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President’s Memo
Aftab ul Islam, FCA

President, American Chamber of Commerce in Bangladesh

to reshaping its future. I would 
like to stress here the FDI (as well 
as local investment) which is very 
low compared to the need of the 
country and we think real brain 
storming is required here to make 
a breakthrough. Bangladesh 
ranked 114th position last year 
from the 120th in the previous 
year as per the World Investment 
Report 2011 of UNCTAD. The 
country attracted US$ 913.32 
million in 2010, which is higher 
by 30% compared to the figure of 
2009 being US$ 700.16 million. 
But if you compare this figure 
with China having US$ 106 
billion and India nearing 25 
billion in 2010, what we have is a 
tiny small figure, too small also in 
terms of huge need of the country 
in various sectors, particularly 
in infrastructure, such as power 
and energy, ports, roads and 
highways, education, ICT, etc. In 
General Bangladesh is a country 
with enormous opportunities 
but what is urgently required is 
to be able to earn the capacity to 
utilize it’s untapped human and 
natural resources towards the 
rapid progress of Bangladesh.    

Once again I take the opportunity 
to express my profound thanks and 
appreciation to AmCham Members, 
well-wishers of AmCham, for their 
continued and wonderful support 
and cooperation to AmCham. I 
hope you would enjoy reading the 
AmCham Journal October 2011 
Issue.

economic advancement.

In September we had Dr. David 
Cowen, Mission Chief for 
Bangladesh, Visiting IMF Team, 
to speak on “Macroeconomic 
Outlook for Bangladesh”. I 
would like to emphasize that 
Bangladesh has undoubtedly 
made remarkable progress in 
various social and economic 
areas since its liberation 
in 1971. I can especially 
mention her great success in 
Population Management, in 
Women’s Empowerment, in 
Literacy, Growth in Agriculture, 
Pharmaceuticals, Ready Made 
Garments (RMG), Real Estate, 
Leather, Shipbuilding, SMEs and 
so on. The most noticeable thing 
Bangladesh has in her credit is 
the macroeconomic stability, 
despite global unstable economic 
environment, particularly 
the huge recession the world 
witnessed in the recent past.  
In the last fiscal Bangladesh 
achieved a 6.7% GDP growth, 
projecting 7% GDP growth for 
the current fiscal. Averaging 
6% percent growth for over a 
decade is quite an achievement. 
But there is no scope to feel 
complacent. The ever increasing 
globalized competition, followed 
by innovation, new ideas, new 
techniques of doing things, 
emerging new growth economies,  
are something extremely 
important for Bangladesh to 
consider towards rethinking and 

I am delighted to present you the 
October 2011 issue of AmCham 
Journal.

In our July Monthly Luncheon 
meeting we were highly honored 
having with us the Nobel Laureate 
Professor Muhammad Yunus as our 
Chief Guest, who spoke to us on 
“Social Business”. A Social Business 
is a new kind of business. It is quite 
different from either a traditional 
profit-maximizing business or not 
for profit organization. A social 
business is outside the profit-
seeking world. Its goal is to solve 
a social problem by using business 
methods, including the creation 
and sale of products or services. 
We know that Social Business has 
already created a strong vibration 
and momentum globally and I 
believe that many Bangladeshi 
businesspeople would consider 
and turn to Social Business to 
help and promote the social and 

Aftab ul Islam

President’s Memo
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Thank you Aftab and thank you 
Gafur!

Assalamu Alaikum! First I apologize 
for being delayed. This is due to 
the familiar circumstances that are 
beyond the control of citizens.

But these fifteen minutes of delay 
is not as big a delay compared to 
five years of delay. Gafur has been 
very persistent for the last five 
years that I come and speak at 
this meeting and his persistence 
has become more and more 
intensive as the years went by. This 
has brought me to the conclusion 
that if you want to accomplish 
anything impossible, you can 
assign it to Gafur. You can rest 
assured, he will make it happen; 
he is a very persistent person.

I was always promising, but not 
delivering. So today I am very happy 
that finally I could deliver myself 
here to talk about social business. 
And that is the issue that he wants 
me to discuss in this meeting.

Social Business
Professor Muhammad Yunus
Chairman, Yunus Centre
Founder, Grameen Bank
(Remarks by Nobel Laureate Professor Muhammad Yunus delivered at AmCham Luncheon Meeting on July 12, 2011)

Professor Muhammad Yunus

The basic concept of social 
business came to my mind because 
that is the kind of thing I was 
doing. Traditionally we talk about 
business as a vehicle to earn money, 
to make profit. The whole idea of 
business was built around the idea 
of making money. We all know 
that the earliest form of business 
was barter, the exchange of one 
good for another goods. You have 
something, and I have something 
else, and we exchange them so 
that both of us are better off. You 
have rice and I have fish. So we 
exchange some rice for some fish. 
After the exchange both of us have 
rice and fish. Both are happier.

That was the beginning of 
business. And it led to making 
profit, providing incentive for 
exchange. Since then, the focus 
has remained on making money.

But sometimes we do things where 
we do not follow the norms, and we 
cannot explain why we did that. We 
do it because we think it is the right 
thing to do. We all do that. I got 
involved in such a situation when I 
started lending money to the poor 
people and in the process created 

a banking methodology. Grameen 
Bank was born to carry out this 
methodology.

I never had any intention of 
making money out of it. Then why 
did I do it? I could have created a 
bank and made money for myself. 
But the idea of buying even one 
single share of the bank, Grameen 
Bank, did not occur in my mind.

This then provides an example that 
business can be created even when 
you are not interested in making 
money. After Grameen Bank, I 
created many other companies. 
Not one, not two, not ten, not 
twenty. I have created more than 
fifty companies along the way.

People keep asking me the question 
why do I create companies if I 
don’t want to own them?

Grameen Phone became a large 
company, but I never thought of 
buying a share of that company. 
When they were offering shares 
in the market, many people got 
excited that now they can buy some 
shares. Even in our own office, 
our staff got very excited to buy 
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shares of Grameen Phone. Many 
asked me, would I be interested in 
buying some shares? I said, “No, 
that does not interest me. I don’t 
want to buy any share.”

I look back. I look for an 
explanation. In some of my early 
writings, I keep mentioning that 
there is some space in the business 
world that remains unutilized. It 
is because theoreticians never 
paid any attention to that space. 
A new category of business can 
fill this empty space. I named 
this new category of business as 
“Social Consciousness Driven 
Business”. It is a slightly 
complicated description, but I 
thought it described it well. This 
is the space where you do business 
out of your social consciousness, 
not because of your moneymaking 
drive. Since theoreticians do not 
recognize the space it remains 
unoccupied.

Then gradually, I realize 
that this space is much more 
fundamental than that. It is a 
critical flaw in the theory of 
economics. It is also a big missing 

opportunity; it is an opportunity 
of solving the problems that we 
see around us. Today, all of us 
are discussing the financial crisis, 
and the way it has shaken up the 
whole world.  Millions of people 
were thrown out of their jobs. 
USA is still struggling with their 
unemployment situation, which 
is currently over 9%. This is a 
tough situation. Spain has massive 
unemployment! Economies 
of Portugal and Greece are 
crumbling. These are countries in 
the West, not in the Third World.

One conclusion that I always come 
back to is that, it is not because of 
some people did something wrong 
that such crisis was created. It was 

created because of the fundamental 
flaw in the architecture of our 
economic framework. That flaw 
led everybody to do wrong things, 
in big ways. And the flaw is 
embedded in the interpretation of 
human beings in the theoretical 
framework. We created an 
artificial being in that theoretical 
framework, and called it human 
being. They behave almost like 
robots. All they do in their lifetime 
is to make money. They pursue this 
very dedicatedly. They are one-
dimensional beings; they have 
no other interest. My first point 
is that real human beings are not 
one-dimensional. Real people are 
multi-dimensional. They enjoy 
making money, but that is not 
the only dimension in their lives.  
There are other dimensions, which 
are not included in our economic 
theory.

The companies, which I was 
calling Social Consciousness 
Driven Companies, were 
expressions of other dimensions, 
not from the profit-making 
dimension. To simplify it, I 
would say that people are selfish 
as well as selfless. Selfishness is a 
part of human being; out of self-
preservation, you protect yourself. 
That is the selfishness. This is 
how human beings survived on 
this planet. But at the same time 
human beings are selfless beings 
too. If you think human beings 
have only selfishness, you will be 
entirely wrong. Human being is a 
mixture of all kinds of elements. 
Selfishness is one part, selflessness 
is another part, and besides this, 
there are many other dimensions 
in a human being.

Theoreticians, who made the 
framework, did not pay attention 
to this diversity. They remained 
on one track and created one type 
of business. The other type was 

Social Business
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missed out. Can there be business 
on the basis of selflessness? Will it 
ever work? I thought the type of 
business that I described would 
fit into that, because here you 
are not trying to gain yourself 
personally, but you are trying to 
solve problems of others.

I named this business based on 
selflessness as social business. 
It is a non-dividend company. 
You do not do it for receiving 
dividend. You do it for solving 
a problem. So a social business 
has three features: one, it is a 
non-dividend company, two, it 
is a problem solving company, 
and three, it is a business, 
because it is sustainable. It runs 
by itself. Once you invest in it, 
once it is successful, it runs by 
itself.  You do not have to keep 
on feeding it. Today if you are 
doing something for everybody 
else, you use another dimension, 
the charitable dimension of 
human beings. You become a 
philanthropist. And everybody 
has an element of philanthropy. 
You want to do something, you 
give away money, and you help 
somebody else. You do not expect 
the money to be paid back. This 
is something inherent in the 
human being.

