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Abstract:Mobile financial services (MFS) operations can reduce barriers of physical access and 

cost and over time enable a much higher proportion of the population to use basic formal sector 

deposit, payment services and helps a lot of small business owners to get their payments and 

grow their business. In recent times, there is a trend among current entrepreneurs to start their 

business through different websites and mostly Facebook. These f-commerce pages most of the 

time motivates their customers to pay via mobile financial services. With these in mind, this 

research aims to have  an understanding of underlying reasons, opinions, and motivations for 

people to use mobile financial services as a medium of payment system for online shopping, in 

this case buying clothing from Facebook pages. The research is done from the consumers’ 

perspective, whether they feel mobile financial services help their purchases easier and safer. 

Introduction: 

Mobile Financial Services (MFS) is an approach that offers financial services combining banking 

with mobile wireless networks and enables users to execute banking transactions. Making 

deposits, withdraw, and to send or receive funds is done through using a mobile account. Often 

these services are enabled by bank agents at independent locations allowing mobile account 

holders to transact outside of bank branches. MFS industry in Bangladesh is rapidly rising with 
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almost 20 mobile financial service providers. There are currently 18 banks providing mobile 

financial services in Bangladesh and has about 59 million registered accounts. According to 

Bangladesh Bank as of January 2018, daily transaction through mobile financial services has 

reached 981 crore BDT (Bangladeshi Taka). This has helped millions to get formal financial 

services beyond the physical existence of bank branches and ATM booths. 

Another great opportunity it has created is for online small businesses. According to the 

e-Commerce Association of Bangladesh (e-CAB), number of e-commerce entrepreneurs are 100 

and f-commerce (Facebook Commerce) entrepreneurs are 8,000 running their business through 

Facebook pages. So most of the market size of e-commerce is influenced by Facebook and MFS 

has become a great tool of transaction for these online businesses specially those who run their 

businesses through Facebook pages. As of 2016 the size of Bangladesh’s e-commerce market is 

around $65-70 million in 2016 and was estimated to grow to $110-115 million (BDT 900 crore), 

according to RedSeer Consulting. According to U-Lab e-commerce report series, MFS covers 2% 

of overall transaction. But it is estimated to change over the next 5-10 years paving the way for 

MFS to grow more. 

The objective of this research is to find out whether the MFS has truly paved a better opportunity 

to promote online small business focusing on the f-commerce. With this goal in mind the 

hypotheses that were formulated are: 

i. Mobile payment systems make online shopping easier. 
 

ii. Mobile payment systems make online shopping safer.  
iii. People prefer mobile payment systems over traditional payment systems. 

 
iv. In future people will prefer mobile payment over traditional system. 

Current Scenario of MFS and F-Commerce: 

Bangladesh has become the pioneer in the world of bank-led model of mobile financial services. 

MFS has helped to provide banking services even to the most rural of areas of Bangladesh. bKash 

has attracted a lot of attention since its inception. Even Bill Gates, the wealthiest man in the 

world believes in bKash. He has stated in an interview that bKash can revolutionize banking 

services for the poor. 

In a CGAP study conducted (BANGLADESH: Consumer Insights – 6 Feb, 2014), it has been 

found that average monthly income of an MFS agent in Bangladesh is Tk.8,000/- and this is 1.2 

times of average national income, crossing the poverty line by 2.7 times. Other than that agents 

can earn extra through their businesses. Usually agents receive a share of 50-60% and distributors 
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receive 15-20% of customer's fee. The customer fee for cash-in plus cash-out varies from 1.5% to 

2.0% of the transaction volume (Md. Gluzar Nabi et. al. 2012). Even though there are a lot of 

MFS providers’ bKash by BRAC Bank and Rocket by Dutch-Bangla Bank Limited are the 

market leader, covering 100% of the total area. MFS industry has shown massive growth since 

the introduction of MFS guidelines by Bangladesh Bank. All of the MFS providers has bank 

subsidiaries because all the MFS providers follow bank-led model. Up till now Bangladesh Bank 

has provided 28 banks the license to have MFS, but 18 bank have operational MFS in the market. 

