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FOREWORD 

Foreword v

The successive corporate philanthropy surveys by PCP have sought to deepen an understanding of the dynamics of 
corporate giving by documen�ng the volume of dona�ons, presen�ng changing trends, and highligh�ng best prac�ces. The 
primary objec�ve of these surveys is to recognize the invaluable contribu�ons made by the business sector towards society, 
and to generate a debate on how to create an enabling environment that not only incen�vizes corporate giving but also 
encourages corpora�ons to spend in areas where it is most needed. 

The current survey, Corporate Philanthropy in Pakistan-2017, covers giving informa�on of all the three segments of the 
corporate universe; all Public Listed Companies (PLCs) and a segment each from Public Unlisted and Private Companies. 
Philanthropic contribu�ons by PLCs increased to PKR 7.56 billion in 2017 compared to PKR 7.31 billion in the preceding year, 
indica�ng a marginal increase of 3 percent. Total philanthropic contribu�ons have, however, increased more than 33 fold 
compared with the base year (i.e. 2000). In addi�on, some 99 unlisted companies and 84 private companies contributed 
PKR 1.03 billion and PKR 1.5 billion respec�vely during year 2017.    

Genera�ng and dissemina�on of evidence based knowledge on philanthropy is an essen�al element of Pakistan Centre for 
Philanthropy's mandate and mission - enhancing the volume and effec�veness of indigenous philanthropy for social 
development in Pakistan. Since its incep�on in 2001, PCP has been conduc�ng annual surveys of corporate philanthropy in 
Pakistan. An exci�ng addi�on to the survey report for year 2017 is the mapping of philanthropic giving of Public Listed 
Companies around Sustainable Development Goals (SDGs). The survey findings answer ques�ons concerning percep�on of 
the corporate sector about SDGs and their internaliza�on in philanthropic programs. This endeavour, supported by the 
UNDP Pakistan, will serve as a first step towards making corporate philanthropy supplement sustainable goals in years to 
come. 

Finally, PCP expects and hopes that the informa�on contained in this survey report will be valuable in guiding corporate 
leadership in their decisions on u�lizing the philanthropic resources in an effec�ve way for social investment in Pakistan. 
One way of ge�ng be�er results from philanthropic programs may be is to move forward towards crea�ng shared value 
(CSV). The idea behind CSV basically is to integrate social issues in the business strategies so that enhanced benefits for both 
can be achieved – thereby reconciling the two separated realms. Also, the findings are expected to serve as a useful resource 
for policy makers in the government, researchers, media, and the civil society in moving the agenda of inclusive growth 
forward. At the same �me, the Centre welcomes any sugges�ons and advice from the stakeholders for strengthening and 
expanding the scope of corporate philanthropy in Pakistan.

In order to acknowledge the contribu�on of the business sector towards community and social development, PCP arranges 
an annual awards ceremony where the leading performers are honoured with Corporate Philanthropy Awards. The awards 
are given based on two criteria; (i) volume of dona�ons, and (ii) dona�ons taken as a percentage of profit before tax. It is 
expected that these Awards will not only add to the mo�va�on and drive of the giving companies to enhance their social 
responsibility campaigns but will also mo�vate others to follow suit. 

Zaffar A. Khan, S.I.
Chairman, Board of Directors,
Pakistan Centre for Philanthropy (PCP)
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Business sector is considered to be the engine of economic 
growth in a country. However, its contribu�on towards 
social development has been spurred by the concept of 
corporate philanthropy (CP) which itself is a component of 
corporate social responsibility (CSR). The prac�ce of CP and 
of CSR has evolved tremendously over the last many years; 
previously it was prac�ced as an extension of charitable 
interests of the owners but today an increasing number of 
companies are working to incorporate giving in their 
strategic business models. In Pakistan too, businesses have 
been adap�ng the concept of CP and have increasingly 
contributed towards societal development. 

As usual, the corporate sector con�nues to increase its 
financial contribu�on towards societal development in the 
country. Giving by PLCs increased to PKR 7.56 billion in 2017 
from PKR 7.31 in the year 2016. On the other hand, 99 out 
of a sample of 204 PUCs and 84 out of a sample of 208 PvLCs 
contributed PKR 1.03 billion and PKR 1.5 billion respec�vely 
for social development ac�vi�es. Though the percentage of 
PLCs par�cipa�ng in philanthropic ac�vi�es has not 
changed significantly during all the years of CPS, their 

Pakistan Centre for Philanthropy (PCP), in pursuance of its 
mandate to expand evidence based knowledge, has been 
conduc�ng annual survey of Corporate Philanthropy since 
the year 2005. These research endeavours form an integral 
part of the overall mission of PCP – to enhance the volume 
and effec�veness of indigenous philanthropy for social 
development in Pakistan. Corporate Philanthropy Survey 
(CPS) 2017 is 14th in the series and examines the nature, 
dimensions, pa�erns, and trends in philanthropic giving by 
the corporate sector in the country. The current volume of 
the CPS, as has been the prac�ce, covers all of Public Listed 
Companies (PLCs) and a sample each from Public Unlisted 
Companies (PUCs) and Private Listed Companies (PvLCs). 
Though PLCs and the small segments from PUCs and PvLCs 
may not represent the en�re corporate universe but their 
giving prac�ces represent the most evolved form of CP in 
the country. 

Moreover, this year's survey, with financial support from 
UNDP Pakistan, maps out CP/CSR programs of PLCs around 
sustainable development goals (SDGs). This inves�ga�on 
serves dual objec�ves; first, how far companies' 
philanthropic programs are aligned with SDGs, and second, 
what areas in terms of individual goals have been priori-
�zed by the corporate sector. 

EXECUTIVE SUMMARY

Executive Summary vii

Ÿ Though 91 percent of companies agree that the 
corporate sector needs to play a role in achieving 
SDGs, but only 55 percent have aligned their 
CSRs accordingly, 

Ÿ 62 percent of the companies who responded to 
our survey are aware of SDGs,

Ÿ Quality educa�on gets the largest (41%) share in 
CSR programs followed by Good Health (28%), 
and Clean Water & Sanita�on (8%).  

Ÿ Mapping of CSR programs around Mul� Poverty 
Index (MPI) and Human Development Index 
(HDI) reveals that the most needy areas do not 
get much of CSR spending,  

Ÿ 40 percent (84/208) of the sample from PvLCs 
contributed PKR 1.5 billion. 

Ÿ Giving back to society, ethical business prac�ce, 
and building company’s image are the top 
mo�va�ons behind CP/CSR, 

Ÿ 61 percent of PLCs have their own founda�ons 
while only 25 percent of them have separate CSR 
departments, 

CP/CSR and SDGs

Ÿ Corporate Philanthropy by PLCs increased 33 
fold from PKR 228 million in year 2000 to PKR 
7.56 billion in 2017, 

Ÿ Giving by PLCs is PKR 7.56 billion in 2017 as 
compared to PKR 7.31 billion in 2016,

Ÿ PLCs contributed around 7 percent of their Profit 
before Tax (PBT) for social development causes, 

Ÿ Top 25 giving PLCs shared 79 percent of total 
giving, 

Giving by PLCs, PUCs, and PvLCs

Ÿ Oil and gas explora�on is the largest contributor 
sub-sector followed by Fer�lizer,

Ÿ 53 percent of PLCs took part in CP as compared 
to 51 percent in the preceding year, 

Ÿ 48 percent (99/204) of the sample from PUCs 
contributed PKR 1.03 billion, and

KEY FINDINGS



contribu�on in terms of absolute amount has been rising. 
The significant contribu�ons from PUCs and PvLCs, on the 
other hand, indicate that companies other than PLCs also 
care for the common benefits, other than those of their 
owners.

Chapter two provides details of giving informa�on of PLCs 
including their ranking as per their dona�ons in absolute 
amount and as a percentage of PBT. The pa�erns of giving 
especially the ra�o of giving PLCs and the share of top 25 
giving companies in total philanthropy over the years are 
presented in this chapter. Also, a ranking list of sub-sectors 
in terms of their average dona�on is given to show which 
sub-sector contributes how much. The third chapter 
presents ranking tables of PUCs and PvLCs, both in terms of 
absolute amount and as a percentage of PBT. This chapter 
also presents the rate of par�cipa�on in philanthropic 
ac�vi�es among PUCs and PvLCs. 

The fourth chapter focuses on mapping out CP and CSR 
ac�vi�es around SDGs. This chapter highlights spending by 
the corporate sector on individual sustainable goals and on 
specific targets. Moreover, CSR programs of companies 
across Pakistan are mapped against the district level 
Mul�dimensional Poverty Index and Human Development 
Index to figure out whether the spending goes to areas 
where it is needed the most.  The final chapter presents 
conclusions drawn from the study and the way-forward. 

The first chapter of this report sets out the context by 
introducing corporate philanthropy, corporate social 
responsibility and their role in achieving SDGs, describing 
corporate philanthropy surveys by the PCP, sta�ng the 
methodology, coverage, the sample, data collec�on and 
analysis. 
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INTRODUCTION

Introduction 01

Corpora�ons around the world are struggling with a new 
role and that is to meet the needs of the present genera�on 
without compromising the ability of the future genera�ons 
to do the same. Commercial organiza�ons are increasingly 
being expected to take responsibility for the ways their 
opera�ons impact socie�es. According to a recent study, 
one-third of the consumers are now buying brands based 
on their social and environmental impact.¹ Contrary to the 
general percep�on that people in developed countries are 
more concerned with sustainability issues, the said study 
revealed that purpose-led purchasing is greater among 
consumers in emerging economies than in the developed 
markets. Compared with 53 percent of shoppers in the UK 
and 78 percent in the US who felt be�er while buying 
products that are sustainably produced, the number is as 
high as 88 percent in India and 85 percent in Brazil and 
Turkey. Not only consumers but job seekers too prefer to be 
associated with companies that are socially responsible; 64 
percent of Millennials consider a company’s social and 
environmental commitments when deciding about their 
poten�al jobs. ² 

Although the business sector has long realized the need to 
meet expecta�ons of people other than its shareholders, 
there has been a more visible change in the recent past. 
Faced with scarce resources, governments as well as the 
development actors have felt the need to synergize efforts 
to work towards achieving inclusive development. The 
2030 Agenda in the form of Sustainable Development 
Goals (SDGs) is a prime example. The for-profit sector too 
has been in the process of internalizing the concept that it 
can only flourish when it operates in a thriving society. 
Hence, it is playing its part in the form of corporate 
philanthropy (CP) and corporate social responsibility (CSR). 

Philanthropy, in its original altruis�c meaning, is described 
as a voluntary, ac�ve, and non-reciprocal effort by any 
en�ty with the sole inten�on of benefi�ng human beings or 
fulfilling an unmet social need, regardless of any specific 
return for the donor.³ Unlike charity, philanthropy is aimed 

at removing the root cause of a problem rather than curing 
for the symptoms.⁴ Corporate philanthropy (CP) is the act 
of giving where corpora�ons donate a part of their profit 
and resources for the common benefit of the society.  This 
should not be mixed with charity which, in most instances, 
is a spontaneous and uncondi�onal support of the needy.  
CP thus includes direct cash giving, founda�on grants, stock 
dona�ons, employee �me, product dona�ons, and any 
other gi� in kind. CSR, on the other hand, is an umbrella 
term requiring business to build up its rela�onship with 
wider society, whether for reasons of commercial viability 
or to add value to society.⁵ The World Business Council for 
Sustainable Development has defined CSR as “the 
con�nuing commitment by business to behave ethically 
and contribute to economic development while improving 
the quality of life of the workforce and their families as well 
as of local community and the society at large”. The key 
dis�nguishing feature of CSR is its voluntary nature in 
contrast to the regulatory mechanisms governing busi-
nesses.

The Sustainable Development Goals (SDGs) are a universal 
call to implement ac�ons to end poverty, protect the planet 
and ensure peace and prosperity by 2030. The SDGs, which 
include 17 Goals and 169 associated targets, define the 
post-2015 development agenda and build on the achieve-
ments of the Millennium Development Goals (MDGs) to 
lead toward a path of economic development, social 
inclusion and environmental sustainability. Thus, it 
incorporates some new areas such as climate change, 
economic inequality, innova�on, sustainable consump�on, 
peace and jus�ce, among other priori�es. The goals are 
interconnected – o�en the key to success of one goal or 
target will involve tackling issues more commonly associ-
ated with another. The SDGs implementa�ons are adop�ng 
inclusive approach where government partners with other 
sectors i.e. philanthropy, business, academia, civil society 
organiza�on (CSO), and media. The SDGs work in the spirit 
of partnership and pragma�sm to make the right choices to 
improve life in a sustainable way.