If we have only moneymaking 
business in the world, we do 
things that will bring money to 
us. We are totally blinded out 
from everything else because that 
is what we are trained for, that is 
how our mind has been trained. 
We have to invest in something 

where we can make money. So, 
many things are missed out. We 
cannot get involved, because we 
do not see them. Our eyes do not 
allow us to see them. 

If I am interested in making 
money through business, I’ll not 
be interested in the beggars on 
the streets of Dhaka. But I can 
create a business, to employ or 
create income, for ten beggars. 
We have plenty of beggars on the 
streets of Dhaka. Suppose I create 
a business, where I will have 
opportunities for giving income-
earning opportunities for ten 
beggars and it runs as a business; 
it covers its costs. I feel happy 
that I have done something. We 
sometimes give money to them 
at the traffic lights. But we can do 
another thing. We could create 
a business to make then beggars 
earn a decent living. We’ll feel 
happy about it. We did not do it 
to make money out of these ten 

beggars. We did it to make sure 
that these ten beggars are now 
income-earning people. They do 
not stand on the streets of Dhaka 
anymore.

It does not seem terribly 
impossible. But a profit making 
business will not see this. That is 
the point I am making. There are 
many opportunities we do not see, 
because we are focused on making 
money. But if we are in a social 
business, we start seeing things 
that we could not see before. Now 
that we see this we can create a 
business out of it. Finding income 
opportunities for ten beggars 
would be a good social business 
for any one of us. Just ten beggars, 
anybody can do that, as a business 
proposition. What can beggars do? 
Your idea is as good as mine. If we 
spend five minutes, we will have 
ten different ideas how to do that. 
And each one will be an exciting 
idea. I start with one idea. Maybe 
we will have a flower stand, where 
ten beggars sell flowers. And all 
the sales-girls are beggars, who 
now have this business of selling 
flowers. And since it is a business 
it continues with its own money.

Again, the point is, a moneymaking 
eye will not detect these 
opportunities. Only a philanthropic 
eye will detect these opportunities. 
If a philanthropic eye can detect 
them, the social business eye will 
try to find a sustainable solution. 
Maybe I can have a creative idea 
how to make it happen. That is 
the key point for social business—
creative idea. Normally we do not 
see how it can be done, but our 
creativity is immediately tickled. 
If we think a little bit hard, we 
will come up with ten different 
solutions for that.

Basic distinction between social 
business and conventional 

Social Business
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business (money-making business) 
is that the social business is totally 
de-linked from the very idea of 
making personal profit. It is very 
important to underline the words 
“very idea” because if we still keep 
the idea of personal profit alive, 
we remain hooked on to the old 
logic. We have to get away from 
that logic. We have to create a 
new logic when we are in social 
business. It is not simply doing 
another type of business; it is a 
business under a completely new 
logical structure.

Sometimes I see some confusion 
about social business. Some 
people say, “Oh! This is a kind 
of CSR activity. That is why big 
businesses are taking interest in 
it.  They put their CSR money into 
it.” CSR came from the following 
idea: since conventional business 
are so engrossed in making money 
they have no time to look at the 
problems of the society; these 
problems keep on piling up; why 
can’t they take a small amount of 
money from their profit and give 
it to charities, towards solving 
these problems.

Although CSR came from this 
laudable idea, unfortunately, 
over time, it drifted away from 
the original mission. Because 
public relations people within 
the company saw this as an 
opportunity to use this CSR 
budget to build up the image of 
their company.

So what was supposedly to be 
used for solving social problems 
became promotional money for 
the company. If CSR is correctly 
executed, it will belong to 
philanthropy. Social business is 
not philanthropy. Social business 
is genuinely a business. It is done 
through a registered company, 
where only thing investors are 

sacrificing is personal profit, 
because investors are not interested 
in making money, they want to 
see the impact of their business in 
people’s lives. Take the case of the 
ten beggars. If I can create dignified 
income-generating opportunity 
for ten beggars, which would be 
the fulfillment of the objective of 
my business. That would give me 
the pleasure that I was looking for. 
I get pleasure from the impact of 
the business, rather than from the 
monetary dividend from that.

There is another confusion. This is 
relating to social entrepreneurship. 
People say, “Ah! You mean 
social entrepreneurship.” Social 
entrepreneurship is a much wider 
idea, where anything you want to 
do for the society in an innovative 
way qualifies you to become 
social entrepreneur. If we solve 
the problem of traffic congestion 
by putting some people to guide 
the traffic we qualify to become 

social entrepreneurs, because we 
did something to solve a problem. 
But that is not a business. Most 
social entrepreneurs are NGO 
leaders who are involved in 
non-profit activities. They have 
done something to solve social 
problems or helped people in 

non-profit ways, they became 
known as social entrepreneurs. 
One can be engaged in personal 
profit-making business and still be 
a social entrepreneur. If somebody 
is in social business, he is also a 
social entrepreneur. That means, 
while all social business people 
are social entrepreneurs, all social 
entrepreneurs are not in social 
business.

Are people going to be interested 
in social business? I very much 
think so. I was surprised that many 
people were not only interested 
in social business they started 
taking initiatives. While we were 
doing it in Bangladesh, some big 
companies from the rich countries 
started contacting us. We did not 
go to them. We did not try to 
explain to them that this is a good 
idea and that you should invest in 
this.  It just made sense to them. 
They volunteered.

The first big company, which 
came forward, was Danone of 
France. We created the Grameen 
Danone Company. The company 
now produces yogurt, called 
Shokti Doi. The objective of the 
company is to bring nutrition 
to the malnourished children. 

Social Business
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Danone does not want to make 
money for themselves out of this 
company. The whole purpose is 
to solve the problem of massive 
malnutrition among the children 
of Bangladesh. If it is successful, we 
will all feel happy that it worked. 
If it is not successful, we can say 
we are trying to solve the nutrition 
problem but we have not come up 
with a social business solution to 
that yet.  We’ll keep trying until 
we find the solution.

A study has been conducted on 
the impact of Shokti Doi and its 
findings are very positive. Yes, it 
has made impact in the health 
of the children who were eating 
Shokti Doi. When the impact is 
established, it becomes a social 
business.

We have another joint venture 
social business with Veolia Water 
Company to bring water in the 
arsenic affected areas. In one 
small area, we are trying it out. We 
have joint venture with Adidas; 
we have joint venture with BASF, 
joint venture with UNIQLO, a big 
Japanese company. We have a joint 
venture with another Japanese 

company, Yukiguni Maitake. We 
did not know our joint venture 
partners before they contacted 
us. The fact that they took the 
initiative to contact us means that 
the idea of social business created 
resonance in their mind.

And now lots of other things 
are happening. Universities are 
creating academic programs and 
institutions:  Institute of Social 
Business, Chairs for Social Business, 

and Centers for Social Business. 
Courses are being offered. This is a 
very encouraging development.

At the end of this month (July), 
there will be an Asian Forum of 
Social Business in Japan. And 
this forum will bring together 
a lot of people from Japanese 
companies, Japanese universities, 
and young people to discuss social 
business. Other countries will also 
participate, to discuss how to 
apply social business ideas in their 
respective countries. Japan will be 
focusing on solving or addressing 
the problem of earthquake victims, 
because this is a major problem in 
their society right now.

And by the end of the year, in 
November, November 10-12, 2011, 
there will be a global summit on 
social business. It will be in Vienna. 
UN Secretary General Ban Ki-Moon 
has accepted an invitation to 
come. President Dilma from Brazil 
has also accepted an invitation to 
come. And several other leaders 
like Commissioner from European 
Union Michel Barnier will be 
attending. So we are hoping a lot 
of people will come. Top business 

leaders, academics and young 
people will all be coming.

 I hope after today’s discussion 
we will also have some follow-up 
discussion on the subject, such as, 
how to proceed with this idea, if it is 
interesting to you. We are very happy 
that Rokia Afzal Rahman announced 
that she would set up a social business 
herself. After she has established her 
social business, she can make her 
presentation to this group.

I will stop here and let you ask 
questions, so that we have some 
interaction and some clarification.

Thank you very much.

Social Business
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AmCham in Action
A. Gafur
Executive Director, American Chamber of Commerce in Bangladesh

A. Gafur 

AmCham in Action

We are pleased to present you our 
15th issue of AmCham Quarterly 
Journal. Once again I take the 
opportunity to express our deep 
gratitude and profound thanks to 
AmCham Members, Advertisers 
and the Readers for their extra-
ordinary support to our popular 
AmCham Journal. During the last 
quarter we had the opportunity to 
have the Nobel Laureate Professor 
Muhammad Yunus with us to 
grace AmCham Luncheon meeting 
on July 12th, who spoke on his 
dynamic concepts over Social 
Business, which has tremendous 
potentials to work as a forceful 
catalyst towards Social Change 
globally.

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

July 12, 2011: Lunch 
Meeting with Nobel Laureate 
Professor Muhammad Yunus

For our July Lunch Meeting 
we invited the Nobel Laureate 
Professor Muhammad Yunus as 

our Guest of Honor, who spoke 
on “Social Business”. Professor 
Yunus in his remarks provided a 
lucid description of his new idea 
“Social Business”, which has been 
found fast witnessing widespread 
recognition and admiration all 
over the world. Professor Yunus 
said “the basic distinction between 
social business and conventional 
business (money-making business) 
is that the social business is totally 
de-linked from the very idea of 
making personal profit. It is very 
important to underline the words 
“very idea” because if we still keep 
the idea of personal profit alive, 
we remain hooked on to the old 
logic. We have to get away from 

that logic. We have to create a 
new logic when we are in social 
business. It is not simply doing 
another type of business; it is a 
business under a completely new 
logical structure”. The speech of 
Professor Muhammad Yunus has 
been incorporated separately. 

