 
fall a maximum of  2 per cent a day instead of  the 
usual 10 per cent.

u Bangladesh Securities and Exchange Commission 
(BSEC) has approved the country’s first green 
zero-coupon bond with the help of  which Sajida 
Foundation will raise a fund of  Tk 100 crore. 
The nature of  the bond will be unsecured, non-
convertible and fully redeemable green zero-
coupon bond. The bond will be fully redeemable 
in two years. The face value of  each unit of  
the bond would be Tk  10 lakh. Only financial 
institutions, insurance companies, high net 
worth individuals and corporate bodies will be 
allowed to subscribe the bond through private 
placement. The Foundation will utilise the bond 
proceeds in micro financing activities along with 
ensuring environmental development. Sena Kalyan 
Insurance Company acts as trustee and Standard 
Chartered Bank as mandated lead arranger of  the 
green bond.

u Baraka Patenga Power Limited has received 
approval from the Bangladesh Securities and 
Exchange Commission (BSEC) to issue shares 
at the cut-off price of  Tk 32 each, in their initial 
public offering (IPO). The company will raise 
Tk225 crore from the capital market to expand 
its business. Institutional investors will buy primary 
shares of  Baraka Patenga Power Limited at Tk32 
each while the general public is to get a 10% 
discount on the price. The company will utilise 
Tk 144.34 crore, part of  its IPO proceeds, to 
invest in two of  its power generation subsidiaries 
– Karnaphuli Power Ltd and Baraka Shikalbaha 
Power Ltd. The remaining funds will be used to 
repay loans and bear expenses of  the IPO process. 
LankaBangla Investments Ltd. is the issue manager 
of  the Baraka Patenga IPO.

u The unitholders of  the Southeast Bank 1st Mutual 
Fund (SEBL1STMF)–a closed-end listed mutual 
fund– will decide regarding the conversion to 
open-end or liquidating the fund at a virtual 

meeting. The fund will complete its 10-year tenure 
on 15 May 2021. As per the trustee’s decision, the 
fund’s trade on stock exchanges will be suspended 
on 16 May and the effective date is 17 May.

u The securities regulator has approved the first 
proposal for raising capital by an SME, namely Nialco 
Alloys, through the qualified investor offer (QIO). 
The company seeking to raise a capital worth Tk 
75 million will be listed on the SME platform of  the 
stock exchange. The maiden approval to the QIO 
of  Nialco Alloys, a manufacturer of  grade bronze 
and brass ingots, came as part of  the move taken 
to ensure long-term financing for the SME (Small 
and medium-sized enterprise) sector. Nialco Alloys 
will raise the said capital from the eligible investors 
(EIs) by offloading 7.5 million shares at an offer 
price of  Tk 10 each. The company will utilize the 
fund for developing land, purchasing machineries 
and catering the QIO expenses. MTB Capital is 
working as the issue manager of  the Nialco Alloys. 
The securities regulator also decided that individual 
investors (residential and non-residential) having 
investments worth Tk 10 million or above in listed 
securities will be treated as qualified investors. The 
amount of  their investments will be considered at 
market price.

u The securities regulator has exempted four firms 
from the rules regarding the qualified investors 
offer (QIO) to enlist them on the small capital 
boards of  the bourses. The four companies that 
will be listed on the small capital board are Master 
Feed Agrotec, Subra Systems Ltd, Oryza Agro 
Industries Limited and Mostafa Metal Industries.

u The securities regulator has deferred the 
implementation of  its directive regarding the cap 
on margin loan interest for another six months 
until January 1, 2022, considering the interest 
of  the investors and development of  the capital 
market.

u The IPO subscription of  Sonali Life Insurance 
Company will open from May 30 and continued 
until June 3, aiming to raise Tk 190 million under 
the fixed price method. As per the BSEC approval, 
the Sonali Life Insurance will raise a capital worth 
Tk 190 million under the fixed price method issuing 
19 million ordinary shares at an offer price of  Tk 10 
each. The company will invest the IPO proceeds in 
government Treasury bond, fixed deposit receipt 
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(FDR) and stock market along with bearing the IPO expenses. ICB Capital Management and Agrani Equity & 
Investment Ltd are jointly working as issue managers of  company’s IPO process.

u The Bangladesh Securities and Exchange Commission allowed EXIM Bank to float the Mudaraba perpetual 
bond worth Tk 600 crore. It would be an unsecured, contingent-convertible BASEL-III compliant perpetual 
bond. The face value of  each unit of  the bond will be Tk 10 lakh and the coupon rate will be 6 to 10 per 
cent. Only state-run financial institutions, mutual funds, insurance companies, listed banks, cooperative banks, 
regional rural banks, trusts and other eligible investors will be allowed to subscribe to the bonds through 
private placement. Green Delta Insurance Company Limited will act as the trustee for the bond while City 
Bank Capital Resources Limited is the mandated lead arranger for the bond.

u The Bangladesh Securities and Exchange Commission has approved the draft prospectuses of  the following 
three open-end mutual funds (MFs):

Name of Fund Nature of fund Amount Fund Manager 

Joytun First Unit Fund Open-end mutual fund Tk 10 crore Joytun Asset Management 
Limited

LankaBangla Gratuity 
Wealth Builder Fund

Open-end mutual fund Tk 10 crore LankaBangla Asset 
Management Company

RBIMCO BGFI Fund Open-end mutual fund Tk 10 crore Royal Bengal Investment 
Management Company

DSE and CSE Market Updates (from March 01, 2021 to April 29, 2021)

u The DSE Broad Index (DSEX) at the end of  April 2021 stood at 5497.62 which was 1.72 percent higher 
than the index of  5404.80 at the beginning of  March 2021. The daily turnover was highest on April 20, 2021. 
Changes in indices of  DSE (from March 01, 2021 to April 29, 2021):

Indices Open Close Point Change % change

DSEX 5404.80 5497.62 92.82 1.72%

DSES 1222.84 1249.82 26.98 2.21%

DS30 2056.83 2110.91 54.08 2.63% 

          (*considering 01st March 2021 as base)

u The CSE All Share Price Index (CASPI) at the end of  April 2021 stood at 15844.8 which was 1.54 percent 
higher than the index of  15603.80 at the beginning of  March 2021.  The daily turnover was highest on April 
24, 2021. Changes in indices of  CSE (from March 01, 2021 to April 29, 2021):

