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Hanssens [25]. The effective nature of advertisement has made it expensive 
to implement by the banks as promoting products of banks through 
advertisement requires a substantial amount of money to invest by Jensen and 
Jepsen [23]. The proponents of advertisement are many who demonstrated 
that advertising expenditures bring positive performance of banks in terms of 
sales, profitability and advertising expenses to sales ratio [29] [33] [26]. The 
opponents of advertising expenditures believe that advertisement sometimes 
only add up to the cost of services provided to the consumers which might 
cause extra burden on consumption of certain goods and services [23] [41]. 
 
Advertisement requires a significant amount of money to invest to make it 
effective to the eyes of the consumers as consumers are submersed with 
countless number of advertisements so there remains a competition to make 
an advertisement different from other advertisement which results in 
substantial amount of money to spend said by Jensen and Jepsen [23]. 
 
 Molla and Rahaman [29] studied the consequence of advertisement 
expenditure over operating and market performance of financial institutions 
like banks only by getting to know that the impact of advertising expenditures 
on financial performance have been studied rigorously in developed countries 
whereas such study is almost none for Bangladesh.  
 
However, to the best of authors’ knowledge, no study has been conducted to 
address the issue of financial distress in banks resulting from advertising 
expenditure for an emerging market like Bangladesh. Banks may face a 
financial distress where they might be incapable in meeting the obligations or 
debt of the creditors who invests in the firm, eventually financial distress can 
trigger the firm to declare itself bankrupt, thereby liquidating assets to satisfy 
firm’s debt or implementing a repayment plan [37].  
 
Hence, considering the huge prospect of banking sector in Bangladesh, it is 
timely to analyze the relationship of advertising expenditures with financial 
distress of the financial intermediaries like banks. So, this study will address 
the issue of financial distress in relation to advertising expenditures by taking 
evidence from secondary data available in the yearly financial disclosure of 
selected banks in Bangladesh. 
 
2. LITERATURE REVIEW 

2.1 Advertisement 

Advertisement which is part of promotional tools is referred as any exhibition 
and promotion of goods and services essentially nonpersonal and primarily 
with the intention of increasing sales thereby uplifting demand by a known 
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developed a model specifically for Sri Lanka that uses the "Altman's Z" score 
model to predict financial difficulty three years in the future [30]. In a study 
Pam [34] conducted on the Nigerian banking sector, it was discovered that 
the main factors that make up the Altman's Z-score—liquidity, profitability, 
operating effectiveness, and total assets turnover—are an important 
instrument for assessing a bank's financial difficulty. 
    
3. OBJECTIVE OF THE RESEARCH   

The study seeks to establish the effect of advertisement expenditure on 
Financial distress of private commercial banks in Bangladesh. 
 
3.1 Research Hypothesis 

Based on the given objective, the study attempts to test the following 
hypotheses: 

 H0: Advertisement expenditure has no significant effect on Financial 
distress of private commercial banks in Bangladesh. 
 

 H1: Advertisement expenditure has significant effect on Financial 
distresss of private commercial banks in Bangladesh. 

 
4. DATA AND METHODOLOGY 

4.1 Research Design 

This research is a quantitative research and analytical in nature. To conduct 
the study 19 conventional commercial banks in DSE are selected as sample. 
Non-probability convenience sampling is used to select 19 conventional 
commercial banks on the basis of availability of information and access to the 
information.  
 
4.2 Data Collection 

In this study, Secondary annual balanced panel data of selected conventional 
commercial banks for 5 years (2017-2021) has been used. For conducting this 
research, data is obtained from unconsolidated annual financial statements of 
selected conventional commercial banks. Where stand-alone statements were 
unavailable, consolidated financial statements have been used. 
 

Table 01: Altman Z-Score and its Application in Financial Distress. 
 

 

Z-Score Z=6.56X1 + 3.26X2+6.72X3+1.05X4 

Where: 
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Hanssens [25]. The effective nature of advertisement has made it expensive 
to implement by the banks as promoting products of banks through 
advertisement requires a substantial amount of money to invest by Jensen and 
Jepsen [23]. The proponents of advertisement are many who demonstrated 
that advertising expenditures bring positive performance of banks in terms of 
sales, profitability and advertising expenses to sales ratio [29] [33] [26]. The 
opponents of advertising expenditures believe that advertisement sometimes 
only add up to the cost of services provided to the consumers which might 
cause extra burden on consumption of certain goods and services [23] [41]. 
 
Advertisement requires a significant amount of money to invest to make it 
effective to the eyes of the consumers as consumers are submersed with 
countless number of advertisements so there remains a competition to make 
an advertisement different from other advertisement which results in 
substantial amount of money to spend said by Jensen and Jepsen [23]. 
 
 Molla and Rahaman [29] studied the consequence of advertisement 
expenditure over operating and market performance of financial institutions 
like banks only by getting to know that the impact of advertising expenditures 
on financial performance have been studied rigorously in developed countries 
whereas such study is almost none for Bangladesh.  
 
However, to the best of authors’ knowledge, no study has been conducted to 
address the issue of financial distress in banks resulting from advertising 
expenditure for an emerging market like Bangladesh. Banks may face a 
financial distress where they might be incapable in meeting the obligations or 
debt of the creditors who invests in the firm, eventually financial distress can 
trigger the firm to declare itself bankrupt, thereby liquidating assets to satisfy 
firm’s debt or implementing a repayment plan [37].  
 
Hence, considering the huge prospect of banking sector in Bangladesh, it is 
timely to analyze the relationship of advertising expenditures with financial 
distress of the financial intermediaries like banks. So, this study will address 
the issue of financial distress in relation to advertising expenditures by taking 
evidence from secondary data available in the yearly financial disclosure of 
selected banks in Bangladesh. 
 
2. LITERATURE REVIEW 

2.1 Advertisement 

Advertisement which is part of promotional tools is referred as any exhibition 
and promotion of goods and services essentially nonpersonal and primarily 
with the intention of increasing sales thereby uplifting demand by a known 
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patron [27]. Business firm uses many communication tools to persuade 
customer for selling its products and advertisement is one of them [27]. 
 
2.2 Objectives of Advertisement 

A company’s brand is established at the same time products features, 
availability and benefit is communicated with the help of advertisement 
carried out [36]. Moreover, advertisement makes the customer attitude 
favorable and builds a positive perception of the product [45]. In addition to 
that business firm inform the customer about the newly introduced products 
and stimulate the demand of the products by avoiding competition [3]. 
 
Advertisement largely consider as promotional activities of the firm are 
designed to create awareness among the consumers about a particular brand 
where other objectives of promotional activities are making a favorable 
attitude about a particular brand, inducing buyer to repeatedly purchasing 
products. Finally, all the activities related with promotion are meant to 
increase sales thus increasing profitability [14]. 
 
2.3 Financial Distress and Its Impact over Business Firms 

Distresses or crises are events always unwelcoming that hampers proper 
functioning of the management by limiting their capacity [24]. Out of all 
crises financial crisis is the one which have a profound impact on the decision 
makers both in economic and social way [32]. Financial crises can create an 
ambiguity about the forthcoming profitability of the firm and thus it sharply 
hurts the investment of the firms which reduces consumption and 
composition of the export [15]. When profitability of the business firm shrank 
for few consecutive periods, firm might eventually vanish from the market as 
profitability and investment are related with each other. At the worst case, 
profitability strikes the consumption at individual level and affects the export 
operation of businesses.  
 
Conceptually financial distress refers to a particular condition of a firm being 
unable to meet liability obligations of the creditors. In most of cases failure of 
businesses is ascribed to financial distress, thereby eventually financial 
distress is likely to create a bankruptcy condition of a business firm [10] [37]. 
More elaborately, when a business firm becomes unable to meet the 
obligation of the creditors, the firm may declare itself bankrupt which help 
the firm to start in a new way either by liquidating assets to meet up the 
firm’s debts or by adopting a repayment plan. Ray [39] defined financial 
distress as an experience of the firm where agreements of a loan are violated 
and firm suffer continual losses and obligations are not met at its due time 
[39]. Financial distress may worsen operating conditions in such a degree that 
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developed a model specifically for Sri Lanka that uses the "Altman's Z" score 
model to predict financial difficulty three years in the future [30]. In a study 
Pam [34] conducted on the Nigerian banking sector, it was discovered that 
the main factors that make up the Altman's Z-score—liquidity, profitability, 
operating effectiveness, and total assets turnover—are an important 
instrument for assessing a bank's financial difficulty. 
    
3. OBJECTIVE OF THE RESEARCH   

The study seeks to establish the effect of advertisement expenditure on 
Financial distress of private commercial banks in Bangladesh. 
 
3.1 Research Hypothesis 

Based on the given objective, the study attempts to test the following 
hypotheses: 

 H0: Advertisement expenditure has no significant effect on Financial 
distress of private commercial banks in Bangladesh. 
 

 H1: Advertisement expenditure has significant effect on Financial 
distresss of private commercial banks in Bangladesh. 

 
4. DATA AND METHODOLOGY 

4.1 Research Design 

This research is a quantitative research and analytical in nature. To conduct 
the study 19 conventional commercial banks in DSE are selected as sample. 
Non-probability convenience sampling is used to select 19 conventional 
commercial banks on the basis of availability of information and access to the 
information.  
 
4.2 Data Collection 

In this study, Secondary annual balanced panel data of selected conventional 
commercial banks for 5 years (2017-2021) has been used. For conducting this 
research, data is obtained from unconsolidated annual financial statements of 
selected conventional commercial banks. Where stand-alone statements were 
unavailable, consolidated financial statements have been used. 
 

