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President’s Memo
Aftab ul Islam, FCA

President, American Chamber of Commerce in Bangladesh

Branding of a nation is fast becom-
ing the central and critical topic of 
discussion to promote a nation in 
this fiercely growing competitive 
global marketplace. 

We feel that Bangladesh as a self-
respectful democratic nation 
having enormous potentials to 
grow needs to tap all opportuni-
ties in her disposal for securing 
its rightful place in the comity of 
world. Even a few decades ago, 
Bangladesh was an aid-dependent 
country. During that time, the gov-
ernmental efforts were basically 
focused on the ways to maximize 
the aid and assistance. But, today, 
the scenario is quite different. 
Despite all kinds of bottlenecks, 
Bangladesh is making progress. It 
is increasing her earning by way 
of exports, its remittance income 
is rising, thus developing the 
nation’s macroeconomic condi-
tion to a quite comfortable posi-
tion. Now, the time has come to 
rethink and, eventually, reposition 
the country to a modern setting 
that supports e-commerce, e-gov-
ernance, etc. which are all based 
on the universal demand for estab-
lishing a society built on the fun-
damental principles of rule of law, 
focusing on Bangladesh’s inherent 
strength, resilience, opportunities, 
challenges, cultural heritage, etc.

I take this opportunity to express 
my sincere thanks and apprecia-
tion to AmCham members and its 
well-wishers for their continued 
and remarkable support and coop-
eration to us. I hope you would all 
enjoy reading the current issue of 
AmCham Journal.

We must keep in mind that the 
international market for invest-
ment is becoming highly competi-
tive; and it is becoming scarce. For 
these reasons, we need to create an 
effective and congenial business 
atmosphere so that the investors 
are motivated to invest their capi-
tal in Bangladesh.      

We will all agree that Bangladesh 
has got immense resources and 
potentials. However, we should 
be able to demonstrate that the 
people and the political leadership 
are serious to tap these resources 
and proper and effective planning 
is underway to meet the chal-
lenges. Among many things that 
are required to be undertaken, one 
most important item comes to my 
mind is our ability to present our 
nation in a befitting manner to the 
global community - the community 
which can today communicate very 
easily among themselves and assess 
the situation quickly and decide on 
everything including investment 
decisions. For that matter, the 
country branding should receive 
the topmost priority.

We firmly believe that appropri-
ate nation branding could play an 
excellent role in attracting Foreign 
Direct Investment (FDI) in various 
sectors, especially the power sector. 
Further, proper branding of Ban-
gladesh would project the country 
to its true perspective and improve 
the dignity of the country globally. 

In our last quarterly, I emphasized 
on fixing power and energy, which 
has been seen by the vast major-
ity of the people as the most sig-
nificant and necessary element for 
growth and economic develop-
ment of the country. Currently, 
two things are most often talked 
about in the society: a) Power and 
Energy, and 2) Traffic Jam in Dhaka 
city. Both are of vital importance 
for the prospects of economic 
future of Bangladesh. In order to 
face the challenges of the short-
age of electricity and terrible traf-
fic congestion, we need to develop 
broad - based strategy comprising 
ideas of short term, medium term, 
and long term solutions. But, for 
all these things to happen, we need 
substantial amount of investment 
- local as well as Foreign Direct 
Investment (FDI) - to take place. 

Aftab ul Islam

Message
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Remarks by Ambassador James F. Moriarty
Branding Bangladesh Seminar
James F. Moriarty

U.S. Ambassador in Bangladesh
(Speech given by H.E. Ambassador James F. Moriarty at Branding Bangladesh Seminar, June 2, 2010)

Mr. Aftab ul Islam, President of the 
American Chamber of Commerce, 
Dr. Khalid Hasan, Vice President 
AmCham

Ladies and gentlemen:
Good morning,

It is indeed a pleasure to join you 
here today to talk about branding 
Bangladesh.  A Bangladesh brand 
can play a critical role boosting 
trade, increasing foreign invest-
ment, and fostering economic 
growth. Therefore, I am glad that 
a business association like the 
American Chamber of Commerce 
in Bangladesh is providing a fo-
rum to discuss this important is-
sue.  

I would like to start by sharing an 
anecdote.  In December 2008, I 
testified on Capitol Hill in Wash-
ington, DC, before the U.S. Com-
mission on International Religious 
Freedom.  I cited some economic 
statistics indicating that Bangla-
desh’s economy had grown 5-7% 

annually for nearly two decades.  
As I shared these figures, I could 
literally watch the jaws dropping 
around the room.  This story of 
steady economic progress just did 
not jibe with the widespread im-
age in the United States of Bangla-
desh as an impoverished country, 
vulnerable to famine and natural 
disasters and highly dependent 
on foreign assistance.   This re-
action underscored the fact that 
Bangladesh has a lot of work to do 
to overcome a negative interna-
tional image and to advertise the 
positive story of the progress Ban-
gladesh has achieved over the last 
two decades.

And Bangladesh certainly has 
a very positive story to tell.  
Through steady economic growth 
and innovative development pro-
grams, Bangladesh has sharply re-
duced poverty rates while making 
impressive progress in a range of 
educational and health indica-
tors.  By improving productivity 
in agriculture, the country has 
achieved near self-sufficiency in 
rice production.  The power of 
micro-credit has transformed the 
lives of millions.  And Bangladesh 
has developed a world-class ready-
made garment industry that dem-
onstrates Bangladesh is a player 
to be reckoned with in the global 
marketplace.

Despite all this, the images of 
Bangladesh that appear on CNN 
or BBC are all too often images of 
natural disasters, poverty and suf-
fering.

This leads to the 64 million dollar 
question: how does Bangladesh 
establish and sustain a positive 

brand image?  Today I would like 
to highlight two resources that 
can help achieve this goal:  the 
Bangladesh diaspora in the United 
States and the business commu-
nity, both here in Bangladesh and 
abroad.

I firmly believe the Bangladesh di-
aspora in the United States is an 
underutilized resource that can 
play a special role in developing 
and promoting the Bangladesh 
brand.  Members of the diaspora 
have already developed personal 
connections to Americans across 
our country.  Bangladesh can use 
members of its community abroad 
to serve as “brand Ambassadors.”  
Bangladesh should be doing more 
to increase and expand these peo-
ple-to-people ties.  Nothing sells 
a product better than a personal 
connection or a testimonial from 
a trusted friend.

Beyond people-to-people ties, 
Bangladeshi-American groups al-
ready organize cultural events in 
the United States.   These events 
showcase Bangladeshi culture; 
they could also serve as a mecha-
nism for promoting Brand Bangla-
desh.  Such events would help to 
project a more positive and accu-
rate image of Bangladesh. 

Similarly, educational exchang-
es and academic programs are 
another way to promote Brand 
Bangladesh.  The conferences on 
Bangladesh hosted by Harvard 
University in 2008 and 2009 at-
tracted high-caliber academic, 
government, and business minds 
to discuss key issues facing Ban-
gladesh.  Linkages between peo-
ple who think big thoughts in 
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the United States and Bangla-
desh can help define and pro-
mote Brand Bangladesh.  And 
linkages between young people, 
particularly students, create ties 
– and a positive image – that last 
a lifetime.

Of course, as the U.S. Ambassa-
dor, my focus is America and on 
the Bangladeshi diaspora there.  
But there are similar Bangladesh 
diaspora communities in other 
countries, Britain and Australia, 
for example.  I know there are ef-
forts ongoing to leverage the dias-
pora in Britain.  Bangladesh needs 
to be strategic in developing its 
brand.  It should consider linking 
up its diaspora outreach programs 
to create a truly global Brand Ban-
gladesh.

I welcome your thoughts on how 
to best leverage the diaspora to 
support a Brand Bangladesh effort.  
Bangladesh needs a coherent plan 
and a well-articulated campaign 
to harness the diaspora to support 
this endeavor.  

As members of the business com-
munity, you have a strong eco-
nomic interest in this issue.  Like 
the diaspora, the business com-
munity has the capacity to make 
or break Brand Bangladesh.  The 
more you, and your business suc-
cesses, help to project a positive 

image of Bangladesh, the more 
your businesses will prosper.  It’s a 
virtuous circle.  

By developing a Brand Bangla-
desh, you can increase and diver-
sify Bangladesh exports.  And by 
sharing the story of Bangladesh’s 
economic progress and your suc-
cessful business ventures, you can 
help to attract greater investment.  
Like members of the diaspora, 
you play a critical role in shaping 
Bangladesh’s image abroad by vir-
tue of your business relations with 
other countries and other compa-
nies. 

The opposite of the virtuous 
circle, however, is the vicious 
cycle.  Companies who have bad 
experiences in Bangladesh, par-
ticularly foreign companies, will 
tear down Brand Bangladesh far 
more quickly that it can be built 
up.  It does not take long for a 
single bad experience to make 
the rounds of the global business 
community and discourage trade 
and investment.  When U.S. 
companies or their representa-
tives are frustrated by bureaucra-
cy, inconsistent rules or unequal 
treatment, they will signal that 
Bangladesh is not a good place 
to do business - and they will do 
irreparable harm to Brand Ban-
gladesh.  

Therefore it is not simply a ques-
tion of creating a Brand Bangla-
desh that sells goods and services 
and attracts investment.  An inte-
gral part of Brand Bangladesh is 
a healthy business climate here.  
Bangladesh must strive without 
ceasing to reduce bureaucratic 
barriers to business and to ensure 
clear and consistent rules for in-
vestors.  