Corporate Philanthropy and Corporate 
Social Responsibly 

CSR/CP and Sustainable Development 
Goals (SDGs)

2. h�p://www.conecomm.com/research-blog/2016-millennial-employee-engagement-study

1. h�ps://www.unilever.com/news/press-releases/2017/report-shows-a-third-of-consumers-prefer-sustainable-brands.html

3. Schwartz, M.S. & Carroll, A.B. (2003). Corporate Social Responsibility: A Three Domain Approach. Business Ethics,  13( 4),  515

4. Klaus, M. L., & Schmi�, K. (2006). Corporate Responsibility and Corporate Philanthropy. Basel.

5. See unglobalcompact.org   



Unlike MDGs, where the role of the private business sector 
was largely bypassed, in the case of SDGs it was accepted 
right at the beginning. During review of the progress on 
MDGs in 2012, it was recognized that the rela�onship 
between inclusive and sustainable industrial development 
(ISID) on the one hand, and long-term economic, social and 
environmental goals on the other, remains undeniable.⁶  In 
the Addis Ababa Ac�on Agenda, an outcome of the Third 
Interna�onal Conference on Financing for Development, it 
was stated that, “Private business ac�vity, investment and 
innova�on are major drivers of produc�vity, inclusive 
economic growth and job crea�on. We call on all busi-
nesses to apply their crea�vity and innova�on to solving 
sustainable development challenges. We invite them to 
engage as partners in the development process, to invest in 
areas cri�cal to sustainable development, and to shi� to 
more sustainable consump�on and produc�on pa�erns”. ⁷  

The corporate sector in Pakistan comprises of all types of 
businesses; large, medium or small, public limited or 
private limited companies. According to the latest annual 
report of SECP, there were as many as 80,700 companies in 
the country as of June 30th, 2017. Further classifica�on of 
the sector is given Table 1. 

SECP has remained the main source of data on PLCs in the 
past. This year, however, SECP was consulted only in cases 
where annual reports could not be found on companies’ 
websites and/or other online sources. 

In the case of PUCs and PvLCs, SECP is the sole reservoir of 
annual reports. According to SECP only 204 PUCs had filed 
their annual reports by 30 June 2017, and the same was 
taken as a sample for this year’s survey. Similarly, 1220 
PvLCs had filed their annual financial statements to SECP 
for the year 2017. Given that PCP was allowed a few days’ 
�me by SECP, companies with paid-up capital of PKR 100 
million or above were decided to be surveyed – 208 PvLCs 
came out as the sample. Table 2 presents the overall 
sample for CPS 2017. 

In pursuance of its mission to increase the volume and 
effec�veness of indigenous philanthropy in Pakistan, PCP 
has been undertaking researches on various forms of 
philanthropy including corporate philanthropy. In fact, 
survey of corporate philanthropy in Pakistan has been an 
annual feature of PCP since the year 2005. The successive 
surveys have brought to light the immense poten�al of the 
corporate sector and its steadily increasing contribu�ons 
for social development in Pakistan. 

The subject of philanthropy has emerged as a unique and 
powerful no�on in the 2030 Agenda for sustainable 
development. It offers complementary approaches, 
partnerships and funding opportuni�es, especially for 
CSOs. Hence, philanthropy as a financing modality can 
prove to be an effec�ve means to improve financial 
sustainability of CSOs, thereby enabling the sector to 
flourish and enhance developmental impact. Given the 
importance of philanthropy towards the achievement of 
SDGs, various forums have popped up at global level. SDG 
Philanthropy Pla�orm is one such example of a body that 
aims at helping philanthropy engagement in the global 
development agenda through informing and catalysing 
collabora�on, fostering a close partnership between those 
working in the philanthropy sector along with bringing 
together CSOs, founda�ons and philanthropists to create 
new partnerships that will have greater and more sustain-
able impact on people’s lives. 

The purpose of the annual Corporate Philanthropy Survey 
(CPS) is to recognize and promote the generous support by 
the for-profit sector towards social development. The study 
not only es�mates the volume of corporate giving, but also 

highlights the trends and pa�erns over the years. CPS, 
which has otherwise reported on PLCs only un�l the year 
2014, is now covering giving informa�on of the unlisted and 
private companies as well.  

Informa�on about sales, gross profit, net profit, and 
dona�ons/CSR was drawn from relevant sec�ons of 

Though CSR and CP differ in meaning as discussed in the 
introduc�on but for the purpose of this survey both are 
used interchangeably.  Companies report their philan-
thropic ac�vi�es in different ways – some describe them 
under CSR, while others report them as dona�ons or 
charity. 

Corporate Philanthropy Survey by PCP

Scope and Methodology 

Introduction02

6. Li Yong, Director General UNIDO, in Foreword to Series of Dialogues on Means of Implementa�on of the Post-2015 Development Agenda Engaging 
with the Private Sector in the Post-2015 Agenda Consolidated Report on 2014 Consulta�ons.

7. Available at: h�p://www.un.org/ga/search/view_doc.asp?symbol=A/CONF.227/L.1 

8. Companies limited by guarantee u/s 43, Trade organiza�ons, Foreign companies, Public companies with unlimited liability, Private companies with 
unlimited liability, Companies u/s 503(2)

Public listed

Public unlisted

Private

SMCs

Total companies limited by shares

Others⁸

557

2,448

72,155

3,359

78,520

836

Source: SECP Annual Report, 2017

Type Number

Table 1: Composition of the corporate sector 
in Pakistan



Just like any other report, CPS 2017 comes with some 
limita�ons that should be in considera�on of the readers. 

Thirdly, ge�ng informa�on from companies especially 
with regard to the amount spent in a specific thema�c or 
geographic area was quite challenging. This scarcity of 
informa�on limited the possibility of a more in-depth 
analysis.    Firstly, as stated earlier, the survey covers only a small 

segment of the overall corporate sector. PLCs which are all 
covered in this report cons�tute only around 1% of the 
en�re corporate sector. On the other hand, PUCs cover only 
3% while PvLCs cons�tutes 89% of total companies. The 
small sample for PUCs and PvLCs has been selected based 
on data availability and may not be fully representa�ve of 
the two major segments of the business sector in Pakistan. 
Having said that, it must also be noted that the survey 
covers philanthropy by the most evolved and vibrant 
segment with companies ac�vely involved in CSR 
programs. 

companies’ annual reports. This informa�on was then 
recorded in worksheets to summarize them for further 
analysis. Tables, charts, and graphs were used to highlight 
the giving volume, trends and the pa�erns. Giving numbers 
were compared to those of the preceding year and the base 
year which helped in highligh�ng pa�erns in giving 
behaviours.

Secondly, the survey mainly covers volume and pa�erns of 
in-cash giving. Other forms of corporate philanthropy, i.e., 
in-kind and in-�me philanthropy are excluded though they 
may form substan�al part of dona�ons by a company.

Limitations

Introduction 03

PLCs

PUCs

PvLCs

464

204

208

Company Name Number of Companies

Table 2: The Sample





Another significant increase in philanthropy from the 
corporate sector was witnessed in the year 2012. This 
increase might has been in response to the damage caused 
by the two devasta�ng floods in 2010 and 2011. The floods 
in 2010 were the worst in the history of the country in terms 
of affected area and popula�on. The 2011 floods were 
limited to Sindh and Baluchistan provinces. However, with 

5 million more people being affected, government’s efforts 
to rehabilitate the 2010 flood affectees were severely 
disturbed. Companies were thus possibly encouraged to 
increase their dona�ons. In the ensuing years, however, the 
impetus to give faded away again and percentage of giving 
companies dropped down to just over 50% in year 2016. 
For the year 2017, the ra�o of giving PLCs improved only 
marginally. Overall, this trend shows that changes in 
dona�ons are responsive to catastrophic situa�ons in the 
country. 

There has not been any dras�c change in the number of 
PLCs since the start of Corporate Philanthropy Survey in the 
year 2000. The highest number of PLCs were recorded for 
year 2002 whereas the lowest number was observed for 
the year 2016. There is only a marginal increase in the 
number of companies between 2016 and 2017. Forma�on 
of new companies, suspension of exis�ng ones, delis�ng, 
default, and mergers are some of the major factors 
responsible for varia�on in the number of the companies 
over �me.  

Not all PLCs get involved in philanthropy. As can be seen 
from Table 4, almost half of companies have been taking 
part in philanthropic giving. The highest percentage of 
par�cipa�on was recorded in the year 2006 when around 
60 % of companies gave dona�ons. This jump in par�cipa-
�on rate may be a�ributed to the giving impulse created by 
the devasta�ng earthquake of 2005. Moreover, govern-
ment’s appeal to individuals as well as corporate sector to 
donate to the relief funds may have been the reasons 
behind increased giving from companies. 

The nominal value of giving by PLCs keeps growing over the 
years. There was not a single year during the last one and a 
half decade in which the giving amount decreased from the 
preceding year. This is even more appreciable considering 
the fact that the economy performed poorly for several 
years. In other words, this tes�fies that the business 
community in the country has never shied away from its 
responsibility to care for the needs of the wider society, 
beyond the interests of its shareholders. 

Corporate sector in Pakistan has been generous in terms of 
their dona�ons, taken as absolute amount as well as in 
terms of percentage of PBT. 

Philanthropy in terms of percentage of PBT has not seen 
much vola�lity, especially in recent years. For two years, 

Total Number of PLCs

Giving by PLCs – Absolute Amount & as a 
Percentage of Profit before Tax (PBT)

GIVING IN NUMBERS – 
PUBLIC LISTED COMPANIES 
(PLCs)

2000

2002

2004

2006

2008

2010

2012

2014

2016

2017

500

565

552

546

548

532

478

470

464

466

Year # of PLCs

Table 3 : Number of PLCs Over the Years

PLCs involved in philanthropy

2000

2002

2004

2006

2008

2010

2012

2014

2016

2017

53%

50%

51%

60%

51%

52%

57%

56%

51%

53%

Year Percentage of 
PLCs Involved in 

Giving

Table 4 : PLCs involved in philanthropy

Total 
Sample

Number of
Companies 

Giving

500

565

552

546

548

532

478

470

464

466

263

282

283

329

277

276

271

258

239

248
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Though philanthropy by corporate sector is s�ll a voluntary 
ac�on around the world except for India, its proponents 
have argued since long that the business sector should 
mandatorily do some minimum philanthropy. Philanthropy 
at the rate of 1 percent of PBT is considered as the interna-
�onal best prac�ce. India is the first country in the world to 
enshrine corporate philanthropy into law. Following a 
change in company law enacted in April 2014, companies 
with an average net profit of at least 50 million rupees are 
required to spend 2 percent of their profits every year on 
CSR in areas such as educa�on, poverty, gender equality, 
and hunger.⁹ 

i.e., 2006 and 2010, there was significant upward change 
which, as discussed earlier, was possibly caused by 
earthquake (2005) and floods (2010). 

In Pakistan too there have been voices that corporate 
sector should contribute at least 1 percent of their PBT 
towards CSR. In a seminar organized by PCP in 2003, the 
then prime minister Mr. Shaukat Aziz proposed that all 
companies should donate at least 1 percent of their PBT for 
social development. Taking lead from the said proposi�on 
as well as from the interna�onal best prac�ce, Figure 1 
compares how good PLCs in Pakistan are performing in 
terms of their giving. 

It is undoubtedly heartening to see the con�nuous growth 
in total giving amount by the corporate sector over the 
years. Nevertheless,   it is also important to see where this 
giving is coming from. One way to answer this ques�on is to 
see how much is contributed by the top giving companies – 
top 25 – a criterion that CPS has been using over the years. 

Figure 1 shows the gap between actual and simulated 
giving. For the year 2017, actual dona�ons from the 
corporate sector were PKR 7.6 billion but it would have 
been PKR 11.3 billion had all the giving companies donated 
at least 1 percent of their PBT. Consequently, an addi�onal 
amount PKR 3.7 billion which is almost 50 percent of the 
actual giving would have gone towards social development. 

As depicted in Table 6, the major chunk of corporate 
philanthropy comes from top 25 companies. The share of 
top 25 companies starts at 69 percent in year 2000 and 
reached to 84 percent in year 2008. This means that not 
only a lion’s share in total corporate philanthropy is 
contributed by few bigger companies, top 25 in this case, 
but also the annual increase is caused by increasing 
dona�ons of these few companies. The almost constant 
par�cipa�on ra�o of companies in philanthropy over the 
years as discussed in Table 4 together with the fact that the 
major part of total dona�on comes from top 25 PLCs tell not 
a very encouraging trend.

Actual Donations Vs. if taken as 1% of PBT 
(PLCs only)

Giving Trend – Contribution by top 
25 Giving PLCs
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Figure 1 : Actual donations vs. as 1% of PBT
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Actual 1% of PBT

2000

2002

2004

2006

2008

2010

2012

2014

2016

2017

69

70

74

73

84

80

79

81

82

79

Year

228

336

653

2,330

2,239

3,269

4,106

5,859

7307

7,567

158

236

482

1,710

1,875

2,608

3,232

4,731

5992

5,955

PKR million

Table 6 : Donation by Top 25 giving PLCs

Contribu�on by 
top 25 PLCs

Total
Dona�on

Contribu�on by 
top 25 PLCs

(as a % of total giving)

9. h�ps://www.theguardian.com/sustainable-business/2016/apr/05/india-csr-law-requires-companies-profits-to-charity-is-it-working
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Table 5 : Giving by PLCs as volume and as a 
percentage of PBT

2000

2002

2004

2006

2008

2010

2012

2014

2016

2017

0.6%

0.2%

0.3%

0.6%

0.6%

0.8%

0.7%

0.7%

0.7%

0.7%

Year PercentageTotal PBT Actual Dona�ons

36,477

150,349

227,256

362,968

350,807

411,051

593,244

841,865

1,120,429

1,131,362

228

336

653

2,330

2,239

3,269

4,106

5,859

7,307

7,567

PKR million
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INDIVIDUAL RANKING

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

Rank

Table 7 : Top 25 Giving PLCs as per absolute 
amount of donations

Company PBT Dona�ons

Pak Petroleum

Oil & Gas Dev.

Fa�ma Fer�lizer

Engro Corp

Pak Services Limited

Lucky Cement

Mari Petroleum

Dawood Hercules

Indus Motor Co

J.D.W.Sugar

The Searle Co.