Table 01: Altman Z-Score and its Application in Financial Distress. 
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Source: Altman, Hartzell and Peck (1995). 
 

The main reason for choosing the Z” Score as a statistical model is due to its 
high predictive ability that it produced for banks over years. The weightings 
of the variables did not change for our study as the objective was to use the 
original existing model to verify its validity as a predictor for the private 
commercial banks in Bangladesh. 
 
Regression Model: The regression equation is written as Y = a + bX +e 

Where 
     Y is the value of the Dependent variable (Y), what is being predicted or  
     explained 
    a or Alpha, a constant; equals the value of Y when the value of X=0 
     b or Beta, the coefficient of X; the slope of the regression line; how much   

    Y changes for each one-unit change in X. 
    X is the value of the Independent variable (X), what is predicting or   
    explaining the value of Y 
     e is the error term; the error in predicting the value of Y, given the value   
     of X (it is not displayed in most regression equations). 
 
5. ANALYSIS AND FINDINGS 

Table 02: Descriptive Statistics for the periods 2017 to 2021. 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Z Score 95 -1.6668 3.2750 .384122 .8073407 

Z-Score = Financial default index (emerging market companies for non-
manufacturers), 
X1 = Working capital/Total assets, 
X2= Retained earnings/Total assets, 
X3 = Earnings before Interest and Taxes/Total Assets, 
X4= Book value of equity/Total liabilities. 

Zones of discrimination: Z > 2.99: Safe zone, 1.81 <Z <2.99: Zone of 
ignorance or  

Grey zone, Z <1.81: Default zone. 
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Hanssens [25]. The effective nature of advertisement has made it expensive 
to implement by the banks as promoting products of banks through 
advertisement requires a substantial amount of money to invest by Jensen and 
Jepsen [23]. The proponents of advertisement are many who demonstrated 
that advertising expenditures bring positive performance of banks in terms of 
sales, profitability and advertising expenses to sales ratio [29] [33] [26]. The 
opponents of advertising expenditures believe that advertisement sometimes 
only add up to the cost of services provided to the consumers which might 
cause extra burden on consumption of certain goods and services [23] [41]. 
 
Advertisement requires a significant amount of money to invest to make it 
effective to the eyes of the consumers as consumers are submersed with 
countless number of advertisements so there remains a competition to make 
an advertisement different from other advertisement which results in 
substantial amount of money to spend said by Jensen and Jepsen [23]. 
 
 Molla and Rahaman [29] studied the consequence of advertisement 
expenditure over operating and market performance of financial institutions 
like banks only by getting to know that the impact of advertising expenditures 
on financial performance have been studied rigorously in developed countries 
whereas such study is almost none for Bangladesh.  
 
However, to the best of authors’ knowledge, no study has been conducted to 
address the issue of financial distress in banks resulting from advertising 
expenditure for an emerging market like Bangladesh. Banks may face a 
financial distress where they might be incapable in meeting the obligations or 
debt of the creditors who invests in the firm, eventually financial distress can 
trigger the firm to declare itself bankrupt, thereby liquidating assets to satisfy 
firm’s debt or implementing a repayment plan [37].  
 
Hence, considering the huge prospect of banking sector in Bangladesh, it is 
timely to analyze the relationship of advertising expenditures with financial 
distress of the financial intermediaries like banks. So, this study will address 
the issue of financial distress in relation to advertising expenditures by taking 
evidence from secondary data available in the yearly financial disclosure of 
selected banks in Bangladesh. 
 
2. LITERATURE REVIEW 

2.1 Advertisement 

Advertisement which is part of promotional tools is referred as any exhibition 
and promotion of goods and services essentially nonpersonal and primarily 
with the intention of increasing sales thereby uplifting demand by a known 
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patron [27]. Business firm uses many communication tools to persuade 
customer for selling its products and advertisement is one of them [27]. 
 
2.2 Objectives of Advertisement 

A company’s brand is established at the same time products features, 
availability and benefit is communicated with the help of advertisement 
carried out [36]. Moreover, advertisement makes the customer attitude 
favorable and builds a positive perception of the product [45]. In addition to 
that business firm inform the customer about the newly introduced products 
and stimulate the demand of the products by avoiding competition [3]. 
 
Advertisement largely consider as promotional activities of the firm are 
designed to create awareness among the consumers about a particular brand 
where other objectives of promotional activities are making a favorable 
attitude about a particular brand, inducing buyer to repeatedly purchasing 
products. Finally, all the activities related with promotion are meant to 
increase sales thus increasing profitability [14]. 
 
2.3 Financial Distress and Its Impact over Business Firms 

Distresses or crises are events always unwelcoming that hampers proper 
functioning of the management by limiting their capacity [24]. Out of all 
crises financial crisis is the one which have a profound impact on the decision 
makers both in economic and social way [32]. Financial crises can create an 
ambiguity about the forthcoming profitability of the firm and thus it sharply 
hurts the investment of the firms which reduces consumption and 
composition of the export [15]. When profitability of the business firm shrank 
for few consecutive periods, firm might eventually vanish from the market as 
profitability and investment are related with each other. At the worst case, 
profitability strikes the consumption at individual level and affects the export 
operation of businesses.  
 
Conceptually financial distress refers to a particular condition of a firm being 
unable to meet liability obligations of the creditors. In most of cases failure of 
businesses is ascribed to financial distress, thereby eventually financial 
distress is likely to create a bankruptcy condition of a business firm [10] [37]. 
More elaborately, when a business firm becomes unable to meet the 
obligation of the creditors, the firm may declare itself bankrupt which help 
the firm to start in a new way either by liquidating assets to meet up the 
firm’s debts or by adopting a repayment plan. Ray [39] defined financial 
distress as an experience of the firm where agreements of a loan are violated 
and firm suffer continual losses and obligations are not met at its due time 
[39]. Financial distress may worsen operating conditions in such a degree that 
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put heavy financial burden on the firm subsequently firm become incapacitate 
to pay both preferential and unsecured creditors [9] [16]. Wesa and Otinga 
[44] stated that business firm experience two main difficulties in their 
statement of financial position when firm face with the burden of financial 
distress, firstly firm experience cash deficit that affect their asset side and 
secondly, unmet obligations affect the liability side. Thereby continued 
survival of the business firm is threatened largely as such pressure on 
financial position of the firm will make the investor aware about making 
further investment in future. Hence, financial institution like banks prefer a 
clean image to maintain so that they can attract investors in the long run 
which will ensure viability of the firm for infinite time period.  
 
At times of financial distress of the financial institutional, advertisement 
largely consider as promotional expenditure might seem unpleasant for the 
firms to incur as this may add disadvantages for the financial institutions like 
banks [41]. Therefore, a disadvantageous position of the banks may put 
themselves in vulnerable position which ultimately affects the investor as 
their returns from the banks may be hampered as long as the vulnerability of 
the banks prevails. Considering the severe consequence of financial distress, 
Banks would prefer to avoid such distress even at the expense of 
advertisement effectiveness.  
 
2.4 Impact of Advertising Expenditures over Financial Distress and 
Financial Performance of Banks 

Generally advertising expenditure can also be termed as promotion 
expenditures and advertisement can create huge expenditure for the Bank as 
financial institutions like Banks spends a huge sum of money every year to 
promote their products among their customers [8]. Likewise, Jensen and 
Jepsen [23] Banks which are financial intermediaries in Bangladesh spends a 
significant amount of money as part of promoting their products among the 
consumers which ultimately ends up with profitability of the banks. The 
astonishing figure of advertising expenditure of Banks may puzzle any person 
at a glance without knowing the benefit of such expenditure.  
 
The opponents of advertising expenditures claim that advertising expenditure 
can add up to cost and sometimes confuses the buyer. The opponent of 
advertising expenditure emphasizes more on that advertisement expenditure 
can increase the cost of goods and services [41]. Hence the emergence of 
understanding the relationship of financial distress and advertising 
expenditures arises. However, the effectiveness of advertisement can be 
gauged through calculating advertising to sales ratio simply by dividing 
advertisement costs with sales at a particular time period [26]. Relationships 
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developed a model specifically for Sri Lanka that uses the "Altman's Z" score 
model to predict financial difficulty three years in the future [30]. In a study 
Pam [34] conducted on the Nigerian banking sector, it was discovered that 
the main factors that make up the Altman's Z-score—liquidity, profitability, 
operating effectiveness, and total assets turnover—are an important 
instrument for assessing a bank's financial difficulty. 
    
3. OBJECTIVE OF THE RESEARCH   

The study seeks to establish the effect of advertisement expenditure on 
Financial distress of private commercial banks in Bangladesh. 
 
3.1 Research Hypothesis 

Based on the given objective, the study attempts to test the following 
hypotheses: 

 H0: Advertisement expenditure has no significant effect on Financial 
distress of private commercial banks in Bangladesh. 
 

 H1: Advertisement expenditure has significant effect on Financial 
distresss of private commercial banks in Bangladesh. 

 
4. DATA AND METHODOLOGY 

4.1 Research Design 

This research is a quantitative research and analytical in nature. To conduct 
the study 19 conventional commercial banks in DSE are selected as sample. 
Non-probability convenience sampling is used to select 19 conventional 
commercial banks on the basis of availability of information and access to the 
information.  
 
