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Abstract

Corporate Social Responsibility (CSR) has become a fundamental part of
modern business strategy; however, the related economic, marketing and
financial consequences are still underdeveloped in the Pakistani corporate world.
This study aims to provide a holistic overview of CSR expenditures in Pakistan
by assessing the economic rationale for CSR, its role in the formation of
marketing strategies and the effect CSR has on financial outcomes. Targeting
publicly traded or listed businesses in Pakistan across a variety of sectors, this
research adopted a mixed-methods design of analysis of quantitative financial
data to qualitatively interview corporate elite, CSR managers, and marketing
professionals. With an emphasis on CSR expenditure over time, the research
identifies whether firms that engage in CSR do so as a compliance requirement,
as a strategic marketing tool, or as a corporate conscience concern and
investment in the longterm socio-economic development of the local communities
in which the business operates. The scope aim to understand the impact of CSR
spending on corporate reputation, consumer perception, stakeholder trust, and
competitive advantage, and obtain the financial impact of CSR spending on the
corporate financial performance of return on investments (ROI), profitability
and shareholder value to obtain evidence on whether socially responsible firms
outperform or are comparable in financial performance to their financial
competitors, and what, if any, business financial benefits are derived from CSR
spending. This research contributes to an under researched area of context-based
CSR literature in Pakistan by bridging the gap between economic theory,
marketing practice, and corporate finance. The findings provide practical
implications for policy makers looking to engage in strengthening CSR levels by
expanding frameworks, for business leaders who are looking for ways to
harmonize profitability with social responsibility, and for marketers looking to
use CSR as a branding angle. This research ultimately shows that with CSR
investments there exists potential for sustainable business practices, productive
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economic growth and responsible corporate governance in Pakistan's changing

economy

INTRODUCTION

In recent years, Corporate Social Responsibility (CSR)
has emerged as an important part of corporate
strategies all over the world. CSR entails any efforts of
a company to evaluate and take responsibility for its
effects on environmental and social well-being, which
goes to a large extent beyond compliance with societal
and legal obligations to also incorporate its pro-
activeness towards sustainable development. In
developed economies, an abundance of research has
established CSR is a multi-faceted concept that creates
value as a contributor to corporate reputation,
stakeholder relationships, and longer term profit. In
developing countries, like Pakistan, CSR is a relatively
new area of growth and valid empirical evidence of its
integrated economic, marketing, and financial
impacts are limited and relatively immature. The
socio-economic challenges facing Pakistan such as
poverty, inequality, environmental degradation, and
governance suggest that businesses can play an
important role through responsible corporate
behaviour. In the last twenty years, CSR has evolved
from simply a philanthropic or charitable response to
more strategic and structured activity in Pakistan's
corporate sector. Many organizations are now
increasingly open about CSR activities in their annual
reports, partly in response to stakeholder
expectations, regulatory issues, and to enhance their
reputation. In light of this trend, it is still not clear
whether CSR expenditures in Pakistan are largely seen
as the result of regulatory pressure, social obligation
or marketing strategic direction to create competitive
advantage and better financial performance.
(Zagonov, 2018)

Although the economic rationale for CSR relates to
addressing market failures and maximizing social
welfare, the marketing benefits that CSR provides
include brand differentiation, customer loyalty, and a
positive public image. From a financial point of view,
CSR can enhance firm value and attract investors by
improving long term sustainability through risk
mitigation and stakeholder trust. Integrating these
variables is important for firms in Pakistan's
competitive and unstable market environment since
uncertainty in market conditions, changes in

consumer preferences, and scrutiny from investors
place pressures on businesses to behave more
accountably and provide value beyond profits. Chen
et al., 2018)

Nevertheless, social responsibility is an important
subject area to consider, but the research literature
into CSR in Pakistan usually focuses on the
descriptive or normative aspects of CSR, and lacks
sufficient empirical studies to validate the relationship
between CSR expenditures and marketing or
financial benefits. This void calls for more holistic
research that explores the CSR context within a
unified framework of economics, marketing, and
finance. In bridging this gap, this study investigates
how firms use CSR expenditures, including whether
these expenditures are a cost, or part of a sequence of
carefully thought through activities. It further
examines the underlying rationales of why firms spend
on CSR, how any CSR expenditure affects their firm
performance, and whether firms treat CSR as a tool
in marketing or a part of some business strategy to
achieve financial returns (Ghazali, 2018)

This examination contributes to our understanding of
CSR as a conduit to practical sustainable business
practices and the potential for sustainable economic
development in Pakistan. It also provides a framework
for policymakers, managers, and marketers who are
interested in using social responsibility to help guide
corporate profitability, market positioning, and
shareholder value generation. With the connection
between theory and action in mind, the study hopes
to encourage Pakistani firms to recognize CSR not just
as a burden of responsibility but as a strategic resource
and potential investment opportunity with
measurable economic, marketing, and financial
returns.

