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Consumer Electronics Industry in Bangladesh: A Shift towards Personalised Experience

With a market value of BDT 20,000 crore, the 
consumer electronics sector is one of Bangladesh’s 
fastest-growing industries, with the majority of 
the product categories entirely import-dependent, 
although local companies are on the rise. With 
consumer preference for these foreign brands 
ever-increasing due to their ability to provide more 
reliable services, only a handful of local companies 
are able to cater to these needs. Despite the 
dependency on foreign brands, increased domestic 
production sparked a boom, as companies like 
Walton started exporting thanks to government 
initiatives. However, some policy contradictions 
require consistency in implementation.

A big success factor of local companies is their 
ability to embrace innovation through the adoption 
of technology and integrate existing processes to 
deliver to customers a greater value proposition 
through a personalised experience. The result is 
that customers benefit from brand atomisation, 
which means relying less on foreign brands as 

well as greater availability of consumer data flow 
through various interaction points.

With consumers demanding more convenience 
and innovative technologies, this will be the biggest 
challenge for local brands’ survival in the days to 
come, along with rising dollar prices and inflation, 
as they compete for these features with foreign 
brands as well.
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Assistant Manager 
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REMITTANCE

PRIVATE SECTOR CREDIT GROWTH

ECONOMY
AT A GLANCE

EXPORT-IMPORT 
Growth in Export Imort Trade (Last 5 Years)

Remittance Growth (Last 7 Years)

Export and Import Growth  (Last 12 Months) 

Remittance Growth (Last 12 Months)

Private Sector Credit Growth  (Last 5 Years) Private Sector Credit Growth (Last 12 Months)

Export Import Export (EPB) Growth Import (f.o.b) Growth
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 According to the 
Export Promotion 
Bureau (EPB), the 
country’s export 
earnings were USD 
4.61 billion, against 
a target export target 
of USD 4.3 billion 
in August 2022. 
The surge in export 
earnings is 36.18% 
in August 2022 
compared to the same 
month the year before.

 MONTH IN BRIEF

 Bangladesh’s 
import orders 
declined by more 
than 24%, or USD 
1.77 billion, in 
August 2022 as 
a consequence of 
regulatory measures 
to alleviate economic 
pressure from the 
currency deficit.

  The Asian 
Development 
Bank (ADB) is 
contemplating 
making a loan of 
USD 9.4 billion to 
Bangladesh over the 
course of the next 
three years to assist 
with the country’s 
post-pandemic 
recovery and the 
ongoing uncertainties 
on a global scale.

  The country’s foreign 
direct investment (FDI) 
is now USD 4.7 billion 
in FY 2021-22, which 
is a 39% increase 
compared to 3.38 
billion in the previous 
year.

  At the end of 
June 2022, non-
performing loans 
(NPL) stood at 
BDT 1,252.57 
billion, which 
is 26.30% up 
compared to a year 
ago when NPLs 
in the country’s 
banking sector 
were BDT 992.05 
billion.

 On August 
6, 2022, the 
government of 
Bangladesh raised 
oil prices by 42.5% 
to 51.6%, the 
highest price hike 
in twenty years. 
After 23 days of 
increasing prices, 
the government has 
decreased the price 
of fuel oil by BDT 5 
per litre.

  In August, 
Bangladesh 
received USD 2.03 
billion in remittances 
from overseas 
workers. This 
represents a 12.6% 
increase from the 
same month a year 
prior. 

 The ongoing fiscal 
year 2022–23 started 
with private sector credit 
growth, which was 
13.95% in July 2022 
compared to 8.38% in 
July 2021.

  According to the latest 
data from the central 
bank, LC payments 
totalled USD 5.93 billion 
in August, down from USD 
7.42 billion the previous 
month, representing a 20% 
decrease.



 5 of 40

 For the Record

DUE TO THE HIGH VALUE OF THE 
US DOLLAR, THE PRICE OF DAILY 

COMMODITIES IS NOT DECREASING IN 
THE COUNTRY. COMMODITY PRICES 
ARE EXPECTED TO FALL AFTER THE 

DOLLAR PRICE SETTLES IN THE 
COMING MONTHS.

The government should 
give farmers diesel at 
subsidised rate or cash 
incentives for irrigation. 
Otherwise farmers will 
not be able to recover the 
cost of Aman farming this 
season. 

If you want 
to reduce 
defaulted loans, 
you have to 
increase debt 
collection. 
At the same 
time, bulk 
moratorium and 
reduced number 
instalment 
facility should 
be stopped for 
the borrowers.

Tipu Munshi, Commerce Minister, Soybean oil price may come 
down: commerce minister (10 September, 2022, The Business 
Standard)

Dr Jahangir Alam Khan, Agro-
economist, on Tk5 drop in fuel 
prices after Tk46 increase (29 
August, 2022, The Business 
Standard)

Dr. A B Mirza Azizul 
Islam,Economist, on Default 
bank loans surge to record 
1.25 trillion in Bangladesh 
(September 08,2022,The 
Financial Express)

Md Serajul Islam, Spokesperson and Executive Director 
of the Central bank, on reserves drop to $39.04b as dollar 
sales continue (30 August, 2022, The Business Standard)

Rahul Anand, Division chief in the IMF’s Asia and 
Pacific Department, on Bangladesh is not in a crisis 
situation (16 August, 2022, The Business Standard)

Md Kamruzzzamn, Director, Marketing at the leading conglomerate PRAN-RFL Group, on Inflation bites 
at producers’ level. (September 04, 2022, The Financial Express)

Mohammed Mesbah Uddin, Chief Marketing Officer 
of Fair Group, on Price hike, added VAT hit handset 
sales, production (05 September, 2022, The Business 
Standard)

Md Shahidullah Azim, vice president of Bangladesh 
Garment Manufacturers and exporters Association 
(BGMEA), on Exports grow 36% YoY in August. (03 
September, 2022, The Business Standard)

AFM Safikuzzaman, DNCRP 
Director-General, on price of 
toiletries may come down in 4-5 
months (07 September 2022, The 
Business Standard)

Stabilising the dollar market is not our main 
target. The market will move at its own 

pace. We have to consider the purchase of 
some sectors of the government including 

energy. If the private or state-owned banks 
do not have dollars for LC settlements, 

dollars are sold from the central bank. We 
continue to honor it.

Bangladesh has a low 
risk of debt distress 
and is very different 

from Sri Lanka.

Wholesale prices of raw materials of almost all types of food products increased by 
30% to 40% over the last six months of the year.

All these have affected the country’s 
smartphone market. Smartphone 

sales have been declining by 10% to 
15% since May. It has decreased more 

in the last month.

In August last year there were some Covid-
induced restrictions, due to which exports 

were low. As a result, the year-on-year export 
growth is high. But if we calculate month on 
month growth for ready-made garments, we 

will see that the export amount has decreased 
compared to July. 

We regularly see oil 
prices rising along with 
rising prices in the 
world market. But if 
we look at the price of 
raw materials in the 
global market of these 
products, we can see 
that they rise and fall. 
However, the prices of 
these products are only 
increasing.
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WORLD ECONOMIC INDICATOR

Country

 Nominal 
GDP:  2021 

(USD in 
Billion) 

Real GDP 
Growth: 2021 

(Yearly % 
Change)

Inflation Point to 
Point (%)

Current 
Account 
Balance:  

(% of GDP)

Interest Rates 
(%), Ten Years 

Treasury 
Bond

Currency 
Units (Per 

USD)

Frontier Market

Sri Lanka  82.47 3.58 64.3 August-22 -4.28 26.63 358.13 

Vietnam  366.20 2.58 2.89 August-22 -0.48 3.77 23,525.00 

Kenya  109.80 7.23 8.5 August-22 -5.41 14.19 120.40 

Nigeria  441.54 3.65 19.64 July-22 -0.84 12.81 427.26 

Bangladesh  465.00 7.25 7.48 July-22 -4.02 8.19 95.00 

Emerging Markets

Brazil  1,608.08 4.62 8.73 August-22 -1.74 11.60 5.15 

Saudi Arabia  833.54 3.24 2.7 July-22 6.56 N/A 3.76 

India  3,177.92 8.95 6.71 July-22 -1.55 7.17 79.66 

Indonesia  1,186.07 3.69 4.69 August-22 0.28 7.28 14,835.20 

Malaysia  372.75 3.13 4.4 July-22 3.46 4.08 4.50 

Philippines  393.61 5.60 6.3 August-22 -1.76 6.86 56.82 

Turkey  806.80 10.99 80.21 August-22 -1.85 11.21 18.23 

Thailand  513.17 1.57 7.86 August-22 -2.12 2.60 36.39 

China  17,458.04 8.08 2.5 August-22 1.82 2.66 6.93 

Russia  1,775.55 4.70 14.3 June-22 6.87 9.44 61.50 

Developed Markets

France  2,935.49 6.98 5.8 August-22 -0.93 2.28 0.96 

Germany  4,225.92 2.79 7.9 August-22 7.43 1.70 0.98 

Italy  2,101.28 6.64 8.4 August-22 3.29 4.03 0.98 

Spain  1,426.22 5.13 10.4 August-22 0.94 2.86 0.98 

Hong Kong  368.14 6.42 1.9 July-22 11.20 3.13 7.85 

Singapore  396.99 7.61 7 July-22 18.12 3.10 1.40 

United States  22,997.50 5.68 8.5 July-22 -3.51 3.32 1.00 

Denmark  395.71 4.13 8.7 July-22 8.37 N/A 7.40 

Netherlands  1,018.68 5.04 12 August-22 9.45 2.00 0.98 

Australia  1,633.29 4.69 6.1 June-22 3.54 3.57 1.46 

Switzerland  812.55 3.72 3.5 August-22 9.30 0.97 0.96 

United Kingdom  3,187.63 7.44 10.1 July-22 -2.59 3.12 0.86 

Bangladesh Data:  The new GDP size (FY22 provisional estimate) and real GDP growth (FY22) are as per new base year. Calculation Method of CA balance (% of GDP) = CA balance 
of FY22 /Provisional GDP of FY22

Interest rate (%) 10 years TB as per September 2022, Inflation as per July 2022  and Currency Unit (per USD) as per 7th September are sourced from Bangladesh Bank  

Nominal GDP: Data of all countries apart from Bangladesh is  sourced from IMF estimates of 2021 data (April, 2022 Outlook)

Real GDP Growth and Current Account Balance:  Data of all countries apart from Bangladesh is  sourced from IMF estimates of April, 2022 data (World Economic Outlook, April 2022)

Inflation:  Data of all countries apart from Bangladesh is  sourced from tradingeconomics.com 

Interest Rates 10 Years TB and Currency Unit: Data of all countries apart from Bangladesh is  sourced from Investing.com 

PREPARED BY IDLCSL RESEARCH TEAM
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Source: Bangladesh Bank

BANKING
DATA CORNER
Prepared by IDLCSL Research Team

Foreign Exchange Reserve
(In USD Billion, Last 5 Years)
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Raiyan Rabbani: Starting its official journey 
in January 2020, Dour is serving the 
sportswear niche market by offering sports 
and gyms apparel made with modern fabrics, 
keeping functionality in mind. Would you 
kindly share with us what your inspiration 
was to enter this sector?

