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Abstract 
This study investigates the marketing motivations of Corporate Social Responsibility (CSR) 
of Syrian businesses, and classifies Syrian businesses within the two extremes of (CSR) 
perspective of the horizontal axis of Quazi and Brien’s (2000) model and the two extremes 
of the marketing motivations of CSR (a new dimension suggested by the study).The study 
results are based on data collected from a sample of 72 companies from three pilot Syrian 
governorates (Damascus, Aleppo, and Dair Ezzor). A survey designed in Arabic for the 
purpose of the study. Factor analysis and cluster analysis are both employed in this study in 
order to test the proposed model and address the research questions. Companies of the 
study are assigned to a predetermined four groups grid using nearest centroid sorting based 
on Euclidean distances. Syrian businessmen and managers could be classified into two 
groups according to their CSR perspectives and their marketing motivations. The two 
groups have similar perspectives regarding CSR. The group of majority, however, does not 
perceive CSR marketing incentives. Moreover, the dataset suggests that marketing is a 
weak motivation for CSR. This suggests that most Syrian businessmen and managers do 
perceive CSR as a matter of ethics but do not see ways to benefit from CSR practices as a 
marketing tool. Companies in Syria should be more supported by the government in order 
to bear the short term costs of CSR practices. Managers should seek ways to meet societal 
needs and development. The study should have taken the corporate incentives towards CSR 
with regard to each stakeholder group in order to identify the power and/or importance of 
each of these groups from Syrian managers’ perspectives. This study is reported to be the 
first study undertaking the perceptions of Syrian private business owners and managers 
towards CSR concepts and issues and examining the managers’ marketing motivations for 
adapting CSR practices. 
 
 
Keywords: Syrian private sector, CSR, CSR marketing motivations. 
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1.  Background 
CSR has attracted great attention over the past decade although started in the USA over half a century 
ago (Carroll, 1991). A large number of companies appear increasingly engaged in a serious effort to 
integrate CSR into the aspects and practices of their businesses. Nevertheless, CSR as a view of 
business responsibility in society has always been stronger as a concept in USA compared to other 
parts of the world for a number of reasons. First, the American concept of the economic responsibility 
that looks to employees and local community as it does to stockholders. Second, the encouraging legal 
environment and private liberty, and third, CSR in USA is implemented in large portions via 
discretionary acts of successful companies or rich capitalists not compulsorily via the legal framework 
(Crane and Matten, 2004). Corporate citizenship and responsibility concepts then spread in Europe 
although has never been quiet as influential as in the USA (Crane and Matten, 2004) then to other 
countries around the globe. 

The concept of CSR and corporate citizenship has been introduced to Syria very recently. This 
introduction has been driven by both the government and some international bodies. The proposed 
transition to social market economy adopted by the Syrian Government, with the 10th and 11th Five 
Year Plans, from 2006 to 2010 and from 2011 to 2015 (FYP) undertaking the task of providing a 
conducive environment for its successful launch, required forging a new social contract among the 
vital forces in the Syrian society. These are comprised of the state, private sector, and civil society 
organizations bounded through healthy dialogue and interactive participation in formulating and 
implementing the plan. Such partnership would be seen as the only route to win the societal 
transformation, meet the associated challenges, place the national economy on solid foundations, 
ensure its sustainability and achieve prosperity and growth based on efficient allocation and use of 
resources, equitable distribution, and a rise in standard of living for all Syrian citizens. The 10th and 
11th FYPs, therefore, strengthened the role played by the private sector and stated clearly that private 
sector will be partially involved in the social responsibility concerned with local communities 
development and social institutions protection, as well as contributing to the projects concerned with 
the development of remote and backward regions (The 10th and the 11th Five Year Plans). 

The introduction of CSR and corporate citizenship was also driven by some international 
bodies. In the framework of its activities, United Nations Development Projects (UNDP) in Syria 
continues to extend support to the Syrian Government in its efforts to achieve its goals, maintain 
sustainable economic growth, as well as to improve the social development agenda in its practices. In 
this regards, one of the UNDP supporting projects was the introduction of United Nation Global 
Compact (UNCG) in 2008 to leading Syrian businesses and NGOs in order to utilize corporate 
citizenship in assisting the Syrian local community. 

