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Mobile Banking(M-Banking) is a very new but proficient concept of 
banking arena for last few years. It delivers financial services outside 
conventional bank branches through non bank retail outlets relying on 
modern technologies. A momentous part of total Bangladeshi people has 
been incorporated with this option that ensures banking services to so 
many nonbanking grass root people in a swift and easy mode. Although 
some commercial banks offer M-Banking in Bangladesh BRAC Bank ltd. 
is the pioneer of this banking revolution. The paper aims to investigate 
the acceptance level of M-Banking and its impact on profitability of 
Bangladeshi commercial banks. A case study on bKash has been done 
to know the significance of M-Banking in financial revolution and its 
acceptability to the people. A survey is conducted on 200 respondents in 
Dhaka city who have a bank account simultaneously with bKash to have 
a comparative idea based on availability, timeliness, costing, 
confidentiality and security of transactions. The findings indicate that 
contribution of M-Banking (bKash) in financial inclusion is significant and 
it can go a long way if other scheduled banks start to adopt this services 
in efficient way. The analysis represents a brilliant prospect of M-Banking 
in context of the country. 
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1. Introduction 
 
The main objective of this study is to explore the importance of M-Banking to financial 
inclusion along with existing traditional banking in context of Bangladesh. However, the 
other objectives of this study are estimating the ratio of people enjoying banking 
services through M-Banking options, finding out the growth of customers, suppliers and 
volume of transactions for the study period and analyzing the acceptability of M-Banking 
among the clients by conducting a case study on bKash. 
 
M-Banking is a retail outlet contracted by a financial institution through a mobile network 
operator to process clients’ transactions. It’s not a branch of the bank rather a postal 
outlet under control of a bank. It offers deposit, withdraw and transfer of money, 
payment of bills, receive government benefits etc. A Very few part of total population of 
Bangladesh is under banking network in spite of being a middle income earner.  Among 
the huge population of 161 million only 13% people have bank account when 90 % 
people is under mobile network. M-Banking can be an acceptable complimentary 
channel to financial inclusion of that nonbanking isolated people.If this network can be 
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used as a media of banking service provider then it can be a bloom of financial 
inclusion. 
 
Problems and prospects of internet banking and M –Banking in Bangladesh was the 
most common topic of some researchers previous to year 2010. But full fledged mobile 
banking with various options and uses started in our country in year 2011.  With the 
trend of product innovation, globalization and technological advancement test of the M-
Banking users has been upgraded. But recently there is no such types of research 
regarding the acceptability of this service in context of our country. So, there is a scope 
to work here to understand the sustainability of this service. In 2009, a research paper 
regarding acceptability measurement of M-Banking was done by an Australian 
researcher to find out the future prospect of the product in his country and I am 
motivated to work on that topic in context of our country. I have chosen bkash, a M-
Banking service of BRAC Bank ltd.  and it’s users as sample of my study. 
 
BRAC Bank Limited introduced M-Banking in July 2011 named bKash ltd. It is a joint 
venture between BRAC Bank and US-based Money in Motion. It provides M-Banking 
with a fully encrypted VISA technology platform for transactions through Agent phones. 
Over 7 divisions of the country it has 110000 agents. Grameen Phone, Banglalink, Robi, 
citycell, airtel is its mobile operator. At present bKash is leading the industry with around 
71% of market share and around 3 million subscribers out of a total market size of 
approximately 4.75 million subscribers. (March 2014). DBBL M-Banking has 1 million 
subscribers in the network and the second position in the industry.  
 
This paper studies the role of M-Banking to incorporate nonbanking people to banking 
network. How M-Banking can bring the flow of inclusion is the main concern of this 
paper. A case analysis is conducted based on evidence from BRAC bank ltd who is the 
pioneer and the best performer in M-Banking. A survey is conducted within different part 
of Dhaka city from April 2015 to August 2015. The responses are analyzed and 
presented with tables, graph and chart.  
 
Although the service has been started to bloom in full fledge in 2011, still all the banks 
permitted to provide the service is not working so well. As a result one or two banks are 
performing as a monopoly in the market. The result of this research paper shows how 
important it is to come forward all the banks got permission from Bangladesh bank to 
provide this service by making a competitive market to ensure consumer rights. 
The paper is organized as follows: 
 
First section has covered the introductory part. The second section reviews literature on 
M-Banking and financial inclusion. Section three describes the data and research 
methods. The fourth section shows the acceptability of this service and expectation of 
the users from this service provider and conclusion is in section five. 
 

