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CONTEMPORARY DEVELOPMENT
OF CSR THEORIES AND PRACTICE
IN THE REPUBLIC OF LEBANON

The main directions of corporate social responsibility (CSR) studies in Lebanon are
analyzed. The effects from CSR practices are differentiated according to four directions:
economic performance (improved management of business risk; enhanced credibility due
to quality control; increased innovation, competitiveness and market positioning; long-
term cost savings; improved relationship management across supply chains; additional
access to capital; improved organizational image); social performance (improved
recruiting and personnel development; adopting a modern corporate culture); political
performance (investing in Corporate Social Capital within the community); ecological
performance (environment friendly production and consumption). The CSR practice in
the Republic of Lebanon was examined based on Social reports from two famous Lebanese
enterprises — «Fransabanks and «Khan Al Saboun». The study allows to conclude that
the theory and practice of CSR in Lebanon is actively developing. The features of CSR
implementation in Lebanon are the following: active social position; focus on personnel
development; implementation of ecological measures. The main results of CSR actions
are: improved company’s image, loyalty of consumers and business partners, enhanced
corporate management, etc.

Keywords: Corporate Social Responsibility (CSR), drivers of CSR; the Lebanese
Republic.
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Introduction. Global Compact Network Lebanon (GCNL)* is one of the 68
Local Networks around the world that operates through a signed Memorandum
of Understanding (MOU) with the UN Global Compact HQ (HQ). It was
launched in September 2015 and works closely with the United Nations Global
Compact Headquarters to provide opportunities for learning, policy dialogue, and
partnership on the UNGC Ten Principles and UN 17 Sustainable Development
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Goals (SDGs) in Lebanon. The secretariat for Global Compact Network Lebanon
is based on School of Business at the American University of Beirut (AUB). The
Steering Committee is currently composed of 10 leading organizations spanning
various industries and sectors across Lebanon.

The main directions of CSR-investigation in Lebanon. In the study on
the application and adoption of CSR, the authors [1] distinguish the following
CSR drivers: intention as the product of both the managerial perspective of the
corporation and the strategic objectives set prior to adopting a CSR plan; risk
management; the extent of public relations in a company; target market awareness.

In the studies of Lebanese authors, a lot of attention is paid to the problem
of analyzing the organizational performance of certain companies that have
implemented CSR, and using collected data, evaluating what sort of effects CSR
implementation could have on the organizational performance of those companies
[2]. These effects included the following directions:

1. Economic performance: improved management of business risk; embedding
credibility and quality control; increased innovation, competitiveness and market
positioning; long-term cost savings; improved relationship management across supply
chains; additional access to capital; improvement of organizational image [2—4];

2. Social performance: enhancement of talent management and recruiting;
adopting a more adaptable and change-oriented company culture. With Lebanon
being such a volatile country in terms of its economic status and political changes,
it is a necessity for any corporation to have an adaptable corporate model and
to serve other stakeholders to be adaptable in such situations. Through utilizing
CSR, companies can become more adaptable, more open to innovative ways of
doing things and more open to lead the change in the industry to suit societal
well-being [5];

3. Political performance: investing in Corporate Social Capital within the
community. Through adopting CSR and executing its strategies, companies can
begin the conversation about CSR in the country, can develop more engaging
relations with the corporate sector around it, can lead by example proving the
need for CSR and its practices within the country. CSR is dependent on the
individual efforts of all these companies adding their social capital, its investment,
commitment and combined efforts to create a collectively socially responsible
corporate world in the Lebanese context. Additional advantage of using CSR is
easing relations with governmental regulators — with the complex regulations
across Lebanese legislation, it is imperative for corporations to have mitigated
relations with regulators and legislators. Corruption is slightly inflated in
Lebanon [6] and that can lead to difficulties in establishing simple procedures and
work practices. Thus, with an investment into the society that these regulators
work for and by creating relations with these regulators in the aim of a better
country, legislations from regulators and other governmental bodies will become
smoother and will become cooperative in aiding these socio-environmentally
friendly corporations achieve their professional and social objectives;

4. Ecological performance: championing responsible consumption — of all
their proposed benefits to Lebanon, this point highlighted the strength of Hejase &
Hamdar’s research. This wide scope recognition of the impact of CSR puts things
into perspective. By understanding that CSR is not merely a tool for promoting
greener pastures and cleaner cities, companies in Lebanon have the potential to
influence the way people consume products and services, extending the effect
of CSR from their own efforts all the way to the end user, allowing for a cycle
of sustainable interaction and continuous social well-being. Also, by presenting
socio environmental products and services, companies promote substitutes for
their consumers, giving them the choice to purchase those products that are
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better for their environment and their society instead of those that harm it. This
ties it with the idea that is related to making consumers active participants in the
CSR campaigns and giving them a role to play within the improvement of their
socio-environmental status. By promoting responsible consumption, providing
solutions and substitutes to harmful products and informing customers of the role
they could play, consumer-company relations will be emphasized and improved.