4.2 Data Collection 

In this study, Secondary annual balanced panel data of selected conventional 
commercial banks for 5 years (2017-2021) has been used. For conducting this 
research, data is obtained from unconsolidated annual financial statements of 
selected conventional commercial banks. Where stand-alone statements were 
unavailable, consolidated financial statements have been used. 
 

Table 01: Altman Z-Score and its Application in Financial Distress. 
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Source: Altman, Hartzell and Peck (1995). 
 

The main reason for choosing the Z” Score as a statistical model is due to its 
high predictive ability that it produced for banks over years. The weightings 
of the variables did not change for our study as the objective was to use the 
original existing model to verify its validity as a predictor for the private 
commercial banks in Bangladesh. 
 
Regression Model: The regression equation is written as Y = a + bX +e 

Where 
     Y is the value of the Dependent variable (Y), what is being predicted or  
     explained 
    a or Alpha, a constant; equals the value of Y when the value of X=0 
     b or Beta, the coefficient of X; the slope of the regression line; how much   

    Y changes for each one-unit change in X. 
    X is the value of the Independent variable (X), what is predicting or   
    explaining the value of Y 
     e is the error term; the error in predicting the value of Y, given the value   
     of X (it is not displayed in most regression equations). 
 
5. ANALYSIS AND FINDINGS 

Table 02: Descriptive Statistics for the periods 2017 to 2021. 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Z Score 95 -1.6668 3.2750 .384122 .8073407 

Z-Score = Financial default index (emerging market companies for non-
manufacturers), 
X1 = Working capital/Total assets, 
X2= Retained earnings/Total assets, 
X3 = Earnings before Interest and Taxes/Total Assets, 
X4= Book value of equity/Total liabilities. 

Zones of discrimination: Z > 2.99: Safe zone, 1.81 <Z <2.99: Zone of 
ignorance or  

Grey zone, Z <1.81: Default zone. 
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Advertisement 
expenditure 95 5168331 1270060367 154164342 237453678 

Valid N (list wise) 95     
 
Table 2 reveals that the average Z score of the sampled banks over the 
periods 2017 to 2021 is 0.384122 which indicates that all the sampled banks 
are in Financial distress over the study periods. The average Advertisement 
expenditure of the sampled banks over the periods 2017 to 2021 is Tk. 
15,41,64,342.  
 
Table 03: Correlation between the variables for the periods 2017 to 2021. 

Correlations 

 Z Score Advertisement expenditure 

 
Z Score 

Pearson Correlation 1 -.057 
Sig. (2-tailed)  .581 

N 95 95 

Advertisement 
expenditure 

Pearson Correlation -.057 1 
Sig. (2-tailed) .581  

N 95 95 
 
Table 3 reveals the association between the Z score and Advertisement 
expenditure of the sampled banks over the years 2017 to 2021.It has been 
found that there is a very negligible negative correlation between the Z score 
and Advertisement expenditure of the sampled banks as the correlation 
coefficient is -.057.  

Table 04: Simple Linear Regression. 

 
Table 4 provides the R and R2 values. The R value is .057, which indicates a 
very low degree of correlation. The R2 value is 0.003, which indicates only 
0.3% of the total variation in the Z score has been explained by the 
Advertisement expenditure. 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 
Estimate 

1 .057a .003 -.007 .8103347 

a. Predictors: (Constant), Advertisement expenditure 
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patron [27]. Business firm uses many communication tools to persuade 
customer for selling its products and advertisement is one of them [27]. 
 
2.2 Objectives of Advertisement 

A company’s brand is established at the same time products features, 
availability and benefit is communicated with the help of advertisement 
carried out [36]. Moreover, advertisement makes the customer attitude 
favorable and builds a positive perception of the product [45]. In addition to 
that business firm inform the customer about the newly introduced products 
and stimulate the demand of the products by avoiding competition [3]. 
 
Advertisement largely consider as promotional activities of the firm are 
designed to create awareness among the consumers about a particular brand 
where other objectives of promotional activities are making a favorable 
attitude about a particular brand, inducing buyer to repeatedly purchasing 
products. Finally, all the activities related with promotion are meant to 
increase sales thus increasing profitability [14]. 
 
2.3 Financial Distress and Its Impact over Business Firms 

Distresses or crises are events always unwelcoming that hampers proper 
functioning of the management by limiting their capacity [24]. Out of all 
crises financial crisis is the one which have a profound impact on the decision 
makers both in economic and social way [32]. Financial crises can create an 
ambiguity about the forthcoming profitability of the firm and thus it sharply 
hurts the investment of the firms which reduces consumption and 
composition of the export [15]. When profitability of the business firm shrank 
for few consecutive periods, firm might eventually vanish from the market as 
profitability and investment are related with each other. At the worst case, 
profitability strikes the consumption at individual level and affects the export 
operation of businesses.  
 
Conceptually financial distress refers to a particular condition of a firm being 
unable to meet liability obligations of the creditors. In most of cases failure of 
businesses is ascribed to financial distress, thereby eventually financial 
distress is likely to create a bankruptcy condition of a business firm [10] [37]. 
More elaborately, when a business firm becomes unable to meet the 
obligation of the creditors, the firm may declare itself bankrupt which help 
the firm to start in a new way either by liquidating assets to meet up the 
firm’s debts or by adopting a repayment plan. Ray [39] defined financial 
distress as an experience of the firm where agreements of a loan are violated 
and firm suffer continual losses and obligations are not met at its due time 
[39]. Financial distress may worsen operating conditions in such a degree that 
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put heavy financial burden on the firm subsequently firm become incapacitate 
to pay both preferential and unsecured creditors [9] [16]. Wesa and Otinga 
[44] stated that business firm experience two main difficulties in their 
statement of financial position when firm face with the burden of financial 
distress, firstly firm experience cash deficit that affect their asset side and 
secondly, unmet obligations affect the liability side. Thereby continued 
survival of the business firm is threatened largely as such pressure on 
financial position of the firm will make the investor aware about making 
further investment in future. Hence, financial institution like banks prefer a 
clean image to maintain so that they can attract investors in the long run 
which will ensure viability of the firm for infinite time period.  
 
At times of financial distress of the financial institutional, advertisement 
largely consider as promotional expenditure might seem unpleasant for the 
firms to incur as this may add disadvantages for the financial institutions like 
banks [41]. Therefore, a disadvantageous position of the banks may put 
themselves in vulnerable position which ultimately affects the investor as 
their returns from the banks may be hampered as long as the vulnerability of 
the banks prevails. Considering the severe consequence of financial distress, 
Banks would prefer to avoid such distress even at the expense of 
advertisement effectiveness.  
 
2.4 Impact of Advertising Expenditures over Financial Distress and 
Financial Performance of Banks 

Generally advertising expenditure can also be termed as promotion 
expenditures and advertisement can create huge expenditure for the Bank as 
financial institutions like Banks spends a huge sum of money every year to 
promote their products among their customers [8]. Likewise, Jensen and 
Jepsen [23] Banks which are financial intermediaries in Bangladesh spends a 
significant amount of money as part of promoting their products among the 
consumers which ultimately ends up with profitability of the banks. The 
astonishing figure of advertising expenditure of Banks may puzzle any person 
at a glance without knowing the benefit of such expenditure.  
 
The opponents of advertising expenditures claim that advertising expenditure 
can add up to cost and sometimes confuses the buyer. The opponent of 
advertising expenditure emphasizes more on that advertisement expenditure 
can increase the cost of goods and services [41]. Hence the emergence of 
understanding the relationship of financial distress and advertising 
expenditures arises. However, the effectiveness of advertisement can be 
gauged through calculating advertising to sales ratio simply by dividing 
advertisement costs with sales at a particular time period [26]. Relationships 
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Source: Altman, Hartzell and Peck (1995). 
 

The main reason for choosing the Z” Score as a statistical model is due to its 
high predictive ability that it produced for banks over years. The weightings 
of the variables did not change for our study as the objective was to use the 
original existing model to verify its validity as a predictor for the private 
commercial banks in Bangladesh. 
 
Regression Model: The regression equation is written as Y = a + bX +e 

Where 
     Y is the value of the Dependent variable (Y), what is being predicted or  
     explained 
    a or Alpha, a constant; equals the value of Y when the value of X=0 
     b or Beta, the coefficient of X; the slope of the regression line; how much   

    Y changes for each one-unit change in X. 
    X is the value of the Independent variable (X), what is predicting or   
    explaining the value of Y 
     e is the error term; the error in predicting the value of Y, given the value   
     of X (it is not displayed in most regression equations). 
 
5. ANALYSIS AND FINDINGS 

Table 02: Descriptive Statistics for the periods 2017 to 2021. 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Z Score 95 -1.6668 3.2750 .384122 .8073407 

Z-Score = Financial default index (emerging market companies for non-
manufacturers), 
X1 = Working capital/Total assets, 
X2= Retained earnings/Total assets, 
X3 = Earnings before Interest and Taxes/Total Assets, 
X4= Book value of equity/Total liabilities. 

Zones of discrimination: Z > 2.99: Safe zone, 1.81 <Z <2.99: Zone of 
ignorance or  

Grey zone, Z <1.81: Default zone. 
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Table 2 reveals that the average Z score of the sampled banks over the 
periods 2017 to 2021 is 0.384122 which indicates that all the sampled banks 
are in Financial distress over the study periods. The average Advertisement 
expenditure of the sampled banks over the periods 2017 to 2021 is Tk. 
15,41,64,342.  
 
Table 03: Correlation between the variables for the periods 2017 to 2021. 