2. Literature Review 
 
M-Banking refers to a system that enables bank customers to access accounts and 
general information on bank products and services through a Mobile device. M-Banking 
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is one of the most popular financial services in the world where there are difficulties in 
accessing geographical locations easily. And that is why it is very successful in Latin 
America & Africa.  Other developed countries like United Kingdom, Australia etc are 
also gradually deploying M-Banking because it reduces the operating cost of the bank. 
Most of the services of a bank can be provided through agents, thus people of remotest 
area of a country can be brought under proper financial structure by the virtue of M-
Banking. (Razib, 2014) 
 
M-Banking adoption around the world has been slow just a couple of years age (Riivari, 
2005). It has been perpetuated by the limited research that has been undertaken in the 
area (Luarn and Lin, 2005). It is obvious that perceived usefulness, compatibility, 
perceived risk, perceived cost and attitude are primary determinants of consumer 
acceptance of M-Banking in an Australian context. The result contributes to an 
enhanced understanding of the multiple antecedent beliefs to customer attitudes and 
usage intentions that must be considered when introducing technology into the service 
encounter. Lisa (Wessels & Judy Drennan, 2009). 
 
This service will make the life of the garments owners and many factory owners very 
serene because they can  pay  the  wages  of  the  workers  through  agent  banking  
and  show  proper  documentation  to  foreign buyers which is a mandatory regulatory 
requirement. (Razib, 2014) 
 
Based on the results of focus group discussions, it is argued that channel choice in 
financial service can usefully be conceptualized as being determined by consumer, 

product channel and organizational characteristics, with product‐channel interactions 

and consumer‐channel interactions being particularly important. (Black, Lockett, et al, 

2002) An emerging component that could become a significant revenue source to both 
banks and telecom service providers is M-Banking (Nysveen, Pedersen, et. al 2005). 
 
Online banking in Bangladesh just have only seven years history, but rapid 
development of online banking is important for researchers trying to determine factors 
influencing online banking adoption. The study results suggest that trust is important 
determinant to use online banking. In gender perceived ease of use and actual usage 
are significant.( Al-Ashban & Burney, 2001) 
 
Rapid changes in the financial services environment increased competition by new 
players from non-banking sector, product innovations, globalization and technological 
advancement, have led to a market situation where battle of customers is intense. 
(Mattila, 2003) 
 
Mobile financial service (MFS) is getting popular everyday in Bangladesh. Mobile 
financial service is a tool to facilitate people with legitimate transaction process without 
the help of conventional banking system. This service is available through the mobile 
phone network, thus it may cover the remotest location of a country with least possible 
cost incurred. It is very effective in a country that is geographically challenged like 
Bangladesh .There are some threats related to this service such as money laundering 
and corruption. (Razib, 2014) 
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Research Gap: 
 
In 2009, a research paper regarding acceptability measurement of M-Banking was done 
by an Australian researcher and I am motivated to work on that topic in context of our 
country. Problems and prospects of internet banking and M –Banking in Bangladesh is 
the most common topic of some researchers in recent years. But there is no research 
regarding the acceptability of this service in context of our country. So, there is a scope 
to work here to understand the sustainability of this service. In year 2001, a paper on 
acceptability of phone banking was done in context of Saudi Arabia and to work for the 
paper it has been tried to execute this idea on M-Banking service. Moreover, the service 
is almost new in our country and far more research should be done to make the service 
as trustworthy as branch banking. 
 

3. Methodology and Data 
 
The study is based on both primary and secondary data. A survey questionnaire was 
prepared including 10 questions of different aspects of performance and acceptability of 
bKash as a primary source of data. A separate section was open in the questionnaire to 
get suggestions from the respondents. The study is from different areas of Dhaka city. 
Due to resource limitation it has not been possible to conduct the survey in rural areas. 
In total200 respondents are surveyed. All of them have bank accounts and M-Banking 
account simultaneously. The survey was conducted from June 1, 2015 to August 30, 
2015 on a random sampling basis.  Secondary data are collected from various 
publications of Bangladesh Bank, website of the respected commercial banks offering 
M-Banking services, news papers, articles of different journals etc. 
 
