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Abstract: This paper centers around Bangladesh's continuous change towards the enormous 

scale appropriation of e-commerce. The elements that would doubtlessly impact e-commerce 

particularly inside the setting of its current foundation, Internet mindfulness and social and 

Islamic customs are explained. The work draws on the reaction of clients gathered through an 

online review that gone on for a long time. The review was structured utilizing the 'Hypothesis 

of Planned Behavior' to create measurements for conduct and demeanor towards e-commerce 

in the Bangladesh. In view of the components revealed and broke down, a concise arrangement 

of suggestions can be put forward. Obviously one of the fundamental center zones is advance 

wide-scale utilization of Internet among the masses, both by diminishing availability cost, 

upgrading foundation and moving towards broadband access. Web based business mindfulness 

crusades ought to be propelled focusing on the two shoppers also, organizations. Regarding 

advancing e-business unwavering quality and security, a focal Certification authority ought to 

be set up with a Public-Key Infrastructure (PKI) encryption framework. This would guarantee 

classification and give access control, respectability, verification, and non-renouncement 

administrations for organizations moving into e-commerce. An administrative structure would 

likewise must be drawn for tending to the issue of online protection and security. 
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Introduction  

The e-Commerce sector has seen dramatic growth since the early 2000’s when Bangladesh 

lacked widespread internet access or a reliable online transaction system. In 2009, the 

Bangladesh Bank, the country’s central bank authority, began permitting online transactions. 

In 2013, the Bangladesh Bank also permitted the purchase and sale of goods and services online 

using international credit cards. According to the International Telecommunication Union 

(ITU), the number of internet users has nearly tripled from 6.5 percent of the population in 

2013 to 18.2 percent in 2017 and continues to grow. While only 2 percent of 
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the population has a fixed-broad band connection, 30 percent of the population has a mobile-

broad band subscription. Nonetheless, Bangladesh still ranks 147 out of 176 on the ITU’s ICT 

Development Index 2017, an annual report that captures the level of ICT development. 

The ecommerce Association of Bangladesh (e-Cab), the trade body for Ecommerce in 

Bangladesh, estimates there are 700 Ecommerce sites and around 8,000 Ecommerce pages on 

Facebook. Facebook remains a popular method for advertising and selling products, to a point 

that many businesses forgo creating websites. Ten billion taka in transactions take place on 

ecommerce sites per year according to a 2017 e-Cab report. 

Materials and methods  

Current Market Trends 

Currently, the following four types of ecommerce are popular in Bangladesh: 

 Business-to-Business (B2B) 

 Business-to-Consumer (B2C) 

 Consumer-to-Consumer (C2C) 

 Business-to-Employees (B2E) 

In order to facilitate e-commerce and encourage the growth of information technology, the 

Information and Communication Technology (ICT) Act, 2006 was enacted. The ICT Act 

(amended in 2013) included provisions for imprisonment and/or fines for cyber-crimes. The 

enactment of the ICT Act has significant implications for e-commerce and mobile commerce 

in Bangladesh. 

The growth of the industry has been inhibited by low usage of credit and debit cards (cash 

remains the major payment method) and the unavailability or restrictions on major online 

transaction sites like PayPal. In March 2017, Bangladesh’s central bank gave permission to 

state-owned Sonali Bank to launch online money-transfer services with PayPal in the 

country. 

Additional challenges to ecommerce in Bangladesh include: 

 Inadequate delivery mechanisms 

 A relatively low internet penetration rate 

 The lack of a robust online transaction system 

 Prevalence of online fraud 

 Undeveloped online marketing practices 

 The lack of a robust privacy policy 
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Domestic E-commerce (B2C) 

B2C websites have become popular in large urban areas, as evidenced by the growth of online 

food delivery sites like HungryNaki and Food Panda. Highly congested roads and poor driving 

conditions have also helped drive demand for home delivery services. Other examples of B2C 

initiatives include Facebook-based commerce platforms such as Shopr.bd and Shopto Bd which 

allow Bangladeshi customers to purchase products from leading online   shopping sites in the 

United States, UK, India and China, e.g., Amazon.com, ebay.co.uk,Amazon.in, and Alibaba.  