I am optimistic that a concerted 
effort to develop a Brand Bangla-
desh can help convey a more ac-
curate image of Bangladesh.  The 
Bangladesh diaspora and mem-
bers of the business community 
are well placed to serve as leaders 
and catalysts of this effort, in con-
junction with the government’s 
efforts to create a positive invest-
ment climate.   The people I see 
around the table here today are 
ideally suited to this effort.  The 
United States supports all efforts 
to promote economic prosperity 
in Bangladesh.

I want to thank AmCham for or-
ganizing this event to discuss a 
worthy initiative.  I would also 
like to thank everyone here today 
for contributing thoughtful and 
intelligent ideas to the concept of 
Brand Bangladesh.  I wish you all 
every success in this endeavor.

Thank you.
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AmCham in Action
A. Gafur
Executive Director, American Chamber of Commerce in Bangladesh

Now we have entered the second 
half of 2010 and feel very happy 
to present you our 10th issue of 
AmCham Quarterly Journal. In 
the last quarter, AmCham orga-
nized a very successful seminar in 
cooperation with the AmCham 

member Eastern Bank Ltd. The 
seminar was on Branding Bangla-
desh. Today appropriate brand-
ing of the nation has become a 
serious issue for Bangladesh. The 
general perception about Ban-
gladesh has been flood, cyclone, 
nonstop hartal (political strike), 
etc. However, it is true that over 
the last several years, Bangladesh 

gained to its credit so many suc-
cess stories on many fronts, but 
even then if we look at the level of 
image and perception about Ban-
gladesh, it is, unfortunately, not 
very comfortable. But, the reality 
is that what many people think 
about Bangladesh does not reflect 
the exact state of the country. Our 
strong view is that Bangladesh 
is a vibrant, forceful, youthful, 
dynamic, culturally-rich nation. 
The country is blessed with a tre-
mendous amount of potentials to 
grow and emerge rapidly as a pros-
perous and a dignified nation. 

The following are some of the 
activities carried out by AmCham 
during the last quarter.  

April 13-18, 2010: APCAC 
Spring Conference in Beijing

The Asia-Pacific Council of the 
American Chambers of Commerce 

(APCAC) held its annual spring 
conference in Singapore from April 
13-18, 2010. AmCham Bangla-
desh President Mr. Aftab ul Islam, 
Executive Director Mr. A. Gafur, 
and members, Mr. ASM Mainud-
din Monem and Col. Mujibur 
Rahman, attended the conference. 
The conference included a wide 
range of issues, like U.S. business 

competitiveness, Free Trade Agree-
ments, China’s Growth Potentials, 
Regional Security, Tax Policy, and 
Trade Liberalization. The confer-
ence was graced by the presence 
of many distinguished speakers 
including the U.S. Ambassador to 
China. It approved of the APCAC 
recommendations for Achieving 
the National Export Initiative: 
Creating Exports and Jobs through 
Trade. 

The APCAC focus in 2010 is 
supporting the U.S. National 
Export Initiative:
• Globalization in the form of 

American companies operat-
ing successfully abroad is posi-
tively correlated with growth 
in American jobs and exports.

• U.S. support for the competi-
tiveness of Americans working 
abroad is in our national inter-
est. 

• U.S. government commercial 
engagement with Asia should 
be based on active leadership 
in the Asia-Pacific Economic 
Cooperation, Congressional 
approval for the U.S.–Korea Free 
Trade Agreement, and progress 
toward joining the Tran-Pacific 
Partnership on mutually ben-
eficial commercial terms.

• We support efforts to open 
markets, improve transpar-
ency, standardize and harmo-
nize regulations, and combat 
corruption.

• The U.S. economy can particu-
larly benefit from improving 
the business environment in 
the areas of Energy and the 
Environment; Financial Ser-
vices and Investment; Infra-
structure Development; the 
Internet Economy; Pharma-
ceuticals, Medical Devices and 
Diagnostics in Healthcare; and 
Logistics and Express Delivery 
Services.

• Asia and the United States 
remain closely coupled, and 
Asia is a current and future 
engine of growth. As stimula-
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tive fiscal and monetary policy 
is gradually normalized, we 
must turn to building future 
prosperity on a regional Asia-
Pacific basis as well as within 
individual countries and mar-
kets.

A wide, deep and global recession 
was countered effectively during 
2009 by massive monetary and 
fiscal stimulus, demonstrating an 
unusual degree of policy consen-
sus and coordination. 

The global recession of 2008-09 
demonstrated two key facts:

First, we learned once again that 
the Asia is integrally linked with 
the U.S. The recession that began 
in the U.S. housing and finan-
cial markets spread quickly and 
with telling effect through the 
region.

Second, we learned that Asia 
remains a dynamic engine of 
growth. Thanks to adjustments 
made after the Asian financial 
crisis a decade ago, the region was 
able to withstand the shock of a 
global recession. Asia as a whole 
came out of recession first (some 
countries never experienced nega-
tive growth, merely lower than 
trend growth). In coming years the 
region will experience economic 
growth, social development, and 
changes in its trade and security 
institutions. 

As fiscal and monetary condi-
tions gradually normalize, the 
need will become more urgent 
to improve capital efficiency, 
shift toward private investment, 
increase consumption, foster the 
services sector, improve health 

care and education and provide 
a more robust social safety net, 
especially by fully funding pen-
sion schemes.

Regional unity may remain a 
distant prospect, but regional 
integration of trade and invest-
ment are proceeding with 

gathering momentum across 
multiple platforms and organi-
zations. For the United States, 
and we would argue, for other 
Asia Pacific economies as well, it 
is important that these changes 
support an open architecture, 
well-integrated with the global 
economy.

As an Asia-Pacific nation, the 
United States is committed to part 
in building a secure and prosper-
ous future together. Member com-
panies of APCAC fully support 
this aspiration. We must go for-
ward together.

May 25, 2010: Bangladesh 
Today: Challenges and 
Opportunities

AmCham organized its monthly 
luncheon meeting with Ms. Ellen 
Goldstein, Country Director, The 
World Bank, as its Guest of Honor 
and Speaker, who spoke on “Ban-
gladesh Today: Challenges and 
Opportunities”. In her presen-
tation, Ms. Goldstein covered 
many vital areas of the economy 
and society of Bangladesh, such 
as Accelerated Human Develop-
ment and Social Transformation, 
Macroeconomic Stability, Income 
Growth and Poverty Alleviation, 
Resilience to the Global Financial 
Crisis, Governance Environment, 
Power Supply, Investment Cli-
mate, Transport Network, Urban 
Congestion, Climate Change, 
Export Growth and Diversifica-

tion, Growing Domestic Market, 
Export of Labor, Micro, Small and 
Medium Enterprises, Key Priori-
ties, etc. 

As a part of regular AmCham Mar-
ketplace Presentation, one of its 
members, L.R. Global Bangladesh 
Asset Management Co. Ltd. made 

Asia Pacific AmCham Executive Directors seen at APCAC Meeting in Beijing
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a short presentation, on the role 
and functions of the organization.

June 02, 2010: Seminar on 
Branding Bangladesh

The American Chamber of Com-
merce in Bangladesh (AmCham) 
and the Eastern Bank Ltd. (EBL) 
jointly organized a seminar on 
Branding Bangladesh at the Dhaka 

Sheraton Hotel on June 2, 2010. 
His Excellency Mr. James F. Mori-
arty, Ambassador of the United 
States of America to Bangladesh, 
was present as the Chief Guest. 
Mr. Aftab ul Islam, President, 
AmCham, chaired the seminar 
while Mr. Mohd. Noor Ali, Chair-
man of Eastern Bank Ltd., and 
Mr. A. Gafur, Executive Director, 
AmCham Bangladesh, spoke on 
the occasion, among others.

In the seminar, Dr. Khalid Hasan, 
Managing Director, Nielsen Ban-
gladesh, and Vice President, 
AmCham Bangladesh, made a 
presentation on “Branding Ban-
gladesh-Approach and Strate-
gic Direction”. Prof. Syed Ferhat 
Anwar, Professor, IBA, Univer-
sity of Dhaka, and Chief Adviser, 
Bangladesh Brand Forum, made 
a presentation on the “Role of 
Media in Branding a Nation” and 
Mr. Aly Zaker, Managing Direc-
tor and CEO, Asiatic Marketing 
Communications Ltd., made a 
presentation on the “Social and 
Cultural Aspects of Branding Ban-
gladesh”. 

A good number of local and for-
eign dignitaries, members of the 
civil society, economists, think-
ers, members of the business 
community, Journalists, and 
AmCham members attended the 
seminar.

In the seminar, there was a detailed 
discussion on the importance of 
Branding Bangladesh. Everybody 

present in the seminar felt it was 
high time to project the nation to 
the international community. They 
also discussed on the use of modern 
methods and strategies of branding, 
and ways to make plans and imple-
ment the policies in this regard.

The seminar analyzed Branding of 
Bangladesh from different angles 
and perspectives and thereby 
attempted to focus how best Ban-
gladesh can be showcased. It also 

made useful recommendations for 
action by the government, policy 
makers, thinkers, economists, pri-

vate sector stakeholders, journalists, 
and all concerned and interested in 
Branding Bangladesh.  

June 11-20, 2010: 
Washington Doorknock

During APCAC’s annual Washing-
ton Doorknock, representatives 
from the Asia-Pacific Council of 
American Chambers of Commerce 
(APCAC) gathered in Washington 
DC, to meet the officials of the 
Executive Branch of the Obama 
Administration, Congressional 
Leaders, with an aim to advocate 
on behalf of the AmChams in 
the Asia-Pacific region. AmCham 
Bangladesh was represented at 
the Doorknock by its President 
Mr. Aftab ul Islam and Executive 
Director Mr. A. Gafur. 