Correlations 

 Z Score Advertisement expenditure 

 
Z Score 

Pearson Correlation 1 -.057 
Sig. (2-tailed)  .581 

N 95 95 

Advertisement 
expenditure 

Pearson Correlation -.057 1 
Sig. (2-tailed) .581  

N 95 95 
 
Table 3 reveals the association between the Z score and Advertisement 
expenditure of the sampled banks over the years 2017 to 2021.It has been 
found that there is a very negligible negative correlation between the Z score 
and Advertisement expenditure of the sampled banks as the correlation 
coefficient is -.057.  

Table 04: Simple Linear Regression. 

 
Table 4 provides the R and R2 values. The R value is .057, which indicates a 
very low degree of correlation. The R2 value is 0.003, which indicates only 
0.3% of the total variation in the Z score has been explained by the 
Advertisement expenditure. 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 
Estimate 

1 .057a .003 -.007 .8103347 

a. Predictors: (Constant), Advertisement expenditure 
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put heavy financial burden on the firm subsequently firm become incapacitate 
to pay both preferential and unsecured creditors [9] [16]. Wesa and Otinga 
[44] stated that business firm experience two main difficulties in their 
statement of financial position when firm face with the burden of financial 
distress, firstly firm experience cash deficit that affect their asset side and 
secondly, unmet obligations affect the liability side. Thereby continued 
survival of the business firm is threatened largely as such pressure on 
financial position of the firm will make the investor aware about making 
further investment in future. Hence, financial institution like banks prefer a 
clean image to maintain so that they can attract investors in the long run 
which will ensure viability of the firm for infinite time period.  
 
At times of financial distress of the financial institutional, advertisement 
largely consider as promotional expenditure might seem unpleasant for the 
firms to incur as this may add disadvantages for the financial institutions like 
banks [41]. Therefore, a disadvantageous position of the banks may put 
themselves in vulnerable position which ultimately affects the investor as 
their returns from the banks may be hampered as long as the vulnerability of 
the banks prevails. Considering the severe consequence of financial distress, 
Banks would prefer to avoid such distress even at the expense of 
advertisement effectiveness.  
 
2.4 Impact of Advertising Expenditures over Financial Distress and 
Financial Performance of Banks 

Generally advertising expenditure can also be termed as promotion 
expenditures and advertisement can create huge expenditure for the Bank as 
financial institutions like Banks spends a huge sum of money every year to 
promote their products among their customers [8]. Likewise, Jensen and 
Jepsen [23] Banks which are financial intermediaries in Bangladesh spends a 
significant amount of money as part of promoting their products among the 
consumers which ultimately ends up with profitability of the banks. The 
astonishing figure of advertising expenditure of Banks may puzzle any person 
at a glance without knowing the benefit of such expenditure.  
 
The opponents of advertising expenditures claim that advertising expenditure 
can add up to cost and sometimes confuses the buyer. The opponent of 
advertising expenditure emphasizes more on that advertisement expenditure 
can increase the cost of goods and services [41]. Hence the emergence of 
understanding the relationship of financial distress and advertising 
expenditures arises. However, the effectiveness of advertisement can be 
gauged through calculating advertising to sales ratio simply by dividing 
advertisement costs with sales at a particular time period [26]. Relationships 
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Advertisement 
expenditure 95 5168331 1270060367 154164342 237453678 

Valid N (list wise) 95     
 
Table 2 reveals that the average Z score of the sampled banks over the 
periods 2017 to 2021 is 0.384122 which indicates that all the sampled banks 
are in Financial distress over the study periods. The average Advertisement 
expenditure of the sampled banks over the periods 2017 to 2021 is Tk. 
15,41,64,342.  
 
Table 03: Correlation between the variables for the periods 2017 to 2021. 

Correlations 
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Pearson Correlation 1 -.057 
Sig. (2-tailed)  .581 

N 95 95 

Advertisement 
expenditure 

Pearson Correlation -.057 1 
Sig. (2-tailed) .581  

N 95 95 
 
Table 3 reveals the association between the Z score and Advertisement 
expenditure of the sampled banks over the years 2017 to 2021.It has been 
found that there is a very negligible negative correlation between the Z score 
and Advertisement expenditure of the sampled banks as the correlation 
coefficient is -.057.  

Table 04: Simple Linear Regression. 

 
Table 4 provides the R and R2 values. The R value is .057, which indicates a 
very low degree of correlation. The R2 value is 0.003, which indicates only 
0.3% of the total variation in the Z score has been explained by the 
Advertisement expenditure. 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 
Estimate 

1 .057a .003 -.007 .8103347 
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Hanssens [25]. The effective nature of advertisement has made it expensive 
to implement by the banks as promoting products of banks through 
advertisement requires a substantial amount of money to invest by Jensen and 
Jepsen [23]. The proponents of advertisement are many who demonstrated 
that advertising expenditures bring positive performance of banks in terms of 
sales, profitability and advertising expenses to sales ratio [29] [33] [26]. The 
opponents of advertising expenditures believe that advertisement sometimes 
only add up to the cost of services provided to the consumers which might 
cause extra burden on consumption of certain goods and services [23] [41]. 
 
Advertisement requires a significant amount of money to invest to make it 
effective to the eyes of the consumers as consumers are submersed with 
countless number of advertisements so there remains a competition to make 
an advertisement different from other advertisement which results in 
substantial amount of money to spend said by Jensen and Jepsen [23]. 
 
 Molla and Rahaman [29] studied the consequence of advertisement 
expenditure over operating and market performance of financial institutions 
like banks only by getting to know that the impact of advertising expenditures 
on financial performance have been studied rigorously in developed countries 
whereas such study is almost none for Bangladesh.  
 
However, to the best of authors’ knowledge, no study has been conducted to 
address the issue of financial distress in banks resulting from advertising 
expenditure for an emerging market like Bangladesh. Banks may face a 
financial distress where they might be incapable in meeting the obligations or 
debt of the creditors who invests in the firm, eventually financial distress can 
trigger the firm to declare itself bankrupt, thereby liquidating assets to satisfy 
firm’s debt or implementing a repayment plan [37].  
 
Hence, considering the huge prospect of banking sector in Bangladesh, it is 
timely to analyze the relationship of advertising expenditures with financial 
distress of the financial intermediaries like banks. So, this study will address 
the issue of financial distress in relation to advertising expenditures by taking 
evidence from secondary data available in the yearly financial disclosure of 
selected banks in Bangladesh. 
 
2. LITERATURE REVIEW 

2.1 Advertisement 

Advertisement which is part of promotional tools is referred as any exhibition 
and promotion of goods and services essentially nonpersonal and primarily 
with the intention of increasing sales thereby uplifting demand by a known 
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developed a model specifically for Sri Lanka that uses the "Altman's Z" score 
model to predict financial difficulty three years in the future [30]. In a study 
Pam [34] conducted on the Nigerian banking sector, it was discovered that 
the main factors that make up the Altman's Z-score—liquidity, profitability, 
operating effectiveness, and total assets turnover—are an important 
instrument for assessing a bank's financial difficulty. 
    
3. OBJECTIVE OF THE RESEARCH   

The study seeks to establish the effect of advertisement expenditure on 
Financial distress of private commercial banks in Bangladesh. 
 
3.1 Research Hypothesis 

Based on the given objective, the study attempts to test the following 
hypotheses: 

 H0: Advertisement expenditure has no significant effect on Financial 
distress of private commercial banks in Bangladesh. 
 

 H1: Advertisement expenditure has significant effect on Financial 
distresss of private commercial banks in Bangladesh. 

 
4. DATA AND METHODOLOGY 

4.1 Research Design 

This research is a quantitative research and analytical in nature. To conduct 
the study 19 conventional commercial banks in DSE are selected as sample. 
Non-probability convenience sampling is used to select 19 conventional 
commercial banks on the basis of availability of information and access to the 
information.  
 
4.2 Data Collection 

In this study, Secondary annual balanced panel data of selected conventional 
commercial banks for 5 years (2017-2021) has been used. For conducting this 
research, data is obtained from unconsolidated annual financial statements of 
selected conventional commercial banks. Where stand-alone statements were 
unavailable, consolidated financial statements have been used. 
 

Table 01: Altman Z-Score and its Application in Financial Distress. 
 

 

Z-Score Z=6.56X1 + 3.26X2+6.72X3+1.05X4 

Where: 
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Hanssens [25]. The effective nature of advertisement has made it expensive 
to implement by the banks as promoting products of banks through 
advertisement requires a substantial amount of money to invest by Jensen and 
Jepsen [23]. The proponents of advertisement are many who demonstrated 
that advertising expenditures bring positive performance of banks in terms of 
sales, profitability and advertising expenses to sales ratio [29] [33] [26]. The 
opponents of advertising expenditures believe that advertisement sometimes 
only add up to the cost of services provided to the consumers which might 
cause extra burden on consumption of certain goods and services [23] [41]. 
 
Advertisement requires a significant amount of money to invest to make it 
effective to the eyes of the consumers as consumers are submersed with 
countless number of advertisements so there remains a competition to make 
an advertisement different from other advertisement which results in 
substantial amount of money to spend said by Jensen and Jepsen [23]. 
 
 Molla and Rahaman [29] studied the consequence of advertisement 
expenditure over operating and market performance of financial institutions 
like banks only by getting to know that the impact of advertising expenditures 
on financial performance have been studied rigorously in developed countries 
whereas such study is almost none for Bangladesh.  
 