Abid Alam Chowdhury: I have always 
been into sports, playing almost every 
popular sport in our country. When 
I went to university in the UK, I was 
influenced by my university friends to 
join a gym. I used to visit Bangladesh 
for holidays and would train in a different 
local gym every time. This was back in 
2017 when I thought of starting Dour. I have 
been involved in the family business (RMG) on and 
off for as long as I can remember. My love for sports 
and my career path made for a perfect match to create 
an active wear brand. I saw the gap in the market. I 

saw the types of clothes people were wearing in the 
gym, which were mostly t-shirts and jeans. To make 
one aware, wearing such types of clothes can affect 
performance and is injurious to health. When we were 
young, we would beg anyone coming from abroad to 
bring a brand-shoe or hoodie. I want us Bengalis to feel 
pride in an active wear brand that is from Bangladesh 

and made in Bangladesh.

Raiyan Rabbani: The concept of 
sportswear or gym wear was not 
so popular here in Bangladesh a 
few years back. However, a trend 
towards adopting this concept has 

been observed. What factors do 
you think are driving this growing 

culture?

Abid Alam Chowdhury: I do believe it is the trend 
of a healthy lifestyle that is driving this concept of 
sportswear. It has changed with the rise of our country’s 
education level. People are more knowledgeable about 

SPOTLIGHT ON STARTUP

Dour

Abid Alam Chowdhury
Founder and CEO, Dour
Interviewed by  
Raiyan Rabbani, Team MBR

Dour is an active wear brand, manufacturer and online retailer based in Bangladesh. Dour’s products 
include high-waist intense leggings, sports bras, boxer t-shirts, biker shorts, compressed t-shirts and 
more. These sportswear are fit for purposes of going to the gym or playing any kind of sports. Team 
MBR was in a conversation with Mr Abid Alam Chowdhury, Founder and CEO, Dour, to learn about 
their inspirations and vision behind Dour.



 9 of 40

fitness now than ever. The misconception that going to 
the gym makes gym-goers only bulky has kept many of 
us away from the gym.

The rise of social media also has a huge impact. The 
millennial and younger generations are educated 
about healthy lifestyles and also their parents. Joining 
the gym or maintaining a healthy lifestyle has saved 
many people from adopting a bad lifestyle. Access to 
good quality sportswear has also improved. For many, 
sportswear clothes are now comfortable clothes. It is 
also now acceptable in classes and even in many offices 
too, especially in startups.

Raiyan Rabbani: Continuous R&D is required 
to offer functionality. What are the focal 
points that Dour keeps in mind while 
designing sportswear and gym outfits and 
developing fabrics for those products?

Abid Alam Chowdhury: The aesthetic parts of any 
clothes we made till today have always been the third 
thing in our mind as a focal point. We have invested 
heavily since 2019 in our R& D, which is on our top 
priority list.

For example, we source yarn and then make fabric 
with it, which ends up becoming the final garments we 
produce. Nowadays, we are working to source fibre to 
make our choice of yarn to make one of the smoothest 
and strongest fabrics we have ever made, that too with 
a waterproof feature. We are also focusing on creating 
sportswear for sports which are niche in our country, 
such as golf, swimming, running, cycling, etc. There is a 
scarcity of such products in the market. The availability 
of such sportswear will influence more people to play 
these sports. We do not want to be labelled as a gym 
wear brand only. We are a sportswear brand supporting 
the active lifestyle we should all aim for.

Raiyan Rabbani: Dour is generating its 
primary sales online. Does it have any plans 
to expand via retail stores in the near future?

Abid Alam Chowdhury: In the first couple of years, 
we had no such plans. But, we have been studying the 
market inside out, and it is becoming a necessity to open 

a retail shop. It is not to drive sales only. A retail shop 
will help us educate more people about sportswear. A 
huge part of the population lacks the knowledge of why 
sportswear is important. We plan to be more interactive 
by hosting shows and opening new multi-sports fields 
via the retail stores.

Raiyan Rabbani: Nearly 80% of the Dour’s 
customers are women. What are the 
motivating factors for the female customers 
to pick Dour for apparel customised for 
sports and gyms?

Abid Alam Chowdhury: We did not aim for a 
female-centric brand. To some extent, however, Dour 
has become a female-centric brand. Women in our 
country have been neglected regarding most sports. 
We want more girls to play sports. Hence, we started 
creating all types of female clothes to push as many 
girls as possible to be involved in any kind of sports or 
gym. Starting from the hijab to oversized clothes, we 
are producing almost everything. However, the sales 
trend is changing gradually. We have seen an increase 
in sales of men’s clothes in the last 12 months. We also 
plan to make clothes for children in the near future.

Raiyan Rabbani: The COVID-19 pandemic 
played a significant role in growing health 
consciousness among the masses. Would 
you please kindly share with us how it helped 
boost Dour’s growth?

Abid Alam Chowdhury: Dour started on January 
15, 2020. Sales were moderate in the beginning and 
slowed down in February as we were out of stock earlier 
than we expected. As we restocked and released our new 
collection, a pandemic hit in March 2020. Everything 
was shut down for two weeks till I got a call from my 
courier service saying that they had received approval 
from the government to make home deliveries. It struck 
me that everyone was stuck at home, on their phones, 
and the trend of home workouts had just started.

It was the best time to market my brand and push as 
much as possible. Everyone was online doing home 
workout challenges wearing Dour’s products. Dour 
was the only source for purchasing active wear at that 
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moment. The sales skyrocketed, and it was a huge boost 
for us. We never looked back after that. Surely, the 
pandemic has taught many people the importance of 
taking care of their health.

Raiyan Rabbani: Marketing and sales in the 
sportswear and gym apparel industries are 
highly dependent on celebrity endorsements 
and signed contracts with athletes and sports 
teams. What are the steps Dour is taking right 
now to make sure its target group knows 
about the brand?

Abid Alam Chowdhury: Nazia Hasan (trainer and 
coach) has been the face of Dour for the longest time 
and she has been a blessing for the brand. We want to 
focus on our Olympic athletes. Being a startup, it will 
be easier for us to afford those athletes and also help 
those athletes gain the attention they are missing. They 
deserve equal facilities and attention as any of our 
cricketers and footballers. So, focusing on athletes and 
young sports enthusiasts helps in this regard.

Raiyan Rabbani: What are the challenges 
Dour is currently facing in its path of business 

expansion? What are the measures Dour has 
taken to resolve them?

Abid Alam Chowdhury: Inflation and rising dollar 
prices have affected us. We are not able to increase our 
prices as we understand that our clothes can be a bit 
expensive for the market we are in. In order to have a 
sustainable business and continuous growth of the brand, 
we need to maintain the price point. We have taken a 
few new projects (such as multi-sports fields) in hand to 
increase Dour’s funding so that the burden of increasing 
costs does not fall on the customers. We do not want to 
take in any investors because it changes the objective of 
creating a brand. Investors seek profit first. But, we want to 
create something valuable, something that will give back 
to society.

Another problem we are facing is the low supply of 
synthetic yarn in the country, which creates the best 
sportswear for customers around the world. These are 
readily available in China at a very low price. However, due 
to our customs policy, they are becoming more expensive 
and difficult to import day by day. Hence, we have moved 
to alternatives to make our own yarn by mixing fibre. We 
are experimenting to create something similar or better.
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Written by
Akhlaqur Rahman Sachee and 
Raiyan Rabbani

CONSUMER ELECTRONICS  
INDUSTRY IN BANGLADESH:
A Shift Towards Personalised Experiencee
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COVER STORY

Nowadays, it is difficult to imagine an office, home, or 
any other residential or commercial premises without air 
conditioners, refrigerators, televisions, etc. Even though 
they were considered luxury products a few years back, 
they have become necessities these days. The consumer 
durables market consists of goods like electronics and 
home appliances that provide products that most people 
consider essential to maintaining a certain standard of 
living in order to make life more convenient by saving 
time, money, and effort.

The growing consumer confidence in Bangladesh, along 
with improved economic conditions, means demand 

for these types of products is ever increasing. Revenues 
in the consumer electronics market amount to USD 
9,843 million in 2022. The expected annual growth 
of the market is 7.94%. Televisions and refrigerators 
have a larger market share in the consumer electronics 
market in Bangladesh, as they are considered essential 
household products. There is also a change in consumers’ 
perception, who now demand a more customised and 
seamless experience through these products. Thus, it 
is up to the industry players to ensure they can cater to 
these changing demands while ensuring the availability 
of these products through all channels.

Global Market Scenario

An increase in the variety of consumer electronics in the 
global markets has significantly boosted the growth of the 
worldwide consumer electronics market. Manufacturers 
are heavily investing in integrating various digital 
technologies in consumer electronics products to provide 
a high-quality experience through customisation. More 
advanced features and integrated technologies are 
leading to better-personalised experiences. Portable and 
lightweight electronics are gaining popularity among 
consumers. Manufacturers’ response to the development 
of easy-to-use and convenient products is expected 
to drive the sales of consumer electronics across the 
globe. Manufacturers are also focusing on innovation to 
continuously bring new products to the market so that 
the lifecycles of the existing goods are less than a year or 
so. Thus, innovation has become a critical success factor 
for the survival of these companies.
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Consumer electronics are one of the most widely used 
goods worldwide. Electronics for non-commercial use 
are referred to as “consumer electronics.” The worldwide 
consumer electronics market has grown tremendously 
due to households’ increasing adoption of a broader range 
of consumer electronics. The integration of various digital 
technologies into consumer electronics appliances is 
receiving significant attention from manufacturers, who 
are also placing more and more emphasis on providing 
consumers with high-quality personalised experiences. 
Globally, the downsizing of electronic products is gaining 
ground quickly. Consumer electronic products that are 
portable and lightweight are becoming more and more 
popular among consumers. The worldwide consumer 
electronics market is expanding with the adoption of 
small electronic components. Manufacturers are shifting 
their attention to integrating various technologies in 
consumer electronics products and are increasing their 
focus on providing a customised experience. Mobile 
phones, laptops, computers, TVs, refrigerators, and 
wearable tech are some of the most popular consumer 
electronics around the world.