Hub Power Co.

Bestway Cement

Bank AL-Habib

United Bank

P.S.O.

Fauji Fert.

Habib Bank

Nishat ChunPow

Engro Fert.

Habib Metropol.

Crescent Steel & Allied

Arif Habib Corp

Int. Industries Ltd.

Atlas Honda Ltd

47,140

89,137

10,120

128,593

1,514

23,630

11,149

28,355

19,141

2,308

2,880

11,708

18,664

14,052

41,131

29,347

16,782

28,813

2,998

14,995

9,511

1,592

4,117

6,076

5,093

1,171

800

586

422

376

308

277

202

174

161

139

139

136

124

110

103

89

89

85

83

82

81

78

71

67

PKR million

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

Rank

Table 8 : Top 25 PLCs as per donations taken as a 
percentage of PBT

Company % of PBTDona�ons

Pak Services Limited

Treet Corp

Mehran Sugar

Crescent Tex�le

Colony Tex�le Mills Ltd

TPL Trakker Ltd

Ashfaq Tex�le

Reliance Weaving

TPL Direct Insurance 

Netsol Technology 

J.D.W.Sugar

Shifa Int.Hosp

Kohat Tex�le

Fa�ma Fert.

Saif Tex�le

Crescent Steel & Allied

The Searle Co.

Arif Habib Ltd.

Shield Corp.

J.K.Spinning

Kohinoor Mills

Engro Foods Ltd.

Sitara Chemicals

I�ehad Chemicals

Habib Sugar

376

53

27

10

38

8

1

15

14

27

161

52

4

586

6

81

139

50

3

6

9

22

42

7

16

24.9%

17.4%

13.5%

12.1%

12.0%

9.5%

9.1%

9.0%

8.8%

7.5%

7.0%

6.1%

6.1%

5.8%

5.4%

5.1%

4.8%

4.4%

4.0%

4.0%

3.9%

3.8%

3.5%

3.3%

3.3%

PKR million

Companies are ranked as per the following two measures;

The first criterion is meant to recognize efforts of 
companies who contribute larger amounts. These compa-
nies are usually large in size and have PBT in hundreds of 
millions. 

a) Absolute volume of dona�on

b) Volume of dona�on taken as percentage of PBT

Pakistan Petroleum ranks first followed by Oil and Gas 

Development Company Ltd. Throughout the yeas of 
corporate philanthropy surveys by PCP, these two compa-
nies have taken turns to claim the first and second posi�ons 
in the ranking list. Fa�ma Fer�lizer claims the 3rd posi�on 
while Engro Corp. stands 4th in the list. Pakistan Services 
Ltd., ranks 5th and that completes the list of top 5 givers. 

With regards to changes in ranking posi�ons, HBL which 
stood 3rd in last year has been replaced by Fa�ma Fer�lizer 
which was ranked 4th in last year’s report. Another 
significant improvement occurred  in the ranking of Engro 
Corp. that gets 4th posi�on in this year’s ranking while it 
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Regarding dona�ons taken as a percentage of PBT, Pakistan 
Services Ltd., stands first and improved from its 2nd rank in 
last year’s report. Treet Corpora�on which stood 1st last 
year lost its posi�on and stands at 2nd this year. Many of 
the companies in Table 8 made it to the top 25 giving PLCs’ 
list for the first �me. Two of them, i.e., Mehran Sugar and 
Colony Tex�le Mills, rank 3rd and 5th respec�vely. Crescent 
Tex�le which was ranked 20th in last year’s report records a 
great improvement in its ranking and gets 4th posi�on this 
year. 

The list as given in Table 9 ranks sub-sectors of the overall 
corporate sector in terms of their contribu�on towards 
social development. 

It is Interes�ng to see that companies in Oil & Gas 
explora�on and in fer�lizer industry, the two sectors 
considered to damage the environment, have much higher 
average CSR contribu�ons than other sub-sectors. It is 
worth no�ng that Oil and Gas explora�on companies are 
required under Petroleum Concession Agreement (PCA) to 
spend on social welfare ac�vi�es. Though there is no 
separate data on how much these companies are bound to 
spend on CSR ac�vi�es, they usually set aside some 
standard percentage of their PBT for such purposes. 

OGDCL, for example, allocates 1 percent of preceding 
year’s PBT as a budget for CSR ac�vi�es.   

ranked 12th last year. Pakistan Services Ltd., has consis-
tently appeared in top 5 givers and retains its 5th posi�on 
this year as well. 

Changes in the ranking list of top 25 giving PLCs as per 
percentage of PBT is more frequent as compared to the list 
based on the amount of dona�ons. Many companies that 
appear in the ranking list as per percentage of PBT in one 
year do not appear on the list the next year, implying that 
CSR spending in such companies is not consistent. 

Oil and Gas explora�on as a sub-sector has topped the 
ranking list followed by Fer�lizer for every year covered so 
far by CPS reports. Ranking for other sub-sectors has only 
slightly changed; commercial banks that ranked 3rd in the 
p r e v i o u s  r e p o r t  a r e  r e p l a c e d  b y  I n v e s t m e n t 
Banks/Investment Companies. Cement sub-sector which 
ranks 3rd in this year’s list has retained this posi�on for 
many years.

08 Individual Ranking

Oil & Gas Explora�on Companies

Fer�lizer

Inv. Banks / Inv. Cos. / Securi�es Cos.

Cement

Commercial Banks

Engineering

Power Genera�on & Distribu�on

Autombile Assemblers

Oil & Gas Marke�ng Companies

Pharmaceu�cals

Food & Personal Care Products

Paper & Board

Sugar & Allied Industries

Tex�le Composite

Technology & Communica�on

Insurance

Chemical

Automobile Parts & Accessories

Leasing Companies

Cable & Electrical Goods

Glass & Ceramics

Synthe�c & Rayon

Leather & Tanneries

Tex�le Weaving

Real Estate Investment Trust

Tex�le Spinning

Transport

Refinery

Tobacco

Modarabas

Sector

Table 9 : Giving by Sub-sectors

RankAverage Giving

562.00

215.45

48.81

40.63

38.63

34.26

31.86

28.84

28.35

27.17

14.04

12.34

11.96

9.86

9.39

7.61

7.49

7.07

5.84

5.36

4.55

4.02

3.17

2.70

2.49

2.36

2.05

1.98

0.40

0.32

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

26

27

28

29

30

PKR million



09

GIVING IN NUMBERS – 
PUBLIC UNLISTED 
COMPANIES (PUCs) & 
PRIVATE LIMITED 
COMPANIES (PvLCs)

Yunus Tex�le keeps its first posi�on from previous year. 
Liberty Mills, which ranked 3rd in the last year’s report, 
replaces Tahir Omer Industries Ltd to get second posi�on in 
the ranking. Lucky Tex�le maintains its ranking at third 
posi�on while Liberty Power Tech replaces Auvitronics Ltd 
for the fi�h posi�on. 

For the year 2017, 48 percent of PUCs (99/204) and 40 
(84/208) percent of PvLCs from respec�ve samples 
engaged in philanthropy. PUCs contributed PKR 1.03 billion 
while PvLCs spent PKR 1.5 billion. The par�cipa�on rates 
improved from previous year for both PUCs and PvLCs. 
However, it should be noted that the samples for both PUCs 
and PvLCs consisted only of those companies that 
submi�ed their financial reports to SECP. Consequently, we 
may not be in a posi�on to infer that a significant part of 
PUCs and PvLCs take part in philanthropic ac�vi�es as 
indicated in Figure 2.  

For rest of the ranking, many companies appear in the list 
for the first �me while several companies that appeared in 

previous year's ranking have been replaced. This is because 
the list of companies that submi�ed their reports to SECP 
keeps changing each year. Since the sample for this survey 
is drawn from the same list, companies that appear in the 
ranking list also vary.  Companies that are new entrants in 

Figure 2 : Percentage of PUCs and PvLCs 
Involved in Philanthropy

Private Limited
Companies

Public Unlisted
Companies
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Top 25 Giving PUCs as per volume 
of donations
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Table 10 : Top 25 PUCs as per absolute amount of 
donation

Company PBT Dona�ons

Yunus Tex�le Mills Limited

Liberty Mills Ltd

Lucky Tex�le Mills Limited

Tahir Omer Industries Limited

Liberty Power Tech Limited

Fa�ma Sugar Mills Limited

Sheikhoo Sugar Mills Limited

Nimir Chemicals Pakistan Limited

Elengy Terminal Pakistan Limited

Resham Tex�le Industries Limited

Novar�s Pharma Pakistan Ltd

Con�nental Biscuits Limited

Engro Vopak Terminal Limited

Wah Industries Limited

Maple Leaf Capital Limited

Laraib Energy Limited

Burma Oil Mill Limited

Asia Petroleum Limited

Auvitronics Ltd

Ali Husain Rajabali Limited

Pak-Arab Pipeline Company Ltd.

Pharmagen Limited

Sadaqat Limited

Bismillah Tex�les Limited

Eastern Spinning Mills Limited

2,904

5,240

2,015

1,304

3,902

220

576

532

1,993

52

420

925

2,553

1,661

1,497

2,655

95

845

815

82

4,255

77

518

85

199

219

215

126

63

53

51

21

18

16

15

14

13

13

12

10

10

9

9

8

7

7

7

6

6

5

PKR million
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current ranking list include Nimir Chemicals Pakistan 
Limited, Elengy Terminal Pakistan Limited, Resham Tex�le 
Industries Limited, Novar�s Pharma Pakistan Ltd, Engro 
Vopak Terminal Limited, Maple Leaf Capital Limited, Laraib 
Energy Limited, Ali Husain Rajabali Limited, Pak-Arab 
Pipeline Company Limited, Bismillah Tex�les Limited, and 
Eastern Spinning Mills Limited.

It is encouraging to see that many of the PUCs are forgoing a 
significant part of their PBT for social causes. Resham 
Tex�le keeps its 1st ranking from previous year and spends 
around one-third of its total pre-tax profit for societal 
benefits. Fa�ma Sugar Mills promotes to 2nd posi�on and 
has substan�ally increased its philanthropic giving from 15 
percent in last year to 23 percent this year. Similarly, giving 

by Burma Oil Mills has increased by around 1 percent from 
last year that places it at 3rd posi�on from 5th in the 
previous report. Pharmagen Limited has also increased its 
percent of PBT giving from 6 percent in 2016 to 9 percent in 
2017 and is ranked at 5th posi�on. A rather surprise exit 
from the list of top 25 giving PUCs is Fast Cables which stood 

1st last year but did not even make it to the list in 2017. 

Table 12 lists top giving private companies. It can be seen 
that the first and second ranked companies make huge 

contribu�ons as philanthropy. 

Barre� Hodgson and Shairazi Investments maintain their 
previous rankings as the top 2 companies respec�vely. 
Style Tex�le improved its ranking from 10th in 2016 to 3rd 
in 2017 – the company has greatly increased its giving from 

Top 25 PUCs as per percentage of PBT
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Table 11 : Top 25 giving PUCs as per donations 
taken as a percentage of PBT

Company % ofPBT

Resham Tex�le Industries Limited

Fa�ma Sugar Mills Limited

Burma Oil Mill Limited

Ali Husain Rajabali Limited

Pharmagen Limited

Yunus Tex�le Mills Limited

Fortune Securi�es Limited

Bismillah Tex�les Limited

Lucky Tex�le Mills Limited

Tahir Omer Industries Limited

Popular Fabrics Limited

Liberty Mills Ltd

Barex Limited

Mount Fuji Tex�les Limited

Unibro Industries Limited

Sheikhoo Sugar Mills Limited

Nimir Chemicals Pakistan Limited

Super Asia Mohammad Din Sons Limited

Novar�s Pharma Pakistan Ltd

Zaffar Nasir Oil Extrac�on Limited

Noman Abid Holdings Limited

Scandia Limited

Ahmed Fine Weaving Limited

Bahawalpur Engineering Limited

Pakistan House Interna�onal Limited

29.3%

23.4%

9.9%

9.0%

9.0%

7.5%

7.1%

6.4%

6.2%

4.9%

4.4%

4.1%

4.1%

4.0%

3.7%

3.6%

3.4%

3.3%

3.2%

3.2%

3.2%

3.0%

2.8%

2.5%

2.5%
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Table 12 : Top 25 PvLCs as per absolute amount of 
donations

Company PBT Dona�ons

Barre� Hodgson Pakistan 

(Private) Limited

Shirazi Investments (Pvt) Ltd

Style Tex�le (Pvt) Limited

U.S.Denim Mills (Pvt.) Limited

H. Sheikh Noor-Ud-Din & Sons 

(Pvt.) Limited

A. T. S. Synthe�c (Pvt.) Limited

M. N. Tex�les (Private) Limited

Amna Industries (Pvt.) Limited

Vision Developers (Pvt.) Limited

Getz Pharma (Private) Limi�ed

Sadiq Feeds (Pvt.) Limited

Cassim Investments (Pvt) Ltd

Digital World Pakistan (Pvt) Ltd

Habib Metro Pakistan (Pvt) Ltd

TCS (Pvt) Limited

Atlas Autos (Pvt) Ltd

Indus Pharma (Private) Limited

Wall Street Exchange Company 

(Private) Limited

Haseen Habib Trading (Pvt) Ltd

Alsons Auto Parts (Pvt) Ltd

Hafeez Ghee And General Mills 

(Pvt.) Limited

Orient Energy Systems (Pvt) Ltd

Paracha Interna�onal Exchange 

(Private) Limited

Habib Qatar Interna�onal 

Exchange Pakistan (Private) Ltd. 