June 29, 2010: Investment 
Opportunities in Bangladesh

Dr. Syed A Samad, Honorable 
Executive Chairman, Board of 
Investment, attended the event 
as Guest of Honor and Speaker. 
He made a presentation on the 
“Investment Opportunities in 
Bangladesh”. During the pre-
sentation, Dr. Samad provided 
with an overview on Bangladesh, 
its vision for 2021, its Growth 
Targets, Digital Bangladesh, 
Investment Climate, FDI Policy 

Framework and Incentives, 
Investment Opportunities, and 
Investment Facilitation.   

Dr. S.A. Samad, Honorable Executive Chairman, Board of Investment, addressing at AmCham Lunch Meeting
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Role of Media in Nation Branding: The Case of 
Bangladesh
Syed Ferhat Anwar
Professor, Institute of Business Administration, University of Dhaka and Chief Adviser, Bangladesh Brand Forum

In today’s interdependent mar-
ketplace, creating, managing and 
sustaining a country’s brand is 
crucial for long-term political and 
economic success. It is also imper-

ative that countries realize the 
importance of nation branding 
not as an attempt to merely adver-
tise through the small window of 
tourism but much beyond that. 
Following major factors positively 
shape the brand equity of a nation: 
unique differentiation, positive 
image, high prestige, attractive 
tourism, investment opportunity, 
demand for exportable products, 
dependable national asset, ade-
quate infrastructure, conducive 
environment for stakeholders, and 
last but not the least high energy 
level of people. 

In pursuing the above, one of 
the key players are invariably the 
media. One must understand and 
appreciate that it has been found 
through research that perception 
is 80 times more important than 
reality and that this gives rise to 
what is called belief. Media cre-
ates an image in the mind of 

people and thus the role of media 
becomes extremely important. On 
the other hand identity of a nation 
is built more on perception than 
reality and this identity is not nec-

essarily based on first hand experi-
ence of people but rather more so 
based on perceptions created by 
media. The main idea is to strat-
egize how we can shape the minds 
of people to feel better rather than 
worse. However, one has to be 
careful when it comes to portray-
ing the reality; any branding effort 
must be carefully designed since 
we are making a promise through 
perception building that must be 
kept; without which the brand is 
destroyed. 

Who Triggers Perception?

Many believe that great nations 
will remain great not because they 
are perceived to be so, but because 
they are great. Thus, mere promo-
tion will never help in building 
positive image, especially when 
branding nations. Moreover, for 
nations who are small, this task 
is too big for them to pursue, 
since the government is unable 
to control all the elements of 
nation branding. Furthermore, for 
reaching out to the international 
media, one must have its presence 
in those media, which for a poor 
country is very difficult, when 
considering cost of space. The 
above is a myth, since we must 
understand that the outside world 
collect information from insid-
ers. Thus, nation branding quest 
are initiated at home and gradu-
ally transmitted across boarders. 
Furthermore, nation branding 
pursuit is not merely the task of 
a single entity as the government 
or just the media; rather it is a col-
lective effort of all because it is 
a decision that you are trying to 
portray to people not only within 
the country but also the outside 
of the country. Media acts as the 
sole communicator to bring about 
a strategic alliance on issues per-
taining to image building and all 
starts from our own local media. 

Validation of the
image with every
interaction

Building 
Local

perception

Global 
Media

Diaspora

Global 
Image

Local 
Media 

(Commu
nicating 

the 
Image)
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How Do Media Behave?

The above clearly indicates that 
media is at the core FOR creat-
ing brand imagery of nations. 
However, one must understand 
that there is a circular relation-
ship between media and ‘brand 
images’ of places. Countries with-
out strong images get less coverage 
and are often left out. At the same 
time it is also true that media tend 
to attack countries with fewer 
good things and thus, they loose 
faster. Research in some societies 

indicate that both journalists and 
readers believe that if a story is to 
the disadvantage of the protago-
nist, then it is more likely that the 
‘ real truth ’ has been discovered. 
At the same time, people in gen-
eral do not like to hear negatives 
about themselves, thus positive 
news, centering a society is likely 
to sell more in that society. How-
ever, media tend to be critical to 
prove that they are unbiased. 

What is the Status of 
Bangladeshi Media?

Before moving on to the more 
strategic options available for Ban-
gladesh, let us share some basic 
statistics on readership and gen-
eral content of Bangladesh Media. 
At a global as well as local level, 
95% of Foreign Policy leaders 
spend more than one hour with 
each issue of a magazine or news-
paper and 43% spend three hours 
or more. This implies that print 

media plays a vital role in etch-
ing a picture of an economy in 
the minds of the policy makers. A 
recent research undertaken by the 
IBA students on the youth show 
that 63% of them just go through 
the headlines of the newspapers 
and develop a perception of their 
own, 13 % read the partial news 
and only 24% read the entire 
news. 93% of them are frustrated 
of discussing about the negative 
news and this has a huge impact 
on them as their belief is real. This 
implies that even the languages 

of the headlines are important for 
communicating the right message 
to the readers and the print media 
has a very big role to play.

A recent study undertaken by Niel-
son on Bangladesh media showed 
that 53% of the cover pages of the 
newspapers highlight negative 
information, 28% positive and 
19% neutral. On the other hand, 
62% of the local electronic media 
news portrays negative news, 
however in the editorial the ratio 

is 50:50. This is of major concern 
for all. Lest we forget, the image 
of Bangladesh as a corrupt nation 
is an outcome of the media. The 
question that we need to ask is, if 
the editorial reflects 50:50 while 
discussing the important issues 
of the country, it is likely that our 
media are more influenced by the 
typical perception that “the duty 
of the reporter is to identify and 
expose the hypocrisy, and not 
give up until they have found it, 
… or hint that there is something 
suspecting out there that nobody 
has yet discovered”. 

We ask ourselves, is it not true? 
– Yes, no doubt! But question is 
not that, rather we should ask our-
selves is it the right way to present 
the stories that are portrayed? We 
thus ask; should we overlook the 
truth as a Social Mirror? No, the 
challenge is - how do we represent 
this in a constructive manner. 
Furthermore, the media must also 
portray the positives of the coun-
try to create vitality in the soci-
ety. The local media has a role to 
play in imprinting the image of a 
nation in the heart of the millions 
of people out there. 

What is the Status of Brand 
Bangladesh?

To assess Brand Bangladesh, let 
us look at East West Media Model 
which is based on media percep-
tion. Interestingly, The East West 
Model which rates 200 countries 
across the world has found Bangla-
desh 181st in 2008 and 178th in 

It has to starts from 
Ground level activity 
(like, 10 major media 

(Newspaper, TV, 
Radio, etc) with a 

facilitator promoting 
positive Bangladesh) 

in 64 districts

Change in 
media 

exposed 
society ‘s 

perception 
and

behavior

Consistent 
communication 
with a focused 

vision
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2009. In the last quarter of 2009, 
Bangladesh was 76th and 31st 
in the first quarter of 2010. This 
clearly indicated a positive move 
of Bangladesh in the International 
media which perhaps is a contribu-
tion of, economic and political sta-
bility of the country during global 
financial crises, during the late 
2009 and early 2010. However, by 
the end of second quarter of 2010, 
Bangladesh stood at 146th. The 
decline is a clear indication of the 
impact of recent media coverage 
of political and industrial crises 
of the country. At the same time, 
though Bangladesh had a number 
of success stories in sectors such 
as pharmaceutical, international 
negotiations, defending human 
rights through trials of war crimi-
nals, etc; these are not depicted as 
success stories, but rather are rep-
resented with a hint of doubt.

What Strategies Should 
Bangladesh Media Pursue?

The media must understand that 
“negative plus negative is always 
equal to negative.”

Local community has to be 
strengthened from inside and we 

have to be strong and feel good 
about our country from inside 
and that probably will change cir-
cumstances and change faces of 
newspapers and other media as 
we see today. We must start talk-
ing about our “Deshi Ponno” and 
“Deshi Success”, stories in terms 
of economic emancipation and 
global recognition. The contribu-
tion of successful entrepreneurs 
and leaders must be recognized 
for other to be motivated. The fol-
lowing model is proposed.

The Bangladeshi media has played 
a successful role of awareness 
building on human rights, envi-
ronment and our liberation war. 
The role of media as watchdog is 
an example for even the United 
States where the media is moni-
tored. 

Let our media highlight on local 
success stories. PR exercise may 
be conducted in all major cities 
through social media to outline 
and highlight the successes in 
pro-poor ventures and empower-
ment. This will help in bringing 
attitudinal change in the behav-
ior through portraying success 
stories “Deshi Image Building”. 
The media should outline ways of 

transforming values and moving 
from a mediocrity mentality and 
approach to a move toward meet-
ing excellence. The objective must 
be to provide direction to the soci-
ety rather than criticize tem at 
every step.

The role of media in nation brand-
ing is a responsibility and thus 
must be undertaken with care. 
News strengthening image must 
be echoed. News weakening image 
must be portrayed as ‘to do list’ 
and built upon for future perfor-
mance. News distorting facts and 
destroying national image must 
be avoided. Media should play a 
direct role towards strengthening 
links with international media 
and transmit desired information. 
The media must survive through 
research and proper interpreta-
tion of facts not to buy cheap 
popularity. The media must not 
be directed by isolated actions.