New products with cutting-edge features are being 
introduced as a result of the leading manufacturers’ 
increasing investments in R&D and innovation. For 
instance, Philips allocated more than USD 500 million 
to research and development in the first quarter of 
2021. Additionally, due to rising consumer awareness 
regarding power usage and its negative impacts on the 
environment, energy-efficient electronics products 
have seen tremendous growth in terms of popularity. 
Additionally, the consumer electronics business is 
expanding due to escalating investments in creating 
distribution networks and global expansion.

The outbreak of the COVID-19 pandemic in 2020 had a 
detrimental effect on the consumer electronics industry. 
The global travel bans and lockdown measures disrupted 
the supply chain and manpower shortages, resulting 

in production facilities shutting down. However, due 
to rising spending on lifestyle improvement items 
and the growing trend of working from home, several 
segments, which include dishwashers, laptops, etc., 
experienced positive growth. Additionally, during the 
global pandemic, the sales of consumer gadgets were 
significantly boosted by e-commerce platforms. The 
growing use of digital and electronic items for both 
personal and business purposes had a big effect on the 
growth of the market. 

Consumer Electronics Industry of Bangladesh

According to the Global Data Lab, in Bangladesh, having 
a population of more than 160 million, only 41.30% of 
the households have refrigerators, and 57.40% have 
televisions. So, it is comparatively a small market in 
terms of global standards. Moreover, the useful life of 
these goods usually tends to last for a longer time than 
the global benchmark. However, the lion’s share of this 
market has already been served by local manufacturers 
like Walton, dominating the market with a 26% market 
share as of last year. As per the recently published 
news in a national daily, Mr Anisur Rahman Mallick, 
Chief Business Officer of Walton’s refrigerator wing, 
said the company’s market position remained virtually 
unaltered in 2019 and 2020. However, their refrigerator 
sales dropped in 2020 as a result of the COVID-19 
pandemic. In 2021, the volume of sales climbed again. 
Their market share was 84.50% at the time.

Bangladeshi consumers mainly rely on international 
brands when it comes to consumer electronics over 
local brands. LG’s television sales jumped by 10%. On 
the other hand, Singer Bangladesh announced a 64% 
drop in television output in 2020. In the domestic 
market, Rangs, MyOne, and foreign brands such as 
Sony, Samsung, Panasonic, Toshiba, and Philips sell 
televisions. Butterfly, LG’s local business partner in 
Bangladesh, has set up a factory to make smart TVs in 
the country. 

Figure 01: Television, Radio and Multimedia Revenues Trend
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Source: Business Inspection

Source: Export Promotion Bureau (EPB)

As per a report of the Export Promotion Bureau (EPB), export performance for July 2022 was USD 5.36 million, which 
is 55.81% higher than in July 2021. The report data has been summarised below.

Table 02: Export Performance over Recent Years

Products Export for  
2021-22

Proposed 
Export Target 

of  2022-23

Strategic 
Target for 
July 2022

Export 
Performance 
for July-2022

Export 
Performance 
for July-2021

% Change 
in export 

Performance 
Over Export 

Target

% Change 
in export 

performance 
July 2022 Over 

July 2021

Electronics Products 100.10 105.00 7.10 5.36 3.44 -24.51 55.81

Bangladesh was once heavily dependent on imports of 
electronic products but is now an exporter of consumer 
electronic goods such as televisions, refrigerators, 
washing machines, etc., to the global markets, earning 
USD 22 million in foreign currency during FY2020–21. 
Data from the Export Promotion Bureau (EPB) shows 
that earnings from electronics product exports rose by 
1.28% in FY2020–21 in comparison to FY2019–20.

From the total export earnings in FY21, the highest 
USD 10.63 million came from refrigerators, USD 6.42 
million from televisions, and USD 2.27 million from 
air conditioners. According to the Export Promotion 
Bureau, Bangladesh exported freezers worth USD 1.10 
million during that time period, followed by washing 
machines worth USD 279,657, blenders worth USD 
134,132, gas stoves worth USD 150,895, rice cookers 
worth USD 317,673, electric fans worth USD 424,790, 
laptops worth USD 13,603, compressors worth USD 

900,830, and mobile phones worth USD 250,828. Walton 
was the largest exporter of such electronic goods.

Prospects of the Industry

In a recently published news report in New Age, the 
president of the Federation of Bangladesh Chambers 
of Commerce & Industries (FBCCI), Mr Md. Jashim 
Uddin said the electronics and electrical industries 
might play an important role in diversifying the 
home export basket provided the government assures 
policy support for the sector. Hire purchases, and 
new power connections across the nation will be 
the two primary growth drivers of the consumer 
electronics sector. Consumer electronics were once 
thought of as “high-end luxury products”. But, with 
Bangladesh’s urbanisation and the growth of the 
“middle and affluent consumers” (MAC), they are now 
seen as common household requirements. Consumer 
electronics businesses have begun to offer various 
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Equal Monthly Installment (EMI) offerings as a result 
of this possibility, and banks have also joined in with a 
range of credit card offers. Bangladesh has the capacity 
to develop as a centre for the production of consumer 
electronics because it has low labour costs, knowledge 
and skills in the IT industry and light engineering, and 
government incentives to welcome FDI.

In the same report published in New Age, Mr Mostofa 
Azad Chowdhury Babu, Senior Vice-President of the 
FBCCI, emphasised that the government should offer 
support to all the industries that have the potential 
to increase government revenues through exporting 
goods. Also, Mr Md. Sohel Khan, President and Co-
Chairman of the standing committee of the Bangladesh 
Television Manufacturer Association, requested the 

government to guarantee support for all sectors of 
the economy that have the potential to increase tax 
revenues for the government by exporting their goods. 
He requested the government to recognise the industry 
as a backwards-linkage industry and to provide it with 
a specific industrial zone. Also, the government has 
been asked to support the industry that manufactures 
electronic goods by giving a 15% financial incentive.

Potential Data-Driven Changes in the Industry

Changes in consumer expectations from the industry 
have been observed. Also, significant changes have 
been observed in purchasing behaviour. These changes 
primarily stem from the integration of technology. As 
technology blends in, the changes evident have been 
explained below.

Consumer Data Flow and Value Capture:

With the help of digital customer engagement models, there are considerable opportunities for brands to 
get consumer information. Where the industry participants lag, there is a chance that new entrants will 
disintermediate them. The creation of effective data control and data monetisation models will be crucial 
for the consumer electronics industry. The significance of consumer and business data will increase.

The Experience Economy:

The single largest enabler of experience is technology. It facilitates innovation, personalised engagement, 
granular insight, and next best recommendations, which is the foundation of benchmark experiences and 
the current data of consumer demand for exactly that, personalised experiences rather than just purchasing 
behaviour. So, using digital technology to create experiences is an integral part of this business.

Omni-Channel Retail:

Traditional stores will undergo a metamorphosis to stay relevant in a world where online purchases are 
growing in most categories. Omni-channel strategies will help these retailers remain relevant. Inevitably, 
e-commerce will become globalised and oligopolistic, and it will provide a platform for small retailers and 
used goods sellers to coexist. Simultaneously, profitable niches in e-commerce will also emerge.

Digital Operational Model:

The Internet of Things (IoT) will continue to propel the development of smart factories and supply chains, 
allowing for omni-channel experiences and mass product customisation. Companies that want to stay 
ahead of the competition will need to have a way to handle customer experiences, like omni-channel 
support, a flexible supply chain, and mass customisation. 
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Challenges and Way Forward

Like any other industry, the consumer electronics industry in Bangladesh is facing some unique challenges that need to 
be resolved. With the past of recovering from the aftershocks of the COVID-19 pandemic, the industry has upcoming 
challenges to wind through before attaining competitive advantage. Some of them have been discussed below.

Technology: 

Even with the advent of Digital Bangladesh, where the government promised to support the development 
of Bangladesh by going digital, the country still lacks technology in comparison to global benchmarks. 
Technologies like big data, cloud computing, etc., are at their peak in Western countries, while Bangladesh 
still lacks the proper infrastructure to adopt these. Nonetheless, there is a shortage of qualified workforce to 
use such technology to meet the ever-increasing customer demands better. To address such issues, private 
corporations need to restructure their traditional processes to determine how to better integrate existing 
processes with technology to create an impact.

Government Support of the Industry:

With increasing import prices due to global inflation, local companies are facing increased manufacturing 
costs that are affecting their profitability and hence competitiveness. This is a crucial factor as there is 
increased competition from foreign brands. To tackle this, the government can step in to protect local 
brands by means of subsidies or by increasing import quotas.

Orientation towards Quality:

Consumers in Bangladesh often have a perception of local products being inferior in quality, which is their 
major reason for switching to international brands instead. Local brands either fail to convince consumers 
of their good quality, or the products are of poor quality. A rather Japanese approach to quality, called Total 
Quality Management (TQM) practices, can help to ensure quality. It can be emphasised at each stage of 
the production process. This can then be effectively marketed as an assurance of quality to the consumer 
through the right channel.

Significant policy changes are occurring in Bangladesh, particularly with regard to the regulatory and corporate 
environments. As per the existing policies, businesses would find it much simpler to establish local assembly plants. 
Recently, the government recommended some considerable policy support for the consumer durables industries in 
order to help them meet the growing demand for their products while maintaining a good profit margin. It will be 
interesting to see how well local businesses adapt to changing customer needs through customisation and how well they 
embrace innovation to create new business models that serve customers better than their foreign competitors.
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Raiyan Rabbani: Bangladesh’s consumer 
electronics market has proliferated in recent 
years. Would you please share with us the 
underlying reasons for this accelerating 
growth?