September 13, 2011: Lunch 
Meeting with IMF Mission 
Chief Dr. David Cowen

At AmCham monthly Lunch 
Meeting for September, Dr. 

David Cowen, Mission Chief for 
Bangladesh, Visiting IMF Team, 
attended as a Guest of Honor 
and Speaker. Dr. Cowen spoke 
on “Macroeconomic Outlook for 
Bangladesh”.

During his remarks Dr. David 
Cowen put strong emphasis on 
better infrastructure and business 
environment to help attract more 
foreign investment to Bangladesh. 
He said a concerted effort is highly 
essential to solve infrastructure 
bottlenecks. He added saying that 
the foreign direct investment (FDI) 
flow into Bangladesh is extremely 
low. There is tremendous 
potential to improve the scenario 
if the country can develop its 
infrastructure and fix its regulatory 
framework. Dr. Cowen said the 
global engine of growth would be 
in Asia for the next few years, with 

Bangladesh situated at a crossroads 
of the world’s most dynamic 
region. He said expanding the 
export base and accelerating 
regional integration could also be 
significant contributing factors 
to higher growth performance. 
It however requires appropriate 
action by the policymakers and 
the government should closely 
work with the private sector. He 
said Exports performed quite well, 
as the global recovery gained 
traction and Bangladesh took 
further market share in the RMG 
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sector. Power shortages showed 
signs of improvement, but other 
longstanding infrastructure 
constraints persisted. He said 
it was a good sign that newer 
growth areas emerged including 
in pharmaceuticals, food 
processing, shipbuilding and light 
engineering.

Dr. Cowen however said despite 
rapid export growth external 
pressures are intensifying. The 
trade deficit is widening, as 
surging imports outpaced record 
exports in last fiscal year, driven 
by high global commodity prices, 

rising oil demand and rapid credit 
expansion. Slower remittance 
growth and lower aid flows 
added further pressures. He said 
the overall balance of payments 
was in a deficit for the first time 
in a decade, leading to foreign 
reserve losses. He appreciated as 
tax revenues exceeded 10 percent 
of GDP in last fiscal year that can 
be considered major milestone 
for Bangladesh. He considered 
country’s average economic growth 
of 6-7 percent as impressive one. 
But the country has the potentials 
to perform much better than this.

AmCham President said the 
country attracted US$913 million 
in 2010, which is 30 percent 
higher than the previous year. But 
FDI as well as local investment is 
very low in the country compared 
to the need. He said Bangladesh 
is a country with enormous 
opportunities but what is urgently 
required is to be able to earn the 
capacity to utilize its untapped 
human and natural resources. 

Dr. Cowen’s presentation slides 
and key observations have been 
incorporated separately.

September 15, 2011: 
AmCham Annual General 
Meeting

AmCham held its 15th Annual 
General Meeting. At the meeting 
AmCham President Mr. Aftab ul 
Islam termed 2010 as a successful 
year despite difficult business 
atmosphere during the period. 
The President appreciated the 
dedication and contribution of 
the Members of the Executive 
Committee. The President thanked 
the Members for their excellent 
support during the period. The 

major activities of the Chamber 
during the year included the 
annual US Trade Show, seminar, 
discussions on important issues, 
networking with other Chambers, 
representations in various forums 
etc. The President thanked 
AmCham Directorate for their 
valuable support, particularly 
he thanked Mr.  Gafur for his 
remarkable role and contribution 
for AmCham as its Executive 
Director.  

Among other usual businesses, the 
AGM also elected the following 
office bearers for AmCham for 
2011-2012.

President:  Mr. Aftab ul Islam 
Director & CEO, ATAZ Bangladesh Ltd.

Vice President:  Mr. Geoffrey Strong
President, Chevron Bangladesh

Treasurer: Mr. Hasan M. Mazumdar
Country Representative, The Asia 
Foundation

Members:

Mr. Syed Ershad Ahmed
CM & Managing Director, Expeditors 
(BD) Ltd.

Mr. Christopher J. Reber
Managing Director, Integrity Traders Ltd.

Dr. Zia U Ahmed
Chairman, Venture Investment 
Partners Bangladesh Ltd.

The President congratulated 
the newly elected Executive 
Committee Members and hoped 
that AmCham would continue 
to make progress with this 
Committee. The President thanked 
all the members of the outgoing 
Committee for their most valuable 
contribution.

AmCham in Action
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Good Governance and Development
Prof. Hafiz G. A. Siddiqi
Vice Chancellor, North South University

Introduction

Good governance is an essential 
prerequisite for national 
development. Its scope is quite 
wide and deep.  The phrase 
“good governance” is used quite 
frequently, but occasionally 
misused without clearly 
understanding its connotation. 
This is a macro concept, usually 
used in the context of state 
management, particularly in 
the context of socio-economic 
development of a relatively less 
developed country like Bangladesh. 
It is not usually used in discussing 
the enterprise level management. 
Therefore, this phrase should not 
be confused with best management 
practices. However exceptions are 
there. Some people would prefer 
to express the same idea using 
the phrase “better governance” 
rather than “good governance” 
arguing that the absence of good 
governance is not necessarily “bad 
governance”. There is always a 
system of governance in a country 
that keeps running. However, 
it may find it desirable to go for 
political, legal, institutional and 
other reforms including state 
bureaucracy to modernize and 
respond to popular demand 
for changes. For example, 
governments in the Middle East 
have had so long a system of 
governance that worked fine for 
the rulers. However due to recent 
popular demand they are slowly 
moving toward democratic forms 
of governance granting the citizen 
western type of fundamental 
human rights, freedom of 
expression, empowerment of 
women, etc.  In other words, they 
are trying to introduce a system of 

governance which is supposed to 
be better than what has been so 
far. In this article both the phrases, 
namely, “good governance” and 
“better governance” are used 
interchangeably. 

Good governance is an ideal 
perhaps not achievable in its 
totality. The general perception 
is that good governance or for 
that matter better governance is 
the most important pre-requisite 
for sustainable economic, social, 
political and cultural growth and 
development in the country. It 

is also essential to ensure that all 
the citizens enjoy the benefits of 
growth and development equitably 
that helps get rid of poverty and 
bring the marginalized citizens 
into a safety net so that they can 
lead peaceful and decent life. 
Sustained development takes 
place only when appropriately 
structured and staffed Executive 
Branch under the vigilance of 
the Legislative Branch and an 
independent Judiciary function 
effectively in conjunction with 
each other as decision-making and 
implementing body. The decisions 

are related to empowering all the 
people politically, economically, 
financially, socially and culturally 
on the basis of fairness and 
equity.  

In state management (Governance) 
three major types of governing 
machinery function. These are: 1) 
Legislative Branch, 2) Executive 
Branch and 3) Judiciary. Their 
functions are divided on the basis 
of the doctrine of separation of 
power. Beside these three, there 
are hundreds of central and local 
level government and semi-

government agencies that work 
jointly or in cooperation with each 
other to ensure good governance. 
Beside, national Parliament, there 
are local level elected bodies. The 
latter strengthen the people’s 
participation in the governance 
at grass root level and prevent 
concentration of power at the 
center.  

Legislative Branch 
(Parliament)

In state management, Parliament 
is the apex body. Members of the 
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Parliament (MP) are the Legislators 
or the Law Makers. In democratic 
society they are elected by the 
people. The nature of governance 
is determined by the discipline 
the elected representatives at the 
Parliament as well as at the grass 
root local bodies / authorities can 
enforce in the state management. 
To institutionalize good 
governance a democratically 
elected legislative body is essential.  
The members of this legislative 
body (Parliament) frame and enact 
the national Constitution which 
provides the basic guidelines 
for state governance. Once 
enacted, the life of all citizens 
including members of Parliament, 
Government machinery, members 
of the armed forces, Judiciary and 

all other citizens’ life is governed 
by the articles/provisions of 
the Constitution. Therefore, 
the quality of governance in 
a particular country is greatly 
influenced by the quality of the 
Constitution it follows. 

The Legislative Branch plays 
a vital role in instituting good 
governance. In multi-party 
democracy, one winning party 
or a coalition of parties form 
the government headed by 

the Prime Minister. There is a 
party in power and another in 
opposition. Traditionally, the 
government MPs and opposition 
MPs debate over national issues 
in the Parliament.  Arguments 
and counter arguments continue 
for days together, and for good 
reasons. It is absolutely essential 
for all elected MPs to participate in 
the deliberations and discussions 
in the Parliament to realize   good 
governance. Unfortunately, in 
Bangladesh, MPs of the Opposition 
Party remain absent from the 
Parliament for months together. 
This makes the general public 
totally disappointed. Whatever 
good reasons the opposition 
party has for remaining absent 
from the Parliament, it does not 

contribute to good governance. 
The opposition party does not 
perform its duty; as a result, there 
is no check and balance in the 
decisions taken in the Parliament 
by the party in power. This does 
not seem to be a sign of good 
governance.

Participation and 
Democracy

Practice of participatory 
democracy is another very 

important pre-requisite of 
good governance. All citizens, 
irrespective of sex and religion, 
must have equal opportunity -
- direct or indirect- to participate 
in the decision-making process in 
state management. Citizens over 
certain age are eligible to elect 
through free and fair election their 
Representatives who form the 
Legislative Body at the center and 
separately at local authorities at 
City Corporations, Municipalities, 
Upazilla Parishods and Union 
Parishods.  It is to be noted that 
democracy is not necessarily the 
rule of majority. Unfair behaviour 
of the “brute” majority does not 
contribute to promoting good 
governance. Of the many forms 
of democracy, one may consider 
Locke’s “the rule of majority 
with the consent of minority” or 
something more suitable for the 
people. It is heartening to add 
that Bangladesh Constitution 
guarantees equal rights to all 
citizens to practice their respective 
religions. Particularly, the present 
government has ensured that all 
minorities (non-Muslim) have 
equal access to opportunities to 
participate in political decision-
making both at national and 
local levels. Beside, minority 
participation in government 
administrative machinery, 
judiciary and educational 
institutions is quite visible. At 
least on this count Bangladesh 
can claim that it is about to realize 
good governance.