Tapal Energy (Pvt.) Limited

2,067

16,316

2,830

861

1,487

1,072

265

202

74

8,608

121

214

507

1,181

306

1,206

92

95

156

74

10

864

67

47

1,321

484.0

436.5

63.9

57.0

54.5

49.7

48.5

20.4

19.0

18.5

16.9

15.0

13.1

12.0

10.7

10.0

9.5

9.1

8.2

8.1

7.6

7.1

6.4

6.1

6.1

PKR million

Top 25 giving PvLCs as per volume of 
donations
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Interes�ngly, the top two giving PvLCs for previous year, 
Micro Tech Industries and Arsalan Poultry, do not appear in 
the list of top giver for 2017. H&H Exchange Company 
improved its ranking from 3rd in 2016 to 1st in 2017. Vision 
Developers ranks 2nd – it was not listed among top 25 
giving PvLCs the previous year. Barret Hodgson Pakistan 
with a slight increase in its giving percentage jumps to 3rd 
posi�on from 7th in the last year. Dawood Engineering 
significantly increased its percentage of PBT giving from 6 
percent in 2016 to 21 percent in 2017. Consequently, its 
ranking improved from 17th posi�on in 2016 to 5th in 2017. 

PKR 18 million in 2016 to about PKR 64 million in 2017. US 
Denim, currently holding 4th posi�on, was not even in the 
list in the last report. H.Shaikh Nooruddin & Sons lost one 
ranking posi�on from previous year and currently holds the 
5th posi�on. 1
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Table 13 : Top 25 giving PvLCs as per donations 
taken as a percentage of PBT

Company % ofPBT

H & H Exchange Company (Private) Limited

Vision Developers (Pvt.) Limited

Barre� Hodgson Pakistan (Private) Limited

Dawood Engineering (Private) Limited

Siddiqsons Dyeing And Prin�ng Industries 

(Private) Limited

M. N. Tex�les (Private) Limited

Lub Gas (Pvt.) Limited

Sadiq Feeds (Pvt.) Limited

Maple Pharmaceu�cals (Private) Limited

Habib Qatar Interna�onal Exchange Pakistan 

(Private) Limited

Karss Paint Industries (Pvt.) Limited

Sadiq Exchange Company (Pvt.) Limited

Alsons Auto Parts (Private) Limited

Indus Pharma (Private) Limited

Amna Industries (Pvt.) Limited

Wall Street Exchange Company (Pvt) Ltd

Paracha Interna�onal Exchange (Pvt) Ltd

Obs Pakistan (Private) Limited

Pakistan Currency Exchange Co. (Pvt) Ltd

Premier Trading Services (Pvt) Ltd.

Cassim Investments (Private) Limited

U.S.Denim Mills (Pvt.) Limited

Haseen Habib Trading (Pvt.) Limited

A. H. M. Securi�es (Pvt.) Limited

A. T. S. Synthe�c (Pvt.) Limited

29.1%

25.6%

23.4%

20.9%

19.6%

18.3%

15.7%

13.9%

13.2%

13.0%

11.7%

10.9%

10.9%

10.3%

10.1%

9.5%

9.5%

9.2%

9.1%

8.8%

7.0%

6.6%

5.3%

4.8%

4.6%

Top 25 giving PvLCs as per donations 
taken as a percentage of PBT
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CORPORATE 
PHILANTHROPY AND SDGs

Methodology 

The survey achieved around 32 percent response rate 
which is considered to be reasonable in online surveys. The 
survey results are encouraging considering that it covered 
companies that contributed 68 percent of total giving. The 
number of responses, 76 thus forms sample for the study. 
Following table presents brief detail of the process;

A total of 239 PLCs were reached out for the survey. These 

were the companies which were involved in giving accord-
ing to last year’s CPS report. Two ques�ons may arise here; 
(i) why only PLCs were covered in the survey and (ii) why 
only the giving companies. 

The ra�onale to approach only those companies that have 
been involved in philanthropic ac�vi�es is that there is li�le 
informa�on that companies can provide without being 
engaged in the area. Hence, companies not taking part in 
philanthropic ac�vi�es were skipped. 

 

Apart from budget and �me constraints, the idea to reach 
out to PLCs only was based on the fact that financial reports 
of this segment of the corporate sector is available publicly. 
Secondly, these companies are supposed, as per an SRO 
from the SECP, to report on their CSR programs in their 
annual reports. Other companies such as PUCs and PvLCs 
are not required to make their financial reports public.

The survey tool (ques�onnaire) was developed a�er due 
delibera�on and consulta�on both within PCP as well as 
with other stakeholders. A consulta�ve workshop was held 
in Karachi with representa�ves of more than 20 leading 
companies involved in CSR/CP to deliberate on the 
research tool developed by PCP in coordina�on with UNDP. 
The objec�ve of the workshop was to get an idea of what 
informa�on can the corporate sector provide with regard 
to its philanthropic ac�vi�es. Feedback and sugges�ons 
from the par�cipants were subsequently incorporated at 
appropriate places. 

In the second phase, ques�onnaires were sent out through 
emails. Telephone calls were then made, firstly, to confirm 
that the ques�onnaires in hard and so� copies were 
received and, secondly, as a follow up to request companies 
to respond to the survey. Companies did not respond to the 
survey readily; they were reached out 8 to 12 �mes on 
average through follow up phone calls.

Given the not-so-encouraging response from the compa-
nies, as a last op�on, companies in Lahore, Islamabad and 
Karachi were requested for mee�ng appointments so that 
staff members from PCP could get the ques�onnaires filled 
from relevant official/s of the company. Even this op�on did 
not yield the desired results as company officials were not 
able to provide the required informa�on at the �me of 
interviews. Though many of the companies (60 in total) 
that were personally visited promised to send the filled out 
ques�onnaires later, but only 15 of them did actually 
respond. 

 

To get data on how and where companies spend their 
CSR/corporate philanthropy budgets, PCP used three 
approaches. In the first phase, a ques�onnaires covering a 
range of dimensions with regard to CSR/CP was sent out on 
official addresses of the sample companies through courier. 
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Sample

Companies that responded to survey

Companies denied par�cipa�on

Companies that agreed to respond but didn't

Companies that didn't respond at all

Average number of follow ups per company

Total giving

Giving by companies who responded (sample)

% of total giving covered

Descrip�on # of Companies

76

34

46

81

8-12

PKR 7,560 m

PKR 5,129 m

68%

Table 14 : Number of survey responses and its
befurcation
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Ÿ The ques�onnaire requiring detailed and disintegrated 
informa�on especially of financial nature which made 
companies hesitant and even scep�cal of its purpose, 

Some of the reasons as stated by companies that did not 
respond to the survey are as under;

Ÿ Companies, even those with separate CSR depart-
ments, found it hard to provide disintegrated data on 
their CSR spending, and

Ÿ Many companies regre�ed on the basis that the 
ques�onnaire was too lengthy,  

Ÿ Many companies denied to par�cipate in the survey 
without quo�ng any reason.

Ÿ Audits and Board Mee�ngs –  the survey �ming 
coincided with end of the financial year for many of the 
companies and they were busy in audits and board 
mee�ngs, 

Reasons of low response

Corporate Philanthropy and SDGs



There has been an increasing trend that companies form 
their own founda�ons which implement their CSR 
programs. There could be many other reasons for this, e.g., 
control over the type and area of projects, etc., but the one 
that stands out is that majority of the companies having 
founda�ons are subsidiaries of groups of companies such 
JS Group, Fauji Goup, Arif Habib Group, Dawood Group. 

These groups prefer to form charitable organiza�ons in 
their group/family names, where CSR contribu�ons from 
subsidiary companies are pooled and spent.  

 It is evident from Figure 5 that giving back to society as a 
mo�va�on stands out followed by ethical business and to 
build image. Both the first and second ranked factors fare 
well the defini�on of philanthropy and CSR – to care for 
broader society beyond a business’s shareholders. The 
number of companies which take part in philanthropic 
ac�vi�es in a bid to build their image is interes�ng to note. 

Figure 3 shows companies’ years of establishment and the 
start of their CSR programs. The idea is to see whether 
companies have been caring for societal good from the very 
beginning or they just followed the CSR trend ge�ng 
a�en�on at global level towards the end of the last century. 

Looking at both the charts, it can be seen that though many 
had possibly started CSR programs immediately a�er 
establishment but some of them did so lately. For the ini�al 
two categories, i.e., before 1950s and during 1950s some 
13 companies were formed but only 4 of them had their 
philanthropic programs. The trend is more visible in the 
first and second decades of the current century; 9 
companies out of those who responded to our ques�on-
naire were formed during these two decades, on the other 
hand 28 companies indicated to have started their CSR 
programs in the same period. This clearly shows that the 
corporate sector in Pakistan, like in other countries took 
�me to realize that they have to be socially responsible 
apart from maximizing profits for their shareholders. 

The first chart from Figure 4 affirms the increasing 
popularity of founda�ons/trusts as discussed in the 
previous lines. About two-thirds of companies have 
established their own founda�ons. The other chart tells 
about whether or not the respondent companies have 
separate CSR departments. It is surprising to note that just 
one-fourth of companies have established CSR depart-
ments to manage their social responsibility affairs. For rest 
of the companies, departments such as finance, adminis-
tra�on, and communica�ons take care of philanthropic 
ac�vi�es. 

Though philanthropy or CSR is a voluntary act by defini�on, 
yet it is always interes�ng to see what mo�vates companies 
to part with their hard earned income and spend on 
ac�vi�es that are not directly related to their business. The 
answers to this ques�on also help to understand how 

deeply rooted CSR has been in companies’ overall 
approach. 
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Year of companies' establishment 
vs. their CSR programs

Figure 3 : Year of formation vs. year of initiation of CSR programs
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Two other factors, personal sa�sfac�on and to support 
development are interes�ng and surprising too. Personal 
sa�sfac�on as a mo�va�ng factor may not be surprising in 
the kind of businesses, e.g. sole proprietorship or private 
company, where an individual or family is the owner and 
the sole decision maker. But personal sa�sfac�on being a 
deciding factor in PLCs where decisions are made by boards 
and commi�ees indirectly tells that CSR has not come out 
of its tradi�onal form when CEOs and MDs used to make 
cheque dona�ons according to their personal preferences. 
Support towards development that mo�vates only 13 
percent of companies tells that companies have not really 
taken ownership of SDGs which are directly linked with 
development. 

The low number of companies using CSR as a strategic 
investment is not a surprise as this is rela�vely an advanced 
form of social responsibility and prac�ced mostly in 
developed countries. But, the lowest percentage of 
companies doing CSR for tax benefit is surprising as it goes 
against a general percep�on that companies do philan-
thropy in order to get tax benefit. It may also be inferred 
from this finding that tax incen�ves from the government 
against charitable ac�vi�es are either insufficient or the 
process to avail them is not conducive. The first reason is 
somehow validated by Doing Good Index 2018, according 

to which Pakistan allows 20 percent tax credit against 
charitable dona�ons of corpora�ons compared with 50 
percent in India, 100 percent in Vietnam, and 250 percent 
in Singapore. ¹⁰

A significant number of companies, the second highest in 
percentage terms, use partnerships with CSOs as a 
preferred channel which is encouraging. Nonetheless, it 
needs to be improved especially given the fact from figure 6 
that many of the poor areas in far flung regions of the 
country have been le� out by the corporate sector with 
regard to their CSR programs (Figure 12 & 13). Also, as CSOs 
are be�er acquainted with the issues at grassroots level, 
they can get be�er results if the budgets are routed 
through them rather than being directly spent on the 
beneficiaries. However, with regard to partnership with 
CSOs, companies have varying degrees of comfort and 
compa�bility. Good reputa�on and reliability of a CSOs, 
understandably, is always the decisive factor when it comes 
to such partnerships. Hence CSOs need to improve on the 
said parameters if they expect bigger share from 
corporates’ CSR budgets. PCP, through its cer�fica�on 
department, can play a significant role byconnec�ng the 
corporate sector with reliable and cer�fied CSOs.

Three channels, i.e., directly delivered to beneficiaries, 
through own founda�on, and partnership with CSOs are 
almost equally used by companies to deliver their CSR 
programs. In Figure 4 we see that about 60 percent of 
companies had their own founda�ons which somehow 
differs with the finding that 29 percent of the companies 
use their own setup for their philanthropic spending as 
shown in Figure 6. The Probable explana�on could be that 
companies that have their founda�ons may not necessarily 
use them only for their philanthropic ac�vi�es; they may 
also partner with CSOs or reach out to the beneficiaries 
directly. 

Figure 4 : Companies with Foundations and/or Separate CSR Department

Companies with foundations Companies with CSR Departments

39%

61% 75%

25%

Yes No
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Figure 5 : Giving Motivations

To support development 
agenda of the government

Ethical business prac�ce

Giving back to society

to build image/ good will

Tax benefit

As a strategic investment (to 
promote company’s business

Personal sa�sfac�on of 
management 

13%

22%

25%

17%

4%

5%

15%

30%25%20%15%10%5%0%

Preferred channels of companies to 
implement CSR programs

10. h�p://caps.org/?ed=download&guid=eypxda-kyfwus-wlkcpq-znkhwj-hgymak--yfsxin-naxwjm-scdulp-dlneqz-rbzpek 



 

Encouragingly, an overwhelming majority (62 percent) of 
companies are aware about SDGs. This figure could be a bit 
on the higher side given the fact that companies in our 
sample are those that are the bigger ones. As they operate 
na�on-wide and have to interact with other companies at 
interna�onal level, it is not surprising if they have a be�er 
understanding of social responsibility than those opera�ng 
at a smaller scale.