Mohammed Mesbah Uddin: Thanks to the 
government initiatives that encouraged domestic 
production and sparked a market boom as soon as 
businesses invested billions of taka in seizing the 
opportunities of localization and lower 
costs of production for a sizable local 
market with a rapidly growing middle 
and affluent class. In other words, 
the market expanded as a result of 
widespread electrification, increased income, changing 
demographics and lifestyles, rising affordability, and 
simpler consumer financing. Along with people’s 
growing financial stability, socioeconomic shifts are 
emerging as significant advantages for the electronics 
and appliance sector, which is evident as the number of 
working women grows.

Raiyan Rabbani: Despite the fact that our 
local consumer electronics market has 
historically been dominated by foreign 
brands, over the last few decades, we’ve 
observed the rise of several local companies 
in this very competitive industry. In your 
opinion, what factors are behind the success 
of our local brands and companies?

Mohammed Mesbah Uddin: Indeed, local 
brands have expanded in terms of 
size, which is evident in Walton’s 
exporting to foreign markets. In my 
opinion, local brands focus on the 
rural segment of the population by 
catering to their needs for products 
that come up with minimum price 

tags with minimum features. It is easy to observe that 
Bangladeshi electronics manufacturers are now able 
to fulfil a large portion of the country’s demand for 
consumer electronics as the rural population is far 
larger in comparison to the urban population. Also, 
after-sales service in rural areas has also helped boost 

EXPERT OPINION ON COVER STORY

Mohammed Mesbah Uddin
Chief Marketing Officer, Fair Distribution Limited

Interviewed by  
Raiyan Rabbani, Team MBR

As the Chief Marketing Officer of Fair Distribution Limited, Mr Mohammed Mesbah Uddin plays multi-
dimensional roles including strategic planning, new business development, and stakeholder management. 
His core deliverables comprises of implementing sales, marketing, and product development programs, both 
short and long range, targeted toward existing and new markets. Team MBR was in a conversation with 
Mr Mohammed Mesbah Uddin and was fortunate enough to receive his take on the consumer electronics 
industry in Bangladesh.
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the confidence of the customers. It is also important 
to note that the government’s support for domestic 
companies that make consumer electronics has also 
helped local brands and companies grow. 

Raiyan Rabbani: Customers are now 
demanding more convenience than at any 
other time before, an example of which would 
be online delivery right at the doorsteps of 
the customer or free installation. How can 
consumer electronics companies create 
more convenience for customers to attract 
and retain them?

Mohammed Mesbah Uddin: Customers now 
demand more convenience and ease of purchase 
than ever before. To respond to these changes, most 
companies are offering home delivery, free installation, 
and satisfaction reviews. In doing so, the customers 
of local and international brands are catered to 
differently. Definitely, international brands are offering 
more features and quality. On the other hand, local 
brands are offering value for money and affordability 
with minimum features. International brands are 
dominating in major cities (divisional towns and major 
district towns), whereas local brands are dominating 
in small towns and upazilla markets by targeting the 
market segment that demands affordability.

Raiyan Rabbani: Innovation is a must in 
the consumer electronics industry. How 
innovative are our local companies in 
product and service offerings compared to 
international brands and companies?

Mohammed Mesbah Uddin: Consumer needs 
are changing due to lifestyle changes. To cater to their 
needs, much innovation is required. For example, smart 
TV production and sales in the last two years have 
dramatically increased. Bigger TVs with user-friendly 
UI and better pixel quality (4K resolution) are at the 
top of the priority list of consumers. These changes in 
demand are compelling local brands to invest in R&D, 
therefore, competing with the international brands in 
terms of features and quality.

This, however, will be the biggest challenge for local 
brands’ survival in the days to come. We have seen a 

similar scenario in India where all the local brands are 
disappearing in the course of time due to a lack of focus 
on R&D.

Raiyan Rabbani: Brand equity is a major 
factor that leads the consumer to consider 
an electronics brand as a preferred selection. 
How can a new and emerging company 
create brand equity and preference among 
its consumers?

Mohammed Mesbah Uddin: To build brand 
equity for a new and emerging company, branding 
needs to be given enough attention from the start. In 
order to build brand awareness and reputation, below-
the-line marketing must be supplemented with some 
above-the-line marketing. Below-the-line marketing 
is best suited for addressing lower-end consumers. 
But, this must also be backed by a quality-oriented 
approach from the start to build consumers’ confidence 
in the local companies. Since local companies are now 
exporting abroad, consumers’ trust in local brands has 
increased from before.

Raiyan Rabbani: The rising dollar exchange 
rate is a burning issue right now. Since most 
of the parts are imported from abroad, this 
puts pressure on manufacturing costs for 
the local companies, which is affecting their 
profitability. How are they responding to this 
in terms of cutting costs or passing on the 
increased price to the customers?

Mohammed Mesbah Uddin: There are many 
challenges in the current market scenario, and the 
rising dollar price is one of them. The inflation rate, 
cost of transportation, and the hike in the price of 
raw materials in the international market are also 
impacting the price of foreign imports. To tackle this 
issue of rising costs, companies are trying to optimize 
their cost structures to minimize the impact of such 
costs on profitability. Initiatives being taken are -

 Less spending on advertisements.

 Restructuring channel costs and emphasizing the 
online sales channel.
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 Lower buffer stocks to minimize inventory costs.

 Optimized production processes to reduce 
overhead expenses.

Raiyan Rabbani: The export of consumer 
electronics products from Bangladesh 
jumped 8.5 times in the first nine months of 
FY2020–21 despite the pandemic. What are 
the factors that drove this export growth?

Mohammed Mesbah Uddin: Though I am not 
certain of the stated statistic, I assume that some supply 
chain disruptions in China might have enhanced 
Bangladeshi exports despite the pandemic. But, 
in short, Bangladesh’s export-led growth has been 
fueled by a lot of cheap labour and duty-free access to 
markets in the EU and US thanks to new international 
agreements signed by the government. 

Raiyan Rabbani: Do you think that there 
is adequate policy support for the local 

consumer electronics companies to thrive 
and sustain in the long run?

Mohammed Mesbah Uddin: Any particular 
industry to survive in the long run, policy support is 
a must. It is impossible to have constant value addition 
without creating connections with local businesses and 
having a structured tax policy to assure the sector’s 
viability. Frequently changing policies is a big issue in 
this sector. Policies should remain consistent to ensure 
the sector’s stability.

We have observed significant changes in fiscal policy. 
VAT waiver has been withdrawn from refrigerators 
and mobile phones, which has impacted sales on top 
of other challenges. The government has imposed a 
new trade VAT on mobile phone manufacturing and 
we observed a 23% decline in sales in the months of 
June and July compared to last year. An additional 
5% VAT has been imposed on the manufacturing of 
refrigerators. However, we believe this will not impact 
sales much.
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EXCLUSIVE FEATURE

Bangladesh is one of the prime destinations for 
outsourcing, with more than half of the population 
in the prime working age range, thanks to the 
demographic dividend since 2007. It is a sector with 
huge potential to drive the nation’s economy. Since 
2010, Bangladesh’s ICT industry has grown by over 
40% yearly. Bangladesh’s ICT industry is mostly driven 
by the energy of its many young entrepreneurs and the 
government’s strong focus on Digital Bangladesh.

Here, the domestic IT-ITeS (Information Technology 
and Information Technology Enabled Services) market 
is currently worth USD 1.1 billion approximately. 

In Bangladesh, there are more than 4,500 officially 
registered ITeS and software enterprises. 43% of 
the companies are active in both the domestic and 
international markets, with 48% focusing solely on 
the domestic market and 9% only on the international 
ones.

If we talk about the definition of BPO (Business 
Process Outsourcing), it is a type of outsourcing that 
involves contracting operations and responsibilities 
to a third-party provider specialising in the type of 
service provided.

In-House vs Outsourcing

In-House Outsource

Works are done from the office with full-
time employees.

A specialised third party handles an outsourced 
operation.

Less expertise, knowledge, and skills in 
comparison to outsourcing firms.

Combined best practices of an outsourced 
team that handles many clients with more 
expertise.

Less cost-effective than outsourcing firms. More cost-effective due to its specialised 
nature.

What Is Different About the BPO Industry?

BPO firms put their focus mostly on specialised 
work within a field in which they have expertise. This 
includes a range of various broad categories of BPO 
services. Some of them have been discussed below.

Professional Outsourcing

All specialist services, such as accounting, purchasing, 
administration, legal, digital marketing, etc., fall 
under the umbrella of professional outsourcing. Many 
of the services covered by the term “Professional 
Outsourcing” demand a licence or extensive education. 
This is great for both growing the business and getting 
one-time services.

Multi-Sourcing

It is a different technique to integrate outsourced 
services. Multi-sourcing is typically a combination of 
IT and other business functions. It usually works better 
for big businesses that wish to contract out a range of 
IT services and operations to several providers. Multi-
sourcing, on the other hand, is a good option for any 
company that needs access to top experts, wants the 
best results, and wants IT projects with transparency.

IT Outsourcing

This involves hiring a supplier specifically for IT. 
This can be a better choice if there are certain IT 
requirements or if the organisation is small. Even 
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small businesses require some IT assistance to manage 
their networks, maintain security, and comply with 
licencing requirements. This is a cheap way to get those 
services. Through IT outsourcing, any firm can get 
assistance with everything from infrastructure to app 
development.

Business Process Outsourcing (BPO)

A type of outsourcing in which a corporation hires 
a third-party service provider to handle one or 
more business processes that are common to all 
other functions. All actions pertaining to a specific 
business function must be performed by a third party. 
BPO is sometimes referred to as externalisation or 
subcontracting. It was first used in manufacturing, but 
now it is used in a wide range of business operations.

Manufacturing Outsourcing

Small enterprises may not be able to manufacture their 
own products, especially when demand rises. In fact, 
outsourcing is frequently the only way to compete 
with big businesses that have more resources, the 
money to hire big teams, and the means to regularly 
upgrade their technologies. Thus, many firms 
outsource manufacturing to cut down on the expenses 
of maintaining a facility, hiring employees, purchasing 
equipment, building infrastructure and purchasing 
raw materials. Manufacturing outsourcing is becoming 
essential for businesses of all sizes as product life cycles 
in various industries continue to shorten.