The Executive Branch

The Executive Branch commonly 
known as the government 
implements the decisions of the 
Parliament. While implementing 
the decisions of the Parliament, 
the Executive Branch complies 
with the provisions, rules and 
regulations derived from the 
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Constitution. This Constitution 
provides the Executive Branch 
(Cabinet, Ministries including 
Defense Ministry and the Chief of 
Army, Government Departments, 
Autonomous corporations, 
semi-government agencies, city 
corporations, municipalities and 
similar others) the necessary 
guidelines, most importantly,   
the Laws and By-laws, Articles 

and Provisions embodied in the 
Constitution. The Executive 
Branch carries out the decisions 
of the Parliament and implements 
the annual development plans of 
the government (Annual Budget) 
approved by the Parliament. It 
is to be noted that the Executive 
Branch does not have any 
authority to make or interpret 
laws. Only Parliament can make 
laws. In case of disagreement, 
complaints or confusion only 
Judiciary interprets laws. The 
Executive Branch however, has the 
sole authority and responsibility 
for the daily administration of 
state bureaucracy. It prepares 
short and long term national 
development plans and annual 
national budgets in consultation 
with experts, academia, trade 
bodies and civil societies and have 
them approved by the Parliament, 

formulates implementation level 
policies and issues administrative 
orders related to national defense, 
fundamental human rights, 
freedom of movement, association, 
expression and choice, and law and 
order enforcement i.e. establishing 
a peaceful environment in which 
all desirable political, economic, 
commercial, trading, social, 
cultural and religious activities 

can be carried out. The quality of 
governance also determines the 
quality of diplomatic relations with 
other countries. One must note 
that foreign policy is an indicator 
of good governance. Improvement 
in governance attracts other 
countries to be friendly. Recent 
improvement in diplomatic 
relations that Bangladesh 
accomplished with India is a sign 
of better governance.

The Executive Branch (the 
Government) of Bangladesh is 
implementing many development 
programs with a view to ensuring 
both national development and 
good governance. Thanks to the 
present government of the Prime 
Minister Sheikh Hasina, of these 
programs, one that stands out 
is “DIGITAL BANGLADESH”. As 
and when the entire operation 

of the government including its 
large procurement and service 
system are fully and effectively 
digitized, the making and 
implementing the decisions 
will take shortest possible time. 
No components of government 
machinery, be it Election 
Commission or Port Authority or 
Bangladesh Railways can delay 
its actions without being spotted. 
This will increase operational 
efficiency tremendously and 
accelerate development process 
accordingly. Above all, in FULLY 
DIGITIZED BANGLADESH 
the curse of corruption will be 
minimized. When both public 
and private sectors are fully 
automated the scope of misuse 
or stealing government resources 
or manipulation of contract 
documents will be difficult 
and easily detectable. This will 
tend to improve governance. 
Consequently, it is likely to 
increasingly attract FDI. 

The Judiciary

The Judiciary interprets and 
applies the law in the name of the 
state. It also provides a mechanism 
for the resolution of disputes. 
Under the doctrine of separation 
of power, the judiciary usually 
does not make laws or enforce law. 
Law makers sit in the Parliament 
and law enforcing agencies are 
not parts of the judiciary. An 
independent Judiciary is another 
pre-requite for good governance. 
An independent Judiciary is 
required to ensure justice when 
any citizens, public or private 
enterprises, government agencies 
including law enforcing agencies, 
specialized national institutions 
like Election Commission or Anti-
Corruption Commission, NBR, 
etc seek it.  Independent judiciary 
which cannot be influenced 
illegally either by the legislative 
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or Executive Branch can ensure a 
comprehensive legal framework 
that is enforced impartially and 
consequently prevent corrupt 
practices.  Independent Judiciary, 
according to Webster’s-online-
dictionary, by definition includes 
rule of law and incorruptible 
police forces. 

Conclusions

When all these three institutions, 
namely, Legislative Branch, 
Executive Branch and Judiciary 
function in a coherent way free 
from abuse and corruption but 
maintaining the doctrine of 
separation of power, the public 
institutions including ministries, 
government departments, 
autonomous agencies and courts 
of law will tend to conduct public 
affairs, for example, poverty 
eradication or empowerment 
of women, with due regards to 
justice and equity, manage public 
resources without taking undue 
personal benefits and ensure 
the functioning of democracy 
in real sense. Due to the built-in 
check and balance between the 
above three major institutions, 
this tends to be an approach to 
good governance. The situation 
will further improve with due 
reforms and empowerment of the 
Judiciary. It must be allowed to 
function independently without 
pressure from any quarters. 
Similar reforms are also necessary 
to empower Election Commission 
and Anti-Corruption Commission, 
among other institutions, so that 
they can work independently and 
effectively. 

The newly created public 
institutions, namely, Human 
Rights Commission and Rights 
to Information Commission 
are expected to promote good 
governance. Given the past 

records, Bangladesh will have to 
admit that it faces at least two 
major challenges to establish good 
governance: (1) it has an ineffective 
Parliament in spite of the fact that 
Bangladesh is a well recognized 
democratic country. It is so because 
the opposition party mostly 
remains absent from Parliament. 
Something must be done to bring 
the opposition Leader and her 

MPs to the Parliament and allow 
them to say whatever they want 
to say. Otherwise, Bangladesh will 
not accomplish good governance 
in global context; and (2) it suffers 
from rampant corruption that 
disqualifies Bangladesh for the 
time being to claim an achiever of 
good governance. 

However, as I said earlier, it is hoped 
that in fully digitized Bangladesh 
corruption will be reduced 
substantially. It is heartening to note 
that the present government has 
taken the DIGITAL BANGLADESH 
project with all earnestness and its 
progress so far is very encouraging. 
The wave of e-governance has started 
reaching remote areas far away from 
capital city. However, one must note 

that, although it is very powerful, e-
governance is only one instrument 
to achieve good governance.  It 
is true that Bangladesh has to go 
a long way to accomplish good 
governance, but certainly it is not a 
long shot. Let us hope Bangladesh 
will make it. After all it has so many 
success stories in her records!

Good Governance and Development
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It was my interest in traditional 
textiles that led me to Surayia 
Rahman. When I said I would 
be moving to Dhaka for a couple 
of years, a volunteer in the gift 
shop of the Textile Museum of 
Canada told me of her – an older 
Bangladeshi woman who did 
exquisite ‘kantha’ embroidery.

Ten years ago, at an Asian Studies 
Group meeting at our home in 

Dhaka, a guest named Melodia 
offered to show me Surayia’s 
work. She took me down a narrow 
lane in Dhaka, through a row of 
garment factories and into a family 
home. Here I met Surayia, tall and 
graceful in a white sari. She took 
some paper scrolls from a corner of 
her small bedroom, and unfurled a 
masterpiece drawing in black ink.

Several younger women came 
in from an adjacent room and, 
with quiet pride, showed us a 
large wall hanging that they had 
been stitching for months with 
Surayia’s guidance. These women 
were once destitute. Surayia had 
taught them to embroider her pen 
and ink designs in the finest detail, 
with stitching inspired by the 
centuries-old quilting tradition of 
Bengal called kantha.

Threads of Passion
Cathy Stevulak, Canada

“I have nothing to show,” Surayia 
said later. The exceptional talent 
of these women and Surayia’s 
humility struck me. On an 
impulse, I requested the Textile 
Museum staff if they would accept 
a commission of one of Surayia’s 
works for their collection.

The exquisite works of Surayia and 
hundreds of poor women taught 
by her have in fact been gifted 

to royalty and other 
dignitaries, including 
Queen Elizabeth II and 
Prince Philip, and are 
in homes and museums 
around the world.

Inspired and moved 
by her art and life, my 
husband, Leonard, and 
I have now brought 
together an experienced 
team of filmmakers in 
Bangladesh, the United 

States and Canada to make Threads
happen. We could not let these 
richly human lives be forgotten.  

Getting to know Surayia 

I came to know Surayia better 
after we moved from Bangladesh 

to Canada and when Surayia 
was visiting with her family who 

had migrated there. She was 
often frail but kept a sparkle in 
her eye, particularly when she 
talked about art. (Picture: Surayia 
Rahman, a self-trained, passionate 
artist who guided hundreds of 
women in Bangladesh to create 
masterworks)

We had pleasant conversations 
together and I knew there was 
something very special about her 
essence and outlook on life. I 
sensed she felt that if we had more 
art and artists in the world, we 
would have a better appreciation 
of each other and of nature.

How did the film happen? The 
spark of this idea started in Halifax, 
where we displayed textiles from 
Bangladesh, including one of 
Surayia’s nakshi kantha tapestries 
with help of the textile department 
of the Nova Scotia College of Art 
and Design.

One day over coffee, Lesley 
Armstrong, a professor at NSCAD, 
looked me straight in the eye and 
suggested I make a documentary 
about Surayia’s art and life before 
all is forgotten. Each of Surayia’s 
unique designs has a story to 
it…who would know these after 
she was gone? How did some of 
the most impoverished women 
produce some of the most 
stunning textile art?  What would 
happen to the women who came 
to learn from Surayia? I could not 
get these questions off my mind.