Now that almost all companies agree on having a responsi-
bility to contribute towards the achievement of SDGs, the 
next ques�on is to see whether they have taken measures 
to align their CSR programs with SDGs. Figure 10 shows that 
so far 55 percent of the sample companies have taken 
prac�cal steps while the rest of them have s�ll to act on 
what they believe. 

Regarding awareness within an organiza�on, just over half 
of the companies said their top management is aware of 
the SDGs. On the other hand, SDGs are not well understood 
at middle management level and even within CSR teams. 
Just 17 percent of CSR teams being aware of SDGs speaks 

volume about the need to create awareness about SDGs. 
A�er all, a team not well-versed with the goals can do li�le 
to achieve them.    

Another interes�ng  to explore is that whether the level of 
awareness at top management level (55% in Figure 8) has 
any bearing on the alignment of CSR programs with SDGs 
(55% in Figure 10). Apparently there is a strong correla�on 
of 0.53 between the two variables meaning that the higher 
the level of awareness at top management the be�er the 
alignment of CSRs with SDGs. 

The finding that only a small number of companies opted 
for government as a partner for their philanthropic 
ac�vi�es perhaps points towards trust deficit on the later. 
Moreover, it also tells about the lack of coordina�on and 
collabora�on between the two stakeholders. For achieving 
SDGs, strong partnerships and collabora�ons are 
recognized as important prerequisites.

Figure 7 and 8 tell about awareness of SDGs at two levels, 
firstly at organiza�onal level and secondly at management 
level within the organiza�on. 

Interes�ngly, an overwhelming majority of companies who 
responded to the survey agree that corporate sector has a 
role in achieving SGDs. This is an encouraging finding and 
hints towards a huge poten�al that can be tapped into if the 
corporate sector is mo�vated and encouraged to 
contribute to social development.  

Awareness about SDGs at company 
and management levels

Figure 6 : Preferred channels of companies 
to spend CSR budget
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Role of corporate sector in achieving SDGs 
and alignment of CSR programs with SDGs

Figure 8 : Awareness about SDGs at 
management level*
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Ÿ Acknowledgement and apprecia�on of companies’ 
contribu�ons at government level,

Ÿ Increasing the rate of tax credit against philanthropic 
spending, 

Enabling environment¹¹ is considered to be one of the 
factors to promote CSR culture in a country. Crea�ng such 
environment is mainly the government’s responsibility and 
comes in a variety of ways; allowing generous tax credits, 
providing easy legal and opera�onal frameworks, 
recognizing and apprecia�ng the efforts, and crea�ng 
awareness, etc. It is good to see that about three-fourths of 
the respondents are happy with the environment for CSR as 
they consider it to be enabling. This high rate of sa�sfac�on 
comes in contrast to the finding in Figure 5 where tax 
benefits carry the least mo�va�on for companies to spend 
on philanthropic ac�vi�es. In other countries around the 
globe, tax credit rate and the process to receive it are the 
two main indicators of enabling environment for CSR. It was 
learnt from previous CPS surveys that companies were 
cri�cal of the lengthy process of availing tax credits. 
Companies are perhaps happy with the low level of 
interference from the government which has not been the 
case, for example, in India where companies that meet 
certain condi�ons are bound to spend a certain percentage 
of profit on CSR programs. Some of the sugges�ons that 
respondents made in response to the ques�on on what 
measures can enhance the enabling environment for CSR 
are;

Ÿ Streamlining the process of tax credit, 

Ÿ Crea�ng awareness about the importance of CSR and 
SDGs, 

Ÿ Establishing a joint pla�orm where companies can 
share their experiences and strategies with regard to 
CSR, and

Ÿ Duty exemp�ons on import of equipment for CSR 
related projects.

As described earlier, CPS 2017 aimed at assessing how 
philanthropic ac�vi�es of the business sector in Pakistan 
are aligned with SDGs. There are two broad ways to 
examine this alignment. The first one is to inves�gate 
whether corporate giving goes into those geographic areas 
where it is most needed. The second way is to explore the 
distribu�on of giving across thema�c areas (goals and 
targets).  To proceed with this idea, we first examine the 
geographical coverage of CSR programs. For this purpose, 
we make use of two indices, i.e., Mul�dimensional Poverty 
Index (MPI) and Human Development Index (HDI) for 
Pakistan and map out corporate giving geographically. 
Before moving forward, however, it is important to briefly 
discuss what MPI and HDI as used in this report actually are. 

The conven�onal approach to measure poverty in Pakistan 
was consump�on based. However, in order to understand 
the nature and magnitude of depriva�on, Planning 
Commission of Pakistan has started MPI. Moreover, Vision 
2025 also emphasizes on the broader defini�on of poverty 
which captures health and educa�on along with standard 
of living. The MPI was developed by UNDP’s Human 
Development Report Office in collabora�on with Oxford 
Poverty & Human Development Ini�a�ve (OPHI). This 
measure captures the depriva�on with respect to health, 
educa�on and standard of living. All the three dimensions 
carry equal weights. The data used is taken from Pakistan 
Social and Living standard Measurement (PSLM 2014/15) 
and the indicators used for educa�on are years of 
schooling, child school a�endance, and educa�onal 
quality. Access to health, facili�es/clinics/Basic Health 
Units (BHU), immuniza�on, ante-natal care and assisted 
delivery are used as health indicators. The standard of 
living’s indicators include water, sanita�on, walls, 
overcrowding, electricity, cooking fuel, assets, and land and 
livestock (only for rural areas). 

Enabling environment for corporate 
philanthropy/CSR

55%
45%

Figure 10 : Alignment of CSR programs 
with SDGs

Yes

No

Figure 11 : Prevalence of enabling environment

No

Yes

0% 10% 20% 30% 40% 50% 60% 70% 80%

How far CSR programs of companies is 
aligned with SDGs? 

Multidimensional Poverty Index

11. Enabling Environment refers to the body of policy and legal framework pertaining to the governance and opera�on of the CSR/corporate philanthropy.
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The data of HDI is extracted from the Social Policy and 
Development Centre (SPDC) study by Haroon Jamal (see 
Jamal, 2016). They have developed sub-na�onal HDIs using 
the household level data from PSLM 2014/15. The three 
dimensions, health, educa�on and standard of living have 
been captured in the construc�on of HDI. They have used 
immuniza�on, child delivery at hospitals / nursing homes, 
prenatal care and status of tetanus injec�on as health 
indicators. Indicators for educa�on include adult literacy 
rate and enrolments of 6-24 years of age cohort. The per 
capita household income is used as standard of living. The 
es�mated magnitude of HDI is 0.524 which shows low level 
of human development in Pakistan. According to the 
provincial ranking, Punjab has the highest level of develop-
ment with a HDI value of 0.55. Baluchistan ranked the 
lowest with HDI value of 0.407. 

The greener areas on the map represent districts that have 
low MPI indica�ng lower depriva�on. On the other hand, 
districts that are coloured red are the ones with the highest 
mul�dimensional poverty. It is clear that Punjab and parts 
of the KP provinces are ge�ng more CSR interven�ons 
despite the fact that they are less deprived. Same is the 
case with Sindh province. Majority of the CSR ini�a�ves are 
located in districts that are performing rela�vely be�er on 
MPI.  Baluchistan, the province with the highest depriva-
�on level, receives the lowest number of CSR interven�ons. 
Overall, the map exhibits two main scenarios: (i) CSR 
ini�a�ves are clustered around districts with rela�vely 
be�er socioeconomic condi�ons, and (ii) these districts are 
also ge�ng higher number of interven�ons.  

Figure 13 compares the district-wise HDI and CSR ini�a-
�ves. Since higher HDI value represents be�er socioeco-
nomic condi�ons, the greener areas on the map in Figure 
13 signify districts with higher HDI values. As was the case 
with MPI, this indicator also shows that most parts of the 
Punjab (except the souther region), and some districts in 
the KP province are doing be�er while majority of the 
districsts in Balochistan and the Sindh perform poorly. 

Figure 12 shows MPI by districts in Pakistan compared with 
the presences of CSR ini�a�ves from the corporate sector. 
Assuming that districts with higher MPI would need more 
CSR interven�ons, we inves�gate how in actual these are 
distributed across Pakistan. 

 

Human Development Indices 

Multidimensional Poverty Index vs. 
Corporate Philanthropy 
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Image building has been one of objec�ves of CSR or CP 
globally. In the case of this survey too, brand/image 

By looking at both the maps, it becomes clear that an 
overwhelming majority of the CSR intenven�ons are 
present in areas that are compara�vely be�er off both in 
terms of MPI and HDI. On the other hand, regions which 
score high on MPI and low on HDI and require higher 
number of CSR ini�a�ves, receive none or negligible 
number of such interven�ons. In other words, it becomes 
clear that there is a mismatch between CSR interven�os 
and where such programs are direly needed. This ul�-
mately leads one to think that maybe the corporate sector 
might has not really been able to allign their philanthropic 
ac�vi�es with SDGs through spa�al coverage. The 
aforemen�oned conclusion is also substan�ated by 
another indicator discussed in Firuge 10 where only 55 
percent of the companies responded that they have 
aligned their CSR with SDGs, indica�ng that nearly half of 
the companies s�ll have to focus on this alignment. 

In terms of the HDI vs. CSR Ini�a�ves, the story is not 
different from the one presented in Figure 12. Districts with 
higher HDI values are ge�ng majority of CSR ini�a�ves and 
vice versa. Districts in the Punjab and Sindh get more CSR 
programs, KP is also receiving a significant share but 
Balochistan is the worst case scenario where CSR programs 
are insufficient both in terms of geographicial coverage and 
number of ini�a�ves. 

Companies are inves�ng in areas where they have their 
business opera�ons. This may be because of the conve-
nience as well as the chances of the problems being seen by 
company management. Majority of the companies who 
responded to the survey have their headoffices as well as 
business opera�ons in Sindh and Punjab and that too in 
major ci�es, i.e., Karachi, Lahore, Rawalpindi/Islamabad.. 
Figure 12 shows that most of the CSR interven�ons are in or 
around these ci�es, reaffirming that areas nearer to 
companies’ main offices and/or business opera�ons get 
more social interven�ons than others.

Having seen that there is a mismatch between CSR 
programs and the areas of need in terms of HDI and MPI, 
the ques�on which arises here is that why companies have 
not  directed their philanthropic contribu�ons towards 
areas where these are needed the most. There could be 
others, but some of the possible reasons are discussed 
below;

  Companies focus on areas in proximity of their 
12main offices/operations

Brand/image building

12. Around 97% of respondent companies have their main offices in three ci�es, Karachi, Lahore, and RWL/ISB (annexure []). Figure 12 & 13 show a 
concentra�on of CSR interven�ons around the ci�es in respec�ve provinces. 
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As stated earlier, the private business sector was recog-
nized as an important player while developing SDGs. It was 
this realiza�on that leaders of the business community 
were consulted while formula�ng the 2030 agenda. The 
agenda proposes fostering of a dynamic and well-
func�oning business sector while protec�ng labour rights, 
environmental and health standards, and agreements 
which serve as the guiding principles. 

 

As evident from Figure 6, the largest share of corporate 
giving goes directly to the beneficiaries. Companies may be 
be�er aware of the problems of areas where they operate 
compared to those where they do not. Lack of awareness 
about peculiar problems faced in the geographically distant 
areas of, for example, Baluchistan, could be one of the 
reasons for negligible CSR interven�ons there. 

Ÿ From a similar survey of around twenty companies in 
the last year, it was revealed that overwhelming 
majority of CSR spending goes to only a few areas, e.g., 
educa�on, health, and some others. This situa�on was 
also observed at the incep�on workshop conducted for 
this study.

Undoubtedly, a business en�ty, while pursuing its 
commercial interests, serves the society in a number of 
ways; genera�ng employment, paying taxes, producing 
goods and services and delivering the same to consumers 
at compe��ve prices. Nonetheless, there are concerns that 
it also uses the scarce resources and possibly harms the 

environment. It is, therefore, expected to compensate for 
the damages caused. CSR, however, is more than just a 
compensa�on; it is about caring for common societal good. 

Building on the concept that commercial en��es are 
expected to strive for the benefit of people other than their 
shareholders, the corporate survey for this year tried to 
find out what areas the corporate sector has been focusing 
on for their CSR programs. Table 15 and Figure 14 present a 
snapshot of the spending by the sample companies, in 
absolute amount and in percentage, against each of the 
SDGs. But before discussing contents of this table it must be 
kept in mind that the ques�onnaire used for data collec�on 
did not ask about all the 17 goals due to basically two 
reasons;

building comes out to be an important mo�va�ng factor for 
spending on CSR programs (Figure 5). Surveys around the 
world have found that consumers do prefer products of 
companies that care for social good. Looking at the picture 
from this lens, it makes a 'business logic' that companies 
are spending in markets where their products are con-
sumed. Hence, it may not really be surprising why compa-
nies are not running CSR programs in far flung areas of 
Balochistan or Southern Punjab which badly need such 
ac�vi�es. 