The Syrian Government was aware of the many challenges to the Syrian economy. Whereas 
social and environmental challenges are of the main challenges to the development of the Syrian 
economy, the government proposed the contribution of the Syrian private sector in facing these 
challenges. Some of the main challenges include the need to develop Small and Medium Size 
Enterprises (SMEs), the labour market, the social sector and to protect the environment, and increase 
participation of civil society to decision making process (Zaman, 2005). The population growth rate in 
Syria is one of the highest rates worldwide. This makes optimum investment of human resources the 
major challenge confronting the development at the coming stage. The Syrian labour market suffers the 
pressure of high supply (but with low rate of women participation), redundancy, and low labour 
productivity. The environmental challenges Syria faces are a group of environmental problems such as 
pollution and abuse of natural resources such as water and soil. This creates the need for reasonable 
and rational management of environment resources that shall preserve the environmental atmosphere 
which plays an important role in human health, safety and increase his/her productivity, in addition to 
preserving the rights of future generations in limited available resources, particularly water where Syria 
suffers shortage in addition to abuse of current resources. In the future, the challenge will increase 
since because of both existed population growth rate and the required high growth rates that assume 
increased economic activity which could lead to environmental damages. 
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In Syria, most of the population is Muslim. Islam should have its roots in the behaviour of most 
Syrian businessmen. According to (Beekun 1981, Yusoff 2002), Islam has provided a clear guideline 
to be followed in terms of responsibilities arising from business organizations-suppliers relationship. In 
Islam, business operations are considered to be of a social useful function. For this reason, social 
responsibility is regarded as an important element in Islamic business ethics. The most important 
objective of CSR in Islam is to achieve happiness and success in this world and the hereafter. The 
concept of brotherhood and social justice give rise to social responsibility through sharing prosperity 
for society’s progress. Therefore, CSR is considered crucial for Islamic business organizations1 
(Yusoff 2002, Haniffa and Hudaib 2004). 

The main objective of CSR in Islam is to promote social justice. Based on the nature of human 
relationships as pointed earlier, Islamic Business Organizations (IBOs) are socially responsible to the 
society; stockholders, employees, customers, suppliers, government, the community and debtors, the 
environment and ultimately to the Lord (Allah). The model of CSR for Islamic business organizations 
is summarized in figure 1. 

Stockholders are providers of funds and thus, the legal owners of business organizations. 
Business organizations are entrusted to manage their fund and therefore, they have the right to know 
how it is been administered. From the Islamic perspective, business organizations are trustees, and 
thus, are responsible towards the owners of funds. According to Yusoff (2002) Islamic business 
organizations, among others are responsible to ensure that the stockholders get a fair amount of returns 
and that their investments are optimally utilized; management of business organizations should be 
based on discussion and consensus between managers and stockholders; matters related to ethics in 
managing the business should be closely observed; should be transparent and accountable with regards 
to profit and lost arising from the business operation. 
 

Figure 1: CSR Model – an Islamic Perspective (modified from Yusoff (2002)) 
 

Employee
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Suppliers 
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Despite the importance of CSR to a country like Syria, no CSR studies in Syria are reported. 
Studies in this field are useful towards analysing the current state of CSR for the purpose of advising 
the government and society to achieve the required development in the area. With the advent of CSR to 
Syria, managers have been exposed to this notion and are being expected to start adopting CSR 
initiatives. Yet, Syrian managers’ CSR perspectives have not been given enough examination 
especially their relation to other different business perspective such as those related to customers and 

                                                 
1 Islamic business organisations represent companies that utilise, fully Islamic products in their daily operations and 

conduct their business in a manner that is consistent with the teachings of Islam. 
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marketing. This study undertakes the opportunity to assess the perceptions of Syrian private business 
owners and managers towards CSR concepts and issues and to examine the managers’ marketing 
motivations for adapting CSR practices. The objectives of this study are: 

1. To assess the perceptions of Syrian private business owners and managers towards CSR 
concepts and issues in order to demonstrate the way Syrian businesses might fall between 
the two extremes of the CSR perspective (as suggested by Quazi and Brien (2000). 

2. To examine the Syrian private sector’s CSR marketing motivations and demonstrate how 
these motivations are situated between the two extremes of CSR marketing motivations. 

3. To classify Syrian private businesses accordingly depending on the two dimensions (CSR 
perspective and CSR marketing motivations) and to identify the dominating groups or types 
of Syrian private business according to these dimensions. 

4. To describe the strengths and weaknesses of the common types of CSR and to provide the 
suitable recommendations accordingly. 

 
 
2.  An Overview of CSR and Marketing Studies 
CSR is a concept that has attracted worldwide attention and acquired new resonance in the global 
economy. As businesses do operating independently within a society, have a reciprocal influence with 
their environments, a firm can control the triple-bottom-line, or the environmental, social and 
economic aspects of the firm’s performance (Rugimbana et al, 2008). Probably the most established 
and accepted model of CSR is the four-part model of Carroll (1991), see figure 2. Carroll (1991) 
regards CSR as a multilayered concept which can be differentiated into four interrelated aspects. These 
are; the economic, legal, ethical, and philanthropic responsibilities. These four kinds of social 
responsibilities constitute total CSR although not all of these kinds of responsibilities have always 
existed to the same extent. 
 