When living in Bangladesh, I was 
constantly bombarded with the 
difficulties and indignity of daily 
life for so many people – and I also 
saw the hope and the progress 
that opportunity was bringing 
in this young country. Surayia’s 
innovation, her style of nakshi 
kantha tapestry was unique, and 
had helped hundreds of women 
to earn and lead dignified lives. 

Threads of Passion
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Such remarkable people in the 
developing world – particularly 
women – come and pass without 
a trace. And I was committed to 
tell this story.

“I do not want fame”

The first filming session with 
Surayia was on an overcast 
December day in Toronto. I 
glanced outside to see messy 
telephone wires running across 
bare trees. Looking at the same 
scene, Surayia pointed to the tree 
trunks and intertwined branches 
and said, “Isn’t that beautiful?” 
She sees beauty in all things, and 
all people.

When first asked about filming 
her, Surayia said, “I do not want 
fame.” But she did want to share 
what inspired her work and the 
richness of Bengali culture. During 
her long life, she had recreated 
scenes of her youth from the British 
Raj days in Calcutta, her visits to 
the villages in Bangladesh, and 
her observations of life in Dhaka 
– particularly the lives of women. 
She had interpreted the Bengali 
literature of Rabindranath Tagore 
and Jasimuddin in her designs.

Shortly after, Surayia was on an 
airplane heading home to Dhaka. 
Through regular phone calls to 
Bangladesh and through film 
shoots in Dhaka, I soon discovered 
how much she had suffered 
and overcome to continue with 
her art and to empower others. 
“Everything is possible,” she tells 
me.

Art for social good

Surayia is now 80. She cannot 
draw anymore. Five years ago, she 
gave her designs to the Salesian 
Sisters in Dhaka who work with 
some of the women that Surayia 

trained. A widow’s project also has 
her permission to use her designs. 
Many others are copying her 
designs to sell. She softly wonders, 
“Why copy, why not create?”

One of Surayia’s last works is now 
in the Textile Museum of Canada. 
Entitled “Georgian Times,” it 
depicts her memory of her early 
youth in colonial Calcutta, the 
days when she experienced the 
freedom of art and life.

Collectively, hundreds of talented 
women of Bangladesh have 
created masterpieces – against the 
odds – and experienced their own 
liberation from poverty.  Women, 
who first came to Surayia with a 
ball of rice in their saris as food 
for the day, have been able to 
send their children to school, buy 
a piece of land, or a family home.
Some of these women are now 
teaching others. Thread by thread, 
they are empowering themselves 
and the next generation.

Surayia now dreams of an institute 
in Bangladesh where artists can 
carry on what she has begun – and 
innovate for social good. “Art is 
love,” Surayia told me when we 
first looked through the camera to 
start the filming.

Surayia humbly admits she was 
never satisfied with her art; she 

always wanted it to be better.  She 
is embarrassed to say that she is an 
artist because she never attended art 
school.  Furthermore, she does not 
see how she helped so many women, 
and gives credit to them for working 
hard and helping themselves and 
their families.

Threads celebrates creativity, self-
empowerment and the sharing of 
talents to combat poverty, create 
common dignity and provide hope. 

We welcome the participation of 
AmCham members in helping 
us to complete this inspirational 
documentary. We have done half 
of the filming and have located 
many of Surayia’s paintings and 
nakshi kantha tapestry designs 
around the world.  As we embark 
on the critical phase of putting 
the film together and doing one 
more film shoot in Bangladesh, 
we are working to raise funding 
from various sources. 

Note from Cathy and Leonard:
Last year, we were honoured to be 
invited by AmCham Bangladesh 
to make a presentation about the 
documentary film we are producing, 
entitled “Threads.”  “Threads” is the 
story of the veteran artist, Surayia 
Rahman, who has helped hundreds of 
Bangladeshi women overcome poverty 
by creating nakshi kantha tapestries. 
This documentary celebrates the 
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power of creativity and heritage that 
nourishes the human potential, and 
the impact that one person’s sharing 
can have on the lives of many.

Since the beginning of this project, we 
have been privileged to work closely 
with Catherine Masud.  Tareque 
Masud, our adviser, provided the 
wisdom of a profoundly creative 
filmmaker and generous human 

being, a memory we shall hold with 
the greatest of respect and friendship. 
We are also deeply grateful for the 
insights and talents of Mishuk Munier, 
whose camera work in Dhaka will 
form the basis of this film.  Our visit 
to Bangladesh last year was the last 
time we sat together and talked with 
Tareque and Mishuk, but their imprint 
will remain in this documentary, and 
in our hearts, forever. 

Contact:  www.kanthathreads.com;
cathy@kanthathreads.com; leonard@
kanthathreads.com

Excerpts of the article above are from 
an article originally published in One 
World South Asia. http://southasia.
oneworld.net/weekend/threads-of-
passion. All photographs copyright Anil 
Advani and Kantha Productions LLC; 
used with permission.
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Improving the Effectiveness of Social and Developmental 
Programs - Learning from Commercial Marketers
Andy Bhanot 
Regional Director – South Asia, Westat India

Since I started working 26 years 
I have had the opportunity of 
providing marketing support 
services (mainly advertising and 
marketing research services) to a 
range of organizations – private 
and public sector commercial 
organizations, and social services/
developmental organizations 
– both governmental and 
non-governmental. On the 
commercial side my clients have 
included marketers of products 
like carbonated soft drinks, soaps, 
shampoos, toothpastes, processed 

foods, electronic appliances, 
banks and automobile makers 
while on the social services side 
my clients have included Govt. 
departments, and international 
and national NGO working in the 
area of public health, primary and 
secondary education, water and 
sanitation, gender empowerment, 
disaster risk reduction and good 
governance. What has struck me 
as very interesting is the manner 
in which these two very different 

organization types use the same 
or similar tools for planning 
and decision-making related to 
their work. And, I am not talking 
about the motives – everyone 
understands that commercial 
organizations want to make 
profits at the end of the day while 
the developmental organizations 
want people to have better quality 
of life, but I am talking about the 
manner in which the two different 
organizations use the same or 
similar set of tools for planning 
and decision making.

When working on advertising 
and brand building campaigns 
for the commercial clients, I used 
a number of concepts like the 
social learning theory, elaboration 
likelihood model, theory of 
planned behavior, theories 
explaining attitude formation and 
attitude change, the concept of 
social reference groups and many 
other concepts grounded in social 
science research. However, being 
a business management graduate 

I had not read the theory behind 
these concepts – many of which, 
as I learnt subsequently, were 
grounded in psychology, sociology, 
anthropology and other social 
sciences.  But, nevertheless, we used, 
with almost an assured degree of 
success, these concepts and tenets 
to improve our understanding 
of consumer behavior through 
rigorous research. And we applied 
this understanding to create 
advertising that would make the 
consumers buy more carbonated 
soft drinks, chocolates, processed 
foods, toiletries, apparel and a 
host of other branded products. 
Our clients pushed us to use the 
most advanced quantitative and 
qualitative research techniques 
to map the finest details of their 
consumers’ minds; they pushed 
us to improve the predictability 
of our consumer behavior 
models and they made us apply 
this understanding to create the 
most persuasive and appealing 
advertising to drive the sales of 
their brands. The clients were 
happy because their sales and 
profits grew, we were happy 
because our business grew, and 
the consumers, I think, were 
happy because they thought they 
were using the best products and 
services. No one felt bad because 
consumers have the right to form 
opinions and perceptions of what 
is best for them – so what if we 
used the social science theories 
very cleverly to help consumers 
form favorable opinions and 
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perceptions about our clients’ 
brands.

Over the last ten years or so I 
have been providing, in different 
capacities, program support 
services to different Government 
departments, international NGOs, 
regional and national NGOs 
and international development 
assistance organizations working 
with the poor, marginalized and 
underprivileged populations in 
developing countries. What amazes 
me is the lack of understanding the 
developmental sector has about its 
“consumers” when I compare it 
with the commercial sector. What 
amazes me even more is that the 
concepts of sociology, psychology 
and anthropology on which 
the foundation of commercial 
marketing and advertising is built, 
are seldom understood or used in 
the developmental world. I find it 
very ironical that the social sector 
which is responsible for some 
of the most brilliant concepts 
and theories explaining human 
behavior is not using them with 
the same degree of success as 
the commercial sector is. And to 
support my case I give the example 
of poor women in rural areas who 
are persuaded to buy a sachet 
of shampoo or fairness cream, 
but not a packet of ORS (Oral 
Rehydration Salt) to save their 
children from diarrhea. Similar is 
the case of poor farm laborers in 
the countryside who will consume 
a soft drink when thirsty, but do 
not feel persuaded to buy a packet 
of condoms to plan their families. 
Business media is agog with the 
“impressive” growth figures of the 
most successful multinationals 
where marketing wizards have 
been working overtime to make 

inroads into the rural markets. 
Mobile phones, toiletries, OTC 
(over the counter) drugs, soft 
drinks, packaged foods, credit 
cards and two wheelers are some 
product categories which have 
over the past few years witnessed 
tremendous growth driven by rural 
consumers. Business schools are 
using case studies to teach young 
managers strategies of exploring 
the potential at the “bottom of 
the pyramid”.

I don’t know if the developmental 
organizations can claim to have 
brought down, in the same period, 
the number of babies dying before 
5 years of age with the same 
degree of success. Or the number 
of mothers dying at childbirth or 
the number of young girls who 
are married off before the age of 
18 years. The recent census data in 
India shows that the child sex ratio 
has decreased at an alarming rate 
in the last 20 years. I am not being 
cynical about the developmental 
efforts – but I don’t know if anyone 
has ever evaluated the “social 
change” created by developmental 
organizations against billions of 
dollars being spent by them on 
improving the quality of lives 

of the poor, marginalized and 
underprivileged people.

