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AN ABSTRACT OF THE PROJECT OF 

 

Neamat Mohammad Sidani    for   Master of Business Administration 
 Major: Business Administration 
 
 
 
Title: How value systems interconnect to shape Managers’ Corporate Social 

Responsibility Practices in a Developing Country Context – Lebanon. 
 
 
 
 
This paper consists of two sections. The first section is comprised of a 

comprehensive literature review pertaining to what has been historically said and done 
regarding corporate social responsibility. The review embarks on defining corporate 
social responsibility and stating its types. Then, various issues under the CSR umbrella 
are fleshed out featuring the several view points of CSR experts and scholars. Further, 
the importance of individual traits, motives and ethics in promoting corporate social 
responsibility, are tackled; in addition to the corporate culture and societal values in the 
same regard. It also highlights some similarities and differences in the personal value 
system across individual managers and entrepreneurs such as managers being driven by 
sense of duty versus self-interest in light of a given corporate culture. 

 
This literature will be taken one step further to compare and measure the 

attributes and values of senior managers and entrepreneurs which catalyze their 
corporate social responsibility practices across different organizational cultures, within 
the Lebanese community context. The application component will study demographic, 
economic, cultural, and behavioral variables across businesses in Lebanon, which would 
help in distinguishing between the types of managers who endorse or reject CSR, given 
their fundamental attributes. Moreover, the interconnection of the three value systems 
(personal, corporate, social) and their impact on managerial attitude towards CSR is 
studied in depth. Conclusions and recommendations are outlined in light of the findings. 

 
Primary and secondary data are utilized to prepare the application part and the 

literature review respectively. Primary data mainly consists of Semi-structured 
interviews with senior managers and entrepreneurs in various business sectors in 
Lebanon. These interviews tackle their awareness of the subject and their specific CSR 
practices; incorporating specific questions which reveals their personal attributes, 
values, and attitudes towards the concept under study. As for secondary data, it 
basically includes literature gathered from books, e-journals, and articles in business 
magazines such as Harvard Business review.   
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CHAPTER I 

INTRODUCTION 

 

Business virtue has always been alarming to corporate top management in 

terms of setting strategies which aim at moving organizations beyond their conventional 

scope of business towards a more socially responsible work place. A lot of research was 

performed on the concept of corporate social responsibility, in the 20th century, 

identifying and evaluating CSR as a means to direct corporate behavior towards 

benefiting the society in which it operates. Today, this phenomenon of corporate social 

responsibility is quite established in various types of organizations across the globe 

whereby businesses are becoming more aware and determined to focus on the mutual 

benefit i.e. shareholders as well as other stakeholders, rather than just mere economic 

benefit. In fact, many practitioners are still engaged in debates over the huge 

responsibility of corporations towards community development and social investing. In 

addition, previous quantitative analysis was carried out concerning the locus of this 

responsibility, being at the individual level versus the corporate level, as well as the 

values driving corporate social responsibility.  
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CHAPTER II 

LITERATURE REVIEW 

 

Primarily, this literature review aims to put together various viewpoints 

revolving around the relationship between personal values and the decision making 

process of individual managers. It also draws the attention to the concept of corporate 

values being manifested in the corporate mission and vision in addition to the impact of 

societal values on the other two value systems mentioned herewith. Essentially, this 

review would enable us to initiate further qualitative research in the quest to analyze 

different value systems across distinct categories of managers and to measure the extent 

these individual values shape CSR orientations and further diffuse into corporate 

policies. The literature embarks on a brief history followed by few definitions of 

corporate social responsibility.  

 

A. History of Corporate Social Responsibility 

Historically, maximizing profits, through distinctive competencies and skills, 

was the ultimate goal of any corporation. Milton Freidman (1970), a noble prize winner, 

is one of the famous supporters of this orthodox paradigm. He indicated in his article 

published in NY Times Magazine that the only purpose for CSR is to engage its 

resources in activities planned exclusively to augment profits while behaving ethically 

only in this regard i.e. making profits without any deception or fraud. He also advised 

managers “to avoid interjecting personal values into matters such as environmental 

concerns or community interests if shareholder wealth is threatened” (Lantos 2001). 

Similarly, Mudrack (2007) noted that a “fundamentalist” (Klonoski 1991; Sohn 1982), 
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“classical” (Bowie 1991), or traditionalist perception of any firm (Buchholz 1991) 

maintains that management is responsible almost solely to shareholders and should 

strive to amplify returns “while operating within the rules of the game” (Mudrack 

2007). Incidentally, ethical issues in business started to hit the record back in the 1960s. 

Oppressive labor practices, unsafe products, threatened natural environment, 

international bribery and more poverty were all due to the fact that businesses were 

obsessed with accumulating profits at the expense of ethical corporate behavior (Lantos 

2001). As a result, consumer outcries came out to oppose such immoral business 

practices triggering the need to change this  narrow minded concept of pursing profit 

without taking into account the society’s and the environment's well being. 

Accordingly, since the 1970s, businesses started to pay more attention to their moral 

behavior as the communities' concern towards this issue rocketed and productivity 

results alone did not justify any unethical practices. In the 1990s, the matter of CSR 

became more pervasive especially that many governments across the globe were 

blamed, by their societies, for failing to solve many social conflicts and for their 

minimal interference in this aspect (Smith 2001). Moreover, firms are becoming more 

open towards the environment within which they operate, and the awareness rate for 

CSR has been rapidly increasing in the last few years for several reasons starting with 

the September 11 events in the United States which were known to have been backed by 

certain institutions which in turn unethically financed these acts; the amplified number 

of terrorist attacks across the globe; widespread corporate scandals and the ever-

growing environmental concerns (Fox 2007). Thus, profit is no longer viewed as the 

sole measure for a company’s performance and therefore it is considered inaccurate to 

allocate business resources in a way which serves only profit maximization (Rivoli 

1996). 
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Today, a new paradigm has been brought forward whereby managers believe 

that corporate social responsibility has stretched beyond sustaining impressive financial 

results and being only concerned about the well being of shareholders. In fact, any 

corporation should be held responsible for its actions towards distinct stakeholder 

groups including the future generations. Still, in 2005, around 360 diverse CSR-linked 

shareholder resolutions were reported on problematic matters stretching from labor 

circumstances to global warming (Porter and Kramer 2006).  

 

B. Definition of Corporate Social Responsibility 

There is no one definition for corporate social responsibility as it has always 

been interpreted differently across countries, regions, and societies. Scholars have 

tackled corporate social responsibility from different angles. Some of them argue that 

CSR should be a pure social concern whereby businesses are obliged to take care of 

their environment and the community. Notably, the World Business Council for 

Sustainable Development, which is a global association of companies based in Geneva, 

quite often urges practitioners to work ethically and contribute to economic 

development while ameliorating the quality of life of the workforce and the community 

at large (Holme and Watts 2000). It defines CSR as “contributing to sustainable 

development by working to improve quality of life with employees, their families, the 

local community and stakeholders up and down the supply chain”(Fox 2007). Business 

virtue was also described as “practices that improve the workplace and benefit society 

in ways that go above and beyond what companies are legally required to do” (Vogel 

2005). 

However, others find it a challenge by itself to act submissively and ethically 

toward the interests of all stakeholders at the same time i.e. workers, stockholders, 
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corporate CEOs, as well as the public. For instance, as the boundaries between 

corporations and their external environment erode, world issues such as the destruction 

of the Ozone and global warming resulting from excessive toxic gas emissions become 

more significant and influential on the businesses’ daily work so firms need to solve this 

environmental issue by installing new control equipment that would reduce the impact 

of global warming. As such, corporate executives face a double dilemma represented by 

deciding whether they should sacrifice profits to preserve their environment or simply 

act socially irresponsibly. 

On the other hand, some experts stress that it is quite vital to include social 

responsibility in the core of the corporate mission statement despite the diverse interests 

of the above mentioned social categories or stake-holders (Bradford 2008). 

Recently, common ground is created to find a single definition for CSR 

through the identification of its four components: economic, legal, ethical, and 

philanthropic responsibilities, which any company has to fulfill in order to be viewed as 

a good corporate citizen. These four dimensions were also incorporated in Carroll’s 

famous four – sectioned definition of CSR suggesting that corporations incorporate four 

responsibilities or “four faces” (Carroll 2000) which they must fulfill to be ranked as 

good corporate citizens. Besides the old paradigm  pointing out that a firm cannot 

“pursue sustainable environmental and social initiatives without being sustainable 

economically” (Fox 2007), CSR experts following the new model have agreed that for 

any firm to attain corporate sustainability, it should focus on all of its  performance 

areas simultaneously and not exclude non-economic goals (Shrivastava 1995; Elkigton 

1997; Schaefer 2004). Caroll (1979) and other researchers highly support the new 

paradigm noting that corporations must be judged according to both economic i.e. jobs, 

wages, and services and non-economic parameters such as legal, ethical, and 
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discretionary responsibility (Jamali, Zanhour and Keshishian 2008). Freeman (1984) 

also indicates that in order to operate in a socially responsible manner, firms should take 

into consideration its stakeholders’ social concerns, act morally, and operate in 

accordance with the existing legal environment (Bradford 2008). Moreover, Ness 

(1992) adds to what Freeman has mentioned, that this social responsibility can also be 

integrated into the firm’s decision making and can be viewed from a strategic angle 

whereby “it undertakes an obligation to society, for instance, pay attention to 

environmental issues” along with maintain satisfactory financial results (Bradford 

2008). Further, speaking from a faith based angle,  Krishnakumar and Neck (2002) 

highlight the notion of spirituality at work and the benefits it brings to employees from 

enhancing their creativity to lifting up their spirits i.e. motivating them, as well as 

sustaining integrity and trust within the organization. In addition, they indicate that 

spirituality allows individual employees to have a more responsible and broad 

perspective towards their society incorporating their personal and professional 

background (Krishnakumar and Neck 2002; Cavanagh 1999). Finally, it is worth noting 

that corporate sustainability is now linked to the proper implementation of sound 

corporate governance principles (Mardjono 2005).  Such values incorporate 

accountability, integrity, efficiency, and transparency. 

Vivienne J. Wilds, the author of “How can organizational leaders really lead 

and serve at the same time?” defines CSR as the set of management practices which 

links the management of any firm to the outer community. In other words, CSR is 

involved with the way management practices are employed in contributing to the firm’s 

community, in return to what it consumes. Why managers in particular? It is because 

managers hold leadership positions and have direct influence on their employees’ 

capabilities inside the organization so they can direct these competencies towards the 
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benefit of the whole society (Baker 2007). The influence of leaders and their behavior 

within their organization definitely shapes its degree of social responsibility since the 

commitment of management, signaled by its executives i.e. “CEO, CFO, COO, CIO, 

etc.” counting as well the chief marketing officers, presidents and vice presidents, is key 

to corporate social responsibility (Lantos 2001). Still, the legitimacy of CSR is most 

often uncertain because many practitioners cannot distinguish between the ethical and 

philanthropic or altruistic facets as well as the objectivity in CSR (the strategic type) 

(Lantos 2001). 

 

C. Types of Corporate Social Responsibility (Ethical, Altruistic and Strategic) 

For any corporation, ethical CSR manifested in avoiding societal tribulations is 

quite mandatory. On the other hand, altruistic CSR which is apparent in doing “good” 

for stockholders at any possible or even definite expense is not legitimate and 

companies should limit their altruistic activities under strategic CSR which is evident in 

doing “good" for the society but is also beneficial for the business itself (Lantos 2001). 

This implies that there are three mutually exclusive types of corporate social 

responsibilities based on their nature i.e. “required or optional”; and their purpose i.e. 

“solely for stakeholders’ good or the firm’s good”, or both. 

Ethical corporate social responsibility is considered the basic type of CSR 

whereby any company is expected to behave morally towards its stakeholders “moving 

beyond the fulfillment of its economic and legal duties, more towards steering clear of 

any harms, and entailing corrective actions against social injuries” (Simon et al. 1983). 

• Ethics and CSR 

Many social responsibility scholars note that CSR initiatives emerged during 

the same period when Business Ethics programs began to be imposed by corporations 
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upon the “the globalization of business practice, the need to define the company’s rules 

of engagement with developing countries, and a growing emphasis in both the 

developed and less developed world on the need for sustainable micro and macro 

economic growth” (Berenbein 2006). According to Berenbein (2006), a company 

should have some sort of precaution, represented in sound corporate policies, against 

the existence of “ethics lapses” such as conflicts of interest, improper disclosure of 

pertinent information, bluffing, and buying off officials (Carr 1996). Cressey (1986), 

however, notes that some codes of conduct adopted by companies do not insure that top 

executives are fully aware of the recent lobbying aimed at lifting ethical considerations 

in management’s decision-making. That’s why leaders of corporations must behave as 

“moral actors” (Wood 1991; Hemingway 2005) and continuously update its code of 

conduct by identifying and asserting the values and visions which shape all ethical CSR 

activities directed towards all stakeholders. Furthermore, concrete demonstration of 

their devotion in implementing and sustaining a successful CSR plan must be presented. 

It is worth noting that Caroll (1987) has developed a framework to distinguish between 

moral, amoral (morally mute), and immoral managers. In this framework, Caroll (1987) 

suggested that a “moral conscience” or a “sense of moral obligation” must be 

established amongst executives in any corporation (Carroll 1987; Hemingway 2005). 

Ethics programs aim at diminishing the risk of mis-conduct by 

institutionalizing whistle-blowing schemes which allows and encourages employees, 

through “help lines”, to report any sort of harmful conduct. Building on such Ethic 

programs, CSR initiatives emphasize positive attributes aiming at generating new 

orientations towards a strong corporate value system (Berenbein 2006). Corporations 

must encourage their employees as well as other social groups to think of new ideas for 

corporate social responsibility which are in conformity with the core and shared values 
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of the firm. Moreover, executives must seriously listen and appreciate everybody’s 

thoughts and expectations in relation to how these moral values could be further 

ameliorated (Lantos 2001). Showing ultimate respect for people, maintaining 

transparency with the public, focusing on customer needs, and continuous improvement 

on all levels along with other ethical and social responsibilities should be taken 

sincerely, and not viewed as simple public relations substance (Lantos 2001).  

Humanitarian CSR moves the firm beyond the limit of ethical CSR in terms of 

avoiding any harm or social injury to taking corrective measures and being highly 

responsible for public welfare deficiencies it did not cause. This is called the pursuit of 

“affirmative duties” (Simon et al. 1983). Some researchers argue that CSR is most 

prominent when it fulfills altruistic responsibilities i.e. having a humanitarian and 

philanthropic nature. 

• Corporate Philanthropy and CSR 

Corporate Philanthropy is when a company leverages all its capabilities 

whether technological or human capital to serve charitable causes. This philanthropy 

usually leaves a long term impact on building external relations. In this case, CSR 

features humanitarian activities (doing the ultimate good for the society).  

To elaborate more, such activities can vary from simple cash donations to more 

complex decisions. Some of these activities are related to environmental preservation 

and social reporting whereby a company works proactively so that in the long run it 

would enjoy better relationships with its close environment (Hui 2008).   

However, it is worth noting that corporate responsibilities encompassing true 

philanthropy may be used as a marketing tool to enhance the corporate image and thus 

help in achieving the company’s financial obligations which go under strategic CSR 

(Lantos 2001). Some practitioners, on the other hand, consider philanthropy in CSR as 
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moving beyond the normal and proper scope of activities. This is because, in their 

opinion, corporate executives are not competent enough to practice altruistic CSR. They 

are usually looked at as “inept custodians” (Shaw and Barry 1992) who lack the ethical 

and social expertise and sometimes the power to decide on executing non-economic 

activities in favor of the society’s well being (Freeman 2001).  That’s why altruistic 

CSR is relatively rare among other types of CSR (Smith and Quelch 1993).  

The third type of business social responsibility is the Strategic CSR which has 

emerged in the mid-1980s (Jones 1997; Caroll 2001). This is the most admired type 

among practitioners because it supports the concept of a “win-win situation” in which 

both the company and its stakeholders (at least one stakeholder group) benefit. 

Moreover, it is expected to grow more popular in the years ahead. The idea is that while 

being socially responsible and ethical often entails short term sacrifice and sometimes 

even torture, it ultimately results in a long term gain. Strategic CSR is the fulfillment of 

a firm’s “social welfare responsibilities” without sacrificing its profits (Lantos 2001). 

Strategic CSR or “strategic philanthropy” (Caroll 2001) is usually pursued by 

companies in order to attain strategic business goals and make their constituencies react 

in the firm’s best financial interest. Quester and Thompson (2001) describe strategic 

CSR as “philanthropy aligned with profit motives” whereby investing in social goals 

would give a higher return in the long term because market forces are most likely to 

present financial incentives for any professed socially responsible act or behavior 

(Lantos 2001). Spending on strategic CSR activities should be seen as investments in a 

“Goodwill bank” (Vaughn 1999) yielding substantial financial returns in the long run 

(Mc Williams and Seigel 2001). Therefore, stakeholders, other than shareholders, play a 

very essential role in amplifying the shareholders wealth and are perceived by some “as 

means to the ends” for this objective (Goodpaster 1996).  
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• Types of Strategic CSR  

Novak (1996) has identified seven essential social responsibilities which a 

business is held accountable for. He notes that all of these are moral responsibilities 

except for one which seems in his opinion to be “optional altruism” i.e. the obligation to 

respect the law “that nonetheless can potentially profit the firm.”  

The following first three responsibilities are directly reflected in the firm 

corporate reputation and image: 

- Communicating frequently and in full transparency with all sorts of 

stakeholders i.e. potential investors, shareholders, clients, employees, and other 

citizens in order to gain their corroboration. 

- Establishing a respectful community within the firm that would 

cultivate the sense of dignity, team work, motivation, and satisfaction among 

the staff so as to maintain better productivity.  

- Preserving the “moral ecology” by being responsible for the media 

they choose to advertise through i.e.  Avoiding shows associated with sex, 

violence and the scorning of religion or any kind of business (Novak 1996). 

Novak (1996) also came up with three indirect responsibilities that are not 

directly manifested in the firm’s welfare but are also advantageous to the company and 

do not need high cost efforts. For instance, since the survival of any business relies on 

the endurance of free institutions (Lantos 2001) some firms consider it a social duty to 

protect liberty’s political roots so they start encouraging their employees, retirees, and 

shareholders to be involved in politics. The second implicitly beneficial social 

responsibility is to endorse social justice; hence it also encourages its members to be 

active in civil society. Last but not least, there is the duty to make the surrounding 

society a better place by engaging in welfare activities such as being part of not-for-
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profit organizations and charities, taking care of the natural environment, meeting the 

needs of the elderly and marginalized groups such as homeless and the poor. Novak 

indicates that this duty should be addressed to large institutions who are leaders in their 

industry whereby they can be a role model for other institutions to follow in this regard. 

Tackling CSR from the old paradigm perspective, Novak (1996) indicated that 

it should be the role of individuals to provide for all sorts of individual and community 

needs and not the firm itself. He explains that businesses which go beyond profit 

maximization will not be acting in the shareholders’ best interests and this is, from this 

angle, considered as an improper corporate function. He justifies his argument by 

stating that the corporation “is not a welfare agency, but is rather an economic 

association with specific and limited responsibilities” (Novak 1996).  

 

D. Structure of Corporate Social Responsibility 

In an attempt to detect the source of CSR traits, we dig deeper into the top of 

the line frameworks presenting the structure of CSR. To begin with, in his four part 

definition framework (Figure 1), Caroll (1979) places individual characteristics under 

the discretionary responsibility whereby managers have the widest scope of 

discretionary judgment and choice, in terms of deciding on specific activities or 

philanthropic contributions that are aimed at giving back to society. In 1991, Caroll re-

examined his definition of CSR and restructured the concept of multiple corporate 

social responsibilities into a pyramid framework considering the economic 

responsibility the base of his model and discretionary as its peak (Jamali et al. 2006, 

2008). 
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Fig. 1. The Pyramid structure of Corporate Social Responsibility  
Adapted from Carroll, 1991. 

 

 

In Wood’s (1991) framework “Corporate Social Performance Model” (Figure 

2), individual qualifications of a CSR practitioner lie under what she calls Principles 

aspect; implying that principles motivate responsible behavior among us “individuals”.  

Furthermore, she indicates that for a company to have a thorough CSR approach, it 

should take into consideration all three aspects of CSP (principles, processes, and 

outcomes).  However, in this study, we are more concerned about the Principles aspect 

which is divided further into three levels whereby, according to Wood, the institutional 

level is attributed to legitimacy, the organizational level means public responsibility, 

and Individual level lies in managerial discretion which intersects with Caroll’s 

framework that individual traits are positioned under discretionary tasks. Hence, we 

notice that the two models of Caroll (1979) and Wood (1991) can be considered as 

complementary models. In fact, Wood’s (1991) model can be regarded as a further 

elaboration of Caroll’s pyramid since it clarifies the principles of responsibility under 

the four levels of the pyramid (economic, legal ethical or discretionary) (Jamali and 

Mirshak 2007).  
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Fig. 2. Corporate Social Performance Model  
Adapted from Wood, 1991 

 

 

Moreover, some scholars remark that managerial discretion often allows 

managers to plan and implement their personal preferences in the choice of CSR agenda 

and involvement. According to Wood (1991), some managers who pursue philanthropic 

CSR often aim to maximize their personal discretions without caring much about the 

authority within their institution. She further differentiated between two sorts of 

motivations for a company’s social responsibility, one which stems from the 

institutional level (the principle of legitimacy) and the other one stems from managerial 

discretion i.e. drafted by the personal responsibility choices and inclinations of 

individual managers (Jamali and Mirshak 2006; Jamali 2008). As for the total 

responsibility management (TRM) framework proposed by Waddock et al. (2002), it 

includes the following three major components: inspiration, integration, and innovation/ 

improvement (Figure 3). Upon Further exploration of these components, we notice that 

inspiration is the one incorporating individual attributes such as the tendency to set clear 

and strategic visions, be highly committed to management, and posses leadership traits 

(Jamali et al. 2008) This means that an individual CSR practitioner should have 

strategic leadership traits which come in line with managerial discretion.  Finally, 

Swanson reoriented Wood’s CSP model to focus more on the core values of CSR in 
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search for a more dynamic model accommodating joint influences and effects of diverse 

clusters of values (Geva 2008). 

 

 

 

 

 

 

 

 

 

 

 

Fig. 3. Total responsibility management 
Adapted from Waddock et al. (2002). 

 

 

Upon analyzing these frameworks, one can conclude that managerial discretion 

is mainly defined as the scope within which an individual executive can make ethical 

decisions (Hemingway 2005) and as Finkelstein and Hambrick (1996) articulate: “It is 

in discretionary activities, where a manager has latitude of action, that the individual 

characteristics of that manager exert their strongest influence” (Finkelstein and 

Hambrick 1996; Buchholtz, Amason and Rutherford 1999). For instance, studies have 

shown that the higher the level of stockownership from within the company, the higher 

the intensity of managerial control (Haley 1991; Buchholtz, Amason and Rutherford 

1999) and the higher the association of this discretion to corporate philanthropic 

decisions (Atkinson and Galaskiewicz 1988; Wang and Coffey 1992; Buchholtz, 

Amason and Rutherford 1999). Yet, not all executives across organizations are 
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considered to have the same level or amount of discretion. Further to this notion, 

looking at the individual characteristics of a CEO alone does not determine the accurate 

level of discretion he/she has since both the internal (corporate values) and external 

environment (societal values) of the organization play a major role in shaping his/her 

managerial discretion especially in relation to practicing social responsibility (Hambrick 

and Finkelstein 1987; Buchholtz, Amason and Rutherford 1999). Thus it is quite 

significant to identify what potentially influence the level of managerial discretion 

within a firm which in turn would shape the nature of its social responsibility. 

 

E. Drivers of Corporate Social Responsibility 

Analysts have identified several interrelated drivers for corporate social 

responsibility such as values, culture, intents, results, and stakeholders.  When 

analyzing each of these drivers, it is found out that values are the main determinants of 

“organizational morality and performance characteristics” (Hui 2008). In this paper, we 

will mainly focus on the cross fertilization of values and culture in driving CSR. 

Corporate Social Responsibility which is driven by values usually commands the firms 

to entrench their alleged morals before, during, and after making their strategic 

decisions. In fact, the reason behind the recent collapses of top of the line corporations 

in the world is actually embedded in their value systems. As Hui (2008) mentions, 

“corporate moral hazard and greed occur when the corporate value systems consider 

loosely their responsibility toward others.” 

To begin with, a value is “a standard that guides and determines action, 

attitudes toward objects and situations, ideology, presentations of self to others, 

evaluations, judgments, justifications, comparisons of self with others, and attempts to 

influence others” (Hemingway 2005). 
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• Personal values driving CSR 

The way executives perceive corporate social responsibility certainly depends 

on the way they were brought up, their experience, and education.  Many quantitative 

studies uncover how moral values acquired by individuals throughout their life are 

structured; identifying core values acting as catalysts for CSR practices (Hemingway 

2005). For instance, Meglino and Ravlin (1998) underlined that there are two views to 

understand how values are ranked. They could be hierarchically structured whereby one 

value is swapped against the other (Rokeach 1973, 1979; Schwarz and Bilsky 1987) 

depending on its significance and the situation within which an individual is practicing 

CSR. Otherwise, they might exist separately with uniform intensities (England 1967; 

Lusk and Oliver 1974). England (1978), for instance, indicated that some personal 

values might overshadow other ones (Guth and Tagiuri 1965; Hemingway 2005) hence 

supporting the hierarchical structure standpoint (Mele 1995; Hemingway 2005).  

Other scholars ranked values as either ‘‘intrinsic’’ values (Rescher 1969; 

Hemingway 2005) i.e. “terminal values” (Rokeach 1968; Hemingway 2005) such as 

health, or “desired” values (Rokeach 1968; Hemingway 2005) which are also called 

“instrumental values”. These instrumental values are embedded in an individual’s 

practices seeking to attain long term objectives like having a reasonable character, or 

acting responsible.  Moreover, an interesting observation in favor of “instrumental” 

values points out that while people have around eighteen fundamental “terminal” 

values, their instrumental or desired values are way over that figure (Rokeach 1973; 

Hemingway 2005).  As such, one can assume that the individual values catalyzing CSR 

practices are more likely to be situated within this genre of values.  

According to Meglino and Ravlin (1998), values are simply a “code of 

conduct” developed as a result of certain reward, punishment, or deprivation an 
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individual faces throughout his life which is subject to change based on new 

experiences and circumstances (Jacob et al. 1962; Rokeach 1973). It is worth noting 

that such code of conduct would change with cultural differences which are mainly 

attributed to differences in regional, religious and ethnic cultures as well as gender, 

generation, and social classes of individuals (Hofstede 1991).  

Further, personal values form the basis of decision making together with 

determining managerial attitudes and their consequent behavior (Agle and Caldwell 

1999; Allport et al. 1960; England 1967; Fritzsche 1995; Lusk and Oliver 1974; 

Meglino and Ravlin 1998; Oliver 1999; Rokeach 1968, 1973; Wright 1971). Williams 

(1979) argued that such values operate as “a decision-making shortcut”, whereby 

managers cut out any information which conflicts with their ideal values, when making 

a decision (Fisher and Lovell 2003). In fact, many scholars concur that personal values 

are very influential at top management level mainly when it comes to deciding on their 

corporate strategy (Corman et al. 1988; Guth and Tagiuri 1965; Olson and Currie 1992). 

Moreover, Fritzche (1995) argued that many business ethics experts agree that personal 

values have a great influence on ethical decision making; however, these experts are not 

fully aware of the vital impact these values have on managerial discretion and CSR 

practices. Significantly, when it comes to practicing corporate social responsibility, 

values determine what track and degree managers will assume in this regard. Would 

they have a narrow perspective of CSR reflecting their self focused background or 

would they take a collectivist approach and act to the benefit of all stakeholders? As a 

matter of fact, the bulk of research identifies six major aspects of managers’ values, 

being “collectivism, duty, rationality, novelty, materialism, and power”, integrated in 

several CSR frameworks (Buchholtz, Amason and Rutherford 1999). 

Mudrack (2007) reports that managers who score high on the traditional 
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paradigm also score very high on Machiavellianism which is “ a personality trait that 

reflects the importance of self-interest and a willingness to exploit others to get what 

one wants” (Mudrack 2007). To elaborate more, managers possessing a Machiavellian 

character are usually cynical or hypocritical and are considered to have a narrow 

conception of managerial responsibilities (Bakir et al. 2003; Christie and Geis 1970; 

Gutman 1992; Mudrack 2007). This means that while claiming to be highly concerned 

about social issues, Machiavellian managers tend to hide the true picture of their self-

interest and work in disguise to enhance their personal well-being (Freidman 1970; 

Mudrack 2007). Moreover, social traditionalists believe that it is acceptable to breach 

universally accepted ethical standards if those standards conflict with their 

organization’s well-being. On a measure of “equity sensitivity”, this type of managers is 

often viewed as “entitled” rather than “benevolent” whereby “entitleds” believe that the 

concept of fairness means to receive more than to give away (Huseman, Hatfield and 

Miles 1987; Mason and Mudrack 1997). Additionally, they seldom consider others’ 

needs and opinion when formulating their decisions (King and Hinson 1994; Mudrack 

2007). In contrast, managers who have a benevolent character have minimal self-

interest tendencies and are more willing to give away than to receive. Friedman (1970) 

articulates that this attribute of dismissing the opinion of the external environment 

comes in harmony with what he calls the “single concern of maximizing shareholder 

wealth in business decisions.”  It is worth noting that possible confusion might emerge 

upon distinguishing between values spoken by managers and those directly affecting 

their behavior, i.e. ‘‘espoused or adopted’’ versus ‘‘in-use or in operation’’ values 

(Argyris and Schon 1978); especially that most managers are unlikely to clearly 

articulate their values to their environment (Sull and Houldner 2005).  In the same line 

of thought, England (1978) clarified that conceived values “may be translated from the 
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intentional state into behavior”. This means that they can be further developed as either 

operative values which can be converted into actual behavior; intended values (with a 

moderate probability of being transformed); or simply adopted ones.   

According to Rokeach (1973), the ethical nature of values allows executives to 

seek the best interest of society. Similarly, Schwarz and Bilsky (1987) deduced that 

‘‘values are cognitive representations of three types of universal human requirements: 

biologically based needs of the organism, social interactional requirements for 

interpersonal coordination, and social institutional demands for group welfare and 

survival...” (Schwartz and Bilsky 1987)  Hence, values have a dual function by directing 

individual’s behavior to boost the sense of self as well as society’s welfare. This paves 

the way to mention that through their distinct personal values, managers may be 

classified as individualists, collectivists (England 1973; Hemingway 2005), or both. 

Hemingway (2005) interestingly coveys that values operate at different levels within the 

individual at the personal level itself,  whereby the collectivistic and individualistic 

categories of values are identified as well as any potential cross-over among the two 

groups of values. England (1973) further categorized values as ‘‘hard’’ or “soft”. 

Examples of “hard” values can be aggressiveness, accomplishment, and competition 

while ‘‘soft’’ values can be for instance sympathy, patience and open-mindedness.  

Values were also described as having a ‘‘personal focus’’ or a ‘‘social focus’’ i.e. ‘self-

centered’’ vs ‘‘society-centered’’ (Rokeach 1973). In the same spirit, Meglino and 

Ravlin (1998) considered those who are highly concerned about others in their societies 

as having a collectivistic orientation.  For instance, aspiration and pleasure are viewed 

as serving the self interest whereas responsibility and cooperation take a more 

collectivistic approach (Schwartz and Bilsky 1987). Notably, some values might turn to 

serve both the self and the society such as shrewdness (Schwartz and Bilsky 1987).  
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Indeed, it is quite essential to recognize the value system of managers because 

these values control their interest, approach, and assessment of any social concern. As 

Leisinger (2007) articulates, the individual’s value system “determines what is 

important to us, and what we see as desirable or undesirable, good or bad.” He further 

explains that there is a very high correlation between how decision makers perceive 

social issues and their behavior towards being socially responsible (Leisinger 2007). 