Indices Open Close Point change % Change

CASPI (All share 
index)

15603.80 15844.8 241 1.54%

CSE-30 12156.81 12062.49 -94.32 -0.78%

CSCX 9410.74 9560.06 149.32 1.59%

CSE 50 (Benchmark) 1188.37 1207.84 19.47 1.64%

CSI (CSE Shariah 
Index)

983.85 1003.67 19.82 2.01%    

(*considering 01st March 2021 as base)
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u The total market capitalization of  all shares and debentures of  the listed securities of  DSE stood higher by 
0.76 percent at Tk. 4707.12 billion as on April 29, 2021 from Tk. 4671.72 billion on March 01, 2021. On the 
other hand, the total market capitalization of  all shares and debentures of  the listed securities of  CSE stood 
higher 0.89 percent at Tk. 3973.51 billion as on April 29, 2021 from Tk. 3938.59 billion on March 01, 2021.  

Source: website of  BSEC, DSE & CSE

Disclaimer:

All information and analysis contained in this article have been complied and analyzed from publicly available 
information. However, it does not make any representation or warranty (express or implied) or accepts any 
responsibility or liability as to, or in relation to, the accuracy or completeness of  the information and opinions 
contained in this article or as to any information contained in this article or any other such information or 
opinions remaining unchanged after the issue thereof. 

The information contained in this article is not be taken as any recommendation made by the writer or CSE or 
any other person to enter into any agreement with regard to any investment decision. This article is prepared 
for general circulation. It does not have regards to the specific person who may receive this article. In considering 
any investments you should make your own independent assessment and seek your own professional financial 
and legal advice.
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Background:

I have studied at the University of  Chittagong and 
achieved a BA (Honor’s) followed by an MA, both in 
History. I have also studied at South Bank University, 
London and other leading institutions. Qualifications 
in management, leadership, charity management and 
business administration are just a few of  my academic 
accolades. 

My extensive career in leadership, strategic planning, 
corporate organization and funding has benefited 
many health and social care organizations as 
well as several others outside these fields.

My input to longer-term assignments with outcomes 
regularly exceed the original brief  that much is obvious. 

For more than three decades, I have worked 
with: Princess Royal Trust; Age UK; Care Quality 
Commission; Care UK; Financial Services Authority 
(FSA); UK Police Service; London Boroughs 
Authorities; National Health Service (NHS); Royal 
London Hospital/Barts Health NHS Trust, Croydon 
Health Services NHS Trust, North Middlesex 
University Hospital NHS Trust, and St George’s 
Healthcare NHS Trust.

As an international speaker, coach and a mentor, I 
have spoken at global events sharing the stage with 
Hugh Hilton, Apple co-founder Steve Wozniak, 
current USA President Donald Trump’s most trusted 
ex-advisor George Ross, Hollywood Actors John 
Travolta, Charlie Sheen, Mel Gibson, Mark Wahlberg, 
Rock Stars Gene Simmons and Vanilla Ice at Los 
Angeles, USA.

From corporate executives to workers ‘on the shop 
floor’, I effortlessly direct my skills to streamline 
processes and to unify an organization’s purpose. 
I accomplish all of  this with judicious workforce 
empathy balanced with a driving force to unite and 
carry people with me. 

A powerful force for good, my mission is to show 
by example that everyone can create a legacy, not 

Challenge Your Mind to Make the Shift and

Realize Your True Potential!

Name & Surname: Nizam Chowdhury

Country:  Surrey, UK

Title: Elderly Independence Specialist, Entrepreneur 
and Global Public Speake

just at work but by carrying these principles into 
peoples’ homes and families.

The Cost and Management: What are the key 
factors that brings you in today’s position?

Nizam Chowdhury: Integrity; Positive Mindset; 
Sheer Focus; Desire; Confidence; Power of  
Communication; Patience; Adeptness; Compassion; 
Adaptability; Quick Learning; Relentless Hard Work; 
Will-to-Win Attitude; Reliability and Loyalty, Investing 
Time, Energy and Money for Self-Development.

The Cost and Management: What is the key thing 
you want people to know about you?

Nizam Chowdhury: I am a results based Doer and 
Mr. Dependable due to my commitment, efficiency, 
reliability, and my hardworking nature.

The Cost and Management: What motivated you 
to choose an entrepreneurial career?

Nizam Chowdhury: In my last job I was devastated 
to learn that I would be made redundant. My despair 
was not at the inevitable loss of  income and dramatic 
change in lifestyle that I would have to overcome, 
rather a genuine disappointment at losing the job that 
I loved doing for years. 

However, I had no time to feel sorry for myself  or 
procrastinate over what to do next. I was faced with 
two very different realities: either re-enter an already 
oversaturated and highly competitive job market; or, 
embark on the daunting journey of  entrepreneurship. I 
quickly decided that I wanted to pursue the challenges 
of  the latter.  Even though it was something completely 
foreign to me I was prepared to embrace the learning 
process and looked forward to the self-discovery this 
path had to offer. Indeed, I found out that in the world 
of  business and self-employment you must also learn 
to live by your decisions, be it good or bad.

It is through all of  these of  successes and failures, 
together with the wealth of  over 25 years’ experience 

Interview
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in UK based health and social care, I am more 
determined than ever to ensure that my true potential 
is realised.

The Cost and Management: What has been some 
of your great achievements?

Nizam Chowdhury: 

v Have reached the Peak of  Ben Nevis, standing at 
1,345 meters above sea level (Highest Mountain in 
the British Isles), in aid of  a Charity for People 
with Learning Disabilities

v Trekked for 43 kilometers to reach the heights of  
Machu Picchu, Peru, standing at 2430 meters in aid 
of  a Children Hospital 

v Completed the British 10K run for five consecutive 
years to help raise valuable funds for various 
charities, which in return improved the quality 
of lives of  many people around the world    

v Appeared in Mega Success, at LA

v Spoken at Global Success for All Event in London

v Spoken at International Women’s Day Event 

v Spoken at International Debating Society Event

v AWARDS: Nationwide National Charity Award; 
Age Concern Charter Mark; Investor in People; 
Investor in Volunteers; National Lottery Funding.

v Transformation of  a Businesswoman (Personal and 
Business) in the early hours of  a freezing morning 
in London

v In just 2 and half  minutes, I have transformed the 
life of  a Businessman (Personal and Business) in 
Bangladesh, who is now my business partner and I 
am his Life and Business Coach.

