
VOLUME NO. 2 (2011), ISSUE NO. 7 (JULY) ISSN 0976-2183 

  
 

IIINNNTTTEEERRRNNNAAATTTIIIOOONNNAAALLL   JJJOOOUUURRRNNNAAALLL   OOOFFF   RRREEESSSEEEAAARRRCCCHHH   IIINNN   CCCOOOMMMMMMEEERRRCCCEEE   AAANNNDDD   MMMAAANNNAAAGGGEEEMMMEEENNNTTT   

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at: Ulrich's Periodicals Directory ©, ProQuest, U.S.A., The American Economic Association’s electronic bibliography, EconLit, U.S.A.,  
Open J-Gage, India as well as in Cabell’s Directories of Publishing Opportunities, U.S.A. 

Circulated all over the world & Google has verified that scholars of more than eighty-one countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

www.ijrcm.org.in 

CCCCONTENTSONTENTSONTENTSONTENTS    
Sr. 

No. TITLE & NAME OF THE AUTHOR (S) Page No. 

1. A CROSS-SECTIONAL STUDY OF ACCEPTANCE OF MENTORING FOR PROFESSIONAL DEVELOPMENT IN EDUCATIONAL INSTITUTIONS 

IN GULF COUNTRIES 

DR. IMRAN HAMEED & DR. NAZIA RASOOL QAZI 

1 

2. ROLE OF USER FEES IN ETHIOPIA: A CASE STUDY OF JIMMA UNIVERSITY SPECIALIZED HOSPITAL, SOUTH WEST ETHIOPIA 

DR. DEVI NAIR & KORA TUSHUNE 

6 

3. EXPORT GROWTH OF NON – OIL SECTOR IN OMAN: THE ERA OF LIBERALIZATION 

DR. THRESIAMMA VARGHESE 

13 

4. CORPORATE SOCIAL RESPONSIBILITY: ORGANIZATIONAL COMMITMENT IN THEORY & PRACTISE 

DR. QADAR BAKHSH BALOCH, IMRAN ULLANH KHAN & SHAHED JAN 

17 

5. CORPORATE GOVERNANCE AND PERFORMANCE OF PAKISTANI LISTED COMPANIES - A CASE STUDY OF SUGAR SECTOR 

QAISER RAFIQUE YASSER 

23 

6. STATE OF FLEXIBLE CAREERS FOR THE WOMAN PROFESSIONAL IN INDIA 

SAUNDARYA RAJESH 

31 

7. WHAT DRIVES THE PERFORMANCE OF COMMERCIAL BANKS IN ETHIOPIA? 

DR. DEEPAK KAPUR & ABEBAW KASSIE GUALU 

38 

8. NEEDS ASSESSMENT OF EMOTIONAL INTELLIGENCE IN BUSINESS EDUCATION 

KRISHNA PRIYA & DR. K. S. CHANDRASEKAR 

43 

9. CREDIT MANAGEMENT OF INDIAN COMMERCIAL VEHICLE INDUSTRY 

N. VELMATHI & DR. R. GANESAN 

48 

10. EVALUATION OF PASSENGER SATISFACTION AND SERVICE QUALITY IN INDIAN RAILWAYS - A CASE STUDY OF SOUTH CENTRAL 

RAILWAY USING RAILQUAL 

M. DEVI PRASAD & DR. B. RAJA SHEKHAR 

53 

11. A STUDY OF TERTIARY EDUCATION AND SHIFTS IN GLOBALLY MOBILE STUDENTS 

DR. Y. V. REDDY & D. M. DESHPANDE 

58 

12. DIMENSION OF FINANCIAL PERFORMANCE OF CEMENT UNITS IN SOUTH INDIA - AN EMPHIRICAL STUDY (Z SCORE ANALYSIS) 

DR. R. SRINIVASAN & C. U. TIRIPURA SUNDARI 

64 

13. AN EMPIRICAL ANALYSIS OF FINANCIAL LEVERAGE, EARNINGS AND DIVIDEND: A CASE STUDY OF MARUTI SUZUKI INDIA LTD. 

DR. SANJAY J. BHAYANI & DR. BUTALAL AJMERA 

69 

14. SERVICES MARKETING DYNAMICS – AN EXAMINATION OF SPORTS SPONSORSHIP STRATEGIES OF U. K. MARKET 

DR. S. P. RATH, DR.  BISWAJIT DAS & CHEF. ANANT BHAMKAR 

73 

15. NPA’S SIDE EFFECT AND IT’S CURATIVE MANTRA 

DR. B. CHANDRA MOHAN PATNAIK, DR. IPSEETA SATPATHY & AROOP KUMAR MOHAPATRA 

77 

16. THE ROLE OF EMOTIONAL INTELLIGENCE IN SELF DEVELOPMENT OF DOCTORS AN EMPIRICAL STUDY 

M. N. R. MANOHAR & A. V. SATYANARAYANA RAO 

81 

17. RISK MINIMIZATION IN SPOT AND DERIVATIVE MARKET 

DR. SUBRATA MUKHERJEE & DR. SAMIR GHOSH 

87 

18. IMPORTANCE-PERFORMANCE ANALYSIS (IPA) TO EXPLORE ORGANIZATIONAL CLIMATE – EMPIRICAL EVIDENCE 

SUBASHINI R & SAMUEL S 

93 

19. GOA TOURISM: MYTHS AND REALITIES 

DR. HIRANMOY ROY 

98 

20. SPIRITUALITY AND MANAGEMENT 

V. NITHYANANTHAN & DR. B. KALPANA 

103 

21. ORGANIZATIONAL HEALTH: EXAMINING WORKPLACE PRACTICES AND WELL-BEING 

DR. R. PRABHAKARA RAYA & P. SIVAPRAGASAM 

107 

22. EMPLOYEESSIXTH PAY COMMISSION: ESTIMATION OF JOB SATISFACTION AMONG CENTRAL GOVERNMENT 

DR. RAJESH KUMAR SHASTRI & MALAVIKA SINHA 

111 

23. PRODUCTIVITY CHANGE IN THE INDIAN HEALTH INSURANCE BUSINESS: A MALMQUIST TOTAL FACTOR PRODUCTIVITY ANALYSIS 