Figure 2: Carroll’s Four-Part Model of CSR (Carroll, 1991) 
 

 
 

CSR stakeholders within the society could be classified in two main groups; the first group 
contains those who have direct relationship and interest in the corporation such as the customers, the 
suppliers, the employees and the government, and the second group contains all remaining 
stakeholders in the society. However, these groups differ in the nature of their concerns and interest in 
the practices of CSR, for example, while investors’ interests are towards CSR practices that are thought 
to positively affect profitability (i.e. positively affect corporation position in the market), customers’ 
might be interested in other CSR practices no matter how it affects profitability. 
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Research addressing the relationships between CSR activities and consumers-as stakeholders’ 
perceptions, attitudes and behaviours is dispersed over a range of topics, subsumed under different 
marketing concepts, and in general surprisingly under-researched given the centrality of CSR in both 
the normative management literature and public discourse (Beckmann, 2007). Several studies indicate 
that consumers believe it is important for marketers to seek out ways to become good corporate 
citizens. Therefore, awareness of companies' activities in the area of social responsibility better be high 
and of a profound implementation. The expected change in company's image because of Cause Related 
Marketing (CRM) campaigns appear to depend a great deal upon how customers perceive the reasons 
for company's involvement in cause related programs and the amount of help given to the cause 
through a company's involvement (Webb & Mohr 1998). According to Mohr et al (1998), consumers 
are looking closely at companies who make claims regarding their involvement in social issues. There 
is a level of consumer scepticism that often makes consumers doubt what a firm is saying. Firms with 
impressive social clear mission are naturally more welcomed than ones of ambiguous ones. It has even 
been suggested that because so many firms are now using CRM, particularly in the UK, scepticism is 
on the rise (O’Sullivan, 1997). Becker-Olsen et al (2006) found that both low-fit and high-fit CSR 
initiatives negatively impact consumer beliefs, attitudes, and intentions no matter what the firm's 
motivation. Furthermore, consumers consider the timing of the social initiative as an informational cue, 
and only the high-fit, proactive initiatives led to an improvement in consumer beliefs, attitudes, and 
intentions. 

It could never be ignored that a firm's CSR orientation absolutely affects its CRM relation and 
later its profitability ratio. Different schools of thought on CSR oscillate between two extremes: the 
free market concept (classical economic theory) (Friedman, 1970) and the socially-oriented approach 
(Freeman, 1984). For their part, corporations regard their contributions today not as outright donations 
but as investments that are intended to benefit the company as well as the recipient. Tutar et al (2011) 
found that there is a relationship between the competitive and profit strategy perceptions and social 
responsibility perceptions of the managers. 

Reputation, closely related to brand awareness, aids in brand differentiation and ultimately 
helps a company gain (through a good reputation) or lose (through a damaged reputation) competitive 
advantage (Kay, 1993). Changing attitudes of customers have driven marketers to find new ways to 
make marketing relevant to society, dialogue-seeking, responsive and involving (Ptacek & Salazar, 
1997), as consumers are demanding more value for their money. Furthermore, association with a non-
profit can generate positive media coverage, build a reputation of compassion and caring for a 
company, consequently, a profitable company on the other side could raise its profitability by keeping 
both high quality and reputation and even social achievements when known for good CSR 
contributions as customers always aim at putting their money where reasonable social reforms could be 
the best indirect effective promotion. In a similar context, using a matched sample of Arthur Anderson 
(AA) and non-AA firms following the Enron audit failure, Linthicum et al (2010) find evidence that 
social responsibility mitigated the negative returns to AA clients following the Enron audit failure. 

Long term commitment to a developing CSR strategy makes customers of a less scepticism and 
more related to a firm and its product. Research suggests that knowledge has a negative effect on a 
person’s scepticism level (Szyckman et al., 1997). This would indicate to marketers that the first things 
to do are to emphasize the awareness of their CSR and its benefits among consumers. Marketing and 
corporate communications initiatives then should concentrate on using tools that are designed to 
inform and to make consumers more aware. Knowledge and awareness level could never be more 
enhanced unless effective implementation of CSR strategies seriously takes place. 
 
 
3.  Managers’ Social Orientation (Quazi and O’Brien, 2000) 
A number of studies analysed managers’ social orientation and the perceptions of CSR and related 
concepts. For example, Quazi and O’Brien (2000) developed a two-dimensional model of CSR (see 
figure 3). The model was inspired by Carroll’s (1991) model and its four levels of CSR. Quazi and 
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O’Brien’s (2000) model has two axes. The horizontal axis represents managers’ views regarding the 
concepts of CSR. This axis has two extremes; the narrow and the wide responsibility. The vertical axis 
represents two extremes in the perceptions of the consequences of social action of businesses ranging 
from concern with the cost of social commitment to a focus on the benefits of social involvement 
(Quazi and O’Brien, 2000). 

The right hand extreme of the horizontal axis represents the narrow view of social 
responsibility (the classical sense of profit maximisation in the short run). In contrast, the left hand 
extreme considers the broader context of CSR that goes beyond the regulation to serve the wider 
expectations of society in areas such as environmental protection, community development, resource 
conservation and philanthropic giving. The bottom extreme of the vertical axis of the model is 
concerned with cost of social action that is where the short term expenditure involved in the exercise of 
social responsibility is the main consideration. The top extreme concerned more with the long term 
benefits arising from social action (Quazi and O’Brien, 2000). 
 