The Cost and Management: What business 
principles you admire the most? 

Nizam Chowdhury: 

1. Respect 2. Trust 3. Transparency 4. Understanding 
5. Consistency 

The Cost and Management: What has been the 
most challenging part of being an entrepreneur?

Nizam Chowdhury: 

Not doing the due diligence; Making some poor 
choices and wrong decisions.

The Cost and Management: What are the three 
things about entrepreneurship that you learned 
from your own experience? 

Nizam Chowdhury:

-You do not always need Capital to start a business; 

- Effective Communication is the Key

- Building a Solid Relationship based on Transparency, 
Compassion, Understanding, Support and Sacrifices

The Cost and Management: What three core 
advice(s) you would like to share with wannabe 
entrepreneurs?

Nizam Chowdhury: 

v “Stay focused, stay strong and fight for your 
WHY!”

v  “Don’t hold onto your limiting beliefs; take care of  
your health and well-being, and create the mindset 
to ‘Who You’ll Become’!”

v “Never ever think about quitting on your dreams! 
There are people out there to guide and support 
you, if  you are focused, a good listener, honest and 
a reliable person.

The Cost and Management: What factors make 
you confident and inspire you to keep going?

Nizam Chowdhury: I have My Reasons, my 
“WHY” which keeps me focused and motivated.  And 
they are:

v My 4 beautiful children and their happiness.

v I am driven by results.  Therefore I like to visualise 
my goals, share that and the plans and strategies 
with the team, taking responsibilities, and leading 
by example. 

v In making sure that my Customers are getting 
the WOW Experience - be it for Coaching and 
Mentoring or Business.

v I work with and support people of  Old Age, so they 
can enjoy an Independent, Dignified, Comfortable, 
Happier and Healthier, Fulfilling life.

v Opportunity in sharing my knowledge, skills and 
experiences with individuals and groups to unleash 
their True Potential through proper coaching and 
mentoring.

v  Facing up with and then overcoming life challenges 
whilst coming up with innovative ideas to improve 
lives.

v I want to play my part, contribute and influence 
positively in making this World a safe, comfortable 
and a happier place for all of  us.
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Mr. Syed Tozammal Alam is a strategic level 

student of  The Institute of  Cost and Management 

Accountants of  Bangladesh (ICMAB). He has 

completed 1800 marks from ICMAB. He has 

completed BBA & MBA from Rajshahi University with 

a major in Accounting & Information Systems. He also 

studied business in school and completed both S.S.C 

and H.S.C in Business Studies. Currently he is working 

in the Accounts & Finance Department of  Beximco 

Pharmaceutical LTD.

This section focuses on reflections from young 
students of  ICMAB and how they have been pursuing 
their CMA career path and facing challenges in CMA 
study at the beginning of  their career.

WorldCMA Students’

Why do you pursue CMA education from ICMAB? 
Explain in detail?

Well, nothing can happen without any reason and I 
definitely have some reasons for choosing CMA form 
ICMAB. From the very beginning of  my academic 
journey, I was a student of  business school which 
always motivated me to get some higher education in 
business studies and that was the main reason behind 
my decision for enrolling into professional course. 
Another reason for enrolling into professional course 
was that I was not so curious about the traditional 
jobs that are available in the market and always 
dreamt to be a corporate leader. So, when I was at 
the final level student of  my graduation, I started to 
gather information about the professional institutes 
that provide professional degrees in our country. 
At that time, I came to know about this renowned 
institute. Moreover, one of  our varsity teachers used 
to motivate us to get professional degrees. On several 
occasions, he told us about ICMAB and the increasing 
demand of  CMAs for a diversified market. I also 
came to know about CMA profession from the elder 
brothers of  my department and made up my mind to 
admit into ICMAB. You know, there is operation of  
ICMAB in Rajshahi. So, immediately after completing 
BBA in 2016, I got admitted in ICMAB Rajshahi Branch 
and continued my MBA and CMA course together. 
After completing my MBA in 2017, I moved to Dhaka 
Branch and since then I continue here.   

How do you make a comparison between CMA 
education and other academic qualifications?

Well, its goanna tough for me to make a comparison 
between a professional education and the academic 
qualification. Here I think the aspect of  these two 
learning systems is different. CMA education is a 
profession-oriented education system while the 
academic courses are quite in general. For some 
argument if  we put CMA education for a moment with 
the other academic degrees in a basket considering 
them as theoretical in nature, this will not be a fair 
mix as the depth of  CMA education is much deeper 
than the academic qualification.  So, I like to conclude 
by saying that by learning the theories of  different 
authors in academic books is not enough to make 
oneself  competent for the market. He/she needs a 
professional degree for the changing demand.   

What are the main challenges you faced in studying 
for CMA education?

As I already mentioned, I started my CMA journey 
in Rajshahi Branch where I faced a number of  
difficulties. At that time study materials were not 
readily available in Rajshahi. We had to collect books 
from Dhaka by Courier. Supportive materials were 
totally unavailable. In Rajshahi there are only few 
fellow and associate members. So, they used to assign 
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course teachers from different professions. Resource 
persons have vast knowledge in their disciplines but 
they are not certified members. As a result, we have 
faced difficulties in sorting out some technical issues 
at that time.

After completing MBA, I decided to continue CMA 
study solely for two years without starting any job. 
I felt maintaining job life and regular study would be 
quite difficult. That was a hard time indeed. All of  my 
batch mates started their career while I was a full-time 
student like the undergrade boys. But Alhamdulillah I 
have nothing to regret now as I have passed a number 
of  subjects in that time. 

To talk a bit more about the difficulty, at the beginning 
there was no class arrangement for strategic level that 
created problem for us.

Do you think that CMA qualification will help you 
to get added advantage in the job market?