DR. SUMNINDER KAUR BAWA & RUCHITA 

115 

24. THE IMPACT OF CAPITAL ADEQUACY REQUIREMENTS ON PROFITABILITY OF PRIVATE BANKS IN INDIA - A CASE STUDY OF J&K, 

ICICI, HDFC AND YES BANK 

DR. KHALID ASHRAF CHISHTY 

122 

25. AN EMPIRICAL STUDY ON EFFECT OF WELFARE MEASURES ON EMPLOYEES’ SATISFACTION IN INDIAN RAILWAYS 

DR. ASIYA CHAUDHAY & ROOHI IQBAL 

130 

 REQUEST FOR FEEDBACK 138 



VOLUME NO: 2 (2011), ISSUE NO. 7 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

ii 

CHIEF PATRONCHIEF PATRONCHIEF PATRONCHIEF PATRON 
PROF. K. K. AGGARWAL 

Chancellor, Lingaya’s University, Delhi 

Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

    

PATRONPATRONPATRONPATRON    
SH. RAM BHAJAN AGGARWAL 

Ex. State Minister for Home & Tourism, Government of Haryana 

Vice-President, Dadri Education Society, Charkhi Dadri 

President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

    

COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 
DR. SAMBHAV GARG 

Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

    

ADVISORSADVISORSADVISORSADVISORS 
PROF. M. S. SENAM RAJU 

Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), Maharaja Agrasen College, Jagadhri 

    

EDITOREDITOREDITOREDITOR 
PROF. R. K. SHARMA 

Dean (Academics), Tecnia Institute of Advanced Studies, Delhi 

    

COCOCOCO----EDITOREDITOREDITOREDITOR 
DR. BHAVET 

Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

    

EDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARD    
DR. AMBIKA ZUTSHI 

Faculty, School of Management & Marketing, Deakin University, Australia 

DR. VIVEK NATRAJAN 
Faculty, Lomar University, U.S.A. 

DR. RAJESH MODI 
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi 

PROF. ROSHAN LAL 
Head & Convener Ph. D. Programme, M. M. Institute of Management, M. M. University, Mullana 

PROF. ANIL K. SAINI 
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 



VOLUME NO: 2 (2011), ISSUE NO. 7 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

iii 

DR. KULBHUSHAN CHANDEL 
Reader, Himachal Pradesh University, Shimla 

DR. TEJINDER SHARMA 
Reader, Kurukshetra University, Kurukshetra 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P. J. L. N. Government College, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Government F. G. College Chitguppa, Bidar, Karnataka 

MOHITA 
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    

ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

DR. V. SELVAM 
Divisional Leader – Commerce SSL, VIT University, Vellore 

DR. PARDEEP AHLAWAT 
Reader, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak 

S. TABASSUM SULTANA 
Asst. Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

    

TECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISOR    
AMITA 

Faculty, E.C.C., Safidon, Jind 

MOHITA 

Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    

FINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORS    
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

    

LEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORS    
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

    

SUPERINTENDENTSUPERINTENDENTSUPERINTENDENTSUPERINTENDENT    
SURENDER KUMAR POONIA 

 
    



VOLUME NO: 2 (2011), ISSUE NO. 7 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

iv 

CALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTS    

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in 

the area of Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, 

Corporate Governance and emerging paradigms in allied subjects like Accounting Education; Accounting Information Systems; 