Looking at the table, the first thing that captures one’s 
a�en�on is the high spending in two sectors, i.e., health 
and educa�on. Together these two goals receive approxi-
mately 69 percent of the overall spending by companies 
who responded to our survey. This validates the finding of 
PCP’s earlier survey where educa�on and health were 
found to be major recipients of CSR spending. 
Undoubtedly, health and educa�on are the areas where 

 

Ÿ Some of the goals and their indicators are mutually 
inclusive. For example, providing lunch for students 
coming from poor families at schools may be a spending 
on Educa�on as well as on Food Security or Health. 
Moreover, lis�ng of other Goals like ‘life below the sea’ 
may have made the ques�onnaire confusing for the 
respondents. 

Lack of coordination/awareness

Sustainable Goals vs. Corporate 
Philanthropy/CSR

Goal Name

Table 15 : CSR spending against SDGs

Goal #

No Poverty 

Zero Hunger 

Good health and Well-being

Quality Educa�on

Gender Equality

Clean Water and Sanita�on

Affordable and Clean Energy

Decent Work and Economic Growth

Sustainable Ci�es and Communi�es

Responsible consump�on and produc�on

Climate Ac�on 

Peace Jus�ce and Strong Ins�tu�ons

Other

1

2

3

4

5

6

7

8

11

12

13

16

PKR (million)

             6.1 

           13.2 

     1,480.3 

     2,162.0 

             7.8 

         414.6 

           351.67 

         197.8 

         160.5 

           47.5 

           33.0 

           24.3 

 231.24 

% of Total Giving

0.12%

0.25%

28.06%

40.99%

0.15%

7.86%

6.86%

3.75%

3.04%

0.90%

0.63%

0.46%

4.51%
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On the other hand, goals such as Climate Ac�on, Gender 
Equality, Peace and Jus�ce are not adequately represented 
in companies CSR programs. Of special concern is the case 
of Climate Ac�on for two reasons; first, Pakistan ranks 7th 
most vulnerable country to climate change hazards, and 
second, high spending on CSR programs comes from 
companies engaged in sectors such as Oil & Gas, fer�lizer, 
chemicals-as they are likely to damage the environment, 
their spending or at least some part of it should have gone 
to climate ac�on programs. Gender Equality and Peace and 
Jus�ce are s�ll evolving subjects in the country; hence their 
insignificant share in the overall CSR programs is not a 
surprise.  

Educa�on and Health sectors (SDG 3 & 4) get CSR programs 
from almost every top giving company and that has been an 
overall trend as seen earlier. SDG 6 which is clean water and 
sanita�on too gets significant a�en�on from companies’ 
social programs. Moreover, every top giving company 
barring one targets mul�ple SDGs. 

Pakistan is lagging behind even the poorest countries in the 
world. Literacy rate of the country is abysmally low, around 
60 percent, as compared to 73 percent in Uganda, 74 
percent in Sudan, 72 percent in Eritrea, and 69 percent in 
India.¹³ To add to the seriousness of the situa�on, around 
25 million of the school going kids are said to be out of 
schools in the country.¹⁴ With regard to health facili�es too, 
Pakistan is performing poorly; there is one physician per 
1000 popula�on and one nurse/midwifery per 2000 
people. The neonatal mortality rate of 44.2 per 1000 live 
births, and under-five mortality rate of 74.9 per 1000 births 
are also very high. These are damning facts and need 
urgent a�en�on from all stakeholders including 
government, the civil society, as well as the business sector. 
However, it must be noted that the inclusive growth 
purported by the 2030 Agenda can only be achieved by 
focusing on all relevant areas including educa�on and 
health. 

Other goals that receive rela�vely be�er shares are; clean 
water and sanita�on (7.86 percent), affordable and clean 
energy (6.86%), decent work and economic growth (3.75 
percent), sustainable ci�es and communi�es (3.04 
percent). 

 

It may be interes�ng to see whether top giving companies 
differ from the rest of them with regard to monetary and 
geographical distribu�on of their CSR interven�ons. Table 
16 presents informa�on from 19 out of the top 25 giving 
PLCs who par�cipated in our survey.  

Surprisingly, the first and second goals of the SDG list, i.e., 
no poverty and zero hunger, receive meagre shares from 
philanthropic spending of the sample companies. Although 
the indicators have significantly improved over the last 
decade, poverty s�lls is a serious issue in Pakistan as around 
30 percent of popula�on (FY2013 est.) live below the 
poverty line.¹⁵ Similarly, hunger is becoming a serious 
concern in Pakistan. The country is ranked at 106 among 
119 developing countries in the Global Hunger Index (GHI) 
2017, lagging behind India and most African na�ons and 
stands at the high end of the ‘serious’ category.¹⁶ Since 
hunger leads to malnutri�on which in turns results in 
stun�ng, less focus on this goal can have adverse long term 
welfare effects. Both the sectors jointly receive less than 
half of one percent of the total spending by our sample 
companies which is not encouraging in any way. In other 
words, it tells that the business community has so far not 

realized the need to invest to achieve the said two goals. 

15. h�ps://www.cia.gov/library/publica�ons/the-world-factbook/fields/2046.html 

14. h�ps://www.alifailaan.pk/broken_promises 

13. h�ps://www.worldatlas.com/ar�cles/the-highest-literacy-rates-in-the-world.html 

16. h�ps://www.pakistantoday.com.pk/2017/10/13/pakistan-has-a-serious-hunger-problem-and-its-likely-to-worsen/ 

Figure 14 : Percentage distribution of CSR spending against SDGs
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Table 16 : Giving trends in top giving companies

Company Name

Pakistan Petroleum Ltd.

Oil and Gas Development 
Company Ltd. (OGDCL)

Engro Corpora�on

Pakistan Services Ltd.

Lucky Cement

Dawood Hercules 
Corpora�on Ltd.

Indus Motor 
Company Ltd.

J.D.W. Sugar Mills Ltd.

The Searle Company Ltd.

The Hub Power Co. Ltd.

Bestway Cement Ltd.

United Bank Ltd.

Fauji Fer�lizers 
Company Ltd.

Habib Bank Ltd.

Nishat Chunian 
Power Ltd

Engro Fer�lizer

Crescent Steel & Allied 
Products Ltd.

Arif Habib 
Corpora�on Ltd.

Interna�onal 
Industry Ltd.

Atlas Honda

Districts

Sanghar, Kashmore, Dera Bug�, Rawalpindi, 
Awaran, Washuk, Ma�ary, Jamshoro, Badin

Dera Bug�, Chakwal, A�ock, Karak, Kohat, 
Sanghar, Ghotki, Hyderabad, Jhal Magsi

Ghotki, Sukkar, Sahiwal, Karachi, Khairpur, Tando 
Muhammad Khan

Islamabad, Peshawar, Rawalpindi, Bhurban, 
Lahore, Karachi, Muzaffarabad

Karachi, Lahore

Karachi, Lahore, Islamabad, Peshawar

Karachi, Muzafarabad, Hyderabad, Thar Sindh

Rahim Yar Khan, Ghotki, Sadiqabad, Ghau

Peshawar, Islamabad, Sheikhupura, Lahore, Okara, 
Khanewal, Multan, Rahimyar Khan, Karachi

Lasbella, Kallat, Que�a, East Karachi, Narowal, 
Mirpur

Rawalpindi, Haripur And Chakwal

Karachi, Lahore, Islamabad, Gwadar, Multan, Ajk, 
Gharo, Thar, Peshawar

Rahim Yar Khan, Ghotki, Rawalpindi, Lahore, 
Chichawatni, Jehlum, Gilgit, Bahawalpur, AJK

Karachi, Lahore, Multan, Gilgit, Tha�a, Que�a, 
Khuzdar, Peshawar, Mirpur

Lahore, Phool Nagar

Ghotki, Sukkar, Sahiwal, Karachi, Khairpur, Tando 
Muhammad Khan

Karachi, Lahore, Islamabad, Chiniot, Faislabad, 
Jhang

Nooriabad, Jhimpir, Karachi

Karachi, Lahore, Multan,  Tha�a, 

Lahore And Karachi

HQ City

Karachi

Islamabad

Karachi

Islamabad

Karachi

Karachi

Karachi

Lahore

Karachi

Karachi

Islamabad

Karachi

Rawalpindi

Karachi

Lahore

Karachi

Karachi

Karachi

Karachi

Karachi

SDGs Goals

1, 3,4,
5,7,8

4, 3, 6, 
7, 11, 9

3,4,5,8,6

Decided 
annually

3,4,6

4

1,3,4,
8,13

4, 9

3, 4

3,4,6,
9,11

1,3,4,
9,8

Decided 
annually 

1,2,3,
4,5,6

3,4,6,10,
11,13

3,4, 13

3,4,5,
8,6

4,8,9, 11, 
12,13

Decided 
annually

4,3, 16

4

Nature of Business

Oil & Gas Explora�on 

Oil & Gas Explora�on 

Fer�lizer

Miscellaneous

Cement

Holding Company

Automobile 
Assembler

Sugar & Allied 
Products

Pharmaceu�cals

Power Genera�on & 
Distribu�on

Cement

Bank

Fer�lizer

Bank

Power Genera�on & 
Distribu�on

Fer�lizer

Engineering

Fer�lizer

Engineering

Automobile 
Assembler

Other significant spending is seen on targets such as 

Secondly, companies involved in Oil & Gas and fer�lizer 
sector focus on geographical loca�ons where they have 
their plants. For example, Fauji Fer�lizer based in 
Rawalpindi has CSR programs in ci�es like Rahim Yar Khan, 
Ghotki, Chichawatni, Bahawalpur, etc., where it has 
manufacturing plants.  Banks that have businesses across 
the country seem to have CSR ac�vi�es in all the provinces. 

 

SDGs are the broad focus areas which have been subdi-
vided into 169 targets in total. Then there are indicators to 
monitor the progress towards achieving the targets and 
ul�mately the goals. In addi�on to asking companies about 
their spending on SDGs, the survey required them to 
indicate their spending against specific targets as well. The 
ques�onnaire, however, didn’t list all the targets; rather 

only those were included which are commonly understood 
and prac�ced by companies. Table 17 presents spending by 
companies on each target both in terms of absolute 
amount and as a percentage of total CSR spending. 

Philanthropic spending on targets ranges from 0.01 percent 
to 18.2 percent. The lowest spending is recorded in the case 
of ‘promo�ng tourism’ and the highest on ‘enhancing 
literacy’. There is no doubt that companies are doing a 
commendable job by focusing on improving literacy rate in 
the country. Nevertheless, promo�on of tourism is too an 
important area given the fact that it creates jobs and 
contributes to overall socio-economic development of the 
country. Pakistan has a great poten�al for tourism industry 
if given proper considera�on from all the stakeholders 
including the government and corporate sector.

Sustainable Targets and 
Corporate Philanthropy
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Table 17 : CSR spending vs. SDG Targets

Goal Target
PKR 

(in Million)
% of Total

Giving

Eradicate extreme Poverty/reduce poverty

Food security/provision of free food

Increase Health Coverage

Reduce Maternal Mortality

Reduce Neonatal Mortality

End Epidemics e.g. AIDS Malaria etc.

Preven�on of Substance (Drug) Abuse

Free Health Camps

Other

Enhance Literacy

Tech & Voca�onal Skills Dev

Construc�on/Provision of Equipment

Teachers Capacity Building

Others

End all forms of discrimina�on against women and girls

Eliminate all forms of violence against women and girls

Provision of safe and affordable water

Access to affordable sanita�on and hygiene

Improve water quality by reducing pollu�on

Access to reliable energy

Employment Genera�on

Promote entrepreneurship, crea�vity & innova�on, MSME

Eradicate forced/child labour

Promote tourism

Other

Access to safe, affordable, sustainable transport systems

Provision of inclusive, accessible, green public spaces

Provision of housing and basic services

Other

Sustainable management and efficient use of natural resources

Reduce waste genera�on through reduc�on, recycling, reuse

Resilience against climate related hazards and natural disasters

Climate change mi�ga�on

Other

Reduce all forms of violence

Other

Other

6.08

13.2

684.22

122.87

124.78

116.44

110.93

77.93

243.11

933.77

230.74

390.23

126.57

480.68

5.26

2.57

369.3

43.14

2.17

351.67

151.06

32.15

13.5

0.35

0.7

5.68

2.17

7.53

145.08

42.29

5.17

14.09

9.78

9.17

4.35

19.9

231.24

0.12%

0.26%

13.34%

2.40%

2.43%

2.27%

2.16%

1.52%

4.74%

18.20%

4.50%

7.61%

2.47%

9.37%

0.10%

0.05%

7.20%

0.84%

0.04%

6.86%

2.94%

0.63%

0.26%

0.01%

0.01%

0.11%

0.04%

0.15%

2.83%

0.82%

0.10%

0.27%

0.19%

0.18%

0.08%

0.39%

4.51%

No Poverty

Zero Hunger

Good health and Well-being

Quality Educa�on

Gender Equality

Clean Water and Sanita�on

Affordable and Clean Energy

Decent Work and 
Economic Growth

Sustainable Ci�es 
and Communi�es

Responsible consump�on 
and produc�on

Climate Ac�on

Peace Jus�ce and 
Strong Ins�tu�ons

Other

increase health coverage, construc�on of health facili�es 
and provision of equipment, provision of safe and afford-
able water, access to reliable energy, technical and 
voca�onal skill development. On the other hand, targets, 
e.g., improving water quality by reducing pollu�on, 
eliminate violence against women, ending discrimina�on 
against women, eradica�on of poverty, etc., get negligible 
share in overall CSR programs by companies. 