Global and Local Trends

Presently, more than 400 Bangladeshi IT businesses 
export to more than 60 nations, with North America 
serving as the primary export market. Nearly 35% 
of the export revenues for Bangladeshi IT and ITeS 
companies come from US clients, 15% from the UK, 
and a handful of EU nations like Denmark and the 
Netherlands are also in the client base. Several local 
businesses also export IT-ITES services to the UAE, 
Saudi Arabia, South Africa, Malaysia, and Singapore.

The IT-ITeS sector is currently mostly concerned with 
IT goods and services. The scope of business process 
outsourcing (BPO) businesses will continue to expand 
as a result of technological advancements brought on 
by big data analytics, the Internet of Things (IoT), 3D 
imaging, and robotic process automation. Additionally, 
Bangladesh’s expanding online working sector has a 
tonne of promise, with more than 650,000 registered 
freelancers. The average annual growth rate of these 

industries here has been over 40% in the last five 
years, and this growth rate is expected to be sustained. 
The increasing trend has been demonstrated in the 
following chart.

Title: Export Trend for the Outsourcing (ITeS 
Industry)
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Freelancing has become a common job choice for young 
people in Bangladesh, particularly those in their 20s, as 
a result of the growth of the gig economy. According 
to the Oxford Internet Institute (OII), Bangladesh 
is now the second-largest supplier of online labour. 
About 500,000 of the country’s 650,000 registered 
freelancers are actively working, earning a combined 
total of USD 100 million every year. Bangladesh’s main 
rival is its neighbour India, which supplies the majority 
of the world’s online workers, nearly 24%, followed by 
Bangladesh (16%) and the United States (12%).

The chart below displays the prevalent working 
practices among independent contractors.

Source: BASIS

According to the chart, 40% of Bangladeshi freelancers 
work in sales and marketing assistance. Software 
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development and technology employ around 22% of 
the freelancers, while creative multimedia uses about 
25%. However, 10% of the freelancers have been hired 
in professions with relatively modest skill requirements, 
such as data entry and secretarial work. It is possible 
to train more people to participate in these activities. 

With a 55% market share, workers from the Indian 
subcontinent dominate the software development and 
technology sectors. The UK-based workforce holds a 
22% market share in the professional services sector, 
which includes services like accountancy, legal services, 
and business consulting.

Pros and Cons of Outsourcing

Pros Cons

It can help increase flexibility for the team as they can 
focus on other tasks and also avoid the hassle of hiring 
and managing an in-house team.

Moderate to complete loss of control over the outsourced 
activity. It may result in strategic loss of core competency 
if the function/activity is outsourced.

The organisation can focus more on strategic goals and 
direction. There is a lack of focus on tactical tasks.

The specialists in outsourcing can provide a more quality-
focused service in addition to the low-cost factor.

Dependencies on third parties may be created as a result 
of outsourcing. Data privacy issues may also arise as a 
result of outsourcing the activity.

Experience of the Outsourcing Firm

The firms should have relevant experience in the field. They need to have strong knowledge of a 
specific topic. Aside from a general business background, they must also understand the outsourcing 
organisation’s core requirements, which is crucial for a long-term relationship. This can take form 
through regular checkups on current arrangements and finding ways to improve arrangements if 
there are any.

Reliability

The potential vendor’s reliability and financial soundness are crucial because the outsourcing firm 
is heavily dependent on it. Therefore, adequate measures like insurance coverage should be taken to 
cover any risks and unforeseen problems. The company’s past and credit history should be audited, 
and measures should be taken to gather knowledge about the business before finalisation.

Data Privacy Concerns

These days, the two main issues are data security and privacy, especially for corporations. The 
technology provider chosen will have access to information about the business. The sensitive 
information should be carefully planned for as to how data management will work at the organisation 
and draw up policies and procedures on the proper usage and dissemination of this data. The vendor’s 
network and security solutions should be frequently audited to ensure the required precautions.

Success Factor of the Outsourcing Firms

The outsourcing sector has grown remarkably over the past few years. Working with an offshore team is considerably 
assisting firms in accelerating their business growth through cost savings, enhanced efficiency, and broadened frontiers 
of service delivery. Below is a list of the most important things that have helped companies in this industry grow.
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Drafting Service Level Agreements - Ensuring Quality in Outsourcing

SLA CHECKLIST

Statement of objectives

Scope of services to be covered

Service provider responsibilities

Customer responsibilities 

Performance metrics (response time,
resolution time,etc.)

Penalties for contract
breach/exclusions

Why India is Thriving in the Global Outsourcing 
Industry

One of the fastest-growing outsourcing markets 
worldwide is India. Many faraway businesses have 
entered this expanding industry thanks to the nation’s 
established communication infrastructure and low 
labour costs. India is a desirable site for businesses 
looking to outsource due to its enormous pool of highly 
skilled human resources and inexpensive cost of living. 
Some of the reasons have been summarised below.

Largest Technical and Professional Talent Pool

When it comes to having a large pool of talented 
and skilled human resources, India continues to be 
unrivalled. The country has a population of over 
1.2 billion people, and every year, 3.1 million new 
graduates enter the labour force. India is also the 

largest English-speaking country in the world, bigger 
than both the US and the UK put together. In addition 
to the huge numbers, the quality of the talent is what 
draws businesses looking to outsource.

Cheap Pricing Options

In part because businesses can save costs there, India 
continues to be a prominent outsourcing destination. 
This is mostly due to the significant disparity between 
staff expenses in India and those of affluent nations. 
For instance, a competent developer in the US can 
charge between USD 50 and USD 80 per hour (for a 
full-time staffer, depending on skills and experience). 
In contrast, it is possible to haggle a developer’s hourly 
rate down to as little as USD 15 in India. Companies 
may manage their budgets more freely and creatively 
because of this pricing flexibility, which also enables 
them to generate sizable profits.

Source: Tech Target
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Ensuring Quality Services

While cost is a major consideration in outsourcing, India continues to be the top destination due to the consistently 
excellent quality of services supplied by Indian outsourcing companies. At its annual offshore outsourcing conference, 
the National Outsourced Association (NOA) looked at the trend of many international businesses choosing India as 
their top outsourcing location. 

Prospects of the Industry

Increasing global demand for outsourcing services has boosted the growth of the BPO industry in Bangladesh. The 
growth is being fuelled by the government’s focus on “Digital Bangladesh”. Alongside the private and public investments 
in this sector, there are other factors which demonstrate the promising future of the industry. Some of them have been 
discussed below.

Large Domestic and Regional Market Opportunities:

The private sector market opportunity consists of banking, telecom, and manufacturing industries 

that are increasingly turning towards outsourcing capabilities. To meet these demand-driven 

capabilities, several ITeS firms like Wipro and Augmendix have already set up delivery centres to 

tap into this opportunity.

Attractive Business Environment through Government Policy:

Policies such as tax exemptions, 100% repatriation of capital, and dividend policies are implemented 

in order to encourage outsourcing firms. Some of the government initiatives to improve physical 

and IT infrastructure include smart grid projects, airport digitisation, etc.

Big Talent Pool:

With a big talent pool of youth, employment opportunities in this sector are widely available. Every 

year, a large number of new graduates join this community. 

Low Cost of Operation on a Global Basis:

The best things about this industry are that it has low operating costs, which saves costs, as well as 

good government incentives and cheap labour.

Government Patronage:

Some of the most important things the government is doing to help the outsourcing industry are 

IT training programmes for science graduates and IT foundation skills training for graduates who 

didn’t study science to help them find jobs in the outsourcing industry.
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VALUE PROPOSITION FOR BANGLADESH’S IT-ITES INDUSTRY

Low Cost of Operations on a Global Basis

ITeS foundation skills program: training on fundamental
programs required for non-science graduates to help them take up work
for the outsourcing industry

Mid-level management training program: covers 6000 youths
for extensive outsourcing training programs with specialized tracks on
training sessions such as digital marketing, logo designing etc. These
sessions are available online through various government based portals

Core baking solutions and call centers now operated by third
parties giving away opportunity for outsourcing firms to grab the
market.

Government initiative to make Machine Readable Passport 
and National Data Centers facilitating exchange of services 
and payments along various gateways offered.

Bangladesh offers a compelling blend of quality talent at a low cost with a risk profile much lower than commonly 
perceived. The proposition is further accentuated with pragmatic government support to boost foreign investment. 
Bangladesh has positioned itself as a strong contender for companies appraising locations for the next wave of cost 
arbitrage. There are certain challenges regarding infrastructure, adoption of technologies, and measures to create a 
harmonious ecosystem for the growth of the outsourcing industry, as well as government support to develop efficient 
payment gateways. There are also challenges when it comes to winning propositions from foreign countries in 
competition with other outsourcing countries such as India. In this way, prospects and challenges will both determine 
the future of this industry in Bangladesh.

Source: Everest Group Research
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EXPERT OPINION ON EXCLUSIVE FEATURE

Raiyan Rabbani: The BPO industry is 
experiencing rapid growth, with Bangladesh 
being the second largest supplier of online 
labor. What factors besides cheap labor, do 
you think are accelerating this growth?

Wahidur Rahman Sharif: As a large number 
of students are graduating every year, we are 
powered by a young, motivated, and 
passionate workforce. Also, because 
of the shortage of employment 
opportunities, especially 
for freshers, people are 
becoming more interested in 
working in the BPO sector. 
The local market is growing 
and the government is outsourcing its citizen services 
through the BPO companies.

Raiyan Rabbani: The government has 
undertaken several initiatives to train the 
potential young talents through various 
training programs. Do you think that these 

initiatives are helping build a labour force 

in order to cater to the industry’s diverse 

needs? How can the private sector intervene 

to help drive forward the initiatives?

Wahidur Rahman Sharif: The government has 
undertaken some great initiatives to train young 
talents in various sectors, such as information 
technologies, professional customer service, back-
office management, and some other vocational 

training courses as well. These 
programs, indeed, will boost 
the country’s economy in terms 
of creating a skilled workforce 

and thus catering to the diverse 
needs of the industry. At the same 

time, public sector organisations involve industry 
experts during the planning or requirement gathering 
phase so that industries can benefit from the skilled 
resources trained under those training programs. 
Alongside the government-provided training, I think 
it would be great if the private sector came forward 

Wahidur Rahman Sharif 
Managing Director,
Digicon Technologies Limited

Interviewed by
Raiyan Rabbani, Team MBR

Mr Wahidur Rahman Sharif is the founder and Managing Director of Digicon Technologies Limited since its 
inception (2010). He started Digicon Technologies Limited as one of the first BPO companies in Bangladesh 
with a vision to provide unparalleled expertise and efficiency to existing business processes with a mission 
to deliver solutions through the right sets of people and technologies to ensure maximum value for business. 
Team MBR was in a conversation with Mr Wahidur Rahman Sharif and was fortunate enough to receive 
his take on the BPO industry in Bangladesh.
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and conducted some workshops on real industry 
needs and on-the-job behaviour so that the youth are 
ready for jobs before they are offered.