C2C businesses are also growing. The leading players in this category include Bikroy, Ekhanei, 

and Click Bd. These sites are individual and auction-based online marketplaces similar to eBay. 

More recently, the C2C sector has seen some consolidation with Telenor Group purchasing 

Cell Bazar and Ekhanei.com purchasing playe OLX. Online employee recruitment is also 

growing, largely in the private sector. Leading online job advertisers and Recruiters include: 

bdjobs.com, prothom-alojobs.com, andjobsA1.com.  

Cross-Border E-commerce 

Cross-border ecommerce remains largely inhibited by a viable online transaction system and 

capital controls that prevent most outward flows of foreign currency for consumer purposes.  

In addition, weak logistics infrastructure and irregular customs practices hinder the growth of 

cross-border ecommerce.  However, leading logistics provider DHL publicly announced plans 

to invest in cross-border ecommerce in the future. 

B2B E-commerce 

Several B2B websites in Bangladesh are engaged in providing manufacturing and supply-

chain solutions. For instance, the Bangladesh Garment Manufacturers Employee Association 

(BGMEA) has deployed B2B e-commerce solutions for international RMG orders and 

procurement, as have several large ready-made garment companies. There are also B2B 

websites that feature business directories, trade deals and information about suppliers such as 

Bangladesh Business Guide, Address Bazar, and Bizbangladesh. 
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E-commerce Services 

There are many Bangladeshi companies engaged in e-commerce services, including web 

design, domain name purchasing, secure hosting, digital marketing and advertising, app 

development, and payment gateways, among others. Many of these companies provide 

services to clients abroad, especially in North America. e-Cab estimates there are 

approximately 550,000 freelancers in Bangladesh providing ecommerce or related services. 

Remitting payments from abroad into Bangladesh is generally not an issue. U.S-based 

Payoneer is a leading site for processing online payments among freelancers in Bangladesh. 

E-commerce Intellectual Property Rights 

The present system of trademark protection lacks sufficient legal framework to protect 

intellectual property rights. The absence of a legal framework has created opportunities for 

unscrupulous business practices. 

Popular E-commerce Sites 

Popular ecommerce websites in Bangladesh include: 

 BDJobs 

 Clickbd 

 Bikroy 

 BoiMela 

 Rokomari 

 foodpanda 

 Daraz 

 Chaldal 

 Bagdoom 

 Sohoz 

 

Online Payment 

Cash transactions are still the predominant financial transaction method for the majority of the 

population. According to research by e-Cab, more than 90 percent of e-commerce users in 

Bangladesh prefer the cash-on-delivery payment model. Most e-commerce business portals in 

Bangladesh have integrated merchant accounts to facilitate credit card transactions. However, 

almost all e-commerce websites also offer multiple other payment methods and still cater to 

the consumer preferred cash-on-delivery system. Very few e-commerce businesses operate on 

the system of only delivering the product after receiving payment through a wire/bank transfer. 

http://bdjobs.com/
http://www.clickbd.com/
https://bikroy.com/
http://boi-mela.com/
https://www.rokomari.com/book
https://www.foodpanda.com/
https://www.daraz.com.bd/
https://chaldal.com/
https://www.bagdoom.com/
https://www.shohoz.com/


Online payment remains limited but is growing in Bangladesh as a result of an increase in 

internet/mobile cell phone penetration, gridlocked traffic which discourages in-person shopping, 

and growing per-capita income levels. In 2009, the Bangladesh Bank introduced an online payment 

system facilitating fund transfers and online payments of utility bills by credit card. Since 2011, 

there have been important developments in financial transaction regulation (mobile payments, 

digital wallets, and smart cards) as well as transaction infrastructure (e.g., electronic funds transfer 

payment gateways). The creation of the Bangladesh Electronic Funds Transfer Network is a step 

towards developing a modern payment system infrastructure. This has created expanded business 

avenues for financial institutions as well as entrepreneurs to offer electronic or mobile payment 

processing services to the unbanked population. This area of electronic payment processing 

services has already attracted local and foreign investment. Investment areas for non-bank 

entrepreneurs cluster in the areas of solution development and operations for payment intermediary 

services, direct service delivery models in partnership with banks, and the development of value-

added financial applications. 