The growth of the market has largely benefited from domestic remittances. The most popular 

transaction types are cash-in (42.3% of total transactions), cash-out (38.32%) and person to 

person (P2P) transactions (15.3%). As of January 2018, cash-in transactions totaled BDT 12,775 

crore, cash-out transactions totaled BDT 11,647 crore and P2P transaction accounted for BDT 

4,652 crore. 

F-commerce is a sub-group of e-commerce. As discussed before according to the e-Commerce 

Association of Bangladesh (e-CAB), there are 1,000 e-commerce entrepreneurs in the country, 

who are running their businesses through websites and 8,000 entrepreneurs of f-commerce 

(Facebook Commerce) who run their business through Facebook pages. 

Since 2010, there is a rise in f commerce practices by the corporate houses as well as Small and 

Medium enterprises (SMEs) in Bangladesh. As of 2013, in Bangladesh more than 130 different 

stores have only existence in Facebook (Mashruha Zabeen et. al. 2013). These are mostly click 

and order stores which showcase their products to get order on Facebook page, arrange payments 

via online or offline and deliver the items through courier service or personal selling. These 

businesses mainly belong to online boutiques, fashion houses, photography and event 

management services (Mashruha Zabeen et. al. 2013). According to a B2C UNCTAD 

e-commerce index 2016, 2% of the entire population are internet users and 23% of internet users 

shop online. Among 137 developing countries Bangladesh stands at 121 (UNCTAD B2C 

e-commerce index-2016). The reason behind people not shopping online includes income 

instability, payment problems and delivery issue. Still Bangladesh is facing a tremendous growth 

in the e-commerce sector. According to e-Commerce Association Bangladesh (e-CAB), growth 

rate in e-commerce sector is over 30% from quarter-to-quarter. Not many sectors in Bangladesh 

experiences this growth. 
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Literature Review: 

MFS is an approach to offering financial services that combines banking with mobile wireless 

networks which enables users to execute banking transactions. This means the ability to make 

deposits, withdraw, and to send or receive funds from a mobile account. Often these services are 

enabled by the use of bank agents that allow mobile account holders to transact at independent 

agent locations outside of bank branches (Md. Gluzar Nabi et. al. 2012). MFS has now become a 

burning issue in banking services. It provides a systematic set of process enabling bank customers 

to get bank services through a simple handset to personal digital assistance. The potential for 

mobile banking may be far greater than typical desk-top access, as there are several times more 

mobile phone users than online PC users. Increasingly “mobile life styles” may also fuel the 

growth of anywhere, anytime applications. (Shah and Clarke, 2009). Now-a-day mobile banking 

services has increasingly becomes necessary components of doing business and implementing 

business strategy for economic development. Mobile banking may be described as the newest 

channel in electronic banking to provide a convenient way of performing banking transaction 

using mobile phones or other mobile devices. The potential for mobile banking may be far 

greater than typical desk-top access. Increasingly “mobile life styles” may also fuel the growth of 

anywhere, anytime applications. (Shah and Clarke, 2009). With over 4 billion mobile cellular 

subscriptions worldwide, mobile network has the ability to immediately offer mobile banking to 

61% of the world population (Sultana, 2009). Mobile phone has faced some greater influence of 

inhibitors in using mobile for banking purpose, perceived credibility and security issues (Luarn 

and Lin, 2005). Convenience features such as making it easier to organize consumer loyalty 

programs, location based offers, the ability to skip long checkout lines and rewards for using 

mobile will begin to spur user adoption. (Bob Graham, 2014). Mobile money services can be a 

safe and convenient place for people to store money (Wright and Mutesasira, 2001). A study by 

USAID (2015) on MFS in Bangladesh suggests that the major thing needed for MFS to succeed 

is related to building proper capacity of stakeholders and make them ready to adopt the system. 

