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“If you’re in the luckiest 
one percent of humanity, 
you owe it to the rest of 
humanity to think about 

the other 99 percent."

Warren Buffett
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Events that influence how the world is and how people lead their lives are few and far between. 

But no matter their severity, the human spirit is one that never rests, continuously seeking to 

learn and adopt new methods of resistance.

For us here in the UAE, under the guidance of its wise leadership, we were instilled with an 

incredible sense of resilience that inspired us to challenge the odds and rise above any 

pre-eminent situation. Globally, corporate social responsibility took a front seat over the past 

two years, with the pandemic presenting an incredible opportunity for businesses to pivot 

towards more genuine CSR and address urgent global social and environmental challenges.

 At Cicero & Bernay, as the world compelled us to stay apart, we looked within to present to you 

the updated version of the region’s only CSR report.

We gathered insights from across the MENA to identify the status of regional corporate social 

responsibility and what had changed over the past two years since our inaugural edition. We 

hope the results enlighten you as they did us, and we look forward to the region being at the 

forefront of global CSR.
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Tying oneself to a bigger cause has always been a human need. Contributing to building a community as an 
individual is empowering and an effective way of strengthening the bond we have with our respective societies 
and the world. From this outlook, organisations are comparable to individuals: they have core values, an identity, 
contributions to the world and the same need to belong to a society and associate themselves with a more 
significant cause than material gain.

This is where corporate social responsibility comes in.

Over the past decade, emphasis on CSR has been growing more than ever.

As the business world became more complex and technology-driven over the past few years, organisations 
realised that understanding and adopting CSR was essential and no longer optional.

Over the years, consumer behaviours, choices, and preferences have evolved, encouraging businesses to set out 
to identify means of maintaining relevance in this fast-changing, consumer-centric world.

Businesses gradually started recognising that consumers were more drawn to companies and brands that were 
ethical and tended to goals, such as sustainability, climate change and world hunger, among others.

They also found that employees tend to prefer working for companies that are socially responsible. As the 
business world made CSR central to all operational structures, things began to change.

The 2021 Sustainability Reporting in Focus research by Governance & Accountability Institute, a leading 
consulting firm on corporate sustainability, states that 92% of S&P 500 companies published reports charting 
their CSR and sustainability efforts, up from just 20% in 2011. The rise is phenomenal, but what have businesses 
achieved with this spike?
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Impact
of CSR
The impact of CSR goes beyond being a public relations exercise. It has long-term effects on a company’s 
profitability, brand image, employee loyalty, and more. CSR impacts a brand’s ability to attract socially conscious 
consumers, retain top talents, and affect its public image. Consumers, employees, and the wider society in 
today’s world seek out businesses with a clear and effective CSR strategy and one that resonates with their 
values.

Testifying to the impact of efficient CSR on organisations worldwide, strategies for socially responsible 
businesses pay off by helping brands bounce back from the economic slowdown, helping them emerge stronger 
with a more loyal consumer base and more committed employees.



2   Executive 
Summary



Executive
Summary

4

The 2021 CSR Report highlights that the understanding of CSR as a concept among C-suite executives in the 
MENA region is high. Over 50% of those surveyed claimed to have a strong understanding of it, with the UAE and 
the KSA leading the pack in the number of executives understanding the need and impact of CSR. The report also 
finds that seven in ten C-suite managers regionally feel that CSR is essential, with two-thirds of the respondents 
feeling it has a very positive effect on a company’s business - executives in the GCC were among the most likely 
to favourably perceive the effects of CSR and two-thirds (over 66%) of UAE executives are positive about the 
CSR programme their business/organisation follows.

Interestingly, surveyed top executives in the UAE were found to be more likely to be aware of practising CSR 
companies, and the majority of those surveyed also agreed that the pandemic had a positive impact on their CSR 
doings. Respondents from the UAE and KSA had the most optimistic perceptions about COVID-19’s effect on their 
companies’ CSR practices, with two-thirds feeling positive  compared to six-in-ten MENA respondents.

Questions about the impact of CSR had some interesting findings in the report. Among companies with a CSR 
programme, three-quarters of all respondents believe that it benefits their business, with two-thirds of UAE 
respondents having positive sentiments about their CSR programmes.

When asked about their plans in 2022 and beyond, the majority (two-thirds) of MENA executives said their 
businesses will be increasing  their CSR activities, while a quarter plan to replicate their 2021 CSR activities. 
UAE companies are driving this trend, with over eight in ten planning to increase their CSR practices, while 
others opted to keep their CSR activities unchanged.
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Executive
Summary
Charitable giving and socially, environmentally conscious movements will be a focus for over 50% of the 

companies that participated in the survey.