The analysis part is organized in two parts. First part includes the current status and 
overall contribution of M-Banking in financial inclusion for last 4 years. The growth of 
bKash from the launching period up to present is also covered in this section. The 
second part is confined with the analysis of a field survey to the bank clients. The 
questionnaire of the survey was starting with some introductory questions such as 
name, age, occupation, address, years of banking etc to make respondents comfortable 
to respond. The respondents were asked 10 questions to know their knowledge and 
perception about M-Banking (bKash).  Collected data from survey is presented with 
graph, chart and interpretations. Frequency distribution is used here as a measurement 
tool to represent the responses of participants on percentage basis. Problems, 
prospects and expectations of clients are analyzed based on the responses of the 
questions and the comments of banking expert of the country. 
 
Analysis of Results 
 
Bangladesh is among the biggest M-Banking market in the world and accounted for 
almost 8% of total registered global M-Banking users. Less than 15% of Bangladeshis 
are connected to the formal banking system whereas over 68% have mobile phones. 
More than 70% of the population lives in pastoral areas where access to formal financial 
services is really difficult. But these are the people who are in need of such services 
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either for receiving funds from distant locations or to access financial tools to improve 
their economic condition. 
 

Table 1: Current Status of Mobile Banking 
 
 
 

 
 

 
Sources: Bangladesh Bank, April 2015 

 
Bangladesh Bank has approved 28 licenses to offer mobile financial services but still 
now 20 banks are offering this service. There are 28.73 million registered customers 
and 5, 31,731agentsall over the country. (See Table 01) Among them more than 71 
percent of transactions are through a single company named bKash Limited. bKash 
launched in the second half of 2011and was conceived primarily to utilize these mobile 
devices and the universal telecom networks to extend financial services in a secure 
manner to the under-served remote population of Bangladesh. 
 

Table 2: Trend of Mobile Banking 

Year No. of 
Agents 

Growth 
of 

Agents 

No. of 
Registered 

Clients 

Growth 
of 

Clients 

Volume of 
Transactions 

Growth of 
Transactions 

January 
2013 

60,000 - 5m - $301m - 

January 
2014 

1,89,000 215% 13.18m 163.6% $862m 186.37% 

January 
2015 

5,43,000 187.3% 25.87m 96.28% $1423m 65.08% 

 
Source: Bangladesh Bank, February 2015 

 
The banking industry has seen its biggest growth between January 2013 and 2015. 
During this phase the number of agents increased tremendously with a growth rate of 
215% in 2014 and 187.3 % in 2015.Registered clients increased more than five-fold 
from 5 million to over 25 million in these two years with a growth rate of 163.6% 
and96.28% chronologically. The volume of transactions also grew significantly during 
this period from $301min January 2013 to $1423min January 2015 making an average 
daily transaction amount via agent about $47.44 million.(See Table 02) 
 
 
 
 
 
 
 

No. of Banks Permitted 28 

Started MFS Operation 20 

Registered Customers 28.73 million 

Agents 5,31,731 
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Figure 1: Flow of Financial Inclusion through bKash 
 

 
 
The first mobile financial service provider bKash were launched in Bangladesh in mid 
2011and by the end of 2013 they were being used by 22 percent of the adult population 
of 160 million inhabitants. At the end of 2011 the total clients of bKash was about 0.25 
million and rose up to 2 million by the following year. In 2013 registered accounts shot 
up to 11 million with a growth rate of 450%. From year 2014 to 2015 the number of 
clients grew but in a steady level. Currently more than 71% market share of M-Banking 
is hold by bKash.(See Figure 01) 
 
To know how M-Banking can be a complimentary channel to financial revolution a 
survey was conducted over 200 clients from different branch of Sonali bank ltd, 
Marcentile bank ltd, prime bank ltd, Midland bank ltd and Al Arafa Islami Bank ltd in 
Dhaka city. The survey is based on primary data collected from interviewing customers 
of banks who use bank account and M-Banking simultaneously. The survey provides a 
comparative idea of why people are using M- Banking as a complimentary channel over 
traditional banking.  
 

Figure 2: Proportion of uses of Agent Banking Service 
 

 
 

Source: Field Survey 
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There are 200 respondents in that survey aged above 18 with different profession. From 
figure 02 it is clear that all the surveyed people use bank account and also an M-
Banking service. Those who have traditional and M-Banking, both are selected so that 
comparative advantages or disadvantages can come up. 
 

Figure 3: Mostly used Services 
 

 
 

Source: Field Survey 

 
After surveying 200 bank clients regarding M-Banking services and their preferred 
service it came out that that 177(88.5%) participants use bKash as their preferable 
one.16 people preferred Dutch bangle mbanking as their most using M-Banking option 
that is 8% of the total respondents. Mcash is used by 6 respondents that cover only 3% 
of the total where only 0.5 % uses other service option among the total. Figure 03 can 
give us an idea about the popularity of bKash in providing M-Banking services. 
 