I think it is time that developmental 
organizations did some soul 
searching and learnt to use some 
of the methods and techniques 
used by the commercial marketers 
so successfully. Developmental 
organizations need to appreciate 
that everything “commercial” 
is not bad. Further, they need to 
understand that all their target 

segments are not “rational” 
beings who will readily adopt 
the behaviors being promoted 
by the social organizations. They 
need to better appreciate the 
tools and techniques which the 
commercial marketers have used 
very successfully to sell products 
which, one can argue, are not 
always healthy. 

Note: Andy Bhanot has worked over 
the last 25 years with a consumer 
goods company, an advertising 
agency, market research agencies and 
a development media organization. 
He is currently the Regional Director 
in a Social and Developmental 
Research Organization. The views 
expressed in this article are his 
own.
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Social Business and Emerging Needs in Bangladesh
Khalid Hasan PhD
Managing Director, Nielsen Bangladesh

(Social Business section of the article is taken from the book Building Social Business, written by Nobel Laureate Prof. 
Muhammad Yunus. Considering the importance of the new concept, most of the text remains unaltered.)

SOCIAL BUSINESS

“We live in exciting times – an era 
when the world is ripe for the kind 
of amazing, positive change that 
social business can create.” - Prof. 
Muhammad Yunus 

Background

Nobel laureate Prof. Muhammad 
Yunus conceptualizes the new 
mantra of Social Business for 
eradicating poverty globally. 
There is a growing interest in this 
new kind of business focused for 

the poor and thereby reducing 
poverty. According to him, social 
business is a cause-driven business. 
In a social business, the investors/
owners can gradually recoup 
the money invested, but cannot 
take any dividend beyond that 
point. Purpose of the investment 
is purely to achieve one or more 
social objectives through the 
operation of the company; no 

personal gain is desired by the 
investors. The company must 
cover all costs and make profit, at 
the same time achieve the social 
objective, such as, healthcare 
for the poor, housing for the 
poor, financial services for the 
poor, nutrition for malnourished 
children, providing safe drinking 
water, introducing renewable 
energy, etc. in a business way.

The impact of the business on 
people or environment, rather 
the amount of profit made in a 
given period measures the success 

of social business. Sustainability 
of the company indicates that 
it is running as a business. The 
objective of the company is to 
achieve social goal/s.

The most popular concept of 
social business was created 
by Nobel peace prize winner 
Prof. Muhammad Yunus and is 
described in his books Creating 

a world without poverty - Social 
Business and the future of 
capitalism and Building Social 
Business - The new kind of 
capitalism that serves humanity’s 
most pressing needs. The main 
organizations promoting and 
incubating social businesses are 
the Yunus Centre in Bangladesh 
and the Grameen Creative Lab 
in Germany. Some advocates of 
social business have criticized 
Yunus and his followers of 
hijacking the name “Social 
Business,” and point out that 
many have used the term before 
him to describe capitalistic gains 
tied to social advancement.

Seven Principles of Social 
Business

1. Business objective will be to 
overcome poverty, or one 
or more problems (such as 
education, health, technology 
access, and environment) which 
threaten people and society; 
not profit maximization

2. Financial and economic 
sustainability

3. Investors get back their 
investment amount only. 
No dividend is given beyond 
investment money

4. When investment amount 
is paid back, company profit 
stays with the company for 
expansion and improvement

5. Environmentally conscious 

6. Workforce gets market 
wage with better working 
conditions

7. ...do it with joy

Social Business and Emerging Needs in Bangladesh
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Types of Social Business

In Yunus’ book Creating a World 
without Poverty - Social Business 
and the Future of Capitalism, two 
different types of social businesses 
are proposed:

A Type I social business focuses 
on providing a product and/or 
service with a specific social, 
ethical or environmental goal. A 
prominent example is Grameen 
Danone. Grameen Danone Foods, 
popularly known as “Grameen 
Danone” is a social business 
enterprise which, has been 
designed to provide children with 
many of the key nutrients that 
are typically missing from their 
diet in rural Bangladesh. It is run 
on ‘No loss, No dividend’ basis. 
Initially, Grameen Danone agreed 
to create a small dividend of 1%/
year to shareholders, however, 
in December 2009, the board of 
Grameen Danone agreed to waive 
any monetary return. Grameen 
Danone was launched in 2006 as 
the first social business and is now 
succeeded by many others. Most 
social businesses are currently 
located in Bangladesh, such as 
Grameen Veolia, Grameen Intel, 
Grameen Uniglo or BASF Grameen. 
Additionally, several microfinance 
funds have allocated a certain 
portion of their capital to social 
business, the most prominent 
examples being the Grameen 
Credit Agricole Foundation in 
Luxembourg and the Danone 
Communities Fund in Paris.

A Type II social business is a profit-
oriented business that is owned by 
the poor or other underprivileged 
parts of the society, who can gain 
through receiving direct dividends 
or by indirect benefits. Grameen 
Bank, being owned by the poor, 
is the prime example of this type, 
although it would also classify as a 
Type I social business. 

Idea of Social Business

Professor Muhammad Yunus, 
the key proponent of the social 
business model, argues that 
capitalism is too narrowly 
defined. The concept of the 
individual as being solely focused 
on profit maximizing ignores 
other aspects of life. Failures of 
this system to address vital needs, 
that are commonly regarded 
as market failures are actually 
conceptualization failures, i.e. 
failures to capture the essence 
of a human being in economic 
theory by limiting humankind to 
the home oeconomicus. (Homo
economicus, or Economic
human, is the concept in some 
economic theories of humans 
as rational and narrowly self-
interested actors who have the 
ability to make judgments toward 
their subjectively defined ends. 
This theory stands in contrast to 
the concept of :Homo reciprocans”, 

which states that human beings 
are primarily motivated by the 
desire to be cooperative, and 
improve their environment.)

Yunus postulates a new world 
of business in which profit-
maximizing enterprises and 
s o c i a l - b e n e f i t - m a x i m i z i n g 
enterprises coexist. In addition, 
a social business would operate 

much like a profit-maximizing 
business in that the company as a 
whole grows financially and gains 
profits. The only difference is that 
the company’s shareholders and 
investors would be re-accumulating 
their initial investment as opposed 
to receiving dividends. He calls 
the latter social business.

Key ingredients to the success 
of the approach are education, 
institutions to make social 
businesses visible in the market 
place (a social stock market), 
rating agencies, appropriate 
impact assessment tools, indices to 
understand which social business 
is doing more and/or better than 
other social businesses so that 
social investors are correctly 
guided. The industry will need 
its Social Wall Street Journal and 
Social Financial Times.

Therefore, a social business is 
driven to bring about change while 

pursuing sustainability. Although 
from a strictly profit-maximizing 
perspective it seems inappropriate 
to pursue a goal other than profit, 
social business’s aim is to achieve 
certain social and environmental 
goals. In this perspective, a social 
business can also be understood as 
a business-pursuing NGO which 
is (eventually) financially self-
sufficient.
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Since social business is a cause-
driven business i.e. pro-poor 
focused business, the investors or 
owners can gradually get back the 
money invested, but cannot take 
any dividend beyond that point. 
Therefore, the purpose of the 
investment is purely to achieve one 
or more social objectives through 
the operation of the company, 
since no personal monetary gain 
is desired by the investors. The 
company must cover all costs and 
make revenue, but at the same 
time achieve the social objective.

The impact of the business on 
people or environment, rather 
than the amount of profit made in 
a given period measures the success 
of social business. Sustainability 
of the company indicates that it 
is running as a business. However, 
there is no provision of profit 
sharing among the owners or 
stakeholders, rather there is a pre-
condition of social business that 
profit will stay with the company 
and is used to expand social 
benefits the company provides. 
The profits here remain with 
the business and help it to grow 
further.

Social Business and Other 
Social Concepts

There are other frequently used 
concepts such as “social enterprise,” 
“social entrepreneurship,” “social 
marketing,” etc contradicts with 
social business. Although these are 
used in varying ways by different 
businesses and academicians, 
but they are generally used to 
refer to profit-making activities 
or highly subsidized. Social 
entrepreneurship describes as an 
initiative may be non-economic 
or a charity under the purview 
of traditional NGOs. Similarly 
NGOs non-profit, charitable 
organization, however, NGOs 

could also own social business, 
but it needs to be separated 
from NGO for legal, tax, and 
accounting purposes. Cooperation 
- another type of organization, 
that might be confused with 
social business. Cooperative is 
owned by a group of members, 
is primarily run for profit to 
benefit its member-shareholders. 
However, cooperatives can be a 
social business, if the members 
of the cooperatives are poor 
people and any profits generated 
by the cooperative would be 
invested for the poor and helping 
them escape from poverty. In 
India, Self Employed Women’s 
Association (SEWA), a trade union 
that helps self-employed Indian 
women pursue the goals of “full 
employment” (work security, 
income security, food security, 
health care, child care and 
shelter).

Social marketing is another 
concept, primarily developed 
in the 1970s, describes efforts 
to change human behavior in a 
socially beneficial way by using 
all the tools and techniques 
of marketing and business. In 

Bangladesh, for example, Social 
Marketing Company (SMC) is 
responsible for distributing and 
marketing contraceptives, oral 
saline and micro nutrient powder. 

Although SMC uses marketing 
principles and it is a not-for-profit 
company and enjoys subsidy from 
various US and British donors. On 
the contrary, social business is a 
non-loss, non-dividend company 
with a social objective and vision, 
and it follows all the tools and 
techniques of marketing. 