However, to the best of authors’ knowledge, no study has been conducted to 
address the issue of financial distress in banks resulting from advertising 
expenditure for an emerging market like Bangladesh. Banks may face a 
financial distress where they might be incapable in meeting the obligations or 
debt of the creditors who invests in the firm, eventually financial distress can 
trigger the firm to declare itself bankrupt, thereby liquidating assets to satisfy 
firm’s debt or implementing a repayment plan [37].  
 
Hence, considering the huge prospect of banking sector in Bangladesh, it is 
timely to analyze the relationship of advertising expenditures with financial 
distress of the financial intermediaries like banks. So, this study will address 
the issue of financial distress in relation to advertising expenditures by taking 
evidence from secondary data available in the yearly financial disclosure of 
selected banks in Bangladesh. 
 
2. LITERATURE REVIEW 

2.1 Advertisement 

Advertisement which is part of promotional tools is referred as any exhibition 
and promotion of goods and services essentially nonpersonal and primarily 
with the intention of increasing sales thereby uplifting demand by a known 
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patron [27]. Business firm uses many communication tools to persuade 
customer for selling its products and advertisement is one of them [27]. 
 
2.2 Objectives of Advertisement 

A company’s brand is established at the same time products features, 
availability and benefit is communicated with the help of advertisement 
carried out [36]. Moreover, advertisement makes the customer attitude 
favorable and builds a positive perception of the product [45]. In addition to 
that business firm inform the customer about the newly introduced products 
and stimulate the demand of the products by avoiding competition [3]. 
 
Advertisement largely consider as promotional activities of the firm are 
designed to create awareness among the consumers about a particular brand 
where other objectives of promotional activities are making a favorable 
attitude about a particular brand, inducing buyer to repeatedly purchasing 
products. Finally, all the activities related with promotion are meant to 
increase sales thus increasing profitability [14]. 
 
2.3 Financial Distress and Its Impact over Business Firms 

Distresses or crises are events always unwelcoming that hampers proper 
functioning of the management by limiting their capacity [24]. Out of all 
crises financial crisis is the one which have a profound impact on the decision 
makers both in economic and social way [32]. Financial crises can create an 
ambiguity about the forthcoming profitability of the firm and thus it sharply 
hurts the investment of the firms which reduces consumption and 
composition of the export [15]. When profitability of the business firm shrank 
for few consecutive periods, firm might eventually vanish from the market as 
profitability and investment are related with each other. At the worst case, 
profitability strikes the consumption at individual level and affects the export 
operation of businesses.  
 
Conceptually financial distress refers to a particular condition of a firm being 
unable to meet liability obligations of the creditors. In most of cases failure of 
businesses is ascribed to financial distress, thereby eventually financial 
distress is likely to create a bankruptcy condition of a business firm [10] [37]. 
More elaborately, when a business firm becomes unable to meet the 
obligation of the creditors, the firm may declare itself bankrupt which help 
the firm to start in a new way either by liquidating assets to meet up the 
firm’s debts or by adopting a repayment plan. Ray [39] defined financial 
distress as an experience of the firm where agreements of a loan are violated 
and firm suffer continual losses and obligations are not met at its due time 
[39]. Financial distress may worsen operating conditions in such a degree that 

UITS Journal of Business Studies  Volume: 8-9, Issue: 1 

 

51  

developed a model specifically for Sri Lanka that uses the "Altman's Z" score 
model to predict financial difficulty three years in the future [30]. In a study 
Pam [34] conducted on the Nigerian banking sector, it was discovered that 
the main factors that make up the Altman's Z-score—liquidity, profitability, 
operating effectiveness, and total assets turnover—are an important 
instrument for assessing a bank's financial difficulty. 
    
3. OBJECTIVE OF THE RESEARCH   

The study seeks to establish the effect of advertisement expenditure on 
Financial distress of private commercial banks in Bangladesh. 
 
3.1 Research Hypothesis 

Based on the given objective, the study attempts to test the following 
hypotheses: 

 H0: Advertisement expenditure has no significant effect on Financial 
distress of private commercial banks in Bangladesh. 
 

 H1: Advertisement expenditure has significant effect on Financial 
distresss of private commercial banks in Bangladesh. 

 
4. DATA AND METHODOLOGY 

4.1 Research Design 

This research is a quantitative research and analytical in nature. To conduct 
the study 19 conventional commercial banks in DSE are selected as sample. 
Non-probability convenience sampling is used to select 19 conventional 
commercial banks on the basis of availability of information and access to the 
information.  
 
4.2 Data Collection 

In this study, Secondary annual balanced panel data of selected conventional 
commercial banks for 5 years (2017-2021) has been used. For conducting this 
research, data is obtained from unconsolidated annual financial statements of 
selected conventional commercial banks. Where stand-alone statements were 
unavailable, consolidated financial statements have been used. 
 

Table 01: Altman Z-Score and its Application in Financial Distress. 
 

 

Z-Score Z=6.56X1 + 3.26X2+6.72X3+1.05X4 

Where: 
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Source: Altman, Hartzell and Peck (1995). 
 

The main reason for choosing the Z” Score as a statistical model is due to its 
high predictive ability that it produced for banks over years. The weightings 
of the variables did not change for our study as the objective was to use the 
original existing model to verify its validity as a predictor for the private 
commercial banks in Bangladesh. 
 
Regression Model: The regression equation is written as Y = a + bX +e 

Where 
     Y is the value of the Dependent variable (Y), what is being predicted or  
     explained 
    a or Alpha, a constant; equals the value of Y when the value of X=0 
     b or Beta, the coefficient of X; the slope of the regression line; how much   

    Y changes for each one-unit change in X. 
    X is the value of the Independent variable (X), what is predicting or   
    explaining the value of Y 
     e is the error term; the error in predicting the value of Y, given the value   
     of X (it is not displayed in most regression equations). 
 
5. ANALYSIS AND FINDINGS 

Table 02: Descriptive Statistics for the periods 2017 to 2021. 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Z Score 95 -1.6668 3.2750 .384122 .8073407 

Z-Score = Financial default index (emerging market companies for non-
manufacturers), 
X1 = Working capital/Total assets, 
X2= Retained earnings/Total assets, 
X3 = Earnings before Interest and Taxes/Total Assets, 
X4= Book value of equity/Total liabilities. 

Zones of discrimination: Z > 2.99: Safe zone, 1.81 <Z <2.99: Zone of 
ignorance or  

Grey zone, Z <1.81: Default zone. 
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Hanssens [25]. The effective nature of advertisement has made it expensive 
to implement by the banks as promoting products of banks through 
advertisement requires a substantial amount of money to invest by Jensen and 
Jepsen [23]. The proponents of advertisement are many who demonstrated 
that advertising expenditures bring positive performance of banks in terms of 
sales, profitability and advertising expenses to sales ratio [29] [33] [26]. The 
opponents of advertising expenditures believe that advertisement sometimes 
only add up to the cost of services provided to the consumers which might 
cause extra burden on consumption of certain goods and services [23] [41]. 
 
Advertisement requires a significant amount of money to invest to make it 
effective to the eyes of the consumers as consumers are submersed with 
countless number of advertisements so there remains a competition to make 
an advertisement different from other advertisement which results in 
substantial amount of money to spend said by Jensen and Jepsen [23]. 
 
 Molla and Rahaman [29] studied the consequence of advertisement 
expenditure over operating and market performance of financial institutions 
like banks only by getting to know that the impact of advertising expenditures 
on financial performance have been studied rigorously in developed countries 
whereas such study is almost none for Bangladesh.  
 
However, to the best of authors’ knowledge, no study has been conducted to 
address the issue of financial distress in banks resulting from advertising 
expenditure for an emerging market like Bangladesh. Banks may face a 
financial distress where they might be incapable in meeting the obligations or 
debt of the creditors who invests in the firm, eventually financial distress can 
trigger the firm to declare itself bankrupt, thereby liquidating assets to satisfy 
firm’s debt or implementing a repayment plan [37].  
 
Hence, considering the huge prospect of banking sector in Bangladesh, it is 
timely to analyze the relationship of advertising expenditures with financial 
distress of the financial intermediaries like banks. So, this study will address 
the issue of financial distress in relation to advertising expenditures by taking 
evidence from secondary data available in the yearly financial disclosure of 
selected banks in Bangladesh. 
 
2. LITERATURE REVIEW 

2.1 Advertisement 

Advertisement which is part of promotional tools is referred as any exhibition 
and promotion of goods and services essentially nonpersonal and primarily 
with the intention of increasing sales thereby uplifting demand by a known 
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patron [27]. Business firm uses many communication tools to persuade 
customer for selling its products and advertisement is one of them [27]. 
 
2.2 Objectives of Advertisement 

A company’s brand is established at the same time products features, 
availability and benefit is communicated with the help of advertisement 
carried out [36]. Moreover, advertisement makes the customer attitude 
favorable and builds a positive perception of the product [45]. In addition to 
that business firm inform the customer about the newly introduced products 
and stimulate the demand of the products by avoiding competition [3]. 
 
Advertisement largely consider as promotional activities of the firm are 
designed to create awareness among the consumers about a particular brand 
where other objectives of promotional activities are making a favorable 
attitude about a particular brand, inducing buyer to repeatedly purchasing 
products. Finally, all the activities related with promotion are meant to 
increase sales thus increasing profitability [14]. 
 