All the following benefits are potentially available for Lebanese companies
and the Lebanese corporate world. Several companies have launched these CSR
initiatives and some have revolutionized the way they produce their products to
match certain standards.

The literature mentions numerous benefits of CSR concerning the perception
of consumers and the different ways in which they would approach the company,
use its products instead of those of competitors, and increase the frequency of
their purchases. However, the relations between companies and clients do not
automatically become so smoothed out due to the presentation and execution of
CSR efforts. There are several directions in which these relations can go. This is
dependent on the trajectory of the CSR plans execution. Companies usually set a
strategic objective to achieve with the required CSR plans, make a roll-out plan
and then proceed to its execution and the publicity of their efforts. Initially,
these companies have a particular desired image. This desired image is defined
as the way they want to be seen and perceived by their consumers. In fact, all
relations and directions of relations between the company and its customers are
determined by this perception. Thus, it is important for the desired image to fit
with the consumer perception of the company [7] (figure).

a4 ETHICS .,
COMMUNICATION

i "
') L]
H K
. CONTINUOUS
] ASSESSMENT
L ]
1]

-

COMPANY PUBLIC
" BEHAVIOUR PERCEPTIONS ./
; u 4
! DESIRED IMAGE e Ly ACTUAL IMAGE

Company Client Cyclical Direction
Source: [7].

The Figure shows the cycle of company’s constant attempts to manage relations
with clients based on the desired image and the customers’ actual perception of the
company. From this cycle, there are several considerations to be taken into account.
Initially, management plays an integral part in the way customers and companies
interact. If a manager has a modern view of CSR, the younger clientele will be
more aligned with the company vision, understand its stances and its decisions.
However, if the management has a more traditional view, a different segment of
the market will be aligned with their visions and decisions. In the particular case
of CSR, management plays a big role in choosing what social responsibility is to
them and this can create or destroy the direction of client-organization relations.
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Thus, managers must make sure that their CSR causes and efforts are aligned with
their target market, not merely their own personal bias [8].

The second factor that determines the direction of consumer-company relations
is the degree of engagement that companies allow for their customers. As stated
earlier, consumers want to feel involved, they want to feel that they have a
company that is backing them up in pursuing certain goals for the benefit of the
society they live in. This is particularly true of the new generation of millennials
and Gen Z. They have a tendency for activism and advocacy, aiming for more
influence, increased diversity, more power to the employees and more work-life
balance. Additionally, this is the global generation that wants to align itself with
international rights and causes. Thus, this engagement, this allowance of the
consumers to be part of the CSR effort is a primary indicator of how positively
they will interact with the company and how fit the company’s desired image
will be with its consumers’ actual perception of it [9].

Finally, the most influential factor that comprises or strengthens the
relationships between consumers and companies within the CSR context is the
authenticity and credibility of the CSR efforts and investments. Companies
have used CSR in several contexts to improve their reputation, positioning and
marketing creativity. This is why consumer skepticism has the potential to alter
the entire relation between the company and themselves. Consumers, including
the activist millennials and the older people with influential purchasing power,
want to put their money and interact with companies that aim to make the
society they live in a better place, not one that is working slowly towards its
own benefits and profits [7].

The CSR-practice in the Republic of Lebanon. There are different approaches
to CSR analysis: analyzing CSR reports and good practices of the companies;
interviews with representatives of Lebanese enterprises (with CSR and without
CSR); experts’ opinions [10]. The CSR practice in the Republic of Lebanon
was overviewed by Social reports from two famous Lebanese enterprises —
«Fransabank» [11] and «Khan Al Saboon» [12].

As for examples of Lebanese CSR Integrations, we have chosen «Fransabanks,
because it was one of the earliest adopters of CSR and its genuine practices in
the country. «Fransabanks» took the initiative to define what social well-being
and social consciousness is to its people. By referencing its people, «Fransabank»
ensured that it served the employees it hires and the community they come
from at the same time. In fact, some of their CSR programs integrate both in a
very cohesive manner. For example, one of «Fransabank»’s main CSR efforts as
mentioned in their 2018 CSR Report was to increase their employee engagement
in society. The focus on Employees’ Social Involvement came from «Fransabank»’s
knowledge that a company is composed of the people that work in it. Thus, orders
from the high-level management did not represent the whole company. They
wanted to integrate the principles and values of CSR across the organization and
they did that by encouraging and incentivizing their employees to donate, to do
additional pro bono activities and to feel a part of the community that they serve.
Through their Employees’ Social Involvement initiative in 2018, «Fransabank»
organized a full day dedicated to volunteerism, drawing all employee efforts onto
the children of AFEL (Lebanese Child Home Association). 14 bank employees
volunteered to help and run the day, organizing interactive activities for the
children, entertaining them, sharing a meal with them along with distributing
gifts, dancing sessions and singing programs.