Accounting Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; 

Econometrics; Economic Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; 

Government & Non Profit Accounting; Industrial Organization; International Economics & Trade; International Finance; Macro 

Economics; Micro Economics; Monetary Policy; Portfolio & Security Analysis; Public Policy Economics; Real Estate; Regional 

Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Business Information Systems (MIS); 

Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care 

Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-

Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; 

Organizational Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing; 

Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, 

Hospitality & Leisure; Transportation/Physical Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer 

Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database 

Structures & Systems; Digital Logic; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation; 

Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; 

Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic; Web Design. The above mentioned tracks are 

only indicative, and not exhaustive. 

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our 

submission guidelines duly available on our website under the heading guidelines for submission, at the email addresses, 

infoijrcm@gmail.com or info@ijrcm.org.in. 

GUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPT    

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                                                                                .                           

(e.g. Computer/IT/Finance/Marketing/HRM/General Management/other, please specify). 

 

DEAR SIR/MADAM 

 

Please find my submission of manuscript titled ‘___________________________________________’ for possible publication in your journal. 

I hereby affirm that the contents of this manuscript are original. Furthermore it has neither been published elsewhere in any language fully or partly, 

nor is it under review for publication anywhere. 

I affirm that all author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if our/my manuscript is accepted, I/We agree to comply with the formalities as given on the website of journal & you are free to publish our 

contribution to any of your journals. 

 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address & Pin Code: 



VOLUME NO: 2 (2011), ISSUE NO. 7 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

v 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

 

2. INTRODUCTION: Manuscript must be in British English prepared on a standard A4 size paper setting. It must be prepared on a single space and single 

column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of 

the every page. 

3. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

4. AUTHOR NAME(S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email 

address should be in italic & 11-point Calibri Font. It must be centered underneath the title. 

5. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, 

methods, results & conclusion in a single para. 

6. KEYWORDS: Abstract must be followed by list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated 

by commas and full stops at the end. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before 

each heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should be in a 8 point Calibri Font, single spaced and justified. 

10. FIGURES &TABLES: These should be simple, centered, separately numbered & self explained, and titles must be above the tables/figures. Sources of 

data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS: These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: The list of all references should be alphabetically arranged. It must be single spaced, and at the end of the manuscript. The author (s) 

should mention only the actually utilised references in the preparation of manuscript and they are supposed to follow Harvard Style of Referencing. 

The author (s) are supposed to follow the references as per following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, 

working papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio," Ohio State University.  

CONTRIBUTIONS TO BOOKS  

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David 

Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban 

Economics, Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS  

• Garg Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New 

Delhi, India, 19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES  

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES  

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITE  

• Garg, Bhavet (2011): Towards a New Natural Gas Policy, Economic and Political Weekly, Viewed on July 05, 2011 http://epw.in/user/viewabstract.jsp 



VOLUME NO: 2 (2011), ISSUE NO. 7 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

17 

CORPORATE SOCIAL RESPONSIBILITY: ORGANIZATIONAL COMMITMENT IN THEORY & PRACTISE 
 

DR. QADAR BAKHSH BALOCH 

ASST. PROFESSOR 

DEPARTMENT OF MANAGEMENT SCIENCES 

ISLAMIA COLLEGE UNIVERSITY 

PESHAWAR 

PAKISTAN 

 

IMRAN ULLANH KHAN 

CHANCELLOR 

ABASYN UNIVERSITY 

PESHAWAR 

PAKISTAN 

 

SHAHED JAN 

RESEARCH SCHOLAR 

QURTUBA UNIVERSITY OF SCIENCE & INFORMATION TECHNOLOGY 

PESHAWAR 

PAKISTAN 

 

ABSTRACT 
Corporate Social Responsibility (CSR) is a phenomenon that evolves from charity and stewardship principle reflects about business and society relationship over 

time. The concept of CSR entails unilaterally and voluntarily adoption of socio-environmental policies of good governance that accommodate socio-moral and 

ethical concerns. Amongst the industries being criticized on having under performed  in CSR sector in Pakistan does include Pharmaceutical sector that has 

otherwise very important role to play in increasing availability of medicines to the marginalized and underprivileged groups. The phenomenal relationship 

between pharmaceutical industry and the human life where business and the health interests run parallel, calls for an in-depth investigation to measure true 

impact of CSR related obligations fulfilled by the pharmaceuticals industry in Pakistan. The article  was undertaken to unearth true perspective of CSR practices in 

pharmaceutical industry of Pakistan with a view to formulate a befitting response that is fully socially driven and leading to the ultimate well being of the society.  