At the end, I humbly request us 
all to work together for our Ban-
gladesh, for this is the only way 
to ensure success and survive. 
However, to make it a success: the 
promised goods must meet expec-
tations of the millions across the 
globe.
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Investing in Bangladesh
Mamun Rashid
Citi Country Officer, Citibank NA, Bangladesh

In today’s age of globalization 
and inter-regional collaboration, 
the world has become a global vil-
lage. Trade liberalization, flow of 
Foreign Direct Investment (FDI), 
and development of capital mar-
kets – all of which are the widely 
acknowledged as “the three pillars 
of globalization” – have brought 
economic prosperity to many na-
tions. At home, FDI flow, which 
reached upto US$1 billion mark 
for the first time ever in 2008, in-
creasing market capitalization in 
the bourses, and respectable GDP 
growth despite global meltdown 
ranked Bangladesh one among 
the top 3 South Asian countries. 
Very recently, in another land-
mark achievement, Bangladesh 

received Standard & Poor’s “BB-
” long-term and “B” short-term 
sovereign credit ratings for both 
foreign and local currency. Ban-
gladesh has come a long way 
since its “unknown risk” phase 
in the past to a “stable outlook” 
at present which, according to 
S&P, reflects “expectations that a 
prudent macroeconomic policy-
setting will prevail and micro-
economic reforms to gradually 
address growth constraints will 
continue”. Moody has also certi-
fied Bangladesh’s strong funda-
mentals.

Further, Bangladesh’s regulato-
ry regime vehemently supports 
private sector investment with 
incentives of 100% foreign owner-
ship, repatriation of dividend and 
the Foreign Investment Protection 
Act itself.

OPPORTUNITY SPACE AND 
INVESTMENT FEASIBILITY

Power

With the demand for power of 
approx. 5,600 MW against an av-
erage supply of 3,800 MW, there 
remains a regular gap of 1800MW 
in the country. Today only 35% of 
the population has got an access 

to electricity. Consequently, op-
portunities abound. 

The increasing power generation 
upto 8,000 MW by 2015 with 
requirements of approx. US$10 
billion is the starting point. Coal-
based Small Power Plants (SPP), 
which would require around US$ 
2 billion from joint-venture part-
ners and debt financing, should 
also be considered. Particularly, 
to reduce reliance on gas-based 
power generation in the backdrop 
of potential depletion of gas re-
serves post 2015, coal-based power 

plants present strong possibilities. 
LNG terminals should also be ex-
plored. 

On the policy front, the govern-
ment is moving forward towards 
making a policy for Public Pri-
vate Partnership (PPP), which 
will replace the existing Bangla-
desh Private Sector Infrastructure 
Guidelines (BPSIG). The “Bangla-
desh Public-Private Partnership 
Policy and Guidelines” is expected 
to incorporate provisions for spe-
cial fiscal incentives and, hence, 
be more investment-friendly. 

Telecom

Telecom is one of the fastest grow-
ing sectors in Bangladesh which 
has got approx. 54 million sub-
scribers (30% of the population) 
catered to by 6 operations (mostly 
owned by the foreign companies). 
Due to the large investment by 
NTT DoCoMo and Bharti Tele-
com, the FDI inflow has grown 
at a CAGR of more than 50%. As 
the government is unlikely to is-
sue further mobile licenses, future 
investment will be in proliferation 
of data-based services and Value 
Added Services (VAS). Implemen-
tation of 3G licenses, which have 
already been awarded to some 
operators, will also require signifi-
cant investment. 

Further opportunities lie in the 
manufacturing of handsets by 
utilizing relatively cheap labor of 
this country. With some differen-
tiation in quality, design, or price, 
Bangladesh-India joint-ventures 
can compete in this inexpensive 
phone sets market.

Healthcare 

The demand for healthcare is ris-
ing rapidly due to the increase of 
purchasing power of the growing 
middle and upper-middle income 
segments, enhancement of life 
expectancy, decline of mortality 
rates, and increase of the incidents 
of chronic and treatable diseases. 
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With an aim to address these is-
sues, private, premium priced hos-
pitals with international standard 
facilities, such as Apollo, United, 
Square, Popular, have been es-
tablishes and have become very 
popular by now. The registration 
of 200,000 patients with Apollo 
Hospitals Dhaka since 2005 is a 
testament of this popularity. 

Further, if we consider that the cit-
izens of Bangladesh spend nearly 
US $200 million abroad for mental 
treatment, we understand there is 
tremendous room to grow. Foreign 
investors can also play a bigger 
role in improving the healthcare 
standard by setting up world-class 
institutions for providing training 
to nurses and technicians belong-
ing to this field.

Education 

Today, we see a large number of 
under-graduates and graduates as-
piring towards higher education 
abroad. Here private universities 
have also grown rapidly in re-
sponse to the demand, despite the 
high premiums charged. Conse-
quently, opportunities to establish 
campuses of renowned business 
schools, affiliations with private 
universities, especially reasonably 
priced secondary and higher sec-
ondary institutions, etc abound. 

Establishment of the eminent Del-
hi Public School in Bangladesh is 
a shining example in this regard, 
which will definitely have posi-
tive repercussions on the quality 
of education in Bangladesh.

Business Process Outsourcing

The outsourcing of services is in-
creasingly popular as it allows 

organizations to focus on core 
competencies and to capitalize on 
the specialist knowledge in respec-
tive areas. While Bangladesh is still 
at the nascent phase, it must start 
pitching for Business Processing 
Outsourcing (BPO), primarily off-
shore outsourcing, now. Statistics 
shows that the global “address-
able” BPO market is worth US$122 
- US$154 billion, of which: US$ 
10+ is travel/hospitality, US$ 10 
telecoms, and US$ 20+ is finance, 
accounting, and human resource 
(HR). This is a huge market to tap 
as only 8% of that capacity was 
utilized in 2006.

Though Bangladesh is compara-
tively new in this field, there is 
a huge potential in call centers, 
data entry facilities, and such sec-
tors that can be served with low to 
medium level of skilled resources. 
The pie is big and growing. Now it 
is up to us to partner with neigh-
boring countries and investors 
and capture a slice of it. 

Pharmaceuticals

In Bangladesh, pharmaceuticals 
have gradually evolved from an 
import-based industry to a self-
manufacturing one, while export-
ing its products to 70 countries 
with a market size over US$ 750 
million. Foreign investments - ei-
ther in the form of joint-ventures 
with the companies in Bangladesh 
or other partnerships whereby 
R&D is run in laboratories in India 
with complementing manufactur-
ing plants in Bangladesh – should 
be welcomed. 

Since Bangladesh has received 
exemption from TRIPS (Trade 
Related Intellectual Property 
Rights) till 2016, the manufac-

turers’ ability to continue to pro-
duce pharmaceuticals products 
till the expiry of the exemption 
period increases the incentives 
greatly.

FMCG

Some other areas of interest could 
be FMCG (Fast Moving Consumer 
Goods) segments given Bangla-
desh’s large population with the 
progressive increase of its purchas-
ing power. . 

WAY FORWARD

Our world, as we know it, is rap-
idly changing. Change has be-
come the new constant. Today, all 
nations are competing with each 
other and racing towards higher 
echelons of economic develop-
ment. It is a race we just cannot 
afford to lose.

The present government has 
identified PPP as one of the key 
focus areas and is committed to 
attracting foreign investors to 
thrust sectors. The government 
has resolved to ensure economic 
and political stability and foster 
transparency and availability of 
information. If we move forward 
to partner with the right organi-
zation for investing in the right 
sector, only then it will result in 
mutual economic and commer-
cial benefits. Most importantly, 
we have to move at the right time 
to tap the opportunities. I believe 
that now is precisely the right 
time. 

Note: Mamun Rashid is the Citi Country Offi-

cer, Citibank NA, Bangladesh. The article is 

the excerpt of a key note paper presented at a 

seminar jointly organized by IBCCI and CII 

held in Dhaka
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From Seeds to Soap: Using Lessons from the Past 
to Market Developments for the Future
Christopher J. Grasset
Chief Strategic Advisor, Asian initiative for Nutrition Development

Many of our people remain food 
insecured and under-nourished. 
That’s what Dr. Abdur Razzaque, 
the Honorable Minister for Food 
and Disaster Management, Gov-
ernment of Bangladesh told the 
audience at an AmCham luncheon 
meeting in Dhaka more than a year 
ago. Not the least bit surprising 
perhaps, but a necessary reminder 
and call to action nevertheless, 
because the solutions to our most 
pressing social and economic prob-
lems aren’t in place.

It’s not for lack of trying. Huge 
amounts of domestic and interna-
tional development money are be-
ing thrown at the problems and, 
as The Lancet, the renowned med-
ical journal reported in January 
of 2008, effective policy and pro-
grammatic interventions are avail-
able. But then it goes on to point 
out that these interventions are 
not reaching those in need. The 
Lancet was focused on maternal 
and child under-nutrition when 
it published those observations, 
but one suspects that the situa-

tion is much the same across the 
spectrum of development issues. 
And being a medical journal The 
Lancet referred to interventions 
rather than their manifestation 
as products and technologies, but 

the bottom line is that we have 
the policies, we have internation-
al funding, we have the products 
and technologies, but we can’t de-
liver. Why not? 

Minister Razzaque spoke, as a se-
nior representative of the Govern-
ment must, at the macro level: of 
the complex interplays of subsis-
tence agriculture, commercial ag-
riculture and international trade, 
and of the tension between in-
creasing population and decreas-
ing land resources. And the last 
half of his Portfolio title, “Disaster 
Management” is in itself a stark 
reminder of the damage that the 
forces of nature can do to even the 
best of programs. But even when 
these massive constraints are taken 
into account, the success or failure 
of any attempt to deliver well ul-
timately depends on the mindsets 
of the people involved, or the peo-
ple who should be involved, and 
therein lies one of the key issues 
we need to address. Some of us  are 
focused too much on developing 
and proving the special “interven-

tions” we are convinced that peo-
ple in need must have, and all of 
us are not thinking enough about 
how a range of healthful products, 
technologies and services fit into 
their lives. It’s the social equiva-

lent of a corporation putting huge 
amounts of money into research 
and development and then large-
ly ignoring the transition of prov-
en results to effective marketing, 
distribution and other capacities 
along the value chain from inven-
tion to consumer.