2.3 Financial Distress and Its Impact over Business Firms 

Distresses or crises are events always unwelcoming that hampers proper 
functioning of the management by limiting their capacity [24]. Out of all 
crises financial crisis is the one which have a profound impact on the decision 
makers both in economic and social way [32]. Financial crises can create an 
ambiguity about the forthcoming profitability of the firm and thus it sharply 
hurts the investment of the firms which reduces consumption and 
composition of the export [15]. When profitability of the business firm shrank 
for few consecutive periods, firm might eventually vanish from the market as 
profitability and investment are related with each other. At the worst case, 
profitability strikes the consumption at individual level and affects the export 
operation of businesses.  
 
Conceptually financial distress refers to a particular condition of a firm being 
unable to meet liability obligations of the creditors. In most of cases failure of 
businesses is ascribed to financial distress, thereby eventually financial 
distress is likely to create a bankruptcy condition of a business firm [10] [37]. 
More elaborately, when a business firm becomes unable to meet the 
obligation of the creditors, the firm may declare itself bankrupt which help 
the firm to start in a new way either by liquidating assets to meet up the 
firm’s debts or by adopting a repayment plan. Ray [39] defined financial 
distress as an experience of the firm where agreements of a loan are violated 
and firm suffer continual losses and obligations are not met at its due time 
[39]. Financial distress may worsen operating conditions in such a degree that 
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put heavy financial burden on the firm subsequently firm become incapacitate 
to pay both preferential and unsecured creditors [9] [16]. Wesa and Otinga 
[44] stated that business firm experience two main difficulties in their 
statement of financial position when firm face with the burden of financial 
distress, firstly firm experience cash deficit that affect their asset side and 
secondly, unmet obligations affect the liability side. Thereby continued 
survival of the business firm is threatened largely as such pressure on 
financial position of the firm will make the investor aware about making 
further investment in future. Hence, financial institution like banks prefer a 
clean image to maintain so that they can attract investors in the long run 
which will ensure viability of the firm for infinite time period.  
 
At times of financial distress of the financial institutional, advertisement 
largely consider as promotional expenditure might seem unpleasant for the 
firms to incur as this may add disadvantages for the financial institutions like 
banks [41]. Therefore, a disadvantageous position of the banks may put 
themselves in vulnerable position which ultimately affects the investor as 
their returns from the banks may be hampered as long as the vulnerability of 
the banks prevails. Considering the severe consequence of financial distress, 
Banks would prefer to avoid such distress even at the expense of 
advertisement effectiveness.  
 
2.4 Impact of Advertising Expenditures over Financial Distress and 
Financial Performance of Banks 

Generally advertising expenditure can also be termed as promotion 
expenditures and advertisement can create huge expenditure for the Bank as 
financial institutions like Banks spends a huge sum of money every year to 
promote their products among their customers [8]. Likewise, Jensen and 
Jepsen [23] Banks which are financial intermediaries in Bangladesh spends a 
significant amount of money as part of promoting their products among the 
consumers which ultimately ends up with profitability of the banks. The 
astonishing figure of advertising expenditure of Banks may puzzle any person 
at a glance without knowing the benefit of such expenditure.  
 
The opponents of advertising expenditures claim that advertising expenditure 
can add up to cost and sometimes confuses the buyer. The opponent of 
advertising expenditure emphasizes more on that advertisement expenditure 
can increase the cost of goods and services [41]. Hence the emergence of 
understanding the relationship of financial distress and advertising 
expenditures arises. However, the effectiveness of advertisement can be 
gauged through calculating advertising to sales ratio simply by dividing 
advertisement costs with sales at a particular time period [26]. Relationships 
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developed a model specifically for Sri Lanka that uses the "Altman's Z" score 
model to predict financial difficulty three years in the future [30]. In a study 
Pam [34] conducted on the Nigerian banking sector, it was discovered that 
the main factors that make up the Altman's Z-score—liquidity, profitability, 
operating effectiveness, and total assets turnover—are an important 
instrument for assessing a bank's financial difficulty. 
    
3. OBJECTIVE OF THE RESEARCH   

The study seeks to establish the effect of advertisement expenditure on 
Financial distress of private commercial banks in Bangladesh. 
 
3.1 Research Hypothesis 

Based on the given objective, the study attempts to test the following 
hypotheses: 

 H0: Advertisement expenditure has no significant effect on Financial 
distress of private commercial banks in Bangladesh. 
 

 H1: Advertisement expenditure has significant effect on Financial 
distresss of private commercial banks in Bangladesh. 

 
4. DATA AND METHODOLOGY 

4.1 Research Design 

This research is a quantitative research and analytical in nature. To conduct 
the study 19 conventional commercial banks in DSE are selected as sample. 
Non-probability convenience sampling is used to select 19 conventional 
commercial banks on the basis of availability of information and access to the 
information.  
 
4.2 Data Collection 

In this study, Secondary annual balanced panel data of selected conventional 
commercial banks for 5 years (2017-2021) has been used. For conducting this 
research, data is obtained from unconsolidated annual financial statements of 
selected conventional commercial banks. Where stand-alone statements were 
unavailable, consolidated financial statements have been used. 
 

Table 01: Altman Z-Score and its Application in Financial Distress. 
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Source: Altman, Hartzell and Peck (1995). 
 

The main reason for choosing the Z” Score as a statistical model is due to its 
high predictive ability that it produced for banks over years. The weightings 
of the variables did not change for our study as the objective was to use the 
original existing model to verify its validity as a predictor for the private 
commercial banks in Bangladesh. 
 
Regression Model: The regression equation is written as Y = a + bX +e 

Where 
     Y is the value of the Dependent variable (Y), what is being predicted or  
     explained 
    a or Alpha, a constant; equals the value of Y when the value of X=0 
     b or Beta, the coefficient of X; the slope of the regression line; how much   

    Y changes for each one-unit change in X. 
    X is the value of the Independent variable (X), what is predicting or   
    explaining the value of Y 
     e is the error term; the error in predicting the value of Y, given the value   
     of X (it is not displayed in most regression equations). 
 
5. ANALYSIS AND FINDINGS 

Table 02: Descriptive Statistics for the periods 2017 to 2021. 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Z Score 95 -1.6668 3.2750 .384122 .8073407 

Z-Score = Financial default index (emerging market companies for non-
manufacturers), 
X1 = Working capital/Total assets, 
X2= Retained earnings/Total assets, 
X3 = Earnings before Interest and Taxes/Total Assets, 
X4= Book value of equity/Total liabilities. 

Zones of discrimination: Z > 2.99: Safe zone, 1.81 <Z <2.99: Zone of 
ignorance or  

Grey zone, Z <1.81: Default zone. 
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Advertisement 
expenditure 95 5168331 1270060367 154164342 237453678 

Valid N (list wise) 95     
 
Table 2 reveals that the average Z score of the sampled banks over the 
periods 2017 to 2021 is 0.384122 which indicates that all the sampled banks 
are in Financial distress over the study periods. The average Advertisement 
expenditure of the sampled banks over the periods 2017 to 2021 is Tk. 
15,41,64,342.  
 
Table 03: Correlation between the variables for the periods 2017 to 2021. 

Correlations 

 Z Score Advertisement expenditure 

 
Z Score 

Pearson Correlation 1 -.057 
Sig. (2-tailed)  .581 

N 95 95 

Advertisement 
expenditure 

Pearson Correlation -.057 1 
Sig. (2-tailed) .581  

N 95 95 
 
Table 3 reveals the association between the Z score and Advertisement 
expenditure of the sampled banks over the years 2017 to 2021.It has been 
found that there is a very negligible negative correlation between the Z score 
and Advertisement expenditure of the sampled banks as the correlation 
coefficient is -.057.  

Table 04: Simple Linear Regression. 

 
Table 4 provides the R and R2 values. The R value is .057, which indicates a 
very low degree of correlation. The R2 value is 0.003, which indicates only 
0.3% of the total variation in the Z score has been explained by the 
Advertisement expenditure. 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 
Estimate 

1 .057a .003 -.007 .8103347 

a. Predictors: (Constant), Advertisement expenditure 
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patron [27]. Business firm uses many communication tools to persuade 
customer for selling its products and advertisement is one of them [27]. 
 
2.2 Objectives of Advertisement 

A company’s brand is established at the same time products features, 
availability and benefit is communicated with the help of advertisement 
carried out [36]. Moreover, advertisement makes the customer attitude 
favorable and builds a positive perception of the product [45]. In addition to 
that business firm inform the customer about the newly introduced products 
and stimulate the demand of the products by avoiding competition [3]. 
 
Advertisement largely consider as promotional activities of the firm are 
designed to create awareness among the consumers about a particular brand 
where other objectives of promotional activities are making a favorable 
attitude about a particular brand, inducing buyer to repeatedly purchasing 
products. Finally, all the activities related with promotion are meant to 
increase sales thus increasing profitability [14]. 
 
2.3 Financial Distress and Its Impact over Business Firms 

Distresses or crises are events always unwelcoming that hampers proper 
functioning of the management by limiting their capacity [24]. Out of all 
crises financial crisis is the one which have a profound impact on the decision 
makers both in economic and social way [32]. Financial crises can create an 
ambiguity about the forthcoming profitability of the firm and thus it sharply 
hurts the investment of the firms which reduces consumption and 
composition of the export [15]. When profitability of the business firm shrank 
for few consecutive periods, firm might eventually vanish from the market as 
profitability and investment are related with each other. At the worst case, 
profitability strikes the consumption at individual level and affects the export 
operation of businesses.  
 