Hence, the research study is aimed at exploring and describing the level of knowledge, degree of attitude and practices with regards to corporate social 

responsibilities and ethics being practiced by the pharmaceutical industry in Pakistan.  

 

KEYWORDS 
CSR, Pharmaceutical, Industry, Governance. 

 

INTRODUCTION 
orporate Social Responsibility (CSR) is the latest management fad that has permeated field of managing organizations (Guthey, Langer& Morsing, 2006) 

(CSR) as a business response to the growing public concerns about its socio- moral responsibility towards the well beings of society. The concept of CSR 

has acquired such significance that today it is strategically driven, operationally designed and tactically practiced in global business environment.  The 

constant debate and pressures has prompted some organizations to introduce ethical codes of conduct and engage society through social endeavors beyond 

organization’s economic interest (Lewin, 1983; White & Montgomery, 1980).  However, the concept of CSR seems to be slow, unsustainable and at its nascent 

stage of the development. CSR encompasses those responsibilities that multi national companies and other national and international business concerns owe 

towards the society they operate around. The responsibility calls for the role they are morally and ethically obliged to play in reducing some of the inequalities 

between rich and poor, down trodden and the elite classes, privileged and the marginalized groups so on and so forth.  Over the years there has been increasing 

interests amongst the businesses on the concept of CSR on the ground that businesses are part of society and they have obligations towards its welfare and 

wellbeing as they survive because of it ((Jones, 1980; Kok et. al, 2001).  

The intensive debate on the concept of CSR gave birth to variety of definitions. However; all of them commonly agree that the philosophy of the concept 

revolves around the relationship of business and society over time. The wide ranging dimensions of the concept has gradually overlapped various activities and 

today it fits in various managerial previews like HRM, Marketing, industrial relations, business ethics, total quality management, finance and business 

communication, motivation and human rights at work place etc.  Literature reviewed helped in tabulating some of the often quoted definitions of CSR as evolved 

over period of time as follow: 
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TABLE 2.1: EVOLVING DEFINITIONS OF CSR 

Literature Reference Definitions of CSR 

Drucker, 1942, The 

Future of Industrial 

Man 

The economic purpose of the existence of any business company is maximization of profit and this end is achieved only through 

realization of social dimension that is customer satisfaction.  

Therefore, social stability and social health of any industrial society is one of the dependent variables corporation’s responsibilities 

besides its economic targets.  

Drucker, 1946 Survival of any enterprise is outcome of the harmony between the company’s objectives, objectives of the state system and the people. 

Any conflict between the objectives of these three interactive players would stuck the business firm in the middle of the road. 

Therefore,   corporations are responsible for worker’s human dignity and status, and worker’s training and development as 

corporation’s resource and not cost.  

Drucker, 1946 The fundamental question of  the present society is not that we want a big business but  what do we expect  out of it? It means how the 

organization s are going to serve the wishes and demands of the society while ensuring their organizational goal of maximization of 

profit?   To ensure a harmonious balance between profit maximization and social benefits like high employment, social contributions 

and provision of social good the government must deliver its policy to control this all. (Concept of the Corporation, p.18) 

Bowen & 

Howard,1953 

Businesses are obliged to make and pursue those policies decisions which are desirable to social values of the community. (Cited in 

Carrol, 1999) 

Davis,& Kieth, 1960 Execution of the businesses policies shall not be restricted to the firm's corporate interests only rather it should also cater for the socio- 

legal aspects as well.  

Davis, 1973 Firm's response to, issues beyond the narrow economic, Technical, and legal requirements of the firm. 

Zenisek, 1979 The "fit" between society’s expectations of the business and the ethics of business. 

Archie Carroll, 1979 The social responsibility is set of economic, legal, ethical and discretionary expectations of society towards the business organizations 

operating with in its premises  

Bradshaw, 1981 The overriding role of corporate management is to meet people’s needs with professional skills, continue to respond to the market 

place, produce quality goods at the lowest possible cost by efficient and sustainable use of resources.  

Bradshaw & Vogal, 

1981 

The social performance of a large corporation hinges upon three corporate tiers; philanthropy, responsibility and policy. 

Epstein, 1989 The business organizations have societal obligations of earning reasonable profits for their owners. 

Nelson, 1996 Ethics has evolved that the business is obliged to function as per the dictates of the law, provide employment to the society, obey code 

of conduct and pay taxes.  

Kilcullen & Kolstra, 

1999 

The degree of moral obligation that may be ascribed to corporations beyond simple obedience to the laws of the state.  

Hick, 2000 CSR revolves around the relationship between the business and the society.  It indicates the responsibilities and determines the 

business behavior towards its stakeholders. 

Kok et al, 2001 The business is ethically and morally obliged to benefit its society. To achieve this, the business besides capitalizing on its economic 

goals, it shall commit its resources for the well being of the society and its people.  