Overall, the 2021 report mirrored the trends from last year’s survey, wherein the UAE and KSA performed well in 

terms of understanding, implementation, and a feeling of positivity regarding CSR activities. 
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Understanding & Knowledge

Similar to 2020’s survey, understanding of corporate social responsibility among C-suite managers in the MENA 
region is high, with over half claiming to have a strong understanding of it. However, a fifth still have very little or 
no knowledge of it, which is a statistic that needs to improve.

Regionally, the UAE and KSA are still the most knowledgeable in the region, whereas in Egypt, where the scoring 
was much lower (consistent with 2020’s results), over a third of C-suite managers claim not to understand CSR 
at all. 

Results consistently showed that a lack of understanding is a barrier to valuing and adopting basic corporate 
social responsibility practices, and without educating those managers that need it, it will be difficult for them to 
overcome the financial commitment needed to implement and run an effective CSR programme.

Almost all the managers we prompted with a description of what CSR means (to ensure awareness was 
consistent among survey respondents) understood core CSR practices relating to employing good moral values, 
being more involved in social issues or charities, or meeting domestic/international standards for CSR 
certification.

In fact, in the UAE, managers highly value and trust companies that are more socially responsible, with the 
majority claiming to change their shopping habits to buy more from these types of companies, even if it costs 
them more, while also advising friends and family to do the same.

7
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Seven in ten C-suite managers feel CSR is very important and virtually all the rest feel it is somewhat important. Those in 
the UAE, KSA and GCC place the most importance on CSR, with eight in ten claiming it’s very important, whereas in Egypt, 
where familiarity and understanding are lower, just over half regard CSR as important. 

The main drivers behind this perception of high importance include differentiating the company/brand from competitors 
or improving the reputation of the company/brand, although a quarter feel it will ‘be pivotal in creating a positive 
influence on society’.

Financial considerations are less of a direct motivation, even though, by implication, the effects of a successful CSR 
programme and the benefits it delivers will ultimately lead to increased profits. There was also a high rate of agreement 
with the less tangible aspects of CSR involving brand trust/image and creating favourable consumer perceptions.

Around half of those surveyed strongly agreed that they ‘encourage their company to do business with a socially 
responsible company, even if it increases its prices’ or they’d ‘stop their company dealing with a company that is not 
socially responsible’.

Internally, from a workforce perspective, managers acknowledge that employees are aware of and value companies that 
are more socially responsible; there was a strong perception that the more socially responsible a company is, the higher 
the levels of employee loyalty, purpose and motivation. Those in Egypt were the least likely to agree with this sentiment.

The value of adopting CSR practices is also apparent to C-suite managers, with two-thirds feeling it has a very positive 
effect on a company’s business.

CSR in the
MENA Region
Importance & Value (company-related)



Importance & Value (company-related)

Relating CSR specifically to their own company, C-suite managers in the MENA region feel it is highly valued by their organisation, 
with the vast majority (just under nine in ten) feeling it is ‘part of their DNA’ or ‘one of their top priorities’.

Managers in the UAE perceive CSR practices as being very important and beneficial for a company, with four-in-ten (similar to the 
overall MENA sentiment) stating that CSR is ‘part of their DNA’ and are increasingly prioritising CSR efforts across the board.

Among companies with a CSR programme, success is most likely to be measured by ‘KPIs tracking environmental, social, or 
economic impact’, ‘surveys measuring the impact of CSR on reputation/customer loyalty’ or ‘employee surveys measuring the 
influence of CSR in acquiring/retaining talent’.

Those with a CSR programme overwhelmingly believe it to be beneficial to their business; virtually all feel positive about the effects 
of their CSR programmes, including three-quarters who feel very positive.

Two-thirds of UAE respondents are positive about their CSR programme, especially when considering the high importance and belief 
that UAE managers place on CSR.

10
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There is a strong ‘home bias’ in terms of which regions in the MENA are most active in terms of corporate social responsibility 
according to surveyed managers; unsurprisingly, the UAE, the KSA and Egypt (the three regions comprising most of our sample) 
were almost exclusively selected, each more likely by managers based in their respective country.

As discussed earlier, the motivation and value MENA businesses have in adopting CSR practices is clearly evident, with six in ten 
companies currently operating a programme and nearly all others planning to implement one soon.

Those in the UAE and KSA are the most likely to already have a CSR programme in place, with at least two-thirds of them having one. 
Conversely, just under half of the companies in Egypt and the GCC currently have a CSR programme in place. The most likely reason 
behind not having a CSR programme is a feeling that their companies already benefit society by giving to charity.

For around a quarter of the companies, it is down to practicalities and logistics, possibly due to the lack of knowledge about how 
to set one up (more likely in Egypt) or a lack of time. However, a quarter also feel the required investment would adversely affect 
their company’s finances (more likely in the KSA) or that the benefits are hard to measure. UAE managers are more likely to be 
aware of practising CSR companies than many other regions; they are also more likely to be aware of socially responsible companies 
than GCC managers.