Conceptually financial distress refers to a particular condition of a firm being 
unable to meet liability obligations of the creditors. In most of cases failure of 
businesses is ascribed to financial distress, thereby eventually financial 
distress is likely to create a bankruptcy condition of a business firm [10] [37]. 
More elaborately, when a business firm becomes unable to meet the 
obligation of the creditors, the firm may declare itself bankrupt which help 
the firm to start in a new way either by liquidating assets to meet up the 
firm’s debts or by adopting a repayment plan. Ray [39] defined financial 
distress as an experience of the firm where agreements of a loan are violated 
and firm suffer continual losses and obligations are not met at its due time 
[39]. Financial distress may worsen operating conditions in such a degree that 

Advertisement Expenditure and Financial Distress Risk: A Study on Private 
Commercial Banks in Bangladesh 

48  

put heavy financial burden on the firm subsequently firm become incapacitate 
to pay both preferential and unsecured creditors [9] [16]. Wesa and Otinga 
[44] stated that business firm experience two main difficulties in their 
statement of financial position when firm face with the burden of financial 
distress, firstly firm experience cash deficit that affect their asset side and 
secondly, unmet obligations affect the liability side. Thereby continued 
survival of the business firm is threatened largely as such pressure on 
financial position of the firm will make the investor aware about making 
further investment in future. Hence, financial institution like banks prefer a 
clean image to maintain so that they can attract investors in the long run 
which will ensure viability of the firm for infinite time period.  
 
At times of financial distress of the financial institutional, advertisement 
largely consider as promotional expenditure might seem unpleasant for the 
firms to incur as this may add disadvantages for the financial institutions like 
banks [41]. Therefore, a disadvantageous position of the banks may put 
themselves in vulnerable position which ultimately affects the investor as 
their returns from the banks may be hampered as long as the vulnerability of 
the banks prevails. Considering the severe consequence of financial distress, 
Banks would prefer to avoid such distress even at the expense of 
advertisement effectiveness.  
 
2.4 Impact of Advertising Expenditures over Financial Distress and 
Financial Performance of Banks 

Generally advertising expenditure can also be termed as promotion 
expenditures and advertisement can create huge expenditure for the Bank as 
financial institutions like Banks spends a huge sum of money every year to 
promote their products among their customers [8]. Likewise, Jensen and 
Jepsen [23] Banks which are financial intermediaries in Bangladesh spends a 
significant amount of money as part of promoting their products among the 
consumers which ultimately ends up with profitability of the banks. The 
astonishing figure of advertising expenditure of Banks may puzzle any person 
at a glance without knowing the benefit of such expenditure.  
 
The opponents of advertising expenditures claim that advertising expenditure 
can add up to cost and sometimes confuses the buyer. The opponent of 
advertising expenditure emphasizes more on that advertisement expenditure 
can increase the cost of goods and services [41]. Hence the emergence of 
understanding the relationship of financial distress and advertising 
expenditures arises. However, the effectiveness of advertisement can be 
gauged through calculating advertising to sales ratio simply by dividing 
advertisement costs with sales at a particular time period [26]. Relationships 
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Source: Altman, Hartzell and Peck (1995). 
 

The main reason for choosing the Z” Score as a statistical model is due to its 
high predictive ability that it produced for banks over years. The weightings 
of the variables did not change for our study as the objective was to use the 
original existing model to verify its validity as a predictor for the private 
commercial banks in Bangladesh. 
 
Regression Model: The regression equation is written as Y = a + bX +e 

Where 
     Y is the value of the Dependent variable (Y), what is being predicted or  
     explained 
    a or Alpha, a constant; equals the value of Y when the value of X=0 
     b or Beta, the coefficient of X; the slope of the regression line; how much   

    Y changes for each one-unit change in X. 
    X is the value of the Independent variable (X), what is predicting or   
    explaining the value of Y 
     e is the error term; the error in predicting the value of Y, given the value   
     of X (it is not displayed in most regression equations). 
 
5. ANALYSIS AND FINDINGS 

Table 02: Descriptive Statistics for the periods 2017 to 2021. 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Z Score 95 -1.6668 3.2750 .384122 .8073407 

Z-Score = Financial default index (emerging market companies for non-
manufacturers), 
X1 = Working capital/Total assets, 
X2= Retained earnings/Total assets, 
X3 = Earnings before Interest and Taxes/Total Assets, 
X4= Book value of equity/Total liabilities. 

Zones of discrimination: Z > 2.99: Safe zone, 1.81 <Z <2.99: Zone of 
ignorance or  

Grey zone, Z <1.81: Default zone. 
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Advertisement 
expenditure 95 5168331 1270060367 154164342 237453678 

Valid N (list wise) 95     
 
Table 2 reveals that the average Z score of the sampled banks over the 
periods 2017 to 2021 is 0.384122 which indicates that all the sampled banks 
are in Financial distress over the study periods. The average Advertisement 
expenditure of the sampled banks over the periods 2017 to 2021 is Tk. 
15,41,64,342.  
 
Table 03: Correlation between the variables for the periods 2017 to 2021. 

Correlations 

 Z Score Advertisement expenditure 

 
Z Score 

Pearson Correlation 1 -.057 
Sig. (2-tailed)  .581 

N 95 95 

Advertisement 
expenditure 

Pearson Correlation -.057 1 
Sig. (2-tailed) .581  

N 95 95 
 
Table 3 reveals the association between the Z score and Advertisement 
expenditure of the sampled banks over the years 2017 to 2021.It has been 
found that there is a very negligible negative correlation between the Z score 
and Advertisement expenditure of the sampled banks as the correlation 
coefficient is -.057.  

Table 04: Simple Linear Regression. 

 
Table 4 provides the R and R2 values. The R value is .057, which indicates a 
very low degree of correlation. The R2 value is 0.003, which indicates only 
0.3% of the total variation in the Z score has been explained by the 
Advertisement expenditure. 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 
Estimate 

1 .057a .003 -.007 .8103347 

a. Predictors: (Constant), Advertisement expenditure 
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astonishing figure of advertising expenditure of Banks may puzzle any person 
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can add up to cost and sometimes confuses the buyer. The opponent of 
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Model Summary 
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developed a model specifically for Sri Lanka that uses the "Altman's Z" score 
model to predict financial difficulty three years in the future [30]. In a study 
Pam [34] conducted on the Nigerian banking sector, it was discovered that 
the main factors that make up the Altman's Z-score—liquidity, profitability, 
operating effectiveness, and total assets turnover—are an important 
instrument for assessing a bank's financial difficulty. 
    
3. OBJECTIVE OF THE RESEARCH   

The study seeks to establish the effect of advertisement expenditure on 
Financial distress of private commercial banks in Bangladesh. 
 
3.1 Research Hypothesis 

Based on the given objective, the study attempts to test the following 
hypotheses: 

 H0: Advertisement expenditure has no significant effect on Financial 
distress of private commercial banks in Bangladesh. 
 

 H1: Advertisement expenditure has significant effect on Financial 
distresss of private commercial banks in Bangladesh. 

 
4. DATA AND METHODOLOGY 

4.1 Research Design 

This research is a quantitative research and analytical in nature. To conduct 
the study 19 conventional commercial banks in DSE are selected as sample. 
Non-probability convenience sampling is used to select 19 conventional 
commercial banks on the basis of availability of information and access to the 
information.  
 
4.2 Data Collection 

In this study, Secondary annual balanced panel data of selected conventional 
commercial banks for 5 years (2017-2021) has been used. For conducting this 
research, data is obtained from unconsolidated annual financial statements of 
selected conventional commercial banks. Where stand-alone statements were 
unavailable, consolidated financial statements have been used. 
 

Table 01: Altman Z-Score and its Application in Financial Distress. 
 

 

Z-Score Z=6.56X1 + 3.26X2+6.72X3+1.05X4 

Where: 
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Dutch Bangla Bank Limited 

2017 396,577,573 
2018 439,211,723 
2019 438,700,667 
2020 256,032,369 
2021 161,179,533 

Eastern Bank Limited 

2017 50,799,617 
2018 56,943,238 
2019 48,707,228 
2020 38,745,592 
2021 36,801,813 

IFIC Bank Limited 

2017 371,194,397 
2018 315,789,403 
2019 390,631,644 
2020 293,012,611 
2021 293,518,545 

Jamuna Bank Limited 

2017 56,152,566 
2018 60,481,729 
2019 76,584,926 
2020 71,622,347 
2021 73,889,826 

Mercantile Bank Limited 

2017 60,695,674 
2018 72,947,348 
2019 75,781,129 
2020 68,311,755 
2021 57,801,868 

Mutual Trust Bank Limited 

2017 39,700,117 
2018 58,344,737 
2019 63,531,733 
2020 23,944,322 
2021 35,834,230 

National Bank Limited 
2017 16,194,218 
2018 36,272,769 
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Source: Altman, Hartzell and Peck (1995). 
 

The main reason for choosing the Z” Score as a statistical model is due to its 
high predictive ability that it produced for banks over years. The weightings 
of the variables did not change for our study as the objective was to use the 
original existing model to verify its validity as a predictor for the private 
commercial banks in Bangladesh. 
 
Regression Model: The regression equation is written as Y = a + bX +e 

Where 
     Y is the value of the Dependent variable (Y), what is being predicted or  
     explained 
    a or Alpha, a constant; equals the value of Y when the value of X=0 
     b or Beta, the coefficient of X; the slope of the regression line; how much   

    Y changes for each one-unit change in X. 
    X is the value of the Independent variable (X), what is predicting or   
    explaining the value of Y 
     e is the error term; the error in predicting the value of Y, given the value   
     of X (it is not displayed in most regression equations). 
 