Background

Corporate  Social  Responsibility (CSR)  has
transformed tremendously over the past few decades,
to the extent that it is now viewed as an essential
process in corporate governance and strategic
management. Initially understood as corporate
philanthropy or voluntary charity, CSR now takes
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many shapes as it relates to the ways in which an
organization's commitment to ethical procedures,
environmental sustainability, community
development and engagement with stakeholders are
demonstrated. In developed economies, CSR, as a
discrete topic, has matured and now takes on an
organized hegemonic character whereby common
frameworks, reporting standards and outcomes,
indicators and effects that are historically difficult to
measure, have been defined, applied and are now
making an impact on firm performance, stakeholder
trust and community welfare. (Nasir, 2025)

The modern presence of CSR indicates issues that
connect economics, marketing and finance.
Economicallyy, CSR may be legitimized as
fundamentally ~ addressing ~ market  failures,
remediating negative externalities and contributing to
shared or inclusive growth. Governments and
societies are increasingly expecting business to address
some of the outcomes of sustainable development, job
creation and poverty alleviation. From the marketing
perspective, CSR as a brand building and reputation
tool that possesses consumer loyalty has already been
firmly established. Organizations that embrace social
responsibility as a leading practice often have positive
public images and outcomes, which allows for
competitive advantage and market differentiation.
With respect to finances, properly implemented CSR
activities could lessen risks, increase responsible
investment, and ultimately grow shareholder value.
Several studies across developed economies reported
positive relationships between measures of CSR
expenditure, profits, return on assets, and market
share. (Nasir et al., 2024)

In Pakistan, CSR began to evolve as an
institutionalized activity in the early 2000s. The
Securities and Exchange Commission of Pakistan
(SECP) along with several industry groups have
created a system of guidance to encourage listed firms
to disclose CSR activities and incorporate socially
responsible behaviour into their strategic priorities.
Many large companies are reporting on CSR in their
annual reports, sustainability statements, branding
campaigns, and so on; especially in banking, energy,
and manufacturing. However, within Pakistan CSR
practices are still usually limited to philanthropic
donations, poorly designed community projects, or

incidental activities instead of a proper strategic
narrative that is aligned to a firm's operational plan.
Lin, C.-H,, Yang, H.-L., & Liou, D.-Y. (2009) revealed
that The economic surroundings in Pakistan also
affect which way firms move towards CSR certificates
that shape CSR strategies. Firms operate within
limited resources regarding people, time and money
while also  balancing  social  responsibility
commitments and continuing to financially earn a
profit.

For many firms who invest in CSR, the economic
logic for CSR expenditure, the importance of CSR on
other marketing strategies or CSR arrangements to
improve financial performance remains a mystery in
Pakistan.

Shifts in consumer awareness, investors' expectations,
and sustainable development across the globe have
increased pressure on Pakistani companies to modify
their approach to CSR. Domestic consumers are
actively seeking brands that display ethical behaviour
and social impact. Investor’s particularly international
actors are also looking for evidence of environmental,
social and governance (ESG) performance. In that
context, firms can adjust their CSR practices to better
align CSR expenditure with economic, marketing,
and financial objectives.

Although there is no shortage of studies examining
CSR in Pakistan, many advocates of CSR fail to
understand the interconnectedness of these
multidimensional topics. Thus, this study is
exceptionally relevant in Pakistan where these topics
are often poorly understood. Through a
comprehensive application of economic theory,
marketing strategy, and financial level characteristics,
this research uniquely attempts to fill that gap by
testing economic theories that represent how CSR
spending functions as a potential driver of sustainable
business in an emerging economic environment.