David Vogel, 2005 CSR is a very important dimension of corporate strategy and not a precondition for business success.  The businesses must find a viable 

course of action between what is socially and ethically rights and what is economically profitable. ((CSR) is business response to the 

growing public concerns which revolves around its socio- moral responsibility towards the well beings of society. 

Lord Holme and 

Richard Watts, 2007 

CSR calls for the ethically right behavior from the business while pursuing its economic goals. The ethical behavior calls for business 

moral responsibility for improvement in workers life quality and well beings of their family and social groups. (Cited in Kazim 

Sherbano,2010) 

Philip Kotler, 2008 Kotler holds the view that a firm, besides satisfying immediate needs and wants of target market, shall also deliver value to the 

customer in a way that maintains or improves consumer’s and the society’s well-being for a long term as well.  

 

CONCEPTUAL FRAMEWORK OF THE CSR 
According to Bradshaw and Vogal (1981) there are three pillars or contributors that add to the social performance of any business concern.  These three pillars 

are; corporate policy, corporate philanthropy, and corporate responsibility. Corporate philanthropy includes donations for some social cause or for the welfare 

of marginalized social groups, having no direct link to its business promotion or economic goals. Corporate philanthropy mostly focuses on delivering monetary 

contributions to support the causes like; education, child care, health, religious or community welfare and development.  The famous management Guru Prof. 

Michael Porter and marker (2002) call it a most cost effective way for a firm to improve its competitive advantage. Corporate responsibility denotes behavioral 

pattern of the corporation while it is pursuing its corporate goal of maximization of profits. Whereas, the Corporate Policy defines firm’s approach towards the 

issues of public concerns –capable of affecting business life and the well being of the society as well.  

There are number of models that provide framework of the CSR however, Carroll’s CSR Pyramid’ has been validated by a number of research studies (Pinkston& 

Carroll, 1996). 

 

FIGURE 3: CARROLL’S CSR PYRAMID 
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PRINCIPLES OF CORPORATE SOCIAL RESPONSIBILITY 
A set of CSR principles which are commonly being followed by the most of business firm in designing, formulating, implementing and evaluating their CSR 

strategies is listed below: 

• Respect for Human Rights: Ensuring that none of the step of business operation starting from its conception to the deliver phase is in contradiction to the 

obligations and principles enshrined in the Universal Declaration of Human Rights-1948. 

• Valuing & Managing Diversity: The organization must respect intrinsic values of each culture and ensure non-discrimination on the basis of gender, faith, 

blood, race, ethnicity, language, culture, political or social affiliations, martial status, and demographic variants. 

• Dialogue: Encourage and ensure dialogue with all stakeholders and keep line of communication open with the community so as to meet local 

conditions and generate positive benefits both for community and the firm.  

• Maintaining high standard of Integrity and fairness  in all type of dealings, and practices 

• Ensuring sustainability of business practices contributing long term socio-economic welfare and development of community and the environment.  

• Social insight and community knowledge: Architecting and managing good CSR practices hinges upon the deep insight of the community, its values, and 

needs and cross cultural understanding of the society. 

• Ability to assess Social Impact:  The firm shall be able to assess long term social consequences due to its old and new business operational activities 

so as to rightly facilitate its decision making process.  

 

RESEARCH METHODOLOGY 
Functional/ operational level management cadre of Multinationals and national pharmaceutical firms located at NWFP was served with questionnaire. The 

questionnaire (attached as annexure-A) was served to the 48 functional managers of the 24 pharmaceutical firms including multinationals and national both. 

Considering the relevance of the questions with the functional area of the firms these two functional mangers were comprised of HR manager and the 

Marketing manager.  The questionnaire was focused on gathering data about the hygienic provisions at work place, firm’s contributions in socio-cultural 

development of the community, ethical dimensions of marketing practices and the environment protection responses of the pharmaceutical industry. It took 

almost one month to distribute the questionnaires and four months to get back the completed questionnaires. 48 questionnaires were distributed and 42 

returned showing a return rate of 87 percent. The responses were tabulate and statistically analyzed using Chi-Square with the help of SPSS.  

 

RESEARCH FINDINGS  
Findings related to the functional dimensions of the CSR practices are derived from the responses obtained from the functional managers (Human Resource 

Manager and Marketing Manager) of the sampled pharmaceuticals firms operating in KPK, Pakistan. The research investigation from functional managers was 

aimed to determine whether the work place and other environment are hygienic and ethical or otherwise?  The functional management approach towards the 

work place and work force, leadership attitude and interactions are in conformity to the ethical or CSR  dimensions or otherwise? 