Other CSR experts believe that “good management practices” are still affected by 

management’s self-interest no matter how enlightened they are. Silverman (1970), for 

example, expresses that there always exists a conflict between individual needs and the 

strategic goals of the organization in which they work. In fact, most managers  usually 

either direct their CSR practices to their own advantages like in an agency theory 

(Friedman 1970; Wright and Ferris 1997), or work to maximize the profits of their firms 

instead (Russo and Fouts 1997) which is usually the case of listed or public companies 

(Waldman, Seigel and Javida 2006). Obviously, it is pretty complicated to detect 

managers who, through achieving their own goals, would be promoting the best interest 

of the organization (Martin 2001; Hemingway 2005). This is due to the fact that the 

“drive to accomplish” generally found in managers/entrepreneurs appears to be linked 

to their need for “personal fulfillment” over and above achieving their professional 

objectives (Chapman 2000; Fagenson 1993 and Olson and Currie 1992). Hence, it is 

only in the case of a socially responsible entrepreneur when self-actualization goes 

beyond materialistic aspirations i.e. maximizing returns (Corman et al. 1988; Guerrier 

and MacMillan 1981; Hemingway 2005). Hemingway (2005) indicates that some 

individuals could make use of their managerial discretion to perform in a socially 

entrepreneurial way. Notably, a corporate socially responsible entrepreneur is an 

individual who possesses entrepreneurial values as being innovative, eager, and 
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extremely socially competent (Baron 2000) and seeks opportunities beyond the 

company’s culture even if it encourages CSR practices (Hemingway 2005). He/She is 

someone always buzzing with new ideas, going beyond the organizational constraint, 

and affecting the external community in a very responsible manner.  As a matter of fact, 

decisions made by CSEs usually produce remarkable social outcomes mainly in the 

areas of health, security, and the well being of their consumers, employees, and the 

society at large (Trevino 1986; Hemingway 2005). 

• Leadership and CSR practices 

Before moving on to the next value system (corporate culture), it is worth 

discussing how leadership as an individual trait paves the way for a more socially 

responsible corporation. Wildes (2008) indicates that CSR is driven by “leadership, 

education, empowerment, rewards, and most probably legal consequences.”  

She argues that the ultimate role of CSR lies in the fact that the firm accepts its 

corporate citizenship while focusing on developing strategic goals; since “even 

citizenship by itself is moving away from the mere philanthropic activities towards 

more leadership” (Muirhead et al. 2002). “Managers can lead and serve by 

incorporating a personal concern, beyond the corporate realm, for the well-being of 

others” (Wilds 2008).  

Further, it is quite interesting to shed light on the “neo-charismatic paradigm” 

which highlights the ability of effective leaders to communicate a well-established 

vision derived from solid ideological values (Waldman, Luque et al.. 2006). Such a 

visionary leader often creates an environment of confidence, motivation, inspiration, 

and strong admiration among his/her followers which facilitates the practice of 

corporate social responsibility (Shamir et al. 1993; Conger and Kanungo 1998). In 

addition to the visionary leader, this paradigm stresses on “integrity” as a significant 
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component of leadership impacting CSR values of senior executives. This leader 

characteristic is evident when managers are open, disclose info properly, “keep their 

word”, and are dedicated to satisfying the followers needs and interests. Consequently, 

the combination of “visionary leadership” and “integrity” would definitely lead to the 

establishment of social responsibility values in followers within any corporation 

directed towards the benefit of its stakeholders (Shamir et al. 1993). For instance, Justin 

King the CEO of Sainsbury’s, indicates that it is through inspiration that he cultivates 

leadership traits and stays committed to the responsibility vision. Moreover, he 

mentions that both CEO and the board are responsible for setting a reasonable code of 

conduct as well as for its implementation, follow-up, and maintenance (Leigh and 

Waddock 2006). 

This notion comes in accordance with Wood’s (1991) point regarding the 

principle of public responsibility which signifies that CSR policies should not be 

established based on the leader’s whims and must only reflect the strategic interests of 

the company which are complementary to the goals and objectives of the whole 

community (McWilliams and Siegel 2001). However, other scholars view that this type 

of leadership is more company specific; hence it would not be sufficient to facilitate the 

wide range of CSR practices. In other words, visionary leadership might appear as more 

specific to an inner circle of stakeholders and does not represent all community/state 

welfare CSR values.   

Speaking of values and leadership, it is essential to note that the personal 

attributes or the qualities of key decision-makers such as CEOs should be taken 

seriously since they have a great influence on the extent to which companies are 

involved in CSR. CEOs, who are well known for their charismatic leadership, often 

formulate their corporate strategy while focusing on incorporating decisions pertaining 
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to the social responsibility of the business and are highly concerned about presenting the 

image of their firms as being highly responsible towards its environment (Waldman, 

Seigel and Javida 2006). Furthermore, the neo-charismatic paradigm mentioned earlier 

illustrates how some senior executives are adept to enunciate visions based on intrinsic 

ideological values, provoke thinking that pioneers innovative resolutions to major 

issues, and accentuate radical changes and outstanding performance outlooks 

(Waldman, Seigel and Javida 2006). These leaders, surely, foster a high degree of 

confidence, trust, and admiration among their fellow employees (Conger and Kanungo 

1998; Pawar and Eastman 1997; Sashkin 1988; Shamir et al. 1993). On the other hand, 

corporate executives might tend to implement certain CSR practices only for moral or 

ethical motives. Bass (1985 1997, 1998) indicates that transactional leaders usually tend 

to have a micro-level behavior whereby they are characterized as self-interested and aim 

at the short term benefit of their company. In contrast, transformational leaders tend to 

sacrifice their self-oriented goals for the long-standing good of “the larger group or 

collective” (Bass 1985, 1997, 1998; Howell and Avolio 1998). In his opinion, a 

successful CSR practitioner must be more of a transformational leader type with a 

macro-level behavior i.e. working for the benefit of the larger community by crossing 

the boundaries of his/her own organization (Bass and Steidlmeier 1999). Notably, 

charisma has been portrayed as the core constituent of transformational leadership 

(Lowe et al. 1996; Waldman et al. 2001). The following subsection elaborates more on 

Charisma since it is considered by many experts as an essential attribute of corporate 

social responsibility change agents. 

• Charisma and CSR 

One of the key attributes characterizing a CSR practitioner or leader is boasting 

a great sense of mission along with an inspirational vision which comes in harmony 
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with the demands and expectations of diverse stakeholders. 

 Various studies revealed that charismatic type leaders are most likely to 

practice CSR since they are the most capable of achieving goals with full determination 

and strongly-held personal values and standards such as “Integrity, justice, and 

maintaining the societal good” (Lynes and Andrachuk 2008). Kanungo and Mendonca 

(2001) also believed that charismatic leadership, unlike transactional leadership, is 

entrenched in strong ethical values. As Menduca (2001) puts it, charismatic leaders 

usually manifest a helping concern for the greater community even if it were at a 

“considerable personal sacrifice or inconvenience” (Mendonca 2001). Moreover, the 

resilience characterizing such type of leaders enables them to oppose risks and work 

proactively in order to conquer any obstacle they might face as they pursue important 

CSR objectives (Mendonca 2001). Having said that, followers of charismatic leaders 

would most probably perceive CSR as a real opportunity for the business; instead of 

being a threat especially to the financial objective of any firm (followers being 

shareholders in this respect)   

Conversely, transactional leaders might be qualified to practice CSR if, for 

instance, they sympathize with the external environment and act accordingly by dealing 

directly with social groups convincing them that their reinforcement is highly 

recommended to be able to properly apply CSR practices and policies within their 

organization. Internally, a transactional leader who rewards his employees pursuing 

CSR would in this case also be qualified to be a CSR leader (Lynes and Andrachuk 

2008).  

• Corporate Culture and Values driving CSR 

Having discussed the structure and nature of personal values driving corporate 

social responsibility, the following segment will tackle another essential and 



26 

interconnected value system which is the corporate values system. At the outset, 

corporate culture is according to Prentice Hall Management book definition, the set of 

shared values and beliefs which are held by the organization’s members and which 

shape their behavior and actions at the work place. Hofstede (1991) indicates that 

organizational culture is usually further divided into sub-cultures having a hierarchical 

form (from top management to shop floor employees), or the form of functional areas. 

Notably, the unity in perception between employees and top management defines the 

strength in the corporate value system of any firm. For instance, strong corporate 

cultures tend to influence their employees’ actions significantly because the essential 

corporate values are deeply embedded and broadly shared across all organizational 

levels. This insures the commitment of the staff towards fulfilling corporate goals as 

designed by top management. In most corporate cultures, top management is 

responsible for designing a statement of values to declare the intentions of their 

organization to meet its economic or financial, social and environmental 

responsibilities. However, many firms still do not have a clear corporate values 

statement. This ambiguity in communicating the key values and objectives of the 

company characterizes weak corporate cultures. Hence, such fragile corporate cultures 

act as a nourishing medium for issues such as business corruption, fraud, and frustration 

among employees. Consequently, the company’s management would face high levels of 

employee turnover, customer dissatisfaction and critiques from pressure groups. Yet, 

whether the company incorporates a weak or a strong culture, this culture definitely has 

a powerful impact on practically everything, “from who gets promoted and what 

decisions are made, to how employees dress and what sports they play” (Deal and 

Kennedy 1988). Hence, corporate values can be considered as the backbone of 

corporate cultures and the essence behind any business success since they create “a 
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sense of common direction” across the organizational levels (Deal and Kenendy 1988).  

Where do these values come from? In general, corporate values evolve from the firm’s 

past experiences in addition to present feasibility studies performed to determine what 

would work given a specific environment and what would not. More importantly, the 

values of individuals within the firm play a massive role in “shaping the standards and 

beliefs of the organization” (Deal and Kennedy 1988).  

Corporate values could be broad in scope like for instance, “progress is our 

most important product”, or could have a narrow path such as “underwriting 

excellence”. Moreover, some corporate values are expressed in a way which captures 

one’s imagination like “the first Irish multinational”,  or they might convey a certain 

message like “team work” etc (Deal and Kennedy 1988). Research reveals that the most 

frequently cited corporate values are teamwork, innovation, and responsibility 

(Dominguez 2009). ECI, a global network provider, specifies under its corporate values 

five basic values shared by its staff. These are “the respect for the individual”, “Team 

Spirit”, “Innovation”, “Integrity”, and “Customer relationship”. Other examples of 

corporate values include accountability and empowerment, communication and conflict 

resolution, flexibility and open-mindedness, as well as personal and professional 

development (Stampahar 2009).  Another real life example of shared values is that 

belonging to Leo Burnett Advertising Agency: “Make great ads” implying their 

commitment to a specific notion of excellence. Also, DuPont’s statement: “Better things 

for better living through chemistry” expresses their conviction that product innovation 

coming out from chemical engineering is the company’s most distinguishing value. 

Further, the website of Cisco Systems Inc. includes the company’s shared values 

(openness, integrity, and generosity) and presents it as “a sound, smart, responsive, and 

responsible business.” 
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Significantly, it is the responsibility of the CEO and senior management to 

determine a “statement of corporate values”, along with drafting the corporate strategy, 

which addresses a clear set of shared values that direct the firm’s internal conduct, and 

more importantly to enforce its constituents (Wilhelm 1992). In fact, shaping and 

enhancing the statement of corporate values should be of great concern to executives 

knowing the impact of such values on the employees’ day to day behavior. As Deal and 

Kennedy (1988) stated in their book (Corporate Cultures: The Rites and Rituals of 

Corporate Life), “…management pays a great deal of attention to shaping and fine-

tuning these values to conform to the economic and business environment of the 

company and to communicate them to the organization.” 

Assimilating corporate values with corporate social responsibility requires 

firms to identify and reveal the benefits they intend to provide i.e. their commitment to a 

healthy and just CSR. Hamel and Prahalad (1989) propose that a well established 

strategic intent, in alignment with the company’s strategic mission, can lead to 

outstanding performance at all levels. In point of fact, the mission and vision statements 

play a vital role in clarifying the company’s values and commitment to social 

responsibility to the inner (employees) and outer public (Lantos 2001).  To elaborate 

more, the chief executive officer must insure that his organization’s desired values must 

go in line with the individual values of his inner stakeholders in order to avoid 

encountering performance issues. Moreover, they must also be in concert with societal 

values. This way, the company’s culture strategy, formed by the constellation of “shared 

belief systems” i.e. the corporate values, will be easily developed and aimed at 

supporting both the strategies of the business itself and personal development. In this 

regard, the impact of corporate culture on managers’ attitudes must not be under-

estimated because it influences the way he/she will lead the job he/she is assigned to in 
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any business area. For instance, if we take the tasks related to planning and organizing, 

corporate values do play a role in determining the riskiness of every single plan and the 

degree of autonomy intended and assigned to each job. Moreover, corporate values 

influence the way managers lead their staff to achieve job targets while maintaining job 

satisfaction. Further, some corporations allow employees to control their own activities 

(flat organizations) while others impose more strict or bureaucratic corporate culture 

(centralized organizations) (Robbins and Coulter; 7th edition Management Book).  

As a final point, the culture of the organization has a great influence on how 

managers react to CSR. One essential factor involved in determining organizational 

efficacy is a strong, transparent and coherent culture across all the levels within 

organizations (Peters and Waterman 1982; Klein et al. 1995) Loi Tech Hui (2008) 

mentions in his study that the main drawback of misinterpreted CSR is that most of the 

times it appears as a purely public relations issues or a “window dressing tool” which 

conceals any unethical corporate activity. However, the responsibility driven by 

corporate culture cannot be misleading since it directly and clearly addresses the ethical 

components and corporate values of the business and it also goes in line with the 

organizational mission and vision. It also helps in purifying the company from any 

entrenched destructive cultural issues. 

Markedly and Branzei et al. (2001) declare that corporate culture influences 

individual and corporate values thus guiding the actions of both individuals and 

corporations. Further, it endorses certain principles governing the relationship between 

corporations and the natural environment they exist in, in addition to shaping “social 

prospects” vis-à-vis the firm’s competency in acting responsibly (Waldman, Seigel and 

Javida 2006). In the next section, societal values are presented along with their impact 

on the above mentioned corporate and individual value systems, in the CSR context.   
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• Societal Values Driving CSR 

Business organizations do not operate in vacuum. Their corporate culture is in 

fact stimulated by the attributes and behavior of its close environment being their 

clients, suppliers, rivals, and pressure groups in addition to the wider aspect of the 

environment characterized by the “broad economic, political/legal, sociocultural, 

demographic, technological, and global conditions” (Stephen and Coulter, 7th edition 

Management Book). To begin with, culture is defined according to Webster’s New 

Collegiate Dictionary as such: “It is the integrated pattern of human behavior that 

includes thought, speech, action, and artifacts, and depends on man’s capacity for 

learning and transmitting knowledge to succeeding generations” (Deal and Kennedy 

1988). Hofstede (1991) indicates that cultural differences arising between nations are 

mainly due to the divergence of social values across the globe. We note some of these 

variations in social values such as those related to “power and inequality”, “the 

relationship between the individual and the group”, and “the social roles expected from 

men or women” among other discrepancies (Hofstede 1991). If we take a look at the 

relation between a firm and the social culture within which it operates, we note that 

decisions taken by executives are mostly and directly affected by the uniqueness as well 

as any changes in the constituencies of the close environment of the firm. This comes in 

line with what Hofstede (1991) calls “the mental software” whereby managers think, 

feel and act within the constraints of their social environment. However, some managers 

tend to overlook the significance of their specific environment (stakeholders) in 

achieving their goals, and are more attentive for the changes occurring at the broader 

environmental level (ex. Ecological issues) while they plan, lead, and control.  

Interestingly, a study focusing on the association of societal values with 

managerial/supervisory values pertaining to corporate social responsibility, and in the 



31 

context of GLOBE (Global Leadership and Organizational Behavior Effectiveness), 

proposes that societal values should foresee and influence managerial values driving 

CSR within a firm (Triandis 1995; House et al. 1999; Javidan et al. 2005; Waldman et 

al. 2006) These cultural values are basically institutional-level collectivism (House et al. 

2004); in-group collectivism (Hofstede 1980; Markus and Kitayama 1991; Triandis 

1995; House et al. 2004); and power distance (Hofstede 1980; House et al. 2004). 

Cultures characterized by Institutional-level collectivism (i.e. at the firm level) were 

proved to be the most relevant to CSR since managers operating in such a culture tend 

to value more CSR aspects while making their decisions. This cultural dimension assists 

managers in promoting actions that revolve around the concerns of the bigger 

communal group. On the other hand, a weak relationship was drawn between CSR and 

the in-group collectivism values since these communal values make managers less 

concerned about societal issues and focus more on the inner group i.e. firm’s internal 

culture (Gelfand et al. 2004). Power distance, another cultural value dimension, also has 

significant implications for values in companies (Dickson et al. 2004). Waldman et al. 

(2006) argue that when a society holds a strong conviction that there must be a distance 

among individuals in terms of authority and power, executives would most probably 

abuse this power distance (Carl et al. 2004; Waldman et al. 2006) by making decisions 

while being self centered or showing negligible concern for all stakeholders’ entities 

(ex. Employees, owners, environmentalists etc..) To put it briefly, the concept of CSR is 

primarily attributed to the first dimension of cultural value tackled above: the 

institutional-level collectivism. 

Cross fertilization between the value systems 

Having discussed the three types of value systems, we point out that there is a 

great need for any firm to strategize its actions in alignment with a proper value driven 
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CSR in its system which is compatible with the corporate mission. Hence, corporate 

sustainability is attained. Yet, the interaction between these value systems is too 

complex thus leaving managers with great ambiguity mainly regarding the locus of 

values driving corporate social responsibility. The following sub-section elaborates 

more on the roots of CSR practices.  

• Individual attributes or Corporate Policy 

Previous literature about the locus of CSR practices is integrated herewith. As 

defined by De Leeuv (1999) ‘‘Policy is the expressed intention of an institution 

(government, corporation, volunteer group, etc.) to act strategically towards the 

attainment of specified goals’’. Taking the American Industry, managers find it quite 

essential to develop and communicate a strong CSR policy covering all areas of social 

concern (OSTLUND 1978). For instance, the Ralston Purina Company circulates an 

annual report of the Firm’s CSR activities along with assertions of their general policy 

occasionally. Companies like IBM, incorporate more advanced CSR policies which set 

the budget and control standards of the firm’s social responsibility (OSTLUND 1978). 

Hence, motivations and catalysts induce companies to have some level of commitment 

towards social responsibility whether through management’s vows “to take action (ex: 

corporate policies), the action itself (ex: tools and personnel), reporting and external 

validation of its actions, as well as some form of measurement for improvement (ex: 

internal indicators)” (Lynes and Andrachuk 2008). These catalysts mostly incorporate 

the company’s financial status, its internal leadership, in addition to the culture in which 

it carries out its business (Waldman, Seigel and Javida 2006).   

Hemingway and Maclagan (2004) presented a framework which revolves 

around two major dimensions of corporate social responsibility being “The motivation 

basis (strategic vs. altruistic) and “The locus of responsibility (corporate versus 
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individual).”  It is essential to note that when the locus of responsibility is at the 

corporate level, the responsibility towards the society is attributed to the corporation 

itself, while the individual locus of responsibility places special emphasis on the role of 

the values and traits of individual executives and managers in promoting CSR (Jamali et 

al. 2009). 

 

 
 

  

 

 

 

 

 

Fig. 4. A framework for analyzing CSR  
Adapted from Hemingway and Maclagan 2004; Jamali 2008 
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strategies. This is because they highly believe in altruistic CSR and thus would exert all 

their efforts in order to emphasize such philanthropic responsibility in their corporate 

policies. In contrast, quadrant(4), below the first quadrant, presents those managers who 

think strategically and are highly concerned with financial targets along with what it 

brings in terms of improving the overall position of the business within its industry and 

among its competitors. Such executives can be categorized under the strategic type of 

CSR especially that they consider that social responsibility is the responsibility of the 

corporation as a whole. Yet, this might cause some oppression among employees 

especially those who have a different view of CSR than that embedded in the firm’s 

culture. Consequently, employee turnover could occur because some employees possess 

certain CSR orientations which do not fit within the enforced CSR framework adopted 

by the firm. On the other hand, quadrant (2) presents the kind of senior managers who 

highly believe that social responsibility cannot be imposed by any corporation on its 

employees since this kind of responsibility emerges from the individual himself. Hence, 

it varies from one individual to another based on his personal traits, beliefs, motives etc. 

In addition, managers in this quadrant consider that philanthropy is the ultimate attribute 

of social responsibility. As such, they would put more weight on charitable activities in 

building their long term external relations. Finally, quadrant (3) describes those 

individual managers who believe in strategic social responsibility yet they also relate it 

to their own personal attributes. In this case, there is no one corporate policy which 

unites social responsibility practices within a firm. Instead, it is individual managerial 

discretion which directs such activities within a firm.      

As a final point, Hemingway’s model assumes that only active and assigned 

CSR practitioners can be change agents in the company, while some experts argue that 

corporate social entrepreneurs, or CSR change agents, can be present at any business 
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level (Marz et al. 2003; Hemingway 2005). As a matter of fact, a study performed on 

German managers revealed that lower level managers are more inclined to operate as 

corporate social entrepreneurs than upper level managers within the organization (Marz 

et al. 2003; Hemingway 2005). 

Wrapping up all that has been said about locus and drivers of corporate social 

responsibility, we notice that there are three major value systems molding the structure 

by which firms operate, set their strategic objectives, and engage in CSR. These value 

systems (personal, corporate, and societal values) interact and intertwine with each 

other to define and shape the firm’s overall orientation to social responsibility.  

As an illustration, the framework presented below provides a rich analysis as to 

how an individual’s personal values affect the decision making process of key 

employees in the company and also determines their inclinations towards corporate 

social responsibility taking into account the impact of the firm’s corporate culture 

(supportive vs unsupportive) . The model presents four categories of individuals: 

“Active”, “Frustrated”, “Conformist” or “Apathetic” (Figure 4). The ‘Active’ CSR 

practitioner is most likely a senior manager, more of a leader character, who is willing 

to direct all his authority towards promoting a CSR agenda within the organizational 

culture regardless of whether he is appointed by top management to pursue CSR 

activities or not (Agle et al. 1999; Lincoln et al. 1982; Posner and Schmidt 1992; 

Hemingway 2005).  On the other hand, a ‘Frustrated’ CSR practitioner is more prone to 

be ethically motivated and is eager to promote CSR activities, yet due to the dominant 

non-CSR culture of his organization, he is not able to practice CSR ultimately and thus 

his CSR actions are limited to the economic benefits they generate. Such individuals 

might be considered as morally mute CSR practitioners “conformists” (Bird and Waters 

1989; Catasus et al. 1997; Gabriel et al. 2000; Lovell 2002; Hemingway 2005); or 
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might pursue their CSR agenda ‘‘under the radar.’’ This also leads us to the notion that 

some individuals might tend to be “the non-conformists” who are usually classified as 

“frustrated” CSR practitioners operating secretly. This frustrated CSR practitioner will 

at the end of the day, develop a rebellion character and begin to fight for business social 

responsibility principles at the workplace. It is worth noting that the main difference 

between an “Active” and a “Frustrated” CSR practitioner lies in the fact that the latter 

can be either a senior director or a junior level employee while the “Active” type is 

always at senior level (Hemingway 2005). The fourth category in this framework 

describes an ‘Apathetic’ individual who is most likely an indifferent person who has no 

single intention to make use of his/her discretion in a socially responsible context. In 

other words, these are the CSR passive employees who don’t participate in CSR 

activities unless it is imposed by top management. 

 

 
 

 

 

 

 

 

 

 

Fig. 5. A typology of predispositions towards CSR  
Adapted from Hemingway, 2005. 
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In light of the above model and the model inspired and developed from the 

drivers of corporate social responsibility (See Appendix 4), the following framework is 

further developed to illustrate this cross section of personal and corporate values in a 

given corporate culture, while being interconnected with the third value system 

(societal): 

 

 
 
 

 

 

 

 
 
 
 
Fig. 6. Interconnection and cross-fertilization of the three value systems (personal, 
corporate, social) 
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 As mentioned earlier in the text, personal or individual values form the basis 

of managerial decision making. Hence, the diagram above presents the “individual 

values” at the bottom. Moreover, the triangular shape represents the hierarchical 

structure of these values, in accordance with many value experts some of which are 

mentioned earlier, whereby the fundamental values lie at its base while instrumental 

values rank at higher levels up to its peak. These individual values should at some point 

intersect with the corporation’s policies in order to maintain organizational harmony. 

We also notice that corporate policies are drafted by top management and thus are 

enriched with corporate values. Corporate values in turn are by convention defined as 

“what the company stands for and how its employees behave” (Business in the 

Community 2009) which means that they exist at the macro-organizational level of any 

corporation. That’s why they are located at the top of this framework deliberately 

pointing out that these policies arise from the firm’s strategic goals and macro-

objectives after which they are narrowed down to address the daily workflow. As for the 

corporate culture, it is found to be at the midpoint between personal values and 

corporate values whereby a company’s statement of values (corporate values) intersects 

with individual principles portraying the overall culture of the firm. This intricate 

scheme does not exclude the impact of the outer societal values on the other two value 

systems.  

 

F. CSR in Developing Countries 

Although a lot of research was conducted on corporate social responsibility, its 

practices, attributes and impact on the responsible behavior of businesses, minimal 

research was conducted in this regard in developing countries (the scope of this research 

paper). According to Belal (2001), almost all the studies performed on corporate social 
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responsibility tackle the issue in a developed country context i.e. Western Europe, the 

U.S.A. and Australia while developing countries can be a rich context for Western 

Scholars to explore. Jones (1999) adds that it is very important to address national 

socio-economic development as one variable affecting the practice and understanding of 

corporate responsibility (Jamali and Mirshak 2007). In line with McWilliams and Siegel 

(2001) view point, executives in developed countries are usually less inclined to have 

CSR initiatives as they make decisions related to their shareholders while they leave the 

welfare of the community at large to their governments or social organizations 

(Waldman, Luque et al. 2006).  On the contrary, managers in poor or less developed 

countries usually sense more of a personal responsibility toward their country as a 

whole as well as their local community mainly because their governments lack the 

capability to fulfill all social concerns (Waldman, Luque et al. 2006) such as “market 

power”, racial and gender discrimination, and coping with present diversity 

(Rwabizambuga 2007). Eventually, building CSR models in developing country 

contexts is indeed a value added to corporate social responsibility scholars and 

practitioners (Jamali et al. 2008). Despite the extensive quantitative analysis present in 

literature, Hemingway (2005) argues that there is a lack of qualitative studies that 

would aid in having insight pertaining to how personal values of managers might be 

driving their corporate social responsibility practices in a given corporate culture and 

social context. Qualitative research would also shed the light on the similarities and 

differences between the personal values and traits among regular managers and 

entrepreneurs, and those of a CSR practitioner.  
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CHAPTER III 

EMPIRICAL COMPONENT 

 

A. CSR within the Lebanese Culture 

A previous study conducted on CSR in Lebanon revealed that still many local 

businesses lack a CSR officer or unit (Jamali and Mirshak 2007). Further, previous 

literature reveals that corporate social responsibility practices in Lebanon are mainly 

linked to individual actions rather than corporate policy. The majority of CSR programs 

are not institutionalized and presented in a clear corporate social policy which is fully 

incorporated and outfitted simply because social issues and concerns are not seriously 

reflected anywhere in the body of any corporate policy. They are rather done as “one 

shot ventures or time-specific projects” (Jamali aand Mirshak 2007). Further, in most 

cases, social responsibility is handled by the marketing or Public Relations whereby the 

budget allocated to CSR is determined at the discretion of top managers and marketing 

managers. Moreover, Jamali et al. (2008) recorded that in Lebanon, it is usually upon 

the discretion of business owners and founders to catalyze CSR, “pushing it through and 

embedding a CSR ethos in the culture of the organization.”  However, CSR programs 

reflecting managerial discretion are often non-institutionalized approaches which means 

that they are not as systematic and focused as those incorporated through well-

established policies (Makower 1994; Jamali et al. 2007) From the sample of the 

companies which were under observation in a previous study, only Bank Audi has an 

embedded social responsibility policy within the body of its corporate mission and 

vision which reveals a set of values such as innovation, eminence, tradition, 

transparency and social responsibility (Jamali and Mirshak 2007). 
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With respect to managerial discretion, managers in Lebanon are mostly 

inclined towards pursuing voluntary activities i.e philanthropic and discretionary actions 

(Jamali and Mirshak 2007); which goes in line with the cultural values and traits of the 

Lebanese community as some of them had described. According to one SME manager 

in Lebanon, the individual principle of managerial discretion incorporates several 

values, some of which are already mentioned in the literature section, specifying the 

degree of interaction with their society. Other managers add to these individual values 

“collaboration, sense of duty, caring, identity, honesty, respect, friendliness, civic 

engagement, and legitimacy” (Jamali et al. 2008). As expressed by one bank manager 

“our bank which has been in operation for over fifty years, has always helped the 

community by giving donations, thanks to the vision of our chairman, Mr. Francois 

Bassil, who strongly believes in the social role of corporations” (Manager, Byblos). 

Another manager at SNA Insurance articulated that “Exactly ten years after its inception 

in 1963, SNA started its social work under the support and supervision of its founder 

Mr. Jean Chidiac and his progressive views about the role of business in society” 

(Jamali and Mershak 2006) Hence, in case of SMEs, and according to Wood’s (1991) 

model we find out that managerial discretion is mainly attributed to that of the founders 

or owners who practice CSR motivation by possessing their own style and 

entrepreneurial skills in inducing their employees to get more socially involved 

especially in a diverse environment like Lebanon with all the mélange of individual and 

religious motivations. On the other hand, managers in multinational organizations are 

motivated according to the strategic venue taken by their mother companies. Hence, in 

order to have a clear set of guiding principles, managers working for Multinationals 

(MNC) follow institutionalized company policies. As put by Hemingway and Maclagan 

(2004), motivation in the case of small and medium enterprises takes more an altruistic 
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approach than a strategic orientation like in a multinational corporation. Obviously, the 

locus of responsibility differs from one type of business to another whereby in an SME 

this responsibility lies at the individual level, “supporting the notion of discretionary 

social responsibility or the role of the individual human actors in making CSR choices 

and decisions” (Wood 1991), whereas in multinational corporations it is at the corporate 

level “with relevant officials acting primarily as agents of corporate policy.” It is 

interesting to note that, in support of Wood’s (1991) observation, the higher the level of 

managerial discretion and individual responsibility, the greater the commitment to 

philanthropic CSR would be.  

 

B. Research Objective 

The empirical component of this paper revolves around three levels of value 

systems whose multifaceted interaction and cross-fertilization provokes corporate social 

responsibility practices in the Lebanese context. The objective is to study the impact of 

the three value systems; being personal, corporate, and social, on managers and to 

examine the locus of responsibility pertaining to social responsibility being at the 

individual actions and values versus the corporate values and policy level, in addition to 

identifying common managerial personal values driving CSR across various businesses 

in Lebanon. A qualitative study via semi-structured interviews is conducted to find out 

how and what distinct personal values of senior managers and entrepreneurs in Lebanon 

may impact their attitude towards CSR as a concept and initiatives. 

 

1. Research Question(s) 

The main research questions that will be tackled rotate around: 

• Identify the personal attributes and values of individual managers and 
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entrepreneurs working in different types of organizations in Lebanon such as banks, 

SMEs, and multinational corporations 

• Study the difference in value systems (personal, corporate, and social) for 

various types of managers and the way they impact their CSR orientations 

• The extent to which managerial or individual values diffuse into corporate 

policies 

• Constraints/Opportunities relating to research question #3. 

 

C. Research Design 

1. Research Methodology 

In order to gain deep insights on how value systems affect the CSR practices of 

individual managers, a qualitative and interpretive approach of research is adopted 

through conducting semi-structured interviews with a sample of twenty senior managers 

(including two entrepreneurs and one general manager) across different business sectors 

in Lebanon. The interview questions were developed mainly in light of the literature 

review (See interview questions in Appendix I). These semi-structured interviews are 

quite useful in such type of explorative studies whereby statistical info is not essential 

as much as qualitative opinions about the subject under study to come up with a detailed 

analysis of the research topic. It is worth noting that some interviewees were so much 

enthusiastic to elaborate while answering the questions while others gave the impression 

that they have no time for this interview or are not quite familiar with CSR and thus 

their answers were short-sighted. Thus, the interviews consumed around 30 minutes on 

average. The number of each interviewee mentioned below is the same as that in the 

sample description table. 