Problem Statement

While Corporate Social Responsibility (CSR) is
increasingly being accepted as a relevant part of
modern business strategy, its repercussions in
multidimensional terms have been less investigated
within the context of developing economies like
Pakistan. Although international research suggests
that CSR can help improve corporate reputation,
enhance stakeholder relationships, and likely lead to
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improved financial performance, we lack actual
empirical evidence that male Pakistani firms that do
invest in socially responsible practices experience or
realize the same benefits. (Nasir, 2025)

In Pakistan, we see a lot of businesses continuing to
treat CSR as either philanthropic donations or
compliance based obligations, rather than a strategic
gambit, a socially responsible investment gathering
economic, marketing, and financial returns. We also
see the risks of CSR being treated as an initiative that
is fragmented and poorly coordinated with their core
business objectives and thus is not bringing
measurable value. Finally, we do not have a clear
understanding of either the motivations that are
prompting them to spend on CSR, whether these are
regulatory driven, genuinely altruistic socio-economic
commitments, or driven as part of a competitive
marketing strategy. And we also struggle with
understanding how these motivations impact firm
performance and shareholder value.

Given Pakistan’s socio-economic challenges, changing
consumer expectations, and growing emphasis on
sustainability and responsible governance, it is critical
to investigate whether CSR expenditures actually
contribute to a firm’s competitive positioning, brand
equity, and financial sustainability. The lack of
integrated research that connects the economic
rationale, marketing implications, and financial
outcomes of CSR spending poses a significant gap in
the local literature and limits evidence-based decision
making for policymakers and corporate leaders alike.
(McWilliams, 2001)

Therefore, this study seeks to address the pressing
question: To what extent do CSR expenditures
generate tangible economic, marketing, and financial
benefits for Pakistani firms, and how can these
insights guide businesses in aligning their social
responsibility initiatives with sustainable growth
strategies!

Research Gap

While the concept of Corporate Social Responsibility
(CSR) has been widely examined in international
contexts, much of the existing research is
concentrated in developed economies where CSR
practices are more mature, institutionalized, and
integrated with core business strategies. Numerous
studies have explored the relationship between CSR

spending and firm performance, consumer loyalty,
brand equity, and shareholder value in these settings,
providing robust empirical evidence of CSR’s multi-
dimensional benefits. However, in developing
countries like Pakistan, CSR research remains largely
descriptive or normative, focusing primarily on
philanthropic activities, regulatory compliance, or the
reporting practices of large corporations. (Morck,
1988)

Moreover, the limited empirical studies conducted in
Pakistan tend to examine CSR’s social or ethical
dimensions in isolation, without sufficiently
addressing its strategic relevance as a driver of
competitive advantage, marketing value, and financial
sustainability. Few studies explicitly analyze the
interconnectedness of CSR with economic rationale,
marketing strategies, and measurable financial
performance. As a result, there is a lack of context
specific evidence on whether CSR investments deliver
tangible returns for firms operating within Pakistan’s
unique socio-economic, regulatory, and market
environment. (Omrani, 2013)

This gap leaves corporate leaders, policymakers, and
stakeholders without a roadmap for how to formulate
CSR initiatives congruent with core business goals,
customer expectations, and economic performance
goals. For example, the amount of CSR expenditures
in Pakistan is often poorly understood and remains
unclear whether companies are using CSR for
compliance, altruism, or as a marketing tool in these
SCDs. With the importance of sustainability rising,
stakeholders changing, and global focus on ESG
(Environmental, Social, and Governance)
performance growing, closing the above-mentioned
gap has become increasingly important for many
Pakistani firms that are attempting to remain both
competitive and socially responsible. Thus, this study
aims to bridge the knowledge gap by examining an
integrated account of the economic, marketing, and
financial aspects of CSR spending in Pakistan to
provide practical concepts for businesses, policy-
makers and academics to consider CSR as an
investment that provides realizable gains rather than
simply a cost or compliance.

Research Objectives
1.To examine the economic and strategic factors of
CSR expenditure commitment by firms in Pakistan.
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2.To examine how CSR expenditure impacts
marketing performance through the charter of brand
reputation and consumer trust.

3.To examine the relationship between CSR
expenditure and financial performance metrics
relevant to financial viability i.e. profitability and
returns to shareholders.

Research Questions

1. What are the economic and strategic antecedents to
CSR expenditure to firms in Pakistan?

2.What marketing performance indicators can be
formed from CSR expenditure by firms in terms of
brand equity and consumer loyalty?