The international development 
community is research oriented. 
There are many more PhD’s out 
there than MBA’s. That is as it 
should be, up to point. It is criti-
cally important that each new in-
tervention be rigorously proven 
and field tested under the objective 
processes and controls of public 
and civil sector institutions. High-
ly vulnerable people in need have 
to be protected from uncontrolled 
experimentation and exploita-
tion. To assess the effectiveness 
of these innovations and to sup-
ply that assessment, it is necessary 
to invest in early stage specialized 
production and promotion capaci-
ties. And the neediest segments of 
all communities require on-going 
targeted relief supported by gov-
ernment and civil sector financial 
and resource assistance.

But, when testing of an interven-
tion has reduced the public risk 
to manageable levels, on-going 
quality and impact monitoring 
systems have been put in place 
and the high business risks of 
producing a previously unknown 
product have been reduced to ac-
ceptable levels, a specialized inter-
vention, like any new product or 
application in any field, must take 
its place in delivery systems to 
which the person in the street can 
relate and which lend themselves 
to economies of scale; particularly 
in hard to reach rural settings. It 
is only then that a product can 
achieve its optimal impact. 

Using lessons from the past to market developments for the future
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Generally the business commu-
nity understands this. Delivering 
goods and services on a broad, sus-
tainable scale is something it does 
better than any other sector, but 
when it comes to food security and 
nutrition it seems content to stand 
in support, or even on the side-
lines of the battle and let the pub-
lic and civil sectors lead the charge. 
There seems to be an expectation 
that eventually a specialty product 
made accessible to a targeted mi-
nority through health and other 
public channels will somehow find 
its way into the shopping baskets 
of the community at large, instead 
of the other way round, or ideally 
in both directions. 

The public and civil sectors are do-
ing much of what they can and 
sometimes more than they should. 
Left to their own devices and op-
erating outside their skill sets and 
frames of reference, they too often 
attempt to deliver proven inter-
ventions by essentially repeating 
expensive and time-consuming 
field trial protocols on a broad scale 
over and over again. So it’s time 
to take another hard look at why 
the business community is not 
fully committed and how it can 
contribute to a rebalancing of the 
value chains that deliver food and 
nutrition; particularly to seriously 
underserved rural communities. 

Space doesn’t permit a detailed 
analysis in this AmCham Issue, 
but here are a few observations 
to stimulate the debate, starting 
with the most obvious. The pub-
lic and private sectors don’t work 
very well together. Much has been 
written on that subject, including 
by this author. The bottom line 
reason is that each side sees the 
other side’s efforts as being com-
petitive/conflicting rather than 
complementary. One side is slow 
and plodding and the other side 
jumps into markets with reckless 
abandon. This clearly indicates a 
serious need to adjust perspectives 
and allocate responsibilities, as 
any good CEO would do in a well 
run enterprise. It’s just a positive 
twist on the same theme. Mar-

keting needs to understand that 
R&D has to be careful and R&D 
needs to trust Marketing to take 
their outputs and run hard but 
ethically with them. But then the 
average CEO has a business model 
within which to allocate those re-
sponsibilities and to demonstrate 
complementary roles. That’s what 

is missing here and what we have 
to strive to develop.

In any event, given this current 
state of mutual distrust, the busi-
ness sector is inclined to back away 
from the perceived partnership 
risks, take the path of least resis-
tance and simply follow the public 
money by providing production 
facilities to put out product that 
can be sold in bulk to the public 
channels.  In so doing, the busi-
ness sector aligns itself with the 
segmentations and specializations 
described above, and artificial dis-
tinctions between nutrition inter-
ventions and consumer products 
are reinforced. Fortified peanut 
butter becomes an RUSF, a mul-
tivitamin product is an MNP and 
a cereal is known as an RUSF and 
the fact that nutrition commodi-
ties are fast-moving consumer 
goods by any reasonable defini-
tion of that term gets lost in the 
fog. They aren’t seen or treated in 
the ordinary course as food, food 
supplements, or over the counter 
pharmaceuticals. And modern, 
urban-oriented marketing models 
(a boutique and an app for every 
vertical) reinforce these misdirec-
tions, so that development efforts 
get wrapped up into tighter and 
tighter knots of specialization. 

The more specialized we become, 
the more we retreat into silos that 
inhibit good, trusting partner-
ships; especially the partnerships 
necessary to meet rural needs. As 
we all know, Bangladesh is full of 
NGO’s and other well meaning or-
ganizations each promoting their 
interests in one of a bewildering 

array of products and services to 
the same small communities. This 
has a number of negative effects.  
There is continuous competi-
tion for vertical funding, rather 
than partnership development. 
There are calls for further research 
spending without an operational 
framework for identifying and pri-
oritizing real gaps in the delivery 
systems. Opportunities to reduce 
prices, and increase accessibility 
through economies of scale are 
missed. And most importantly, 
rural families living simple agrar-
ian lives have no familiar context 
within which to understand the 
products and technologies being 
thrust upon them. 

It’s time to stand back and come 
at the problem from their per-
spective and to think about how 
they live. The day to day struggle 
of the average villager is about 
eating sufficiently year round to 
stay healthy and strong enough 
to earn cash from crops and la-
bor to buy basic goods and ser-
vices, including food and health 
care. It’s a circle that gets broken 
at any number of points. These 
consumers-in-need make no arti-
ficial organizational distinctions 
between food and nutrition. They 
don’t segment their lives into 

Using lessons from the past to market developments for the future
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compartments.  Their lives are a 
continuum of food growing, food 
processing, food preparation and 
food and hygiene product pro-
curement, all conducted in the 
minefi elds of economic hardship 
and natural disaster.

Viewed from this perspective, The 
Lancet’s observation that we already 
have all the interventions is vali-
dated. Proven interventions from 
the R&D efforts of the internation-
al food and nutrition communi-
ties cover a fi eld-to-table spectrum 
ranging from the growing of sub-
sistence and market crops with 
improved seed strains, through the 
processing of the resulting crops 
into food using a range of small-
scale and commercial vitamin and 
mineral fortifi cation technologies, 
to the preparation and delivery 
of those foods in the home using 
home fortifi cation interventions. 
Delivery, particularly to children, 
the most at-risk members of the 
family, can be enhanced with im-
proved hygiene products and the 
transfer of knowledge about such 
pressing issues as exclusive breast 
feeding and early childhood devel-
opment practices.

Most importantly, from this per-
spective we can also recognize a vi-
able delivery model that works, is 
time tested and is the antithesis of 
our current “boutique “approach. 
For centuries, the staple needs of 
rural communities have been well 
served by general stores.  Wheth-
er these market enterprises were 
known locally as trading posts, 
village shops or some other term, 
they all offered a locally oriented 
inventory of agricultural supplies, 

tools, food and hygiene staples, 
combined with an exchange of in-
formation that made them pivotal 
community gathering places and 
part of the local cultural fabric. 
They were and remain economi-
cally viable because their supply 
chains and their one-stop appeal 
to the needs of the vast majority 
of the community constitute the 
only way that relatively small vol-
umes of each product in a retail 
range can be delivered effectively. 
This is a tangible delivery model 
around which we can develop 
viable partnerships; where each 
party’s role can be defi ned and 
demonstrated and where the real 
gaps in the delivery systems can 
be identifi ed and prioritized. 

This “general store model” is not 
proposed as a substitute for many 
of the public and civil sector ini-
tiatives and programs currently in 
operation around the world. It is 
proposed as a complement to them 
and an economically sustainable 
market outlet for proven inter-
ventions and the demands which 
they may generate. There should 
be no dilution of the objective 
research, monitoring, evaluation, 
quality control and appropriate 
use protections provided by vari-
ous public and civil institutions. 
And the neediest segments of all 
communities will continue to re-
quire targeted relief and develop-
ment supported by government 
and civil sector fi nancial and re-
source assistance. 

But these efforts also create de-
mand among other broad seg-
ments of the population which 
are not targeted by those initia-

tives and may not require the 
same level of fi nancial assistance, 
but which are still very much on 
the edge. They constitute an un-
derserved consumer base which 
demands and justifi es a commer-
cial source of supply. Most im-
portantly, many rural public or 
civil programs only operate for 
a few years; whether by design 
or default. It has been observed 
that when the demands and ex-
pectations the programs raise are 
not transferred to the more per-
manent capacities of community 
supported market enterprises, the 
disruption and sudden gaps they 
create have led to high levels of 
distrust which severely impact the 
acceptance of further health and 
welfare interventions.

Finally, the general store doesn’t 
have to be a physical construct, 
although we are starting to work 
on that (stay tuned for further re-
ports). The general store can sim-
ply be a mindset that involves 
generalization, integration and 
innovative partnerships, rather 
than specialization and isolation, 
and that revolves around the per-
spectives, priorities then product 
needs of the rural community. 

As American Secretary of State Hil-
ary Clinton has said, “The ques-
tion is not whether we can end 
hunger, it’s whether we will”.