As we’ve seen previously at a regional level, the biggest disconnect with CSR is from companies in Egypt, which essentially stems 
from a lack of awareness and understanding of exactly what it means and the advantages that can be derived from it. Other MENA 
companies have much more motivation to implement and manage effective CSR programmes because they are more familiar with 
how they will benefit at a tangible and intangible level.

12
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Overall, C-suite managers feel COVID-19 was beneficial to their company’s CSR activities. This is consistent with the findings of 
2020’s survey, where the majority of companies said they’d be upscaling or replicating CSR activities during the fallout of the 
pandemic.

UAE and KSA managers had the most optimistic perceptions about COVID’s effect on their companies’ CSR practices, with 
two-thirds having positive sentiments compared to six-in-ten MENA managers overall. Interestingly, executives in the GCC were 
most likely to be pessimistic, with over half (comprising just over a quarter of total surveyed MENA executives) sharing negative 
sentiments.

Feelings about how COVID-19 affected company CSR efforts and activities were reflected in how managers’ personal views of CSR 
changed over the past couple of years; seven in ten say they now feel more positive about CSR as a direct result of the pandemic. 
The most optimistic change in personal CSR perceptions due to COVID-19 is in the UAE, where almost nine-in-ten managers now 
feeling more positive, compared to seven-in-ten in the MENA overall and just over half in Egypt.

Future Outlook
Consistent with 2020’s survey, the majority (two-thirds) of MENA companies plan to increase their CSR activities in 2022, with a 
further quarter who plan to replicate their CSR activities from last year. 

UAE companies are driving this, with over eight in ten who plan to increase their CSR practices, while others will be keeping their CSR 
activities unchanged. Over half of the Egyptian companies say they plan to increase activities.

‘Charitable giving’ and ‘socially, environmentally conscious movements’ were the most likely areas of increased focus, with 
‘diversity, equity, and inclusion’ taking precedence among others.

CSR in the
MENA Region
MENA Region Perceptions & Current Landscape
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Have you heard of the term and how well do you feel you understand 'Corporate Social Responsibility (CSR)'?

Strong understanding/Good Knowledge

Good knowledge

Strong

understanding

Very little 

knowledge

Don’t understand

at all/Never heard of

48%

30 %

13 %

9 %

38%

24 %

2 %

36 %

72%

21 %

4 %

2 %

56%

30 %

12 %

2 %

55%

25 %

6 %

14 %

MENA Total UAE KSA Egypt GCC
(excl. UAE & KSA)

15Percentages may not sum up to exactly 100% due to rounding

Overall understanding of corporate social responsibility in the MENA region is high, with over half of C-suite managers having a 
strong understanding and another quarter saying they have good knowledge of it.

Only one in five have very little or no knowledge at all. Over a third of C-suite managers in Egypt claim not to understand CSR at all, 
representing the lowest regional familiarity with this term. This is consistent with 2020’s results.

CSR
Understanding



For each of the following statements about corporate social responsibility, please indicate if you think it is true or false. 

% True

92 %
96 %

86 %
91 %
92 %

CSR refers to companies getting involved in the 
discussion of specific social issues, such as human 
rights or the environment, and implementing 
measures to address them.

CSR means standing by good moral values and 
ensuring a company doesn’t engage in immoral or 
illegal activities.

91 %
92 %
93 %
91 %

80 %

CSR involves companies making some  sacrifices 
to do good deeds.

81 %
85 %

75 %
84 %

72 %

The primary social responsibility of a  company is 
to make as much profit as possible.

54 %
57 %

46 %
61 %

40 %

CSR is done primarily to improve the image of a 
company by publishing reports or promoting CSR 
activities to demonstrate the company's 
achievements to customers.

74 %
68 %

77 %
77 %

72 %

CSR means companies taking necessary steps to 
meet the domestic or international standards to 
get CSR certification.

87 %
90 %

84 %
88 %

80 %

CSR refers to companies making donations to 
charities for public welfare.

86 %
90 %

86 %
86 %

72 %

KSAMENA Total UAE Egypt GCC (excl. UAE & KSA)

Percentages may not sum up to exactly 100% due to rounding 16

Eight in ten surveyed managers feel ‘CSR involves companies making sacrifices to do good deeds,’ while around three quarters feel 
‘CSR is primarily to improve company image by publishing reports or promoting activities.'

Just over half of the surveyed managers feel ‘the primary social responsibility of a company is to make as much profit as 
possible,’ less likely for managers in the UAE or GCC.

CSR
Understanding



% Strongly agree

How much do you agree or disagree with each of the following statements relating to products/services?

I will not buy a product/service from a company that is not 
socially responsible.

45 %
59 %

65 %
25 %
26 %

54 %
70 %

58 %
40 %

35 %

66 %
76 %

81 %
49 %

57 %

I will advise friends and family to buy products/services 
from a socially responsible company.