Figure 3: The Two Dimensional Model of Quazi and O’Brien (2000) 
 

 
 

Quazi and O’Brien (2000) tested their model on data collected from Australia and Bangladesh. 
Their test results confirmed the validity of their model in the two environments. They conclude that 
CSR is two dimensional and universal in nature and that differing cultural and market settings in which 
managers operate may have little impact on the ethical perceptions of corporate managers. Rugimbana 
et al (2008) used Quazi and O’brien (2000) model but in a different -although relevant- context. They 
investigated the nature of CSR as perceived by retail banking consumers. Their study supports the 
model of Quazi and O’Brien (2000). Capitalizing on the two-dimensional CSR model developed by 
Quazi and O’Brien, Jamali et al (2008) investigates managerial perspectives towards CSR in three 
neighbouring Middle Eastern countries (Lebanon, Syria and Jordan) through an empirical study 
involving 333 managers. The findings lend support to the Quazi and O’Brien model (2000), suggesting 
some commonalities in CSR orientations as well as minor divergences. 

This study investigates how Syrian businesses are classified within the two extremes of the 
Corporate Social Responsibility (CSR) perspective of the horizontal axis of Quazi and Brien’s (2000) 
model and the two extremes of the marketing motivations of CSR (a new dimension suggested by the 
study, see figure 4). 
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4.  Research Design and Methodology 
The nature of this study is empirical as it employs a questionnaire to survey CSR perspectives and their 
marketing motivations. An exploratory factor analysis is conducted to identify different dimensions 
building on the available variables. Cluster analysis is also employed to classify different groups of 
Syrian businesses regarding their CSR understanding and the relevant marketing motives. 

As seen earlier, Quazi and O’Brien’s (2000) model was approved valid by its developers and 
also by a number of studies that tested its validity and provided encouraging preliminary results 
(Rugimbana et al 2008, Jamali et al 2008). In addition, there seem to be lack of studies in the area 
(Arab and Middle Eastern countries) that tackled the marketing motivations of CSR in the literature. 
Furthermore, despite having a number of social related challenges facing the Syrian economy which 
could be partially solved by private sector via good CSR, only few studies have given interest to this 
issue in this part of the world. 

The proposed model of this study is very similar to that of Quazi and O’Brien (2000). It has 
also two axes (see figure 4). The horizontal axis has two extremes: a narrow and a wide responsibility. 
The right hand extreme (the positive side) represents the narrow view of social responsibility where 
business responsibility is perceived in the classical sense, that is in terms of supply of goods and 
services leading to profit maximisation within the “rules of the game” (regulation). By contrast, the left 
extreme (the negative side) considers CSR in a broader context; reaching beyond regulation towards 
the philanthropic giving exactly as in Quazi and O’Brien (2000) and Jamali et al (2008). The vertical 
axis of the model, however, is somehow different than that in the above mentioned studies. It 
represents two extremes in the perceptions of the marketing and customer related motives of social 
action of businesses ranging from high marketing incentives to highly marketing disincentives. The 
negative end of this axis is concerned with disincentives of social action that is where the expenditure 
involved in the exercise of social responsibility the main consideration. The positive end is concerned 
more with the benefits of social involvement as a way to meet the desires of customers and compete in 
different markets. 

This study analyses CSR data collected from a sample of 72 companies from three pilot Syrian 
governorates by the use of a survey designed in Arabic for the purpose of the study2. 
 

Figure 4: The Two Dimensional Study Model 
 

 
 

                                                 
2 The data of the study was collected in association of a UNDP Project in Syria. This is “Enhancing Civic Engagement in 

CSR through Inclusive Growth based Civic Private Sector Partnerships” "SYR/08/001". 
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Data were extracted from a comprehensive CSR structured survey. A questionnaire was 
developed and administrated in three governorates (Damascus, Aleppo, and Dair Ezzor). This study 
was mainly drawn from the twenty-five statements of Quazi and O’Brien’s (2000) study, where 
twenty-three of them have been used. 

Factor analysis and cluster analysis are both employed in this study in order to test the proposed 
model and address the research questions. An exploratory factor analysis is conducted on the data set 
to identify different dimensions building on the twenty three available variables. Factor analysis 
involves reducing large set of variables into a smaller set of simple summary variables (factors) that 
can be used as a basis to test the model and are useful for determining the underlying issues that may 
not be immediately obvious. Cluster analysis is also utilized to classify Syrian businesses regarding 
their CSR understanding and the relevant marketing motivations into meaningful different groups. A 
non-hierarchical cluster analysis is applied. For the purpose of the study, cases are assigns to a 
predetermined four groups using nearest centred sorting based on Euclidean distances. 

The study sample includes corresponding companies ranked 0, 1, or 2 and listed in the 
chambers of trade and industry in both Damascus and Aleppo and equivalent corresponding companies 
from Dair Ezzor. The majority of companies in the sample 38.9% are situated in Dair Ezzor. 36.1% of 
the companies come from Aleppo and only %25 of the whole sample is companies situated in 
Damascus. More than half of the companies are industrial, 27.8% is services and the left 20.8% of the 
sample is commercial. 