«Fransabank»’s alignment with such a cause was not accidental. They found
a need to represent and raise the voice of the children who lack homes, lack
rights and who have been in potential danger due to the lax laws on child labor
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within the country. As reported by El Annan and Chammas (2017), 1.9 % of
children between the ages of 9 and 14 were working with no labor law to protect
them. 92 % of these children had no health insurance coverage whatsoever and
most of them were employed under conditions that exposed them to pollutants,
acidic releases, emotional abuse and physical exhaustion. Thus, in representing
the children of Lebanon, «Fransabanks» was also aligning itself with the need for
an ISO 26000 certification to be the standard for all employers in the country,
establishing safe laws and conditions and abolishing child labor [6].

Another effort by «Fransabanks included their promotion of employee safety
and health. Their insurance plans are extremely generous, they have a focus on
employees’ mental health and conduct several learning tools to prepare employees
for how to react in the case of natural disasters or terrorist attacks. Additionally,
in 2018, «Fransbank» allocated $ 2.9 million to the education of 1,344 employees’
children. The bank also focuses on the work-life balance of its employees, with
mothers receiving a more flexible schedule to suit their children and offering over 35 %
discounts on employees’ children’s college tuitions [11]. Such efforts incentivize
employees to give their utmost effort to the organization that supports them and
ensures the well-being of their families. By investing in their people and engaging
their people in their investment in society, «Fransabank» is at the forefront of
CSR and is reaping its benefits whilst providing society with the benefits it needs,
rather than some shallow, dolled-up version of socio-environmental care.

The second example of a company that has integrated CSR is «Khan Al
Saboun»”, who not only conducts CSR efforts, but has integrated environmental
awareness and societal wellness into its very business model and product
compositions. «Khan Al Sabouns’s mission statement is: «The drive of being
in harmony with nature is what made «Khan Al Saboun» prosper and achieve
recognition around the world. It is indeed by building on recipes inherited from
his ancestors that Dr. Bader Hassoun developed new mixtures and made from
soap a world of its own. At «Khan Al Saboun», each product has its own identity
and is made of 100 % natural ingredients» [12]. The company produces all of
its products, which it distributes to its dozens of international franchisees and
local stores at its location in Koura. Its entire workforce is composed of Lebanese
citizens, and in partnership with several banks, such as Banque Libanais Francaise,
it seeks to restore the country’s heritage and historical monuments.

However, «Khan Al Saboun»’s main CSR implementations are its commitment
to organic natural products, to maintaining natural areas and to ensuring that
the Lebanese population and products are supported and put out on the map,
whilst making its products available and affordable to everyone. The company
established a massive environmental village in the town of Koura, Tripoli in
Lebanon, its home country. The environmental village caters to all forms of
wellness, protects the environment around it, promotes the clients’ well-being
and invites them to try everything that is natural. At the same time, the company
hires only Lebanese citizens in an effort to decrease unemployment. Additionally,
all employees are given trainings about the benefits of natural products, the
utility of certain herbs around the household and more.

At the same time, the company offers their products at extremely affordable
prices, allowing different segments of the population to purchase these products.
All of the company’s accounts and prices are in the Lebanese Pound, in order to
improve its valuation and presence in the national economy. With all the efforts
described above, «Khan Al Saboun» is an excellent example of how CSR can be
integrated within a business model and a mission statement, transcribed in the

*«Khan Al Saboun» — the eminent soap and cosmetics maker in Lebanon.
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minds of all employees and clients, without having to be publicized or spread
out on billboards [12].

Conclusion. The study allows to conclude that the theory and practice of
CSR in Lebanon is actively developing. The features of CSR implementation are
the following:

active social position (most of socially responsible practices are aimed at development
of culture, education, sports activities, and support for certain social groups);

focus on personnel development and training;

emphasis on various ecological measures and children support.

The main results of CSR actions are: (1) improving the image of the company,
loyalty of consumers and business partners, (2) enhancing corporate management,
(3) improving competitive advantages of companies, (4) increase of company
benefits (increased profits, inflow of qualified staff).