I do really believe it. I have completed academic 
qualifications and now studying professional 
qualification. As I am in a job, I have the opportunity 
to know what the employers want. Academic 
qualifications teach us the theories not the application 
in detail but in real world one needs to know the 
applications. The CMA qualification teaches us not 
only the theories but also the real world applications. 
While pursuing CMA, our learning is updated with the 
requirement of  the market. So, I strongly believe when 
I would CMA degree and being up to date, definitely it 
will add value in my career.  

What are the strategies you are following to 
complete the CMA education on schedule?

Well, to complete CMA education, I am following 
the strategy of  the Tortoise. We all have very much 
well known about that popular story where a first 
running rabbit was defeated by a steady tortoise. 
From the beginning I have never been in a hurry for 
my study. I would like to take a bit more time to 
complete a course. When I get stuck or feel the urge 
of  quick completion, I cheer up myself  that I am in 
a professional learning not in an academic constraint. 
I am slow yet I am steady in winning this race. This 
would also help me in learning things broadly and to 
relate learning with the reality. 

What do you expect to get from ICMAB as a 
student?

In our academic life, we all have gone through a number 
of  steps. But ICMAB is something special. Students of  
this beautiful institute can only understand this feeling. 
To me ICMAB is a name of  Love. So, whom you love 
you definitely have some expectation from them. As 
a student my first expectation is to see this lovely 
institute as a global institute. Although it has a wide 
reputation of  producing quality members, we are 
falling behind of  the other international professional 
bodies. In international professional exams, there 
are reading time and examiner comments, both 
of  which would be very effective to overcome the 
hurdles. I expect ICMAB would consider these things 
to introduce in our exam to make our institute more 
global standard. Another point that I would like to raise 
is about curriculum changes. Since the business world 
is increasingly technology oriented, our curriculum 
needs a revision to adapt with these changes. 

Could you remember any memorable event during 
your study at ICMAB?

This journey with ICMAB have produced countless 
memories in my life. This campus at Nilkhet is a hub of  
memories. I would like to share a memory of  2018. It 
was early 2018. I was quite new at the Dhaka campus 
and used to go to library every day. That evening there 
was member reception program in the auditorium. I 
was very excited as I was going to experience it first 
time, watching the newly qualified member in such 
an occasion. So far, I remember 8 persons qualified 
that time and the way they were greeted was really 
amazing. I actually realized that time how much 
prestigious it was for them to become a gemstone 
from a mere viewer. Since then, I am dreaming for my 
day, to be there, right on the stage.

To fulfill your future dream comes true; do you 
think the CMA qualification will be able to fulfill 
your Aspirations?

Yes, I do believe it. As I already said I am here with 
the dream to be a corporate leader. ICMAB is such an 
organization that produces leaders. It has now 1500+ 
members who are serving in different prominent roles 
both in and out of  the country. The success of  our 
distinguish members in their particular fields easily 
proved the ability of  our institute. So if  other things 
remain time oriented and I become a qualified member 
In-Sha -Allah my dream will come true through the 
help of  this prestigious CMA degree. 

[Interviewed by: Sazedul Hoq FCMA]
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ICMAB Celebrates International Women’s Day 2021

The Institute of  Cost and Management Accountants of  Bangladesh (ICMAB) celebrated the International 
Women’s Day 2021 by organizing a Discussion Session on “Women in leadership: Achieving an equal future 
in a COVID-19 world (K‡ivbvKv‡j bvix ‡bZ…Z¡, Mo‡e bZyb mgZvi wek¦)Ó  on 8th March 2021 at ICMAB Ruhul Quddus 
Auditorium, ICMA Bhaban, Nilkhet, Dhaka. 

Chief  Guest of  the program was Ms. Zuena Aziz, Principal Coordinator (SDGs), Prime Minister’s Office, 
Government of  the People’s Republic of  Bangladesh.

Secretary, Bangladesh Public Service Commission (BPSC) Mst. Asia Khatoon and President, South Asian 
Federation of  Accountants (SAFA) Mr. A. K. M. Delwer Hussain FCMA were present as special guests.

President, ICMAB Mr. Abu Bakar Siddique FCMA presided over the program. Key note address was presented 
by Rukhsana Rashid FCMA, Executive Director (PRL), Bangladesh Securities and Exchange Commission.
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Kazi Muhammad Ziauddin FCMA, Secretary of  
ICMAB delivered the welcome speech and thanked 
the honorable guests and invitees for attending 
the program. Mr. Md. Munirul Islam FCMA, Vice 
President of  ICMAB offered vote of  thanks in the 
program.

 
Speaking as the chief  guest, Zuena Aziz said that 
due to the effective policy of  the present women-
friendly government led by Honorable Prime 
Minister Sheikh Hasina, inequality between men 
and women in the country has been reduced to a 
great extent. Past Presidents, Council Members, a 
good number of  Fellow and Associate Members of  
the Institute and a large number of  running students 
attended the program.
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ICMAB delegate meets Chairman Bangladesh Securities 
and Exchange Commission

A delegation of  ICMAB led by its President Mr. Abu Bakar Siddique FCMA met Prof. Dr.Shibli Rubaiyat-ul Islam, 
Chairman Bangladesh Securities and Exchange Commission (BSEC) at his office on 16 March 2021 and discussed 
matters relating to professional interest.

The ICMAB President appraised the Chairman regarding the present status and activities of  the Institute and 
sought all out support from the Government for its further and rapid development.

The Chairman highly appreciated the role of  the professional accountants in the economic development of  the 
country and assured to provide full co-operation for the development of  CMA profession.

Among others Treasurer Mr. A.K.M. Kamruzzaman FCMA, Past President and Council Members Mr. ASM 
Shaykhul Islam FCMA and Mr. Md. Jasim Uddin Akond FCMA and Director Mirza Mostafa Walid were present 
in the meeting.

ICMAB Signs contract agreement with VAT online project, 
NBR
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The Institute of  Cost and Management Accountants of  Bangladesh (ICMAB) and VAT online project, NBR signed 
a contract agreement for providing training to customs and VAT officials on Audit & Risk Management.

Mr. Muhammad Abdullah, Executive Director, ICMAB and Mr. Kazi Mostafizur Rahman, VAT online project 
Director and NBR Comissioner signed a contract agreement at the VAT online project office in the capital on 
16th March, 2021.