The interview questions were divided into four main sections: 
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• Section one included some general questions about the interviewee’s name, 

gender, religion, educational background, experience and position at his/her company. 

These questions are basic but essential to have an idea about the demographics of each 

interviewee, as well as, their educational and professional background in order to find 

out how aware they could be in relation to the concept under study and how their 

upbringing backgrounds shape their values. Surprisingly, most of the interviewees did 

not like to reveal such information especially about their educational background and 

professional experience.  This section also incorporated a set of general questions on 

corporate social responsibility which aimed at having a feel of the familiarity of CSR as 

a concept, and the way it is interpreted and reflected in certain activities that the 

interviewees and/or their corporations are engaged in; in addition to the extent to which 

each firm is engaged in activities that are believed to be socially responsible. The 

following sections were developed to serve the ultimate purpose of this study which is 

evident in the above mentioned research objective and further dissected and reflected in 

the research questions.  

• Section two of the questions addresses the personal motivations of each 

interviewee whereby each interviewee is asked about his personal traits, motivations, 

and managerial discretion to practice CSR. This will help in categorizing these 

managers, later on, in terms of being Active, Frustrated, Conformist, or apathetic kind 

of CSR practitioners. Moreover, each interviewee was asked about his opinion in 

relation to the way entrepreneurs differ from senior managers in making decisions 

related to social responsibility.  

•  Section three of the questions addresses the firm’s corporate values for 

which each interviewee is working. This section is quite essential in determining 

whether CSR practices are being done at the corporate or at the individual level and the 
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extent to which CSR values really diffuse into corporate policies. Questions probing the 

continuity of the organization’s corporate culture, the methodology of setting corporate 

values, and the organizational structure mainly form an idea in relation to the 

constraints/opportunities of implementing CSR values into the corporate policies. 

• Section four of the questionnaire tackles the issue of the way social values 

influence managerial CSR practices. In this section, interviewees were asked to identify 

and describe the Lebanese social values with main emphasis on the influence of these 

cultural values on their CSR practices. Moreover, the interviewees had to identify the 

values of their stakeholders and to evaluate certain social values such as power and 

inequality in relation to practicing CSR. 

• Section five is developed to study the interaction between the three value 

systems tackled in the preceding sections. Interviewees had to weigh their personal, 

corporate and social values against each other. Moreover, each interviewee mentioned 

his opinion on whether CSR within their organization, is catalyzed by individual 

managers as champions or it is more of an institutional corporate effort and inclination. 

This helps in gaining some insights on how managers perceive CSR should be 

practiced: at the corporate or the individual level. 

 

a. The Sample 

Description of the Sample: 

Since the scope of research is studying the values of managers across various 

business sectors in Lebanon, the target sample for the interviews was mainly selected 

based on two criteria:  

• At the outset, the sample was intended to include a mixture of senior 

managers, entrepreneurs, and CEOs/GMs if possible. However, due to time constraints, 
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only one CEO was willing to take the interview. Moreover, many managers who were 

approached and who are not in marketing, human resources, or communications field 

were not really interested in the study. This is evident in the sample table whereby it 

presents only one financial manager. It is worth noting that around twenty companies 

were contacted out of which fourteen were interested to participate in this study.  

This sample comprises of eighteen managers holding senior managerial 

positions and who are mainly in the marketing and communications divisions.  In 

addition, two entrepreneurs were enthusiastic to conduct the interview which leads us to 

a sample of twenty interviewees, from various personal and professional backgrounds. 

As a final point, the sample includes 9 female managers and 11 male senior managers 

• The second criterion considered, to be able to serve the purpose of the study, 

is to have a sample of interviewees across several business sectors in Lebanon and not 

only one industry. Table 1 below clarifies the nature of the business for which each 

employee works. It is worth noting , however, that these industries (ex. banking, 

telecommunication, IT, Health etc.) were selected randomly due to the limited 

availability of interested interviewees and the fact that contacting these interviewees 

was mostly done through relying on personal relations and connections. Yet the sample 

includes a rich variety of businesses ranging from start up ones to SMEs to Large and 

even multinational corporations (most of the sample businesses are considered under the 

SME sector). Notably, the presence of the banking sector in this sample is significant 

due to the mere fact that it is one of the most active, solid, and profitable sectors in 

Lebanon. Moreover, they have more tight controls and bureaucracy when compared to 

the other businesses under study which tend to have more open systems and are more 

concerned with their work processes rather than the results. 
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b. Sample Table 

 

 
Table 1. Sample 
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“Table 1 – Continued” 
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2. Research Limitation 

The limitation of this research mainly lies first; in the fact that the sample was 

selected randomly across different business sectors which were also in turn chosen 

arbitrarily. Having said that, one cannot generalize the results of this research study on 

all businesses in Lebanon due to this random and the limited number of interviewees 

(only 20 senior managers across Lebanese businesses). Further, the two entrepreneurs 

who were interviewed are in their twenties which means that they are not very well 

experienced in the business field. Therefore, their answers and opinions regarding the 

interview questions are not as significant as other entrepreneurs who are well-

established in the field and more popular in Lebanon.  

Second, this research has utilized the interpretive approach which means that 

the results of this study are based on subjective and sometimes prejudiced opinions of 

senior Lebanese managers who are mainly in the marketing or HR field at their firms. 

Therefore, this research is limited to one methodology which is the semi-structured 

interviews while other quantitative modes of research could be used especially at a 

wider or broader scope. 

     

D. Research Findings 

This section compiles all what has been said regarding corporate social 

responsibility by the various senior managers and two entrepreneurs which were 

interviewed across the sample. In what follows, we will present the insights and 

opinions of these interviewees on a case by case basis then a comparison of each set of 

questions in each section of the interview (general questions on CSR, personal 

motivations, corporate values, influence of social values, and the interaction of the three 

value systems) would be developed in order to draw aggregate patterns and conclusions 
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on how Lebanese managers perceive the three value systems under study as a drive for 

corporate social responsibility practices.  The methodology used helps in uncovering the 

approaches of each interviewee in dealing with corporate social responsibility as per his 

or her own individual and corporate experiences along with their familiarity with this 

concept. Hence each interview will be divided according to the questionnaire’s main 

sections; and the outcomes of some questions will be assembled into tables or charts 

(ex. the ranking question).   

CSR as a Concept in the Eyes of Lebanese Managers 

Primary research performed within the scope of this study sheds light on the 

way senior managers in Lebanon perceive corporate social responsibility and how 

aware they are of this concept and to what extent they apply it in their corporate 

practices. As indicated by most of the managers I have interviewed, Corporate Social 

Responsibility is a new concept for the Middle Eastern countries and the gulf. This is 

first of all due to the fact that usually profitability and productivity dominate the 

objectives and strategies of large corporations in any part of the world. Second, Middle 

Eastern societies usually attribute such practices to individual initiatives rather than 

actions being done in the name of corporations while in order to insure the continuity in 

the market and good corporate image firms must be engaged in CSR. In Lebanon, very 

few corporations have corporate social responsibility embedded in their policies and 

core values. In fact one manager indicates that such practices are applied more seriously 

by international firms with local presence like Microsoft and Aramex, along with very 

few local Lebanese firms. Despite that, it is worth noting that most of the companies in 

Lebanon are family businesses, and families in the Lebanese society still have tight 

bonds with their community. This mainly explains the reason behind the fact that many 

owners of local firms are observed to be very much involved with their community and 
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environment even though their approach is not formal or done at an individual level 

rather than practically at the level of their corporation. Indeed, the field study conducted 

in this regard shows that most of the companies in this sample do have corporate social 

responsibility practices embedded in their corporate culture since inception. 

Nevertheless, their initiatives were not established under formal policies and are usually 

launched via a committee of three to four individuals who are dedicated to social 

activities. Today, many of these companies are aware of the importance of 

implementing CSR within their corporate policies which explains how this CSR 

phenomenon is gradually becoming one of the core corporate values of some local firms 

operating within various business sectors in Lebanon. A central manager at Bank Audi 

sal explains that every company should nurture a certain interaction and connection with 

the environment in which they operate. This, in her opinion, is attributed to the fact that 

people as general citizens find it normal and require from larger corporations to initiate, 

nurture, and so many times subsidize social responsibility activities because such types 

of activities have a dual benefit on both the corporation and them as individuals in the 

community, articulating that “it is the same way social servants are at the service of the 

society, a company is also at the service of society in whatever capacity it can deploy”. 

That’s why many large corporations in Lebanon are becoming more active in spreading 

awareness on social responsibility through launching campaigns and participating in 

enrolling people to a certain cause. Also if a company wants to be a champion of a 

certain cause which is aligned with its own core values, then all the staff of the company 

should act pro-actively and become ambassadors to this cause. This is how the buzz 

word is created. Then it ripples and grows. The central manager also adds that in the 

case of banks, it is mainly their responsibility towards the society that they serve: 

basically all kinds of clients at the retail, commercial and corporate level. Another 
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manager who works at the same bank adds that it is so essential in today’s competitive 

environment for brands to compete on things beyond commercial aspects explaining 

that “anyone can bank with any bank and get what he/she wants but in the long term the 

choice of the bank will rely more on emotional decisions rather than rational 

decisions”. Therefore, CSR will be a major tool that banks should be using to better 

position themselves in the market in terms of reputation and the image of their corporate 

culture. However, CSR in his opinion should not be taken only from the emotional and 

philanthropic point of view because it is also extremely strategic. For instance, a large 

bank can’t afford to be present in almost every neighborhood in Lebanon and ask people 

to contribute to its well-being while operating with a commercial purpose in mind and 

not giving back to these people or contributing to their well-being. Moving across 

industries, we find out that a lot of managers being from different social backgrounds 

agree that when a company starts generating wealth, one of its duties is to share this 

wealth with the community because corporate social responsibility is “Key” in insuring 

the continuity of this wealth and the success of any corporation. Without it, a company 

will simply be a “taker” and not a “giver”. The Deputy Head of Retail Banking at Blom 

Bank sal highly supports this argument by saying that “as a large and well-known 

institution, we cannot but be a part of our community: the community which in itself is 

portrayed in our staff members and our way of life. We belong to this community and 

therefore we need to serve it so as to enhance it and cultivate it”. Another manager who 

works for Fattal Company, a large retailer, considers that CSR is a major determinant of 

the culture of any organization and that “long term sustainability of the company has to 

do with this concept, so it is something to which we all have to be sensitive”.  Corporate 

social responsibility is, as defined by the marketing manager of Debbas, a lightning 

firm, an integrated mechanism that is applied on all levels of the corporate structure. It’s 
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a core part of any type of business model where each one in the group must be involved. 

Notably, most of the managers interviewed agree that CSR is about citizenship and 

working to improve quality of life of employees, their families, and the local 

community. “I have the strong perception that CSR programs can improve an 

organization’s public image”, says one of the founders of a medical company in the 

orthopedics field. However, he continues that, “there is no standard for measuring the 

success of an organization’s CSR efforts, making companies partially dependent on how 

well the organization communicates its CSR policies and practices to its stakeholders, 

the local community and society at large.” 

Interestingly, the concept of CSR tends to be more valued in industries which 

are more environmentally sensitive. As a matter of fact, the marketing manager of 

Averda, a large waste management company, who is in charge of corporate 

environmental social responsibility (CESR) awareness campaigns considers that putting 

all efforts to raise other business’s awareness on the ecological problems by which the 

Lebanese community is surrounded and threatened is a challenge by itself. He mentions 

that most of the times the CSR efforts of his company are not respected by other 

businesses especially those of international presence since most of them tend to abuse 

the environmental resources in Lebanon without really caring about its consequences. 

While this company is striving to spread awareness on the ecological aspect of CSR, 

another manager working for a company producing fertilizers and chemical products 

articulated that he doesn’t have any clear idea on corporate social responsibility and he 

personally thinks that top management does not really prioritize this concept in the same 

way they care about enhancing their own financial wealth. He adds that they practice 

social responsibility only by producing chemical products with minimal damage to the 

environment but they do not plan to have any “green” or environmental initiatives. 
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Further, one entrepreneur indicates that this valued concept is not only about being 

friendly with the environment. On the contrary, it’s about being friendly with 

everything around you like respecting the economy and community, for instance giving 

people the jobs they qualify for is part of social responsibility. Another manager in the 

sample clarifies that proper CSR has to satisfy specific criteria: 1- it should be a long 

term program 2- it has to have economic value 3- it has to have social value 4- it has to 

be linked to the core business. Corporate social responsibility is not just about donating 

money as many companies are doing. 

Moreover, CSR should be promoted from within the organization before 

moving to the external society i.e. doing “good” in the way employees are treated and 

the workplace how convenient is for them, then one thinks about the external 

environment. But what matters most is a firm’s commitment to these initiatives and in 

its daily operations. In the same line of thought, the corporate communications manager 

at MTC touch, a mobile telecommunications company, emphasized that one of their 

main functions is to be “friends to the environment” by associating it with the core 

business. In addition, she stresses on the importance of enhancing the internal 

environment before the external. At Aramex, an international mail delivery and logistics 

firm, the country manager conveys that CSR is quite a necessity in the Lebanese context 

with main emphasis on it being highly integrated into the private sectors because the 

public sector in Lebanon is still under developed in this sense which is evident by the 

passive government in this field. She states that “we need to rely on the private sector to 

be able to serve our communities in a responsible and efficient way through having 

satisfied employees, being pro-active in our societies and encourage CSR initiatives in 

the country”.  

Finally, the financial manager of Fattal articulates that CSR was probably first 
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created in the states where at one point in time the capital system was pushed to 

extremes and people found out the situation is not what it really should be. “It is about 

sharing i.e. you perform while respecting your environment”, he adds. In his opinion, 

CSR has to do with stakeholders at large, the corporate culture, and even the attitude of 

the corporation towards its community i.e. beyond its stakeholders. He also mentions 

that “at Fattal, we are trying to give back to our community which served us so well. 

Ethics (with clients, suppliers, and employees) at our company is the only banner which 

made the company last for over a hundred year. CSR goes with ethics and these two 

concepts are very much intertwined.” In addition, trying to promote equity in the 

business environment is also a very important aspect of CSR whereby at the end of the 

day profits will be for everyone. In the end, both managers interviewed at Fattal think 

that their company has social responsibility to the full extent i.e. beyond making profits 

for the shareholders. This notion is quite evident in the company’s core values and 

mission statement which clearly stresses that shareholders want to do a “fair” return not 

a “maximum” return. This indirectly means that if the business operations generated any 

exceptional profits they are distributed both to the employees (internally) and to the 

community (externally).  

 

E. Discussion of the Findings 

In what follows, we will present what each interviewee has to say in relation to 

the set of questions in each section of the interview. Before every interview, a small 

quotation is presented to reveal the source of motivation (ex. values of founders, 

corporate culture, social expectations) of managerial CSR practices which gives an idea 

on the interaction of the three value systems with respect to the below business contexts.  
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1. Bank Audi  

a. Interviewee #1 – Bank Audi 

“In my opinion, CSR initially stems from the values of the institution and 

supported by top management. In the past, it was only motivated by the values of the 

founders (the Audi family) and that was quite evident. For instance, one employee 

thanked in his farewell email George and Raymond Audi for turning a “family 

business” into a “business family”.” 

The chapters of corporate social responsibility are in helping and spreading 

awareness and implementing CSR programs which very often translates into an 

allocated budget. As for our current shareholders, they highly support and encourage 

such activities. It is worth mentioning that CSR at our bank is under communications 

which is a separate department from the sales and marketing division. As far as I know, 

we don’t have trainings on CSR as a concept. Staff trainings are only done at a 

campaign basis. 

CSR activities: 

•  More plugged into the communities where we have branches 

•  Supported nationwide campaigns like “deep blue” 

•  In times of crisis, distributing water in July 2006 war 

• Spreading awareness on diseases like breast cancer but our contributions 

now are more to the branches region  

• Sponsor “help Lebanon” we are one of the major players 

 

i. Personal Values 

I think that givers or benevolent people are more willing to engage in such 

activities, it’s a question of being aware of what you can do to influence other people’s 



57 

life. It’s a very personal commitment to the improvement of the society, or of a group of 

people. These same traits motivate me. Christianity lends a hand, as far as the church is 

concerned. But I would say in priority it is family upbringing which matters most then 

education and religion comes in third place. Moreover, what mainly influenced my CSR 

outlook is the July 2006 war which really pushed me to promote this concept whether at 

the bank or in my personal life.  

I am very much collectivist, by nature, which helps me work to the benefit of 

the whole group. However, sometimes I feel that it is a downside. Rationality is very 

important in choosing the activity but not in the “giving” act, once you are with a cause, 

you are not going to be rational on the contrary you are going to be very emotional 

about it. I believe that I have fair novelty whereby I have a high contribution, doing 

things differently and better. In terms of benevolence and materialism, there is always a 

part for “what’s in it for me” but if you already consider yourself as a collectivist that 

wouldn’t count much. It is probably material in the sense that I like to share success 

which is even more important than recognition. As for power, I have enough to 

influence others in practicing CSR or make any difference in this regard but I don’t 

abuse this power. In fact, if you have good ideas (Novelty) and you tend to give more 

than others (Benevolence), you will obviously be more influential but power per se 

shouldn’t be the driver since then I will defeat the benevolence and collectivism which I 

favor more. Transparency is crucial. Credibility is key and it goes with transparency. 

Moreover, you earn credibility through transparency so that’s where it becomes crucial.  

If you have CSR initiatives for a certain cause then you don’t need credibility but you 

build it through transparency in order to enroll more people. Personally, I am not an 

indifferent individual towards CSR but sometimes I lack time so I am not very active 

these days. Moreover, if I happened to work in an organization where there is no CSR 
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culture, I would do it under the radar.  

In relation to the question probing the main leadership traits that impact CSR 

practices I would say that “Transparency”, “Objectiveness”, “Motivations and energy” 

are the main traits a leader should have to practice CSR. 

 Managerial discretion:  

I have enough discretion; I used to fully handle CSR at its first stages at the 

Bank. Our goal was to be involved in the improvement of the communities we serve 

(painting the buildings in the region where they had branches) in that particular area. 

We improve the whole area around and we engage in landscaping. It doesn’t have to be 

a big cause; it was fragmented into the communities we served. 

Donating computers, sponsoring computer classes (at the granular level) were 

also some of the activities we launched in this regard. 

An  Entrepreneur basically can rely on impulse, he can engage his company 

much faster while a senior manager has a process to follow especially in relation to 

assessing partners (due diligence on partners is a job requirement to insure their 

credibility). If you are an entrepreneur you wouldn’t have all these assessments. In 

addition, you wouldn’t have to insure continuity unlike in our case as senior managers; 

we can’t change horses all the times.  So it’s that planning that might take more time in 

the case of senior manager in a company, there is a lot to accommodate for when you 

are in an institution especially that we are the first employer in the country after the 

government so we have to find sound partners. 

 

ii. Corporate Values 

Corporate values were set from bottom up and that was 10 years ago. It was in 

the form of workshops and then we went up the ladder to screen out and we ended up 
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with six values. The company has been with its present culture for 10 years. 

• Corporate values  shouldn’t be centralized in the CEO 

•  Core Values are not found on the new website but are still embedded in the 

corporate culture: Heritage, Quality, Innovation, Transparency, Civic Role, and Human 

capital. Civic role and heritage are more specific to CSR. 

 In my opinion, Human Capital is not directly linked since it’s only an internal 

issue whereby management should always give equal chances to employees. All these 

years down the road, we have always referred to these values which guide our behavior 

to the fullest extent. It’s a benchmark for us now that we translate in every project we 

launch.  

Values differ from one business to another being a financial institution we are 

connected and plugged into every body’s daily lives but if you are  a wholesaler you 

will be much less tuned to people’s needs and aspirations. 

 

iii. Influence of Societal Values  

• Individualism unfortunately, it acts as a barrier and makes it harder 

•  Tradition is a value embedded in our society and is not a barrier 

•  Innovation 

•  Entrepreneurial spirit 

• Open mindedness to some extent.  

• Social Power is a barrier 

• Inequality is an opportunity since you can gather people of all backgrounds 

• There is very much pride in the Lebanese people and we are a very 

emotional society so eventually the relation of individual and group in society will 

foster and nurture CSR.  
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• No impact on social roles of men and women. 

Our suppliers and eventual partners are mainly characterized as fully dedicated 

and they value effective communication which goes beyond their core duty. Our 

customers have a great sense of belonging; they feel that they are part of the bank’s 

family. As for our staff, they are the champions of the values but of course on different 

levels (90% of employees committed to core values). I can say that there is a certain 

level of quality that our staff will always maintain. 

As for which is more important in practicing CSR (stakeholders vs. broad 

economic/political environment) I would note that if a company wants to be influential 

it’s definitely the close stakeholders that will prevail. I believe in the “think big start 

small” kind of approach.  

 

iv. Interaction of Value Systems 

Corporate values are definitely more important than individual values but I 

disagree with the argument that a company is a welfare agency. It is certainly more of 

an institutional and corporate effort. Our CSR policies are still under construction (still 

at the highest layers of top management). I put more weight on the corporate values but 

no corporation engaging in CSR can bypass the social values. If the personal values are 

not aligned with corporate values, we don’t care. It’s the corporate that wins with 

respect to the social. There is alignment because the company is tuned to the social 

values and the individuals are very much committed, although some of them really 

think of what’s in it for them. 

 

b. Interviewee #2 – Bank Audi 

I am currently responsible for CSR activities at the bank and I am working on 
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planning new projects related to this topic for the future regarding CSR activities. 

Moreover, a couple of projects on repainting neighborhoods will be achieved as part of 

the CSR initiatives at the bank. 

In the past the principle of CSR was there but the bank’s initiatives did not go 

in line with these principles. It has really been sporadic, unorganized and there was no 

proper policy for these activities. In relation to the budget for CSR, I am in the process 

of setting a dedicated budget which will be reported to top management very soon. As a 

communications manager, I have direct contact with top management which facilitates 

the discussion channel in relation to incorporating new policies for CSR at the bank but 

there is nothing formal yet. 

 

i. Personal Motivations 

I am highly influenced by the values of the founders of the bank and I consider 

that the generosity value of the Audi family (founders of Bank Audi) in contributing to 

their society is behind the success of their business. Further, the CEO is very well 

known for his extreme humanity and patriotic inclinations.  

What really motivates a person to practice CSR is the way he is brought up, his 

exposure to what’s happening around the world so it’s mainly being sensitive and aware 

of these things. If you live most of your life unconcerned about these issues you won’t 

have this culture. You might be very religious, but in my personal case it has nothing to 

do with religion. Its starts with family, fueled further by education, and beyond that is 

your exposure: what you read, what you watch… On a personal side, what really 

motivates me to be engaged in CSR activities is the gratification that I get from doing 

“good” for goodness sake. I am very much taken by anything environmental and I 

follow a lot of news about that. I don’t think any rational human being who’s exposed to 
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fraction of today’s reality cannot be moved by the environmental issues around us. 

Collectivism is very important and so is rationality. Novelty is not necessary on 

the personal level but at the professional side, it insures the continuity of the CSR 

initiatives. Benevolence is extremely essential and I don’t consider myself as an entitled 

or materialistic person in this regard since I am extremely passionate about CSR. As for 

power, although my position in the company was created specifically for me, I don’t do 

CSR to get more power and I always seek to maintain a strong level of credibility in 

everything I do because this trait is highly required to practice CSR in an ethical way. I 

am very much passionate about the CSR concept which makes me refuse to work in any 

company whose culture do not support CSR or which is 100% profit oriented.  

As for the leadership traits characterizing a CSR practitioner, I believe these 

are “Resilience”, “Integrity”, “Charisma”, and “Passion”. 

Managerial discretion: 

I do have a free hand on decisions but every decision ultimately has a money 

aspect linked to it so once I have a dedicated budget then I am free to do whatever I find 

suitable but given the CSR program that I am recommending and given the scope of it 

on a national level there is a political side of it that’s why I need the full blessing and 

alignment of my CEO.  The ranking of my discretion is not applicable at the moment. I 

need approval on the budget, and then I will have full discretion. 

• A senior manager will easily take no for an answer, an entrepreneur will find 

a way.  

 

ii. Corporate Values 

Corporate values are set by the culture of the founders mainly along the 

workshop (including employees from various organizational levels) we have done ten 
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years ago to set a values statement , but the founders’ values spirit becomes the culture 

of the corporation over time. Typically the topic of CSR is one close to the heart of the 

leader, so it should be centralized in the CEO. Practically, corporate values do not have 

a lot of impact on the organization’s stakeholders it depends on the level and 

seriousness of accountability within every company. At our bank, we have room to 

improve and we have extremely strong culture: ever since I joined the bank, I kept 

hearing: “this is not the Audi way, this is the Audi way”. It’s really an overwhelming 

culture. Therefore, if your personal values are in line with the corporate values, you 

become more comfortable.   

I’d like to point out that, in my opinion, there is no single local company in 

Lebanon which does CSR properly since corporate social responsibility is not 

maintained by doing good to the external or internal society of the firm. It must involve 

all stakeholders which is a rare case. There are beginnings of CSR but companies in 

Lebanon need around two to three years of commitment and consistency to be 

categorized as firms with good citizenship. There must be a sustained long term plan. 

As for practicing CSR across industries, I believe that it doesn’t have to do 

with differences in industry. I think that the more successful the company is and the 

more self-actualized, it would be easier for the company to practice CSR. Moreover, 

let’s assume that the Lebanese government has a CSR policy in its fiscal policies like 

for instance; it encourages companies to practice CSR by granting them tax deductible 

options. If this is the case, then all the businesses in Lebanon would be doing it just for 

pure financial reasons. On the one hand it would benefit the country at large, but the 

motivation for it is questionable. So from this point of view, the values driving CSR 

across industries are considered more or less the same.  
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iii. Influence of Social Values 

Our society is characterized by being family oriented. People strive to have the 

best for their family (their nuclear family then their extended family) and then their 

sects and then their religion and then the good of their nation. In my opinion, the 

Lebanese society is extremely individualistic and people do not think collectively no 

matter how collective they pretended to be. Most of the Lebanese people are very 

egocentric and this revolts me since I consider myself to be the exact opposite. 

Personally, I don’t care about religion and I am extremely patriotic maybe because I 

lived most of my life outside Lebanon. However, at the corporate level, this egoism is 

not really felt due to the inner cosmopolitan culture of the bank. Moreover, at Bank 

Audi, we try to be as careful as possible to transmit a neutral image of the bank to the 

public and this is quite evident in the way we spend on our media. 

Our customers are very loyal and quite diversified. In fact, we have a huge 

portfolio of customers; a real representative sample of all population of the society. Our 

staff is definitely the champion of our corporate values. 

 Concerning the question about the importance of stakeholders versus the broad 

economic/political environment, we would be very myopic if we don’t think of a CSR 

program that is really important to the country at large. I believe that they both have to 

go hand in hand but main emphasis on the economical environment. 

Social Power would not affect our practices since we are so big and neutral 

which implies that we can afford and have the credibility to talk about things and people 

would believe us. We wouldn’t have hidden agendas; our agenda is our country 

irrespective of geographical and religious variations. Inequality is a motivation for us. 

Being part of a group would push people to act more collectively. No impact of social 

roles of men and women (it shouldn’t) theoretically they say that women are more 
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emotional and that CSR are more emotionally driven but in reality it’s not always the 

case. 

 

iv. Interaction of the Value Systems 

Corporations, in general, have means that individuals may not have so it’s not 

true to say that its only individual efforts. It starts by individual managers as champions 

but it has to be positively contagious. 

Personally, I believe that the way I was brought up is more important than 

corporate culture in which I am working meaning that I will not be able to survive in 

any corporate environment if it does not satisfy my personal values. For example, I 

can’t work somewhere where I know the business is not being done ethically (deals 

under the table).  

Usually, the stronger one of the value systems prevails. In my case, there is no 

gap between my personal motivation and the motivation of my boss (Bank Audi 

management). However, I can’t find a lot of consistency between these two value 

systems and the social culture in Lebanon given that there are no common social values 

to begin with. 

 

 
Table 2. Summary of Main Values – Bank Audi 

Bank Audi Personal Values Corporate Values Social Values 

 
 

Interviewee #1 

Benevolence 
Commitment 

 
Heritage 
Quality 

Innovation 
Transparency 

Civic Role 
Human Capital 

Individualism Tradition
Innovation 

Entrepreneurial Spirit 
Open Mindedness 

Interviewee #2 

Generosity 
Patriotic 

Awareness 
Sensitivity Passionate 

Family Oriented 
Pretend Collectivism 

Egocentric 
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2. Bank Med sal 

a. Interviewee #3 - BankMed 

“Corporate social responsibility definitely cascades from above whereby the 

chairman is the main catalyst of such activities.” 

We practice CSR to the highest extent and we are proud to be the first bank in 

Lebanon which is Carbo-neutral. 

Such activities are mainly conducted by the marketing department which sets 

the budget according to each CSR project, in collaboration with a CSR project team 

which involves interchangeable participants pending the project. For instance, the Arez 

planting campaign mainly consisted of a team from our retail banking division. The 

Administration and HR department also engage in preparing for such activities when 

needed. Our CSR activities are distributed between environmental activities, donations, 

and sports sponsorships. Aside from all this, there is still no formal and comprehensive 

CSR agenda at the bank. In this regard, we want and are trying to make people at the 

bank feel that they are part of a family and not an institution. Shareholders are becoming 

more serious and enthusiastic about CSR initiatives. 

This facilitates the process of raising awareness among our employees to feel 

the urge for protecting our environment. Frequent staff trainings are being done more as 

awareness sessions (on carbon neutrality and the bank’s involvement in this regard). 

CSR Activities: 

• Internally:  

- The “keep smiling” campaign which implicitly targets our 

employees 

• Internally and externally: 

- “Happy Planet” new campaign regarding the environment; directed 
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towards both employees and customers. Several stakeholders (Employees, their 

families, and some clients) were involved. 

- Several activities concerning the environment 

o Planting Arez trees in Arez Forest – North Lebanon 

o Cleaning Rmeile beach – Beirut 

 

i. Personal Values 

• Integrity in the profession 

• Code of ethics 

What really motivates me to practice CSR is the need to survive in this 

community in a healthy and ethical way and I am quite content that the bank’s current 

strategies and objectives match my expectations in CSR. I believe that CSR should be 

practiced on all levels which mean doing good to all our stakeholders (our employees, 

customers, and the environment) in order to pay off in the long run. For instance, as an 

HR manager, I think that a company can make billions in the short run by adopting a 

“slavery” approach to increase its productivity. However, this firm will definitely not be 

able to sustain its financial status in the long run. From an HR point of view, if we 

didn’t work on the emotional and psychological factor of our employees, they would 

become less motivated and unhappy and hence we will be faced with burned out 

layoffs.  

I believe that family upbringing is the basis or the pillars that over which you 

can build on your motivations and values. Above this, we have religion and over it we 

have our awareness of the importance of CSR i.e. education. These three attributes 

should work in the same direction whereby on one hand religion supports an 

individual’s code of ethics and values and on the other hand the right family upbringing 
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would match what you believe in. 

The most important factor which really influenced my CSR outlook is the latest 

natural disasters across the globe such as the Tsunami catastrophe. In addition to this I 

am really revolted by human carelessness regarding global warming. I believe that we 

are destroying our planet with our own hands while nothing is done about it as 

generations pass by and I have my children to care for. On the professional side, the last 

financial crisis (Oct-2008) really proved that ethics in work is very important and that 

continuity cannot be established without ethics.  

I am certainly not indifferent towards the CSR practices for the motivations I 

have already mentioned. Assuming that I am working in a company which does not 

support CSR initiatives, I would still pursue my CSR agenda but under the radar. 