Note: Christopher J. Grasset J.D. is the Chief 
Strategic Advisor to the Asian initiative for Nu-
trition Development (AIND). He is also an advi-
sor to UNICEF, the Global Alliance for Nutrition 
Development (GAIN) and the Sprinkles Global 
Health Initiative (SGHI). He has more than 35 
years of experience in the commercialization of 
science and technology; particularly in the life 
sciences and health care sectors.
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Branding Bangladesh – An Added Perspective
Nasir U Khan
Executive Chairman, Somra-MBL & Country Representative, Bangladesh, at ESOMAR-World Research

Branding Bangladesh is a contem-
porary topic of research and dis-
cussion in the country, evolving 
from the concept of nation brand-
ing, which is elaborated by Simon 
Anholt, a market researcher by 
profession, in his article, “Nation 
Brands of the 21st Century” in 
the Journal of Brand Management 
(1998). The concept is based on the 
observation that “brand images” 
of countries are just as important 
to their success in the global mar-
ketplace as those of products and 
services. 

The importance of “Nation Brand-
ing” can hardly be questioned 
or underestimated, because an 
enhanced image of the country is 
supposed to help promote foreign 
direct investment (FDI), tourism, 
trade, and even political relations 
with other countries. For Bangla-
desh, the concept has an added 
importance today. It is, in a sense, 
a historical period when “all eyes 
are on Asia” as the “engine” for 
global economic resurrection and 
growth. So, the country needs to 
make good use of this rare oppor-
tunity, and attract “some eyes” 
towards it.

Without delving into details of 
what a brand means, since much 

has already been said and done 
in theory and practice, one needs 
to underscore that “Bangladesh 
Brand” already exists. The prob-
lem, however, lies in this brand’s 
“salience” with mostly nega-
tive attributes in the minds of 
individuals, corporate entities as 
well as governments across the 
world. Therefore, it would be per-
tinent to think and act in terms 
of “rebranding” the nation with 
positives, while, at the same time, 
not promoting it as any consumer 
product. Rebranding the nation is 

currently a “work in progress” and 
much remains to be done.

The idea of an “added perspec-
tive” to the “work in progress” is 
based on the apparent need to do 
more. And, who else other than 
the private sector can do that? 
The entrepreneurs of Bangladesh 
ought to add more to their posi-
tive and innovative attitude, and 
act with a “can do more” belief.

Today the face of business in Asia 
is changing faster than the speed 
in which one can blink his/her 
eyes. Asian companies that used 
to be backyard workhorses, manu-
facturing consumer goods cheaply 
for western companies, are slowly 

realizing the benefits of product/
service branding. 

The history of nation branding 
carries evidences suggesting that 
it is the excellence of home-grown 
companies and their products that 
form the foundation for a national 
brand. For instance, “For a decade 
at least, a major topic among mar-
keters in Asia has been ‘Brand 
China’. If only the nation would 
improve its image overseas…Chi-
na’s diplomatic leverage would 
grow, its worldwide commercial 
opportunities would explode, and 
its companies would be thrust 
into the ranks of the Fortune 
500…which did not happen”, 
notes David Wolf, CEO of Wolf 
Group Asia. He further argues that 
“In the case of Japan, the global 
impression of Japanese goods in 
the decades following World War 
II was that they were of poor qual-
ity. But a handful of companies, 
driven by domestic competition 
and inspired by American qual-
ity expert W. Edwards Deming, 
reversed that impression…We do 
not speak of brand Japan, but we 
do speak of Japanese brands.”1 

South Korea, France, Italy, Ger-
many, and even the US, have 
got many examples of excellent 
brands being associated with the 
respective nations.

Asian businesses are gradually 
becoming more attentive to the 
power of branding in capturing 
consumers and returning larger 
profits on their investments. 
This is the shift in thinking that 
is causing Asian entrepreneurs 
towards creating strong brands to 
differentiate themselves, and con-
sequently, realize greater profits - 
not only for themselves, but also 

1.  From “Time has come to debunk the myth of 
‘Brand China’, by David Wolf, CEO of Wolf 
Group Asia, @ www.campaignasia.com
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for their nations. It is, therefore, 
time for Bangladesh businesses to 
step up and change their mindsets 
and strategies. This is what the 
“can do more” concept entails.

One might justifiably argue that 
awareness creation (advertis-
ing) is important for the success 
of a brand, because it is the first 

step of the ladder or the base of 
the brand equity pyramid. And, 
that would mean a lot of money, 
should businesses in Bangladesh 
advertise globally, especially con-
sidering that Bangladesh busi-
nesses are “small” or (at the most) 
“medium” by global standard. 
However, global marketing is pos-
sible, even for Bangladesh, by 
using the innovative concept of 
“viral marketing.”

With the rise of social media (SM) 
or social networking sites (SNS), 
offering access through computers 
and mobile devices, smart busi-
nesses are coming up with highly 
effective yet affordable market-
ing strategies. In this regard, Matt 
Anthony, CEO of Kansas city-based 
digital marketing agency VML, in 
his keynote presentation at the 
Greater Kansas City Chamber of 
Commerce “Innovation Confer-
ence” provided some impres-
sive statistics: “Of the 6.8 billion 
people on Earth, 1.8 billion go 
online via PC, including 75% of 
North Americans. There are 4 bil-
lion mobile phones globally and 6 
billion wireless subscriptions. 75% 
of the world visits a blog or social 

network when online, with social 
media accounting for 22% of the 
total online time.”2

Today, social media has become 
so powerful that people around 
the world are even forecasting the 
demise of traditional advertising, 
marketing research, and business 
development. However, more bal-

anced thinking would lead to the 
conclusion that SM has turned 
into a powerful brand building 
and marketing tool. The new 
breed of “Internet stars” combine 
two separate trends – social net-
working and mobility – and pro-
vide two strong “viral” marketing, 
business development and con-
sumer engagement tools, meshed 
together –“Word of Mouth” 
spread over SNS. Some statistics, 
presented below, show why SNS 
is seen as a potentially powerful 
business tool.

Facebook has announced that it 
now has got 500 million active 
users, just six years after it was 
launched. The site has become the 
poster child of social networking 
on the web. 3

The chart shows that most of the 
“unique users” of the leading SNS 
are in the US, which is followed 
by the UK and Germany (espe-
cially Facebook)

The following table, compiled by 
the author from different sources4, 
provides some impressive addi-
tional information:

Today consumers/buyers have the 
power to ‘find’ the information 
that interests them, by filtering out 
unwanted incoming commercial 
messages. They don’t need to be 
exposed to dozens of impressions 
of the same message. If a prospect 
is interested in and cares about 
what a marketing message has to 
say, very few repeats are required 
to entice a buying decision. Win-
ning brands will compellingly 
integrate personalization and 
customization into online experi-
ences. Beyond simple interaction, 
brands should be offering ways for 
audiences to attach their personal 
interests to experiences allow-
ing them to create innovative 
impact through their interaction 
with other audience members. 

2.  Published on 29 July 2010 by Mike Brown @ Brainzooming.blogspot.com
3.  Published by BBC @ www.bc.co.uk/news/technology-10713199, based on data provided by The Nielsen 

Company, June 2010.
4.  Sources: corresponding SNS sites and blogs reviewed using Google Search Engine

Branding Bangladesh
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Moreover, the “NewGen” custom-
ers look simultaneously for deep 
relationships and instant grati-
fication. Better brand strategists 
would optimally integrate these 
two by way of injecting real value 
into experiences.

In sum, smart marketers will spend 
less of their marketing and adver-
tising budget on epic campaigns, 
rather focusing their efforts and 
money on connecting directly 
with their market by building 
online communities, viral and 
social networking, search engine 
optimization (to generate page 1 
listings in Google search results) 
and permission marketing.5

While the new marketing model 
is generally much cheaper than 
traditional advertising, it does 
require more energy and commit-
ment to execute on an ongoing 
basis. Nevertheless, with so many 
people of diverse demograph-
ics connected on the mobile and 
cyberspace, there is a high prob-
ability of getting the support from 
a hitherto undiscovered “creative 
head”, whose “catchy Tag Line” 
for a brand could be a tweet as 
simple as “just got one!” Within 
minutes, it could then go viral, 
spreading like wild fire over social 
and business networks.  

Even start-ups that have not 
established their name or brand 
identity (more relevant for Ban-
gladesh) can play along by releas-
ing a message on social media 

Branding Bangladesh

network and initiate the first wave 
or “viral” campaign.

The good old proverb – “make hay 
while the sun shines” – is beckon-
ing businesses around the world, 
and Bangladesh is no exception 
to it. The ubiquitous tool – social 
media - supported by the power of 
word of mouth is there. The entre-
preneurs of Bangladesh need to 
take the next step in building Ban-
gladeshi homegrown brands – take 
them abroad, targeting developed 
countries like the US, Canada, the 
UK, and the EU. Chances of suc-
cess in those countries are higher, 
simply because of much higher 
penetration and use of the inter-
net and SNS. To begin with, oppor-
tunities lie in the IT sector (from 
a small but useful smartphone 
application or an e-book to more 
advanced utility software or ‘Saas 
in the clouds’ Made in Bangladesh 
can make a difference), ready to 
wear garments (might simply be 
a differently designed T-Shirt), 
handicrafts, etc. 

While using the powerful tools of 
mobile and SNS, one can either 
adopt the standalone homegrown 
branding, or the vertical6 (co-
branding) strategy, which essen-
tially means branding not with 
similar category leaders, but with 
brands that inherently connote 
quality (international quality 
assurance marks, leading brand 
partnership logos, or marks like 
Cisco/Apple/RIM/Microsoft part-
ner), or (perhaps) both strategies. 

