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What do Middle Eastern Leaders think of CSR? 

Positioning business for post-crisis growth 

Heidi Ryan, Senior Associate, Sustainability Advisory Group 

 

A cross-regional survey of business leaders in the Middle East has revealed a strong commitment to Corporate 
Social Responsibility (CSR) as a framework for long-term business value and growth. Respondents 
overwhelmingly indicated that CSR is valuable in advancing top-line business priorities - for building reputation 
– for attracting and retaining the best employees – and for attracting new customers. This reflects an 
increasing sophistication in the Middle Eastern markets and an understanding that CSR is more than just 
philanthropy and community involvement. 

In spite of this high level commitment the survey revealed an alarming complacency towards some of the 
critical issues facing the region. 40 - 48% of respondent indicated that water conservation, climate change and 
waste management were ‘not really’ being addressed by their business or was ‘not applicable’. In a region 
already operating at the cusp of its natural resources this result demonstrates that business leaders have not 
fully considered the impacts of some of the major issues facing the globe in the short to medium term. Further, 
respondents indicated that lack of funding, government incentives and clear internal allocation of 
responsibilities is preventing business from fully realising the benefits of CSR commitments.  

This article explores the survey results and highlights some regional risks and opportunities. The clear message 
for those in the CSR community is ‘good work – but there is more yet to do’.

Introduction 

In October 2009, Sustainability Advisory Group 
conducted a cross-regional survey to gauge the 
attitudes and practices of Middle East business leaders 
in relation to CSR. 106 responses were received from 
across the region.  

Highlighted throughout the results is a strong theme 
that CSR is perceived as an essential ingredient for 
business recovery - to build reputation, attract and 
retain the best employees and maximise business 
innovation. Indeed, 54% of all respondents indicated 
that they believe that CSR is now more important, given 
the current economic climate, and that it should be 
recognised as an enabler for business growth. 
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eflect similar findings from across the globe which 
demonstrate that in this time of economic crisis leading 
companies are using CSR as a model for consolidation, 
recovery and – ultimately - growth.  

What is CSR? 
The Middle East is frequently regarded as a newcomer 
to Corporate Social Responsibility. As in many western 
countries, CSR has grown from the concept of corporate 
philanthropy.  A popular criticism of the Middle Eastern 
approaches to CSR is that it is struggling to move 
beyond corporate philanthropy to a business model 
that recognises the strategic value of CSR.  

The survey results challenge this perception. When 

About the survey 
In order to take a snap-shot of the views of Middle Eastern leaders on the role of CSR in the region, Sustainability 
Advisory Group initiated a cross-regional online survey on October 2009. 

One hundred and six responses were received, 22% of respondents described their role as CSR/ Sustainability, 17% as 
general management and 12% as strategy and business development. The remainder of respondents were from a 
cross section of business functions. 

A wide cross-section of industries are represented in the survey, led by management consulting (10.5%), banking 
(7.5%), communications (6%), construction (6%), energy (6%), real estate (6%), engineering (4.5%), household goods 
(4.5%), industrial goods (4.5%), insurance (3%), telecommunications (3%) media (1.5%), agriculture (1.5%), health 
(1.5%), agriculture (1.5%) with 28.4% citing their industry as ‘other’. 

Respondents represent countries across the Middle East region with the majority of respondents based in the United 
Arab Emirates (59.4%), Saudi Arabia (14.5%), Jordan (4.3%), Oman (2.9%), Palestine (1.4%) and Qatar (1.4%).  
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asked to rank what CSR means the top two responses 
were: 

 “Our corporate social responsibility is to minimise 
negative impacts and maximise positive impacts of 
business” (56% of respondents ranked this in the top 
two places); and  

 “Our corporate social responsibility is to have strong 
corporate governance – making sure our 
organisation is transparent, accountable and ethical 
in its dealings” (53% of respondents ranked this in 
the top two places). 

This result demonstrates a high level of understanding 
that CSR is more than just philanthropy and community 
involvement. This reflects an increasing sophistication 
in the Middle Eastern market. 

Business leaders view strong CSR performance as part 
and parcel of their consolidation and growth plans in 
the economic recovery period.  This is demonstrated by 
the fact that “Our corporate responsibility is to remain 
financially sound and profitable – ensuring that 
business continues to operate in difficult times” was 
ranked third highest by respondents.  