The study also revealed that Mobile banking service is not cheaper than traditional banking 

service. But if the transport cost and time are compared between both the services, mobile 

banking service is cheaper and easier. (Jaheed Parvez et. al. 2015) 
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An e-commerce transaction can be between enterprises, households, individuals, governments, 

and other public or private organizations. World Trade Organization in their study of 

“E-Commerce in Developing Countries Opportunities and Challenges for Small and 

Medium-Sized Enterprises (SME)” (2012) suggests that many SMEs in developing countries 

have the possibility to benefit enormously from mobile telephony, the internet and other forms of 

information and communication technology (ICT) in their day-to-day business activities. A study 

by the United Nations Conference on Trade and Development (UNCTAD) (2001) has shown that 

through use of e-commerce SMEs, while generally lagging in ICT, have the most to gain from 

increases in productivity. The study also emphasized that SMEs, however, actually run the risk of 

missing opportunities in both productivity and profitability by not engaging in e-business. SMEs 

also have a large role to play in the economies of developing countries because it is these same 

countries that have the greatest potential to benefit from e-commerce. The term f-Commerce is 

derived from the words Facebook and commerce. It refers to the buying and selling of goods or 

services through Facebook (Jeff Ente, 2011). As a developing and densely populated country 

Bangladesh faces the dilemma of providing adequate employment opportunities which is suitable 

for her young and educated citizens. Since, f-Commerce provides the entrepreneurs an 

opportunity to market their product in such manner, that it is not possible to ignore the 

information of the offerings or even reject in some cases by the target groups; hence, f-commerce 

provides the opportunity for the young generation to make something of their own through a 

reliable source and promoting SMEs with huge potential to rise (Mashruha Zabeen et. al. 2013). 

Methodology: 

This study adopted survey research design and structured questionnaire was used to collect data. The 

survey was done from consumer’s perspective on using MFS to buy clothing from f-commerce pages. 

Sample unit of research was based on users of MFS and Facebook users, as this is a study based on 

online small businesses focusing on Facebook clothing shops. Both male and female of ages among 

16-34 (+) years were considered for this study. The sample size for the study was 30 people. This 

study utilized probability sampling technique that involved selecting participants randomly for 

questionnaires. Data was analyzed by descriptive statistics. Through correlation analysis relation 

strength between variables were analyzed and with the level of significance value ‘p’ relatedness 

of the hypotheses were tested. 
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Results: 

Out of the 30 respondents 16 of them were female and 14 of them were males. The survey was done 

on social media (Facebook) users over their preference of shopping from Facebook pages. 67% of the 

respondents were in the ages between 21-24 years. Out of the respondents 43.3% of them has an 

income of less than BDT 10,000. On the question of which MFS the respondents are currently using 

a staggering 70% of the respondents were using bKash and 20% of the respondents are using UCash 

as their preferred choice for MFS. Other respondents are using MFS like Rocket, Sure Cash etc. So 

we can see bKash dominates the market when it comes to MFS. Overall 40% of the respondents 

stated that they use MFS to buy clothing from Facebook pages at least once a month and 36.7% of the 

respondents responded that they buy clothing from Facebook pages after at least more than a month. 

On the statement of ‘I prefer traditional ways of payment over mobile payment systems’ 40% of the 

respondents agreed and another 40% of the respondents strongly agreed. So there is a strong evidence 

that people do prefer traditional payment systems like cash-on-delivery over mobile payment systems. 

53.3% of the respondents agreed that mobile payment systems is easier when it comes to payment for 

online shopping, while only 13.3% of them were in a neutral position. On the statement of ‘Mobile 

payment systems decreases the chance of suffering from fraud or theft’ 26.7% disagreed while 13.3% 

of the respondents strongly disagreed and 36.7% of the respondents were at a neutral position, which 

means that the respondents do not feel that the MFS helps decreasing the chances of fraudulent 

activities. Out of the 30 respondents 15 of them agreed and 6 of the respondents strongly agreed on 

the fact that in a few years’ people will hardly use cash for any purchase. So it is evident that more 

than 50% of the respondent believe that cash usage may fall in future. This provides an opportunity 

for MFS companies to grow their market share. 