However, if that would jeopardize the institution’s credibility and image, I would rather 

stay passive about it and practice it at my own pace outside the organization. As to 

which leadership traits add value to CSR practices, I would say that “Integrity”, 

“Conscious”, and “Teamwork” are the most important. “Insight” is also very crucial 

because of a manager does not have an insight; he/she will not foresee the real benefits 

of a CSR activity. 

Managerial discretion: 

I believe that this discretion is up to the team working on the CSR project and 

the discretion of one member of that team. The team, which is made up of several 

managers, has full discretion in trying to find activities that go along with the CSR aim 

or targets. Thus, if they don’t really seek into this subject they won’t be able to make it 

happen. As for my personal managerial discretion in terms of external CSR activities 

would be 4 out of 10. However, as an HR manager I have enough discretion to 

implement CSR activities that would benefit the employees at the bank (9/10). 
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If I had full discretion, I would try to improve the workplace for the employees 

in general and those working under my supervision in specific. 

An Entrepreneur is his own boss. He does not have a lot of restrictions but 

assuming he has a team under his supervision then this team might have limited 

discretion. As an illustration, at Bank Med, we can say that the chairman is the one 

playing an entrepreneurial role in CSR while the dedicated team of senior managers 

who are responsible for launching and managing such programs will certainly have to 

obey the chairman’s rules. 

 

ii. Corporate Values  

The bank is trying to shift from too much bureaucracy to being more of a flat 

organization but BDL regulations and other restrictions are hindering our initiatives 

especially that BDL considers that too much decentralization in the banking sector 

might lead to chaos. Although it’s very hard to be fully decentralized, the way we assign 

people to jobs (not in terms of education or seniority but in terms of how skilled he can 

do the job) is really putting things into place. Sharing the CSR and not keeping it as an 

advertisement or a public relations issue is also a start and a proof that we are trying to 

get over the bureaucracy. The bank had corporate values in the past but due to different 

managements no one abided by it. The current values are set by the CEO and now we 

have a clear set of corporate values (ethics and professionalism). Corporate Social 

Responsibility was recently added to the already existing corporate values. In the past, 

only top management was in charge of CSR activities and it was actually done at the 

personal level (CEO only). Nowadays, it is shifting to the institutional level whereby we 

are working on incorporating a CSR policy within our corporate policies.  

We still do not have formal and documented core values, so the only thing I 
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can mention at this stage is that we value stakeholders and we consider our relation 

with them as one big family.  

It started by the new CEO now it diffused into all organizational levels. It will 

be quicker to have it launched from the top management or CEO but in the end it must 

be a team work and they are working on this.  

We are also currently working on incorporating the following values under 

CSR: 

• Integrity at the corporate level 

• Team work 

• Partnership 

• Conscious towards all stakeholders 

 Corporate values confirm and strengthen behavior of individual within the 

corporation. However, sometimes it’s difficult to implement or communicate such 

values to our employees. I practice CSR to the extent of the direct involvement of the 

chairman in our daily tasks. For instance, whenever I send him paper documents instead 

of emails he calls to say that I am not being environmentally friendly. 

It is easier for some Industries which require the usage of environmental 

resources like wood in their day to day operations to recycle while in the case of banks 

it’s harder to practice CSR because that would contradict with the main reason for the 

existence of banks i.e. profitability. Moreover, we do not have tangible material for 

CSR like in other industries so that also makes it harder in terms of the need to be more 

creative.  We are still at the beginnings of building a cohesive corporate culture which is 

based on the essence of social responsibility; however, I think it will flourish four years 

from now. 
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iii. Influence of Societal Values 

People in Lebanon are becoming more aware of the importance of social 

responsibility and so do many local companies. However, every time a war comes up, 

this concept fades away and people have less time to think about it and are only 

concerned about their safety and survival. Therefore, we have good potential in 

investing in these values especially in the new generation even though some individuals 

have a strong will and determination to acquire and apply such values while others are 

extremely careless which is certainly frustrating. It is nice to see that a lot of social 

groups are trying to come up with something positive because of certain personal 

tragedies (cancer) or social tragedies (car accidents). The flexibility in our society 

allows such mushroom organizations like “basma”, “omniya”, and “kunhadi” to really 

enforce social responsibility practices and to partner with local corporations to better 

promote their activities. This partnership mainly characterizes our society as collective 

and democratic society whereby power distance is very low. Moreover, the Lebanese 

society is very open mainly due to the freedom of speech which is manifested in the 

media.  

The values of our customers must match the values of the corporation 

especially “integrity”. Obviously, if their values are not in line with ours, they would 

not be able to have a long term relationship with the bank. 

I believe that both our close stakeholders and the broad economic and political 

environment are essential to practice CSR. However, at the country level the political 

problem prevails and thus if this environment coupled with the economic condition 

were not in our favor, then our contribution to our community would not be significant 

i.e. very local.  

There is vast inequality between social groups and the rigid rules and 
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regulations which prevail in the distribution of positions in the society. 

 

iv. Interaction of the Value Systems 

In my opinion, the individual values matter more in practicing CSR because 

even if our corporate policies promote such activities while the individual himself does 

not have such values, then the CSR project would never be implemented or maybe 

he/she will abide by it only temporarily. In fact that was evident during our Rmeili 

beach cleaning campaign. Unfortunately, many people (employees and their families) 

participated in this activity but at the same time they unintentionally threw their bottles 

of water while removing the wastes. Therefore, the individual is more responsible 

because today he’s working in this corporation; tomorrow he might get another job so if 

he doesn’t have such values it won’t survive. So, I give more weight to the personal 

value system, then the corporate values then the social. As far as the bank is concerned, 

we are trying as much as possible to have consistency between the three value systems 

especially between the personal values of our employees and the corporate values. 

 

b. Interviewee #4 – Bank Med sal 

“Motivations are mainly from our chairman who is extremely passionate about 

CSR initiatives and who is constantly imposing CSR initiatives to senior and middle 

management as part of their assigned tasks.” 

CSR is mainly practiced at the bank through a committee of top managers. 

Hence, there is no one CSR officer. Currently, each member of the committee is 

contributing 20% or 30% of their time and each one handles a certain assignment. 

Concerning the budget, it is mainly set by the committee and approved by the chairman. 

The bank is very serious and committed to come up with CSR programs which it 
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intends to launch with no time limits. What differentiates existing CSR programs as 

well as the future ones from those adopted by other banks or institutions is their long 

term nature, huge size, and costly aspects (ex. rehabilitating the mountains after 

excavation works). Our approach to corporate social responsibility is more strategic 

than philanthropic especially that we are adopting  incremental changes to make our 

stakeholders more aware of this concept like for instance when we bombard the society 

by our “Go Green” ads (TV, radio, etc). We intend to make changes in the social values 

first in order to insure the continuity of our CSR programs because a significant portion 

of our society is still not aware or hesitant about social responsibility. 

Our shareholders definitely encourage such activities which are usually 

introduced to our staff through seminars and trainings. We have done so far two 

seminars on carbo-neutrality as part of our intention to be environmentally responsible. 

 

i. Personal Values 

I am motivated by my sense of belonging to this community and my 

willingness to share its concerns and participate in promoting a better place to live. In 

my opinion, education matters the most. 

The huge need to contribute in this society and the lack of awareness are the 

main factors that influenced my CSR outlook.  

In terms of the attributes affecting my personal commitment, I would say that 

Credibility and Transparency are the most effective. It has nothing to do with being 

benevolent or materialistic and since I am part of the CSR committee at the bank. In 

other words, it is the collectivistic and creative nature of the whole team and not only 

my personal characteristics. Yet, this does not mean that I am indifferent to CSR. In 

fact, I am willing to take such initiatives even if the culture doesn’t support it. 



74 

In relation to the question about listing the most important leadership traits 

associated with CSR, I would say that “Persuasion” and “Collectivism” are a necessity 

to insure the success of the CSR project. 

Managerial Discretion:  

There is a lot of support from top management and the committee which 

working on launching such projects has in fact full discretion in deciding on the bank’s 

CSR initiatives. Hence, my personal latitude of discretion does not really matter in this 

case.  

An entrepreneur differs from a senior manager in the sense that he has full 

discretion to decide on his CSR strategy and he can make decisions faster and could 

work according to his budget set by himself. 

 

ii. Corporate Values  

 As my colleague (interviewee #3) has mentioned, corporate values at our bank 

are set by the CEO. Conversely, I believe that setting corporate values should not be 

centralized only in Top management or CEO; instead, key employees must also be 

engaged in this process because they are more close to the bank’s external stakeholders. 

Corporate values do guide behavior and action in organizations but it all depends on the 

degree of influence of key employees (ex Division Heads). 

Concerning our bank’s core values, I add “solid commitment” to what my 

colleague has already said. It is important to note that our current core values are still 

under development and there should be some formal changes in the culture so as to 

better implement these values and to be able to diffuse the CSR values clearly and 

easily within the bank’s corporate policies. 
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iii. Influence of Social Values 

Other than selfishness, I would shed light on the fact that religious values tend 

to dominate the social values and we find in the society a combination of different 

religious sects. This is a critical and sensitive issue when practicing CSR in Lebanon. 

Caution and neutrality in setting CSR initiatives must be insured so as not to offend or 

criticize any sector group. This in fact makes it harder for us to implement socially 

responsible activities since, in my opinion, having these sectarian affiliations does not 

characterize an open society whereby it is easy to maneuver. Moreover, in terms of 

CSR, we find that our society is still mostly controlled by the private sector. In the case 

of our bank, for instance, we are trying to solve some problems of the society but would 

most of the times get us exposed to other sorts of problems because our initiatives are 

not fully supported by the government (public sector). Nevertheless, the Lebanese 

government had recently created a policy on its own about the environment and 

cleanliness. 

In my opinion, our CSR activities should be aggressive to a certain extent to 

get the anticipated results. Moreover, there should be coordination between the public 

sector and the private sector to achieve better results. As far as the bank is concerned, 

we have started a partnership with the government to be able to enforce our long term 

CSR programs more effectively into the society.  

Our customers like to see the bank socially active and involved. They share the 

same values and are willing to participate in any CSR initiative we engage in. Our 

employees are also becoming more active and enthusiastic regarding this concept, 

however, they are still not deeply attached to our core values since we have set these 

values very recently and such type of changes in personal orientations are more 

incremental than radical. 
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I believe that the broad political environment matters more in Lebanon because 

the Lebanese society is actually based on political and religious sects. Given this 

environment, power is really necessary to change things and promote better civilized 

ways of living. As for inequality, it has always been one of the characteristics of our 

environment however it is becoming more dangerous due to the shrinkage of the 

middle-class which leads to a wider gap between the rich and the poor. One of our main 

objectives regarding our corporate social responsibility practices is to decrease this gap 

and maintain a balanced community. Teamwork is very important between individuals 

and group since the efforts of one person will definitely be less impactful or less 

effective than the joint efforts of both the individual and the group. However, what is 

extremely essential in our society is the relation between the two main groups 

characterizing our community which are the private and the public sector. Finally, I 

don’t think that there should be any discrimination between men and women in any area 

especially when it comes to corporate social responsibility.  

 

iv. Interaction of the Value Systems 

Corporate values are certainly much more important since the corporation by 

nature has more “power” of influence than an individual and therefore it can achieve 

better results provided that it sets a well-focused strategy. Therefore, CSR in our 

organization is certainly catalyzed by institutional corporate effort rather than sole 

individual inclinations although intelligence and willingness by itself are after all 

individual traits. So, I would say that the individual value system is the basis for 

corporate values and hence it (i.e. individual values) matter more than social values. As 

I mentioned before, we still do not have a corporate policy specific to CSR but we are in 

the process of drafting this policy which will stress on the multi benefits that result from 
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CSR application by our employees.  In relation to consistency among these three value 

systems, I believe that this consistency is gradually becoming more evident in the way 

our internal clients (i.e. employees) are adjusting their traits and behavior in a way that 

matches the corporate values. This in fact is facilitating the process of incorporating a 

CSR policy within our corporate policies. 

 

 
Table 3. Summary of Main Values – Bank Med 

Bank Med Personal Values Corporate Values Social Values 

Interviewee 
#1 

Integrity 
Ethics 

Doing “good” 

Ethics 
Professionalism 
Corporate Social 
Responsibility 

Solid Commitment 
 

Occasional social 
responsibility 

Flexibility 
Partnership 
Openness 

Freedom of Speech 

Interviewee 
#2 

Sense of 
belonging 
Credibility 

Transparency 

Unaware of CSR 
Selfishness 

Religious –Affiliations 
Closed sectarian society 

 

 

3. Blom Bank 

a. Interviewee #5 – BLOM Bank 

“The motivation for CSR stems from the combination of the values of founders, 

the culture of the organization, and the expectations of society.”  

CSR is a major part of our business and it is always present in the background 

of our mission and vision. We cannot be leaders without being influential, and we 

cannot be influential without doing any good for our society. 

These activities vary in their goals and backgrounds and include humanitarian 

causes (the sick, the elderly, the needy), as well as patriotic causes and environmental 

causes. We also sponsor miscellaneous events in support of startup businesses, schools 
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and so on. In relation to the budget, there is a dedicated CSR budget set by top 

management. At our bank, CSR is handled by a network of change agents or social 

entrepreneurs mostly among the marketing and communications employees but also 

across all organizational levels. Our shareholders definitely encourage such activities. 

As for our employees, we have recently started staff trainings on corporate social 

responsibility so that their attitude towards this topic would be in harmony with that of 

the bank’s shareholders. 

CSR activities: 

• Donations for many NGOs and institutions 

• Sponsorship of events related to fund raising, or support activities for 

community service centers and institutions 

• Communication of such acts to our staff members as awareness campaign 

and support promotion 

  

i. Personal Values 

In my opinion, any person can practice CSR. It is a natural and instinctive 

aspect of human beings. What personally motivates me is the notion that one cannot 

grow and get self satisfaction without practicing CSR and lending a hand to others. 

People need to feel needed to be of value and I primarily attribute it to religion. 

Moreover, there is no factor much more influential on my CSR outlook other than my 

religion and personal beliefs. 

On a personal basis, I don’t really believe that collectivism is relevant to CSR 

since an individual is either active or passive towards such activities. At the level of the 

corporation, it surely differs. On the contrary, rationality is very important because it 

diffuses in the way a manager should set limits and decide on when and to what extent 
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he should engage his firm or division in corporate social responsibility. Besides 

rationality, novelty is crucial in finding new methodologies of incorporating CSR. As 

for benevolence, it is a major reason behind CSR activities whereas being materialistic 

at the personal level does not really impact the degree of dedication to CSR. For 

instance, I can be a materialistic person but still I can practice corporate social 

responsibility along with seeking financial gains apart from CSR or through these 

activities if possible. Power is very important and should be at the managerial as well as 

the corporate level. In the same line of thought, CSR efforts are in vain without 

credibility. Given my personal commitment to CSR, I do not consider myself as 

“indifferent” towards CSR. Nevertheless, at work I represent the corporation so if my 

corporation does not foster such agendas I have to respect its policies and would 

probably practice my own social responsibility outside work. 

As for the leadership traits which qualify managers to practice CSR are 

“Influential”, “Fair”, “Passionate”, “Tolerant”, and “Benevolent”. 

Managerial Discretion: 

In general, managerial discretion at the bank affects the firm’s engagement in 

CSR greatly but positively. Viewing it from my position as a senior marketing manager, 

I have enough discretion to be effective regarding the firm’s social responsibility. 

However, I am still member of a complex team so final decisions are taken upon the 

discretion of all team members. Assuming I had full discretion like for instance being 

the head of the CSR team at the bank, I would maintain and enhance the CSR level, 

moderately.  

An entrepreneur will not know the importance and the true impact of CSR 

since he would be missing the interaction of the corporate values system with his 

personal motives and values. 
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ii. Corporate Values 

Corporate values are set mostly through founders and top management; 

however, some cases are initiated from the staff level to the top management level. 

Corporate values driving CSR should not be centralized in the CEO or top management 

as this will not be enough given the fact that employees are the ones among other 

stakeholders who create a community. In fact, they are the “internal community” via 

which any company thrives. 

Our core values are not documented on the website but rather on internal 

policy and procedures booklet and these are: 

• Transparent 

• Honest 

• Ethical 

• Forward looking 

All of these are related to CSR. Indeed, corporate values guide behavior 

greatly. Actually, the organization can definitely live with its present culture. As a 

matter of fact, it has been doing so for so many years. 

CSR is the same in all companies, but it differs in terms of size depending on 

the size of the company.  

 

iii. Influence of Societal Values 

I believe that we live in a society characterized as a melting pot of many 

different sects and sub-societies, whereby each one of these parties has a different set of 

values. These values only provide more options for helping the society given the many 

and different needs. Moreover, these societal values are helpful for us as they support 

welfare and benevolence. What is also helping is that the values of our close 
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stakeholders are the same as the society; they are in fact a sample of this society. Both 

the close stakeholders and the broad economic/political environment are important as 

each has its importance and effect on the institution. Power in society is very essential 

and important. Inequality in addition to social roles of men and women are always hot 

and touchy issues. Last but not least, the relationship between individuals and Group 

directly affects CSR. 

 

iv. Interaction of Value Systems 

A corporation is definitely not a welfare agency and CSR at BLOM is 

catalyzed by institutional effort more than individual managers as champions. We have 

a plan to incorporate CSR in the strategy and maintain its existence. In fact, our website 

includes a section on corporate social responsibility at the bank which can be considered 

as a distinct policy among other corporate policies.  

Personal values are important and they stem from social values. As for 

corporate values, they need to be adhered to regardless of the previous two. 

As far as the bank is concerned, there is very much consistency since it is a 

firm that incorporates people of all backgrounds and all social values and personal 

values. Also, the management supports these social values and shares them with the 

staff members.   

 

 
Table 4. Summary of Main Values – BLOM Bank 

BLOM BANK Personal Values Corporate Values Social Values 

Interviewee #1 

Benevolence 
Religious values 

Instinctive behavior 
Credibility 

Commitment 

Transparency 
Honesty 
Ethics 

Forward Looking 

Support Welfare 
Benevolence 
Melting Pot 
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4. Credit Libanais 

a. Interviewee #6 – Credit Libanais 

“The values of the founder are the main root of such initiatives at the bank” 

We spend around $15,000 per year for the CSR activities but the set budget 

depends on each project and its related expenses. CSR is situated under marketing and 

development only in the organizational structure of the bank. You have to know how to 

sell your CSR idea to your CEO, that’s why it should be part of marketing department. 

We do staff trainings and seminars for the responsible staff i.e. only those who work 

under the marketing department. Our monthly marketing meetings also include CSR 

issues and plans. As for employee awareness, we mainly publish everything we do on 

internal mail so any employee at any level of the bank can access information related to 

our CSR activities and feedback is always welcomed. On one side, our chairman gives 

out his full support to our initiatives through being always present in our CSR 

conferences and on the other side our shareholders highly encourage such activities.  

 CSR Activities: 

• Our main interest is the public sector and not the environment: 

• We practice CSR through our core business (we give housing loans to the 

military with conditions that fit the military institution norms) 

• Donations 

- Nahr el Bared war 

o All army who had banking products with the bank 

(personal loan, consumer etc. but not housing loan) were exempted 

from these payments and our insurance company took full 

responsibility to settle their debt. 

- Support the annual national day for drug awareness and prevention  
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o Sponsor anti drugs campaigns with the ISF (internal 

security forces) including:  

• Conferences 

• Flyers and Advertising tools 

• Speeches 

- Commissions or bonus for our suppliers (such as car dealers) 

depending on their sales volume or how much clients they  bring us 

 

i. Personal Motivations 

I believe that the most important personal trait which motivates us to act in a 

social responsible way is being extrovert. Whenever you love to meet people and talk 

with them and share with them everything then you can practice such responsibility 

successfully; and this is mainly attributed to education in the first place and of course 

family upbringing.  

The most significant factor which impacted my CSR motivations and outlook 

is the nature of my work and the exposure it provided me with the highest authorities in 

the public sector departments like the internal security forces and the Lebanese army 

through which I managed to set meetings with powerful figures in the society who are 

able to enforce and encourage my activities.  

I am a Collectivist by nature which increases my passion and dedication to 

CSR and I think that working for a team is crucial because if each one cares about his 

own self-interests then we will never reach common grounds. However, I sometimes 

become materialistic in the sense that financial return on a CSR project could act as an 

incentive or a catalyst to participate and to give more to the society. Rationality doesn’t 

have to do with CSR especially that I am too much benevolent so I give limitlessly and 



84 

my benevolence is not affected by the material part of the benefit. Novelty is essential 

and I am a person who is curious to know more and therefore constantly searches for 

new ideas to improve my work. As for power, given that CSR activities are done under 

my supervision in the bank I believe that I have enough power to enforce CSR practices 

and I actually do not work in an institution if there is no culture for corporate social 

responsibility. However, assuming that the bank does not foster such activities I might 

do it secretly yet knowing that I would be risking my transparency towards my seniors 

especially that too much transparency leads to credibility and the latter is a pre-requisite 

for good citizenship. 

Concerning the leadership traits which helps individual better practice CSR, I 

think that being “sociable” is the most important, along with “Have faith in CSR”. 

Managerial discretion: 

In order to practice CSR you need too much freedom of choice and in my case 

the chairman fully supports my choice however his discretion is ultimate in this regard 

especially that apart from being the bank’s chairman, he is the president of association 

of banks in Lebanon and the president of the Maronite Union. Hence, he is involved 

both politically and religiously; and therefore has great influence in promoting CSR 

practices in the society and internally through passing his CSR inclinations and values 

to his employees. Having said this, my latitude of discretion really depends on the 

interests of my chairman and shareholders. I usually go for the activities that they are 

interested in supporting.  

 

ii. Corporate Values 

Our CEO mainly sets the corporate values noting that he likes to have control 

on everything (ultimate authority). It is worth noting in this aspect that our shareholders 
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are fond of “show offs” so whenever we give donations to the military institution, they 

“applaud” because they see it as an advertising campaign for the bank especially that in 

this case the private sector is giving donations to the public sector. Consequently, other 

industries in the private sector will be encouraged to immitate the bank’s initiatives and 

thus our shareholders would be proud that the bank is a leader in supporting the public 

sector considering it corporate social responsibility. 

Personally, I think that corporate values should be set by involving all 

employees but the bank’s management does not support it claiming that most 

employees are working at the bank for financial reasons only or for professional 

experience without really caring about giving to society or even improving the bank 

itself and so many employees would resist certain values and tend to have other 

viewpoints than top management and that would lead to chaos in the process.   

Our core values are documented on our website and are the following:  

• “We serve: we deliver superior customer service. We gain customer 

satisfaction with service that exceeds customers’ expectations.” 

• “We act: we are action-oriented and encourage personal initiative. “Can do” 

and “Will do” are basic attitudes of all employees.” 

• “We perform: We have a performance-oriented culture. Rewards are 

commensurate with performance.” 

• “We improve: We increase productivity each year. Revenues and profits per 

employee are key measures of the bank’s performance.” 

• “We innovate: we embrace change. We continuously seek better solutions – 

for customers and the bank.” 

• “We cooperate: we function as a team. Cooperation among individuals and 

units is fundamental in delivering all bank services to customers.” 
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• “We communicate: We are open. We encourage continual dialogue across 

all units and levels.” 

• “We empower: We emphasize delegation. Acceptance of personal 

accountability permeates our corporate culture.” 

• “We Build: We continuously upgrade our skills. Commitment to self-

development and training are cornerstones of our competitive advantage.” 

• “We respect: We value each other’s ideas. We treat colleagues fairly, 

sincerely and courteously, regardless of differences in background” 

Unfortunately, our employees are more attached to their own values so these 

corporate values are left ineffective but we are trying to enforce them as much as 

possible to be able to survive across the years and even flourish in the future. 

CSR values change from one business to another upon the needs of the 

stakeholders.  

 

iii. Influence of Societal Values 

Our society is definitely an individualistic one whereby self-interests dominate 

in addition to the Show Off phenomenon. To elaborate more, in Lebanon people get 

excited about participating in social activities whenever its benefit matches with their 

own concerns and interests; otherwise they won’t lend a hand at all. 

In terms of banking, it’s hard to be aware of all the needs of the society and to 

classify them according to standard values because our clients, for instance, have 

various sets of values; they do and understand banking in different mentality. Some 

clients are really very picky and they don’t accept our banking conditions or the way we 

manage their accounts, their loans, or credits. On the other hand, we have people who 

are really interested to bank with us and we don’t have any problems with them. The 
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Lebanese mentality also differs across the country’s regions. For example, people in 

North Lebanon value “trust” and “confidence” without signing any documents and 

sometimes they take it personal or get insulted if we make them sign papers to settle 

their loans. Conversely, people in Beirut want to insure trust and confidence by signing 

documents as evidence. As for our staff, they are also highly influenced by the region in 

which they are working. Although they all follow the same norms in relation to 

operations however the mentality in Bekaa differs from that is dominant in the capital 

when it comes to customer relationship. 

In Lebanon, the broader economic and political environment matters more 

because in line with what I previously mentioned, it is the public sector that is in need 

of the corporate social responsibility practiced by the private sector which is more 

powerful in the case of CSR. Power, in different ranges, also exists between the military 

institutions we support but we see this as a positive point because it brings about more 

opportunities with the most powerful units in the society i.e. military, internal security 

etc. Inequality in the societies classes also impact our CSR practices in the same 

direction that power does. As for the social roles of men and women, and from my 

personal and professional experience, I believe that women are much more prone to 

practice CSR since military officers deal with women differently (physical appearance, 

presentable, communication skills, self control, enthusiasm, defend yourself, women 

must have a strong character in dealing with various types of people, transparency and 

honesty). 

 

iv. Interaction of the Value Systems 

The individual value system is more important than the other two value 

systems because if the individual himself is not inclined to or believes in “good 
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citizenship” he/she would not make the social responsibility programs of their 

corporation successful or it would probably be a temporary act.  

Practicing CSR does not mean that a company is a welfare agency because 

both individuals and corporations tend to exploit the resources they require to survive in 

their community so both of them should take full responsibility in maintaining a healthy 

social medium. In our case, however, these CSR efforts are mainly catalyzed by 

individual managerial efforts concentrated in top management and the CEO as a 

champion, unlike other institutions especially multi-nationals whereby institutional 

corporate effort is well established.  Personal and social values create corporate values. 

We build this policy and our corporate values based on social values and individuals.   

 

b. Interviewee #7 – Credit Libanais 

i. Personal Motivations 

What motivates me to practice corporate social responsibility is my family 

upbringing and I think that civil education starting from the parents is essential in 

raising new generations with CSR values.  

Religion by itself has an indirect impact on these motivations because 

individuals should practice CSR from their heart regardless of their religious 

convictions but if religion matches their passion about CSR that would be a plus. CSR 

education should also be promoted by schools and universities. As a senior manager, 

you should always be on the ground, behind people i.e. checking the needs of your 

employees and other stakeholders. The need for corporate social responsibility in this 

country is what motivates us the most. Lebanon lacks proper CSR practices and the fact 

that many people are only seeking their own self interest threatens the existence of a 

healthy community. In fact, the Lebanese war and last political events in the country 
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really prove that our society is ill-managed and that corporate social responsibility 

would solve a big part of the social issues like poverty as a consequence of the huge 

differences in social classes. 

I am more of a collectivist person and not really very entitled. I very often use 

my money to help improve my society so that would delete “materialism”. Of course, 

money counts but using my rationality in deciding on my social responsibility strategy 

very often helps in setting the right allocation of my money. As for novelty, it surely 

influences my decisions in relation to practicing social responsibility and I am working 

to improve this characteristic.  I have a lot of power as a senior manager, to dictate my 

intention to others. Credibility is essential; I always make sure that I am being credible 

in my daily activity. 

Managerial Discretion: 

 If I had full discretion, I would surely improve what we already have today in 

terms of programs because we are very far from what we must do at the bank. We 

should create our own foundation to help people. I am very passionate about corporate 

social responsibility and I have no problem in developing these practices even if top 

management is not interested in CSR.  I work on finding a way to convince them. 

As to which leadership traits enhances managerial CSR practices, I believe that 

he/she should be “Powerful” so that he/she are able to improve and change people’s 

lifestyles to the better. Further, “non-materialism” is quite essential whereby a leader 

does not seek financial returns of any activity he/she participates in, under the area of 

corporate social responsibility. CSR practitioners must also be “charismatic”, a vital 

trait in leadership, to be able to persuade their followers (ex staff or clients) with their 

initiatives regarding CSR. 

In my opinion, the only difference between an entrepreneur and a senior 
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manager is that the first one has more flexibility in his decisions. 

 

ii. Corporate Values  

You should have balance between corporate and individual values. Each 

company can help its community through its core business. For instance, on a bank’s 

operational level, you can give with each card transaction a certain amount to social 

associations. This way you are indirectly supporting the needy people as well as 

enhance the community as a whole. Unfortunately, some banks in Lebanon only seek 

benefits and increased profits. Our core values, already stated by my colleague, are not 

very effective  

 

iii. Influence of Social Values 

I believe that in Lebanon, we have two big sub-societies in line with the 

division in politics or between social classes (inequality). These two big entities 

characterize the people who are very aware of helping society and people who are only 

aware of earning money and increased power. When a man is looking for power or 

money he will forget all kinds of benevolent acts. Moreover, a healthy society has a 

middle class which is kind of disappearing in the Lebanese society. There is a need to 

maintain our middle class since it’s the intermediary between the rich and the poor and 

would decrease the probability of having a clash between the two. 

 Social values do not make it easier or harder for our firm, except for 

selfishness of people and their unwillingness to cooperate.  

 

iv. Interaction between the Value Systems 

You can’t have corporate values if you don’t have individual values. In the 
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same sense, you cannot help people at the corporate level if you don’t have individuals 

who are concerned to help others in the first place. Both value systems are important but 

what’s more essential is to have Individual values same as those of the corporation. 

However, in reality there are a lot of differences and gaps in the consistency of the three 

value systems under study. To begin with, the external social value system is very much 

affected by the Lebanese civil war and the recent political turbulences thus intensifying 

the negligence of social ethics and values. Moving on to the internal corporate value 

system, we notice that it all depends on the level of seriosity and the willingness of the 

management in planning for enhancing this system especially in relation to adding CSR 

values and enforcing other core values which are necessary for the continuity of any 

firm. Moreover, the internal corporate barriers such as budget constraints and conflict of 

interests (shareholders policy not in line with the manager’s viewpoints) would also 

help in classifying the firm’s corporate value system as either operative or non-

operative. Such constraints are quite evident in our case whereby the bank’s CEO is key 

in such activities and sometimes we have very interesting and rewarding plans for CSR. 

Yet, he disagrees on putting them in action due to some individualistic interests. 

I personally believe that I am a frustrated CSR practitioner at the bank but 

given the low rate of employment in Lebanon, I prefer to stay in my position and fight 

for CSR values without going into the hassle of searching another job in the very few 

companies engaging in CSR in this country.  
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Table 5. Summary of Main Values – Credit Libanais 

Credit Libanais Personal Values Corporate Values Social Values 
Interviewee #1  Extrovert 

Passion 
Dedication 
Benevolence 
Credibility 

Serve 
Act 
Perform 
Improve 
Innovate 
Cooperate 
Communicate 
Empower 
Build 
Respect 
 

Individualistic 
Show Off 

 

Interviewee #2 Collectivism 
Non-materialism 
Novelty 
Credibility 
Passion 

Self – Interested 
No Middle Class 
Political divisions 
Power abuse 
Unwillingness to cooperate 
Lack of Ethics 

 

 

5. Averda 

a. Interviewee #8 

“CSR stems from a combined effort of all staff across the organizational level 

so it is more related to the corporate values or the culture of the organization.” 

The budget for CSR is within the budget of the Communications department 

which currently handles CSR projects. Shareholders are pushing such practices because 

they think that there is common ground between profits and social responsibility. In 

other words they are convinced that it is a win-win situation. We do not have particular 

staff trainings on CSR except for occasional seminars related to the need for 

maintaining a healthy ecology and being friendly with the environment. 