I have more trust in socially responsible brands compared 
to those that are not socially responsible.

I will choose a product from a more socially responsible 
company even when there are cheaper alternatives 
available from other companies.

67 %
86 %

72 %
47 %

57 %

Products/Services Social
Responsibility Personal Attitudes

KSAMENA Total UAE Egypt GCC (excl. UAE & KSA)

Percentages may not sum up to exactly 100% due to rounding 17

Unsurprisingly, there was a high level of agreement with all four of the below statements, so we only reported the rates of ‘strongly 
agree’. Two-thirds of MENA managers strongly agree they ‘will advise friends and family to buy products/services from a socially 
responsible company’ or ‘have more trust’ in these companies. Around half strongly agree they would ‘choose a product from a 
more socially responsible company even when there are cheaper alternatives available’ or ‘will not buy a product/service from a 
company that is not socially responsible’. All four statements are more likely to be strongly agreed with by managers in the UAE and 
KSA compared to those in Egypt or the broader GCC.
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MENA Total UAE KSA Egypt GCC
(excl. UAE & KSA)

Importance of Companies
Adopting CSR

In your opinion, how important is it for a company to adopt CSR into its business practices?

Very important

Somewhat important

Somewhat 

unimportant

Not at all important

Neither important 

nor unimportant

78 %

30 %

53 %

42 %

5 %

2 %

78 %

20 %

2 %

81 %

18 %

2 %

70 %

27 %

2 %
2 %

Percentages may not sum up to exactly 100% due to rounding 19

The extreme importance of CSR to companies is apparent to C-suite managers in the MENA region, with seven in ten feeling it is very 
important and virtually all the rest feeling it is somewhat important.

Managers in the UAE, KSA and GCC place the most importance on CSR, with eight in ten feeling it’s very important. Conversely, those 
in Egypt (where they’re less likely to be familiar with it) are less likely to feel it is important; just over half feel it is very important.



43 %

40 %

KSAMENA Total UAE Egypt GCC (excl. UAE & KSA)

Reasons for Companies
to Adopt CSR

% Consider it important

35 %

27 %
30 %

34 %

29 %
48 %

28 %

17 %
9 %

39 %

28 %

34 %
39 %

Percentages may not sum up to exactly 100% due to rounding 20

A third of managers who feel CSR business practices are important to companies do so because they feel it will ‘differentiate the 
company/brand from competitors’ or ‘improve the reputation of the company/brand’. A quarter feel it will ‘be pivotal in creating a 
positive influence on society’. Financial considerations are less of a direct motivation, although it should be noted the other benefits 
listed are also likely to increase profits.

To differentiate the company/brand from 
competitors. 

To improve the reputation of the 
company/brand.

To play a pivotal role in creating a positive
impact/influence on society.

Why do you think it is important for a company to adopt CSR into its business practices?



KSAMENA Total UAE Egypt GCC (excl. UAE & KSA)

To secure the company’s future over the 
long term.

19 %
17 %

14 %
23 %

26 %

To comply with the required domestic or 
international regulations.

18 %
13 %
13 %

29 %
22 %

To increase sales and customer loyalty. 17 %
16 %

5 %
27 %

13 %

To promote innovation and identify new 
opportunities.

17 %
19 %

13 %
14 %

26 %

To make it easier to attract and retain 
employees.

11 %
13 %

5 %
14 %

9 %

Reasons for Companies
to Adopt CSR
To reduce operational costs. 23 %

19 %
25 %
24 %

30 %

To get better financial support from 
investors.

22 %
27 %

18 %
16 %

30 %

To get free publicity and word-of-mouth 
without spending on advertising.

21 %
17 %

38 %
14 %

22 %

Percentages may not sum up to exactly 100% due to rounding 21



64 %
77 %

70 %
48 %

65 %

61 %
76 %

68 %
44 %

52 %

51 %
63 %

56 %
40 %

35 %

48 %
62 %

51 %
35 %
35 %

44 %
57 %

42 %
37 %

22 %

Company attitudes towards
social responsibility

There was a high level of agreement (at least eight in ten) with all five of the below statements, so we only reported the rates of 
‘strongly agree’. Just under two-thirds of managers strongly agree that CSR activities improve brand trust/attachments with 
consumers’ or that they ‘prefer their company to do business with socially responsible companies’. Around half strongly agree they 
‘encourage their company to do business with a socially responsible company, even if it increases its prices’ or they’d ‘stop
their company dealing with a company that is not socially responsible’.

UAE managers are among the most likely to strongly agree with all five sentiments, whereas those in Egypt and the GCC are less 
likely.

How much do you agree or disagree with each of the following company-related statements?

% Strongly agree

KSAMENA Total UAE Egypt GCC (excl. UAE & KSA)

Percentages may not sum up to exactly 100% due to rounding 22

I believe that CSR activities improve consumer trust 
with brands and strengthen attachment.