Irrespective of which strategy is 
adopted, one will certainly have 
to maintain enhanced quality 
– product/service and customer 
support. This would inevitably 
lead us to higher quality products/
brands – “Made in Bangladesh”. 
SNS would then play their part. 
“Made in Bangladesh”, connot-
ing quality, value for money, cus-
tomer satisfaction and retention, 
would spread like virus (viral mar-
keting), and, consequently, add a 
few strong building blocks to the 
Branding Bangladesh pyramid. 

It may also be underscored that 
“Made in Bangladesh” commodi-
ties would not necessarily need 
brick and mortar sales outlets. 
There are numerous popular online 
shops to sell almost anything. 
These offer a variety of marketing 
support and user experience inputs 
in exchange for a certain percent-
age on sales proceeds, on a “no 
sale no commission” basis. Manu-
facturers can also provide virtual 
“touch and feel” experience with 
the help of various online audio-
visual streaming resources.

It is time to act. Bangladesh entre-
preneurs can do it, but they need to 
do more. That would add a new per-
spective to the “work in progress”, 
i.e. Branding Bangladesh, which 
will also be another step towards 
building “Digital Bangladesh”. 

6.  Similar to what economists mean by 

“Vertical Integration” of firms.
5.  Wayne Attwell, Senior brand strategist at Bold 

Horizon, www.boldhorizon.co.nz
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Washington Doorknock
A. Gafur
Executive Director, American Chamber of Commerce in Bangladesh

The Asia-Pacific Council of Ameri-
can Chambers of Commerce 
(APCAC) conducted its annual 
Washington Doorknock in Wash-
ington, DC from June 13-18, 2010. 
APCAC consists of 27 member-
AmChams. Thirty delegates from 
across the Asia-Pacific region gath-
ered in Washington DC to meet 
the members of the U.S. Con-
gress and the Executive Branch 
of the U.S. government and to 
share their insights into how the 
U.S. government can support U.S. 
businesses operating in Asia and 
improve the world economy. The 
delegates who attended the pro-
gram met Congressman Adam 
Smith, Congressman Rick Larsen, 
Congressman Joseph Crowley, 
Congressman Anh Cao, Congress-
man Dave Reichert, Congressman 
Joe Wilson, and Senator Jim Webb, 
in addition to the staff of some 
other Congressmen and Senators. 
AmCham Bangladesh was repre-
sented at the Doorknock by its 
President Mr. Aftab ul Islam and 
Executive Director Mr. A. Gafur.   

On June 13, the program began at 
the U.S. Chamber of Commerce 
Capitol Hill Townhouse, where 

delegates were welcomed and the 
APCAC Doorknock agenda was 
overviewed. On June 14, briefings 
from the U.S. government officials 
and other key trade specialists 
were made throughout the day at 
the U.S. Chamber of Commerce. 
Mr. Walter Blocker, APCAC Chair-
man, Ms. Tami Overby, Vice Presi-
dent for Asia, U.S. Chamber, and 
Mr. Bruce Josten, Executive Vice 
President, U.S. Chamber, spoke 
at the opening session. Adminis-

tration officials such as Michael 
Delaney, Assistant USTR for Asia, 
Wendy Cutler, Assistant USTR, 

Japan, Korea and APEC, Claire 
Reade, Assistant USTR for China, 
David Shear, Deputy Assistant Sec-
retary for East Asian and Pacific 
Affairs, U.S. Department of State, 
Jeffrey Abramson, Vice President, 
Trade Finance and Insurance, 
Export-Import Bank, spoke the 
different issues and priority areas. 
At the end of the day, there was 
a reception given to the business 
community. 

In the morning of June 15, the del-
egates were briefed by the members 
of various trade subcommittees at 
the Capitol Hill. In the afternoon, 
the group met Mr. Scot Marciel, 
Deputy Assistant Secretary for 
South East Asia and Ambassador 
for ASEAN Affairs, U.S. Depart-
ment of State, and few other dig-
nitaries from the U.S. Department 
of Commerce and some other 
concerned organizations. APCAC 
held its Board meeting in the late 
afternoon of June 15, in which it 
discussed its future activities and 
meetings. On July 16 the delega-
tion was busy throughout the day 
meeting with U.S. Congressmen, 
Senators and their staff. APCAC 
Doorknock ended with the debrief-
ing of the hill meeting at the end 
of the day. The delegates expressed 
their profound satisfaction at the 
efficiency of arrangement of the 

entire program, which provided 
everyone with valuable network-
ing opportunities.

Mr. Bruce Josten (left), Executive Vice President, U.S. Chamber seen speaking at the Washington Doorknock opening 
session. Others seen are Mr. Walter Blocker, APCAC Chairman & Ms. Tami Overby, Vice President for Asia, U.S. Chamber

Meeting with Mr. Tom Cutler (middle), Acting Director, Office of European and Asian Affairs, U.S. Department of Energy
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At the sideline of the Doorknock, 
AmCham President Mr. Aftab ul 
Islam and Executive Director Mr. 
A. Gafur met Dr. Herbert Davis, 
Professor of Strategic Management 
& International Affairs, George 
Washington University. Dr. Davis 
discussed at length the present 
economic situation of the United 
States, recovery status from the 
severe economic recession, and 
the ongoing political debates. 

June 17, 2010: Meeting Ms. 
Janet Howard, The Coca 
Cola Company 

AmCham Bangladesh President 
and Executive Director were 
invited by Ms. Janet Howard, 
Vice President, International Rela-
tions, The Coca Cola Company, in 
Washington DC, to meet her over 
breakfast at the Washington Met-
ropolitan Club. Both the parties 
discussed at length about the busi-
ness opportunities and investment 
climate in Bangladesh. During 
the meeting, AmCham President 
assured to provide with all neces-
sary cooperation and assistance to 
Ms. Howard for their investment 
in Bangladesh.   

Meeting the Officials of U.S. 
Department of Energy 

In the morning Mr. Islam and Mr. 
Gafur met Mr. Tom Cutler, Acting 

Director, Office of European and 
Asian Affairs, U.S. Department of 

Energy, and Ariandne BenAissa, 
International Relations Special-
ist of the same Department. Both 
the sides discussed issues related to 
Power and Energy in Bangladesh as 

well as other issues of mutual inter-
est. Both the sides present in the 
program assured each other possible 
cooperation in the field of energy 
development in Bangladesh.  

Meeting H.E. Ambassador 
Akramul Qader

In the afternoon of June 17, Mr. 
Islam and Mr. Gafur met H.E. Mr. 
Akramul Qader, Ambassador of 
Bangladesh to USA at his office in 
Washington, DC. They discussed 
various matters relating to the 
promotion of trade and invest-
ment between Bangladesh and 
the United States and observed 

tremendous amount of scope for 
cooperation to accelerate Bangla-

desh-United States commercial 
relations. They also met other offi-
cials at the Embassy including Mr. 
M. Shafiqul Islam, Commercial 
Counselor.

June 18, 2010: Meeting 
Officials of U.S. Department 
of Commerce 

In the morning, Mr. Islam and 
Mr. Gafur met at the U.S. Depart-
ment of Commerce a group of 
officers that included Ms. Linda 
S. Droker, Director of South Asia, 
Market Access and Compliance, 
Ms. Diana Fonovich, Interna-
tional Trade Specialist, Market 
Access and Compliance, Ms. Vir-
ginia Lance, Regional Manager, 
Advocacy Center, International 
Trade Administration at the U.S. 
Department of Commerce. Mr. 
Islam and Mr. Gafur briefed them 
about the fast-emerging business 
and investment opportunities in 
Bangladesh, and answered their 
questions on various issues relat-
ing to trade and commerce in the 
country. 

Meeting Mr. David J. Keegan 
at U.S. Department of State 

In the afternoon, Mr. Islam 
and Mr. Gafur met Mr. David 
J. Keegan, Director, Bureau 
of South and Central Asian 
Affairs, and Mr. Anthony Dean 
Tranchina, Bangladesh Desk 
Officer at the U.S. Department 
of State. Mr. Keegan briefed 

Washington Doorknock

Meeting with officials at U.S. Department of Commerce

Meeting with H.E. Mr. Akramul Qader (2-R), Bangladesh Ambassador in Washington, DC., U.S.A.
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them on the U.S.-Bangladesh 
relations, which was followed 
by a discussion as to how to 
strengthen the relationship 
between the two countries. 

Mr. Islam and Mr. Gafur also met 
Mr. Dennis A. Winstead, Senior 
Business Advisor, Commercial & 
Business Affairs, Ms. Tanya Spen-
cer, Economic and Commercial 

Offi cer, Bilateral Trade Offi ce, 
South Asia, Mr. Travis A. Grout, 
Economic and Commercial Offi cer 
at the U.S. Department of State. 
They discussed matters relating 
to Diversifi cation of Exports, GSP 

facilities for Bangladesh, Duty-free 
Quota free access for Bangladeshi 
goods to the United States, TIFA, 
Labor, IPR, Environment, Power 
and Energy, Infrastructure, Public 

Private Partnership, Agriculture 
and Textiles, and, fi nally, the 
emerging scope for cooperation.

Meeting Mr. Jack Garrity, 
Executive Director, Asia 
Society

Finally, Mr. Islam and Mr. Gafur met 
Mr. Jack Garrity, Executive Director, 
Asia Society, at the offi ce of the Asia 
Society in Washington, DC. During 
that meeting, there was a long dis-
cussion on the initiatives of the 
Asia Society Report in “A Roadmap 
for Enhancing Investment Rela-
tions between the United States 
and Bangladesh”, which is expected 
to be published within a couple of 
months. The discussion covered 
many important areas, such as 
Vision 2021, Trade and Investment, 
U.S.-Bangladesh Economic Rela-
tionship, Sectoral Opportunities, 
Investment Climate Challenges, 
Requirements to attract FDI, etc. 