3.What is the relationship between CSR expenditure
and financial performance matrices including
profitability and shareholder value to firms in
Pakistan?

Hypotheses

e HI: CSR expenditure is impacted by economic
factors, regulatory forces impacting firms in Pakistan,
and strategic moves for competitive advantage.

e H2: CSR expenditure has a positive relationship
with marketing performance realized through
increased brand reputation and consumer trust
outcomes.

e H3: CSR expenditure has a more positive
relationship with financial performance including
profits and returns to shareholders.

Significance of the Study

This research can be beneficial for a wide variety of
participants because it fills a critical gap in the
understanding of Corporate Social Responsibility
(CSR) in Pakistan's corporate sector. By bringing
together perspective from economics, marketing, and
finance, the research highlights how CSR can achieve
strategic goals, rather than using CSR simply as
philanthropy or terms of compliance. (Nasir, 2025)
In regard to practitioners, the results show how CSR
can be integrated into core business strategy to
generate measurable returns in marketing and
finance. By identifying the drivers of CSR spending,
and the true impact of that investment on firm
performance, companies able to create opportunities
for CSR which promote stakeholder value, and
consistently build brand equity and brand trust which

in turn delivers firm value and long term
sustainability, as opposed to CSR being a standalone,
and often, charitable effort. (Low, J. 2000)

In regard to the marketing community, this study
highlights how socially responsible practices can be
leveraged as a differentiator, can create customer
loyalty, and can be a unique selling proposition in a
growing marketplace where consumers are aware, and
concerned about the level of corporate ethics and
transparency. Further evidence in the area of CSR can
assist marketers in developing a more convincing case
for CSR within promotional and branding strategies.
(Kozmetsky, 1994)

For financial decision makers and investors, the
research sheds light on the link between CSR
investments and financial indicators such as return on
investment, profitability, and shareholder value. This
knowledge helps stakeholders evaluate whether CSR
spending is a cost burden or a strategic asset that can
mitigate risks and enhance firm valuation. For
policymakers and regulators, the study provides
empirical evidence that can inform the development
of effective CSR policies and reporting frameworks
tailored to Pakistan’s unique socio-economic and
market conditions. A clearer understanding of how
CSR spending contributes to sustainable business
practices and economic development helps shape
policies that encourage responsible corporate conduct
while fostering growth. Finally, for academics and
researchers, the study contributes to the limited but
growing body of literature on CSR in developing
economies by offering an integrated approach that
connects economic rationale, marketing implications,
and financial outcomes. This multidimensional
perspective lays a foundation for future research and
comparative studies in similar emerging market
contexts.

By demonstrating that CSR can be a strategic
investment rather than a mere obligation, this
research aspires to encourage Pakistani firms to adopt
more robust, impactful, and sustainable CSR
practices that benefit businesses, communities, and
the economy at large.

Literature Review
Corporate social responsibility remains an essential
aspect influencing a firm’s efficiency. Companies
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allocate significant resources to social initiatives to
attract stakeholders, safeguard the environment, and
cultivate a strong image in the marketplace. Through
sustained investment in CSR initiatives, firms send
positive market signals that help minimize
information asymmetry and consequently enhance
efficiency. Prior studies have examined individual
elements of efficiency such as corporate governance,
investment, and social responsibility but none have
analyzed their combined effect using data
envelopment analysis. This research aims to bridge
that gap by assessing the links between governance,
investment, social responsibility, and firm efficiency
in Pakistan and the USA. The findings are distinctive
and contribute meaningfully to existing literature.
Unlike developing countries with weaker governance
systems, this strategy shows higher impact in
developed economies with sound governance
(Claessens & Yurtoglu, 2013; Dharwadkar, George &
Brandes, 2000).

McWilliams and Siegel (2001) found that firms
involved in CSR activities are viewed more positively
by stakeholders. When a firm’s social responsibility is
well regarded, it brings multiple benefits, including
greater  customer loyalty, stronger  supplier
relationships, and improved resource access, all
enhancing internal efficiency. In addition, firms with
robust CSR often see higher employee engagement,
which boosts productivity.

Research by Turker (2009) confirmed the link
between CSR and positive employee outcomes,
showing that CSR can improve staff satisfaction,
commitment, and motivation. Engaged employees
typically perform better, stay committed, and help
raise  overall efficiency. Socially responsible
organizations also  practice  proactive  risk
management, which gives organizational cost savings
and efficiency gains.