Past President of  ICMAB and President of  SAFA Mr. AKM Delwer Hussain FCMA, Vice President Mr. Md. Munirul 
Islam FCMA, Secretary Kazi Muhammad Ziauddin FCMA, Council Member Mr. Md. Ali Haider Chowdhury 
FCMA and Dhaka Branch Councilors and other officials were present at the signing ceremony.

ICMAB delegate meets Governor, Bangladesh Bank
A delegation of  the Institute of  Cost and Management Accountants of  Bangladesh (ICMAB) headed by its 
President Mr. Abu Bakar Siddique FCMA called on  Mr. Fazle Kabir, Governor, Bangladesh Bank at his office on 
March 21, 2021.

ICMAB President updated the Governor about the overall affairs of  the Institute and particularly the development 
issues of  CMA profession. He also sought help of  the Governor for further development of  ICMAB and the 
Governor assured him to provide all out support and assistance to ICMAB.

Among others Past President of  ICMAB and President of  SAFA Mr. AKM Delwer Hussain FCMA, Vice President 
Mr. Md. Mamunur Rashid FCMA, Secretary Kazi Muhammad Ziauddin FCMA, Treasurer Mr. A.K.M. Kamruzzaman 
FCMA and Mr. Muhammad Abdullah, Executive Director, ICMAB were present in the meeting.

ICMAB delegate meets Dr. Md. Jafar Uddin, Senior 
Secretary, Ministry of Commerce

ICMAB President Mr. Abu Bakar Siddique FCMA and SAFA President & present Council Member of  ICMAB Mr. 
A. K. M. Delwer Hussain FCMA met Dr. Md. Jafar Uddin, Senior Secretary, Ministry of  Commerce at his office 
and greet him on his promotion as Senior Secretary on 6 April 2021. During this meeting they have discussed the 
issues regarding ICMAB.
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ICMAB’s Proposal on National Budget 2021-22 

The Institute of  Cost and Management Accountants of  Bangladesh (ICMAB) has submitted a proposal for 
National Budget for the fiscal-year 2021-22. The proposal mainly focused on investment-friendly Tax and Value 
Added tax (VAT) structure.

In a meeting with the Chairman of  National Board of  Revenue (NBR) Mr. Abu Hena Md. Rahmatul Muneem 
on March 21, 2021 at his office, a delegation of  ICMAB  led by its President Mr. Abu Bakar Siddique  submitted 
the proposal and highlighted on the importance of  the changes. Among others, former President of  ICMAB 
and current President of  South Asian Federation of  Accountants (SAFA) Mr. A K M Delwar Hussain  and Vice 
President Mr. Md. Mamunur Rashid  were also present in the meeting. 

Mr. Md. Mamunur Rashid FCMA, Vice-President of  ICMAB presented the written proposal on National Budget 
2021-2022. 

ICMAB proposed to consider the existing 20% dividend tax as ultimate tax liability to avoid double taxation. As 
per current dividend tax structure, double taxation arises when a taxpayer does not get an income tax rebate 
against the source tax deducted by dividend-paying companies. 

In the proposal, ICMAB also recommended a clear announcement of  5% tax on non-resident investors' capital 
gain from Bangladeshi listed companies, which would increase foreign investment in local bourses. Currently, 
investors are confused whether they have to pay the 15% tax on capital gain which is grossly applicable in 
Bangladesh.
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DBC NewsB R A N C H
COUNCILS activities

The following persons have been elected as new office 
bearers of 36th Dhaka Branch Council in the meeting 
held on March 09, 2021 for the year 2021

“Members’ Expectation from Dhaka Branch Council-an 
open discussion” 
The 36th Dhaka Branch Council (DBC) of  ICMAB organized its’ first program with general members titled 
“Members Expectation from Dhaka Branch Council-an open discussion” on March 16, 2021 at ICMAB Annex 
Building, ICMAB Bhaban. The meeting was presided over by the Office Bearers of  DBC and invited the members 
for an open discussion. The program was very much participatory where many members took part in the 
discussion and suggested insightful proposals which DBC and the Institute as a whole could take into consideration 
for betterment of  the profession. Among others current President Mr. Abu Bakar Siddique FCMA and past  

Mr. Md. Bakhtiar Alam FCMA
Chairman

Mr. Muhammad Nazrul Islam FCMA
Secretary

Dr. Syed Abdulla Al Mamun FCMA
Vice-Chairman

Mr. Mannan Bapari CERM, FCMA 
Treasurer
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BRANCH COUNCILS activities DBC News

 
President Mr. Md. Jasim Uddin Akond FCMA took part in the discussion. The President of  ICMAB took notes on 
the points relevant to the National Council and assured to implement on a priority basis. Office Bearers of  DBC 
took notes of  all points and assured to implement the proposals subject to their capacities and financial abilities 
and escalate the proposals relevant to National Council.  

Finally, the Office Bearers offered vote of  thanks to all the members for giving their mandate to the current 
DBC and all who joined the program despite of  COVID-19 Pandemic. The meeting was presided over by 
DBC Chairman Mr. Md. Bakhtiar Alam FCMA, Vice Chairman Dr. Syed Abdullah Al Mamun FCMA, Secretary 
Mr. Muhammad Nazrul Islam FCMA and Treasurer Mannan Bapari FCMA. A good number of  members were 
present and enjoyed the program.

ICMAB Delegates meet with Japanese Ambassador

Office Bearers of  Dhaka Branch Council (DBC) along with President of  ICMAB Mr. Abu Bakar Siddique FCMA 
met H. E. Mr. ITO Noaki, Ambassador of  Japan to Bangladesh on 25th March, 2021 at Japan Embassy, Dhaka to 
discuss on various professional matters about mutual interests and collaboration.

The meeting was very fruitful with focusing 5 key agenda offered by the delegates of  ICMAB which covered 
professional role of  ICMAB for cost and investment efficiency, better investment climate and human resource 
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BRANCH COUNCILS activities DBC News
development, joint collaboration for knowledge-based programs and employment opportunities for ICMAB 
members in Japanese companies.

H.E. Mr. Ambassador appreciated the proposals. By appreciating the economic development of  Bangladesh even 
during Covid-19 pandemic, H.E. Mr. Ambassador pointed out some key issues where ICMAB could take initiative 
with Govt. agencies for easing the business environment specially payment mode of  imported goods/services 
and reduced corporate tax rate etc. and suggested to work jointly with Japanese chambers. 