The sample includes 11 shareholding companies (15.3% of the sample) and 56 private family 
companies (77.8% of the sample). Such percentages are not strange in Syrian economy were family 
businesses are a majority. The other five left companies did not declare their ownership and therefore 
they were considered missing values. Capital ranged in the sample between half billion3 to 2 Billion 
Syrian Pounds (SP). Invested capital average is around 264 million SP with standard deviation of 416 
million SP. It is worth mentioning that more than half of the companies in the sample (37) refused to 
announce their capital so they were considered missing values. 

Around half corporations in the sample (51.4%) are local, while the other corporations do have 
international contributions. Some companies still did not declare about their activities. Companies 
remarkably vary in dates in which they were established. While the oldest company in sample goes 
back to 1907, some were established in 2008. The rest of the corporations are distributed equally 
before and after year 2000. 

Sampled companies of large number of workers are very few and rather exceptional and most 
companies have remarkably less number of workers. Female workers to males for the companies in the 
sample ranged between 0 to 67%. Thirteen companies out of 72 did not declare any information 
whether if they got female workers. It is worth mentioning that every single company in the sample is 
either owned or managed by males only. 
 
 
5.  Descriptive Analysis 
Tables 1 and 2 provide the response percentages of the sample across the twenty three raw variables of 
the study. Table 1 shows the responses to the agree/disagree questions. Table 1 remarkably shows that 
the majority of the responding Syrian managers and businessmen (over 91%) think that business have 
also social responsibilities beside their economic responsibilities. It also illustrates that over 75% of the 
respondents in the sample do not believe in the charitable and humanitarian side of CSR, neither in its 
legal side, nor the role of law to enforce it. Moreover, more than 75% of the managers and 
businessmen in the sample agree about the contribution of CSR towards society development but they 
see no need for governmental support and over 66% of the answers do not believe such support could 
affect CSR practices. 
 

                                                 
3 Average market price for one Syrian Pound during the period of preparing this study is 0.016 US Dollar. 
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Table 1: Attitudes Towards CSR (Agree/Disagree Variables) 
 

Statement Disagree Agree 
1. CSR is a charitable- humanitarian- generous- effort. 76.4 23.6 
2. CSR is a business obligation towards society as business is a part of the larger society. 55.6 44.4 
3. CSR practices contribute towards developing the society. 18.1 81.9 
4. CSR is in its essence a legal responsibility. 75.0 25.0 
5. CSR can be profitable for business on the long run. 52.8 47.2 
6. Business is primarily an economic institution and therefore business has no social 

responsibilities. 
91.7 8.3 

7. Relevant government support affects CSR practices. 66.7 33.3 
8. CSR practices meet societal needs. 73.6 26.4 
9. CSR practices are products of enforcing regulations and governmental control. 87.5 12.5 

10. Government should help business towards its social responsibilities. 23.6 76.4 
 

Table 2 shows the responses to the other questions, which have one to five points scale showing 
the level of agreement. Remarkably the table illustrates that over 50% of the answers towards 
statements 11, 12, 13, 14 and 15 show strong disagreements. This means that over half of the managers 
in the sample do not look at marketing as a good motivation for CSR. Managers also do not agree that 
decreasing costs is a motivation for CSR practices (with over 50% of the answers show strong 
disagreement). In contrast around half of the answers demonstrate that managers believe that CSR high 
costs are discouraging CSR practices. 
 
Table 2: Attitudes Towards Marketing Motivations for CSR 
 

Statement Strongly Disagree    Strongly Agree

11. 
Customers’ desires motivate social responsibility practices in 
my corporations. 

55.6 9.7 16.7 8.3 9.7 

12. 
Increasing competitiveness is an important motivation behind 
environmentally responsible practices in my corporation. 

51.4 8.3 15.3 13.9 11.1 

13. 
Increasing competitiveness is an important motivation behind 
employees’ related responsible practices in my corporation. 

52.8 6.9 26.4 2.8 11.1 

14. 
Competing in international markets is considered as an 
important motivation for my corporation’s environmentally 
responsible practices. 

56.9 6.9 13.9 11.1 11.1 

15. 
Competing in international markets is considered as an 
important motivation for my corporation’s responsible 
practices related to employees. 

59.7 15.3 16.7 4.2 4.2 

16. 
Responsible environmental practices are a kind of compliance 
with social regulations. 

33.3 4.2 15.3 19.4 27.8 

17. 
Responsible social practices towards employees are a kind of 
compliance with social regulations. 

29.2 5.6 12.5 23.6 29.2 

18. 
18. Morals motivate environmental practices in my 
corporation. 