I prefer that my company does business with socially 
responsible companies.

I will encourage my company to do business with a 
socially responsible company, even if it increases the 
price of its products/services slightly.

If given the choice to stop my company dealing with a 
company that is not socially responsible, I will choose 
to stop it.

I believe that social responsibility should be more 
important for my company than its profits.



Influence of CSR on
Employee Loyalty

How much do you agree or disagree with each of the following employee-related statements?

62 %
76 %

72 %
46 %

57 %

62 %
68 %
68 %

53 %
57 %

54 %
72 %

56 %
40 %

35 %

KSAMENA Total UAE Egypt GCC (excl. UAE & KSA)

Percentages may not sum up to exactly 100% due to rounding 23

Managers acknowledge that employees are aware of and value companies that are more socially responsible; there was a high level of 
agreement (around nine in ten overall) with all the below statements, so we only reported the rates of ‘strongly agree’. Just under 
two-thirds of managers strongly agree that ‘job seekers are likely to choose the more socially responsible company out of two similar 
offers’ or that ‘employees working in a socially responsible company feel a stronger sense of purpose than those in other companies’.
A little over half strongly agree ‘employees are more likely to continue working with a socially responsible company, even if they receive 
another offer’. UAE managers strongly agree with all three of these sentiments, whereas those in Egypt are the least likely to.

% Strongly agree

Employees working in a socially responsible company 
feel a stronger sense of purpose than those working 
for other companies.

When presented with two similar job offers, job seekers 
are likely to choose the more socially responsible 
company. 

Employees are more likely to continue working with a 
socially responsible company, even if they receive 
other job offers.



The value of CSR is apparent to C-suite managers, with nine in ten feeling that adopting CSR practices will have a positive effect on 
a company’s business, including almost two-thirds who feel it will be a very positive effect. Mirroring the importance of this 
question’s results, managers in the UAE are among the most likely to perceive the effects of CSR favourably, with at least seven in 
ten feeling it has a very positive effect on business. Conversely, those in Egypt are less likely to value CSR, with just over half feeling 
it is very beneficial.

Effect of Companies
Adopting CSR

How do you think adopting CSR affects a company̒s business overall?

Somewhat positively

Very positively

No impact

Somewhat 

negatively

Very negatively

70 %

22 %

4 %
4 %

36 %

10 %

6 %

48 %

19 %

3 %

2 %

2 %

74 %

30 %

4 %

2 %

2 %

63 %

27 %

6 %

3 %

2 %

63 %

MENA Total UAE KSA Egypt

Percentages may not sum up to exactly 100% due to rounding 24

GCC
(excl. UAE & KSA)



C-suite managers in the MENA region feel their companies value CSR highly, with just under nine in ten feeling it is one of their top 
priorities or ‘part of their DNA'. Managers in the UAE are among those who feel their companies place great importance on CSR, with 
well over half of them feeling it’s part of their DNA and virtually all of them feeling it’s a top priority. Almost all UAE managers claim 
CSR practices are important for a company and believe they will positively affect business.

How Much Companies
Value CSR

How much does your company currently value CSR?

It is one of our top 

priorities

It is part of our DNA

It is important, but 

not one of our top 

priorities

It is not important at 

all

It is not very 

important for us

26 %

57 %

13 %

4 %

37 %

48 %

11 %

3 %

57 %

38 %

4 %

2 %

39 %

42 %

16 %

4 %

43 %

44 %

10 %

2 %

MENA Total UAE KSA Egypt

Percentages may not sum up to exactly 100% due to rounding 25

GCC
(excl. UAE & KSA)



At least four in ten companies with a CSR programme measure success by ‘KPIs tracking environmental, social, or economic 
impact', ‘surveys measuring the impact of CSR on reputation/customer loyalty, ’or‘ employee surveys measuring the influence of 
CSR in acquiring/retaining talent’. Just under four in tenuse ‘Specialist CSR tools’ or emphasise ‘increasing sales’.

% That use Metric

KSAMENA Total UAE Egypt

44 %
49 %
47 %

33 %

41 %
44 %
45 %

33 %

48 %
58 %

42 %
40 %

How does your company measure the success of its CSR programme? 

How Companies
Measure Success

Percentages may not sum up to exactly 100% due to rounding 26

Tracking key performance indicators on environmental, 
social, or economic impact.

Surveys measuring the impact of CSR on reputation or 
customer loyalty.

Employee survey measuring the influence of CSR in 
acquiring or retaining talent.



Using special measurement tools for CSR. 37 %
44 %

32 %
35 %

Increase in sales from CSR programmes. 37 %
36 %

42 %
30 %

Benchmarking against other companies. 27 %
30 %

26 %
23 %

Seeking recognition or awards for CSR. 27 %
36 %

32 %
12 %

Cost savings. 24 %
29 %

16 %
21 %

KSAMENA Total UAE Egypt

How Companies
Measure Success

Percentages may not sum up to exactly 100% due to rounding 27



In your opinion, how has your company's CSR programme affected the business overall?