Figure 4: Persons use bKash service in a Month 
 

 
 

Source: Field Survey 
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From figure 04 it came to know that people frequently uses M-Banking services for their 
transactions.77 % respondents transacts 1 to 4 times through bKash in a month, 16% 
transacts 4 to 6 times  and 6 % respondents use bKash to transfer 6 to 8 times in a 
month. So, most of the bKash users use it maximum 4 times in a month for their 
transaction. 
 

Figure 5: Volume of Money Transact with bKash Wallet in a Month 
 
 

 
 

Source: Field survey 

 
The above graph represents the transaction amount by customers using bKash within a 
month. More than half 52% respondent transacts between the range of tk.1000 to 
tk.5000 in a month.37% respondents replied preferring their range of tk.5000 to 
tk.10000 monthly. A response of transacting tk.10000 to tk.15000 is responded by 8% 
people. Only 3% respondents transact tk.15000 or more. So, it is clear that a 
transaction of small amount is frequently done through bKash compare to large amount. 
 

Figure 6: bKash Consumes Less Time to Transfer Fund Compare to Traditional 
Banking Service 

 
 

Source: Field Survey 
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Figure 06 show that more than half of the survey participants 57.5are agreed to the 
concept of less time consuming options of bKash. 27.5% respondents have highly 
appreciated this statement that bKash consumes comparatively less time to transfer 
fund than traditional banking system. Most of the respondents mentioned that they have 
not to be physically present in bank at the time of transaction through bKash and the 
can escape from wasting time avoiding from traffic jam and long queues in front desk of 
bank. 12.5% respondents are in neutral position and only 2% disagreed with this 
statement. 
 

Figure 7: bKash Costs Compare with Traditional Banking Service 
 

 
 

Source: Field Survey 

 
24% respondents expressed their strong believe that bKash costs more than traditional 
banking services. Again, 58.5% respondents are agreed with this statement of 
comparatively high cost of fund transfer through bKash. Currently bKash charges 1.85% 
per transaction that can be a lower amount for small transaction but in case of 
transacting large amount the charge can shape a huge figure. In that case the client 
may have to appear in traditional bank to reduce additional cost. 13.5 % respondents 
are in neutral position. Most probably they are confused of ranking the criteria of costing 
with other benefits provided by bKash. Among the 200 respondents only 3.5% are 
satisfied with the transaction charge of bKash Figure (07). So it can be brought under 
special consideration by the authority. 
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Figure 8: bkash Maintain High Confidentiality in Transactions 
 

 
 
Source: Field Survey 

 
Confidentiality is a precondition in case of any monetary transaction. Most of the 
participants (67%) in this survey are agreed with the highly maintenance of 
confidentiality by bKash. 14.5 people are highly agreed with this statement as they have 
full trust on bKash regarding the confidentiality of the transactions. 14.5 % respondents 
are in neutral position as they have no clear idea about why or to whom bKash will 
disclose clients information. They just use this service like a bank branch. Again, 2.5% 
people are not satisfied with the confidentiality maintained by bKash and 1.5% strongly 
opposed the statement. (Figure 08) 
 

Figure 9: Fund transfer Security with bKash  
 

 
 

Source: Field Survey 
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Figure 09 represent that most of the participants in this survey are agreed with the fund 
transfer security of bKash. 70% respondents are agreed where 12% are highly agreed 
with this statement. 12.5% respondents have no claim or no satisfaction regarding the 
security of transaction of bKash. Among the surveyed people 4% are disagreed with the 
statement of security and 1.5 % have strong objection on this matter. Many of them 
mentioned that, when a customer sends money to bKash agent account anyone with 
the mobile number can withdraw the money; there is no practice of instant verification of 
the authentic owner of that particular account. More over recently fraud sms to bKash 
number are very frequently using to steal money from users. 
 