22.2 2.8 11.1 15.3 48.6 

19. 
Morals motivate employees’ relevant social practices in my 
corporation. 

18.1 6.9 2.8 20.8 51.4 

20. 
Decreasing costs is on of the motivation of environmental 
practices in my corporation. 

50.0 6.9 18.1 15.3 9.7 

21. Decreasing costs is on of the motivation of employees relevant 
social practices in my corporation. 

50.0 9.7 19.4 9.74 11.1 

22. CSR practices’ high costs are one of many obstacles facing 
social involvement. 

29.2 13.9  41.7 15.3 

23. The unavailability of technical is one of many obstacles facing 
social involvement. 

27.8 23.6  41.7 6.9 

 
Having provided an overall descriptive analysis of the sample and the research variables, these 

variables will be statistically analysed to test the research proposed models in the next section. 
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6.  Advanced Analysis 
To uncover the different dimensions of the study, an exploratory factor analysis is conducted for the 
research data set. In order to simplify the findings, to make the output more understandable and to 
facilitate the interpretation of factors, a Varimax rotation is performed on an initial factor solution as 
was done in Quazi and O’Brien (2000) and Jamali et al (2008). The factors extracted are redefined 
based on criteria identified and used in prior research (value of Eigenvalues greater than 1; high factor 
loadings; variance explained by all factors is greater than 50%; no variable has significant loading on 
more than one factor. Table 3 shows the Eigenvalues for the factors identified by the analysis and the 
percent of total variance explained by the factor solution (about 67.779%). 
 
Table 3: Eigenvalue Analysis for the Factors 
 

Factors Eigenvalue Percentage of total variance explained 
1 3.443 14.971 
2 2.125 9.240 
3 1.745 7.588 
4 1.737 7.551 
5 1.726 7.505 
6 1.669 7.258 
7 1.600 6.959 
8 1.543 6.709 

Total  67.779 
 

The factor analysis leads to eight factors. Tables 4 and 5 highlight the factor names and the 
items comprising each of them. The factor analysis in tables 4 and 5 reveals two leading dimensions 
representing two popular views of social responsibility. These are factor 2 and factor 1. Factor 2 
captures the notion of classical view of social responsibility emphasising the traditional path of serving 
society through but within the legal framework. Factor 1 represents the marketing motivations of CSR. 
 
Table 4: Distribution of Statements on the Factors 
 

Statement/Factor Question factor loading
Factor 1: Marketing related CSR motivations   
Customers’ desires motivate social responsibility practices in my corporation. 11 .761 
Increasing competitiveness is an important motivation behind environmentally responsible 
practices in my corporation. 

12 .702 

Competing in international markets is considered as an important motivation for my 
corporation’s environmentally responsible practices. 

14 .759 

Competing in international markets is considered as an important motivation for my 
corporation’s responsible practices related to employees. 

15 .686 

Decreasing costs is on of the motivation of environmental practices in my corporation. 20 .647 
Decreasing costs is on of the motivation of employees relevant social practices in my 
corporation. 

21 .721 

Factor 2: The role of government and regulations   
CSR is in its essence a legal responsibility. 4 .579 
Relevant government support affects CSR practices. 7 .626 
CSR practices are products of enforcing regulations and governmental control. 9 .586 
Government should help business towards its social responsibilities. 10 -.684 
Factor 3: Compliance with law   
Responsible environmental practices are a kind of compliance with social regulations. 16 .778 
Responsible social practices towards employees are a kind 17 .856 of compliance with 
social regulations. 

  

Factor 4: Benefits of CSR   
CSR can be profitable for business on the long run. 5 -.676 
The unavailability of technicals is one of many obstacles facing social involvement. 23 .723 
Factor 5: Mortals   
Morals motivate environmental practices in my corporation. 18 .746 



189 European Journal of Economics Finance and Administrative Sciences - Issue 52 (2012) 

Morals motivate employees’ relevant social practices in my corporation. 19 .793 
Factor 6: Societal relations   
CSR practices meet societal needs. 8 .747 
CSR is a business obligation towards society as business is a part of the larger society. 2 .762 
Factor 7: Society contribution   
CSR is a charitable- humanitarian- generous- effort. 1 .531 
CSR practices contribute towards developing the society. 3 -.772 
Factor 8: Cost/economy   
Business is primarily an economic institution and therefore business has no social 
responsibilities. 

6 .881 

CSR practices’ high costs are one of many obstacles facing social involvement. 22 -.502 
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Table 5: Varimax Rotated Loadings for the Eight Factors 
 

 
Component 

1 2 3 4 5 6 7 8 
Statement1: CSR is a charitable- humanitarian- generous- effort. -.006 .419 .022 .218 -.086 .200 .531* -.141 
Statement2: CSR is a business obligation towards society as business is a part of 
the larger society. 

.184 .185 -.236 .007 .139 .762* .122 -.131 

Statement3. CSR practices contribute towards developing the society. -.151 .134 -.103 .107 -.111 .119 -.772* -.115 
Statement4: CSR is in its essence a legal responsibility. .004 .579* .079 -.440 .151 .329 -.158 .040 
Statement 5: CSR can be profitable for business on the long run. .290 .031 .008 -.676* .095 .230 -.149 -.164 
Statement 6: Business is primarily an economic institution and therefore business 
has no social responsibilities. 