Effects of Companies'
CSR Programmes

Somewhat positively

Very positively

No impact

Somewhat 

negatively

Very negatively

77 %

16 %

7 %1%
2 %

17 %

77 %

29 %

3 %

68 %

1%
1%
3 %

20 %

75 %

MENA Total UAE KSA Egypt

Percentages may not sum up to exactly 100% due to rounding 28

Among companies with a CSR programme, there is a strong belief that it benefits their business overall; virtually all feel positive 
about the effects of their CSR programme, including three-quarters who feel very positive.Two-thirds of UAE C-suite managers feel 
positively about their CSR programmes and regard them highly.

GCC
(excl. UAE & KSA)
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Regional CSR perceptions exhibit a strong home bias, with a high correlation between where managers are based and which MENA 
region they felt is the most active in terms of corporate social responsibility; unsurprisingly, the UAE and KSA (both a third) and 
Egypt (a quarter) were the most active overall. Managers in the UAE were most likely to choose their own region, with nine in ten 
doing so, compared to eight in ten of KSA managers choosing the KSA; just under six in ten of those in Egypt chose Egypt. Seven in 
ten GCC managers were in Kuwait, so it’s unsurprising that GCC managers were most likely to feel Kuwait was the most active 
region. There were no strong feelings about any of the other MENA regions.

Perceptions of CSR in
MENA Countries

30



Perceptions of CSR in
MENA Countries
In your opinion, which one of the following MENA countries is the most active in terms of corporate social responsibility?

KSAMENA Total UAE Egypt GCC (excl. UAE & KSA)

Percentages may not sum up to exactly 100% due to rounding 31

KSA
32 %

79 %
4 %

9 %
9 %

31 %
10 %UAE

91 %
16 %

22 %

Egypt
22 %

6 %
0 %

57 %
0 %

Kuwait
7 %

2 %
0 %

5 %
48 %

Qatar
3 %

1%
4 %

2 %
4 %

Algeria
2 %

0 %
0 %

5 %
0 %

Oman
2 %

0 %
2 %
1%

9 %

% Consider Most Active



CSR Programmes:
Current or Planning

Does the company you work for currently operate a CSR programme?

No - but they plan to
in the near future

Yes

No - and there are 
no current plans to

Don't know

48 %

44 %

4 %

4 %

48 %

39 %

10 %

2 %

67 %

32 %

2 %

73 %

26 %

61 %

34 %

5 %

MENA Total UAE KSA Egypt

The motivation that MENA businesses have in adopting CSR practices is clearly evident, with six in ten companies currently 
operating a CSR programme and nearly all the others planning to implement one in the near future.

Companies in the UAE and KSA are the most likely to already have a CSR programme in place, with at least two-thirds of them 
having one. Conversely, just under half the companies in Egypt and the GCC currently have a CSR programme in place, with one in 
ten in Egypt having no current plans to implement one.

GCC
(excl. UAE & KSA)

32Percentages may not sum up to exactly 100% due to rounding



KSAMENA Total UAE Egypt

Reasons for Not Having
a CSR Programme

Why doesn't your company have a CSR programme?

The most likely reason behind not having a CSR programme in place is a feeling that a company already benefits society by giving 
to charity. For around a quarter of companies, it is due to a lack of knowledge about how to set one up or a lack of time. However, 
a quarter feel the required investment would adversely affect their company’s finances (more likely in the KSA) or that the benefits 
are difficult to measure.

Percentages may not sum up to exactly 100% due to rounding 33

44 %
50 %

37 %
46 %

27 %
17 %

53 %
21 %

27 %
8 %

11 %
36 %

25 %
46 %

16 %
18 %

24 %
17 %

21 %
30 %

22 %
13 %

21 %
32 %

19 %
17 %

5 %
21 %

9 %
4 %

5 %
14 %

% Agree

My company is already giving back to society in the 
form of charity.

No one in my company has taken the lead to set this 
up.

My company does not know enough about CSR to start 
a programme.

Investing in CSR would reflect poorly on my company’s 
current financial performance. 

My company has not had the time to set this up.

It is difficult to measure the benefits for my company 
from CSR to justify the investment.

We don’t see how CSR would contribute to our business. 

My company doesn’t believe companies have the 
responsibility to deal with social concerns.



Perceptions of CSR in
MENA Companies

Which of the following statements about CSR in the Middle East & North Africa region are true for you?

Similar sentiments were expressed about all three statements regarding CSR practices by MENA companies; around four in ten 
managers said they are aware of :

• Companies in the MENA region that are more socially responsible than others.

• Specific companies in the MENA region that are active in CSR.

• Companies in the MENA region that publicise their CSR activities.