Workplace Provisions (Hygiene Policies): being provided in the pharmaceuticals firms are satisfactory and need to be improved in their different dimensions as 

follows: 

• In more then 71% firms there exists formal training and performance management system to improve the work related skills of their employees current 

needs and organization’s future requirements. 

• 61.9 % employees believe that their organizations care for their social welfare, health cover and security needs whereas, 31% of these employees termed 

these provisions temporary and occasional instances. 

• 45.2 % managers believe that equality of the work force diversity at work place is being managed successfully against any kind of discrimination or 

inequality. However, 41 % managers are of the opinion that culture of equality at work place is occasional / not common and there is need for 

improvement in controlling the discriminatory practices which are occurring on the ethnic, racial, disability or minority or gender bases. 

• Work force empowerment with regards to their in put in organization’s decision making process is below then satisfactory. Hardly 28.6% managers claimed 

that work force is duly empowered to participate in decision making process. Whereas, over 54% managers regards this type of empowerment an 

occasional feature based on whimsical behavior.  Remaining 17 % have almost negative perception or no perception at all.  

• Only 43% believe that their firms do respect for human rights and labor standards at work place whereas over 40%  disagree and opine that respect for 

human rights and labour standards is occasional phenomenon that varies with time and space and person to person.  

Company’s Involvement in Community Welfare / Social Development of Local Sector:  Research finds varying responses to different aspects of this dimension. 

However, the overall response could be graded just satisfactory and calling for improvement in different dimensions as follow: 

• Over 88% firms do offer skill development or job opportunities to the local people. 

• Over 95 % companies were found having social initiative contributing in improvement of public health and labeling of food and non-toxic chemicals. 

• Over 59% companies prefer purchase of local raw material and other stores for their production or maintenance operations.  

• The organizational culture lacks participation in local social activities and has poor record of sponsoring holding of social events.  Over 88% confess that 

they participate in community social events occasionally and don not follow it as a permanent feature of their organization’s culture. Only 9% firms claim to 

have culture of participation in local social events and sponsoring them. Therefore, the research finds poor record of the firm in fulfilling this obligation of 

CSR.  

• Another critical area of firm ethical or CSR is with regard to their waste disposal and environment protection practices. Hardly 2.4 % respondents take 

credit of taking local community in to confidence in waste disposal, and other environmental policies. Research finds that nearly 42.9 % companies 

occasionally take local community in to confidence and over 55% have negative practice in this regard. 

• Only 4.8 % companies regularly invest in the improvement of social sector development in the area of generating economic activities and 19 $% invests 

occasionally.  Whereas, over 73.8 % don’t have any such investment to improve the social sector or the society from where they earn their business profit.   

• The research finds that the companies have very poor record of integrating local labour markets and inclusion of disadvantaged groups while recruiting 

employees for their operations. Only 11.9 % were found regular in fulfilling this obligation and 21.4 % were found occasional performer. However over 64 

% has totally negative response or compliance to this ethical / CSR obligation.  

Environment Protection and Preservation: Organizations have mixed response towards environment protection and preservation obligations. The overall 

standard is just satisfactory and needs lot of improvement in many areas as follows: 

• 31% follow energy conservation policies and nearly 55% companies have either no such programs / priorities or they don’t know what to do in this regard. 

• Only 40% firms are minimizing their industrial waste through recycling process and most of them are multinationals. Over 55% don’t have any recycling 

system of their chemical/ industrial waste which is harming the society and degrading environment badly. 

• Over 28% firms have some sort of system in place to prevent pollution by controlling discharge of contaminated material, fume/ smoke emission in to air 

etc. Whereas, over 66% firms either don’t have any such system or they don’t have priority or knowledge of their importance for the society and socio-

ecological environment. 

• Similarly 19% firms have adopted green field practices to protect and preserve the natural environment and consider potential environmental impact while 

developing new product. However, over 70% pharmaceuticals firms do not follow any such practice which is very alarming. 
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Market Policies & Practices: The research also found that firms are not consistent in following socially responsible market policies and practices and calls for 

improvement in following areas: 

• Over 53% companies do not provide information and labeling about their products and lack transparency in their post sale obligations - warranties/ 

guarantees. 

• On the other hand, 79 % of these firms claim to be following fair, transparent and honest purchasing policies, and quality practices and procedures while 

dealing in all its supply chain contracts, and advertising. 

Organizational Culture: The research found that core values and organizational culture of most of the companies are dubbed with ethics and CSR policies as 

follows: 

• 85.7 % companies follow well defined socially constructed values and ethical practices. 

• 76 % internal stakeholders and 57 % external stake holders well aware of company’s values 

• 96.7% companies follow a well chalked out plan to train its employees on the company’s values, and conduct ethics.  

• 85.7 % firms claim that their core values related to ethics and CSR are formulated in consultation with stakeholders and approved by the Board. 