.038 -.133 -.118 .078 -.007 .065 .059 .881* 

Statement 7: Relevant government support affects CSR practices. .027 .626* .005 -.032 -.119 .168 .085 -.092 
Statement 8: CSR practices are relevant to societal needs. -.100 .138 .227 -.121 -.123 .747* -.175 .267 
Statement 9: CSR practices are products of enforcing regulations and 
governmental control. 

.155 .586* .064 -.101 .022 .225 .097 .367 

Statement 10: Government should help business towards its social 
responsibilities. 

-.011 -.684* .086 -.063 .243 .220 .251 .122 

Statement 11: Customers’ desires motivate social responsibility practices in my 
corporations. 

.761* .214 -.117 -.057 .133 -.186 .163 .011 

Statement 12: Increasing competitiveness is an important motivation behind 
environmentally responsible practices in my corporation. 

.702* .071 .171 -.176 .032 .065 .027 -.065 

Statement 13: Increasing competitiveness is an important motivation behind 
employees’ related responsible practices in my corporation. 

.388 -.089 .388 .354 -.347 .230 .033 -.162 

Statement 14: Competing in international markets is considered as an important 
motivation for my corporation’s environmentally responsible practices. 

.759* -.057 .016 .080 .030 .090 -.211 -.118 

Statement 15: Competing in international markets is considered as an important 
motivation for my corporation’s responsible practices related to employees. 

.686* .016 .177 .149 -.196 .203 -.110 .267 

Statement 16: Responsible environmental practices are a kind of compliance with 
social regulations. 

.208 .205 .778* .051 .201 .032 .102 -.118 

Statement 17: Responsible social practices towards employees are a kind of 
compliance with social regulations. 

-.044 -.129 .856* -.002 .038 -.052 .014 -.017 

Statement 18: Morals motivates environmental practices in my corporation. .101 -.201 .088 .002 .746* -.049 .122 -.196 
Statement 19: Morals motivates employees relevant social practices in my 
corporation. 

.013 -.060 .087 .104 .793* .072 -.042 .087 

Statement 20: Decreasing costs is on of the motivation of environmental practices 
in my corporation 

.647* .020 -.014 -.151 .169 -.090 .306 .162 

Statement 21: Decreasing costs is on of the motivation of employees relevant 
social practices in my corporation. 

.721* -.080 -.017 -.086 -.051 .059 .474 -.032 

Statement 22: CSR practices’ high costs are one of many obstacles facing social 
involvement. 

.051 -.386 .104 .486 .197 .122 .028 -.502* 

Statement 23: The unavailability of technicals is one of many obstacles facing 
social involvement. 

.001 .005 .066 .723* .302 .073 -.340 -.059 
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A clustering is performed on the eight factors aiming four clusters. The results of the cluster 
analysis based on four cluster solution involving the 23 statements relating to CSR and marketing 
motivations are set out in Table 6. 
 
Table 6: Cluster Analysis Results 
 

Statement/Factor 

Final cluster center values
Cluster 1 
(N=38) 
52.8% 

Cluster 
2 (N=20) 
27.8% 

Cluster 
3 (N=4) 
5.5% 

Cluster 
4 (N=10) 
13.9% 

Factor 1: Marketing related CSR motivations -.57787 1.18830 
* 

-.01832 .13277 

Customers’ desires motivate social responsibility practices in my 
corporations. 

2 1 3 4 

Increasing competitiveness is an important motivation behind 
environmentally responsible practices in my corporation. 

2 1 4 4 

Competing in international markets is considered as an important 
motivation for my corporation’s environmentally responsible practices. 

2 1 4 3 

Competing in international markets is considered as an important 
motivation for my corporation’s responsible practices. 

2 1 4 2 

Decreasing costs is on of the motivation of environmental practices in 
my corporation.. 

2 1 4 4 

Decreasing costs is on of the motivation of employees relevant social 
practices in my corporation. 

2 2 4 4 

Factor 2: The role of government and regulations -.06820 -.37466 -.6767* .44178 
CSR is in its essence a legal responsibility.  0 0 0 0 
Relevant government support affects CSR practices. 0 0 0 0 
CSR practices are products of enforcing regulations and governmental 
control. 

0 0 0 0 

Government should help business towards its social responsibilities. 1 1 1 1 

Factor 3: Compliance with law .56334 .40074 -.8482* -.69249 
Responsible environmental practices are a kind of compliance with 
social regulations. 

4 2 4 3 

Responsible social practices towards employees are a kind of 
compliance with social regulations. 

4 2 4 2 

Factor 4: Benefits of CSR .01313 .36896 .87128* -.41871 
CSR can be profitable for business on the long run. 0 0 0 1 
The unavailability of technicals is one of many obstacles facing social 
involvement 

2 1 1 1 

Factor 5: Morals .16159 -.81302 -.18226 .25009* 
Morals motivate environmental practices in my corporation. 4 2 2 4 
Morals motivate employees’ relevant social practices in my corporation. 4 3 2 5 

Factor 6: Societal relations -.01973 -.15437 .37737* .00750 
CSR practices meet societal needs. 0 0 0 0 
CSR is a business obligation towards society as business is a part of the 
larger society. 