From the correlation analysis the correlation coefficient (r) is 0.451 (See Appendix-A), which 

means that there is an acceptable correlation between overall usage of MFS and easiness of using 

MFS for the buying process of clothing from Facebook pages and the level of significance is 

p<0.05 (Appendix-A) which means null hypothesis is rejected and people do feel online shopping 

is easier via mobile payment systems. The correlation coefficient (r) is 0.160 ( 
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Appendix-B), which means that there is a very weak or negligible correlation between overall usage of 

MFS and sense of security and the significance value p>0.05 (Appendix-B) which means people do not 

feel safer when using MFS to shop online. Between overall usage of MFS and current preference of 

payment systems while buying clothing online the correlation coefficient 
 
(r) is 0.377 (Appendix-C), which means that there is an acceptable low strength correlation and level 
of significance p<0.05 (See Appendix-C) which means that there is a preference for MFS in people 
when shopping online. Correlation strength r=0.382 (Appendix-D) between overall usage of MFS 
and whether people will prefer MFS for payment of online shopping in future or not is low and the 
level of significance p<0.05 (Appendix-D) which means in future people may prefer MFS to shop 
online. 

Discussion: 

After doing the correlational analysis we can see that the relationship between using MFS and the 

easiness of usability for online shopping is positive and moderate. This means that MFS users do feel it 

is easier to use when it comes to payment for online shopping. With the touch of just a few buttons they 

can easily purchase what they desire. However when it comes to safety issue the relationship is weak 

which points to the fact that even though MFS users feel comfortable in using MFS for payment systems 

they do not feel entirely safe. Due to the recent issues of fraud and security a lot of users feel that they 

might be cheated and lose their precious money. As a result there rises a trust issue in the users of MFS 

about its overall security. Correlation coefficient r=0.377 states that there is low positive relationship 

between overall usage of MFS and people’s current preference for payment when it comes to online 

shopping. It can be said that people are at a neutral position in case of payment for online shopping. 

They are at a position where they are not complaning neither against MFS nor traditional ways of 

payment like cash-on-delivery. In some cases they even prefer cash-on-delivery than mobile payment 

systems. So, even though the significance value suggests that there is a preference for mobile payment 

system over traditional cash-on-delivery, that relation stregnth is low and people are at a more neutral 

position. Again when it comes to the question whether in future people will prefer mobile payment 

systems more or not respondents position is at a more neutral place. The correlation coefficient of 0.382 

suggests that the relation stregnth is low and close to moderate. This suggests that MFS users are 

indifferent to the future preference of payment systems when it comes to online shopping. What may 

happen 
 
in future is still unknown and people’s preference might change or might not. As this research is 

mainly based on people’s opinion, preference and motivation to use MFS as a medium of payment 

for their online shopping the relation stregnth was not upto the mark. Opinions vary from people to 

people, as a result the relation strength between the variables is not as strong as hoped to be. 
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Conclusions: 

MFS is still developing in the country and there is a likely probability that it may take over 

day-to-day transactional activities. We are seeing countries like China and India are currently 

embracing the possibilities of MFS and promoting a cashless world for every aspect of daily lives. 

MFS is a very good initiative of the Central Bank of Bangladesh. All the central banks in the world 

are looking for a way out from cash and achieve a universal banking solution. MFS can present us a 

cashless and vast society. Bangladesh is pioneer in the world for Bank-led model. In due course of 

time MFS will receive more attention and might even be in everyone’s hand. With the help of 

increasing reputation of MFS and increasing internet users of Bangladesh, it is expected that online 

small businesses will continue to increase and increase economic stability of the country. 
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