As is clear from the academic research reviewed, the CSR directions and
benefits are currently subject to active scientific exploration. Our study of the
Lebanese experience has shown that Lebanese companies make successful steps
to develop and implement CSR practices, while the Lebanese market appears
to be ready to adopt them. The key considerations that can be drawn from our
analysis are the following. The companies need to customize and align their CSR
efforts and principles with those of the target market and internal corporate
culture; they have to begin the CSR efforts from the corporation itself and try
to engage employees in CSR activities. It is also important to involve clients
in the CSR practices and make them feel part of the cause. Creation of funds,
institutions and legal organizations that would monitor and enforce CSR measures
could contribute to wider spread of the practices concerned. It is necessary to
understand the drivers and barriers of CSR globally, the importance of consumer
perception for the success of any CSR effort, the readiness level of countries such
as Lebanon to adopt CSR measures and reap their society-wide benefits.
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HECPUH XA®E3 XAPOYLI

COBPEMEHHOE PA3BUTHUE KCO-TEOPUU
U IIPAKTUKU B PECITYBJIMKE JIUBAH

06 asrope. HECPUH Xapes Xapgpyw (nesrine.harfoush@icloud.com), acnupanm-
Ka Kagpedpvl IKOHOMUKU U ynpasaenus Beaopyccrkozo 20cyoapcmeeniozo IKOHOMULECKO-
20 ynusepcumema (z. Munck, Beaapyco).

PesiomMe. AHamn3upyioTcsi OCHOBHbBIEC HAIPaBJICHUS MCC/AEOBAHUS KOPHOPATUBHON CO-
mmagbioii orserctBennoctn (KCO) B Jlusane. [Inddepennmposanpl apGeKTbl MpakTHKK
pueaperns KCO mo yerbipeM HampaB/eHUAM: SKOHOMUYECKHEe MHoKaszarean (yaydirerue
yIpaBieHns GU3HeC-PUCKAMU; TOBBIIIEHNE JOBEpUs MOKyTaTesell 3a CYeT KOHTPOJS Ka-
4YecTBa; POCT MHHOBAIMI, KOHKYPEHTOCIOCOOHOCTH W YJIydlleHHe MO3UIMOHUPOBAHUSA Ha
PBIHKE; 9KOHOMUS PECYPCOB B JIOJITOCPOYHOM TEPHOJIE; YJIydllleHne yIPaBJeHUs B IET0Y-
Kax MOCTaBOK; JOMOJHUTEIbHbIH JOCTYI K KAUTaly; yAy4lleHne UMH/KA OPraHu3aIin);
conmaabHble pe3yabrathbl (yaydnieHne TeXHOJMOTHI (POPMUPOBAHUS M Pa3BUTHS MEPCOHAA,;
dgopMuUpoOBaHUE COBPEMEHHON KOPIIOPATUBHON KYJIbTYPbl, OPUEHTUPOBAHHOIN HA U3MEHEHMS
M MHHOBAIMN); MOJUTUYECKUE Pe3yabTaThl (MHBECTUPOBAHUE B KOPHNOPATHBHBIA COIMATb-
HbBIIl KaluTaa BHYTPH COOGIIECTBA); IKOJOTHYECKHE MOoKazaTean (9KOJOTHUECKH YUCTOE
npousBoACTBO M norpebienne). [Ipaktuyeckue acnektsr passutua KCO B PecryGauke
JIuBaH paccMOTpeHbI Ha IpUMepe aHaJn3a COIUATbHBIX OTYETOB [BYX M3BECTHBIX JIMBAH-
ckux npeanpusastTuii — «@Dpancabanky n «Xan Anb-CabyH». B pesysibrare ucciemoBaHus
cJiesiad BbIBOJI O ToM, uTo Teopust u npaktuka KCO B Jluane aktuBHO paszBuBaiorcs. Oco-
6eHHOCTSIMU TIpakTHyeckoil peasusaru KCO B JIuBaHe SIBJSTIOTCS: aKTUBHAS COIMATbHAS
no3uiys; (GoKycupoBaHue BHUMaHUS HA PA3BUTHU MEPCOHAJA; Peasn3aliisl KOJOIMYECKUX
MepotpusTuii. OcHoBHbIe pe3ysabratel KCO-akimii: yaydiieHne nMuKa KoMnanuit, ¢gop-
MUPOBaHHUE JOSJIbHOCTH OTpebuTesiell 1 1eJ0BbIX TapTHEPOB, yJIy4llleHHe KOPIOPATHBHOTO
YIIPABJIEHUS U [Ip.

KimoueBbie cjoBa: KOpIOpaTUBHAS CONMATbHAS OTBETCTBEHHOCTD; Pe3yJIbTaThl BHeIpe-
nusg KCO; Pecniy6sinka Jlusas.
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