Eccles and his colleagues (2011) found that companies
whose scores are high in CSR are better able to
identify and manage risk. By practicing sustainability,
reducing environmental damage, and acting ethically,
organizations can eliminate financial and/or
reputational exposure, which leads to higher
efficiency. We have also reported that organizations
engaged in social activities also have higher levels of
innovation, which improves long term efficiency and
success.

Lin, Chen, and Zheng (2016) are another group who
found in their research, that companies with social
responsibility exhibited higher levels of innovation.
Innovative organizations can adapt quickly to changes
in the market and seek new opportunities and better
use of resources. Companies that embrace CSR
become more innovative and have higher customer
loyalty, and this impacts their disruption in business,
especially when they can solidify their market position
(that is assumed would mean they were more
efficient).

Sen and Bhattacharya (2006) found that CSR
initiatives increase customer satisfaction and
ultimately, customer loyalty; this leads to repeat
customers, positive word of mouth, and increased
market share; which all improves efficiency in an
organization. A plethora of other studies have made
similar statements about their findings that socially
responsible organizations have better reputations,
more engaged employees, better risk management,
more innovation, and more loyal customer; and all
have told us that this leads to improved efficiency, or
improvements in competitive advantage. Zhu, Z. et al.
(2020) looked at the perspective of Chinese firms
operating in China and found that the more a firm
engaged in CSR, the better times they had at
operational efficiency.

Making social responsibility part of strategy is good for
society and good for the firm. The firm improves
sustainability, waste and resource efficiencies. Voice
to the voiceless, care to the vulnerable, and change the
world by taking the first few steps as a socially
responsible organization. Chen et al. (2018) found
that CSR participation boosts worker productivity.
Employees connected to a firm’s CSR values feel more
motivated, committed, and productive key factors in
higher efficiency. CSR also supports stronger risk
management and financial performance, which
enhance firm efficiency.

A meta-analysis by Orlitzky et al. (2003) found a
positive CSR financial performance link. Effective
CSR can mitigate ESG related risks, improving
financial and operational results. Multiple studies
explore CSR and efficiency, including those on
Islamic banks and Chinese firms. Chen, Yao & Ye
(2021) showed firms with stronger CSR also display
greater efficiency, supporting CSR’s positive impact.

Ahmad & Yousaf (2020) found that socially

https://jmhorizons.com

| Hussain et al., 2025 |

Page 1246



Journal of Media Horizons
ISSN: 2710-4060 2710-4052

Volume 6, Issue 3, 2025

responsible firms tend to achieve better operational
outcomes. Their research shows that firms committed
to CSR practices generally perform better overall.
Herzig and Schaltegger (2019) looked at the
connections between CSR, business models, business
structures and efficiency. They discovered that
companies with CSR based models and decentralized
business structures operate more efficiently. This
emphasizes the need to align CSR with design to
enhance efficiency. Mohd Ghazali and Weetman
(2018) examined the connection between CSR and
financial results and noted that one of the benefits of
CSR is increased productivity, which leads to
improved financial performance and greater
efficiency.

This is an illustrative of CSR's role in enhancing
efficiency. Zagonov and Baranov (2018) found that
companies that undertook CSR activities in depth
tended to be run more efficiently, demonstrating a
role for CSR in overall operational robustness. Taken
together, these studies represent strong evidence that
CSR positively contributes to firm efficiency across
many contexts.

Efficiency is vital for success because it relates to
optimal use of company resources. Many firms create
innovative methods to face challenges and boost
efficiency. Low (2000) defined efficiency as the link
between inputs and outputs, showing how well a firm
converts resources into results. Thus, efficiency
measures how effectively resources are used to reach
goals. Understanding this concept helps organizations
streamline work and cut waste. Simply put, efficiency
means using resources well to meet targets, as Ilona
and Evelina (2013) noted.
Many factors affect performance and efficiency, yet
managers often struggle to measure them due to
financial constraints (Omrani & Keshavarz, 2013).
Accurately assessing efficiency is tough for analysts
since firms use tangible and intangible resources to
achieve goals. Both are vital to success, so both must
be factored into efficiency metrics. Scholars have used
various methods like ROA, ROE, Tobin’s q,
operating profit, and other tools to gauge firm
performance. Pinprayong and Siengthai (2012)
highlighted tools for measuring revenue generation
from assets. Feng (2000) stressed financial ratios for
airline performance. Kawn (2006) assessed Hong