However, KSA managers are more likely than those in the GCC to know more socially responsible companies and more likely than those in Egypt to know 
companies that publicise their CSR activities.

KSAMENA Total UAE Egypt GCC (excl. UAE & KSA)

Percentages may not sum up to exactly 100% due to rounding 34

I know of companies in the MENA region 
that are more socially responsible than 
others.

44 %
53 %

39 %
42 %

30 %

I know of specific companies in the MENA 
region that are active in the CSR field.

40 %
50 %

32 %
37 %

35 %

I know of companies in the MENA region 
that publicise their CSR activities.

37 %
44 %

42 %
27 %

30 %

% Consider statement to be true
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GCC
(excl. UAE & KSA)

Effects of COVID-19 on
Companies' CSR Activities
Overall, C-suite managers feel COVID-19 had a beneficial effect on their CSR efforts and activities, with six in ten feeling it’s been 
positive and just over a quarter feeling it had a negative effect. This reflects 2020’s results, whereby the majority of companies said 
they’d be upscaling or replicating CSR activities during the fallout of the pandemic.

The most optimistic perceptions about COVID-19 are in the UAE and KSA, where two-thirds of managers feel positive about its effect 
on their CSR practices and only half in Egypt and a third in the GCC feel the same way.

In fact, over half of those in the GCC feel negative about COVID-19’s effects on CSR, compared to a third in Egypt, a quarter in the KSA 
and only an eighth of UAE managers.

Somewhat positive

Very positive

No impact

Somewhat negative

Very negative

13 %

22 %

9 %

39 %

17 %

26 %

27 %

17 %

25 %

5 %

46 %

22 %

6 %

21 %

4 %

39 %

30 %

19 %

11 %
2 %

35 %

25 %

13 %

22 %

5 %

MENA Total UAE KSA Egypt

Percentages may not sum up to exactly 100% due to rounding 36

What effect has COVID-19 had on your company's CSR efforts and activities in general?
[whether it has a current CSR programme or not)? 



Effects of COVID-19
on CSR

How has COVID-19 changed your personal view of CSR?

Mirroring how they feel about COVID-19 having affecting their company’s CSR efforts and activities, seven in ten C-suite managers 
say they now personally feel more positive about CSR as a direct result of the pandemic. Only one in ten now feel more negative 
about CSR because of the pandemic.

Again, the most optimistic change in personal CSR perceptions due to COVID-19 is in the UAE, where almost nine in ten managers now 
feel more positive. This compares to seven in ten in the KSA or GCC, whereas in Egypt, it is just over half.

In fact, one in six managers in Egypt now feel more negative towards CSR due to the pandemic, compared to only one in twenty 
managers in the UAE or GCC and one in eleven in the KSA.

Somewhat positively

Very positively

No impact

Somewhat 

negatively

Very negatively
4 %

26 %

17 %

52 %

15 %

28 %

23 %

34 %

9 %

19 %

21 %

51 %

1%
4 %

9 %

32 %

54 %

9 %

20 %

24 %

46 %

MENA Total UAE KSA Egypt

Percentages may not sum up to exactly 100% due to rounding 37

GCC
(excl. UAE & KSA)
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Company Plans for
CSR Activities in 2022

Compared to 2021, how will your company be engaging in CSR activities, looking ahead into 2022?

The same as it did in 

2021

More than it did in 

2021

Less than it did in 

2021

Don’t know

78 %

9 %

9 %

4 %

54 %

27 %

17 %

2 %

67 %

24 %

9 %

1%

66 %

28 %

7 %

83 %

18 %

MENA Total UAE KSA Egypt

Percentages may not sum up to exactly 100% due to rounding 39

Two-thirds of MENA companies plan to increase their CSR activities in 2022, compared to the levels undertaken in 2021, with a 
further quarter that plan to replicate their CSR activities from 2021. Driving this agenda are companies in the UAE, where over eight 
in ten plan to increase their CSR practices, with all others planning to keep their CSR activities at a constant level.

GCC
(excl. UAE & KSA)



KSAMENA Total UAE Egypt GCC (excl. UAE & KSA)

Company Plans for Increasing
CSR Activities in 2022

You said your company plans to engage more in CSR in 2022 than in 2021; what areas will your company focus on?

Of companies planning to engage more with CSR in 2022, ‘Charitable giving’ and ‘Socially, environmentally conscious movements’ 
were the most likely areas and will be a focus for just over half of these companies. ‘Corporate policies that benefit the 
environment,’ ‘Diversity, equity, and inclusion’ and ‘Community and virtual volunteering’ are likely for just under half, and ‘Reducing 
carbon footprints’ is a focus for just over a third.

Charitable giving. 55 %
56 %

51 %
56 %

61 %

Socially and environmentally conscious 
investments.

52 %
58 %

53 %
44 %

50 %

Corporate policies that benefit the 
environment.