• 76 %  firms claim to share health related burden of the marginalized or disadvantaged people out of their profit 

 

ACCRUING BENEFITS 
The research contends that if the practices of CSR are followed in true letter and spirit in any industry than there are likelY chances of following benefits as 

outcomes the business: 

• Human Resouce at Work Place: Motivation, pride and loyality at work place, right man at right place at right time, increase in productivity and decline in 

turnover and absenteeism. 

• Marketing Gains and Control over Operational Cost: CSR organization are benifite with increase in saile because of customers satisfaction, loyality, 

retention and referels, environmental savings. Respect and adherence to laws and regulation would reduce regulatory and legal cost of  inconsistant 

practices, and environmental savings.   

• Availablity of Finance: Socially responsible organization earn good reputation because of their fair, transparent reporting and accounting, gain trust of the 

community and produce productivity out of the good goverance.This results in to availablity of  reliable and loyal investors on one hand and dependable 

creditors and financial institutions on the other hand.  

• Minimizing Risk: A socially responsible business is respected by the all components of a society. Resultantly risk of legal liabilities, media back lash or 

protests and strikes is reduced considerably. Rather because of its better impact on society and the environment its brand loyality is not only prote ced 

rather promoted to manifolds.  

 

SUGGESTIONS FOR  IMPROVEMENT 
Satisfaction of Customers, Clients and Consumers: The famous business pharase that ‘customer is king’ shall be taken as bench mark for business practices. If the 

customer is satified at given point in time than it can increase sale and generate profit but if he is cared on long term bases then his loyality becomes source of 

brand loyality and retetention of market share for long. Therefore, there is need to practice relationship management, ideal humanized behabvior and humane 

treatment, long term interests of customers, respecting their culture, values, norms, belief and dialects.  

Suppliers& Investors: CSR needs to give similiar value to the suppliers and investors as of the customers or clients. Compromising CSR standards at supply or 

investment side of the business is going to damage the quality of the  business and turn the responsible organization in to irresponsible ones. Hence there is 

need for good goverance, transparency, strict monitoring of procurement, production and distribution process, reporting/ disclosing of information and 

managing / valuing diversity in complience to the laid down standards.  

Product & Production Industry: The nature, material, design, quality, price, and feature of the product must be in confirmation to the socially responsibile 

standards/ expectations. The product must also be friendly to the environment including energy, water, air, soil, wild life, and green fieklds. Nature of existing 

products. The product and production account must be controled through clean books, and dislosed as per the law of the land.  Fair and free competitive 

environment are the hallmarks of the corporate social responsibility.  

Community Development: The fair, true and transparent reporting of financial earning and revenew and tax reporting, avoidance of cruption, bribery and corrupt 

pracices,  affirmation to the laws and regulations is not the only social or legal process expected out of businesses. The society also expects that the business 

firm would  contnue social philanthropy, social investing, community development by allocating out of the earned profit from the community for the purpose of 

adding up to its socio-economic life.  

Ethical Marketing Practices: There is no denying the fact that pharmaceutical industry is morally and obligatory responsible to keep health professionals updated 

about the accurate and detailed information of its products so as to enable them for clear and sound prescriptions. This awareness is done through promotional 

activities that is vital health professionals and society to be timely aware of the newly developed medicines. It is expected that pharmaceutical firms shall 

maintain high ethical standards when conducting promotional activities and comply with legal, regulatory and professional framework.  But research revealed 

that the currently most of the employed promotion practices are questionable on moral and ethical grounds.  

The pharmaceutical industry’s unethical marketing practices as concluded by the research expose society to unusual health risks; add up to patient’s 

expenditure, extra visits to doctors, and prolonged poor health. Should these practices of unhealthy or unethical influences of the industry are allowed to 

continue unchecked the patients would end up suffering from unreliable medical care and treatments resulting in to unhealthy society. Therefore, there is a dire 

need to check these unethical and immoral practices and initiate corrective measures without further delay of time.  The International Federation of 

Pharmaceutical Manufacturers & Associations (IFPMA) Code of Pharmaceutical Marketing Practices can be right help in this regards. However, few of the 

suggestions in this regards are: 

• Medicines promotion plans and practices shall be inconsonence with etical and CSR norms –taking care of stakeholders benefits -especially  the patients.  

• The practices of physicians target marketing or doctors / students recruitment to influence doctors prescriptions, shall be shun with forthwith in true letter 

and spirit. The practice of donations, gifts and other finnancial/ non financial incentives to doctors on prescriptions etc shall be ceazed with.  

• Furthermore, direct-to-consumer advertising, data manipulation or biased research trials etc shall also be declared banned with immediate effect. 

• Personal incentives to prescribe are prohibited.  