Current attitudes to business in the 
economic climate 
The past year has been both turbulent and challenging 
for the global business community. The worst economic 
downturn since the 1920’s has placed considerable 
pressure on business to manage costs, maintain 
revenue and minimise risks. The Middle East, like all 
parts of the world, has been impacted by the economic 
downturn. Business and government leaders have been 
forced to dig deep to confront sudden drops in liquidity 
– many have been forced to cut jobs, put initiatives on 
hold and respond to un-expected risk exposures. 

Twelve months on, the survey reveals that leaders are 
beginning to think beyond emergency response 
measures towards rebuilding long-term business value. 
This was reflected in the survey results when 
respondents were asked to nominate the top three 
business drivers for their organisation and the extent to 
which CSR can enable this process.  

 

‘…leaders are beginning to think 
beyond emergency response 
measures towards rebuilding 
long-term business value.’ 

 
 
 
 
 
 
 

‘We need to maintain and build a strong reputation’ 

The dominant business driver was: “We need to 
maintain and build a strong reputation” (53% of 
respondents). This reflects recognition of the long term 
value of corporate reputation in attracting and retaining 
customers, investors and employees alike. 

This regional finding is consistent with international 
findings which demonstrate that the past year has seen 
trust in business and governments drop significantly. 
The 2009 Edelman Trustbarometer

i 
The Global State of 

Trust found that 62% of 25-65 year olds surveyed in 
twenty countries trust corporations less now than they 
did twelve months ago.  

Globally, business leaders are facing a trust crisis – one 
that hinges on corporate reputation. The Global State of 
Trust found that reputation is the most important 
factor in determining a company’s trustworthiness, this 
ranks ahead of the quality of their products and services 
and treatment of workers and is on par with the 
company’s financial performance. 

More importantly, trustworthiness translates directly 
into consumer behaviours. In the Global State of Trust 
study 91% of respondents had purchased products and 
services from a company that they trusted in the past 
twelve months and 77% had refused to buy from a 
company that they did not trust. 

CSR is recognised as a key factor in shaping a strong 
organisational reputation. An overwhelming 88% of 
respondents in the Middle East indicated that they 
agreed with the statement: ‘CSR can maintain and build 
a strong reputation’. 

 

‘…business is beginning to move 
beyond a ‘slash and burn’ 
approach to management and 
towards a more strategic 
approach which fosters long term 
relationships with employees to 
grow business.’ 

 

This is reflected in other regional studies which show 
that CSR facilitates a stronger relationship between 
customers and organisations. In a recent survey of 
Saudi Arabia Corporate Social Responsibility in the 
Kingdom of Saudi Arabia 2009,

ii 
57% of respondents 

believed that organisations with a strong culture of CSR 
are trusted as a result. 
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‘We need to attract and retain the best employees’ 

In spite of the economic downturn, regional leaders 
continue to rank attracting and retaining the best 
employees as one of the highest priorities with 49% of 
respondents indicating that it was one of their top three 
priorities. This demonstrates that business is beginning 
to move beyond a ‘slash and burn’ approach to 
management and towards a more strategic approach 
which fosters long term relationships with employees 
to grow business. 

Over three in four of those surveyed indicated that CSR 
can enable an organisation to attract and retain the 
best employees. This finding is consistent with other 
regional results – 60% of Saudi

iii
 respondents believe 

that CSR will attract employees and motivate existing 
workforces to perform better. 

The evidence is compelling that increasingly employees 
are looking to work for companies that reflect their 
personal values. In a 2008 survey of 759 MBA graduates 
in the US nearly all (97.3%) were prepared to make a 
financial sacrifice to work for a company that was 
socially responsible. Importantly, this sacrifice was 
significant with respondents prepared to forgo 14.4% of 
their expected salary. It is likely that this trend will only 
increase as environmental and social concerns continue 
to dominante public discourse.  

 

‘We need to attract customers’ 

Forty percent of respondents indicated that attracting 
new customers is one of their top three priorities. 

In this time of economic uncertainty customers are 
exercising more discretion than ever before in making 
decisions about where to spend their money. 
Increasingly purchasing decisions are no longer simply 
related to perceived value for money or need but also 
the extent to which the company from which they are 
purchasing reflects personal values. In 2008 alone the 
UK’s ethical market was valued at GBP35.5 billion

iv
. 