Mobile E-commerce 

The ITU’s latest Bangladesh profile states that 88.1 percent of inhabitants have a mobile phone 

subscription while 30 percent of inhabitants have a mobile broadband subscription. e-Cab’s 2017 

report states that Bangladesh has 99 percent geographical coverage in voice and data connectivity  

Utility bill payment and remittance transfers via mobile phone were introduced in Bangladesh in 

2006 and 2010 respectively through the country’s leading mobile operators and banks, and have 

become very popular with the masses. The government also authorized mobile operators to sell 

railway and bus tickets, and tickets to cricket matches organized by the Bangladesh Cricket Board 

using mobile phones, which have gained popularity. 

Currently, 28 banks have approvals to offer mobile financial services, with 20 already launching 

services. Mobile banking services in Bangladesh include cash-in, cash-out, merchant payments, 

utility payments, salary disbursement, foreign remittances, and fund transfers. 
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Digital Marketing 

With strong growth in the number of mobile internet subscribers and growing digital 

infrastructure, more companies in Bangladesh are investing in digital marketing. While 

traditional media remains strong among older demographics, digital media is more popular 

among younger segments of the population. Fund allocation toward digital marketing remains 

modest at 5 to 10 percent across companies, but as conversion continues, this statistic is set to 

change drastically. Digital media has specifically become a strong tool for small and medium 

enterprises to strengthen their brand recognition. Restaurants, fashion stores, gadget shops, and 

lifestyle pages increasingly use digital marketing. Content development and digital media 

marketing are the most popular services that digital agencies currently offer. Online advertising 

is also slowly expanding as video platforms mature. Digital analytics is still in the development 

stages in Bangladesh and not yet widely used by businesses. 

Major Buying Holidays 

The major buying holidays in Bangladesh include the major Muslim holidays of Ramadan, Eid 

ul-Fitr, and Eid-ul-Adha. Hindu, Buddhist and Christian Holidays, including Buddhist New Year, 

Durga Puja and Christmas, respectively, are also observed by segments of the population. Other 

major Bangladeshi holidays include: Bengali New Year (April 14), Independence Day (March 

26), and Victory Day (December 26). Some of these holidays are based on religious calendar and 

depend on lunar sightings. 

Social Media 

Social media is widely used in Bangladesh. Facebook is the most prevalent of social media 

platforms with more than 29 million users in Bangladesh. Facebook is used to engage consumers 

and is also a major e-Commerce platform. There are over 8,000 e-commerce Facebook pages in 

Bangladesh, many of which are small businesses using solely Facebook to advertise and sell their 

products, ranging from clothes, beauty products to food. With faster internet connections, Google 

cache servers, and better streaming, YouTube is also gaining popularity in Bangladesh. 
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Methods 

Information gathering in the form of responses to a web-based survey was adopted as the primary 

medium of data collection. This approach was the obvious choice as the objective was to achieve 

a representative but random sample of Internet users in Bangladesh. Over 200 responses were 

collected. The survey questions were meant to achieve feasible metrics that could properly gauge 

user responses to ecommerce adoption. The TPB model, which was briefly described in an earlier 

section, has been extensively used for predicting behavior patterns  in  numerous  contexts  

including  technology  adoption  (Tan  2000;  Pavlou  2001; Pavlou 2002). Adapting this model to 

the Bangladesh context, a person’s intention to adopt ecommerce depends on his attitude towards 

ecommerce, subjective norms as defined by ‘perceived social pressure to adopt or not to adopt 

ecommerce’ and perceived behavior control defined by ‘anticipated ease of using ecommerce’. In 

the early stages of innovation, subjective norms significantly affect behaviour, as individuals do 

not have direct experience with the technology. Therefore, the views of friends, family members 

and other social groups around the individual influence his perception.  However, when  the  

individual  directly interacts  and  experiments  with  the  technology,  his  decisions  are  directed  

by  his  own experiences rather than by the views of others (Tan 2000; Hartwick 1994; Taylor 