49 %
58 %

43 %
44 %

61 %

Diversity, equity, and inclusion. 46 %
63 %

30 %
44 %

33 %

Community and virtual volunteering. 46 %
54 %

40 %
40 %

50 %

Reducing carbon footprints. 36 %
42 %

34 %
33 %

22 %

Multiple options were provided to respondents

Percentages may not sum up to exactly 100% due to rounding 40
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Forward 

42

The MENA CSR Survey brings to the fore the perception and adoption of CSR among regional leaders from psychological, social, and 
professional standpoints. The survey questions are carefully selected and the respondents are chosen per their ability to influence 
organisational decisions and societal impact, thereby increasing the credibility of the results.

This year’s findings underpin much more than just an understanding of the concept of CSR or its impact. The results go beyond and 
highlight the need for fundamental change to encourage regional corporates and organisations to be more responsible towards 
building a sustainable future.

In this section, we will condense the numbers and facts of the survey report into meaningful insights that can be used as a guide 
by corporates, government agencies, academic researchers, and industry professionals seeking to strengthen their CSR activities 
with long-term positive impacts in mind.

Lessons from the pandemic greatly shaped the survey results in this year’s CSR report. Based on the findings, it can be predicted 
that more and more organisations in the region are now looking at CSR as an essential part of their day-to-day functioning rather 
than just an ornamental addition to their websites and yearbooks. 

The companies or businesses that successfully focus on their CSR contributions and ideologies and convey that to their 
employees will reap long-term benefits. Another important lesson that comes out of this year’s survey is the way government 
agencies are expected to look at CSR and how they set an example for businesses in the private sector.

Overall, the region, led by the UAE and KSA, is doing its part in strengthening CSR and related contributions. Is there a scope for 
more aligned efforts on the regional level? Yes. But the way the organisations across the region have started to look at CSR, a 
future of integrated efforts will be realised soon and it won’t be a surprise if the Middle East emerges as a leader in this context 
over the coming years.

We look forward to chronicling this journey through our annual CSR report.
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Methodology
The 2021 C&B MENA CSR survey’s research findings are based on the opinions of 263 C-suite managers in the MENA region and 

have been reported as follows:

22% UAE (n=57)

34% KSA (n=90)

34% Egypt (n=89)

9% GCC (excl. the UAE & KSA) (n=23); Kuwait (n=16), Oman (n=6) & Bahrain (n=1)

2% Levant, not reported separately (n=4); Jordan (n=3), Lebanon (n=1)

Respondents comprised strategic decision-makers from key industries, including aviation, automotive, banking and finance, 

construction, real estate and property services, healthcare and pharmaceutical, oil and gas, and transport.

A detailed, structured, and quantitative questionnaire was used for this survey, comprising 20 questions and an LOI response 

time of 8 - 10 minutes. Questions were asked in English or Arabic per each respondent’s preference.

44



Sample Profile
- Gender

Male (n=177)

Female (n=50)

33 %

67 %

Industry

Automotive (n=27)

Aviation (n=18)

Banking & Finance (n=93) 

Construction (n=28)

Healthcare & Pharmaceutical (n=48) 

Oil & Gas (n=17)

Transport (n=4)

Real Estate & Property Services (n=28)

18 %

7 %

11 %

10 %

7 %

35 %

11 %

2 %

Company Size (no. employees)

10  to 49 (n=20)

50  to 99 (n=29)

100  to 249 (n=49)

250  to 499 (n=62)

500  or more (n=103)

39 %

24 %

19 %

11 %

8 %

Percentages may not sum up to exactly 100% due to rounding 45
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Researchers
About Cicero & Bernay

Cicero & Bernay Communication Consultancy is an award-winning, fully integrated agency. It delivers bespoke traditional and 
new-media strategies and campaigns to some of the region’s most prominent brands through its expert multilingual team. 
Established in 2005 and headquartered in Dubai, C&B has a network of offices in 29 countries covering the MENA region as well as 
the Indian subcontinent, North America, Russia and Europe, with an innate knowledge of local business in each of these locations. 
Our ethos is to let the facts do the talking, from making a measurable impact on our clients’ businesses through research and 
insights to developing innovative ideas and result-oriented campaigns that deliver long-term, positive ROI. The foundation of all our 
work lies in attention to data extrapolation, targeting, arranging, interpreting, and leveraging.

About 3Gem Research & Insights

3Gem Research & Insights is a leading provider of market research and PR surveys. Its online panel of over 10 million people globally 
extends to more than 47 countries worldwide. 3Gem Research & Insights work within a number of sectors, with specialist 
experience in FMCG, ecommerce, travel and financial services, as well as an extensive knowledge of the media and PR industries 
globally, both in-house and agency-side.

3Gem Research & Insights adhere to stringent quality control procedures that ensure clients receive accurate research data and 
actionable insights that support any informed and strategic decisions a client needs to make in order to shape business outcomes. 
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