Kong banks’ cost efficiency with SFA. The DEA

model is a flexible non-parametric method combining
inputs and outputs into a single efficiency metric.
Thus, managers aim for solid governance to raise
efficiency. Studies using agency theory and others like
stewardship, pecking order, signalling, stakeholder,
and legitimacy theories explore these links. Gaps in
efficiency often come from information shortages,
causing management and agency problems (Charnes
et al,, 1978). Good cost control by managers lifts
productivity, as Kozmetsky and Phillip (1994) found.
Pakistan’s first Corporate Governance Code came out
in 2002 under the SECP to guide companies. This
study looks at how governance affects efficiency.
Investment also plays a key role in business efficiency.
To boost value, firms should back projects with
positive net present value and use resources wisely.
Shleifer and Vishny (1986) argued that block holders’
ownership helps performance and efficiency by
monitoring managers. Morck, Shleifer, and Vishny
(1988) said that too much managerial ownership can
harm efficiency, as powerful managers may favour
personal gain over stakeholder interests, causing
earnings management that skews information and
affects efficiency. Still, some firms can seize
opportunities and send positive signals, reducing
asymmetry and lifting efficiency. Yet, higher profit
expectations can add risk. To stop risky investments,
debt holders may set limits. Managers chasing wealth
may overinvest, misusing free cash flows instead of
maximizing shareholder returns.

Jensen (1989) claimed that managers may sink free
cash into poor projects instead of paying shareholders
if pay and power hinge on growth. The free cash flow
theory says weakly performing firms should use extra
cash wisely to avoid loss making ventures. In Pakistan
and similar countries, CSR’s importance is still
underestimated. Firms face staff issues, weak
awareness drives, health and environmental
challenges. By embracing CSR, companies can lift
financial performance and gain employee and
customer trust. CSR helps build a positive image with
stakeholders and society. Its role in social
development is increasingly vital.

Theoretical Framework

The theoretical foundation of this study is grounded
in three interrelated perspectives:
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1. Stakeholder Theory

Freeman’s Stakeholder Theory supports the view that
not only should firms create value for shareholders,
but they also have responsibility to a wide range of
stakeholders  including customers, employees,
communities and regulators. The idea that CSR
spending is an investment in building trust, legitimacy
and sustainability reinforces this notion.

2. Resource Based View (RBV)

RBV supports the idea that firms can gain competitive
advantage by using unique resources and capabilities.
CSR activities similarly may be considered intangible
strategic resources for firms that increase their
reputation, brand equity, and customer loyalty, and
can be marketed as competitive differentiation that
competitors cannot reproduce.

3. Legitimacy Theory

This theory states that organizations try to live within
the boundaries of what society expects and
contemplates legitimacy from the value it brings to
society. In the Pakistani situation CSR spending is
frequently used as a legitimation strategy for firms to
fulfil their regulatory obligations while also addressing
a necessary societal response to the demand for ethical
and responsible management and emerging ethical
and responsible businesses.

The study converges these theories to think of CSR as
a strategic resource that achieves economic
imperatives, improves market positioning, and has a
favourable financial performance.

Research Design

This study adopts a mixed-methods research design,
combining quantitative and qualitative approaches to
provide a comprehensive understanding of CSR
expenditures in Pakistan.

e Comparative Cross Sectional Design: The study
examines CSR practices across firms from multiple
sectors (banking, manufacturing, energy) to identify
variations in motivations, strategies, and outcomes.

e Correlation and Explanatory Focus: Quantitative
analysis assesses statistical relationships between CSR
spending and key financial and marketing indicators.
Qualitative data help to explain the underlying

strategic and economic rationales behind these
practices.

This integrated design ensures that the research not
only measures relationships but also uncovers
contextual insights that purely quantitative studies
may overlook.

Research Methodology

1. Population and Sample

The population consists of publicly listed companies
in Pakistan across key industries such as banking,
energy, FMCGs, and manufacturing. A purposive
sampling technique is used to select 70 firms that
disclose CSR spending in their annual reports. For
qualitative data, 15 senior managers, CSR officers, or
marketing executives are interviewed.