Raiyan Rabbani: There are a wide variety 
of offshoring services, ranging from web 
development to data entry. What are the 
broad categories of services provided by our 
local BPO industry? Do you think that our 
local industry has the potential to expand 
the categories of services, including AI and 
automation?

Wahidur Rahman Sharif: Service providers in 
our industry have been providing a wide range of 
offshoring services, which include but are not limited 
to sales and customer operations, telemarketing, data 
and document processing, e-mail and chat support, 
digital marketing, virtual assistance, etc. Industry 
partners are helping clients to optimise and transform 
business processes, to be more data-driven, AI-
powered, and cloud-enabled, to work smarter, scale 
faster, be more productive, and eradicate costs across 
the enterprise with intelligent operations.

Raiyan Rabbani: One major barrier in the 
BPO industry is the lack of an efficient 
payment getaway, as it takes a lot of time 
to receive payments alongside a hefty 
amount of paperwork. Do you think that the 
introduction of PayPal will facilitate such 
transactions? What are the initiatives BPO 
firms are undertaking to make international 
transactions smooth?

Wahidur Rahman Sharif: PayPal’s Xoom service 
is available in Bangladesh. But, the PayPal Wallet is 
not. Even wallet service companies can bring their 
foreign currency without any hassle. Bangladesh Bank 
has given few policies to help with this matter. Not 
only PayPal, there are more payment gateways that are 
available now.

Raiyan Rabbani: Since the BPO firms have 
to maintain unusual working shifts due to 

their dealings with clients from different 
time zones, younger people who work 
here tend to see this sector as a temporary 
career choice. What are the ways in which 
this industry can attract and retain the right 
talents?

Wahidur Rahman Sharif: BPO provides young 
professionals with a stepping stone into a professional 
career. There are challenges in retaining talent in this 
industry. However, I think all the industries as a whole 
are becoming global, so catering services according to 
different time zones is a need of the time. I am sure 
the youths are aware of that and are well prepared to 
work in odd shifts, which would in turn help them 
to continue their studies if needed. As this industry 
employs younger generations, industry partners 
ensure best HR practises to maintain a friendly, 
enthusiastic, and yet professional workforce. This 
industry offers transferrable skills. Employees have 
started to see that and it is helping them for their 
future career.

Raiyan Rabbani: Since other companies 
outsource their activities to the BPO 
industry, there are contracts signed 
between the companies and the BPO firms 
beforehand. What are the key points BPO 
firms focus on while signing such contracts?

Wahidur Rahman Sharif: Basically, any BPO 
firm focuses on some basic elements while signing a 
legally enforceable contract. There is agreement on 
both sides, which is shown by a scope of work, set 
KPI/SLA, and agreed-upon payment terms, contract 
length, etc. 

Raiyan Rabbani: A good number of firms are 
operating in the BPO industry, and more are 
coming up every year. What are the future 
prospects and challenges of operating in 
this industry?

Wahidur Rahman Sharif: BPO in the future will 
include not only tasks that can be automated but also 
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highly technical operations. One area of growth is 
knowledge process outsourcing (KPO), a subset of 
BPO, which requires highly specialised expertise 
in areas such as digital marketing, healthcare, and 
banking. Big opportunities still exist in the internet 
market. On the other hand, dealing with highly-
demanding customers, tight budgets, crazy work 
hours and schedules, customer satisfaction, and 
attrition are just some of the challenges faced by this 
industry. Finding skilled resources is still the biggest 
challenge.

Raiyan Rabbani: Due to the increased 
availability of outsourcing platforms such as 
Fiverr, Upwork, etc., skilled individuals are 
providing various services independently. 

Do you think that the opportunities for BPO 
firms are shrinking due to the increased 
availability of such platforms? Do BPO 
firms also take the help of such platforms to 
source contracts?

Wahidur Rahman Sharif: Usually, clients who 
want the broadest offshore services are eager to work 
with a BPO company rather than any freelancing 
platform. At the end of the day, it depends upon 
the volume and scope of work for something that 
is not secure in nature. Critical and sensitive in 
nature, clients are looking for BPO companies. Those 
platforms actually help with country branding and 
later, those freelances become entrepreneurs and 
enter into the industry.



 31 of 40

IDLC NEWS
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WOMENTREPRENEUR

Bibi Russell
Founder, Bibi Productions

Interviewed by
Raiyan Rabbani, Team MBR

Bibi Productions

Raiyan Rabbani: Until 1994, you were 
pursuing a successful modeling career 
abroad. What was the biggest inspiration to 
leave such a prospective career in Europe and 
establish Bibi Productions in Bangladesh?

Bibi Russell: First and foremost, my inspiration 
came from the rural community of Bangladesh. They 
have so much to offer for the people of Bangladesh. 
Growing up within them, my motivation to come back 
to Bangladesh was to work for them. If you talk about 
my icon as a child, I would say Robi Thakur. His style 
of writing, clothing, etc., attracted me. Apart from him, 
other icons of mine were Begum Sufia Kamal, Jainul 
Abedin, Sheikh Mujib, Kamrul Hasan and many more. 
After that, education given by my family comes. All 
these led to one thing, setting up Bibi Productions 
solely by myself for the rural people of Bangladesh.

Raiyan Rabbani: Bibi Productions is doing 
business in fashion industry with a special 
focus on the betterment of the textile and 
handicrafts industry of Bangladesh. What 
impact do you think Bibi Productions have 
created on the local textile and handicrafts 
industry?

Bibi Russell: I handpicked people from the lower 
middle class who are fully trained by me. I want these 
people to continue with Bibi Productions. This will 
impact the lives of many rural community people 
whose handcrafted products will continue to be 
demanded after I pass on my affairs to them. They will 
own Bibi Productions as their own and help the rural 
community members develop their lives through better 
standards of living. Apart from that, I want to represent 
Bangladesh as an ambassador of sustainability and 

Bibi Productions is a Bangladeshi social enterprise that makes clothing and homeware designed by Bibi 
Russell promoting local fabrics and handicrafts. Bibi began in 1994 when she returned from Europe after 
living there for more than 20 years. Her mission is to revive the local textile and handicrafts industry and 
alleviate the economic situation of the craftspeople. Team MBR was in a conversation with Bibi Russell, 
Founder, Bibi Productions, to learn about her inspirations and vision behind Bibi Productions.
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fashion for development for which my enterprise comes 
to stand out. My fashion shows have been instrumental 
in taking the Bengali culture beyond borders.

Raiyan Rabbani: The products of Bibi 
Productions are unique in terms of design 
and selection of fabrics. Where do Bibi 
Productions take inspirations from to design 
its products?

Bibi Russell: Using fashion as a tool for economic 
development in the rural areas has always been the 
aim of this social enterprise. My commitment to create 
awareness and appreciation for the culture is stark in 
every item in the store. The idea of the ‘gamcha’ as a 
design base for most of my products is in its diversity. It 
is a functional fashion accessory that bridges invisible 
social gaps, whether around a rickshaw puller’s waist or 
a student’s neck.

Raiyan Rabbani: Will you 
kindly share with us what 
social objectives Bibi 
Productions is serving 
alongside doing business 
in the fashion industry?

Bibi Russell: Bibi Productions 
serves to provide livelihood for over 30,000 weavers all 
over Bangladesh, and seeks to employ many more over 
a wider area. However, its aspirations to touch aspects 
of sustainability and concern for the environment 
are also reflected in its recent line of pieces made out 
of recycled materials. Boxes made of bamboo and 
newspaper, old chips’ packets and posters, etc., are 
some examples.

Raiyan Rabbani: Bibi Productions mostly 
produces its products with locally sourced 
raw materials. How does it ensure smooth 
flow of raw materials as artisans are located 
all over the country at remote places?

Bibi Russell: Craftsmen whose products are to 
the specified standards both in terms of local and 
international markets, I give them the required design 
and they make the product. After that, these products 
are sent over to my office for further inspection and 

rectification. I give them correction over phone. If after 
that, they do not understand what changes to bring, 
they come over to my office and directly get in touch 
with me. I also carry out visits to these rural areas from 
time to time to collect samples from them directly.

Raiyan Rabbani: To start a business in the 
fashion industry back in 1994, that too being 
a woman, was surely a bold step. Did you face 
any barrier to start the business back at that 
time? How did you resolve them?

Bibi Russell: The business of handmade products is 
not an easy journey. The need of the hour is designers 
who are willing to work at the micro-level and often 
alongside people from under-privileged backgrounds. 
At that time, I invested my life’s savings in Bibi 
Productions. That was very difficult. With meager 
financial assistance, I started my office. I did not get 
any funds unlike a charity did nor do I get them now. 

It is entirely funded by me, and 
I must take care to carefully 
spend any limited money I have. 
Whatever money I earn, I invest 
in Bibi Production.

Raiyan Rabbani: During 
the COVID-19 pandemic, 

fashion industry was hit by massive 
economic downturn. How did it affect your 
business? What strategies did you undertake 
to be resilient amid the aftershock of the 
pandemic?

Bibi Russell: Artisans and craftspeople have been 
imperative for me during this global crisis, because 
they need to survive. Since they were unable to make 
any crafts and I was unable to provide them designs 
due to restrictions on travel, the effect was inevitable. 
As a result, they were unable to pay for their daily 
living expense let alone making handcrafted products. 
Currently, orders have started to increase again and 
opportunities for exports to countries like Spain have 
opened which can help to reduce the aftershock of the 
pandemic.

Raiyan Rabbani: The heritage and the people 
of Bangladesh are at the core of the business 
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of Bibi Productions. Will you kindly share with 
us how Bibi Productions is helping uphold 
Bangladeshi culture in the global arena?