CSR Activities: 

• Sponsorships 

• Living our values in our daily activities (ex minimizing costs by reducing the 

usage of resources like energy) 

• Recent cultural change in the company 

• Exerting more efforts to enhance the corporate role in the community 
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i. Personal Values  

Being a responsible person who is quite conscious about the challenges facing 

our environment is in my opinion a motivation to practice CSR; and usually such 

motivations are attributed to religion, education, and family upbringing equally. The 

fact that I am responsible by nature and aware of the dangers of business wastes on the 

environment really motivates me first to stay in my domain and practice this 

responsibility on an individual basis or on behalf of the company. The most important 

factor that has influenced my CSR outlook is being passionate about the environment. I 

am a very collectivist person, rational and creative the traits which actually helped in 

being a communications manager.  I am not materialistic and in fact I practice my 

individual social responsibility without announcing it because I don’t like to take the 

credit for doing “good” to the society. Power and credibility are quite essential in 

helping me become more committed. I am not indifferent towards CSR practices but I 

am more of a conformist that is if the culture of my organization doesn’t support it, I 

would respect the corporate culture and implement such projects as seen and required 

by its founders. 

Managerial Discretion: 

Managerial discretion at the company comes from top management. So, in my 

case I have a relatively limited discretion in terms of my CSR agenda.  

A senior manager proposes or suggests what he sees best in CSR under the 

strategy that was put by the entrepreneur. 

 

ii. Corporate Values 

 It’s a flat organization, easier system and full support from the board. 
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Corporate values were set through an exercise that we did and which involved all our 

managers and employees from within and I believe that it was the reason behind the 

success of the organization.  

Our Core values are surely documented in the company's records: 

• Deliver (on our promises in all conditions regarding our circumstances) 

• Care (about the community in which we operate) 

• Inspire (our audience via our environment and socially responsible behavior) 

Our core corporate values do guide behavior within the organization which is 

evident from the respect shown by employees towards these values and working in 

accordance to such values; no resistance what so ever. Moreover, we are an ever-

evolving company which amends and adapts its culture towards the benefit of the 

society mainly through its core business (waste management).  

 

iii. Influence of Societal Values 

In the past years, Lebanon has gone through lots of social and political 

troubles, due to the imbalance of power within the Lebanese community and also 

external forces. Therefore, today we are at the very basic needs of the society and most 

people are not socially and environmentally responsible. These existing social traits are 

a barrier to our CSR practices. 

As for the relationship with our close stakeholders, we as a company are 

pushing our suppliers to be more socially and environmentally responsible. We also 

hope that our clients share the same values of saving the environment. Moreover, the 

firm’s close stakeholders and the broad economic and political environment 

complement each other. Actually, they are interdependent. The close stakeholders are 

very important to push for CSR initiatives and this should be done under the umbrella of 



95 

the broader political and economic environment. Power is very important and has a big 

impact. Inequality is a barrier to CSR practices.  

 

iv. Interaction between the Value Systems 

The company is definitely not a welfare agency because in the end the 

company needs to make some profits to be able to grow with a well-balanced budget 

and to provide its employees with decent salaries. We have already integrated CSR 

policies within our corporate policies so CSR is currently more catalyzed by corporate 

effort as a whole. If I want to rank the three value systems in terms of necessity to 

practice CSR I would say that corporate values are the most essential supported by 

personal values of the people in charge then social values of all stakeholders. 

 

 
Table 6. Summary of Main Values – Averda 

Averda Personal Values Corporate 
Values 

Social Values 

Interviewee #1 Responsible 
Aware of surrounding 

challenges 
Passion 
Rational 
Creative 

Deliver 
Care 
Inspire 

Imbalance of power 
Irresponsibility 
towards the society 
and the environment 

 

 

6. Aramex 

a. Interviewee #9 

“Our corporate values are set by the mother company and go down the scale 

to reach every employee and CSR values are set in the same way and we make sure that 

our employees are well trained and attached to these values.” 

There is a yearly budget which is set by the CSR department in the mother 
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company (head office) to which we report and with which we consult. However, each 

country has a committee formed by the HR manager, the country manager, and any 

other potential managers that are interested in CSR. Moreover, our shareholders 

encourage our activities and actually CSR values within the company come from the 

culture of the company approved by shareholders and not the founders. We have two 

types of trainings which have been launched recently: one given by the CSR manager 

from Head office to our local committee and another done by our CSR committee for 

the volunteers that participate in the activities and this is done on a continuous basis. 

We support NGOs that have no religious affiliation or political agendas. We 

engage in activities including various sorts of shareholders. The challenge is in 

maintaining sustainability in all the projects. 

CSR Activities: 

• A lot of volunteers among our staff 

• Support Injaz (the junior achievement movement) 

• Support (Sabil) the public library NGO 

• NGO (NASMA) volunteering and financially supporting Ras Beirut center  

• A lot of projects in the tunnel: 

- Training center for Nahr el Bared Camp whereby we will be 

helping the students in the two schools there and furnishing the locations and 

two mobile libraries in order to help them study and achieve better. 

Our employees volunteer to implement CSR activities along with the help of 

some volunteers from outside the company but who support the company’s CSR 

strategy. They do it for certain hours and get paid for it.  
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i. Personal Values 

There is no one particular trait that qualifies an individual to practice CSR. 

This motivation should come from the individual’s own beliefs. It should be initially 

planted in you as a person from school times. If a person does not have any personal 

initiatives towards anything in the society or constantly thrive for education and 

advancement, he/she would not survive in this country. 

During my high school years, I was a member of a party which believed in and 

encouraged CSR activities and those beliefs are still planted in me until now. My school 

used to teach us community service, so education on the matter obviously qualifies a 

person to practice CSR in the same way it prepares and qualifies him/her to practice 

other professions. On top of education, I was influenced by my parents’ opinion and 

judgment. So my personal motivations are mainly attributed to education and family 

upbringing eliminating by this third option which is religion since I am an atheist; I 

don’t believe in religions. Politics influenced me negatively. It has always acted as a 

barrier for social movements. 

I am a collectivist but in a rational way. I believe that if someone wants to 

practice CSR he should be more of a collectivistic nature but he should also know the 

objectives he/she intends to reach in CSR. Too much diversification in CSR activities 

would lead to chaos and non-sustainability in the long run. I am very choosy in 

selecting projects. 

I believe novelty of ideas is essential; however, I always think about it in terms 

of being focused and figure out new methods to insure the continuity of the CSR 

projects at hand. Benevolence comes with collectivism and I am definitely not a 

materialistic person. If I were a materialistic person I would probably seek a more 

profitable opportunity elsewhere. I have very much power not only because of my 
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position at the company. It is the inner power in my personality and it is always 

reflected in the way I fight to get what I want. It is the power of proving one’s self to the 

people around him and Thank God I have a very credible name. All these traits makes 

me too much involved in CSR and in fact I wouldn’t stay in the company if it doesn’t 

have such culture because it’s totally against my culture and believes. 

As for the leadership traits which qualify a manager to practice CSR, I think 

that a CSR practitioner should be “Sympathetic”, “Passionate”, “Focused”, and “Good 

Judgment” especially that I get bombarded by many CSR proposals each day whereby I 

need to assess the society’s requirements on one hand and on the other hand examine 

the details of the initiative (who is supporting it, its sustainability) before deciding on 

the project. 

Managerial discretion:  

CSR is a must. It’s more of an obligation than a matter of choice. My scope of 

discretion is to insure the continuity of the projects while full discretion is practiced at 

the Head Office level by the CSR department.  

An entrepreneur is a planner, a visionary practitioner who is full of ambition 

and enthusiasm while senior managers might not feel these initiatives as such. They 

tend to be more of executers rather than inspirational leaders of CSR. 

 

ii. Corporate Values 

In my opinion, corporate values driving CSR should not be centralized in the 

CEO or top management because this makes them “dead” values especially if not well-

communicated to all individuals working at the organization. The understanding of the 

company’s culture should be moving in two ways (top to bottom and vice versa) thus 

involving all employees (senior managers to blue-collar workers). 
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Our core values are not documented anywhere because we think that living by 

these values is much more important than having them written in some corporate text. 

Our website though includes news about our CSR initiatives. Our corporate culture 

revolves around the following values:  

• Transparent 

• Team-based 

• Customer focused 

• Civic role 

• Compassionate 

Corporate values surely influence the behavior of employees across the 

organization via interaction (give and take). As a country manager, I would say that the 

behavior in Aramex - Lebanon is around 80%.  

I believe that there should be certain standard values for CSR across industries 

which is evident by the mere fact that the recent economic crisis or any fraudulent act 

can hit any firm across various business sectors and not only financial institutions.  

Our corporate culture can definitely continue to survive as long as there are 

people who “walk the talk”. Personally, I need and care to empower my employee 

through my corporate values to practice CSR through trainings.   

 

iii. Influence of Societal Values 

The Lebanese society is very materialistic and it is because of this materialism 

we are actually suffering economic downturns. The internal spirit at the company is not 

influenced by political or religious affiliations in Lebanon. We have around 230 

employees from different sects and different political backgrounds but we don’t feel that 

we are different. This is a very good example to show that people in Lebanon can really 
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live, work and achieve together. We do share the same culture and motivations of our 

society but the difference is that externally these motivations are hindered by politics 

and some religious movements. When it comes to practicing corporate “social” 

responsibility for example, the company’s new initiatives in this regard are always 

opposed by either political affiliation or sectarian affiliation.  In addition, most of the 

Lebanese people are unsatisfied with what they have and many others tend to boast or 

brag about what they have.  This too acts as an obstacle for corporate social 

responsibility. Yet, at the end of the day, it is the “responsibility” of “corporations” to 

prove to the “society” at large their good will and intentions in the process of 

implementing their CSR actions. That’s what “Corporate Social Responsibility” is all 

about.  

Our society Lacks civic education in general. Nevertheless, some schools are 

starting to give “civic education” as a required course but here we should question the 

extent to which new generations are seriously willing to apply this concept inside and 

outside their schools. What’s more decisive to explore is the time parents are spending 

with their children to plant social responsibility within their acquired values. 

Unfortunately, we notice that in our community some people are very rich yet are not 

willing to push their kids for CSR or community service.  That’s why I believe that 

schools as well as parents should collaborate to guide the behavior and communication 

skills of the next generation in line with CSR. 

Another issue characterizing our society is the wide gap between the public and 

the private sector in Lebanon without which things would have been different and the 

implementation of CSR would have been facilitated. 

Concerning the values of our close stakeholders, our staff values are those of 

the corporate values. In addition, we spread our values to the customers and we have 
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joint initiatives with other companies in the private sector which possess similar values. 

In my opinion, the firm’s close stakeholders are much more important since they are the 

ones who really make our CSR projects well implemented and as I implied before, we 

do not care for the country’s political or economical environment in practicing our 

social responsibility. Despite that, I believe that power in society is crucial because a 

company should have connections with key persons in the community in order to 

facilitate the CSR practices but still it’s not a priority. Inequality and individualism is 

definitely a barrier; similarly the weak relations between individuals and group. As for 

gender roles in social responsibility, women were more active in our society but this is 

changing recently and the social freedom we have supports the notion of fair chances 

between men and women.  

 

iv. Interaction of Value Systems  

The corporate value system matters more than the other two mainly because 

the survival of any company in the private sector really depends on its responsibility 

towards the community. I believe that every corporation has a major role in the society 

especially a materialistic society like Lebanon whereby companies should insure the 

continuity of values and ethics in the private sector; although this doesn’t mean that a 

company should act as a welfare agency. Moreover, I consider personal values as the 

basis for corporate values and in our case there is full consistency between these two 

value systems. However, given the social situation in Lebanon, honestly I don’t see any 

intersection between the inner values of Aramex (whether personal or corporate) and the 

outer prevailing social values and traits.  

 

 



102 

Table 7. Summary of Main Values – Aramex 

Aramex Personal Values Corporate Values Social Values 

Interviewee #1 Taking Initiatives
Collectivism 

Being Focused 
Benevolence 

Power 

Transparency 
Team Work 

Customer Focus 
Civic Role 

Compassion 

Materialistic 
Political and sectarian 

affiliation 
No civic education 

Lots of boasting 
Un-satisfaction 

 

 

7. Fattal 

a. Interviewee #10 - Fattal 

“It’s an old concept in as far as my firm is concerned; fully embedded in our 

culture since 1985. In the past, CSR was done on individual basis mainly by the CEO 

but now it’s regularized under a separate unit.” 

It’s a foundation within the business including fully dedicated employees who 

are paid to run CSR tasks only. This foundation (Our Lady of Hope) includes several 

committees each handling certain type of activity (ex. environment awareness, gathering 

clothes for the poor) and it has a dedicated budget with separate financial statements. 

CSR Activities: 

• Educational 

- paying tuition for school students (over 750 students last year) 

• Medical (Health oriented) 

• Pension plans for our employees upon retirement 

• Supporting our clients during war times 

“We are committed to these activities to the full extent especially that the 

motivation comes from the culture of the organization as a whole and we are blessed 

with the support of our shareholders.” 
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 However, it always comes from the top. If the owners of the business are not 

prone to such activities, a single manager cannot impose these activities on them and 

ask for a budget “out of their pocket”. 

 

i. Personal Values 

To practice CSR is mainly to have a deep belief and self-motivation to help 

others. In my case, I am motivated by my modest family environment since I come from 

a relatively poor surrounding in addition to the company values in which I work. It is a 

synergy between the personal and the corporate values. I think family upbringing is the 

most important and fundamental. Based on personal experience, what highly affects my 

CSR outlook nowadays are those needy people who deserve to have fair chances of 

living like others in the community. 

I value collectivism very much and I try to include it in every task I am doing 

even when I am interviewing candidates. For instance, I ask them questions about their 

hobbies in order to have an idea on whether they are team oriented or individualistic. 

CSR cannot be based on emotions because when you manage a foundation by itself like 

in our case, there should be a budget in order to survive and it has really to be well-

structured and rational in distributing scholarships. So, I don’t think benevolence is a 

necessity in corporate social responsibility. I am benevolent but in a rational way. As an 

illustration, if I encounter a beggar on the street who seems to be in his twenties, I 

would not give him any penny because he is still has capability to get him a decent job. 

Conversely, if the beggar is an old guy then I will be more inclined to help.  

Personally, I am not a very creative manager and I don’t need so much novelty 

in my position as an HR manager however every manager at the company needs to be as 

creative as possible to be able to continue that mission which was set by our late CEO, a 
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man very well known for his great passion and engagement in social activities. 

I don’t use my power in CSR because I believe that coercing people to do such 

activities might either frustrate some of them or might lead to short term impact instead 

a long lasting effect. As for credibility, I believe that it is very significant in CSR but I 

don’t use to gain famousness.  

If I had to stay in a company that does not promote any CSR culture, I would 

do it in disguise especially that in my opinion benevolence comes with doing things 

secretly. 

In relation to the question about the essential leadership traits in practicing 

CSR, I think that “Teamwork” is indispensible. Charisma is unnecessary. It might help 

in raising funds for such initiatives but one can always do it in the shadow.  

Managerial discretion:  

I don’t have enough discretion to decide on CSR activities in the name of the 

company since we already have a dedicated team with full discretion but sometimes I 

practice CSR at the level of my unit. That’s where I make use of my discretion in 

promoting the most beneficial activities for my employees and other possible 

stakeholders. 

An entrepreneur could be a senior manager within a company having an 

entrepreneurship mind. However, an entrepreneur is usually a leader, a strategist, a 

person with original ideas and who doesn’t go into the small details while a manager 

manages daily work and get his tasks from up the ladder. An entrepreneur has more 

freedom in practicing CSR. 

 

ii. Corporate Values 

The values were initially set by the founders but recently a meeting of 40 
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managers including the owner with the assistance of foreign consultants (mainly 

American) came up with new values. Then the company was divided into teams and 

each manager had to explain these values to his employees.  

People within the company must live by these values because they are not only 

written on the wall.  There are two types of values the hard ones (profitability) and the 

soft values. CSR lies in the soft values category which has to be uniform across 

organizational levels and regardless of the type of business because in this case you are 

doing something human.  

Courage is very important!  

Our Core Values are definitely documented and we have a book of corporate 

values at the company's premises. Moreover, they can be viewed under Mission and 

Vision/Values on the company's website:  

• The dolphin as our mascot since he has 6 traits: 

- Always smiling 

- Very friendly 

- Brave 

- Intelligent 

- Speedy 

- Team worker 

And our corporate values are basically the “4 Fs” 

• Fast 

• Flexible 

• Friendly 

• Focused 

Other values are: 
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• Trust (Transparency and Integrity) 

• Respect (Our employees and stakeholders) 

• Courage (To continue despite the war) 

• Sharing (Teamwork and Communication) 

• Innovation (we are future oriented) 

Being “Friendly”, “Sharing”, “Courage” and “Respect” are the most related to 

CSR.   

We review the values every now and then since nothing is static. The company 

has been present for 120 years and currently it is managed by the fourth generation. 

Given the above, it would definitely survive for many years onward. 

 

iii. Influence of Societal Values 

Our society lacks a middle class and when people get poorer and poorer they 

lose values and their level of commitment to social responsibility becomes less. In this 

case, the corporate level of commitment should increase to fill in the gap. Moreover, we 

are a Middle-Eastern community whereby the family role is robust. This facilitates 

practicing CSR because most corporations are family-based thus paving the way for 

social bonding and getting more connected with the community; hence, closer to its 

needs unlike in western societies where CSR is more essential.   

Our suppliers are big multinationals which, during the past 15 years, have 

become really savage (“Capitalism Sauvage”). They used to contribute to our charitable 

activities, unlike today whereby they are only concerned about maximizing their own 

wealth, protecting their jobs and delivering to their shareholders. This really puts us 

under pressure because we no longer rely on their contributions in our CSR activities. 

The values of our customers are very close to ours. New joiners must have the same 
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values as those of our corporation, otherwise they will not fit. They will either leave or 

get fired. I believe that the close stakeholders are more important. 

Power as in the political aspect is a barrier but in society we are the biggest 

company in Lebanon so we are powerful enough although we don’t brag about it. We 

are very sensitive towards inequality. We used to treat our customers as well as 

suppliers as friends or partners to the company, and the employees are one family. Yet, 

this has changed nowadays because many of our stakeholders lost their ethics noting 

that some employees no longer deliver in the same way and quality they used to show. 

 

iv. Interaction of Value System 

A corporation is not a welfare agency, it should make profit but part of this 

profit must go to CSR activities. In our case, we redistribute them as rewards to our 

employees and society at large (customers in specific). After all the source of our profits 

is the end-users who trust us and buy our products. These activities are being 

incorporated within our corporate policies. There should be synergy between the three 

values systems. For instance, if I am in a company which promotes social values but I 

am very egoistic, I cannot fit. As in relation to the social values we try to practice our 

CSR with caution and carefulness without being involved in politics so as not to offend 

anyone. 

 

b. Interviewee # 11 - Fattal 

“Motivation for CSR comes from the values of the founders (top-down). It is 

difficult to impose a culture (bottom – up); that’s why companies usually look like their 

owners. If the founders are socially responsible by nature then the cultural ambiance in 

the organization would differ from that of the founders who are more profit oriented.” 
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As my colleague declared, we do have a significant budget specific for the 

foundation responsible for such practices (Our lady of Hope). Any employee is eligible 

to join this unit or the underlying committees on the condition that they must show 

ultimate dedication.  

 

i. Personal Values 

You have to be a professional as well as altruistic since CSR is looking beyond 

your own personal profit. It is a win –win situation, I am managing my career but not at 

the expense of the career or path of other people. 

It’s not religion at all. It’s education very much, then family role; in other 

words, education at home and school. Social responsibility is an acquired trait and not 

innate. As a matter of fact, I practice CSR now more than before because now I have 

more responsibilities towards my corporation in which I am working and society at 

large. . 

Moreover, if a person has ethics then it’s natural for him/her to practice CSR.  

I am somehow collectivist and fairly benevolent but I would say that my 

rationality matters more because to me CSR does not always come from the heart. It is 

really your mind which tells you the way you should do it. It is really in your brain. I 

also believe that a manager should be quite pragmatic when practicing CSR. Novelty is 

not really required given my position as a financial manager in the company, so I don’t 

usually think of novel ideas for making financial decisions. Power is important and 

when I use my power I have more opportunities to practice CSR in the company. CSR 

makes you credible. 

I am not indifferent towards CSR but I believe that, at the end of the day, I am 

hired by a company and I am here to do a job so ethically I should be faithful to my 



109 

employers. This brings me to the point that I would rather do nothing in relation to CSR 

if the company does not have such culture. Nevertheless, if they push the blanket a little 

bit too far where I think that CSR is jeopardized, then it becomes on a case by case 

situation. For instance, I would assess the situation as fairly acceptable and in this case I 

would let go CSR towards achieving only the required job; or I would stand up and 

argue for CSR if it’s not reasonable and ethical. 

As to which leadership traits qualify an individual to practice CSR, I think that 

he should be “ethical”, “credible”, and “stand by his ideas”. 

Charisma is not important in CSR! 

Managerial discretion: 

There are no set limitations for my managerial discretion at the company. I 

have full discretion within my scope of work along with self assessment.  

An entrepreneur is not bound by upper authority, he’s free to practice social 

responsibility and impose it on his employees (if any) the way he wants to do it. 

 

ii. Corporate Values 

I think that setting corporate values should not be centralized within top 

management but, as I already mentioned that companies look like their CEOs. 

Therefore, if the CEO is sensible to CSR, many employees will follow and become 

sensible to CSR. Sometimes, when the CEO is not interested in CSR, some managers 

who believe in CSR might care less about it which leads to either frustration or 

indifference across the organizational levels. 

Corporate values help in guiding behavior in the organization; in fact, it is the 

way these values are communicated to all staff which should be paid attention to. In 

reality, one can write a booklet of core values but keep it in his /her drawer, or he can 
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communicate and live by it through his day to day activities. 

CSR practices are perceived differently across business sectors. For instance, it 

might be feasible to practice CSR in the tobacco business but it wouldn’t be taken 

seriously as when it is done in the healthcare business. So the CSR activity by itself can 

determine the extent to which CSR behavior and values are being taken seriously. 

  

iii. Influence of Societal Values 

The Lebanese society is selfish and individualistic. Moreover, although we 

have democracy people very often abuse it by not respecting the rules in the country (if 

any!). In my opinion, democracy is all about individualism and this is actually the 

biggest problem of the west whereby extreme democracy created individualistic 

behaviors. There is also lack of education on ethics which creates more barriers towards 

practicing CSR given that our society is naturally sensible to this idea, so if you want to 

practice it you have to educate people also. 

Our customers are loyal as well as our suppliers although they are becoming 

more savage in the sense that they are more concerned about profit maximization, 

nowadays, instead of helping us in playing a role in social welfare. We are more 

concerned about our close stakeholders because I believe that a company can’t practice 

CSR if the close environment doesn’t allow it to do so even if the society at large is 

open to CSR ideas. In Lebanon, it is quite the opposite. We find companies who apply 

CSR within their close environment but their actions are limited to this small circle of 

stakeholders mainly because the public sector doesn’t favor or is still not accustomed to 

corporate social responsibility. 

Power in our society is dangerous since it is not always channeled in the right 

direction. In the same angle of thought, I consider inequality as a barrier to CSR 
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because obviously it’s against “equity”. Finally, I don’t think that CSR practices are 

necessarily related to gender roles in society. 

 

iv. Interaction of Value Systems 

The corporate value system is the most essential since there should be a right 

attitude of corporations in order to stand up for their mission and to guarantee their 

endurance. That is what we keep on hearing on the news each day especially after the 

recent global financial crisis of October 2008. Nonetheless, I stress that a corporation 

should not be non - for profit at any expense. Despite the fact that corporate values are 

very important, and after giving it a second thought, I would put equal weights for the 

three value systems because individual, as well as, social values matter too. As an 

individual, you are either responsible or not. Your values differ from one situation to 

another: you are one thing at work; same at home; same in the community and each one 

of it is important. They go hand in hand. 

 

 
Table 8. Summary of Main Values – Fattal 

FATTAL Personal Values Corporate Values Social Values 

Interviewee #1  Deep Belief 
Self-Motivation 
Collectivism 
Rationality 

Courage 
Fast 
Flexible 
Friendly 
Focused 
Trust 
Respect 
Sharing 
Innovation 

No Commitment 
Poverty 
Strong family bonds 

Interviewee #2 Professionalism 
Altruism 
Rationality 
Power 

Selfish 
Individualistic 
No civic education 
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8. Debbas 

a. Interviewee # 12 - Debbas 

“The values of the founders were the basis for CSR motivation, but the focus 

and motivation today is the need for CSR from top to bottom across organizational 

levels.” 

Our company has always had a CSR program which was exclusively at the top 

management level. Nowadays, CSR is handled by the HR and the corporate marketing 

departments under the supervision of the HR manager. However, the budget is still at 

the holding level and on a case by case basis; but our shareholders are definitely for the 

proper application of corporate social responsibility at Debbas. Until now there are no 

formal staff trainings, but we do have a consultant helping us to initiate all those 

processes as far as the HR department is concerned. Moreover, we send mass emails 

once a week with “green tips” to keep our employees aware of the importance of green 

initiatives first and foremost those instigated from within the company.  

CSR Activities: 

• Green initiative program:  

- Reducing our carbon footprint all over 12 countries 

- Energy saving lamps which goes in line with the “Green campaign” 

• Educational programs: will launch a Debbas foundation in charge of many 

activities (from raising funds for educational purposes to different types of cultural 

initiatives) 

 

i. Personal Motivations 

Courage is the main trait motivating CSR initiatives. A person has to fight for 

his/her ideas and to have faith in his self. I attribute CSR qualities to both education and 
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family upbringing.  

The situation in which we live (pollution, climate change, social reasons: 

littering from others, lack of recycling mostly green things) is the most important factor 

influencing my CSR outlook. There is an urge for CSR to save our community from 

predictable threats. 

I am pretty collectivist and I think that there is no way to perceive it in a 

rational or realistic way because in my opinion it is more philanthropic. However, I try 

to maintain a balance between benevolence and being entitled. I am materialistic to a 

certain extent. Novelty really has a lot of influence on me. Whether on the corporate or 

personal level, I always go for something new in CSR. By being empowered to practice 

CSR, power gives me more motivation. I can’t assess my own credibility because I 

guess this is the task of my colleagues. 

I am not indifferent to CSR practices however some issues can be done under 

the radar if the cost is minimal but never in disguise because in the end this activity is 

being done in the name of the corporation and therefore you need the support of every 

one. Therefore, if you don’t have this support, your personal initiatives will not be as 

effective or efficient as when they are at the corporate level. 

As to which leadership traits are crucial in practicing CSR, I believe these are 

“Patience” together with “Resilience”. 

 

b. Interviewee #13 – Debbas 

i. Personal Values 

In order to care about and practice corporate social responsibility, an individual 

should have high awareness of what is going around him. What motivates me 

personally is taking part in educational activities along with the green campaign of our 
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company. What influenced my CSR outlook positively is the great support of top 

management in this regard whether financially or personally.  I believe that these 

motivations are very much attributed to religion because it is the most influential factor 

at the social level in Lebanon. All our laws are in fact impacted by religion. 

I am collectivist but also very rational since I believe that we can’t do things by 

following our subjective mind and without setting any budget even at the individual 

level. Collectivism is very important in CSR because an individual alone cannot be 

“socially” responsible and collective efforts usually achieve better results. Novelty is 

essential and I am trying my best to be as creative as possible to insure the continuity of 

our CSR programs. I am extremely benevolent even in my daily work and that 

eliminates materialism. Individual power is essential in the commitment for CSR 

activities because without this power one can’t implement such practices and I think 

that my personal power comes from the fact that I value credibility and honesty in 

everything I do.  

I am quite an active CSR practitioner at my company but if I had to work in a 

non-CSR corporate environment I might end up a frustrated CSR practitioner because I 

am a person who fights for his believes no matter what and I would do the same 

concerning my CSR believes.  

In relation to the question about the leadership traits qualifying a manager to 

practice CSR, I imagine that “Charisma” helps but “Commitment” is more essential. 

Moreover, “Interpersonal skills” are fundamental especially when accompanies by the 

belief that CSR initiatives will eventually make an impact and that a manager should 

view it as a long term return on investment. 

Managerial discretion:  

My discretion depends on the activity that I am doing.  Some issues are only 
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done at the top management level so we as HR should get the approval of top 

management. I would say its moderate discretion. 

  

ii. Corporate Values  

Our organization cannot be a flat organization since we are a holding company 

under which several companies present in 13 countries are managed. 

Corporate values are set by the board of executives, not the CEO only. 

Basically it should engage all employees.  

Core values as mentioned by the HR manager are still not documented but 

implied in the company's philosophy (available on the website) These are: 

• Innovate 

• Depend on each other 

• Act ethically 

• Excel 

• Learn 

 “Act ethically” and “innovate” are mostly related to CSR because as a 

technological company we try to use that strength in CSR and any candidate joining our 

company should adapt to these values; otherwise he/she will not fit. Most of our 

employees have been in the company for a decade or more and they are dedicated to our 

values and to corporate social responsibility (90% dedicated to their CSR values). Those 

who do not live by the core values of the company they are, honestly speaking 

perceived as being at odds. 

Values are the same across industries. The only difference lies in the nature of 

CSR activity driven by those values. For example, certain industries might be more 

sensitive or aggressive towards environmental activities (ex. Reducing their carbon 
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footprints) while others value more employee issues. In our company, the prevailing 

culture has been present for the past 100 years so it definitely can continue.  

 

iii. Influence of Societal Values 

The Lebanese society is conservative and traditional. There is more of a “group 

philosophy” as opposed to other individualistic societies which makes it easier to 

practice CSR. It is also characterized by geographical differences whereby there are a 

lot of demographical discrepancies between one region and another. 

Our customers as well as our internal staff are still not aware of CSR, but the 

good thing is that they are being quite receptive to our activities. Suppliers also are not 

resistant and in fact they are highly aware of CSR because most of them are from 

Europe where social activities count a lot. 

In Lebanon, our close stakeholders impact our CSR initiatives more than the 

broader political or economical environment because simply there is no lobbying or 

pushing from the government or public institutions towards corporate social 

responsibility. Therefore, social power is mainly brought by the private sector which 

can enforce such activities more than the public sector. 

Our society also features very strong relationships (multifaceted bonds) 

between “the individual” and “the group” so it makes it easier to implement such 

activities. What is lacking is the need for more awareness and explanation on this 

concept. 

 

iv. Interaction of the Value System 

A corporation is not a welfare agency, but these activities should be top priority 

and must be practiced at the corporate level more than at the individual level. 
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Corporate values are based on social values. Individual values are also based 

on social values but the impact of corporate values is greater than individual. As far as 

our company is concerned, we are trying as much as possible to make these three value 

systems consistent but that is the ideal case. 

 

 
Table 9. Summary of Main Values – Debbas 

DEBBAS Personal Values Corporate Values Social Values
Interviewee #1 Courage 

Faith 
Collectivism 

Balance (between benevolence 
and entitlement) 

Innovate 
Depend on each 

other 
Act Ethically 

Excel 
Learn 

Religion 

Interviewee #2 Awareness 
Collectivism 
Rationality 

Novelty 
Benevolence 

Honesty 

Conservative 
Traditional 

Group Philosophy 
Demographical and 

Geographical 
Discrepancies 

 

  

9. Debasco 

a. Interviewee #14 - Debasco 

“Our company is in the chemical business but it does not engage in CSR 

activities. In other companies, motivation usually stems from a combination of all 

(values of the founders, culture of the organization, and the society) and very often 

shareholders would encourage such activities since it indirectly maximizes profits on 

the long term.” 

We do not have any budget for CSR activities. The only thing we do in this 

regard is educating people (customers, farmers, research centers, distributors) about the 

features and benefits of our products, and our technical programs.  
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i. Personal Values 

Nothing really motivates me to practice CSR beyond my close stakeholders 

especially that one of my tasks as a marketing and development manager is to take care 

of my customers and employees in a responsible and credible way which is something 

innate. CSR is attributed to a little bit of everything (religion, education, family 

upbringing). I am passive about CSR mainly due to the non-CSR culture at our 

organization. However, if I had full discretion to launch any CSR initiative I would use 

it to promote my product with more environmental responsibility (pollution) due to the 

nature of the business (dealing with chemicals) but again this is something technical and 

not beyond the corporate activities. 