Similarly, in the US, 35 million adult consumers are 
LOHAS (consumers interested in Lifestyle of Health and 
Sustainability). Undoubtedly, the Middle Eastern 
market is not yet as acutely attunded to ethical 
purchasing but such behaviours are likely to increase in 
the coming years.  

 

‘…In 2008 alone the UK’s ethical 
market was valued at GBP35.5 
billion. Similarly, in the US 35 
million adult consumers are 
LOHAS (consumers interested in 
Lifestyle of Health and 
Sustainability).’ 

 

Over three in four respondents indicated that CSR can 
attract new customers. This is a view that is being 
echoed by global organisations who are viewing CSR as 
a lever for growth and competitiveness. In the words of 
Jeff Immelt, CEO of General Electric: “We- General 
Electric - are therefore investing in environmentally 
cleaner technology because it will increase our revenue, 
our value and our profit... Not because it is trendy or 
moral, but because it will accelerate our growth and 
make us competitive”

v 
Certainly, General Electric’s 

financial results support this, in 2008 GE’s 
Ecomagination line rose by 21% to USD17billion whilst 
the growth of the overall company was 5.8%. 

 

‘We need to foster innovation – we need to capture new 
markets and market share’ 

We are living in a time where innovation is occurring at 
an exponential rate – bringing with it new markets and 
opportunities for growth. Over one in three 
respondents indicated that one of their top business 
drivers was to foster innovation and capture new 
markets and market share.  

Nearly three in four of the people surveyed indicated 
that they see CSR as a driver for innovation. Certainly, 
the notion of innovating through the economic 
downturn is gaining momentum and CSR / sustainability 
is at the centre of this. 

Governments are structuring economic stimulus 
programmes to promote growth in green technologies. 
In the US, Barack Obama has announced USD150 billion 
investment in green technologies. Similarly, Japan is 
using low energy innovation to fuel growth in times of 
economic hardship. Amongst many others, Panasonic is 
positioning itself to capitalise on a world that is more 
energy attentive than ever before by developing low 
energy products to capture this market. More locally, 
initiatives like the Masdar project are demonstrating 
how sustainable innovation can attract international 
attention.  

 

‘…the notion of innovating 
through the economic downturn 
is gaining momentum and CSR / 
sustainability is at the centre of 
this.’ 

 

Leading companies are becoming increasingly 
deliberate in stimulating innovation. This is being done 
through structured research and development 
programmes and introduction of bonuses and rewards. 
Such programmes enable business to grow out of the 
economic downturn. 



< t h i n k  w i d e r >   Volume Four 

 

 

P a g e  | 5 

 

What will be the key issues for 
business over the next ten years? 
The rules for business are changing at an 
unprecedented rate. Over the next ten years the face of 
global and Middle Eastern business will undergo a 
dramatic shift. Resources that are cheap today will be 
expensive tomorrow. International and domestic 
regulation will increase. Sustainability risks such as 
climate change and water scarcity that were once 
considered theoretical will become on-ground everyday 
reality. 

The survey uncovered a widespread recognition that 
ethical business practices, governance and transparency 
will be important issues for business over the next ten 
years.  

 

‘In spite of widespread 
acceptance that ethical 
business practices, 
governance and transparency 
will be important issues over 
the next ten years, one in four 
respondents indicated that 
governance and transparency 
is ‘not really’ being addressed 
by their organisation.’ 

 

Conversely, a relatively high number of business leaders 
continue to rate water conservation, climate change 
and waste as un-important to their business. Given 
current predictions for the region in relation to water 
scarcity and climate change this is an alarming result 
which could indicate that a number of regional 
businesses are not yet fully prepared to deal with the 
shifting business context.  

Further nearly one in four respondents indicated that 
poverty alleviation is unimportant to their business. In 
view of the region’s geographic context and the 
projected population shifts due to climate change 
combined with predictions relating to water and food 
scarcity this requires immediate action. There is 
tremendous business opportunity in this space for 
‘bottom of the pyramid’ strategies by companies who 
are prepared to think innovatively. 

 
 
 
 
 
 
 
 

Ethical business practices, Governance & transparency 

The past twelve months have been dominated by 
international headlines featuring banking scandals, 
tales of bribery and corruption and failures of corporate 
governance. Globally, people have been given more 
reasons than ever before to distrust business and 
question governance procedures. There have been 
widespread calls by governmental leaders to review 
regulations and hold business to a higher level of 
accountability and transparency. This mood is echoed 
by investors who, stung by the financial down-turn, are 
now demanding greater visibility of the internal 
governance and risk management systems. 