5. ANALYSIS AND FINDINGS 

Table 02: Descriptive Statistics for the periods 2017 to 2021. 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Z Score 95 -1.6668 3.2750 .384122 .8073407 

Z-Score = Financial default index (emerging market companies for non-
manufacturers), 
X1 = Working capital/Total assets, 
X2= Retained earnings/Total assets, 
X3 = Earnings before Interest and Taxes/Total Assets, 
X4= Book value of equity/Total liabilities. 

Zones of discrimination: Z > 2.99: Safe zone, 1.81 <Z <2.99: Zone of 
ignorance or  

Grey zone, Z <1.81: Default zone. 
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2019 97,965,105 
2020 69,354,623 
2021 105,974,772 

NCC Bank Limited 

2017 22,813,123  
2018 37,335,822  
2019 36,379,260 
2020 24,878,353 
2021 27,709,962 

One Bank Limited 

2017 147,546,744 
2018 235,034,058 
2019 329,991,480 
2020 168,259,259 
2021 77,337,228 

Prime Bank Limited 

2017 70,930,679 
2018 71,374,016 
2019 38,966,223 
2020 7,303,963 
2021 38,966,223 

Southeast Bank Limited 

2017 53,340,450 
2018 47,979,807 
2019 46,477,610 
2020 47,447,329 
2021 52,054,191 

The City Bank Limited 

2017 84,000,639 
2018 95,366,822 
2019 87,327,845 
2020 78,106,631 
2021 207,981,116 

Premier Bank Limited 
2017 361,551,106 
2018 444,743,480 
2019 430,926,644 
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commercial banks on the basis of availability of information and access to the 
information.  
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Source: Altman, Hartzell and Peck (1995). 
 

The main reason for choosing the Z” Score as a statistical model is due to its 
high predictive ability that it produced for banks over years. The weightings 
of the variables did not change for our study as the objective was to use the 
original existing model to verify its validity as a predictor for the private 
commercial banks in Bangladesh. 
 
Regression Model: The regression equation is written as Y = a + bX +e 

Where 
     Y is the value of the Dependent variable (Y), what is being predicted or  
     explained 
    a or Alpha, a constant; equals the value of Y when the value of X=0 
     b or Beta, the coefficient of X; the slope of the regression line; how much   

    Y changes for each one-unit change in X. 
    X is the value of the Independent variable (X), what is predicting or   
    explaining the value of Y 
     e is the error term; the error in predicting the value of Y, given the value   
     of X (it is not displayed in most regression equations). 
 
5. ANALYSIS AND FINDINGS 

Table 02: Descriptive Statistics for the periods 2017 to 2021. 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Z Score 95 -1.6668 3.2750 .384122 .8073407 

Z-Score = Financial default index (emerging market companies for non-
manufacturers), 
X1 = Working capital/Total assets, 
X2= Retained earnings/Total assets, 
X3 = Earnings before Interest and Taxes/Total Assets, 
X4= Book value of equity/Total liabilities. 

Zones of discrimination: Z > 2.99: Safe zone, 1.81 <Z <2.99: Zone of 
ignorance or  

Grey zone, Z <1.81: Default zone. 
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Advertisement 
expenditure 95 5168331 1270060367 154164342 237453678 

Valid N (list wise) 95     
 
Table 2 reveals that the average Z score of the sampled banks over the 
periods 2017 to 2021 is 0.384122 which indicates that all the sampled banks 
are in Financial distress over the study periods. The average Advertisement 
expenditure of the sampled banks over the periods 2017 to 2021 is Tk. 
15,41,64,342.  
 
Table 03: Correlation between the variables for the periods 2017 to 2021. 

Correlations 

 Z Score Advertisement expenditure 

 
Z Score 

Pearson Correlation 1 -.057 
Sig. (2-tailed)  .581 

N 95 95 

Advertisement 
expenditure 

Pearson Correlation -.057 1 
Sig. (2-tailed) .581  

N 95 95 
 
Table 3 reveals the association between the Z score and Advertisement 
expenditure of the sampled banks over the years 2017 to 2021.It has been 
found that there is a very negligible negative correlation between the Z score 
and Advertisement expenditure of the sampled banks as the correlation 
coefficient is -.057.  

Table 04: Simple Linear Regression. 

 
Table 4 provides the R and R2 values. The R value is .057, which indicates a 
very low degree of correlation. The R2 value is 0.003, which indicates only 
0.3% of the total variation in the Z score has been explained by the 
Advertisement expenditure. 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 
Estimate 

1 .057a .003 -.007 .8103347 

a. Predictors: (Constant), Advertisement expenditure 
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2020 400,948,173 
2021 543,299,359 

Trust Bank Limited 

2017 5,168,331  
2018 8,290,596  
2019 13,735,691  
2020 9,594,830  
2021 14,403,552  

Uttara Bank Limited 

2017 12,787,883 
2018 13,454,384 
2019 12,447,377 
2020 19,392,907 
2021 20,608,484 
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Source: Altman, Hartzell and Peck (1995). 
 

The main reason for choosing the Z” Score as a statistical model is due to its 
high predictive ability that it produced for banks over years. The weightings 
of the variables did not change for our study as the objective was to use the 
original existing model to verify its validity as a predictor for the private 
commercial banks in Bangladesh. 
 
Regression Model: The regression equation is written as Y = a + bX +e 

Where 
     Y is the value of the Dependent variable (Y), what is being predicted or  
     explained 
    a or Alpha, a constant; equals the value of Y when the value of X=0 
     b or Beta, the coefficient of X; the slope of the regression line; how much   

    Y changes for each one-unit change in X. 
    X is the value of the Independent variable (X), what is predicting or   
    explaining the value of Y 
     e is the error term; the error in predicting the value of Y, given the value   
     of X (it is not displayed in most regression equations). 
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periods 2017 to 2021 is 0.384122 which indicates that all the sampled banks 
are in Financial distress over the study periods. The average Advertisement 
expenditure of the sampled banks over the periods 2017 to 2021 is Tk. 
15,41,64,342.  
 
Table 03: Correlation between the variables for the periods 2017 to 2021. 

Correlations 

 Z Score Advertisement expenditure 

 
Z Score 

Pearson Correlation 1 -.057 
Sig. (2-tailed)  .581 

N 95 95 

Advertisement 
expenditure 

Pearson Correlation -.057 1 
Sig. (2-tailed) .581  

N 95 95 
 
Table 3 reveals the association between the Z score and Advertisement 
expenditure of the sampled banks over the years 2017 to 2021.It has been 
found that there is a very negligible negative correlation between the Z score 
and Advertisement expenditure of the sampled banks as the correlation 
coefficient is -.057.  

Table 04: Simple Linear Regression. 

 
Table 4 provides the R and R2 values. The R value is .057, which indicates a 
very low degree of correlation. The R2 value is 0.003, which indicates only 
0.3% of the total variation in the Z score has been explained by the 
Advertisement expenditure. 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 
Estimate 

1 .057a .003 -.007 .8103347 

a. Predictors: (Constant), Advertisement expenditure 
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2019 97,965,105 
2020 69,354,623 
2021 105,974,772 

NCC Bank Limited 

2017 22,813,123  
2018 37,335,822  
2019 36,379,260 
2020 24,878,353 
2021 27,709,962 

One Bank Limited 

2017 147,546,744 
2018 235,034,058 
2019 329,991,480 
2020 168,259,259 
2021 77,337,228 

Prime Bank Limited 

2017 70,930,679 
2018 71,374,016 
2019 38,966,223 
2020 7,303,963 
2021 38,966,223 

Southeast Bank Limited 

2017 53,340,450 
2018 47,979,807 
2019 46,477,610 
2020 47,447,329 
2021 52,054,191 

The City Bank Limited 

2017 84,000,639 
2018 95,366,822 
2019 87,327,845 
2020 78,106,631 
2021 207,981,116 

Premier Bank Limited 
2017 361,551,106 
2018 444,743,480 
2019 430,926,644 
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2020 400,948,173 
2021 543,299,359 

Trust Bank Limited 

2017 5,168,331  
2018 8,290,596  
2019 13,735,691  
2020 9,594,830  
2021 14,403,552  

Uttara Bank Limited 

2017 12,787,883 
2018 13,454,384 
2019 12,447,377 
2020 19,392,907 
2021 20,608,484 
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Dutch Bangla Bank Limited 

2017 396,577,573 
2018 439,211,723 
2019 438,700,667 
2020 256,032,369 
2021 161,179,533 

Eastern Bank Limited 

2017 50,799,617 
2018 56,943,238 
2019 48,707,228 
2020 38,745,592 
2021 36,801,813 

IFIC Bank Limited 

2017 371,194,397 
2018 315,789,403 
2019 390,631,644 
2020 293,012,611 
2021 293,518,545 

Jamuna Bank Limited 

2017 56,152,566 
2018 60,481,729 
2019 76,584,926 
2020 71,622,347 
2021 73,889,826 

Mercantile Bank Limited 

2017 60,695,674 
2018 72,947,348 
2019 75,781,129 
2020 68,311,755 
2021 57,801,868 

Mutual Trust Bank Limited 

2017 39,700,117 
2018 58,344,737 
2019 63,531,733 
2020 23,944,322 
2021 35,834,230 

National Bank Limited 
2017 16,194,218 
2018 36,272,769 
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