 

ii. Corporate Values 

Our corporate values are set by the Board of Directors and not only the CEO. 

Examples of these values are “product innovation” and “added value to customers”. 

These values are still not documented in any corporate text. Our company is a profit 

maximization firm and that is its ultimate goal so no need for a corporate value 

statement. Other firms might feel the necessity of having common values within their 

structure especially those related to CSR. 

 

iii. Influence of Societal Values 

The Lebanese society is very diversified and based on sects. 

CSR should start from the person himself but if the company has policies 

which shape it unlike in our case this individual will perform better. 
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iv. Interaction of Value Systems 

A company is definitely not a welfare agency and I really support the argument 

that social responsibility should be at the individual level. That is why I think that 

personal values are the most important and they should go hand in hand with social 

values. As for the corporate values related to CSR, this is optional. 

 

 
Table 10. Summary of Main Values – Debasco 

DEBASCO Personal Values Corporate Values Social Values 

Interviewee #1  Responsibility 
Credibility 

Product Innovation 
CRM 

Diversified 
Sectarian 

 

 

10. Intermedic 

a. Interviewee #15 - Intermedic  

“The supreme source of corporate culture is the people who set up the 

structure of the organization. Seeing us as a company involved in things beyond purely 

commercial activities really motivates our people. We have an intrinsic motivation to 

embrace CSR practices, a motivation stemming from our personal and social values.” 

At Intermedic, there are no shareholders to support CSR in the first place. 

Moreover, we do not conduct any staff training on corporate social responsibility, but 

we are in the process of starting a quarterly issued newsletter which will always address 

or have a section on CSR. This will constitute a strong awareness campaign on the 

matter. We are currently publishing our first issue of the newsletter which will include 

the results of a survey circulated two months earlier by our HR department related to the 

way internal staff can aid the company in saving money environmentally. 

CSR Activities: 
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• Charitable donations and fundraising are our most frequent CSR practices 

• Involved in initiatives that inspire employees to make a positive impact on 

the environment while cutting the company expenses: 

- Recycling or Re-using materials 

- Turning off lights and computers at the end of the day 

- We don’t just pocket the money for the company (We do share a 

percentage of the savings with employees) 

 That’s how we change the behaviors.  

 

i. Personal Values 

• Commitment 

• Justice 

• Fairness 

Personally, what motivated me the most to practice CSR is the combination of 

ethics and economic objectives which helps in achieving financial results while creating 

social welfare. I mostly attribute my CSR initiatives to my principle values (could be 

family upbringing or religion).  

As the President of the company, I have the buy-in from employees and 

management; that is, I have the ability to bring together key employees and to grasp 

opportunities. Therefore this managerial discretion makes me more dedicated and 

committed to CSR in terms of “power”, “credibility”, and “rationality”. 

Further, if I were in a company which does not promote such a culture, I would 

probably practice my CSR under the radar rather than sitting there doing nothing. 

As for the necessary leadership qualities for practicing CSR, I believe that 

“Credibility”, “Ability to collaborate”, “to think outside the box”, “Persuasiveness”, and 
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“Passion” are the most influential in this regard. 

Managerial Discretion 

In my opinion, managerial discretion should be a key element to consider when 

implementing a CSR policy across the organizational levels. It is because such policies 

have to be communicated by all employees. Here lies the managerial role in influencing 

people’s attitudes by this CSR policy. Managers, at Intermedic, must have enough 

discretion to incorporate such policies into the business operations and make sure that it 

is being seriously complied with i.e. not only a formality. As the president of the 

company, I do have enough discretion to decide on which programs to set off in relation 

to our corporate social responsibility. 

In the case of entrepreneurs, usually running an SME, interpersonal 

relationships are more cohesive because of the relatively small size the organization. 

This close relationship between the entrepreneur and his employees facilitates the 

spread of his “ethical convictions” and CSR motivations across the enterprise. 

Consequently, his personal values would be deeply rooted in the corporate culture. In 

this case, an entrepreneur can make decisions concerning CSR in a smooth and inherent 

way which is not the case of a senior manager who, very often, has to abide by 

decisions or opinions of top management. 

 

ii. Corporate Values 

Our organization is flat but our values have been set through the founders.  

I think that corporate values should be shared with employees at all levels, and 

not only by top management, because it is through the involvement of our staff, we can 

succeed in promoting CSR to our surrounding. 

Our core values are documented on our website, and these are: 
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• Customer Satisfaction 

• Quality 

• Leadership 

• Continual Learning 

Continual learning is very much related to CSR because we believe that in 

promoting a “knowledge-based” generation, we are achieving the highest standards of 

social responsibility. 

Corporate values do guide the behaviors and actions of our internal 

stakeholders. In fact, they serve as the basic guideline to our staff when formulating any 

decision especially the contentious ones. 

Not all aspects of CSR are relevant for each type of business.  It all depends on 

the “nature”, “size” and “location” of the organization. For instance, some corporations 

build on existing or available systems, policies, and networks to integrate social 

responsibility into their corporate practices. Each firm should identify all social issues 

which are more or less specific for its environment and core business in order to set its 

CSR values. For instance, it is just natural for a Healthcare company to base its CSR 

initiatives on values associated with maintaining better health outcomes.  

I believe that our organization will always continue to live with its present 

culture because it is well-established and naturally enforced among our employees. 

 

iii. Influence of Societal Values 

In Lebanon, the ties between individuals are loose; everyone is expected to 

look after himself and his immediate family. In addition, strong relationships with 

extended families are manifested. However, we do not find such loyalty and 

cohesiveness on the national level or even communal level. Although the Lebanese 
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people are keen to have public relations, be part of a group, they basically do it in the 

hope of achieving their own personal aims and wishes probably in enhancing their 

lifestyles.  

Despite that, I don’t see any direct relation between the prevailing social values 

in Lebanon and our CSR practices and actions. Hence, as far as my firm is concerned, 

social responsibility is well-promoted.   

Values of our close stakeholders:  

• Excellence in Service 

• Higher quality of life 

• Leadership 

On the short term it is the firm’s close stakeholder which matter more but on 

the long term it is definitely the environment; the ultimate goal of CSR is to make a 

difference in people’s life at all levels. 

 

iv. Interaction of Value Systems 

I believe that it is equally essential to foster both corporate and individual 

values. As a matter of fact, people whose values match the corporate values of a certain 

organization are more prone to work in it. Likewise, companies usually select 

employees who share the same corporate values. Consequently, people within the 

organization would, over the years, behave very similarly leading to a stronger 

corporate culture. It is worth mentioning here that adopting CSR by businesses is very 

much linked to the nature of values of individual managers. From this perspective, I 

would say that the individual value system is still more significant than the corporate 

value system.  This does not mean that it is the role of individuals only to provide for 

community service, but the “catalyst” of the corporate value system in this regard is 
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highly attributed to the degree to which employees can line up their “personal identity” 

with that of their corporation. Moreover, the impression given by individual managers 

regarding the outlook of top management towards CSR practices and performance is 

what really matters. In the same line of thought, corporate social responsibility is still 

catalyzed by individual managers as champions rather than corporate effort and 

inclination. 

As for CSR policies, we still do not have concrete policies at this stage; aside 

from the donation part. We still rely on individual ideas to practice our corporate social 

responsibility.  

I believe that these three value systems work as a circular chain in which 

personal values lead to personal motivation which catalyzes corporate actions. The latter 

would lead to corporate commitment and practical action in serving the society. As far 

my firm is concerned, there is certain degree of consistency between the individual and 

the corporate value systems which is actually making our CSR initiatives successful. 

Yet, I still don’t see any link between the social values and the other too because I 

believe that CSR can be practiced within any social culture even if the approaches and 

the actions are unique for every social culture. 

 

 
Table 11. Summary of Main Values – Intermedic 

INTERMEDIC Personal Values Corporate Values Social Values 

Interviewee #1  Commitment 
Justice 
Fairness 
Power 
Credibility 
Rationality 
 

Customer 
Satisfaction 

Quality 
Leadership 

Continual Learning 

Loose ties 
Loyalty and Cohesiveness 
mainly at the family level 
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11. Microsoft 

a. Interviewees #16 and 17 - Microsoft 

“Our motivation to practice CSR comes from the expectations of society in the 

first place via getting feedback on the community’s needs; then our corporate culture 

which encourages employees to take initiatives for social responsibility and better 

connect with the community around.” 

Interviewee # 16 begins by saying that: We, at Microsoft, are in a position 

where we can help the community in different ways but we try to stick to our core 

business which is helping in IT because we feel that there is great need and shortage for 

computer literacy programs among many. By filling this gap, we are doing something 

which complements our mission. 

CSR at our company is fragmented across countries so there is no one 

centralized CSR department although there is a CSR fund in the head office. In Lebanon 

it is under marketing. We have a dedicated budget prepared by ourselves noting that all 

proposals have to be submitted to Head Office so that approved projects would be 

funded based on merit. Project proposals are assessed based on the underlying benefits 

and their alignment with the company’s mission in all geographical remote areas. We 

value doing seminars for the awareness it brings to employees. 

 CSR activities: 

• Education: 

- Smart bus: “if you can’t go to technology let technology get to 

you” 

o With local partners, donors, municipalities and the 

professional computer association (PCA) 

o Target remote villages where technology is not accessible 
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o “The partnership for Lebanon” following the July 2006 

war and in collaboration with other IT companies” 

• Relief after the war 

- Small business startups which were mainly affected during the war 

(helping them acquire software scientifically and efficiently-> reduce operation 

costs, increase profit margins, and become more competitive. 

• Introduce broadband to Lebanon 

Interviewee #17 interrupts by saying: We have a volunteer program which we 

offer to our employees, so any employee can choose any organization he feels he wants 

to work with and dedicate one day or two (per year) from his work time for this 

purpose. This is on individual basis and during work hours. Similarly, we are working 

on group initiatives. We support a local NGO which focuses on e-waste. These e-wastes 

need to be disposed of in a specific manner (green IT). We are also developing types of 

software with energy saving modes because we recently found out that 50% of the cost 

of IT is from the power consumption. Therefore we are trying to introduce environment 

friendly software to minimize these costs.  

 

i. Personal Values (Interviewee # 16 – Microsoft) 

There are no specific qualifying traits for CSR practices. It is mainly brought 

by the sense of belonging to this community. If an individual is alienated from this 

community he will not feel encouraged to contribute. 

I am personally motivated by the company’s core values and the geography in 

which it is operating because it is giving us a lot so we feel very responsible to give 

back. 

CSR has to be attributed to education and social status. 
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• Interviewee # 17 articulates that: It is never religion. We try to be neutral 

about religion. 

Interviewee # 16 continues by saying: To belong is part of having a 

collaborative effort and this is one of the evident personality traits I’ve got. I am always 

part of a team at my workplace. I don’t practice my CSR for personal gains or for the 

glorification. I always practice CSR with rationality because we have to abide by the 

budget so we cannot accept all the projects or go beyond our area of expertise. This 

makes me more dedicated to assess the seriousness and the sustainability of every single 

CSR proposal. As far as novelty is concerned and given that we work with local 

partners and diverse communal groups, there is no one formula to be applied so we have 

to be novel enough in adjusting our existing template to customize it depending on the 

needs of the communities we are targeting and serving. We should be imaginative and 

innovative to be able to compete with local NGOs as well as other social organizations 

flourishing in the countries in which we are present. In CSR, I should be very 

benevolent because if you want to give just for taking back then I will not be going with 

my initiatives beyond commercial purposes. As for power, I am in a privileged position 

in being members of a company like Microsoft so I usually take advantage of my 

corporate influence to channel some of our activities on citizenship towards the 

community that we are interacting with. I don’t interpret power in the sense that I 

should use my position at the company to discriminate between giving activities (give 

this community and not the other). Power is really a facilitator or a catalyst in practicing 

CSR. Finally, I have to be very transparent whenever I have an unrealistic proposal 

from any concerned party. I make sure that I explain clearly that this can be done and 

this cant.  

Had I been indifferent to CSR practices the whole “conversation” with the 
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communal groups will not have taken place and I wouldn’t have treated every 

application I confront as a potential project. However, assuming the company does not 

promote such activities, I would rather do it in disguise since no matter what my 

obligations are to the company it does not have to impact my motivation towards social 

responsibility. Still, I prefer to do it outside working hours and without any breach of 

Microsoft’s rules so that my transparency towards the company would not be distressed.   

As for the leadership traits qualifying an individual to practice CSR, I think 

that “Open-mindedness”, “Passion”, “Team Spirit and Smart Distribution of tasks”, in 

addition to “Inspiration” is more than enough. 

Managerial Discretion: 

Our judgment or discretion is quite essential in order to assess the eligibility of 

the projects. I try my best not to turn people unhappy or have high expectations, by 

clearly explaining to them the process by which we select the social activities. On the 

other hand, we don’t give the impression that it’s going to be approved right away 

because first of all, the selected projects are subject to further review; second, the 

budget might not be sufficient.    

A senior manager at the company has to abide by the CSR fund to sponsor an 

activity while an entrepreneur has more discretion to decide on whatever sum of money 

he wants to spend. Moreover, his decision might either be based on reason or on 

emotions while in the case of senior managers CSR takes a more strategic approach 

whereby the decision is limited to the guidelines which are usually set by top 

management. It is kind of hard for senior managers to go with their emotions in this 

respect.  
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ii. Corporate Values 

Our core values are set across all employees (Top-Bottom) and this fact 

strengthens our corporate social responsibility. This whole process gives back 

rationality to CSR in order not to be carried away with certain personal feelings mainly 

those of the CEO. Sometimes, the chairman of the company might get bombarded with 

certain projects from pressure groups whereby he will feel either excited or pressured, 

given his position and reputation, to approve on it while individuals in his company are 

not willing or maybe nor capable of executing these activities. In this regard, I think that 

corporate values should not only be centralized by the CEO.  There should be a filter for 

values driving corporate social responsibility in order to better manage and manifest this 

sort of tendencies.  

Our core values are well-established at the corporate level, and our website 

actually has a webpage specific for corporate social responsibility along other 

corporate values: 

• Honesty 

• Transparency 

• Openness 

• Good citizenship  

Corporate values surely guide behavior in the organization. For instance, if 

individual employees really go behind the corporate values in terms of contributing to 

or engaging in community service and in return the company doesn’t look badly on 

these contributions, then these people would probably encourage their colleagues to do 

the same. But this is the ideal case because not all employees think or behave alike. 

Taking “Good Citizenship” as an example, some employees are more passionate than 

others; others are absolutely indifferent; while some others might do it without 
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announcing but might look for the glorification of the act of giving.  

Values driving CSR should not differ across industries. It is the objective that 

changes; depending on the nature of the business. For instance, at Microsoft, we tend to 

promote specific projects aiming at improving individuals and not at attaining selfish 

PR status. Other companies might do it for advertising purposes and they are proud of 

it. Some other companies like oil companies are required by the community to engage 

in certain CSR activities. So, they do it in an attempt to minimize the negative social 

perception that they are abusing natural resources.  

The company would continue to survive with its present culture. After all, the 

founder of Microsoft (currently second richest man in the world) has dedicated all his 

life to charity and this culture has been present ever since the company was established. 

  

iii. Influence of societal values (Interviewee# 16) 

Despite the various political and religious sects, we see a great potential in 

Lebanon due to the open and cosmopolitan society and the mere fact that Lebanese in 

general are achievers and willing to adopt new concepts and are exposed. The Lebanese 

people are innovative and trendsetters in the region (in all business sectors: banking, 

hospitality, fashion, etc…). These social values make it easier for our multi-national 

company to practice CSR. The major value of our suppliers is accountability while 

customers are characterized by being loyal and passionate about technology.  The 

values of our staff  are quite similar to our corporate values (ex team spirit, honesty, 

open-mindedness) This leads us to say that we do not look at the broader economic 

environment to practice our CSR because honestly we operate in a hectic external 

environment (economic and political mood swings) that would depress our CSR 

initiatives. We tend to be neutral in society especially that technology is not dictated by 
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a sect or any political affiliation. Most of the times political power acts as a barrier to 

CSR because it is used irrationally. What motivates us is the willingness of people to try 

to adopt technology as a tool to realize their potentials and hence fulfill the mission that 

our company is trying to promote. I view inequality as an opportunity to launch our 

projects which aim at providing technological accessibility to everyone (from diverse 

political or religious sects, to both men and women, to special needs). In Lebanon, there 

are tight relations with the group due to strong family bonds so on the “giving” side; it’s 

the individual’s task to give while on the “taking” part, all the community should take. 

As for the social roles of men and women, there should be equal opportunities in 

practicing CSR.  In IT for example, there is a balanced distribution for men and women. 

In contrast we face a lot of geographical gaps whereby in urban areas IT awareness is 

much higher than in rural areas. 

Recently, women in rural areas are becoming to be more active in the economy 

and sometimes they are more willing to learn and acquire PC skills than their men 

counterparts. 

 

iv. Interaction of these Value Systems 

In my opinion, corporate values cannot be enforced on anyone. The corporate 

culture is there no matter how weak or strong it was but it is up to the individual to 

decide whether to abide by it or not. Individuals with CSR values should be retained 

because these managers are usually very enthusiastic in setting a plan for CSR 

activities. “It is leading by example”.  

A corporation is not a welfare agency but it has more impact on the welfare of 

the society if CSR practitioners act in the name of the company because as individuals 

practicing CSR alone will have a limited impact. Moreover, our company through its 
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well-established corporate policies encourages this sort of behavior, which even leads to 

greater impact.  In short, personal values are very important but corporate values make 

those personal values more effective. Social groups drive and control individual values.  

Finally, I would like to say that the individual value system is an extension of 

the corporate value system which in turn is the extension of the social value system (the 

extension of the individual value system!) As far as our company is concerned, there is 

consistency between the corporate and individual level and we are trying our best to 

make these values go in line with the social values in Lebanon. 

 

 
Table 12. Summary of Main Values – Microsoft 

MICROSOFT Personal Values Corporate Values Social Values 

Interviewee #16 Belonging 
Courage 
Teamwork 
Rationality 
Dedication 

Honesty 
Transparency 
Openness 
Good Citizenship 

Open 
Cosmopolitan 
Innovation 
Trendsetting 
Geographical Differences 

Interviewee # 17 Innovation 
Novelty 

 

 

 

12. CytoCare 

a. Interviewee #18 - CytoCare 

“At the company level, our engagement in CSR is not yet official. We do 

participate in charitable activities but most of these activities are done by me as a 

business owner. I am, personally, a member of some not-for profit organizations.” 

 

i. Personal Values 

Any individual has to be responsible by nature in his daily habits. Self 
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responsibility allows people to make a difference in society in their every day practices 

whether in business or personal. So, CSR is innate. It is about my outgoing personally, I 

like to network and know people and eventually CSR arises. 

CSR is certainly not attributed to religion. It is mainly education which 

impacted my CSR motivations. However, it is not in the sense that I “learn” CSR but in 

the way I develop it because in my opinion it is something innate. As far as family 

upbringing is concerned, the influence is indirect because it really depends on the 

person himself. For instance, there are a lot of cases where we have two children in the 

family but one is very responsible and the other is not. 

In terms of collectivism, most of the times I practice CSR for the interest of the 

group although  I am not very much  a team player which means that I would do my 

own thing for the benefit of the group. I might follow my own interest if it doesn’t hurt 

the group. I am very rational and I always work on developing novel ideas. I am an 

entitled person which is associated with being rational because part of being rational is 

to give as much as I take. In other words, if I take less than I give I cut it off 

immediately i.e. my commitment to CSR will decrease. I am materialistic so I don’t 

engage in activities that do not give back personal gains. I use my power in my every 

day habits so in relation to CSR this would help me influence other people or groups of 

my CSR ideas. Credibility is very important and should be maintained when practicing 

social responsibility since it brings me closer to people and it insures the success of my 

business. As a matter of fact, one can’t be non-transparent without being caught at the 

end of the day. 

Although I am a materialistic person, CSR has nothing to do with being 

materialistic or not. I would try to discuss my CSR agenda openly with my boss aiming 

at convincing him with its benefits and importance. I’d rather do it under the radar. 
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For a person to practice CSR, he/she has to have certain leadership traits such 

as “Motivation”, “Self-discipline”, “Visionary” in CSR (Can see the same thing from 

different perspectives), and “Flexible” (in rotating and twisting an idea). 

Managerial discretion: 

As an entrepreneur, I have the full discretion to plan for and practice CSR to 

the extent that I want. 

 

ii. Corporate Values 

As a startup business, I am in the process of setting the value statement for the 

company. I believe that corporate values should be similar to the personal values of the 

founder or CEO which is usually the same person. However, as the organization gets 

larger in size, these values should be modified and adjusted according to the values of 

the whole team and the CEO should be 100% committed to those values. Our Core 

values should be as follows: 

• Bio-ethics (since we are taking cells from people) 

• Confidentiality 

• Patient rights 

Respecting patient rights would be the most relevant to CSR. 

Corporate values guide behavior and action in organizations to the extent that 

the management wants these values to diffuse across the firm. In some companies, the 

management does not enforce these values and therefore they end up written in the 

mission statement without being applied. 

Values driving CSR change a lot between businesses. For example, in the 

medical field, human and patient rights are top priority which drives CSR practices up 

to 80% while in other industries CSR is driven up to moderate levels (ex stock market, 
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weapons trading) 

As a startup business, the culture of the organization is newly born so definitely 

there would be a lot of modifications as the company gets larger and larger to be able to 

survive in this ever changing world. 

 

iii. Influence of Societal Values 

Our social values are a mixture of both: “individualism” and “collectivistic 

efforts” and the latter usually appear in terms of crisis. Many people in our society do 

not care except about themselves and very few have social responsibility. People follow 

cliché, brands and they are most of the times fooled by appearances. 

What might impact my CSR practices at the company level are the love for 

brands in Lebanon because it  impacts the way the company presents and markets its 

products especially that people in our society are “copy cats”. While many consider that 

strong family ties are essential in social responsibility, I consider this as a critical aspect 

because those tight bonds between individuals living in a small society nourish the 

“word of mouth” and make it spread quickly. Thus there is a direct impact on my 

reputation. 

Our social values make it harder for my business to engage in CSR especially 

those related to selfishness and greed. Many people would care about their small family 

ignoring the well being of the society at large. 

Our suppliers mostly care about profit while customers value insurance and 

security. They want to make sure that they will be healthy and safe in the future that’s 

why they approach my company.  

Both the firm’s close stakeholders and the broader economic/political 

environment should be paid attention to when practicing CSR. Nevertheless, I tend to 
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value stakeholders more because in the end they are the direct source of profits for the 

company so they must be retained. In addition, I won’t be able to practice integrity, for 

instance, if I don’t work with responsible suppliers together with loyal day to day 

contacts (i.e. clients). However, if my CSR activities are directed towards the ecological 

aspect then I have to account for the broader environment. To me, this is still quite 

occasional.   

Social power is very important when it comes to the ability of being “heard” in 

the society. Sometimes individuals might be socially responsible but they are not 

powerful enough in the society so nobody would know about them. Social power can be 

in the form of networking whereby one can easily transmit a CSR message. Inequality 

provokes CSR; it’s a cause of CSR. As for the relationship between individuals and the 

group, there should be tight relationships in order to help an individual or a group to 

outperform in CSR (an individual can add a lot to a group or vice versa). In my opinion, 

women are more socially responsible in our society and it is women who are more 

dedicated to CSR than men. Men, on the other hand, tend to be more business and cash 

oriented.  

 

iv. Interaction of Value Systems 

A firm is not a welfare agency but nevertheless considering welfare could 

benefit the business. It depends on the image the firm wants to present of itself. In my 

opinion, it is much “friendlier” to work at a firm that practices CSR. Actually, people 

tend to enjoy working at such firms where people get together and care about the 

welfare of the society. So, there has to be some sort of social responsibility at the 

corporate level. As far as my business is concerned, it is still an individual effort.  

Personal values come first because if a person does not have ethics, as one of 
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his basic values or traits, then not a single corporation can change that via its corporate 

values. Personal values together with power can affect social values. The corporate 

value system is basically built on personal and social values. At Cytocare, there is 

consistency between the personal and corporate value systems. What happens at the 

social level is that it becomes selective implying that I work with people who cope with 

our personal and corporate values; I avoid those who don’t. 

 

 
Table 13. Summary of Main Values – CytoCare 

CYTOCARE Personal Values Corporate Values Social Values 

Interviewee #1  Outgoing 
Self 
responsibility 
Materialism 
Rationality 
Novelty 

Bio-ethics 
Confidentiality 
Patient Rights 

Mixture of “Individualism” and
“ Collectivism” 
Love for brands 
“Copy cats” 
Greedy 

 

 

13. WonderBox Entertainment 

a. Interviewee #19 

“CSR is mainly driven by the expectations from the society but definitely the 

culture within the management of the company matters.” 

At this stage, our engagement in social responsibility is not very clear because 

we are still a startup business. Moreover, CSR is kind of limited to the way we use 

natural resources. For example, we use the same wooden material in all the video clips 

we shoot so that we do not exploit this natural resource which has already become 

scarce. 
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i. Personal Values 

Being trustworthy is what really qualifies individuals to practice CSR. At the 

personal level, I am motivated to believe in CSR by being aware that my contribution to 

the society will at the end of the day bounce back on my well being in a positive way.  

Moreover, such personal motivations are actually attributed to religion, 

education, and family upbringing altogether; with main emphasis on education. The 

climate change is one thing that pushes me to be socially responsible and to value the 

importance of practicing CSR. 

My collectivism makes me more committed to CSR bearing in mind that to be 

able to achieve good citizenship, collective efforts are essential. Rationality makes me 

decide on the type of CSR activities I want to engage and I like to evaluate the pros and 

cons of my acts. I am trying to be as novel as possible in welcoming ideas that are 

socially responsible. I am not a benevolent person and I would consider as a drawback 

to my CSR practices because I think that there must be mutual benefit to everyone, so I 

will not be dedicated to a certain activity which is not beneficial to me also. I always try 

to find a mid way that could satisfy both parties and that would keep me away from 

acting materialistically all the time because sometimes materialism makes a person 

narrow focused. Power is important but you have to know where and when to use it. I 

think credibility is extremely important and this trait makes me more committed to CSR 

especially that when a person enforces “Trust” then people would value his/her actions 

greatly. 

If I ever face a situation whereby I am ethically motivated to practice CSR yet 

due to the organization’s non-CSR culture my CSR actions would be limited to 

economic benefits, I would rather try to pursue my CSR agenda under the radar. 

In relation to the question on leadership qualities, I would say that “Influence”, 
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“Good Vision”, and being “Focused” are those traits which add value to the CSR 

practitioner. 

Managerial discretion: 

In any corporation, managerial discretion is usually limited by the company’s 

strategic objectives. Still, in my case things are different than in the case of a senior 

manager. Although being a partner in the company does not allow me to have the 

ultimate discretion when deciding on CSR plans, I do have enough flexibility to 

convince my other partners about CSR unlike managers in large firms. In other words, a 

senior manager has to revert to top management for approval before implementing any 

CSR activity while an entrepreneur is free decide on his CSR agenda and hence better 

and faster implementation.  

If I had full discretion, I would surely raise this culture because I believe that 

the collective benefit will bounce back on us as individuals. 

 

ii. Corporate Values 

Corporate values are mostly developed from the values of the owners as well 

as their personal and professional experiences. Corporate values driving CSR should 

flow all the way from top management to all employees (shared values) because a 

company is not composed of CEO or top managers exclusively. 

Core values should be mainly the following: 

• Ethics 

• High level of credibility and transparency 

• Integrity 

All of these values drive corporate social responsibility. Any action taken at the 

corporate level has to be based on corporate values. So these values should influence the 
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behavior of employees in general and managers in specific especially in assessing their 

decisions and strategies before implementing any plans. 

The type of business is correlated to the level of CSR engagement. Some 

companies are, by default, more prone to CSR practices than others (Paper business vs 

banks). Notably, a real estate business (building towers) may be less inclined to CSR 

since these companies tend to be more profit oriented although they have a big 

responsibility in insuring the safety of their workers and customers being in the raw 

material they use or the building conditions. 

Our present corporate culture is still new and therefore needs a lot of 

improvement at this stage to be able to sustain the existence of the company.  

 

iii. Influence of Societal Values 

Lebanon is a democratic country which allows the freedom of practicing CSR. 

However, sometimes we feel that there is a lack of accountability or professionalism 

which allows many businesses or even individuals to exploit resources irrationally or 

claim integrity while being malicious and fraudulent. These values would make it 

harder for us to practice CSR and makes us picky in selecting stakeholders who really 

value trust and integrity. 

I believe that in order to practice CSR a firm must pay more attention to the 

broad economic and political environment for the reason than working with a broad 

direction will directly or indirectly impact its close stakeholders. Social power, in its 

good context, pushes CSR initiatives forwards while inequality might appear as an 

opportunity to some but as a threat to others. It really depends on how practitioners 

perceive it. Frankly speaking, I see it more of a drawback to CSR because if the benefit 

does not apply to everyone in the society, then the person or entity promoting CSR 
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would be de-motivated and might stop their initiatives.  Good relations between 

individuals and “the group” really encourage individuals to practice CSR assuming that 

this group does care about “good citizenship”. As for the gender differences in society, I 

don’t think it has direct impact or relation to how someone can practice CSR. 

 

iv. Interaction of Value Systems 

Individual values actually drive corporate values so they are much more 

important to foster in pursuit of CSR. However, it is not the role of individuals only to 

provide for community and individual needs knowing that companies also have the 

responsibility to satisfy the basic needs of the community while respecting and 

enhancing the social environment around them because it is actually embedded in their 

infrastructure (corporate culture). Therefore, the base of corporate values is the 

individual values which, when put together, form social values. 

I would give more weight to the individual value system. Social values come 

second and afterwards the corporate value system. As far as my company is concerned, 

there is still no consistency between the three value systems because the corporate value 

system is not very well-established and the social value system is most of the times 

against our main individual value being “Integrity”. 

 

 
Table 14. Summary of Main Values – Wonderbox Entertainment 

WONDERBOX Personal Values Corporate Values Social Values 

Interviewee #1  Trustworthy 
Collectivism 
Rationality 

Ethics 
Credibility/Integrity
Transparency 

Democracy 
Unaccountability 
Fraud 
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14. MTC 

a. Interviewee #20 

“CSR certainly stems from the values of the founders. In fact, it is the ultimate 

philosophy of the founders of our mother company to be fully dedicated to corporate 

philanthropy.” 

In Lebanon, CSR is handled by the corporate communication unit but directly 

linked to the General Manager. The CSR team is well trained and is responsible for 

setting a budget, usually planned ahead of time, for such programs. There is no need for 

mass trainings across all employees because we only ask for a certain number of 

volunteers depending on the activity so not all employees participate in every project. 

Our projects range from one shot activities to long term programs.  

Our philosophy about CSR is based on four pillars involving various 

stakeholders: 

• The community 

- Distributing gifts for the poor (Occasionally: Ramadan and 

Christmas) 

• The environment 

- Supporting environmental associations in achieving their projects 

(Not financially) 

• Education 

- Distributing scholarships (on a yearly basis) 

•  Health (depending on the project)  

 

i. Personal Values 

In order to be qualified for CSR a person should feel that he/she is part of this 
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society and should be aware of the surrounding problems. Moreover, he/she must on 

one hand act with an “open heart”, but on the other hand be rational in deciding which 

activities to support. What personally motivates me is the fact that I am aware of 

dangers and needs that we are facing in our day to day life and which requires 

collaborative efforts and sensitivity to social issues; of course to a certain extent. 

For instance, I am very sensitive to anything that harms the kids: child abuse 

and labor. I attribute these motivations to my family upbringing, religion, and 

education. 

I am very much collectivist and it makes me more committed to CSR when I 

see that the outcome is be much more beneficial. Rationality makes me more committed 

to CSR because it insures that I am practicing it reasonably and fairly. I don’t think that 

novelty at the personal level would make any difference to my contribution to the 

welfare of society. However, it does count at the corporate level because our 

management asks us to come up with new activities each year believing that it would 

impact the firm’s image positively. I am not fully benevolent which means that I might 

turn down a certain CSR act if there is no way to benefit from it on a personal level. 