Figure 10: Availability of bKash Agents in Transferring Money both Urban and 
Rural Areas  

 

 
 

Source: Field Survey 

 
Most of the surveyed people use bKash for transferring and receiving funds in remote 
as well as rural areas where bank branch is not available. Some of them prefer it in 
urban area also in emergencies. It is found that 49% surveyed bKash users are agreed 
with the statement of availability of this service both in urban and rural areas. 5 % 
people are highly agreed with the statement where 31.5% respondents remain neutral 
regarding this issue. 13% respondents disagreed with this opinion as they claim most of 
the highly sophisticated areas of Dhaka city remain uncovered from bKash agents and 
clients have to go for traditional banking or online banking option to transfer funds 
containing larger amount.  
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Figure 11: Satisfaction level of bKash Service 
 

 
 

Source: Field Survey 

 
bKash is one of the most popular M-Banking service in our country. From Figure 11 it 
has been clear that 72.5% respondents are satisfied with the overall service of bKash 
where 8% are highly satisfied with it. 17.5% resurveyed people are in neutral position. 
Only 2% respondents are disagreed with this service and the basic from all of them is 
high amount of charges taken by bKash from clients. A very few people (0.5%) strongly 
claim against this service for low security of funds, no interest on deposits and technical 
problem. 
 

5. Conclusion 
 
M-Banking has brought a significant change in financial inclusion in both urban and rural 
areas of the country for last five years with a high growth rate of clients, agents, number 
and volume of average transaction. But all the approved banks are not performing 
accordingly where one single organization bKash has already captured more than 71% 
of the total market share of the total industry and a monopolistic situation arises. From 
the survey it has been clear that most of the respondents are satisfied with timeliness, 
confidentiality, security and availability of bKash but they are so anxious about the 
transaction cost as well. It costs almost double of any other competitors in the market 
but there is no standard alternative to them. Some respondents also claim against the 
misuse of this service through fraud and illegal actions. So, it needs to supervise and 
regulate bKash and other mobile payment service providers directly as impartial entities. 
Bangladesh Bank has a very critical role to play in this regard.  
 
There are some problems in collecting data from the respondents. Most of the 
respondents have not enough idea about all the functions of M-Banking and they use it 
only to transfer funds. As the topic is a recent ongoing issue and represent the 
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acceptability trend of the service far more researches like impact of M-Banking on the 
SME financing in Bangladesh, Contribution of M-Banking in our GDP growth etc. can be 
conducted. Finally, it is an urgent need to set policies and strategies to reverse the gaps 
of regulatory and legal issues through analysis to make all the authorized banks a better 
performer in M-Banking and financial bloom. 
 
Previous researchers found M-Banking as an emerging component that could become a 
significant revenue source to both banks and telecom service providers. According to 
them, people of remotest area of a country can be brought under proper financial 
structure by the virtue of M-Banking and people in many countries accepted it with 
proper satisfaction. Findings of this paper completely match with the previous 
researchers but as the service is almost new in our country and far more research 
should be done to make the service as trustworthy as branch banking. 
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Appendix: Questionnaire Survey 
Table: 1 

 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Sl Statement  Number (%) 

1  
Do you have any M-Banking 

device? 
 

Yes 200 100 

No 0 0 

 

2  
 
 

Which service you are using most? 
 

bKash 177 88.5 

DBBL mbanking 16 8 

Mcash 6 3 

Others 1 0.5 

 

3 How many times you transfer fund 
with bKash in a month? 

 

1-4 155 77.5 

4-6 31 15.5 

6-8 12 6 

8-10 2 1 

 

4 How much money you transact with 
your bKash wallet in a month? 

 

1000-5000 104 52 

5000-10000 74 37 

10000-15000 17 8.5 

15000-More 5 2.5 
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Table: 2 
 

Sl Statement Highly 
Agree

d 

% Agre
ed 

(%
) 

Neutral 
 

(%
) 

Disagreed 
 

(%) Highly 
Disagreed 

 

(%) 

1 bKash consumes 
less time to transfer 

fund compare to 
traditional banking 

service. 
 

55 27.
5 

115 57.
5 

25 12.
5 

4 2 1 0.5 

2 bKash costs more 
than traditional 

banking service. 
 
 

48 24 117 58.
5 

27 13.
5 

7 3.5 1 0.5 

3 Confidentiality is 
highly maintained in 
bKash transactions. 

 

29 14.
5 

134 67 29 14.
5 

5 2.5 3 1.5 

4 Fund transfer with 
bKash is secured 

enough. 
 

24 12 140 70 25 12.
5 

8 4 3 1.5 

5 bKash agents are 
available in both 
urban and rural 

areas 
simultaneously. 

10 5 98 49 63 31.
5 

27 13.5 2 1 

6 You are completely 
satisfied with bKash 

service. 
 

16 8 145 72.
5 

35 17.
5 

4 2 1 0.5 

 
 
 
 
 
 