1995). 
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Figure 1: Framework for Theory of Planned Behavior 

 

In this study, the potential for ecommerce adoption in Bangladesh society and its widespread 

acceptance is studied using the Theory of Planned behavior, which in turn relies on some of the 

characteristics drawn from the Diffusion of Innovations theory. This contrasts with the majority 

of other studies which are based on TAM modelling, which concentrates only on ‘usefulness and 

ease-of-use’. The TPB with DoI accommodates both social and non-social factors. Given 

Bangladesh Arabia’s singular social, traditional and religious values, this approach provides a 
more robust and valid syntax for modelling behavior predictions. 

 Result and Discussion 

This section presents a profile of the survey respondents in terms of their age, gender, education, 

and place of residence. This information presents a platform for extending the survey results to a 

much larger, macro-level statistical construction of ecommerce adoption trends within an entire 

society. An essential pre-requisite for such an extrapolation is a reasonably large collection of 

respondent inputs with an effectively random distribution in terms of their attributes. The survey 

questionnaire was purely web-based, hosted on a University web server in the public domain. 

Soliciting respondent input was achieved primarily through banner advertisements on broad-

spectrum sites such as those belonging to Internet Service Providers and general-purpose 

commercial portals. As such, with the absence of any targeted advertising, the set of respondent 

profiles collected can be considered random. With over 200 inputs the statistic results can be 

justifiably extended to represent expected e-Commerce adoption trends within the entire populace. 
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Figure 2: Respondent Profile based on age distribution and gender 

 

Figure 2 presents the respondent profile based on age and gender distributions. It is seen that most 

of the respondents fall within the 16-35 age groups, thus showing Internet-awareness to be most 

prominent among the younger and middle-aged generations. The latter graph gains special 

significance given Bangladesh Arabia’s principles of gender-segregation. As expected here, the 

number of male respondents considerably outweighs females, a fact that can be attributed to wider 

access opportunities for males such as Internet cafes, offices etc. 
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Figure 3: Respondent Profile based on Location 

 

Regarding the demographic distribution of respondents as seen in Figure 5, most are from 

urban areas as compared to towns and rural locations. This is due to the more widely 

available online access opportunities in cities. 

 

Figure 6: Relative Advantage of ecommerce and Internet Banking on individual’s life  

 

Majority of the respondents reported positive views about ecommerce and Internet banking. As 

shown in Figure 6, 65 % agreed that the use of Internet for shopping and banking would make 

life easy while 10% felt otherwise, with the rest being uncertain. Hence, the conclusion is that 

the relative advantage of ecommerce and Internet Banking as perceived by Bangladesh Internet 

users would favorably effect their inclination to adopt ecommerce. This finding is in line with 

earlier similar studies reported in literature (Tan 2000; Sia et al. 1998). 

Conclusion 

Any investigation done on a national scale has to consider exchange offs among plausibility and 

precision. This may present confinements in the outcomes and ends drawn just as varieties in the 

understanding of information. One such checking part of this examination identifies with the cross-

segment of the Bangladesh populace from which the information test was acquired. Since the 

review model was prevalently electronic, the outcomes introduced and the surmising attracted 

relate to Internet clients inside the Kingdom and may not make a difference to an enormous section 

of the Bangladesh populace, which doesn't have Internet availability. In any case, since this 

investigation was directed with regards to Internet Web based business, focusing on existing on 

the web clients as the center gathering of this investigation can be viewed as substantial. Since 

pennant publicizing was likewise used to request reactions, potential inclinations, for example, 

self-choice inclination might be natural in the information. Subsequently, the discoveries ought to 

be translated with alert. 

Accomplishing these objectives notwithstanding human ability and assets advancement would 

require consistent checking of advancement and inborn adaptability for speedy choices and 

decisions. Subsequently, a guiding board could be set up drawing people both from the 

administration and private business part to manage execution and progress. 
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