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Most Pakistani urbanites assess their financial situation to be
similar to last year’s: Gallup Pakistan Survey

Dated: April 27, 2007

According to a recent survey conducted by Gallup Pakistan, a majority (43%) of Pakistan’s
urban population believes that their household’s current financial status is the same as

compared to the previous year.

Only 10% of the respondents said the financial situation of their household is ‘much better’
and one-third (32%) confirmed that it is ‘somewhat better’ than the previous year. On the
other hand, 12% of the urban respondents believe their financial status is ‘slightly worse’,

whilst a minor 3% said it is ‘much worse’ as opposed to the previous year.

When asked about their expectations after one year, most respondents appeared more
hopeful; 16% look forward to being ‘much better’ financially after one year and 31% hope
things will be ‘somewhat better’. Another 36% think that their financial status will remain
static after a year and 10% maintain that it will be ‘slightly worse’, while 3% say it will be

‘much worse’. A further 4% do not know.

Respondents were also asked whether or not they find their current income to be sufficient
for their household expenditures. While half the respondents (50%) say their current
income easily covers their expenditures, 22% maintain that after covering their expenses,
it also allows them to do some savings. According to the remaining 28%, their income is

not even enough to cover their expenses.

This survey by Gallup Pakistan, an affiliate of Gallup International, was conducted on a
sample of 1150 respondents in urban areas of all four provinces of Pakistan. This sample
was statistically selected across all ages, income groups and educational levels. The error

margin for a sample of this kind is estimated to be + 5% at a 95% confidence level.
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