And by benefits, I don’t mean financial return because I don’t think materialism makes 

a person more committed to CSR. I mean social glory or notice that I am doing 

something good for the society and that society should give me back something in 

return maybe in the form of good reputation, credible image, or personal power which 

in turn increases my motivation in participating in socially responsible moves.  

If I had to work in a non-CSR culture, I will try to do it discretely or maybe at 

my own pace outside the company but definitely not stand and do nothing.  

Concerning the question about leadership qualities, I think that being “People 

oriented”, “Charismatic”, “Well-connected”, “Caring”, and “Passionate” would 
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definitely qualify a manager to practice social responsibility to the highest extents.  

Managerial discretion: 

As a corporate communication manager, my discretion allows me to practice 

CSR to a great extent because it is up to my department to decide whether to go with 

this project or not. We give the recommendation to top management which look at us as 

a team of experts in social responsibility so we have a lot of discretion in 

recommending. Despite that, we are required by top management to provide them with 

all the insights on each CSR project in addition to a full rationale of why we are 

proceeding with this project. In other words, being directly linked to the general 

manager, does not really allow me or my team to go ahead with any CSR activity 

without the consent of the management. If I had full discretion to practice CSR I would 

fight to have all the activities in place but then again I would end up having too many 

factors to evaluate (ex the budget) before making my decision. In fact, I believe that it is 

for this reason that our current GM rejects certain activities.   

An entrepreneur takes more risks; in fact, it is one of his personality traits.  

 

ii .Corporate Values 

Our values were changed two years ago by a branding team who worked on the 

new values of the group which are currently being adopted by the HR and all 

employees.  I think that this is the right way to formulate corporate values: through 

involving key employees from Communications, Human Resources, and part of top 

management.  Similarly, CSR values should not be centralized at the very top levels of 

the firm noting that these values are for the group and not only the CEO. Everyone has 

to abide by them. Further, the CEO and the General Manager have the duty to set 

business objectives but not the values of the company.  
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Despite the novelty of our corporate culture, it is quite improving day by day. 

So, the survival of the company must be sustained. 

Our Core values are basically those of Zein Group which is the mother 

company of MTC touch: 

• Heart 

• Radiance 

• Belonging 

Corporate values cannot guide the behaviors of the organization if employees 

are not educated to work as per these values. At our company, our employees really 

have a strong sentiment of belonging to the company’s brand and they would want to 

stay in the company and are proud to be recognized as belonging to a leading company 

like MTC Touch. That’s why they work as per the core values of the company. 

Values driving CSR should certainly be different across industries because 

each business has different CSR vision and mission. Moreover, the degree to which they 

want to be involved in the community also varies across companies. In the case of MTC 

Touch, we manage the company for the Ministry of Telecom but we don’t own it so our 

CSR approaches are kind of limited or bound by the approval of the Ministry of 

Telecommunications in Lebanon.  

  

iii. Influence of Societal Values 

In Lebanon, group initiatives for CSR are still a little bit shy. On the contrary, 

as individuals we have a “Lebanese personality” whereby we tend to lend a hand when 

in need. Our society is open to all cultures and our hospitality is what really 

differentiates us from other nationalities.  

Social barriers will not impact us as a company because if we are committed to 
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this philosophy we can do it regardless of some social values. 

Our customers are really loyal to the company which shows by the volume of 

customers we have (56% of the market share). This is due to the fact that we always 

provide our clients with customized services and they are very much aware of our 

reliability and accountability in terms of the quality of the service. However, they 

always set high expectations for certain services while it is not always up to us to decide 

on such issues. For instance, we always get complaints from clients on the high rates of 

the mobile telecom while this is a mere ministerial decision. Our suppliers of network 

and lines, as well as, our distributors are reliable, credible, and accountable. Actually, 

they have to be collaborative and abide by our rules and values as much as possible to 

insure continuity of the relationship. For example, to avoid any black market 

distributors are responsible to stick to the official rates. For the supply of network, we 

only deal with companies that have international presence with very good reputation. It 

is worth mentioning that we care more about our close stakeholders (employees, 

customers, media) since CSR has to emerge from the inner circle then move on to the 

external broader environment (Lebanese Government). 

Power in society does not really affect CSR activities because it’s the power of 

the company itself that matters. Inequality is not a barrier and actually it is not linked to 

achieving our CSR practices. On the contrary, our CSR is mainly addressed towards 

these social categories like the needy, orphans, or those with special needs. 

Furthermore, we rely greatly on our image so we don’t need to seek the help of some 

powerful figures in the society. Yet, we do partner with certain credible and powerful 

NGOs just to boost our activity. In relation to social groups and individuals, it is quite 

evident that associations concerned about social issues are increasing yet their causes 

are still being opposed by some resistance mainly due to unawareness, indifference, or 
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materialistic objectives. A major example is that of the “Green Peace” initiative which 

was once very impactful; now it is “silent”. 

Finally, both men and women could practice CSR because social responsibility 

is linked to ones personality, character, and willingness not to his gender. 

 

iv. Interaction of Value Systems 

It’s the corporate values which matter more. A company is not a charity or 

welfare agency and this is a common mistake. When it comes to a corporation 

practicing CSR, there is a two way benefit. Obviously, individual effort alone is not 

enough.  

We do have corporate policies but it is more of managerial effort since not all 

employees are willing to volunteer.  

As far as my company is concerned, the corporate value system dominates the 

other two systems due to the firm’s ethical activities and credibility. Moreover, personal 

values could exist but as a company, we can’t rely on each of these values separately. 

Moreover, some individuals might be sensitive to all what’s happening around them that 

they might act blindly which shouldn’t be the case.  

We try to combine the three value systems together. There is consistency 

between personal and corporate values but in relation to social values we are still 

investigating the social needs in Lebanon to be able to come up with common grounds 

across the three systems and thus attain a favorable level of consistency.  
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Table 15. Summary of Main Values – MTC Touch 

MTC TOUCH Personal Values Corporate Values Social Values 
Interviewee #1  Awareness 

Rational 
Collectivism 

Heart 
Radiance 
Belonging 

Helpful 
Open 
Hospitality 

 

 

F. Findings – Across the Sample 

Having discussed each interview by itself, this section is developed to analyze 

the results of the questionnaire and to develop some conclusions concerning the topic 

under study, across the above mentioned sample of Lebanese managers.  

At the outset, we get the impression that managers in Lebanon still consider 

“corporate” social responsibility as a new theory but are being more aware and open to 

this notion for the benefits it provides to the society and the individual. At this stage, the 

situation of CSR in Lebanon is as follows: 

• Companies who still rely on individual initiatives especially those of the 

founders (ex Credit Libanais, Cytocare) 

• Companies who engage in several CSR activities but still do not have an 

official corporate policy (ex Debbas, Intermedic) 

• Companies who are newly introducing CSR into their corporate policies and 

culture (ex BankMed, BLOM Bank) 

• Companies who have well-established CSR policy and have been practicing 

CSR for several years (ex Microsoft, Fattal, Aramex) 

It is worth noting that some other firms are still purely inclined to profit 

maximization and thus do not believe in the broad concept of corporate social 

responsibility. 

Digging deeper into the perception of corporate social responsibility, we find 



149 

out that while most of the managers interviewed have directly associated CSR to 

corporate philanthropy, a new and modern mentality appears among some managers 

who think that CSR is extremely strategic. Actually, to be able to practice corporate 

social responsibility appropriately, managers should make sure that their practices are 

linked to the core business of their organization and must have both economic and 

social value. Moreover, it must be known that strategic CSR is in reality linked to long 

term initiatives rather than temporary or short sighted practices. Obviously, long term 

sustainability is much more rewarding than interim benefits.  

Below is a table summarizing the current CSR programs and activities which 

are or were recently held by the sample companies across the various local business 

sectors. 

 

 
Table 16. Summary of Local CSR activities 

Company Name CSR Activities 

Bank Audi sal • More plugged into the communities where  branches exist 
(Painting Neighborhoods) 

•  Supported nationwide campaigns like “deep blue” 
•  In times of crisis, distributing water in July 2006 war 
• Spreading awareness on diseases like breast cancer 
•  Sponsor “help Lebanon” 

BankMed sal • Internally:  
-  The “keep smiling” campaign  implicitly targeting  employees 
-  First local bank to be Carbo-Neutral 

• Internally and externally: 
-   Campaigns: 

 “Happy Planet”/ “Go Green” Campaign   
-   Environmental activities 

 Planting Arez trees in Arez Forest – North Lebanon 
 Cleaning Rmeile beach - Beirut 

Blom Bank sal • Donations for many NGOs and institutions 
• Sponsorship of events related to fund raising, or support activities 

for community service centers and institutions 
• Communication of such acts to our staff members as awareness 

campaign and support promotion 
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“Table 16 – Continued” 

Company Name CSR Activities 

Credit Libanais • Main interest in the public sector and not the environment 
• Practice CSR through our core business (give housing loans to the 

Lebanese army with conditions that suits the military institution 
norms) 

• Donations 
- Nahr el Bared war 

  All army who had banking products with the bank 
(personal loan, consumer etc. but not housing loan) were 
exempted from these payments and our insurance company 
took full responsibility to settle their debt. 

- Support the annual national day for drug awareness and 
prevention  

 Sponsor anti drugs campaigns with the ISF (internal 
security forces) including:  

o Conferences 
o Flyers and Advertising tools 
o Speeches 

- Commissions or bonus for our suppliers (such as car dealers) 
depending on their sales volume or how much clients they 
bring 

Averda • Sponsorships 
• Living our values in our daily activities (ex minimizing costs by 

reducing the usage of resources like energy) 
• Recent cultural change in the company 
• Exerting more efforts to enhance the corporate role in the 

community 
Aramex • Volunteer initiatives from staff 

• Support Injaz (the junior achievement movement) 
• Support (Sabil) the public library NGO 
• NGO (NASMA) volunteering and financially supporting Ras 

Beirut center  
• A lot of projects in the tunnel: 

- Training center for Nahr el Bared Camp whereby help will be 
extended to students in the two schools there; in addition to 
furnishing the locations and bringing in two mobile libraries 

Fattal • Educational 
- paying tuition for school students (over 750 students last year) 

• Medical (Health oriented) 
• Pension plans for employees upon retirement 
• Supporting clients during war times
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“Table 16 – Continued” 

Company Name CSR Activities 

Debbas • Green initiative program:  
- Reducing carbon footprint all over 12 countries 
- Energy saving lamps which goes in line with the “Green 

campaign” 
• Educational programs: will launch a Debbas foundation in charge 

of many activities (from raising funds for educational purposes to 
different types of cultural initiatives) 

Debasco • Educate customers, farmers, research centers, and distributors 
about the features and benefits of our products and technical 
programs 

Intermedic • Charitable donations and fundraising (Most frequent CSR 
practices) 

• Involved in initiatives that inspire employees to make a positive 
impact on the environment while cutting the company expenses: 
- Recycling or Re-using materials 
- Turning off lights and computers at the end of the day 
- We don’t just pocket the money for the company (We do share 

a percentage of the savings with employees) 
Microsoft • Education: 

-  Smart bus: “if you can’t go to technology let technology get to 
you” 

 With local partners, donors, municipalities and the 
professional computer association (PCA) 

 Target remote villages where technology is not accessible 
 “The partnership for Lebanon” following the July 2006 war 
and in collaboration with other IT companies” 

• Relief after the war 
- Small business startups which were mainly affected during the 

war (help them acquire software scientifically and efficiently-> 
reduce operation costs, increase profit margins, and become 
more competitive) 

• Introduce broadband to Lebanon 
CytoCare – 
(Startup 
Business) 

• Charitable Activities (Purely individual level) 

Wonderbox 
Entertainment – 
(Startup 
Business) 

• Protect Natural Resources (using the same wooden material in all 
projects) 

MTC Touch  • For the community: Distribute gifts for the poor (Occasionally: 
Ramadan and Christmas) 

• For the environment: Support environmental associations in 
achieving their projects (Not financially) 

• In Education: Distribute scholarships (on a yearly basis) 
• In Health: Depends on the project  
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Before moving on to analyzing the attitude of managers towards the three value 

systems, the following table is created in order to summarize the distinct values, which 

as per the sample of interviewees, catalyze managers’ social responsibility practices at 

their workplace:  

 

 
Table 17. Personal, Corporate, and Social values and Traits across the sample 

Company Name Personal Values Corporate Values Social Values/Traits 
Bank Audi sal Benevolence 

 Commitment 
Generosity 
Patriotic 

Awareness 
Sensitivity Passionate 

Heritage 
Quality 

Innovation 
Transparency 

Civic Role 
Human Capital 

Individualism Tradition
Innovation 

Entrepreneurial Spirit 
Open Mindedness 

Family Oriented 
Pretend Collectivism 

Egocentric 
BankMed sal Integrity 

Ethics 
Doing “good” 

Sense of belonging 
Credibility 

Transparency 
 

Ethics 
Professionalism 
Corporate Social 
Responsibility 

Solid Commitment 

Occasional social 
responsibility 

Flexibility 
Partnership 
Openness 

Freedom of Speech 
Unaware of CSR 

Selfishness 
Religious –Affiliations 
Closed sectarian society

BLOM Bank Benevolence 
Religious values 

Instinctive behavior 
Credibility 

Commitment 

Transparency 
Honesty 
Ethics 

Forward Looking 

Support Welfare 
Benevolence 
Melting Pot 

 

Credit Libanais Extrovert 
Passion 

Dedication 
Benevolence 
Credibility 

Collectivism 
Non-materialism 

Novelty 
 

Serve 
Act 

Perform 
Improve 
Innovate 

Cooperate 
Communicate 

Empower 
Build 

Respect 

Individualistic 
Show Off 

Self – Interested 
No Middle Class 
Political divisions 

Power abuse 
Unwillingness to 

cooperate 
Lack of Ethics 

 
Averda Responsible 

Aware of surrounding 
challenges 

Passion 
Rational 
Creative 

Deliver 
Care 

Inspire 

Imbalance of power 
Irresponsibility towards 

the society and the 
environment 
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“Table 17 – Continued” 

Company Name Personal Values Corporate Values Social Values/Traits 
Aramex Taking Initiatives 

Collectivism 
Being Focused 
Benevolence 

Power 

Transparency 
Team Work 

Customer Focus 
Civic Role 

Compassion 

Materialistic 
Political and sectarian 

affiliation 
No civic education 

Lots of boasting 
Un-satisfaction 

Fattal Deep Belief 
Self-Motivation 

Collectivism 
Rationality 

Professionalism 
Altruism 
Power 

 
 

Courage 
Fast 

Flexible 
Friendly 
Focused 

Trust 
Respect 
Sharing 

Innovation 

No Commitment 
Poverty 

Strong family bonds 
Selfish 

Individualistic 
No civic education 

 
 

Debbas Courage 
Faith 

Collectivism 
Balance (between benevolence 

and entitlement) 
Awareness 
Rationality 

Novelty 
Honesty 

Innovate 
Depend on each other

Act Ethically 
Excel 
Learn 

Religion 
Conservative 
Traditional 

Group Philosophy 
Demographical and 

Geographical 
Discrepancies 

Debasco Responsibility 
Credibility 

Product Innovation 
CRM 

Diversified 
Sectarian 

Intermedic Commitment 
Justice 

Fairness 
Power 

Credibility 
Rationality 

Customer Satisfaction
Quality 

Leadership 
Continual Learning 

Loose ties 
Loyalty and 

Cohesiveness mainly at 
the family level 

 

Microsoft Belonging 
Courage 

Teamwork 
Rationality 
Dedication 
Innovation 

Novelty 

Honesty 
Transparency 

Openness 
Good 

Citizenship 

Open 
Cosmopolitan 

Innovation 
Trendsetting 
Geographical 
Differences 

CytoCare Outgoing 
Self responsibility 

Materialism 
Rationality 

Novelty 

Bio-ethics 
Confidentiality 
Patient Rights 

Mixture of 
“Individualism” & 

“Collectivism” 
Love for brands 

“Copy cats” 
Greedy 

Wonderbox  
Entertainment 

Trustworthy 
Collectivism 
Rationality 

Ethics 
Credibility/Integrity 

Transparency 

Democracy 
Unaccountability 

Fraud 
MTC - Touch Awareness 

Rational 
Collectivism 

Heart 
Radiance 
Belonging 

Helpful 
Open 

Hospitality 
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Concerning the personal values and traits, Table 17 clearly shows that 

managers highly value integrity, ethics, self responsibility and awareness, benevolence, 

commitment, and sense of belonging. Other personal traits such as being “extrovert”, 

“courageous”, and “fair” are also mentioned. Notably, most of the interviewees consider 

such values as quite essential for an individual to practice CSR. Additionally, they 

classified most of these values as personal innate values rather than acquired values 

contemplating that, to begin with, corporate social responsibility has to be associated 

with deep belief and innate values.   

Looking at the third column of the table (corporate values), we notice that 

despite the distinct “combination” of values each firm has, some standard core values 

appear to be recurring across the companies and thus can be derived as common 

corporate values. Examples of these common corporate values are documented in the 

subsequent table: 

 

 
Table 18. List of common corporate values across the sample 
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Having said that; one can deduce that corporate value systems that exist in 

corporations operating within the same social environment are not isolated from each 

other. Part of those systems is in fact pretty much interconnected with the corporate 

cultures of nearby organizations even if the industries differ. Thus, the structure of the 

corporate value system of any organization can be further dissected into two major 

components:  

• The “standard corporate values” which act as common grounds for all 

corporate value systems across different business sectors in the same social environment 

• The “core corporate values” which are unique for each business depending 

on its nature and objectives 

 The fourth column of Table 17 describes the social values and traits that 

characterize the Lebanese culture according to the sample interviewees. What mainly 

pops out in this description is the extent to which the opinions of these managers vary in 

this regard; putting the Lebanese society at the extremes, or in other words portraying it 

as an intricate culture. For instance, some managers view this culture as very 

individualistic and egoistic while others claim that the “Lebanese” mentality is all about 

hospitality, philanthropy, and sense of belonging to the “group” especially that family 

bonds are still considered very tight in Lebanon.   

The next sub-sections further elaborate on what Table 17 has presented in 

terms of managerial opinion on the personal, corporate, and social values and traits in 

relation to corporate social responsibility. 

 

1. Personal Motivations 

The results of the interview conducted reveal that what mainly motivates the 

Lebanese managers to practice CSR is their sense of belonging to their community 
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whereby they want to live in a safe and healthy community. Most of them are quite 

conscious about the urge for social responsibility in Lebanon due to the challenges that 

face the inner as well as the external social environment. For instance, social issues such 

as drugs, poverty, and violence whether political or social (ex juvenile) are the main 

reason behind the emerging CSR initiatives whether at the corporate level or individual 

level. Further, these people are aware of the environmental dangers (pollution and 

global warming) which if not solved would threaten the existence of human kind. 

Notably, from the sample of twenty interviewees, almost all of them associated 

corporate social responsibility primarily towards the environment which is quite evident 

by their company’s CSR activities, listed above, mainly addressed to the ecology. 9/20 

of the interviewees attributed their personal motivations to family upbringing while 7/20 

managers said that it is mostly education. Surprisingly, only three interviewees 

mentioned that religion highly impacts an individual’s motivation to practice CSR 

despite the fact that the Lebanese society is based on sects. One interviewee said that 

personal motivations for CSR are attributed to his underlying values and motives 

without specifying the source of his motives; whether religion or family upbringing. It 

is worth noting that some of the interviewees across the sample had attributed their 

personal motivations to more than one aspect. For instance, 2/20 managers gave equal 

importance to religion, family upbringing, and education.  Another two interviewees 

gave the same rank for both education and family upbringing without attributing any 

CSR motivation to religion. The following table summarizes the way the interviewees 

across the sample ranked family upbringing, education, and religion by importance as 

drivers of their personal motivations of CSR.  
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Table 19. Ranking of Religion, Education, Family Upbringing 

Interviewee Religion Education Family Upbringing 
#1 3 2 1 
#2 N/A 2 1 
#3 2 3 1 
#4 N/A 1 N/A 
#5 1 N/A N/A 
#6 N/A 1 1 
#7 3 2 1 
#8 1 1 1 
#9 N/A 1 2 
#10 N/A N/A 1 
#11 N/A 1 2 
#12 N/A 1 1 
#13 1 N/A N/A 
#14 1 2 3 
#15 N/A N/A N/A 
#16 N/A 1 N/A 
#17 N/A 1 N/A 
#18 N/A 1 2 
#19 2 1 2 
#20 1 1 1 

 

 

Upon assessing the outcome of this ranking exercise, it is observed that 

religion which has always been the ultimate source of values among the Lebanese 

people is no longer viewed as the sole “spring” of personal motivations. People are 

becoming more secular in the way they behave whether at the workplace or in society. 

As far as CSR motivations are concerned, only three interviewees considered religion as 

the primary source of this motivation; whether Christianity or Islam. On the other hand, 

family upbringing was highly raised in this regard. Yet, the question lies in the 

foundation of this family upbringing in Lebanon; which has always been strongly 

impacted by religion!    

In relation to question #5 of the questionnaire, the answers of the interviewees 

varied when asked to evaluate their personal commitment and dedication to CSR in 
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terms of collectivism, benevolence, novelty etc. Despite this variation in the answers, 

some patterns can be drawn from the sample as to which attributes were considered the 

main drivers for strengthening their personal commitment to CSR.  

Interestingly, all interviewees claimed that they have a very collectivistic 

nature and that they are fairly benevolent when it comes to being engaged in CSR 

activities. Very few mentioned that being fully benevolent is at the extreme because 

there is always a materialistic side of “what’s in it for me”. Only one interviewee 

mentioned that if the benefit from being committed to CSR practices for the “giver” and 

the “taker” is not equal he/she would be getting less than what he is giving, then he/she 

would be frustrated and would quit practicing certain CSR acts.  As for credibility and 

transparency, these two attributes were considered by almost all the interviewees as the 

most essential and crucial for a person to keep on being socially responsible. They go 

hand in hand with the essence of corporate social responsibility. Concerning “Novelty”, 

1/20 interviewees argued that this trait is more effective at the corporate level but its 

impact on the personal dedication to CSR is insignificant. Conversely, the majority 

considered that a CSR practitioner must have novel ideas in order to come up with new 

strategies for the sustainability of corporate social responsibility. As far as power is 

concerned, 14/20 of the managers considered that they have enough power to enforce 

their CSR ideas given their managerial position or status. One of the managers actually 

stressed on power coming from the “self” and not from the position. Conversely, 2/20 

managers claimed that they do not like to use their managerial power in such social 

initiatives in order to avoid any sort of resistance from their employees. In short, almost 

all the interviewees considered that personal power helps in pushing their CSR agenda 

forward provided that it is not abused.    

When asked about whether they are indifferent towards practicing CSR, only 
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one interviewee stated that he is quite passive about it. The other 19/20 had diverge 

reactions when asked to assume that they are in a situation whereby they are ethically 

motivated to practice CSR but due to the organization’s non-CSR culture their actions 

are limited to economic benefits. 10/19 managers (i.e. 53% of the sample) answered that 

they are willing to pursue their CSR agenda under the radar despite their company’s 

non-CSR culture. On the contrary, 3/19 said that they will do it in disguise while 

another three mentioned that they would respect the company’s image and management 

decisions and would rather do nothing about it or are willing to do it on an individual 

basis in their own free time. It is worth noting that three other interviewees mentioned 

that they have no problem to leave the company and search for another job in an 

organization which promotes CSR culture. Applying Hemingway’s model, we find out 

that more than 1/2 of the concerned interviewees would be classified under the non-

conformist CSR practitioners who, when put in an unsupportive culture will become 

frustrated and might rebel on top management principles fighting for corporate social 

responsibility in the work place or even leave their jobs in search for a more socially 

responsible organization.  The remaining interviewees (32% of the 19 concerned 

interviewees) are considered as conformists. As for the sole indifferent interviewee, and 

as per Hemingway’s model, he would be classified under the “apathetic” category of 

managers who does have any intention to use his/her discretion in CSR activities even 

in a supportive culture. 

Moving on to the question about leadership qualities, this section of the 

questionnaire (i.e. personal motivations section) also helped in identifying the main 

leadership traits that the sample managers believe to be as very important and essential 

for any manager to have in order to better practice CSR. The most important leadership 

trait mentioned was being passionate towards CSR. Moreover, having a clear CSR 
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vision and the ability to persuade and influence followers to work in line with this 

vision is quite essential. The interviewees also mentioned credibility and integrity as 

very important traits. Notably, while most interviewees mentioned that a leader should 

also be charismatic to be able to influence his followers to practice CSR, some of them 

argued that charisma is not necessary in such case and that some leaders might not be 

charismatic and still be able to lead the group towards CSR if they are sociable, people 

oriented and well connected.  

Table 20 below shows the examples of leadership traits which were brought up 

across the sample, as the most influential on CSR practices and decisions: 

 

 
Table 20. Leadership Traits essential in Practicing CSR 
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The last part of this interview section tackles the issue of managerial discretion. 

On a scale from 1 => 10, the ranks of the interviewees varied depending on the way 

they reported to top management concerning their CSR decisions. Notably, General 

Managers or entrepreneurs (total of 3 interviewees) consider themselves as having full 

managerial discretion and therefore gave a rank of ten.  5/20 of the interviewees 

mentioned that their managerial discretion is around 7 because despite the flexibility 

they have to decide on certain CSR activities, there should always report or get the 

approval of top management even if they are sure that top management will not refuse 

their proposals. 2/20 interviewees ranked their managerial at 9 while 3/20 gave a rank of 

8. Together, they reported that they have a direct reporting line to top management 

whereby they are in a position in which they have the freedom to decide on whatever 

CSR activity they want to initiate and would get the blessing of top management. Only 

4/20 interviewees ranked their managerial discretion 6 or below on the scale mentioning 

that they are constrained by the budget set by top management or the mother company 

in relation to CSR.  Finally, 3/20 interviewees mentioned that their managerial 

discretion is not applicable to CSR because it is the duty of other managers at the 

company to approve on CSR projects and launch such activities. These results are 

clearly compiled in the following table which shows the ranking of managers in terms 

of low, moderate, or high managerial discretion: 

 

 
Table 21. Ranking of Managerial Discretion 

Ranks (1‐3) (4‐7) (8‐10)
Scale of Discretion LOW MODERATE HIGH Total
# Of Interviewees 2 7 8 17  
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From this table, we can conclude that most managers in Lebanon have enough 

flexibility and discretion to practice corporate social responsibility which means that 

managerial discretion in this case is not limited to act as an obstacle or constraint 

against CSR practices. Inspite of that, managers still account for budget constraints in 

addition to the issue of having to report to top management whenever they have a CSR 

plan in order to get the final approval even if it was only a kind of formality (like in the 

case of Debbas Lighting).  

Finally, in response to the question of the way entrepreneurs make decisions 

differs from that of senior managers, the majority of the interviewees said that an 

entrepreneur has more flexibility and freedom to practice corporate social responsibility 

than a senior manager who will be eventually restricted by the fact of reporting to his 

boss, despite the moderate or high managerial discretion he possess. One manager 

mentioned that in the case of a senior manager, planning for such activities might take 

longer than in the case of an entrepreneur who is his own boss and would most of the 

times find a faster way. 

 

2. Corporate Values 

This section presents a full elaboration on the results of the third part of the 

questionnaire (Corporate Values).   

To begin with, not all companies across the sample have their values set by top 

management or CEO. Some of them like in the case of Averda and MTC have done 

workshops including employees across several organizational levels to be able to come 

up with values which are coherent to the personal values of the staff. Moreover, some 

companies in which the corporate values are same as those of the CEO are trying to 

change this culture and create a new culture which engages and satisfies the majority of 
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the company’s internal stakeholders. This is evident in the way the interviewees have 

answered question #3 in this section (Should corporate values driving CSR be 

centralized in the CEO or top management? Why?), whereby most of the interviewees 

revealed that corporate values in general and CSR values in specific must not be 

centralized in the CEO. On the contrary, it should be shared among all employees who, 

by working under the same roof, create the “internal community” which in turn reflects 

the external community and without which a company could not strive. Referring to 

Table 17, we can extract the main corporate values for each firm as stated by the 

concerned interviewees; noting that many firms have already documented these values 

within their corporate policies as in the case of Fattal, Aramex, Microsoft, and Bank 

Audi sal. Corporate values, in this case, have been set ever since these companies were 

established and have evolved down the generations to be able to catch up with social 

and cultural changes and advancements. However, some values did not evolve. For 

instance, Fattal is now being run by the fourth generation of the family while it still 

preserves the same corporate values which were set by the founder of this family 

business. MTC touch, on the other hand, is constantly aiming at adapting its corporate 

values with the social expectations and needs despite the fact that it faces some 

constraints by the Ministry of Telecommunications.  

Other firms have recently started to document their corporate values in their 

corporate philosophy or websites as in the case of BLOM Bank, BankMed, and Debbas. 

The following table is derived from Table 17 and provides a list of all corporate values 

developed by the interviewees per company. 
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Table 22. Summary of Corporate Values of each Firm as indicated by the sample 
interviewees 

 
Company Name Corporate Values 

Bank Audi sal Heritage/Quality/Innovation/Transparency/Civic Role/Human Capital 
BankMed sal Ethics/Professionalism/Corporate Social Responsibility/Solid 

Commitment 
BLOM Bank Transparency/Honesty /Ethics/Forward Looking 
Credit Libanais Serve/Act /Perform/Improve/Innovate/Cooperate/Communicate/ 

Empower / Build /Respect 
Averda Deliver/Care/Inspire 
Aramex Transparency/Team Work/Customer Focus/Civic Role/ Compassion 
Fattal Courage/Fast/Flexible/Friendly/Focused/Trust/Respect/Sharing/ 

Innovation 
Debbas Innovate/Depend on each other/Act Ethically/Excel/Learn 
Debasco Product Innovation/Customer Relationship Management CRM 
Intermedic Customer Satisfaction/Quality/Leadership/Continual Learning 
Microsoft Honesty/Transparency/Openness/Good Citizenship 
CytoCare Bio-ethics/Confidentiality/Patient Rights 
Wonderbox 
Entertainment 

Ethics/Credibility/Integrity/Transparency 
 

MTC-Touch Heart/Radiance/Belonging 
 

 

Obviously the main values related to CSR, as reported by the interviewees and 

as shown from the table above (Table 22) revolves around “Integrity”, “Civic 

Role/Good Citizenship”, “Belonging”, “Compassion”, “Cooperation”, and “Ethics”.  As 

a matter of fact, almost all the values listed could be considered as drivers of corporate 

social responsibility. However, some of them have direct affinities to the concept of 

CSR and are usually clearly stated as CSR values linked to the nature of the business 

such as “Bio-Ethics” and “Patient Rights”. In fact, 7 out of the sampled companies i.e. 

50% of the sample businesses have explicitly stated CSR and ethics values in their 

corporate value statement like “Civic Role”, “Corporate Social Responsibility”, and 

“Act Ethically”. These companies are (as indicated in the table above): BankMed, Bank 

Audi, Blom Bank, Aramex, Debbas, Microsoft, and Cytocare. Besides those which are 
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directly linked to the core business, there are some CSR values like “Good Citizenship”, 

“Product Innovation”, and “Customer Satisfaction” which can be incorporated into the 

culture of any corporation regardless of its nature or type.  Furthermore, these values do 

guide the behavior and action among most of the employees in their organizations, as 

conveyed by the majority of the interviewees in response to question #6 of this section. 

Yet, there are always certain cases where the personal values or objectives win over 

corporate values and thus we see certain employees do not really care to abide by the 

values of their organizations. This was mainly emphasized by the HR managers of both 

Fattal and Debbas whereby they articulated that employees who do not abide by their 

corporate culture and values will not be able to continue working at their firm and hence 

would either leave or they make them leave. In the same line of thought, the marketing 

Manager at Credit Libanais brought up the issue of some employees at the bank 

working just for the sake of getting their salaries. She explains that no matter how hard 

the management tries to enforce its corporate values in general and CSR agenda in 

specific, such type of employees tend to resist or show complete indifference towards 

these values. Yet, the bank cannot fire them because they could be outstanding 

performers in accomplishing their routine tasks.  That is why corporate values guide 

behavior to a certain extent bound by either a managerial decision or employee 

resistance. 