As discussed earlier the survey ques�onnaire for this study 
consisted of only those goals and indicators which we, from 
our previous surveys as well as from general observa�on, 
expected the corporate sector to focus on. Also, lis�ng all 
the 169 targets together with 17 goals in one ques�onnaire 
would have made it imprac�cal to fill out by companies. 

 

CSR/CP vs. individual targets 
within each SDG
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 Good health and Well-being

In earlier paragraphs we discussed how much spending 
from the sample companies goes to specific goals and 
targets. We also presented the spending on each target as a 
share of total CSR spending. Next we would see how much 
each target receives as a percentage of total spending on 
the specific SDG.¹⁷  

 

 

Promo�ng good health and well-being is the area that gets 
the second largest share out of the CSR spending by the 
sample companies. But, surprisingly, almost half of the 
spending on the goal goes into only one indicator, increase 
health coverage. Now the ques�on is whether increasing 
the coverage of the health facili�es is enough to solve other 
health related issues such as high neonatal and maternal 
mortality rates. The answer could be both Yes and No - 

provision of health facili�es in areas where they did not 
exist before may lead to reduced neonatal mortality rates. 
On the other hand, it may be argued that more complex 
issues such as fight against AIDS, drug abuse, etc., need 
more focused and concerted efforts than provision of only 

basic health facili�es.

Educa�on, as a goal, gets the maximum share from 
companies’ CSR budgets. However, a closer look into the 
disintegrated spending reveals that the major chunk of this 
amount goes only into one target, i.e., enhance literacy. 
Given the fact that Pakistan is performing poorly in terms of 
literacy, an increased spending on this target is jus�fied. 
However, the quality of educa�on does not just depend on 
enhancing literacy rate. Other targets are also important 
and therefore should get due share in the CSR spending. For 
instance, producing college and university graduates in 
bulk and without any considera�on to the current and 
future job requirements may add to the problem of 
unemployment. These graduates with degrees but without 

enough job opportuni�es may get involved in an�-social 
ac�vi�es such as drugs, violence, etc. Technical and 
voca�onal skills development should be the centre of 
a�en�on given the context of Pakistan which is facing an 
imminent youth bulge – around 60 percent of its popula-

Figure 15 : CSR spending on the targets of good health and wellbeing

Increase Health Coverage

Reduce Maternal Mortality

Reduce Neonatal Mortality

End Epidemics e.g. AIDS Malaria etc.

Preven�on of Substance (Drug) Abuse

Free Health Campus

Other

46%

16%

5%

7%

8%

8%

8%

17. Graphs have been constructed for those goals only for which the ques�onnaire included more than 3 indicators. Goals with one or two indicators are 
self-explanatory and hence do not need graphic descrip�ons. 

Figure 16 : CSR spending on the targets of quality education

Enhance Literacy

Tech & Voca�onal Skills Dev

Construc�on / Provision of Equipment

Teachers Capacity Building

Others

43%

22%

6%

18%

11%
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�on is between 15-24 years of age. Also, focus on technical 
and voca�onal educa�on can feed into the skills 
requirement of small and medium industry which serves as 
a backbone for the growth of any economy including 
Pakistan.

Access to proper sanita�on and hygiene is as important as 
access to clean drinking water given the fact that many of 

the illnesses are caused by poor sanita�on. In other words, 
people with clean drinking water may s�ll be prone to 
hygiene related sicknesses if they do not have proper 
sanita�on systems. Ensuring proper sanita�on and hygiene 
systems may be economical and effec�ve as a preven�ve 

measure than spending on the facili�es to tackle with 
hygiene related health issues. This is of par�cular relevance 
in the context of Pakistan where ci�es are unplanned and 
sewerage systems are non-existent or substandard. In 
many cases, tap water which is otherwise considered to be 
clean and safe, is contaminated due to damaged water 
pipelines. So focus should also be on improving water 
quality by reducing pollu�on. 

Decent work and economic growth as a goal gets around 4 
percent of overall giving by companies who responded to 
our survey. Three-fourths of this amount, however, goes to 
only one target, employment genera�on. Other targets 
that are equally important do not get due a�en�on. 

Provision of safe and affordable water appears one of the 
major areas where companies focus for their CSR pro-
grams. It indicates that the corporate sector is well aware of 
the worrisome situa�on Pakistan is facing with regard to 
clean drinking water where 84 percent of its popula�on 
lacks access to clean drinking water.¹⁸ 

Promo�ng entrepreneurship especially in the micro, small 
and medium enterprises (MSMEs) may not only help in 
achieving the goal of Economic Growth but can also 
contribute towards other goals such as No Poverty, Zero 
Hunger, etc. Promo�on of tourism may boost the economy 

18. h�ps://www.dawn.com/news/1319157

 Clean Water and Sanitation

 Decent Work and Economic Growth

Figure 17 : CSR spending on targets of clean water and sanitation
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Figure 18 : CSR spending on targets of decent work
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For three of the goals respondents did not provide any 
informa�on on the number of beneficiaries. It is difficult to 
assess the number of people who benefited from CSR 
programs in areas such as sustainable ci�es and communi-
�es. 

The survey for this year’s CPS required companies to 
indicate the number of beneficiaries against their spending 
on each of the targets. However, most of the companies 
seem to lack in data on the number of the people that 
benefi�ed through philanthropic ac�vi�es. It was difficult 
to obtain data on beneficiaries even at the SDG level. Some 

companies reported the number of beneficiaries on one 
goal but could not provide the same on other goal(s) that 
they worked on. The sca�ered data received from the 
respondents on the said ques�on is presented in Table 18. 
Two points call for a�en�on here. First, since not all 
companies were able to provide the number of beneficia-
ries on each of the goals they are working on, the numbers 
in Table 18 should be treated at lower bound. Second, the 
extent of benefit is not quan�fiable and can, therefore, vary 
for different scenarios. Hence, these figures should be 
interpreted with care.  

Eradica�on of forced and child labour is another area which 
has not received due a�en�on from the corporate sector. In 
fact the economy of Pakistan suffered substan�ally in 
recent past when the issue of child labour in the country’s 
sport and leather industry caught headlines at interna-
�onal level. 

One of the important indicators of any successful interven-
�on for social development is the number of its beneficia-
ries and that holds true for CSR programs. It is this realiza-
�on that the term ‘impact financing’ is ge�ng acceptance 
at global level. 

In a pa�ern similar to that in the case of CSR spending, good 
health and wellbeing as a goal emerges with the highest 
number of beneficiaries – 2.5 million people. In terms of 
percentage, a 28 percent of the total CSR spending (see 
Table 13) benefits around 22 percent of total number of 
beneficiaries. Surprisingly, spending on quality educa�on, 
which was the highest in terms of share in total CSR 
amount, gets just over 2 percent of total beneficiaries. This 
may be due to the fact that many companies have reported 
ins�tu�ons, e.g., school, college, as a single beneficiary. 

Climate ac�on as a goal gets negligible share (0.63%) in 
terms of CSR programs. Within the goal itself, resilience 
against climate related hazards receives more than two-
fi�h while around one-third is received by efforts to slower 
climate change. The rest of the spending goes to other 
climate ac�on related endeavours.

 

in many ways. Pakistan despite possessing many a�rac-
�ons, ranging from magnificent mountains, deserts, 
beaches, to rich archaeological sites and remnants of 
centuries old civiliza�ons, has remained unexplored so far. 
Countries such as Nepal and Myanmar are ge�ng much 
be�er share from global tourism than Pakistan. 

Clean Water and Sanita�on and Affordable and Clean 
Energy are the two goals that stand 1st and 3rd with regard 
to the number of beneficiaries. Although the said two goals 
also received 3rd and 4th highest shares from total CSR 
spending respec�vely (Table 15), s�ll the average spending 
required to get a single person benefited is rela�vely low in 
these goals. 

Figure 19 : CSR spending on climate action targets

Resilience against climate related hazards 
and natural disasters

Climate change mi�ga�on

Other

28%

43%

30%

 Climate Action

Number of beneficiaries of 
companies' CSR programs
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Table 18 : Number of beneficiaries

Goal Name Goal #

3,215

67,500

2,547,582

270,500

415

6,213,615

2,150,000

4,680

 NA*

 NA

11,210

 NA

531,404

11,800,121

0.03

0.57

21.59

2.29

0.00

52.66

18.22

0.04

NA

 NA

0.09

 NA

4.50

100

No Poverty 

Zero Hunger 

Good health and Well-being

Quality Educa�on

Gender Equality

Clean Water and Sanita�on

Affordable and Clean Energy

Decent Work and Economic Growth

Sustainable Ci�es and Communi�es

Responsible consump�on and produc�on

Climate Ac�on 

Peace Jus�ce and Strong Ins�tu�ons

Other

Total

Beneficiaries Percentage

1

2

3

4

5

6

7

8

11

12

13

16

* NA - Not available
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CONCLUSION 

Conclusion 29

It is heartening to see that the corporate sector firms are 
not only contribu�ng significant financial resources in the 
form of taxes, etc., but they are also cognizant of the social 
needs of the country. The mapping of CSR programs around 
SDGs for the current report reveals that majority of the 
goals and targets of the 2030 development agenda are 
ge�ng shares from overall spending, though some of them 
s�ll require increased focus from the corporate sector. The 
alloca�on of companies' CSR budgets, however, needs 
realignment as many of the areas that are in dire need of 
interven�ons, as indicated by district level MPI or HDI, have 
been le� out. 

Though corporate giving remains voluntary in alloca�on 
but needs guidance from the government in iden�fying 
priority sectors where corporate giving could supplement 
the development efforts for be�er results. As evident from 
the survey, an overwhelming majority of companies focus 
only on educa�on and health which certainly remain top 
priority for the government. However, for the a�ainment of 
inclusive and equitable growth the corporate sector needs 
to expand its focus and include other areas and sectors that 
are in dire need of a�en�on. 

Another interes�ng finding of the survey is that the higher 
the level of awareness about SDGs at the top management, 
the be�er aligned are the CSR programs with SDGs. This 
finding is cri�cal for future alignment of corporate giving 
with SDGs along with focused interven�ons. Hence, the 
government as well as other development actors like the 
UNDP need to ini�ate interven�ons for crea�ng awareness 
about SDGs at the top most level of companies. 

The corporate sector also needs to re-evaluate its philan-
thropic ini�a�ves. Coming out of the age of cheque-book 
dona�ons and other kinds of tradi�onal philanthropy, 
companies need to be innova�ve in their endeavours for 
soc ia l  good.  Companies  around the g lobe are 
experimen�ng with new ideas in CSR and many have 
already been prac�cing programs such as strategic 
philanthropy, social and impact investments, etc. 
Companies need to be process-oriented regarding their 
giving programs. The alloca�on of resources for CSR 
programs is undoubtedly an important factor. However, 

The corporate sector is increasingly realigning their 
businesses towards sustainability models; possibly in 
response to the increasing expecta�ons from the general 
public, the consumers, and even the employees. Hence, 
corporate philanthropy or corporate social responsibility is 
turning into a growing global phenomenon. The role of 
business sector which has tradi�onally been considered as 
an engine of economic growth is mul�plied when it is 
accepted to be an important partner in achieving inclusive 
growth agenda as envisaged in the form of SDGs. 

In Pakistan, the concept of CSR, is s�ll in its evolving stage 
and gradually gaining momentum. In comparison to 
developed countries where it is prac�ced not just as a 
charity but also as a part of business strategy, in Pakistan 
the tradi�onal ways of doing philanthropy are s�ll followed 
by majority of the companies. A good news, as evident from 
this survey, is that most of the corporate sector firms in the 
country recognize and accept the importance of CSR. In 
fact, many have adopted formalized procedures to report 
on their philanthropic spending and ac�vi�es. Some go 
even further by publishing standalone sustainability 
reports and trying to assess the impact of their philan-
thropic interven�ons. There is, however, a larger pool of 
unlisted and private companies whose contribu�ons 
remain unrecognized in the absence of formal repor�ng. 
Moreover, giving in the form of kind and �me is not being 
adequately recorded yet, which if accounted for, could 
enormously add to the overall volume of documented 
philanthropy. 

This year, sta�s�cs on corporate philanthropy by Public 
Listed Companies show more than thirty-three fold 
increase compared with that for the base year; PKR 228 
million in 2000 to PKR 7.56 billion in 2017. This increase in 
total giving occurs despite the fact that the number of PLCs 
has decreased over the years while the ra�o of giving 
companies stays just above 50 percent of the sample. The 
major chunk of the total dona�ons, however, comes from a 
few large companies; top 25 giving companies contribute 
around 80 percent of the total philanthropy. In the case of 
PUCs, 99 out of a sample of 204 companies contributed PKR 
1.03 billion while 84 out of a sample of 208 PvLCs made PKR 
1.5 billion in dona�ons. Collec�vely some 431 companies 
contributed more than PKR 10 billion in CSR programs in 
year 2017. 

 Way forward
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Given that the new development agenda in the form of 
SDGs requires synergis�c approach, partnerships are the 
need of the hour. CSOs with their exper�se to work at the 
grassroots level and their presence in far flung areas 
present themselves as an ideal partner with the corporate 
sector to implement CSR program in areas which the later 
does not have access to. The survey reveals that more than 
one-thirds of the companies prefer to channelize their 
philanthropic spending through CSOs. In other words, CSOs 
can have access to a huge poten�al source of funding by 
partnering with the corporate sector.

companies also need to monitor implementa�on of their 
social ini�a�ves and ensure that the desired outcome and 
impact is achieved. For a greater impact on Pakistan's 
socio-economic indicators, one sugges�on is for corporate 
sector to align their CSR ac�vi�es with na�onal 
development agenda. 