Mr. President of  ICMAB conveys his sincere gratitude and thanks to H.E. Mr. Ambassador for his precious 
presence as chief  guest in the International Webinar jointly organized by DBC-JBCCI held on January 14, 2021. 
He also highlighted that ICMAB as a national statutory professional institution of  Bangladesh can work together 
with Japanese Investors and companies to ensuring the efficiency of  Japanese investment in Bangladesh. 

Among others Mr. Md. Bakhtiar Alam FCMA, Chairman of  DBC, Dr. Syed A. Mamun FCMA, Vice-Chairman of  
DBC, Mr. Muhammad Nazrul Islam FCMA, Secretary of  DBC, Mr. Mannan Bapari FCMA, Treasurer of  DBC, and 
Mr. Tareq Rafi Bhuiyan, Secretary General JBCCI were present and participated in the discussion. 

 

Reception to the Newly Qualified CMAs

The Dhaka Branch Council (DBC) of  ICMAB organized a reception program for the newly qualified Cost 
and Management Accountants passed in June, 2020 Examination on April 01, 2021 at ICMAB Ruhul Quddus 
Auditorium, ICMAB Bhaban, Dhaka. Mr. Md. Bakhtiar Alam FCMA, Chairman of  DBC presided over the program 

while Mr. Abu Bakar Siddique 
FCMA, President of  ICMAB was 
present as the Guest of  Honor. 
Despite the serge of  2nd wave 
of  Corona virus pandemic, most 
of  the newly qualified members 
joined the program with their 
family members. President of  
ICMAB and Chairman of  Dhaka 
Branch Council awarded them 
with crest and token gift on 
behalf  of  Dhaka Branch Council. 
Each of  the newly qualified 
members express their feelings 
in front of  the audience. The 
program was conducted by 
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BRANCH COUNCILS activities DBC News
Muhammad Nazrul Islam FCMA, Secretary of  DBC while Dr. Syed Abdulla Al Mamun FCMA, Vice-Chairman of  
DBC presented the activities of  DBC with a power point. The program ended with a cake cutting session where 
SAFA President Mr. A.K.M. Delwer Hussain FCMA also join as a special invitee and vote of  thanks offered by Mr. 
Mannan Bapari FCMA, Treasurer of  Dhaka Branch Council.

 

2 day long “Certificate Course on Process & Procedure 
of Initial Public Offering (IPO), Small Capital Companies 
(SME), listing Rules & regulation and Corporate 
Governance Code”

Dhaka Branch Council organize Two days “Certificate Course on Capital Raising through Initial Public Offering 
(IPO) at ICMA Bhaban, Nilkhet, Dhaka on April 02-03, 2021. The program was presided over by DBC Chairman 
Mr. Md. Bakhtiar Alam FCMA and moderated by DBC Secretary Mr. Muhammad Nazrul FCMA. The program 
was scheduled with four technical session and resource persons of  the program were Mr. Muhammad Nazrul 
Islam FCMA, CMA (CIMA-UK), Managing Director & CEO, Sandhani Life Finance Ltd., Mr. Md. Abul Kalam, 
Director, Bangladesh Securities and Exchange Commission, Mr. Md. Rabiul Islam, Head of  Listing Department, 
Dhaka Stock Exchange 
Limited and Mr. Mohammad 
Hamdul Islam Managing 
Director & CEO, Banco 
Finance & Investment Ltd. A 
Large number of  corporate 
executives including ICMAB 
members attended the 
training programs. After 
successfully completion 
of  the training program, 
Certificate were awarded by 
the Chairman Dhaka Branch 
Council.
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CPD on “Technological Acumen with SAP- Business 
process Mapping Perspective”

Chattogram Branch Council of  the Institute of  Cost and Management Accountants of  Bangladesh (ICMAB) 
organized a CPD on “Technological Acumen with SAP- Business process Mapping Perspective” on Tuesday, 
March 09, 2021at CMA Bhaban, CDA R/A, Agrabad, Chattogram.

Mr. Md. Anisuzzaman FCA, FCMA, Chairman, Chattogram Branch Council of  ICMAB inaugurated & given 
address of  welcome at the program while Mr. Imtiaz Alam FCA, FCMA, National Council Member, ICMA 
Bangladesh and Chairman, Infinity Group of  Companies & Corporate Support Ltd.  was present as the Chief  
Guest, Mr. Mohammed Tamim Wahid Al-Helal, Head of  IT, BSRM Group of  Companies, Chattogram was 
present as the Session Chairman and Mr. Anupom Barua FCMA, General Manager (Accounts), Meghna Group 
of  Industries, Dhaka presented the Key note Paper.

While presenting the paper regarding the above captioned subject, Mr. Barua explained how the professional 
accountant would become techno accountant and what’s need to be done. He also emphasized that at present 
world’s business transaction is mostly driven by technology. “Without the knowledge of  technology, the 
professional accountants would not able to play their role in this post pandemic era”.

The Chief  Guest Mr. Imtiaz Alam FCA, FCMA expressed his views and shared practical experience. Session 
Chairman Mr. Wahid thanked CBC for arranging such a timely suited program and mentioned latest ERP and its 
use in changing professional accountant role in the business world. A large numbers of  senior Fellow & Associate 
members of  Chattogram region attended the program. The whole program was nicely conducted by Mr. Md. 
Rakibul Islam Mayshan ACMA and vote of  thanks was offered by Mr. Mohammed Nurul Huda Siddiquee FCMA, 
Chairman, CPD, Training & workshop Committee, CBC.

CBC NewsB R A N C H
COUNCILS activities
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BRANCH COUNCILS activities CBC News

New Office Bearers of Chattogram Branch Council of 
ICMAB for 2021

A meeting of  Chattogram Branch Council, ICMAB was held on March 25, 2021 at CMA Bhaban, CDA R/A, 
Agrabad, Chattogram. The council in its meeting unanimously elected Mr. Mohammad Arif  FCA, FCMA as the 
Chairman and Mr. Asadur Rahaman, FCMA as the Secretary of  Chattogram Branch Council of  ICMAB for the 
year 2021.  The council also elected Mr. Kanchan Chandra Shom, FCMA and Mr. Md. Rakibul Islam Mayshan, 
ACMA as the Vice-Chairman and the Treasurer of  CBC accordingly.