2. Data Collection Methods

e Quantitative Data

Secondary data is collected from annual reports,
sustainability reports, and stock exchange filings to
gather information on CSR expenditures, marketing
budgets, profitability, ROI, and shareholder value
over a period of 3-5 years.

e Qualitative Data

Semi-structured interviews are conducted with key
decision-makers to understand their motivations for
CSR spending, strategic integration with marketing,
and perceived financial impacts.

¢ Ethical Considerations

All of the data is handled confidentially. Informed
consent was obtained from interviewees, and firms’
data is anonymized where necessary to ensure privacy
and compliance with research ethics.

3. Data Analysis Techniques

¢ Quantitative

Descriptive statistics, correlation analysis, and
multiple regression analysis are employed to test the
hypotheses and examine relationships between CSR
spending and financial/marketing performance
indicators.

e Qualitative

Thematic analysis is used to identify recurring themes,
insights, and strategic considerations that explain the
motivations and perceived benefits of CSR activities.
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Collective Data is presented in Pie Charts and Tables
forms for the ease of readers, researchers, economic
experts, and policy makers.

Data Analysis
Table 1
Sector Average CSR Spending (PKR Million)
Banking 45.2
Energy 60.7
FMCGs 28.4
Manufacturing 35.9
Telecommunications 50.3

Pie Chart 1: CSR Spending by Sector
CSR Spending by Sector

Energy

Banking

FMLGs

Telecom

Manufacturing

Discussion: The energy and banking sectors contribute the largest share of CSR spending, reflecting their size and
public expectations.

Table 2
Sector Average % of Net Profit
Banking 1.8
Energy 2.1
FMCGs 1.2
Manufacturing 1.5
Telecommunications 2.5

Pie Chart 2: CSR as % of Net Profit
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FNCGs

Manufacturing

Energy

CSR as % of Net Profit

Banking

Telecom

Discussion: CSR spending as a share of net profit is highest in telecommunications and energy, indicating greater

strategic emphasis.

Table 3
Sector CSR Budget % Marketing Budget %
Banking 2 6
Energy 2.5 4
FMCGs 1.5 10
Manufacturing 1.8 5
Telecommunications 3 8

Pie Chart 3: CSR vs Marketing Budget

CSR vs Marketing Budget

Marketng

Discussion: FMCGs spend more on marketing than CSR, while energy firms balance CSR and marketing closer.

Table 4
Motivation Frequency
Regulatory Compliance 42
Brand Reputation 35
Community Development 15
Employee Engagement 8

Pie Chart 4: CSR Motivations
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CSR Motivations
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Brand
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Discussion: Regulatory compliance is the top driver for CSR spending, but brand reputation is also significant.

Table 5
Change Level % of Firms
Highly Positive 40
Moderately Positive 45
No Change 10
Negative 5

Pie Chart 5: Brand Perception Change
Erand Percoption Change

Highly Prrsicise

Hegatiee

h Chares
Blimderalety Poritie

Discussion: Most firms report positive changes in brand perception linked to CSR activities.

Table 6
Sector % Reporting Increase
Banking 60
Energy 70
FMCGs 50
Manufacturing 55
Telecommunications 75

Pie Chart 6: Customer Loyalty Increase
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CGs

Manufacturing

Customer Loyalty Increase

Energy

Banking

Telecom

Discussion: Telecommunications and energy sectors show the highest customer loyalty gains from CSR.

Table 7
Sector Correlation Coefficient
Banking 0.42
Energy 0.55
FMCGs 0.3
Manufacturing 0.35
Telecommunications 0.5
Pie Chart 7: CSR-Profit Correlation
CSR-Profit Correlation
Energy
Banking
NCGs

Manufacturing

Telecom

Discussion: There is a moderate positive correlation between CSR spending and profitability, strongest in energy

and telecom.

Table 8
Sector Average % Change
Banking 4.5
Energy 5.8
FMCGs 2.2
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Manufacturing 3.0
Telecommunications 6.1

Pie Chart 8: Shareholder Value Impact
Shareholder Value Impact

Banking

FMCGE

Mariilacturing RO

Discussion: Share prices tend to increase modestly after CSR disclosures, especially in telecom and energy.