POVERTY, SOCIAL BUSINESS 
AND BANGLADESH 
SCENARIO

Professor Yunus, in his recent 
book on Creating a World Without 
Poverty wrote that the eradicating 
poverty is the biggest challenge 
of humankind on earth. While 
free market capitalism is thriving 
globally almost unopposed now 
and bringing unprecedented 
prosperity to many, half of the 
world lives on two dollars a day 
or much less. He is optimist of 
changing the fortune of majority 
of the people living at the bottom 
of the economic base of the 
society. According to him social 
business “I always believed that 
poverty can be totally conquered in 
our own lifetimes if the right approach 
is adopted. I based my belief on the 

inherent ability of the poor that can 
be unleashed once they are given the 
opportunity to help themselves. … 
I have been advocating for, which 
will be used by several countries in 
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the whole region and can potentially 
change the economic face of 
Bangladesh, can be built as a Social 
Business owned by the poor women 
of the country.”

Bottom of the pyramid: Prof. CK 
Prahalad explained the Bottom 
of the Pyramid (BoP) concept. 
According to him, majority of the 
people are at the bottom of the 
economy, where as a few people 
with high purchasing power at 
the top of the pyramid. According 
to recent UN Development 
Report, there are around 4 billion 
people at the BoP, earning less 
than US$2 per day. The BoPs are 
mostly confined to urban slums 
and rural areas. They are living 
at below poverty level (may be 
termed as “ultra poor”), and 
therefore, they are consistently 
at acute malnutrition level. They 
lack basic human needs, such 
as access to safe drinking water, 
health services, shelter, education 
etc. They are caught in the vicious 
circle of poverty. Indian rural 
marketing guru Pradeep Kashyap 
suggests for a new paradigm 
wherein all stakeholders (such 
as private sectors, NGOs and 
government) should collaborate 
to create opportunities that offer 
a win-all proposition, helping 
the economy for an impressive 
and sustainable growth. The new 
paradigm requires (1) driving 

innovation to create affordable 
and sustainable businesses, (2) 
nurturing sustainable businesses 
enabled by open and collaborative 
partnerships and (3) creating 

inclusive businesses through win-
all approach.

Reshaping pyramid to diamond:
Prof Philip Kotler suggested that 
there should be shift of the major 
bulk of the community from 
bottom to the middle with higher 
purchasing power and therefore 
converting pyramid to the shape 
of a diamond. The economists and 
the politicians are trying to reduce 
the population at the bottom of 
the pyramid. They have given the 
biggest challenge to transform the 

structure of wealth distribution 
among the people in the country 
from a pyramid shape to diamond 
i.e. shifting of huge population 
from the bottom of the pyramid 
to the middle of the structure, 

shaping like a diamond. When 
C K Prahalad narrated BoP, he 
mentioned that there a few people 
with high purchasing power 
at the top (around 3-5%) and 
majority of the consumers are at 
the bottom (40%++ population). 
If we want to eradicate poverty 
among the extreme poor or ultra 
poor population, the pyramid 
shape should be reshaped to a 
diamond like structure i.e. more 
number of people should have 
more disposable income and 
thereby have higher purchasing 
power and subsequently moving 
to middle income segment.

This transformation has already 
started in many countries like 
China, India and Bangladesh. 
Figures 1 and 2 explain the 
Bangladesh scenario.

Transformation in Bangladesh:
The transformation has already 
started in Bangladesh too. 
Currently (2011), 32% of the 
population is at the BoP, which 
was 59% in 1991 and 78% 
immediately after the great 1971 
war of liberation with Pakistan 
(Fig 2). The impact of changing 
from bottom of the pyramid to a 
middle income level, there is an 

inevitably change in consumption 
pattern and thereby changing life 
style. It is noticed in different 
demographic and market research 
that there is a clear indication of 
shift of consumption of various 
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Fig 1: Reshaping socio-economic composition from pyramid to
          diamond (1991 – 2021) in Bangladesh
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fast moving consumer goods 
(FMCGs – such as tooth powder, 
shampoo, soap, crème, lotion, 
hair oil etc.) across all categories 
of population, covering both 
rural and urban areas. Remarkably 
observed that there is a significant 
shift of FMCG in the rural areas, 
compared to urban areas (Fig 3). 

Similarly, at present, more number 
of people is buying essential 
commodities and durables such as 
mobile phone, TV etc. According 
to recent Nielsen Media and 
Demographic Survey (NMDS 
2011), television is available to 
56% of all the households, with 
84% ownership amongst urban 
dwellers and 43% amongst rural 
ones. In comparison to the 
figures of 1995 media survey, it is 
apparent that the ownership rate 
has increased considerably over 
the past sixteen years. Within this 
period, the overall ownership of 
TV nationally went up by around 
seven times from 8% to 56%; and 
it was fourteen times in the rural 
areas, from 3% to 43%. Currently 
TV is available in 91% of the 
households in the metro areas. 
Similarly, in the recent years, 
Bangladesh has experienced a 
phenomenal growth in ownership 
of mobile/cell phones. In 2011, 
66% of the individuals of 15 
years and above own at least one 
mobile set with active SIM which 
was 40% in 2009. Among the rural 
respondents, 59% own a mobile 

set which was 30% in 2009. 
Similarly in the urban areas, it is 
currently 80% compared to 60% 
in 2009. As expected, 84% of the 
metropolitan respondents have 
access to mobile which was 62% 
in 2009. Similar shift is observed 
among the rural consumers, more 
than the urban consumers.

Shifts in consumption from 
urban to rural: In Bangladesh, 
a country with around 160 
million people, the rural base 
makes up approximately 70% of 
the whole. In the last three years 
there has been a clear shift in 
the consumption of goods and 
services, especially FMCGs from 
urban to rural. The urban FMCG 
market share decreased from 58% 
to 49% in the period 2007-2010, 

while the rural share increased 
significantly from 42% to 51% in 
the same period (Nielsen Retail 
Audit; Fig 3). This trend is indeed 

important for the marketers 
who are sitting in the comfort 
of metropolitan city offices as it 
will help them shape their market 
offerings to reap the benefits of 
the growing rural market. 

Growing purchasing power of 
bottom of the pyramid: In a 
recent World Bank report – “World 
Development Indicators”, puts 
the population at 160 million, 
making it by most counts the 8th

most populous country in the 
world. Out of these 162 million 
population, currently 32% of 
them are at poverty level; among 
them a significant portion are 
at extreme poverty or may be 
termed as “ultra poor”.    

In last few decades, Bangladesh 
has made significant progress in 
poverty reduction, is a matter of 
celebration. The percentage of 
people below poverty line now 
stands at 32% from a level of 59% 
two decades back (BBS). Also, 
the population of Bangladesh is 
characterized by a wide bottom 
of the pyramid (32% of the 
population), belonging to the 
socio economic class (SEC) E. 
There has been an increase in the 

purchasing power of this portion 
of the population, significant 
enough to change their lifestyles. 
They have moved from worrying 

Fig 3: Shifts in Consumption from Urban to Rural
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about basic necessities of life 
and can now afford the luxury 
of being aspiring individuals to 
some extent. According to BBS, 
the average monthly income of 
rural people in 2005 was Tk. 6,096 
which increased to Tk. 9,000 in 
2011 and similarly in the urban 
areas, income increased from Tk. 
10,463 in 2005 to Tk. 15,000 in 
2011.

However, according to a report 
– “Household Income and 
Expenditure Census 2011 (HIES)” 
published by Bangladesh Bureau 
of Statistics, among the population 
those who are at below poverty 
line, 17.6% of the country lives 
in extreme poverty, which was 
25.1% in 2005. Extreme poverty 
is defined as those people whose 
total expenditure is equal to the 
food poverty line (the cost of a 
basket of goods amounting to the 
consumption of 2,100 Kcal per 
person day (Perry). If we consider 
160 million population, around 
28 million people are at extremely 
poverty. If all these extreme poor 
people are considered, it will make 
53rd largest country by population 
in the world.

Despite negative images of 
Bangladesh (such as poverty, 
political instability, natural 
calamities etc.) this young nation 
has been making solid strides 
in different development areas, 
Bangladesh has got more success 
stories than its failures. The 
major indicators responsible for 
the socio-economic growth are: 
improvement in health status, 
increase in literacy and education 
rate, progress in gender balance, 
more enhancement of employment 
opportunities, building transport 
and communications facilities, 
huge increase in media reach 
among the rural and urban people, 
booming ITC business, great 

rise in remittance, agricultural, 
industrial, textiles and ready-
made garments (RMG) booms. 
Moreover, it is to be noted that 
specially built and well protected 
Export Processing Zones (EPZs) 
have played a significant role 
in revolutionizing its industrial 
progress and employment.

Social business – an emerging 
need: The people of Bangladesh 
have managed to not only survive, 
but also to drive the country 
forwards and upwards. Still there 
is a question, how to increase the 
momentum of reducing extreme 
poverty, compared to moderate 
poverty? The HIES surveys 
shows that the extreme poverty 
decreased slower than moderate 
poverty; and therefore the people 
in the extreme poverty still could 
not reap the benefit of progress 
(Perry). Further, the incidence 
of extreme poverty in rural areas 
has decreased more slowly than 
in urban areas. Therefore the 
gap between rural and urban is 
widening over period of time. 

Although (1) there is a clear 
shift of upward consumption of 
FMCGs and essential durables and 
(2) number of people at poverty 
level is reducing but still millions 
of people are at extreme poverty. 
If the current pace continues, 
Bangladesh will have to wait for 

many decades to watch a clear 
shift from pyramid to a perfect 
“diamond” shape of economic 
base.