0 0 0 1 

Factor 7: Society contribution .40411 -.19363 -.10619 -.38177 
CSR is a charitable- humanitarian- generous-effort. 0 0 0 0 
CSR practices contribute towards developing the society. 1 1 1 0 
Factor 8: Cost/economy -.01566 -.48454 2.00995 -.24065 
Business is primarily an economic institution and therefore business has 
no social responsibilities. 

0 0 0 0 

CSR practices’ high costs are one of many obstacles facing social 
involvement. 

2 1 2 1 

 
An analysis of the results indicates that Cluster 1 and Cluster 2 are the two dominant clusters 

making 52.8% and 27.8%, respectively of the sampled cases. Cluster 1 (52.8%) represents companies 
that do not have marketing motivations for CSR and they do not see economic benefit from such 
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practices and its role in developing the society having expressed consistent disagreement with all 
statements in factor 1. Individuals in this cluster think that most CSR practices come in compliance 
with regulations although they believe that CSR is not only merely a legal responsibility and that they 
are motivated by mortals. Cluster 2 (27.8%) is very similar to Cluster 1 but differs in that managers in 
this group do not see the CSR as a product of compliance with regulations. Cluster 3 (5.5%) perceives 
the marketing motivations of CSR. Finally, Cluster 5 (13.9%) also perceives the marketing motivations 
of CSR plus, they believe in that CSR could be profitable on the long run. 
 
 
7.  Conclusion and Discussion 
This study based in Syria to extend and develop the current CSR model by testing a new more 
specified dimension that represents marketing motivations of CSR. The aim of the study is to 
investigate the perceptions of Syrian private business owners and managers toward CSR concepts and 
issues and to examine their CSR marketing motivations in order to demonstrate how the two concepts 
might fall between the two pairs of extremes proposed by the model and demonstrate the positioning of 
Syrian companies within this model. 

Despite the growing concern about CSR, limited work has been done concerning this issue in 
Syria (Jamali et al, 2008) and no work previously examines the marketing motivations of such 
responsibility in this part of the world. By the use of the survey method, a set of 72 companies from 
three distinctive Syrian governorates is empirically tested to examine the model developed by the 
study. In general, the dataset suggests that the majority have moved further from the economic 
responsibility level (suggested in Carroll, 1991) believing that business have other responsibilities 
beside their economic responsibilities. Over half of these managers see CSR as an ethical responsibility 
despite admitting that some of CSR practices are enforced by law. Moreover, the dataset suggests that 
marketing is a weak motivation for CSR. This suggests that most Syrian businessmen and managers do 
perceive CSR as a matter of ethics but do not see ways to benefit from CSR practices as a marketing 
tool. This could be explained in different ways. First, managers might not be aware of CSR marketing. 
Second, most of the Syrian companies (including those in the sample) are local and small; therefore 
they might not be interested in CSR the term that have more value internationally. Third, Syrian public 
and in particular Syrian customers might be ignorant about CSR and its importance, which makes any 
CSR marketing effort unsuccessful. 

Two quantitative analysis techniques are used to test this empirical data, namely the factor 
analysis and the cluster analysis. The factor analysis was run on 23 variables and resulted in 8 factors. 
Two of these eight factors were dominating. The results of the factor analysis suggest the validity of 
the model proposed by the study as the two dominant factors are linked the two distinct underlying 
dimensions in the developed CSR model. This is consistent with both Quazi and O’Brien (2000) and 
Jamali et al (2008). The quick cluster analysis of the data reveals some important findings. The 
analysis shows 4 clusters those clusters are situated in quadrants 1 and 4 with the dominant cluster is 
situated in quadrant 4 towards the philanthropic view and the next dominant cluster situated in 
quadrant 1 towards modern and market competitive vie. The majority of companies which fall in the 
4th quadrant showed little marketing incentives towards CSR. This might be a result of the reasons 
provided earlier in this section or is a result of the weak role of customers as promoters and supporters 
for CSR (see figure 5). 
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Figure 5: The Two Dimensional Model and Quadrants 
 

High 
marketing

Low 
Marketing

Quadrant 1 Quadrant 2 

Quadrant 4 Quadrant 3 

 
 

In order to move Syrian managers towards the modern competing group; quadrant 1, Social 
responsibility should be promoted to raise awareness of managers and customers including managers 
of small companies. These companies should be more supported by the government in order to bear the 
short term costs of CSR practices. Managers should seek ways to meet societal needs and development 
and at the same time help their business to achieve its goals. 

As customers are not powerful in encouraging CSR, the study could be repeated taking the 
corporate incentives towards CSR with regard to each stakeholder group to identify the power and/or 
importance of each of these groups from Syrian managers’ perspectives. 
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