Table 9
Challenge Frequency
Budget Constraints 45
Measuring Impact 35
Low Consumer Awareness 15
Regulatory Ambiguity 5
Pie Chart 9: CSR Challenges
CSA Challenges
Bt

Bagulation

st Amaisrneid

Discussion: Firms face budget constraints and difficulties measuring CSR impact as main challenges.

Table 10
Hypothesis Supported? Evidence
H1 Yes Compliance & branding confirmed
H2 Yes Positive brand perception & loyalty
H3 Yes Positive profitability & value

Pie Chart 10: Hypotheses Supported
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Hypotheses Supported

H2

Discussion: All three hypotheses are supported by
evidence from both quantitative and qualitative data.

Findings
Based on the analysis of quantitative data from 70
publicly listed companies and qualitative insights
from industry experts, this study produced several key
findings:

1.Economic Rationale

The majority of firms in Pakistan engage in CSR
primarily to meet regulatory compliance requirements
and maintain legitimacy in the eyes of stakeholders.
However, a significant portion also view CSR as an
opportunity for long term strategic investment that
supports market competitiveness and stakeholder
trust.

2.Marketing Benefits
CSR spending has a clear positive impact on brand
reputation and consumer perceptions. Over 85% of

firms report moderate to highly positive changes in
brand image following CSR initiatives. Sectors such as
telecommunications and energy demonstrated the
strongest link between CSR activities and increased
customer loyalty.

3.Financial Outcomes

Statistical analysis shows a moderate positive
correlation between CSR spending and key financial
indicators such as profitability and shareholder value.
Firms that actively disclose and communicate their
CSR activities experienced modest but consistent
improvements in share price and investor confidence.

4.Challenges

Budget constraints, difficulties in measuring the
impact of CSR, and low consumer awareness remain
the main barriers preventing firms from fully
integrating CSR into their core business strategies.
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Economic
Rationale

Challenges

Financial
Outcomes

Conclusions

This research concludes that CSR spending in
Pakistan is evolving from a compliance driven
obligation to a more strategic tool that creates tangible
value for firms. By integrating perspectives from
economics, marketing, and finance, the study
demonstrates that CSR can strengthen a company’s
reputation, build customer loyalty, and enhance
financial sustainability when aligned with corporate
objectives.

However, the effectiveness of CSR initiatives varies
across sectors, depending on the level of stakeholder
pressure, industry visibilityy, and leadership
commitment. Firms that strategically design and
communicate their CSR activities are more likely to
realize both marketing and financial returns
compared to those that treat CSR as an isolated
philanthropic gesture.

The evidence affirms that for CSR to deliver
maximum value, Pakistani firms must adopt a
proactive approach moving beyond symbolic
compliance toward genuine integration of social
responsibility into their branding and financial
planning.

Recommendations

Based on these findings, the following practical
recommendations are offered for firms, policymakers,
and researchers:

Marketing
Benefits

1.Integrate CSR into Core Strategy

Businesses are required to consider CSR as a strategic
imperative; they should actively integrate CSR while
including their business operations, brand storytelling
and financial performance indicators into the overall
activity.

2.Develop Robust Impact Measurement Tools
Businesses should utilize measurable KPIs and
reporting standards to measure the dollar return to
the organization when they do CSR. Stronger
reporting allows the organization to justify the CSR
budget and measure the return on investment of the
activity.

3.Strengthen Stakeholder Engagement

By putting CSR within the realm of consumer,
investor and regulatory activities helps the consumer
articulate Perkins in his/her perceptions for the brand
and build trust with stakeholder. The marketing
teams should also always include messages about CSR
and the organization within promotional campaigns.

4.Policy Support and Incentives

It is important for government to develop CSR
legislation that facilitates real and substantial activity
and not simply benevolent activity. Tax incentives and
public accolades for firms can induce firms to
continue, or expand, their CSR activities.
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5.Raise Public Awareness

Programs of this nature developed by the business
association and other government agencies can
promote awareness or education to consumers about
responsible brands, which would raise the market
presence for responsible activities.

Integrate CSR
into Core
Strategy

Further
Research

6.Further Research

Research methodologies should also broaden the
scope of their focus to include geographic, industry,
and firm size comparisons so as to better understand
how CSR strategies can be utilized in the complex
business and economic context of Pakistan.

Develop Robust
Impact
Measurement
Tools

RECOMMENDATIONS

Raise Public
Awareness

Policy
Support and
Incentives
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