Bibi Russell: Over my past career, I have received 
“Designer for Development” and “Artist for Peace” by 
UNESCO. I am also a UNESCO Goodwill Ambassador 
representing the handicraft industry all over the world, 
and especially, the poor people from my country. I also 
got a chance to work as a model with renowned brands 
like Vogue and to work alongside renowned fashion 
designers like Valentino from Italy. That is where I 
represented my country.

Raiyan Rabbani: The number of women 
entrepreneurs is significantly lower than 

the male entrepreneurs in the context of 

Bangladesh. What steps should be taken, you 

think, to promote the women entrepreneurs 

so that more of them come up?

Bibi Russell: Many women are being inspired by 
my initiative for Bibi Productions. In fact, the number 
of women selling clothes online have increased 
drastically. Women should be actively encouraged 
and promoted for setting-up their own enterprise, 
especially in rural areas. But, first, they have to focus 
on what they actually want to do. They also have to 
be resilient during challenges and work hard to set up 
their own initiative.
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CAPITAL MARKET REVIEW

Performance of Equity Markets of Bangladesh and Peer Countries

Bangladesh equity market closed the month of August 
in positive territory. During the month, the broad index 
DSEX went up by 5.3%. Blue chip index DS30 and Shariah 
index DSES escalated by 4.1% and 4.4%, respectively in 
the month of August. 

Among the regional peers, Sri Lanka reported the highest 
positive return of 17.3% followed by Vietnam (+6.1%) 
and Pakistan (5.5%). MSCI Frontier Markets Index 
performance was positive by 2.4% in August. Over 5-year 
horizon, Vietnam (+63.6%) booked the most encouraging 
return.

Liquidity Condition in Equity Market of Bangladesh

During August, the total market capitalization increased 
by 3.2%. The daily average turnover of August was BDT 
12.7 bn (USD 134.1 mn), increasing by 99.7% from that of 
the last month. Turnover velocity which represents overall 
liquidity of the market stood at 58.9% in August compared 
to 49.9% of last month. In 2021, turnover velocity of 
Bangladesh equity market was 65.3%, in comparison to 
30.1% in 2020. 

Table 2: Market capitalization and turnover 
statistics

Particulars 31-Aug-22 31-Jul-22 % change

Total market capitalization 
(USD* mn)

              
54,613 

               
52,934 3.2%

Total equity market 
capitalization (USD mn)

              
47,502 

               
45,842 3.6%

Total free float market 
capitalization (USD mn)

              
18,448 

               
17,560 5.1%

Daily Avg. Turnover (USD 
mn)

                134.1                     
67.1 99.7%

Turnover Velocity~ 58.9% 49.9% N/A

*All USD figures are converted using an exchange rate of 95.0 as of September 
04, 2022 as per Bangladesh Bank website.

~Turnover velocity is calculated by dividing monthly total turnover with month-
end market capitalization. The figures are annualized.

Table 1: Equity market performance of Bangladesh and peer countries 

Indices Index Points,  
August 2022

Return*

1M 3M YTD 12M 3Y 5Y

Bangladesh        

DSEX              6,457.2 5.3% 1.0% -4.4% -6.0% 26.7% 7.5%

DS30              2,283.1 4.1% -2.9% -9.9% -7.0% 26.8% 6.7%

DSES              1,398.7 4.4% -0.3% -2.3% -6.1% 18.2%  N/A 

Peer Countries        

Pakistan (KSE 100)            42,351.2 5.5% -1.7% -5.0% -10.7% 42.7% 2.8%

Sri Lanka (CSE - All Share)              9,071.3 17.3% 11.9% -25.8% 0.8% 54.0% 41.9%

Vietnam (VNI)              1,280.5 6.1% -0.9% -14.5% -3.8% 30.1% 63.6%

MSCI Frontier Markets Index                 753.0 2.4% -0.4% -15.4% -13.0% 1.8% -1.4%

*All returns are Holding Period Return     Source: Investing.com, MSCI, DSE
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Figure 2: Historical market P/E* and it’s median

*Price Earnings (P/E) Ratio is calculated by dividing total market capitalization of 
all profit making listed companies with their total audited annual earnings.

 Source: CEIC, DSE
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Figure 3: Current market P/E* of Bangladesh and 
peer countriesSince its inception on January 27, 2013, DSEX yielded a 

holding period return of 59.2% till August, 2022. During 
the same period, daily average turnover of the market 
amounted to BDT 6.8 bn (USD 71.2 mn) (Figure 1).

Market Valuation Level - P/E Ratio

The market P/E increased to 14.13x in August compared 
to last month’s 13.59x. It is slightly lower than the 22 
years’ median market P/E of 15.13x (Figure 2). In terms 
of trailing 12 month P/E ratio, the equity market of 
Bangladesh is the cheapest among its regional peers after 
Vietnam. (Figure 3).
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Figure 1: DSEX since inception along with market 
turnover

Majority of the large cap sectors posted positive returns 
in August 2022. Textile posted the highest positive return 
of 6.6% followed by Pharmaceuticals & Chemicals 
(+4.2%), Miscellaneous (+3.5%), Engineering (+2.9%), 
Bank (+2.5%), Fuel & Power (+2.5%), and Food & 
Allied (+0.2%). On the other hand, Telecommunication 
faced correction of 1.8%. 

Telecommunication sector has the highest dividend 
yield of 6.1% among all sectors.
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Table 3: Sector performance snapshot

Sector
Market Capitalization 

(USD mn) Return*
P/E (x)** P/BV (x)^ Dividend 

Yield~
Total Free Float 1M 3M YTD 12M 3Y 5Y

Pharmaceuticals & 
Chemicals 7,606 4,100 4.2% 0.9% 1.4% 3.4% 47.8% 58.1%  16.8  3.2 2.0%

Bank 7,126 3,839 2.5% -1.7% -3.9% -3.4% 31.1% 12.2%  6.2  0.7 3.9%

Telecommunication 6,133  676 -1.8% -4.7% -13.8% -18.9% 17.9% 6.4%  15.6  6.1 6.1%

Engineering 5,730 1,289 2.9% 0.5% -3.5% -16.8% 58.6% 27.4%  18.2  2.6 1.9%

Fuel & Power 4,848 1,400 2.5% 0.0% -0.1% -6.4% 1.5% 27.1%  11.6  1.5 5.8%

Food & Allied 4,115 1,310 0.2% -3.6% -11.9% -5.3% 40.5% 72.6%  17.9  8.8 4.3%

Miscellaneous 2,554 1,074 3.5% -3.9% -10.0% 3.5% 94.3% 134.3%  10.4  2.6 2.3%

NBFI 2,186  725 11.0% 7.0% -6.9% -14.4% 33.6% -9.1%  22.4  2.2 1.8%

Textile 1,982 1,128 6.6% 12.7% 15.8% 5.3% 34.3% 20.1%  16.9  1.2 2.2%

Cement 1,368  531 13.1% 1.7% 2.4% -13.8% 55.1% 5.8%  21.5  3.4 2.9%

Non-life Insurance 1,032  588 0.0% -2.3% -29.0% -33.8% 100.4% 142.1%  14.7  1.9 3.1%

Life Insurance 743  447 7.6% 11.5% -6.6% -8.3% 15.9% 54.0%  34.3  7.5 1.7%

Tannery 352  187 1.1% -6.7% -1.7% 26.8% 24.8% 14.0%  24.8  3.0 0.9%

IT 346  214 6.1% 0.5% 5.9% 3.2% 39.4% 7.1%  23.7  2.6 1.3%

Ceramics 354  139 5.0% 6.8% 10.9% -0.4% 41.0% 27.4%  29.0  2.2 1.9%

Travel & Leisure 325  171 20.5% 10.8% 23.9% 47.7% 53.7% 40.3%  20.4  1.1 1.4%

Paper & Printing 350  122 19.6% 26.8% -5.2% 51.3% 82.1% -9.4%  39.0  2.4 0.8%

Services & Real Estate 334 173 35.2% 27.8% 31.4% 33.6% 93.5% 25.8%  23.0  1.8 2.4%

Jute 22  12 3.8% 8.7% -0.9% -13.6% -49.2% 3.3%  115.4  6.0 0.2%

Market 48,313 18,448 5.3% 1.0% -4.4% -6.0% 26.7% 7.5%  13.0  1.9 3.5%

*All returns are Holding Period Return.

**Price Earnings (P/E) Ratio is calculated by dividing total market capitalization of all profit making listed companies with their annualized earnings.

^P/BV is calculated by dividing total market capitalization of listed companies with their respective total book values, excluding companies with negative book values.

~Dividend yield is calculated by dividing last year’s declared cash dividend with market capitalization.

Table 4: Performance of different market cap classes

Cap Class

Definition based 
on market 

capitalization 
(USD mn)

% of total equity 
Mcap

Return*
P/E (x) P/BV (x) Dividend 

Yield
1M 3M YTD 12M 3Y 5Y

Large ≥107 77.3% 1.8% -2.4% -7.0% -7.0% 57.7% 64.7% 11.9 1.9 4.0%

Mid 32-106 12.0% 9.5% 6.6% 7.8% 3.3% -27.9% -37.3% 16.8 1.7 2.2%

Small 11-31 8.0% 9.6% 9.7% 1.0% -9.6% 85.5% 59.8% 22.6 1.2 2.9%

Micro <11 2.7% 7.7% 19.4% 3.2% -1.5% -81.3% -85.1% 34.0 0.8 2.7%

Market - 100.0%   5.3% 1.0% -4.4% -6.0% 26.7% 7.5% 13.0 1.9 3.5%

*All returns are Holding Period Return

Cap Class Performance

During the month of August, all cap classes remained positive in August. Large Cap was the highest dividend yielding 
(4.0%) class.

Performance of 20 Largest Listed Companies in Bangladesh

Among the 20 largest listed companies in terms of market capitalization, LHBL (+19.9%) advanced the most, followed by 
BXPHARMA (+11.3%). On the other hand, GP (-2.2%) faced the highest correction.

Majority of these companies yielded outstanding return over longer time horizon (5 years) such as BEACONPHARMA 
(+1149.7%), BEXIMCO (+382.9%), MARICO (+207.5%), UPGDCL (+135.8%), RENATA (+110.6%) and BERGERPBL 
(+87.4%).

Among the scripts, SUMITPOWER, TITASGAS, and ICB recorded higher dividend yield compared to that of market. 
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Table 5: Snapshot of 20 largest companies in terms of market capitalization

DSE Code Sector

Market Capitalization 
(USD mn) Daily Avg. 