Moving on to question #7, we notice that the majority of the managers were for 

the argument that values driving CSR change from one business to another despite the 

standard or common corporate values among organizations because when it comes to 

CSR it actually depends on the objective behind their CSR activities. For instance, a 

financial institution would have certain CSR values related to anti-fraudulent acts 

towards shareholders while an oil company would possess CSR values which are 
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environmentally oriented. Another medical company should nourish socially 

responsible values addressing the health and safety of stakeholders and so on. Further, 

many interviewees attributed the difference in such values to the nature, size, and 

location of the business. On the other hand, few interviewees articulated that there are 

basic CSR values across business sectors, as part of the common values we have already 

discussed, which should be enforced by key employees such as division heads so that 

the firm will operate in harmony with the social and environmental needs to be able to 

survive for many years. Examples of these “desired” values are “Practicing Integrity”, 

“Acting Ethically”, and “Promoting fairness”.  

With respect to question #9 probing the continuity of the firms’ present culture, 

almost all managers claimed that their company’s culture can surely continue to live 

especially that it has existed for several years which means that it is well established and 

coherent. However, one may question this continuity since a firm cannot survive in an 

ever-changing society unless some modifications and improvements on its corporate 

culture take place. Other companies across the sample, who had recently established or 

re-designed their corporate culture (ex BankMed, Averda) showed optimism regarding 

the continuity of this new culture which is tailored to the ever-changing stakeholders’ 

and social needs and expectations.  

In relation to question # 10 of this section of the interview, the interviewees 

were asked to rank certain corporate values in terms of their relevance and significance 

to their corporate image. The following table shows the result of this ranking: 
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Table 23. Ranking of Corporate Values by the interviewees in terms of their relevance 
to the corporate image 

 
Scale of Relevance to Corporate 

Image

Ranks 1 2 3 4 5 6 7 8 9 10

Team Spirit 1 1 3 5 3 2 ‐            ‐            2 ‐           

Innovation 2 2 4 3 1 2 2 1 1 ‐           

Integrity 7 5 3 2 ‐            1 1 ‐            ‐            ‐           

Customer Relationship Management 4 5 2 2 3 ‐            1 2 ‐            ‐           

Accountability 3 4 3 1 ‐            2 1 1 ‐            3
Empowerment ‐            3 ‐            3 4 ‐            2 2 1 2

Communication 2 1 2 3 4 3 ‐            1 1 ‐           

Conflict Resolution ‐            ‐            ‐            ‐            1 3 3 2 4 3

Flexibility ‐            1 2 1 2 ‐            3 2 3 2

Open‐mindedness ‐            ‐            3 2 ‐            3 2 4 2 1

# of 
Interviewees 
per Rank per 

Corporate Value

Most Relevant Moderate Least Relevant

 
 

 

From this illustration, we notice that 7/20 of the interviewees i.e. 35% of the 

sample placed “Integrity” as the most relevant corporate value on a scale from 1 => 10 

followed by 4/20 (20% of the sample interviewees) indicating that “customer 

relationship management” is the most essential value in running their business. This is 

evident in the Rank#1 column under “Most Relevant”. Moreover, “Customer 

Relationship Management” and “Integrity” ranked second on the scale. 4/20 of the 

interviewees voted for Innovation in the third place  and 5/20 of the interviewees placed 

“Team Spirit” as the fourth most important corporate value among the pool of values 

under study (in this question). Therefore, to most of the interviewees, “Integrity”, 

“Accountability”, “Team Spirit”, “Customer relationship management”, and 

“Innovation” were considered as the most relevant corporate values in relation to their 

corporate image. What’s more is that “Empowerment”, “Communication”, and open 

mindedness” were among the values ranked as moderate 11/20 of the interviewees. As 

for the least relevant corporate values mentioned by the interviewees, we notice from 

the table above that 6/20 interviewees placed “Conflict Resolution” and “Flexibility” in 

the seventh level while 4/20 considered “Open-mindedness” as insignificant in relation 

to their corporate image and reputation. Moreover, 6/20 interviewees indicated that 
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“Accountability” and “Conflict Resolution” are the least important and therefore gave 

them the 10th place.  

This table provides a comprehensive synthesis of how individual managerial 

opinions driven by their personal values and inclinations also influence the process of 

setting or shaping corporate values in each firm which re-emphasizes the notion that 

there is a big interdependency between the value systems especially the corporate and 

the personal value system. In addition, it shows that “Integrity” which is a major 

underlying value driving corporate social responsibility, as agreed by most 

interviewees, is actually ranked as # 1 or #2 by most of the managers in the sample 

(12/20 interviewees). “Team work or Cooperation” was also ranked among the top five 

corporate values that influence a firm’s culture and image. This means despite the fact 

that values driving CSR are different among businesses, as articulated by most of the 

managers, some of these values (ex Integrity)  must be considered as standard values 

driving CSR regardless of the nature or the objective of the business. Whereas 

“Integrity” was highly valued by most managers, the table above reveals that some 

values which are usually considered very essential when practicing CSR such as 

“Communication”, “Accountability”, and “Open mindedness” were not given high 

ranks on the scale by the sample managers. This shows that managers in Lebanon are 

still not very much attached to the corporate values which drive social responsibility 

because most of them still rely on the individual initiative while neglecting or being 

unacquainted with the idea that stresses the importance of social responsibility at the 

“corporate” level. Conversely, in other more developed countries, “Communication” 

and “Accountability” are highly valued in corporations as the main tools used to drive, 

inform, and endorse their employees across all organizational levels to live out CSR and 

more importantly to transmit this responsibility to their surroundings.    
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3. Influence of Social Values 

In this section of the interview, the managers were asked to identify common 

traits and values (listed in table #24 below) characterizing the Lebanese society in order 

to get some insight about the external environment in which the companies under study 

are operating. This would later on help in determining the opportunities, as well, as 

external constraints facing managerial CSR practices in a developed country like 

Lebanon.  

 

 
Table 24. Summary of the Lebanese Social Values and Traits as indicated by the sample 

interviewees 
 

Company Name Social Values/Traits 

Bank Audi sal Individualism/Tradition/Innovation/Entrepreneurial Spirit/Open 
Mindedness/Family Oriented/Pretend Collectivism/Egocentric 

BankMed sal Occasional social responsibility/Flexibility/Partnership/Openness/ 
Freedom of Speech/Unaware of CSR/Selfishness/Religious –
Affiliations/Closed sectarian society 

BLOM Bank Support Welfare/Benevolence/Melting Pot 
Credit Libanais Individualistic/Show Off/Self – Interested/No Middle Class/ Political 

divisions/Power abuse/Unwillingness to cooperate/Lack of Ethics 
Averda Imbalance of power/Irresponsibility towards the society and the 

environment 
Aramex Materialistic/Political and sectarian affiliation/No civic education/ 

Lots of boasting/Un-satisfaction 
Fattal No Commitment/Poverty/Strong family bonds/Selfish/ 

Individualistic/No civic education 
Debbas Religion/Conservative/Traditional/Group Philosophy/ 

Demographical and Geographical Discrepancies 
Debasco Diversified/Sectarian 
Intermedic Loose ties/Loyalty and Cohesiveness mainly at the family level 
Microsoft Open/Cosmopolitan/Innovation/Trendsetting/Geographical 

Difference 
CytoCare Mixture of “Individualism” and “ Collectivism”/Love for brands/ 

“Copy cats”/Greedy 
Wonderbox 
Entertainment 

Democracy/Unaccountability/Fraud 

MTC - Touch Helpful/Open /Hospitality 
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Interestingly, as shown in the table above, these values and traits are very much 

diversified and at some point they contradict each other. This definitely goes in line 

with the impression that the Lebanese society is in fact a melting pot of several sub-

societies characterized as sectarian and political entities or parties. 

Moving across the sample of managers interviewed, we feel that almost all of 

them agree that the Lebanese society is more of an individualistic society whereby 

people are selfish and egocentric. Further, even though the society is still family 

oriented and traditional, the Lebanese people tend to care more about the interests of 

their immediate family than the extended one or the community as a whole. In 

opposition, one manager stressed that being a family oriented society is the reason 

behind having very helpful individuals who lend a hand towards their close 

environment.  

In addition, social “Show Offs” in Lebanon was a major issue raised by the 

majority of the managers interviewed in this sample. In this regard, the owner of 

Cytocare stressed that people in Lebanon are “copycats” and like to show their love for 

brands. That is why most of them tend to boast about what they own or even about what 

they have achieved in terms of work experience, academic degrees, or any other aspect 

of social image etc.    

Some managers indicated that it is a conservative society while many others 

argued that it is a very open society mainly due to the freedom of speech which is 

clearly manifested in the media. Moreover, this openness is also evident by the 

hospitality and trend setting (ex in fashion) which characterizes the Lebanese mentality 

and hence reflected on the Lebanese social image. For instance, the corporate 

communications manager at MTC said that “our openness to other cultures and our 

hospitality is what differentiates us from other nationalities and communities”. Such 
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values and traits serve as a rich context to promote CSR values and practice such 

activities. However, one manager indicated that the Lebanese government which is a 

major player in the society is still far from promoting a socially responsible culture in 

the community which is one reason why CSR is not a well-established concept across 

the country business and sectors. Another manager added that, generally speaking, the 

Lebanese people do not respect and commit to the rules so even if the Government 

encourages CSR engagements, people will not be committed or will do it for 

materialistic purposes. That’s why we see that many companies promoting CSR 

activities are mainly doing it for PR and advertising purposes, as in the case of “Credit 

Libanais”. 

From the above mentioned answers and discussion, we can first of all infer that 

in Lebanon there are two-big sub-societies whether in politics or in the disproportion of 

social classes whereby there is a lack of middle-class. Moreover, there are two major 

categories of citizens as to those who are very aware of helping the society and others 

who are only aware of earning money and increasing their power.  This phenomenon 

was quite clear among the managers who took the interview. Moreover, the sample was 

divided among individuals who are for the argument saying that the social values (ex. 

power, inequality, individualism) in Lebanon are a barrier against their CSR 

engagements and those who consider that social classes and differences are a big 

opportunity for practicing their social responsibility. As for the social roles of men and 

women, only two female managers answered that women are more prone to practice 

CSR because first of all females tend to be more emotional than men and in their 

opinion, CSR is emotionally driven. Second, women by nature are more dedicated to 

social responsibility in Lebanon whereas men on the other hand tend to be more 

business and cash oriented. Other interviewees explained that throughout the years, the 
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Lebanese women were more active in their society but this phenomenon is changing 

day by day as the prevailing social freedom supports the notion of fair chances between 

men and women. In short, more than fifteen interviewees mentioned that there should 

be equal opportunities for men and women in practicing CSR, for the reason that CSR is 

linked to ones personality, character, and willingness not to his gender. It is worth 

noting that out of the 9 females present in the sample (i.e. 45% of the sample), 2 women 

(22% of the sample female managers) conveyed that females are more prone to practice 

CSR because women in general are more emotional than men especially that they still 

believe that CSR is emotionally driven. Also, they articulate that women in Lebanon are 

by nature and throughout history more dedicated to CSR than men who were and are 

still oriented towards profit generation.  

 

4. Interaction of the Value Systems 

The final section of the interview reveals the core result of this study in terms 

of measuring the significance of the three value systems (individual, corporate, and 

social) in relation to CSR, as per the sample of twenty senior interviewed managers. 

To begin with, none of the interviewees supported the argument that a 

corporation is a “welfare agency” and that it is the role of individuals only to provide for 

community and individual needs. However, the individuals were considered as the ones 

who create the community of a corporation whether internally (staff) or externally 

(society) and if those individuals do not work collaboratively to satisfy their needs, then 

corporate policies could not be applied on their own.  Some interviewees mentioned that 

corporate values are more important than individual values because companies tend to 

have more power and means to influence social groups so in this case CSR is 

considered as more of an institutional effort and inclination rather than individual 
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champions. Others argued that individual values are more essential in practicing CSR 

because even if corporate policies are in favor of social responsibility, if the individual 

himself  (CSR manager in this case) does not have such values then the company’s CSR 

projects will not be implemented properly or might not be taken seriously. Hence the 

impact on the company’s internal and external stakeholders would be minimal or 

temporary. Notably, we observe that the most important personal values are, as per the 

sample interviewees: 1- Integrity 2- Ethics 3- Self responsibility 4- Sense of Belonging; 

while the most important corporate values as reported by the managers were: 1- 

Integrity/Trust 2- Ethics 3- Civic Role 4- Compassion 5- Sense of Belonging 6- 

Cooperation. This shows that there are certain fundamental values which intersect 

between the two value systems (individual and corporate) and that are quite essential to 

corporate social responsibility like Integrity and Ethics. This means that these systems 

must in some way or another intersect and interconnect with each other. 

Then again, 14/20 senior managers, which is quite a large percentage from the 

sample (i.e. 70%) stressed on the fact that the individual value system driving CSR is 

much more essential than the corporate value system in order to better implement such 

activities and insure their sustainability. This assures the point that managers in 

Lebanon are still unaware or do not practice their social responsibility properly at the 

level of their corporations. A large number of managers still believe that social 

responsibility comes from individual values and hence would naturally rely on 

individual efforts. However, few of these managers are or have become aware of the 

importance of practicing CSR at the firm level and are really willing to shift from 

looking at social responsibility from a limited individual point of view to a broader 

perspective taking into consideration the necessity to live by the corporate values and 

adjust to the social needs and values. The following table presents a breakdown of how 
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the three value systems were weighed against each other noting that most of the 

interviewees are working hard to insure and sustain solid consistency among the three 

value systems, in as far as their companies are concerned. 

  

 
Table 25. Ranking of the three Value Systems (Personal, Corporate, Social) 

 
 

 

From this table, we remark that 7/20 managers indicated that corporate values 

are more significant than the personal values while only 4 managers considered social 

values as the most essential.  We can also deduce that the personal value system is still 

the most influential on managerial CSR practices despite the fact that collective efforts 
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are by nature stronger than individual efforts in achieving any objective especially when 

it comes to corporations. Moreover, social values also play a major role in shaping the 

corporate culture. Interestingly, 9/20 managers indicated that social values should go in 

the second place while 7 of them gave a second rank for corporate values.  

These results basically imply that individual values were mainly characterized 

as the basis of corporate values and social values. This also reflects the individualistic 

society in which we live whereby people, in general, do not trust the “group” concept 

and the “collective” efforts. In the end, it is obvious that having more managers voting 

for social values in the second place rather than for corporate values emphasize the mere 

fact that the Lebanese people are still not fully aware of the significance of social 

responsibility at the “corporate” level. This is illustrated in the following table which 

provides a compilation of how the senior managers in this study perceive the magnitude 

of the three value systems. 

 

 
Table 26. Compilation of ranks given to the three value systems by the 20 interviewees 

Ranks Personal Corporate Social
# 1 14 7 4
# 2 2 7 9
# 3 4 5 4

TOTAL 20 19 17
N/A -           1 3

* Average 1.50 1.89 2.00

Type of Value System

 
* Calculated by finding the (SumProduct of Ranks and Type of Value Systems) / Total 

 

 

Markedly, the value system showing the lowest average implies that it is the 

best ranked as per the sample managers. Table 26 shows that, on average, the personal 
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value system still attains the first place of importance (1.5); for the reasons already 

mentioned in the discussion and analysis above. On the other hand, the corporate value 

system is ranked second (1.89) despite the high variations in the social culture which 

supposedly should be more influential on managerial decisions and behavior than the 

corporate values which most managers do not abide by. Despite that, the social value 

system got an average weight of (2.00) which is the highest and thus the social value 

system would be ranked third in importance, taking the average into consideration. 

Revisiting the framework developed in light of the literature review (Figure 6), 

and given the findings, we notice that in Lebanon, CSR is still closer to being practiced 

at the individual level. However, many companies are trying to engage this concept into 

their corporate values and actually moving beyond that towards convincing their staff to 

work by these corporate values in order to promote the desired CSR culture.  

In this framework, the corporate culture acts as an interconnection between the 

individual values and the corporate values. This interconnection must be enhanced to 

sustain a healthy corporate culture nurtured by CSR, before moving on to linking the 

social culture to the other two value systems. Applying this to Lebanese companies, we 

notice that their corporate culture (the cross-connection between the value systems) 

might take one of the following locations depending on the dominating value system in 

the business:  

• Closer to individual values rather than to corporate values and policies as in 

the case of most local family owned businesses (ex. the case of  Fattal – Local agent of 

premium brands) 
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Fig. 7. Interconnection and cross-fertilization of the three value systems (personal, 
corporate, social) – Case #1 

 

 

• Closer to Corporate Values and Policies rather than Individual values as in 

the case of Multinational and International firms with local residence (ex. the case of 

Aramex – International firm) 

 

 
 

 

 

 

 

 

Fig. 8. Interconnection and cross-fertilization of the three value systems (personal, 
corporate, social) – Case # 2 

 

 

• Closer to the social and cultural values rather than the other two value 

systems as in the case of startup businesses(ex. the case of Wonderbox entertainment – 

Corporate values/ 
policies 

Individual Values 

Social and Cultural 
Values 

Corporate Culture 

Corporate values/ 
policies 

Corporate Culture 

Individual Values 

Social and Cultural 
Values 
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Local startup Media firm) 

 

 
 

 

 

 

 

 

 
Fig. 9. Interconnection and cross-fertilization of the three value systems (personal, 
corporate, social) – Case # 3 

 

 

At Fattal Corporation, the corporate culture is deeply attached to and based on 

the individual values of the CEO as well as the founders of the company. That is what 

both managers interviewed have articulated stressing on the fact that even when the late 

CEO passed away, the managers still lived by his values and did not attempt to modify 

anything in their corporate culture. Conversely, Aramex displays a well-diversified 

internal environment i.e. employees coming from several social backgrounds. However, 

the corporate value system is considered sacred for everyone. In this case, corporate 

policies are well-communicated and reach all the staff which makes the distance 

between the corporate culture and the corporate values/policies in the above framework 

less and less day by day.  

We also find the case of Wonderbox entertainment very relevant to #3 above 

because this firm is still new and hence it still did not develop it corporate values. 

Moreover, the personal value system is not highly influential, because none of the three 

Individual Values 

Corporate values/ 
policies 

Social and Cultural 
Values 

Corporate Culture 
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or four partners establishing the company, as indicated by the interviewed partner, can 

impose their values on others. However, the partners are very interested to know the 

needs of their external environment and the attitude of their society towards their 

business because they are still new and should adapt to the social culture and values in 

order to better position themselves in their environment. 

 

G. Concluding Remarks 

Social responsibility at the “corporate” level is still not very well established in 

Lebanon due to the prevailing social values and traits which does not promote 

collectivism and commitment towards social responsibility in the sense of being 

responsible to the whole national community and not only close environment. In this 

study, we have developed two main theories regarding the locus of this social 

responsibility as perceived by a sample of Lebanese senior managers. The first one or 

the “old paradigm” revolves around the perception that if people by themselves do not 

care about the welfare and the long term benefit of the whole group given that they lack 

such values in the first place, then they will not be able to apply socially responsible 

behaviors at their workplace regardless of the set corporate policies. Moreover, the 

current Lebanese social value system is in fact a reflection of the set of values each 

individual possess. Hence, there is no “Corporate” social responsibility. The second 

theory or the “new paradigm” in this case is all about paying more attention to the 

importance of corporate values or the corporate value system in practicing social 

responsibility mainly because the corporate values are inspired from the social 

culture/values and personal values. That’s why, in the framework above (Figure 6), the 

corporate culture is placed at the center of the three value systems.  Managers 

supporting this theory articulate that collective efforts guarantee the success of a 
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socially responsible project and that the corporate culture is actually a miniature of the 

society itself. In relation to Lebanon, they believe that many CSR activities are not 

being sustained or successful by many companies because of their weak corporate 

culture. This weakness is mainly the result of the timid interaction between the 

corporate value system and the other two systems or in other words, the resistance 

exerted by the personal value system (employees not respecting or neglecting corporate 

values) or by the fragmented society forcing companies to delay or cancel their CSR 

plans every time a political turbulence or a social issue occurs. 

Therefore, in order to better promote corporate social responsibility there 

should be some sort of consistency between the three value systems in the following 

manner. People should start by working on their own personal traits to seek responsible 

behaviors in their daily tasks. Academic institutions, especially universities, should play 

a major role in educating students on social responsibility at the workplace because 

these students are the future employees. This way, they get used to practicing CSR 

before joining any firm and can raise CSR ideas and initiatives to their management 

even if the company does not encourage such a culture. Companies, in particular, 

should launch aggressive workshops and trainings on “corporate” social responsibility 

to make their employees aware that social responsibility is better achieved through 

institutional efforts rather than individual inclinations. Moreover, they must take 

advantage of social inequalities and face political conflicts because that’s when their full 

social responsibility as corporations is required. Finally, the Lebanese government must 

provide some incentives for companies who work ethically and provide for community 

needs, away from advertising intentions. Such incentives would encourage other 

businesses, regardless of the nature of the industry, to launch their own CSR activities 

aiming at promoting “good citizenship” and saving the environment. 
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1. Further Research 

It would be interesting to conduct further research on the way the 

interconnection of the three value systems studied above impacts the CSR practices of 

managers and employees taking one particular firm. The results could also be compared 

to those of other organizations in the same line of business in Lebanon i.e. as a case 

study. Moreover, this study has taken a qualitative an interpretive track of research. It is 

interesting to conduct such a study using a quantitative approach and measure or come 

up with a cause and effect relations between the impact of the interaction of these value 

systems on managerial CSR practices through using regression analysis. A larger 

sample should be used in this regard. 

Another area which needs further research is the perception of employees vs. 

top management regarding the drivers of CSR. Also, the opinions of the future 

generation in Lebanon could be revealed as to whether they are pro-corporate social 

responsibility practices or would not be interested to have it as part of their career plan. 

Further, it is recommended to conduct some research on the gender differences in 

relation to the values impacting CSR practices. Finally, the issue of CSR in Lebanon on 

the public sector could also be researched to determine the opportunities/constraints as 

well as the importance of having corporate social responsibility practiced at the public 

sector level side by side with the private sector.  
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APPENDIX I  

INTERVIEW QUESTIONS 

  

I.  General Info 

• Name: 

• Position: 

• Gender: 

• Religion: 

• Educational Background: 

• Experience: 

• Type of Business 

a.  Small and Medium Enterprise 

b. Large Corporation 

c. Entrepreneur 

General Questions on CSR: 

1. How do you perceive CSR as a concept? 

2. Does your company engage in CSR activities? If yes: 

a. Please explain briefly the main CSR activities / engagements of your 

firm and the areas in which it is involved 

b. Do these activities involve various sorts of stakeholders or are they only 

related to the environment? (ex: Go Green Campaign) 

c. Is there a dedicated CSR Budget for such activities? 

d. To what extent is your company committed to CSR practices? 

3. Where does the motivation for CSR in your firm stem from in your opinion? 

(e.g. values of founders or top management, the culture of the organization, 

expectations of society around you?) 

4. Who is responsible for practicing CSR at your firm? (please select one choice) 

a. A separate CSR department 

b.  A CSR unit under Marketing or HR Department 

c. One CSR officer reporting to top management 
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d. A network of CSR change agents or social entrepreneurs in the 

organization among employees across all organizational levels 

e. Other (please clarify) 

5. Do your shareholders (if any) encourage such activities? 

6. Any frequent staff trainings on corporate social responsibility? 

 

II. Personal Values 

 Personal Motivations 

1. In your opinion, what are some personal traits which qualify an individual to 

practice CSR? 

2. What motivates you personally to believe in and practice CSR? 

3. To what do you attribute these personal motivations (ex. Religion, education, 

family upbringing)? 

4. List the most important factor that has influenced your CSR outlook whether 

positively or negatively. 

5. How do you perceive or evaluate your personal commitment and dedication to 

CSR in terms of the following attributes? 

a. Collectivism 

b. Rationality 

c. Novelty 

d. Benevolence 

e. Materialism 

f. Power 

g. Credibility 

h. Transparency 

6. Do you consider yourself indifferent towards CSR practices?  

7. If your answer to question#6 was “No”, then what would you do if you face a 

situation whereby you are ethically motivated to practice CSR yet due to the 

organization’s non-CSR culture your actions are only limited to economic 

benefits? Would you be willing to pursue your CSR agenda: 

a. Under the radar 

b. In disguise 

c. Do nothing 
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Leadership Qualities 

8. In your opinion, which leadership traits a person must have to practice CSR? 

(List 5 leadership traits) 

 

Managerial Discretion 

9. How does managerial discretion at your company influence the extent to which 

the firm is engaged in CSR? 

10. Do you perceive you have enough discretion to practice CSR or plan for it? 

11. On a scale of 1 to 10, what is the latitude of your discretion in your company? 

12. What would you do in relation to CSR if you had full discretion? 

13. How does an entrepreneur differ from a senior manager in making decisions 

related to social responsibility? 

 

III. Corporate Values 

1. Is your organization: 

a. Flat 

b. Bureaucratic 

c. Other (please clarify) 

2. How are corporate values set at your organization? (ex. through founders, top 

managers, CEO, key employees)  

3. In your opinion, should corporate values driving CSR be centralized in the CEO 

or top management? Why? 

4. List the main values you consider as permeating the culture of your business? 

5.  Which ones of the values you have mentioned are considered specifically 

related to CSR? 

6. Do you think that corporate values guide behavior and action in organizations 

and to what extent? 

7. In your opinion, how do values driving CSR change from one type of business 

to another? 

8. Where is your company situated in relation to the following six cross-

organizational dimensions?  

a. Process oriented vs. Results oriented 

b. Employee oriented vs. job oriented 
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c. Parochial vs. Professional 

d. Open system vs. Closed system 

e. Loose control vs. Tight control 

f. Normative vs. Pragmatic  

9. Can the organization continue to live with its present culture? 

10. Rank these corporate values in terms of their relevance and significance to your 

corporate image: 

a. Team Spirit 

b. Innovation 

c. Integrity 

d. Customer Relationship Management 

e. Accountability 

f. Empowerment 

g. Communication  

h. Conflict Resolution 

i. Flexibility 

j. Open-mindedness 

 

III. Influence of Societal Values 

1. How would you characterize the values of the society in which your firm 

operates? (Individual collectivism, power distance, etc) Please list some of these 

values. 

2. Describe these values with main emphasis on those which directly impact your 

CSR practices (at the company level and personal level). 

3. To what extent do prevailing societal values make it easier or harder for your 

firm to practice CSR? 

4. Identify the values of your close stakeholders (customers, suppliers, staff…) 

5. Which is more important when practicing CSR, the firm’s close stakeholders or 

the broad economic/political etc environment? Why? 

6. Evaluate the following social values in relation to practicing CSR: 

a. Power 

b. Inequality 

c. Relationship between individuals and Group 
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d. Social roles of men and women 
 

IV. Interaction of value systems 

1. Which is more important to foster in pursuit of CSR: corporate or individual 

values?  

a. Are you for the argument that a corporation is not a "welfare agency" 

and that it’s the role of individuals only to provide for community and 

individual needs, not the firm itself 

b. Do you consider that CSR, within your organization, is catalyzed by 

individual managers as champions or is it more of an institutional 

corporate effort and inclination? 

2. Are you actually working on incorporating CSR activities within your corporate 

policies or you only rely on individual efforts? 

3. How would you weigh the importance of personal, corporate, and social values 

against one another? 

4. Do you believe that in as far as your firm is concerned there is consistency 

between the three value systems (personal, corporate, societal)? 

 



187 

APPENDIX II 

SAMPLE OF CSR WEBPAGE FOR A LOCAL COMPANY 
(CASE OF BLOM BANK) 

 

Corporate Social Responsibility 
 

Based on our conviction of the importance of CSR initiatives, the integration of social and environmental considerations 

into BLOM BANK’s business has increased during the last five years and CSR is now an integral part of our bank's 

corporate culture and fundamental business principles. By supporting charitable causes, educational programs, sports 

events, environmental projects and cultural events, BLOM BANK seeks to help people achieve their goals and to 

improve the quality of life of all its stakeholders.  

 

Our main CSR activities are: 
 

Sports: We are the exclusive Platinum sponsor of the BLOM Beirut Marathon for the fourth year in a row.  

Environment: We are one of the major contributors to the Green Lebanon Book, whose revenues are dedicated to 

increase forestry and green areas in Lebanon.  

Health: We contribute to many NGOs active in this field.  

Education: We donate scholarships to various schools and universities.  

Cultural activities: We contribute to many art and musical festivals in Lebanon.  

Contributions to many active NGOs in the humanitarian field taking care for example of elderly people, orphans, 

children with special need, etc.  

At BLOM BANK, CSR initiatives have become an integral part of our culture. We want the institution to look like a major 

player in the welfare of our community, the economic development of the country and enhance, through CSR initiatives, 

the peace of mind of all our stakeholders.  

 

Green Lebanon Book 

Gold Sponsor 

 

 

“Green Lebanon Book” is a project of a book that contains a sparkling cascade of nature 

and firework of splendor green fields existing in Lebanon. 

This book has a gorgeously illustrated treasury with more than 150 colored photos that 

stand witness of how magnificent Lebanon is, starting from the desert as a back drop 

for the day, or the ocean in its infinity. Covering the whole of the country, beauty shots 

will highlight green visions of Lebanon.  

 

The Green Lebanon Book aims first and foremost to promote Lebanon as one of the 

most beautiful green countries, highlighting its forests, trees and green lands in their 

natural state. It helps readers to discover a new face of Lebanon, the vision of a Green 

Lebanon.  

BLOM BEIRUT MARATHON 2008 

Title Of The Title and Platinum Partner 
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BLOM BANK Is the platinum Partner of the BLOM BEIRUT MARATHON for the fourth 

year in a row. 

 

The BLOM BEIRUT MARATHON 2008 took place on November 30, 2008. 

The main cause of the race was the fight against cancer and cancer awareness and 

prevention. The campaign motto was: “With their strength we run”. 
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APPENDIX III  

SAMPLE OF CSR WEBPAGE FOR A MULTINATIONAL 
COMPANY (CASE OF MICROSOFT) 

 

 
• United States 
• Change  
• All Microsoft Sites 
 

Search Microsoft
   

  
• Home 
• Our Commitments 
• Our Focus 
• Our Actions 
• Partnerships 
• About 

  
How to Support the Relief Efforts in Haiti and Chile>> 

Our mission is to help people and businesses throughout the world realize their full potential. This drives our business 
and guides our corporate citizenship work. 

As the world’s largest software company, we help create social and economic opportunities wherever we work, live, and 
do business. 

Our technology innovations, our people, our partnerships, and our day-to-day business make a meaningful contribution 
to the prosperity of communities and the sustainability of the planet. 

Our Commitments 

The goals to which we aspire.Go 

Our Focus 

Policies, principles, and beliefs that guide our work every day.Go 

Our Actions 

Our programs and partnerships.Go 
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Top Story 

 
3.08.2010 

Technology Skills Training Initiative Aims to Elevate America's Veterans 

This new Veterans Initiative brings together a coalition of public, private and nonprofit organizations to help provide our 
country's veterans and their spouses with the skills and resources they need to successfully find employment. 

  

Let's bridge the gap for vets returning to private sector — Politico

Microsoft launches tech training program for veterans — The Hill

Microsoft Exec. on Increasing Veteran Jobs — Fox Business

Microsoft and Telecentre.org Providing Free Internet Access and ICTs To One Billion People By 
2015 — Fast Company 

Microsoft Community Affairs: Power Found in Partnership — Social Earth Blog 

Microsoft to help U.S. vets be all they can be — Network World

Microsoft Launches Initiative to Assist Veterans in the Workforce — American Veteran 

Microsoft to give $2M cash, $6M in software to veterans — Seattle Post Intelligencer 
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APPENDIX IV 

DRIVERS OF CORPORATE SOCIAL RESPONSIBILITY 
(INSPIRED FROM THE LITERATURE – SECTION ON 

DRIVERS OF CSR) 

 

 
 
 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

CULTURE

 
Corporate Social 
Responsibility 

Stake-
holders 

 
Values

Results Intents 
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