Almost half of the PLCs and even less of PUCs and PvLCs 
that jointly cons�tute 85 percent of the corporate universe 
are s�ll philanthropically inac�ve. The reasons why 
companies do not get engaged in philanthropic giving are 
unknown. Perhaps another study is needed in this regard. 
Once the underlying reasons of non-par�cipa�on of 
companies are uncovered, the government may take 
measures to mo�vate them towards contribu�ng to social 
development causes. As it is generally believed that the 

private sector can only flourish in a thriving society, non-
giving companies should realize that social investments of 
today would bring about commercial benefits for them in 
future.  



Annex 1 – List of giving PUCs and PvLCs

Public Unlisted Companies Private Limited Companies

Name Dona�on Name Dona�on

219,043,000

215,298,000

125,551,642

63,378,480

52,507,000

51,450,841

24,948,450

20,600,000

18,060,000

15,751,000

15,310,000

13,550,000

13,283,556

12,840,000

12,045,822

10,000,000

9,949,000

9,434,540

8,616,000

8,406,000

7,400,000

6,943,000

6,902,200

6,328,657

Barre� Hodgson Pakistan (Private) Ltd.

Shirazi Investments (Private) Ltd.

Style Tex�le (Pvt) Ltd.

U.S.Denim Mills (Pvt.) Ltd.

H. Sheikh Noor-Ud-Din & Sons (Pvt.) Ltd.

A. T. S. Synthe�c (Pvt.) Ltd.

M. N. Tex�les (Private) Ltd.

Amna Industries (Pvt.) Ltd.

Vision Developers (Pvt.) Ltd.

Getz Pharma (Private) Limi�ed

Sadiq Feeds (Pvt.) Ltd.

Cassim Investments (Private) Ltd.

Digital World Pakistan (Pvt) Ltd

Habib Metro Pakistan (Pvt.) Ltd.

Tcs (Pvt) Ltd.

Atlas Autos (Pvt.) Ltd.

Indus Pharma (Private) Ltd.

Wall Street Exchange Company (Private) Ltd.

Haseen Habib Trading (Pvt.) Ltd.

Alsons Auto Parts (Private) Ltd.

Hafeez Ghee And General Mills (Pvt.) Ltd.

Orient Energy Systems (Private) Ltd.

Paracha Interna�onal Exchange (Private) Ltd.

Habib Qatar Interna�onal Exchange Pakistan 
(Private) Ltd.

484,000,000

436,459,000

63,886,950

57,035,014

54,531,342

49,747,924

48,505,784

20,350,000

19,000,000

18,501,000

16,900,000

14,983,000

13,143,700

11,966,000

10,687,907

10,010,000

9,458,164

9,086,801

8,227,696

8,050,000

7,602,271

7,091,084

6,405,675

6,122,667

Yunus Tex�le Mills Ltd.

Liberty Mills Ltd

Lucky Tex�le Mills Ltd.

Tahir Omer Industries Ltd.

Liberty Power Tech Ltd.

Fa�ma Sugar Mills Ltd.

North Star Tex�les Ltd.

Sheikhoo Sugar Mills Ltd.

Nimir Chemicals Pakistan Ltd.

Elengy Terminal Pakistan Ltd.

Resham Tex�le Industries Ltd.

Novar�s Pharma Pakistan Ltd

Con�nental Biscuits Ltd.

Engro Vopak Terminal Ltd.

Wah Industries Ltd.

Maple Leaf Capital Ltd.

Laraib Energy Ltd.

Burma Oil Mill Ltd.

Asia Petroleum Ltd.

Auvitronics Ltd

Ali Husain Rajabali Ltd.

Pak-Arab Pipeline Company Ltd.

Pharmagen Ltd.

Sadaqat Ltd.
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5,500,000

4,725,000

4,160,530

4,155,000

4,058,909

3,861,032

3,651,776

3,475,000

3,280,000

3,065,079

2,999,778

2,952,346

2,816,600

2,486,000

2,329,572

2,258,710

2,107,182

1,929,354

1,602,000

1,525,000

1,482,750

1,350,000

1,342,772

1,176,000

866,000

800,000

732,218

730,917

710,000

700,000

700,000

Tapal Energy (Pvt.) Ltd.

H & H Exchange Company (Private) Ltd.

Atlas Metals (Pvt.) Ltd.

Siddiqsons Dyeing And Prin�ng Industries 
(Private) Ltd.

Obs Pakistan (Private) Ltd.

Agro Processors & Atmospheric Gases (Private) Ltd.

Karss Paint Industries (Pvt.) Ltd.

Al-Karam Tex�le Mills (Private) Ltd.

Dawood Engineering (Private) Ltd.

Trading Corpora�on Of Pakistan (Private) Ltd.

Procter & Gamble Pakistan (Pvt.) Ltd.

Bps (Pvt) Ltd

Premier Trading Services (Pvt) Ltd.

Shirazi Trading Company (Private) Ltd.

Pakistan Currency Exchange Co. (Private) Ltd.

Kamran Tex�les (Pvt.) Ltd.

Jk Dairies (Pvt.) Ltd.

Dwp Technologies (Pvt.) Ltd.

Arshad Corpora�on (Private) Ltd.

Roomi Enterprises (Pvt.) Ltd.

Atlas Hitec (Pvt.) Ltd.

Maple Pharmaceu�cals (Private) Ltd.

A. H. M. Securi�es (Pvt.) Ltd.

Lucky Commodi�es (Pvt.) Ltd.

Anjum Tex�le Mills (Pvt.) Ltd.

Indigo Tex�le (Pvt.) Ltd.

Millennium Entertainment (Pvt.) Ltd.

Al-Noor Health Care & Educa�on Services (Pvt.) Ltd.

Thal Boshoku Pakistan (Pvt.) Ltd.

R & I Electrical Appliance (Private) Ltd.

Sadiq Exchange Company (Pvt.) Ltd.

6,089,000

5,970,590

4,978,595

4,800,000

4,791,000

4,642,673

4,276,000

4,199,915

4,050,000

4,010,000

3,819,392

3,600,000

3,600,000

3,595,292

2,712,100

2,654,765

2,500,000

2,400,000

2,166,226

2,165,000

1,524,835

1,441,486

1,288,830

1,250,000

1,241,589

1,200,000

1,125,200

979,501

954,000

889,200

637,055

Bismillah Tex�les Ltd.

Eastern Spinning Mills Ltd.

Fazal Rehman Fabrics Ltd.

Fortune Securi�es Ltd.

Na�onal Feeds Ltd.

Masood Fabrics Ltd.

Almoiz Industries Ltd.

Habgen Guargums Ltd.

Nbp Fund Management Ltd.

Diamond Fabrics Ltd.

Akd Securi�es Ltd.

Popular Fabrics Ltd.

Fauji Oil Terminal & Distribu�on Company Ltd.

Interna�onal Complex Projects Ltd.

Tufail Chemical Industries Ltd.

Super Asia Mohammad Din Sons Ltd.

Mount Fuji Tex�les Ltd.

Ahmed Fine Weaving Ltd.

Naveena Industries Ltd.

Eastec Interna�onal Ltd.

Pioneer Cables Ltd

Punjnad Feeds Ltd.

Bahawalpur Engineering Ltd.

Ahmed Oriental Tex�le Mills Ltd.

A�ock Gen Ltd.

Anoud Power Genera�on Ltd.

Ayesha Spinning Mills Ltd

Hussain Mills Ltd.

Reliance Securi�es Ltd.

Noman Abid & Company Ltd.

Rupafil Ltd.

Public Unlisted Companies Private Limited Companies

Name Dona�on Name Dona�on
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680,000

650,000

610,000

600,000

539,010

525,000

517,000

500,000

500,000

400,000

373,000

300,000

300,000

272,870

250,000

240,000

200,900

200,000

162,000

160,000

138,270

135,584

125,000

120,000

120,000

117,500

100,000

100,000

82,000

74,052

67,000

Shangrila (Private) Ltd..

Lub Gas (Pvt.) Ltd.

Nova Synpac (Private) Ltd.

M. M. Oil Mills (Pvt.) Ltd.

S. C. Johnson & Sons Of Pakistan (Private) Ltd.

Cyber Internet Services (Private) Ltd.

Big Bird Poultry Breeders ( Pvt) Ltd.

Ghandhara Df (Pvt.) Ltd.

Oasis Travels (Private) Ltd.

Bhimra Tex�le Mills (Pvt.) Ltd.

Ismail Iqbal Securi�es (Pvt.) Ltd.

Na�onal Fer�lizer Corpora�on Of Pakistan (Pvt.) Ltd.

Patel Securi�es (Private) Ltd.

Hilal Foods (Pvt.) Ltd.

Saao Capital (Private) Ltd.

Fwq Enterprises (Pvt) Ltd.

A Puri Terminal (Pvt.) Ltd.

Malik Board And Paper Industries (Pvt) Ltd.

Ahmed Foods (Pvt.) Ltd.

Saakh Pharma (Pvt.) Ltd.

Mapak Qasim Bulkers (Private) Ltd.

Shujabad Oil Mills (Pvt.) Ltd.

Sky Exchange Company (Pvt.) Ltd.

Angelini Pharmaceu�cals (Pvt.) Ltd.

Leather Cra�s Development Comapny (Pvt.) Ltd.

Netsol Connect (Pvt) Ltd.

Pakistan Machine Tool Factory (Private) Ltd.

Gulf Proper�es (Pvt.) Ltd.

630,000

560,920

433,300

380,000

352,000

340,000

331,929

325,000

288,433

287,100

275,000

200,000

190,000

180,000

140,000

130,000

126,880

120,000

120,000

63,800

60,000

26,200

24,100

22,799

21,950

12,500

10,000

6,000

Atlas Engineering Ltd.

Faisal Fabrics Ltd.

Noman Abid Holdings Ltd.

Unibro Industries Ltd.

Mehmooda Maqbool Mills Ltd.

Adam Securi�es Ltd.

Qureshi Tex�le Mills Ltd.

Chemitex Industries Ltd.

Taxila Co�on Mills Ltd.

Arif Habib Dolmen Reit Management Ltd.

Tetra Pak (Pakistan) Ltd.

Chawla Spinning Mills Ltd.

Diamond Tyres Ltd.

Brain Tele Communica�on Ltd.

Sitara Tex�le Industries Ltd.

Scandia Ltd.

Pakistan House Interna�onal Ltd.

Topline Securi�es Ltd.

Igi General Insurance Ltd.

Sheikhupura Tex�le Mills Ltd.

Middle East Infratech Ltd.

Atlas Asset Management Ltd.

Khalid Shafique Spinning Mills Ltd.

Ayesha Woolen Mills Ltd.

Nafeesa Tex�les Ltd.

Automo�ve Components Ltd.

Air Sial Ltd.

Rahat Securi�es Ltd.

Sohail Tex�le Mills Ltd.

Escorts Capital Ltd.

Haleeb Foods Ltd.

Public Unlisted Companies Private Limited Companies

Name NameDona�on Dona�on
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60,450

50,000

50,000

40,245

35,478

35,000

27,500

20,000

11,000

8,299

7,000

7,000

Barex Ltd.

Spi Insurance Company Ltd.

Pak Lamps Ltd.

Kotri Tex�le Mills Ltd.

Na�onal Flour & General Mills Ltd.

Kalso� Ltd.

Gunj Glass Works Ltd.

Sigma Motors Ltd.

Hassan Ali Rice Export Co. Ltd.

Zaffar Nasir Oil Extrac�on Ltd.

Sardarpur Tex�le Mills Ltd.

Meraj Ltd.

Public Unlisted Companies Private Limited Companies

Name NameDona�on Dona�on

#

Arif Habib Corpora�on Limited

Arif Habib Limited

Askari Bank Limited

Atlas Ba�ery Limited

Atlas Honda

Atlas Insurance

A�ock Refinery Limited

Bannu Woolen

Bestway Cement Limited

Crescent Steel & Allied Products Limited

Dawood Hercules Corpora�on Limited

ICI Pakistan Limited

Engro Corpora�on

Engro Fer�lizer

Engro Foods

Engro Polymer

Engro Powergen Limited

Fauji Fer�lizers Company Limited

Gadooon Tex�le Mills Limited

Ghandhara Industries Limited

Ghandhara Nissan Limited

Habib Bank Limited

Ismail Industries Limited

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

Annex 2 - list of companies having foundations 

Company Name #

Jahangir Siddique Co. Ltd

Jauharabad Sugar Mills Limited

Kohat Tex�le Mills Limited

Lucky Cement

Maple Leaf Cement

Mehran Sugar Mills Limited

Mitchell`s Fruit

Muree Brewery

Nestle Pakistan Ltd.

Nishat Chunian Power Ltd

Packages Limited

Pakistan Petroleum Limited

Reliance Co�on Spinning Mills, Limited

Saif Tex�le Mills Limited

Sapphire Fibers Limited

Sapphire Tex�le Mills Ltd.

Serial Company Limited

Service Industries Tex�le Limited

Sitara Chemicals Industries Limited

Suraj Co�on Mills

The General Tyre and Rubber company

The Universal insurance Company Limited

24

25

26

27

28

29

30

31

32

33

34

35

36

37

38

39

40

41

42

43

44

45

Company Name
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Pakistan Centre for Philanthropy
RDF Centre, 31 Mauve Area, G-9/1, Islamabad

A Company set up under Sec�on 42 of the Companies Ordinance 1984
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