• Medial representatives and other sale agents of the firms shall be given appropriate training and product knowledge/ information and asked to strictly 

adhere to code of conduct designed in this regard. 

 

CONCLUSION 
CSR is set of ethical, legal and socio-economic expectations of society towards the business organizations operating within its premises. It is an on going process 

that deals with firm’s obligations to protect, preserve, promote and improve welfare of the organization stakeholders alike and not only its share holders. It 

encompasses business and social actions, and ensures procedural and distributive justice in delivering sustainable benefits to its stakeholders. CSR also serves as 

a tool to achieve competitive edge and maintain sustainability of competitive advantage in the rapidly changing business environment.  

The research article concludes that despite remarkable contributions of pharmaceutical industry towards human welfare via treatment of heart diseases, cancer, 

AIDS, there still exist tension between the industry and the public. The state of CSR in pharmaceuticals industry in Pakistan is still in its infancy and the industry is 

quite short of meeting its social obligations. The predominant reason for such under performance lack of  awareness and will amongst the local businesses. 
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ANNEXURE 

 

ANNEXURE A: CORPORATE SOCIAL RESPONSIBILITY (INTERNAL CONTROL QUESTIONNAIRE) 

 

RESPONDENTS: HR & Marketing mangers/ team Leaders 

1. Workplace Provisions (Hygiene Policies): 

1.1 Do you peruse employees under your command to improve their work related skills, plan and develop their future career through long-term careers through 

performance management system and training courses?   

 

 

1.2 Does your organizational work place environment provide sufficient welfare, health cover, and physical security measures for the employee.  

 

 

1.3 Do you manage equality at the work place against all manifestations of discrimination with reference to work force diversity (gender inequality, ethnic or 

racial diversity, minorities or disabled people marginalized at work place).  

 

 

1.4 Do you allow under command employees to help participate in decision making process by welcoming their input on important issue having direct effect to 

their work out put.  

 

 

1.5 Does your company’s work place offer greater respect for human rights, core labour standards: 

 

 

2. Company’s involvement in community welfare / social development of local sector:  

2.1 Does your company offer skill development or job opportunities to the local people? 

 

 

2.2 Does your company purchase raw material and other stores locally? 

 

 

2.3 Does your organization encourage participation in local social activities or sponsor holding of social events? 

 

 

2.4 Does your company take local community in to confidence and with regards to waste disposal, and other environmental policies? 

 

 

2.5 Does your company invest in the improvement of social sector development in the area or generating economic activities? 

 

 

2.6 Does your company ensure integrated local labour markets and higher levels of social inclusion of disadvantaged groups while recruiting employees? 

 

 

2.7 Does your company contribute in improving public health through its voluntary social initiatives and by enterprises in labeling of food and non-toxic 

chemicals? 

 

 

3. Environment Protection Responses: Did you attempt to prevent/ reduce environmental degradation by controlling organizational impact on: 

3.1 Energy conservation: 

 

 

 

3.2 Minimizing waste through recycling: 

 

 

3.3 Preventing pollution by controlling effluent discharge of contaminated material, fume/ smoke emission in to air etc. 

 

 

3.4 Protection of natural environment by adopting green field practices and considering potential environmental impact while developing new product: 

 

 

3.5 Does your organization communicate clearly and accurately environmental information on its products to its all stake holders including; suppliers, partners, 

producers, customers, suppliers, medical practitioners etc? 

 

 

4. Socially Responsible Market Policies and Practices: 

4.1 Does your company provide information and labeling about your products including its post sale obligations in the shape of warranties/ guarantees?   

 

 

4.2 Does your company follow fair, transparent and honest purchasing policies, and adopt quality practices and procedures while dealing in all its supply chain 

contracts, and advertising? 

 

 

 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally No Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 
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4.3 Does your organization ensure timely clearance of supplier’s bills? 

 

 

4.4 Does your organization place an effective and timely feed back system from suppliers, clients, distributors/ retailers and customers?  

 

 

4.54 Does your organization follow a reliable system of recording, resolving and satisfying complaints from suppliers, distributors, users or customers etc.? 

 

 

5. Company’s Ethics Policies/ Core Values & Organizational Culture: 

5.1 Does your company follow well defined socially constructed values and ethical practices? 

 

 

5.2 Are all external stake holders well aware of company’s values to them? 

 

 

5.3 Are your all internal stake holders are well aware of company’s values to them? 

 

 

5.4 Does company follow a well chalked out plan to train its employees on the company’s values, ethics of conduct? 

 

 

5.5 Are the core values related to corporate social responsibility formulated in consultation with stakeholders and approved by the Board?  

 

 

5.6 Does company share’s health related burden of the marginalized or disadvantaged people out of its profit.   
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YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 

YES Occasionally  No  Don’t Know Not Applicable 
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