Meeting with Mr. David J. Keegan (2-L), Director, Bureau of South and Central Asian Affairs at U.S. Department of State

Washington Doorknock
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Bangladesh Today: Challenges and Opportunities
Ellen Goldstein
Country Director, The World Bank
(Presentation made by Ms. Ellen Goldstein at AmCham Lunch Meeting on May 25, 2010)
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▸ Incidence and depth of poverty 
reduced by nearly one third in 
last two decades

▸ Life expectancy, literacy and 
per capita food production in-
creased signifi cantly

I. Bangladesh Today
Sustained Macroeconomic Stability, Income Growth and 
Poverty Reduction

Ellen Goldstein

Accelerated Human Development and Social Transformation

Key health status indicators, 1993-2007  

1993 1999 2007

 Infant mortality rate 87 66 52

 Under 5 child mortality rate 133 94 65

 Maternal mortality ratio 452 320 --

 Total fertility rate 3.4 3.3 2.7

 Chronic malnutrition (under 5) 56% 48% 46 %

Today, less than 20 percent of Bangladeshi women in their 
fi fties completed primary school;  for teenage girls, the 
comparable fi gure is over 80 percent.

Secondary School Gross Enrollment Rate by gender
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Resilience to the Global Financial Crisis

Outlook for Fiscal Year 2010
▸ Minor decline (1.3%) in export value in first three quarters
▸ Continued double-digit remittance growth, slowdown in labor export
▸ Growth of 5.5 percent, inflation in single digits
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Vulnerability to Food and Fuel Price Hikes

Spot surveys on nutritional status in 2008 suggested acute malnutrition levels of 25% in hardest-hit ar-
eas, nearly double the trend rate and beyond WHO global emergency threshold.

Price of Coarse Rice in Dhaka
(Taka per kg)

40.0

30.0

20.0

10.0

0.0
Apr 07 Apr 08 Apr 09 Apr 10

21.4

31.7

20.4
26.5

Fuel Imports (Million US $)

300

250

200

150
Jan 07 - Jul 07 Jan 08 - Jul 08 Jan 09 - Jul 09

Jun 07 - Dec 07 Jun 08 - Dec 08 Jun 09 - Nov 09

192 194

265 268

162
178

II. Challenges
Governance Environment

TI Corruption Perception Index
Global Ranking
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▸ Peaceful restoration of democracy, but paralyzing political rivalry.
▸ Weak checks and balances among branches of government.
▸ Weak accountability and systems for public resource management.
▸ Culture of corruption, but gradual improvement in scores from low base.
▸ Worrisome measures:

o reduce procurement transparency
o less vigorous pursuit of anti-corruption
o proposed changes to telecoms sector

Bangladesh Today
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Power Supply

▸ Insufficient power supply is the biggest constraint 
to growth.

▸ Demand for power increases 8-10% annually, but 
supply response is muted.  Rising load shed-
ding.

▸ Per capita electricity consumption (160Kwh) is 
about one-fourth of India; one of the lowest in the 
world

▸ Access is limited: household electrification is 47% 
(India=56%, Pakistan=60%)

Trends in Load Shedding
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Investment Climate
▸ Bangladesh is in the bottom half 

globally (119/180) on Ease of 
Doing Business, (85=Pakistan, 
93=Vietnam) and in the bottom 
half for 7 of 10 categories.  

▸ Other countries are reforming 
faster than Bangladesh, so 8 cat-
egories have declined in 2010.

▸ Investment Climate Assess-
ment (2007) finds access to 
land is biggest limiting factor 
for business, followed by pow-
er supply and corruption.

Ease of...  2010 Rank 2009 Rank
Change in 

Rank
Doing Business 119 115 -4

Starting a Business 98 93 -5

Dealing with Construction Permits 118 110 -8

Getting Credit 71 68 -3

Registering Property 176 177 1

Employing Workers 124 121 -3

Protecting Investors 20 19 -1

Enforcing Contracts 180 179 -1

Paying Taxes 89 85 -4

Trading Across Borders 107 108 1

Closing a Business 108 108 0

Transport Network
▸ Over-dependence on roads: 88% of total trans-

port  

▸ Only 40% of main roads are in good condition

▸ Rural road accessibility is only 37% compared to 
69% in India

▸ Railway reforms lag, inland waterways underde-
veloped.

▸ Port standards lower than other countries in the 
region (except Pakistan)

Urban Congestion
▸ Dhaka population has increased eight fold since 1972; now 8th 

largest city in the world; projected to be 3rd largest by 2020

▸ Industrial activity is concentrated around Dhaka and 
Chittagong 

▸ Dhaka and adjacent districts and Chittagong accounted 
for 65% of industrial output in 2007. 

▸ The next 10 districts contributed 18%

▸ Dhaka is among the 10 most-polluted cities in the world, 
and recently ranked as second least-livable.

Share of population in urban areas
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Climate Change and Natural Disasters
▸ Ranked as the most climate vulnerable country in the world

▸ 30 to 50% of the country affected by fl oods annually

▸ Increasing weather severity: cost of damages ($6b) from 
only 4 disasters in 2000-2009 was equivalent to cost of 
93 disasters in the ‘90s 

▸ 1980 -2000: cyclones caused 250,000 deaths worldwide: 
60% in Bangladesh 

▸ A four degree increase in temperature will create a 
100cm rise in sea level by 2100, estimated to inundate 
15% of land area and cause 20m displaced persons

III. Opportunities
Reputation for Stability and Growth
▸ Assigned foreign and local currency sovereign credit ratings for the fi rst time:

o ‘BB-’ long-term and ‘B’ short-term by Standard & Poor’s Ratings Services
o Ba3 by Moody’s Investors Service
o According to both agencies, the outlook is relatively favorable and stable

▸ Fundamental assets of Bangladesh cited: stable currency, ample foreign 
reserves, abundant remittances, strong demographics, hardworking 
people, low labor costs, dynamic entrepreneurs, emerging middle class

 Moody’s S&P
Malaysia A3 A-
Thailand Baa1 BBB+
India Baa3 BBB-
Indonesia Ba2 BB
Vietnam Ba3 BB
Bangladesh Ba3 BB-
Cambodia B2 B+
Sri Lanka B
Pakistan B3 B-

Export Growth and Diversifi cation
▸ Ready-made garments account for over two-thirds of export 

earnings, and are the major contributor to current account 
infl ows along with workers’ remittances.

▸ Labor costs are 50 percent below nearest competitor--less than one-
third those of China, whose competitiveness is declining fast.

▸ In FY09, over 300 non-traditional items were exported, each 
exceeding US$ 100,000. Tremendous scope for labor-intensive 
manufacturing.

“If Bangladesh can get 10 percent of the Chinese market, it would more than 
double its total export of labor-intensive goods and create millions of jobs.” 

Professor Gustav F. Papanek
April 15, 2010

Apparel Manufacturing Labor Costs 2008
[US$ per Hour - Including Social Charges]
Countries  Labor Cost
               [US$/Hour] 
Bangladesh  0.22 
Cambodia  0.33 
Pakistan  0.37 
Vietnam  0.38 
Sri Lanka  0.43 
Indonesia  0.44 
India  0.51 
China  0.89 

Source: Jassin O’Rourke Group, LLC

Growing Domestic Market
▸ Domestic market in Bangladesh is expanding rapidly
▸ Remittances, now over $10 billion annually, expand purchasing power of low-income households
▸ Domestic consumption has contributed 70-80 percent of economic growth in the past decade
▸ A recent IOM survey shows remittance money is spent largely on household durables, non-durables, 

education and health.

Location and Regional Cooperation
▸ Lack of trade/economic integration in South Asia relative to 

other regions. Growth potential of regional cooperation is 
enormous. 

▸ Countries with access to sea can capitalize on location through 
port potential.

▸ South Asian Gateway: through better connectivity, Bangladesh 
could become a transit hub for neighboring countries.

▸ Historic Prime Ministerial Summit with India is a starting point.
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Micro, Small and Medium Enterprises

▸ SMEs’ current contribution to manufacturing value added is estimated at around 20-25%
▸ Micro enterprises employ a total of 31 million people, nearly 40% of the population age 15+
▸ Over three-fourths of household income (urban and rural) comes from MSMEs

Export of Labor
▸ Population density among the highest in the world
▸ Workers’ remittance one of main drivers of growth
▸ Strategies needed to improve educational outcomes, build high-demand skills, facilitate labor 

mobility and encourage remittances 

Bangladesh Today

IV. Conclusion
Key Priorities
▸ Accelerating growth. 8 percent per annum needed to 

achieve poverty reduction targets and reach middle-income 
status by 2021.  

▸ Increasing investment.  Mobilize public resources and 
increase absorptive capacity.  Enhance investment climate.

▸ Closing infrastructure gaps.  Defi cits are biggest threat to 
growth; regional hub potential unrealized.  

▸ Alleviating urban congestion. Economic activity and 
investment discouraged; quality of life reduced. Leadership 
and accountability are key.

▸ Strengthening governance.  Build domestic acountability, 
decentralize public service delivery and unleash private 
sector potential.  

▸ Reducing vulnerability. Natural disasters exacerbated 
by climate change effects. Food security is at risk and 
agricultural adaptation is urgent.  

▸ Absorbing the labor force.  Requires strategies for womens’ 
empowerment, youth employment, skills development, 
labor mobility.

▸ Improving health and nutrition.  Strengthen maternal 
health services and effectively combat persistent 
malnutrition, even at higher income levels.