Turnover 
(USD mn)

Return*

P/E (x) P/ BV 
(X)

Dividend 
Yield

Total
Free
Float

1M 3M YTD 12M 3Y 5Y

GP Telecommuni-
cation 4,091 409 0.68 -2.2% -6.3% -14.6% -17.7% 5.3% -5.1% 11.6 13.7 1.7%

WALTONHIL^ Engineering 3,341 32 0.12 -0.2% -2.6% -8.8% -24.9% N/A N/A 30.3 4.2 2.6%

BATBC Food & Allied 2,950 780 1.62 -1.6% -5.8% -14.5% -6.8% 45.0% 78.9% 17.6 8.9 1.2%

SQURPHARMA Pharmaceuticals 
& Chemicals 1,970 1,287 0.97 -0.2% -2.3% -1.5% -4.4% 0.4% 4.2% 10.1 2.7 0.2%

ROBI^ Telecommuni-
cation 1,654 165 0.22 0.0% 2.0% -13.0% -29.7% N/A N/A 94.1 2.6 0.7%

RENATA Pharmaceuticals 
& Chemicals 1,478 720 0.17 0.5% -1.9% -0.1% 2.8% 50.6% 110.6% 26.3 7.3 2.2%

UPGDCL Fuel & Power 1,449 145 0.08 1.1% -4.2% -2.8% -13.1% -26.7% 135.8% 10.8 5.4 0.6%

BEXIMCO Miscellaneous 1,091 721 9.04 1.3% -12.3% -20.3% 12.6% 533.7% 382.9% 7.4 1.9 1.5%

BERGERPBL Miscellaneous 966 341 3.12 19.9% 9.3% 14.9% 1.2% 121.6% 49.9% 21.1 5.9 3.2%

MARICO Pharmaceuticals 
& Chemicals 874 44 0.05 4.4% 3.7% 3.1% 2.3% 20.7% 87.4% 27.7 11.1 1.0%

LHBL Cement 822 29 0.04 3.1% -4.2% -21.8% -26.4% 11.2% -27.6% 37.9 8.6 3.5%

ICB NBFI 820 82 0.22 0.9% 5.5% 11.1% 10.1% 52.6% 207.5% 18.8 41.4 1.8%

BXPHARMA Pharmaceuticals 
& Chemicals 776 542 1.00 11.3% -0.1% -14.2% -15.5% 126.2% 79.0% 12.1 2.2 1.5%

BRACBANK Bank 628 440 0.20 4.7% -10.2% 6.2% 25.7% 944.3% 1149.7% 49.9 20.2 3.3%

BEACONPHAR Pharmaceuticals 
& Chemicals 608 327 0.67 0.0% -6.1% -23.8% -10.5% -14.3% -16.8% 13.1 1.5 1.8%

ISLAMIBANK Bank 561 252 0.48 1.5% 2.5% 3.4% 13.4% 60.2% 17.9% 3.9 0.9 3.0%

DUTCHBANGL Bank 476 62 0.11 3.5% -0.9% -6.3% -9.5% 46.2% 79.9% 9.1 1.7 2.4%

TITASGAS Fuel & Power 442 110 0.91 3.4% 11.3% 16.8% 0.6% 36.6% 17.0% 14.9 0.6 4.2%

POWERGRID Fuel & Power 410 103 0.52 3.4% -3.0% -8.2% -0.4% 5.1% 21.1% 16.0 0.8 2.5%

BSCCL Telecommuni-
cation 396 146 0.11 2.6% -6.6% -9.5% -17.3% 5.4% 19.6% 9.9 1.2 5.2%

Market  48,313 18,448 134.07 5.3% 1.0% -4.4% -6.0% 26.7% 7.5% 13.0 1.9 3.5%

*All returns are Holding Period Return.

^WALTONHIL got listed on September 23, 2020.ROBI got listed on February 24, 2020.
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Table 6: Top ten open end funds based on 5Y return (CAGR) performance

Name Asset Management 
Company

Fund Size 
(USD mn)

NAV Return

2022 YTD* 2021 2017-2021

CAPM Unit Fund CAPM 1.8 -8.8% 29.6% 14.8%

Seventh ICB Unit Fund ICB 4.4 -3.9% 34.2% 14.3%

Second ICB Unit Fund ICB 2.2 -1.0% 41.5% 14.2%

UFS-Pragati Life Unit Fund UFS 1.3 -8.8% 27.3% 13.3%

Peninsula AMCL BDBL Unit Fund One IDLC 2.6 -14.2% 25.7% 11.8%

Sixth ICB Unit Fund ICB 3.0 -0.9% 29.6% 11.6%

Third ICB Unit Fund VIPB 3.5 -2.6% 26.0% 11.6%

Fourth ICB Unit Fund ICB 2.2 -7.1% 36.1% 11.4%

LankaBangla 1st Balanced Unit Fund ATC 4.8 -3.1% 21.9% 11.2%

ICB AMCL Pension Holders' Unit Fund ICB 4.2 -0.6% 27.5% 10.7%

Market (Broad Index) Return (%)  -5.9% 25.1% 6.1%

*Based on published NAV and DSEX point of August 25, 2022

Table 7: Top ten close end funds based on 5Y return (CAGR) performance

DSE Code Fund
Manager

Fund Size 
(USD mn)

Price1

(BDT)
NAV1

(BDT)
Price/
NAV

Dividend
Yield2 (%)

NAV Return3

Redemption  
Year 4

2022 YTD 2021 2019-
2021 2017-21

PRIME1ICBA 1,027.0 10.8 7.7 10.3 75.0% 6.5% -1.3% 35.8% 17.3% 12.4% 2030

1STPRIMFMF    288.6 3.0 17.0 14.4 117.8% 5.9% 2.3% 38.5% 17.3% 12.0% 2029

ICBSONALI1 1,038.0      10.9    7.8 10.4 75.1% 6.4% -1.0% 26.6% 13.7% 10.9% 2023

PF1STMF    594.0 6.3 10.6   9.9 107.1% 4.7% -2.2% 39.6% 16.9% 10.9% 2030

ICBEPMF1S1    750.8 7.9    7.1 10.0 70.9% 7.0% 3.4% 38.2% 17.7% 10.6% 2030

ICBAMCL2ND    546.5 5.8    8.7 10.9 79.6% 6.9% 1.8% 36.2% 16.1% 10.5% 2029

ICB3RDNRB    968.0      10.2    6.6   9.7 68.2% 7.6% 1.1% 36.2% 16.8% 10.4% 2030

GRAMEENS2 3,730.0      39.3 16.1 20.5 78.7% 9.3% -1.7% 18.2% 9.2% 9.8% 2028

CAPMBDBLMF    631.7 6.6 10.1 12.6 80.2% 7.9% 2.4% 29.9% 12.4% 9.3% 2027

RELIANCE1    882.1 9.3 11.1 14.6 76.1% 9.0% 1.0% 19.2% 8.7% 9.0% 2031

Market -5.9% 25.1% 7.9% 6.1%

1  Price as on August 28, 2022 and index value as on August 25, 2022. 

2  On last cash dividend declared.

3 CAGR computed for respected periods, except for 2021 and 2022 YTD, adjusted for dividend. YTD returns of funds debuting within the year represent return generated since 
debut, hence is not directly comparable with return of funds that operated throughout the year.

4 In reference to BSEC Press Release weGmBem/gyLcvÎ (3q LÛ)/2011/25 published on March 16, 2018, tenure of existing listed closed end mutual funds can be extended by another tenure 
equal to maximum 10 years, provided that the full tenure of the subject fund does not exceed 20 years in total. However, the mutual funds those are not willing to extend their 
tenure will still have the option to convert or wind up as per rules and regulations.

Top Performing Mutual Funds

The top ten open end mutual funds based on 5Y year CAGR outperformed the market, during the same period. Among them, 
CAPM unit Fund (+14.8%) yielded the highest return. On YTD basis, all these funds outperformed compared to market 
except Fourth ICB Unit Fund, CAPM Unit Fund and UFS-Pragati Life Unit Fund.

All the top ten closed end mutual funds on the basis of 5 years (2017-2021) outperformed the market during the same 
horizon. Among them PRIME1ICBA (+12.4%) posted the highest return. On the YTD basis, ICBEPMF1S1 (+3.4%) and 
CAPMBDBLMF (+2.4%) were the top performers.
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Foreign Participation in Equity Market of Bangladesh

Over last 5 years, Bangladesh equity market has seen a surge of foreign investment. As of July 2022, total foreign ownership 
stood at 3.8% of the total equity market capitalization, which was only 1.7% in December 2014. 

Performance of BDT and Currencies of Peer Countries against USD

Since 2015, BDT retained its value better than majority of the currencies of peer countries. While BDT depreciated by 21.8% 
against US Dollar, other currencies of neighbor countries like Vietnamese Dong (VND), Indian Rupee (INR) and Pakistani 
Rupee (PKR) lost 9.6%, 26.1% and 116.5%, respectively. 

Among all the companies with foreign ownership, BRACBANK had the highest foreign shareholding of 35.8% as of July 2022, 
followed by BXPHARMA with 28.6%. 

Source: DSE and Bangladesh Bank
~% of foreign ownership of equity market capitalization data are as of December of the respective years

Figure 4: Net foreign portfolio investment and foreign ownership as % of total equity market capitalization

2014 2015 2016 2017 2018 2019

Net Foreign Portfolio Investment (BoP, USD mn)* Foreign ownership as % of total market capitalization~

2020 2021
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Table 8: Top ten companies with highest foreign shareholding as of July 2022

Ticker Sector Foreign Shareholding*

BRACBANK Bank 35.8%

BXPHARMA Pharmaceuticals & Chemicals 28.6%

OLYMPIC Food & Allied 25.2%

RENATA Pharmaceuticals & Chemicals 22.9%

ISLAMIBANK Bank 20.6%

DBH NBFI 19.3%

BSRMLTD Engineering 17.5%

SQURPHARMA Pharmaceuticals & Chemicals 13.9%

RINGSHINE Textile 10.2%

SHEPHERD Textile 9.5%

Source: DSE

*Latest data for foreign shareholding available on DSE are as of July, 2022.   

Figure 5: Five year’s relative performance of BDT and peer currencies
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Source: Investing.com