The solutions to this critical 
issue of reducing poverty and 
thereby minimizing the gap 
between rural and urban may be 
by introducing Social Businesses 

more rapidly, than thought. The 
public service provisions such 
as health care, schooling, social 
protection, agriculture etc. need 
to be reached to the people at 
extreme poverty through social 
business enterprises, otherwise 
the initiatives to reduce poverty 
related gap will take longer period. 
It is not only our moral obligation 
to look beyond statistics, but our 
necessity to be with this poverty 
stricken humanity. 

To conclude, it can be said that 
poverty remains one of the most 
important problems, facing 
humankind globally. In a country 
like Bangladesh, where a large 
number people are still at moderate 
and extreme poverty level (more 
than 51 million), and therefore the 
distribution of income is still in 
the shape of pyramid rather than 
a diamond (although politicians 
and economists are aspiring 
toward a diamond shape by 2021) 
with too many poor at the base of 
the pyramid. Prof Yunus initially 
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showed the world through his 
historical microcredit approach and 
help bringing fortune at the bottom 
of the pyramid (Grameen Bank is 
an example). Now he has further 
added the great concept of social 
business. The enterprises created 
for the poor with the motives and 
principles of social business and 
using the techniques and tools of 
marketing mixes (such as product, 
promotion, places, price, people 
etc.) that makes the products and 
services affordable and accessible 
to the poor and thereby can help 
eradicating poverty. Earlier the 

acceptance of the new approach 
of social business may truly bring 
fortune at the bottom.
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Overview 

• Global and regional outlook 

• Recent developments in Bangladesh 

• Risks and opportunities for 
Bangladesh

I. Global and Regional Outlook 

• Near-term growth prospects 
in the major advanced 
economies appear to be 
weakening, with growth 
also showing signs of 
moderating in emerging 
economies. 

Macroeconomic Developments in Bangladesh 
David Cowen 
Mission Chief for Bangladesh 
Asia and Pacific Department, IMF 

(Presentation made by Dr. David Cowen at AmCham Luncheon Meeting on September 13, 2011)

Global growth performance and outlook (June 2011 WEO)

• Risks now point to the downside, 
from weaker global activity and 
renewed financial volatility, 
including that triggered by 
fiscal challenges in a number of 
advanced economies. 

• Inflation in much of the 
region remains stubbornly 
high, driven up in developing 
Asia by food and fuel prices, 
with expectations in a 
number of economies still 
weakly grounded by policy 
anchors.

Macroeconomic Developments in Bangladesh

David Cowen
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II. Recent Developments in 
Bangladesh

Growth drivers in FY11: 

• GDP growth was strong in 
FY11, driven by supportive 
domestic policies. 

Commodity price and regional inflation developments

Recent inflation in developing Asia

• Exports also performed very well, 
as the global recovery gained 
traction and Bangladesh took 
further market share in the ready-
made garments (RMG) sector. 

• Power shortages showed signs of 
easing, but other longstanding 

infrastructure constraints 
persisted. New generating capacity 
also pushed up oil demand. 

• Newer growth areas have emerged, 
including in pharmaceuticals, 
food processing, shipbuilding, 
and light engineering. 

Macroeconomic Developments in Bangladesh
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Despite rapid export growth, 
external pressures are 
intensifying.

• The trade deficit is widening, 
as surging imports outpaced 
record exports in FY11, driven 
by high global commodity 

prices, rising oil demand, and 
rapid credit expansion. 

• Slower remittance growth and 
lower aid inflows added further 
pressures.

• The overall balance of payments 
was in a deficit for the first time in a 

decade, leading to foreign reserve 
losses in FY11, notwithstanding 
positive valuation effects. 

• As a result, the taka has 
come under pressure, with a 
moderate depreciation vis-à-
vis the U.S. dollar allowed to 
facilitate external adjustment. 

Exports, imports, and remittances

The current account and international reserves

Macroeconomic Developments in Bangladesh
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Domestic imbalances have 
added to the macroeconomic 
pressures.

• Inflation has accelerated, 
driven by food prices. Recently, 
non-food inflation has also 
moved upwards, given second-
round effects and pro-cyclical 
policies.

• Monetary policy remains 
accommodative, although 
credit growth is down modestly 
from its record high in April
2011.

• Tax revenues exceeded 10 
percent of GDP in FY11–a major 
milestone for Bangladesh. 
ADP implementation is also 

improving, but spending 
remains below target. 

• However, rising subsidy 
costs threaten squeeze fiscal 
space needed for social and 
development spending. As 
a result, domestic financing 
pressures on the budget could 
intensify. 

Inflation and fuel price developments

Monetary conditions

Macroeconomic Developments in Bangladesh
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III. Risks and Opportunities 
for Bangladesh 

External factors: 

• Negative: Weaker-than-expected 
growth in advanced economies 
could weigh on RMG exports 
and possibly remittances. 

Fiscal developments: Tax revenue and ADP implementation

Fiscal developments: Subsidy costs and budgetary financing

• Positive: Further gains in 
RMG market share, a stronger-
than-anticipated uptick in 
manpower exports, and 
additional commodity price 
relief could provide a cushion 
to the growth, current account, 
and inflation outlook. 

Domestic factors: 

• Negative: Excessively loose 
macro-policies and weak 
policy anchors could prove 
destabilizing. Most notably, high 
inflation could erode domestic 
purchasing power, as well as 
external competitiveness. 

Macroeconomic Developments in Bangladesh
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• Positive: Accelerated tax, public 
financial management, and 
financial sector reforms could 
boost private sector vibrancy 
and put Bangladesh on a higher 
growth trajectory. 

Opportunities for Bangladesh 

• The global engine of growth 
will be in Asia for the next few 
years, with Bangladesh situated 

at the cross-roads of the world’s 
most dynamic region. 

• Resolving infrastructure 
bottlenecks and improving the 
business environment could 
focus the investment spotlight 
on Bangladesh, including more 
FDI.

• Expanding the export base 
and accelerating regional 

integration could also be 
significant contributing 
factors to stronger growth 
performance.

Thank you 

For more information, see the IMF 
Resident Representative Office for 
Bangladesh website at: 

www.imf.org/dhaka

Macroeconomic Developments in Bangladesh



33AmCham

Key Observations on Macroeconomic Developments in Bangladesh 

Global and Regional 
Outlook:

• Near-term growth prospects in 
the major advanced economies 
appear to be weakening, with 
growth also showing signs 
of moderating in emerging 
economies.

• Risks now point to the downside, 
from weaker global activity and 
renewed financial volatility, 
including that triggered by 
fiscal challenges in a number 
of advanced economies. 

• Inflation in much of the region 
remains stubbornly high, 
driven up in developing 
Asia by food and fuel prices, 
with expectations in a 
number of economies still 
weakly grounded by policy 
anchors. 

Drivers of Growth in 
Bangladesh:

• GDP growth was strong in FY11, 
driven by supportive domestic 
policies.

• Exports also performed very 
well, as the global recovery gained 
traction and Bangladesh took 
further market share in the ready-
made garments (RMG) sector. 

• Power shortages showed signs of 
easing, but other longstanding 
infrastructure constraints 
persisted. New generating 
capacity also pushed up oil 
demand.

• Newer growth areas have emerged, 
including in pharmaceuticals, 
food processing, shipbuilding, 
and light engineering. 

Despite rapid export growth, 
external pressures are 
intensifying:

• The trade deficit is widening, 
as surging imports outpaced 
record exports in FY11, driven 
by high global commodity 
prices, rising oil demand, and 
rapid credit expansion. 

• Slower remittance growth and 
lower aid inflows added further 
pressures.

• The overall balance of payments 
was in a deficit for the first 
time in a decade, leading to 
foreign reserve losses in FY11, 
notwithstanding positive 
valuation effects. 

• As a result, the taka has come 
under pressure, with a moderate 
depreciation vis-à-vis the U.S. 
dollar allowed to facilitate 
external adjustment. 

Domestic imbalances have 
added to the macroeconomic 
pressures:

• Inflation has accelerated, driven 
by food prices. Recently, non-
food inflation has also moved 

upwards, given second-round 
effects and pro-cyclical policies. 

• Monetary policy remains 
accommodative, although 
credit growth is down modestly 
from its record high in April 
2011.

• Tax revenues exceeded 10 
percent of GDP in FY11–a major 

milestone for Bangladesh. 
ADP implementation is also 
improving, but spending 
remains below target. 

• However, rising subsidy costs 
threaten squeeze fiscal 
space needed for social and 
development spending. As 
a result, domestic financing 
pressures on the budget could 
intensify. 

Risks and Opportunities for 
Bangladesh:

External factors:

• Negative: Weaker-than-
expected growth in advanced 
economies could weigh on 
RMG exports and possibly 
remittances. 
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• Positive: Further gains in 
RMG market share, a stronger-
than-anticipated uptick in 
manpower exports, and 
additional commodity price 
relief could provide a cushion 
to the growth, current account, 
and inflation outlook. 

Domestic factors: 

• Negative: Excessively loose 
macro-policies and weak 
policy anchors could prove 
destabilizing. Most notably, high 
inflation could erode domestic 

purchasing power, as well as 
external competitiveness. 

• Positive: Accelerated tax, public 
financial management, and 
financial sector reforms could 
boost private sector vibrancy 
and put Bangladesh on a higher 
growth trajectory. 

Opportunities: 

• The global engine of growth 
will be in Asia for the next few 
years, with Bangladesh situated 
at the cross-roads of the world’s 
most dynamic region. 

• Resolving infrastructure 
bottlenecks and improving the 
business environment could 
focus the investment spotlight 
on Bangladesh, including more 
FDI.

• Expanding the export base 
and accelerating regional 
integration could also be 
significant contributing 
factors to stronger growth 
performance.

For more information visit: www.
imf.org/dhaka
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