It is to be mentioned here that Mr. Mohammad Arif  FCA, FCMA is the Group Chief  Financial Officer (CFO) 
of  the Unitex Group and Mr. Asadur Rahaman, ACMA is the GM (Accounts & Finance), Pedrollo NK limited. 
Also Mr. Kanchan Chandra Shom, FCMA is the Deputy General Manager (Accounts) & Chief  Financial Officer, 
Padma Oil Company Limited & Mr. Md. Rakibul Islam Mayshan, ACMA is the Assistant Professor, Department 
of  Accounting, University of  Chittagong.

 

Virtual CPD on “Impact of Blockchain Technology in the 
Future Accounting Process”
Chattogram Branch Council of  the Institute of  Cost and Management Accountants of  Bangladesh (ICMAB) 
organized virtual CPD on “Impact of  Blockchain Technology in the Future Accounting Process “on Saturday, 
April 10, 2021 at 7.30 p.m. Mr. Mohammad Arif  FCA, FCMA, Chairman, Chattogram Branch Council of  ICMAB  

Mr. Mohammad Arif FCA, FCMA
Chairman

Mr. Asadur Rahaman, FCMA
Secretary

Mr. Kanchan Chandra Shom FCMA
Vice-Chairman           

Mr. Rakibul Islam Mayshan ACMA
Treasurer
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presided over the Program while Mr. Imtiaz Alam FCMA, FCA, National Council Member, ICMA Bangladesh 
and Chairman, Infinity Group of  companies & Corporate support Limited joined as Session Chairman. Mr. Md. 
Rakibul Islam Mayshan ACMA, Assistant Professor, Department of  Accounting, University of  Chittagong and 
Treasurer, Chattogram Branch Council presented the key note paper in the program.

While presenting his paper regarding the above subject, Mr. Mayshan delivered his speech by pointing out 
the background, definition, description, generations and aggregate impact on business of  Blockchain. He also 
explained the scope and challenges of  Blockchain and mentioned how our professional Accountants can play a 
significant role in this regards. After that Mr. Imtiaz Alam over viewed his thinking about the above mentioned 
topic and thanked CBC for organizing such a timely suited program to update its members. He illustrated some 
points related to Impact of  Blockchain Technology in the today’s Business.

A large numbers of  senior Fellows & Associates of  ICMAB, Chattogram region joined the program and took part 
in the question and answer session. The whole program was nicely conducted by Mr. Asadur Rahaman ACMA, 
Secretary, CBC and vote of  thanks was offered by Mr. Kanchan Chandra Shom FCMA, Vice-Chairman, CBC.

BRANCH COUNCILS activities CBC News

We Mourn

Mr. A.K.M. Abu Ashraf  FCMA (F-0251) 
breathed his last on Friday, 09 April, 2021 

before Jummah prayer at a Hospital of  Dhaka 
(Inna Lillahe ---------- Rajeun). He has been 

buried at his village home in B.Baria.

Mr. Mustaque Ahmad Tarafdar FCMA (F-0168) 
breathed his last 27 April, 2021 at Square 

Hospital of  Dhaka (Inna Lillahe ---------- Rajeun). 
He was under treatment of  COVID-19. 
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Member’s Achievement

Mr. Md. Mamunur Rashid FCMA, Vice President and Chairman of  Examination Committee of  ICMAB has 
been nominated as the General body Member of  the Federation of  Bangladesh Chamber of  Commerce 
& Industry (FBCCI) for the term 2021-22 and 2022-23 from the Bangladesh Ceramics Manufacturers & 
Exporters Association (BCMEA). He was also the GB member at FBCCI for the previous term 2019-20 & 
2020-2021. Currently he is holding the position of  Vice President at Bangladesh Ceramics Manufacturer’s 
and Exporters Association (BCMEA).

Presently Mr. Mamun has been working as the Deputy Managing Director at Index Group of  Companies. 
He is also serving as the member of  Board of  Directors in most of  the sister concern at Index Group. 
In addition to that he has been appointed as the Independent Director and the Chairman of  Audit 
Committee at West Zone Power Distribution Company Ltd (WZPDCL)-an Enterprise of  Bangladesh 
Power Development Board under the Ministry of  Power, Energy and Mineral Resources. He served the 
SAFA as its Executive Secretary for the year 2013.

Mr. Mamun obtained his undergraduate degree in Bachelors of  Commerce in the year 1987 and his post- 
graduation degree in Masters of  Commerce (Management) in the year 1989, securing First Class 2nd 
Position and First Class 4th Position respectively both under the University of  Dhaka.

His career lifted off when he started as an officer of  Bangladesh Steel & Engineering Corporate (BSEC). 
After that he accumulated a wealth of  experience via serving in the following influential designations and 
esteemed organizations: He served as Chief  Financial Officer at Kazi Farms Group, Director (Finance) at 
Sheba Phone, Financial Controller & Company Secretary at Summit Power Limited, Chief  Accountant at 
BRAC, and Finance Manager at Desh Group of  Companies. He also served in Government organizations 
namely, Bangladesh Power Development Board (BPDB) and Bangladesh Parjatan Corporation (BPC).

Mr. Md. Mamunur Rashid FCMA, Vice President, ICMAB has become 
General body Member of the Federation of Bangladesh Chamber of 

Commerce & Industry (FBCCI)

Mr. Md. Mamunur Rashid FCMA
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Mr. Md. Kausar Alam, FCS. FCCA(UK), ACA(England & Wales), FCMA is nominated as the General 
Body Member of  Federation of  Bangladesh Chamber of  Commerce and Industries (FBCCI) for two years 
tenure 2021-23, as a representative of  Intellectual Proper Association of  Bangladesh (IPAB). He was also 
a General Body Member of  FBCCI for the immediate past tenure 2019-21 as a representative of  IPAB. 
He is one of  the founding members of  Intellectual Property Association of  Bangladesh (IPAB) and an 
Executive Board Member and Treasurer.

Mr Alam is the Group Chief  Financial Officer and Company Secretary of  Shun Shing Group, Hong Kong, 
a multinational Cement, Shipping and Commodity group based in Hong Kong. He has over 25 years 
professional experience in global multinational, British American Tobacco and large business conglomerate 
Rahimafrooz (Bangladesh) ltd at the senior finance positions as Head of  Manufacturing Finance and Group 
CFO respectively. He has done his graduation and post-graduation from Department of  Accounting 
and Information System, University of  Dhaka and MBA from Institute of  Business Administration (IBA), 
University of  Dhaka.  

Mr. Md. Kausar Alam is an elected National Council Member of  Institute of  Cost and Management 
Accountants of  Bangladesh for the term, 2020-2022. He is a member of  Standard Setters Working group 
(SSWG) Financial Reporting Council (FRC) of  Bangladesh.  He is a Gold Doner Member of  Bangladesh 
Accounting Association (BAA).  He is an honorary Finance and Governance advisor of  a reputed NGO, 
ARK Foundation, working in health and social development sectors of  Bangladesh. Further, He is a life 
member of  Bangladesh AOTS-HIDA, Japan and Bangladesh Japan Training Institute (BJTI). He is a part 
time faculty in ICSB, ICMAB and government and private Universities and contributors in professional 
Journals. He is a permanent member of  Gulshan North Club Limited, Baridhara Cosmopolitan Club 
limited, IBA Club Limited and Gulshan Runners Club limited. Mr Alam is a life member of  Dhaka University 
Accounting Alumni Association and IBA alumni association and also a registered Graduate of  University 
of  Dhaka. He is the President, Rotary Club of  Baridhara Sunrise for the year 2020-21. In personal Life 
he is married with Dr Rumana Huque, Professor Department of  Economics, University of  Dhaka and 
blessed with a son studying in IB Standard Eleven at AISD. 

Mr. Md. Kausar Alam, FCS, FCCA, ACA, FCMA National Council Member 
of ICMAB nominated as a General Body Member of FBCCI for two years 

tenure of 2021-23

Mr. Md. Kausar Alam, FCS. FCCA, ACA, FCMA
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Mr. M. Solaiman, FCMA (F-0092) has joined in KDS Group as a Senior Executive Vice President (Corporate Affairs) under 
Chairman's, MD's, Director's, Office. Before Joining in KDS Group Mr. M. Solaiman has more than 50 (fifty) years of  working 
experience in key positions in Public, Private and Trade Bodies as Executive Director/Vice Chairman (Steel Division), KDS 
Group, Corporate General Manager/Executive Director, Akhtaruzzam Group of  Industries, Chittagong, Group General 
Manager & Company Secretary, Aramit group of  Industries, Chittagong, Head of  Accounts & Company Secretary, BSRM 
Group, Chittagong, Senior Vice President (Finance & Accounts), Salim & Brothers Group of  Industries, Group Finance Manager 
and Company Secretary, Saleah Group of  Industries, Chittagong. 

In Government Sector, he served as General Manager, Finance & Accounts and Company Secretary of  Progati Industries 
Ltd, Chittagong, Dry Dock Ltd, Chittagong Steel Mill under Bangladesh Steel and Engineering corporation BSEC, under the 
Ministry of  Industries, GoB.

He performed the current charge of  Managing Director of  Pragati Industries and Dry Dock Ltd on a number of  occasions. 

Veteran Rotarian Mr. Solaiman is also associated with trade bodies, Chittagong Chamber of  Commerce & Industry and 
Chittagong Metropolitan Chamber of  Commerce & Industry, Chittagong. Mr. Solaiman & Mrs. Raihanul Jinnath Chowdhury, 
BA, B.ED has been blessed with 3(three) sons and 1 (one) daughter.

Dr. Syed Abdulla Al Mamun FCMA (F-0892) has been appointed as the Distinguished Expert and Country Representative 
of  "Global SME Policy Network (GSPN)". This is a global think tank that aims to provide data driven policies for government 
and international organizations for SMEs from G20 countries and across the globe. GSPN has more than 70 global experts 
from 50 countries including Armenia, Australia, Brazil, Canada, Colombia, China, Denmark, Finland, France, India, Indonesia, 
Italy, Japan, Mexico, Nigeria, Norway, Russia, Saudi Arabia, Slovakia, South Korea, Spain, Sweden, Switzerland, United Arab 
Emirates, USA, UK. The Content Partner of  GSPN is World Economic Forum (WEF) Strategic Intelligence. It is also a 
knowledge partner of  L20 of  G20. 

Mr. M. Solaiman, FCMA

Dr. Syed Abdulla Al Mamun FCMA

Joining of Mr. M Solaiman FCMA in KDS Group 

Dr. Syed Abdulla Al Mamun FCMA has been appointed as the Distinguished Expert 
and Country Representative of "Global SME Policy Network (GSPN)"

90 THE COST AND MANAGEMENT
ISSN 1817-5090, VOLUME-49, NUMBER-02, MARCH-APRIL 2021



The ICMAB Council 2021

Mr.  Md. Jasim Uddin Akond FCMA
Member

Mr.  Mohammed Salim FCMA
Member

Mr. Md. Abdul Aziz FCMA
Member

Mr. Abu Sayed Md. Shaykhul Islam FCMA
Member

Mr.  A.K.M.  Delwer Hussain FCMA
Member

Kazi Muhammad Ziauddin FCMA
Secretary

Mr.  Md. Munirul Islam FCMA
Vice President

Mr. A.K.M. Kamruzzaman FCMA
Treasurer

Mr.  Md. Mamunur Rashid FCMA
Vice President

Mr.  Arif Khan FCMA
Member

Mr.  Md.  Abdur Rahman Khan FCMA
Member

Mr. Mahtab Uddin Ahmed FCMA
Member

Mr.  Abu Bakar Siddique FCMA
President



Mr. Imtiaz Alam FCMA
Member

Mr. A.H.M Shafiquzzaman
Member

Mr. Md. Mahfuzul Alam Khan 
Member

Mr. Mohammad Salauddin
Member

Dr. Mohammad Mohiuddin
Member

Mr. Abdullah Al Mamun
Member

The ICMAB Council 2021

Mr. Md. Ali Haider Chowdhury FCMA
Member

Mr. Md. Kausar Alam FCMA
Member
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