In light of this it is hardly surprising that ethical business 
practices, governance and transparency was almost 
unanimously (95%) ranked by regional business leaders 
as important or critical for business in the next ten 
years. This is supported by a recent study by McKinseys 
in which 50% of 456 respondents indicated that 
transparent business practices is the most effective 
action for improving reputation.

vi
 

Regionally, there are incentives already in place to 
support and enable transparency and accountability. 
Initiatives such as the Hawkamah Institute for 
Corporate Governance and regional conferences 
including the ‘Corporate Governance and Responsibility 
Forum’ in Kuwait will continue to address regional 
challenges for the issue including the role of 
governance in state owned or family enterprises.

vii 
 

In spite of widespread acceptance that ethical business 
practices, governance and transparency will be an 
important issue over the next ten years, one in four 
respondents indicated that governance and 
transparency are ‘not really’ being addressed by their 
organisation. This poses a challenge and a risk exposure 
for both business and for the region, particularly when 
doing business in world recovering from an economic 
downturn triggered by poor governance and un-
anticipated risk exposures. 

 

Water conservation, climate change and waste 
management 

Alarmingly, 40 - 48% of respondent indicated that water 
conservation, climate change and waste management 
was ‘not really’ being addressed or was ‘not applicable’ 
to their business. In a region already significantly 
impacted by water scarcity and a harsh arid 
environment this result is a concern. It indicates that 
there is a significant amount of work ahead for public 
policy leaders and scientists to encourage business 
appreciate the full scope of the impacts of climate 
change and water scarcity on economic prosperity and 
business opportunity.  
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‘Alarmingly, 40 - 48% of 
respondent indicated that water 
conservation, climate change and 
waste management was ‘not 
really’ being addressed or was 
‘not applicable’ to their business.’ 

 

The Middle East is a predominantly hot and arid climate 
– access to water and energy are critical to the 
existence of its population and economic development. 
There are already concrete signs that water scarcity is 
becoming a source of political unrest, conflict and 
migration. Reports indicate that in 2007-08 160 villages 
in northern Syria were deserted by their residents 
because of climate change (International Institute for 
Sustainable Development, 2009).  

Regional projections for climate change are grim. 
Scientists project that reduced water supplies for 
agriculture and higher water prices combined with 
rapidly growing populations will pose the risk of 
widespread famine. A recent report projected that 
climate change will threaten the health of millions  
through an increase in the number of under-nourished 
people, emergence of new and existing pests and an 
increase in transmittable disease like malaria and 
cholera.

viii 
 

The economic implications of these projections are 
wide-reaching and will impact on all aspects of 
business. The ‘Stern Review on the Economics of 
Climate Change’ projected that climate change could 
cause a 20% drop in global GDP if left unaddressed. Put 
into context, the recent financial crisis is projected to 
cause a 2.9% drop in global GDP in 2009

ix
 and was 

widely cited as the worst international economic 
downturn since the 1920s. 

 

‘Urgent action is required to 
address this complacency in the 
business world. Business leaders, 
scientists and government leaders 
must work together to ensure 
that the region’s business 
community is preparing itself 
today to meet tomorrow’s 
challenges.’ 

 

 

 

The spectre of climate change and increased water 
scarcity are now a concrete reality and it is clear that 
these will have amplified implications for the Middle 
East. The fact that over 30% of respondents indicated 
that these issues are unimportant for their companies 
reflects a lack of access to basic information of the 
projected environmental and social issues that will face 
business in our life-time.  

Whilst these results highlight an alarmingly low 
awareness within the regional business community they 
are not atypical. Across the globe the business 
community is slowly coming to terms with the finite 
nature of our resources and the full extent to which 
climate change is projected to fundamentally shift our 
basic economic assumptions.  

Urgent action is required to address this complacency. 
Business leaders, scientists and government leaders 
must work together to ensure that the region’s business 
community is preparing itself today to meet tomorrow’s 
challenges. Leaders must not be distracted by the 
current economic down-turn at the expense of longer 
term planning for a future impacted by climate change. 
The future is not all doom and gloom – in a recent study 
by McKinseys 87% of companies that are addressing 
environmental issues reported positive business 
impacts including operational efficiency, increased 
brand loyalty and access to new markets.  

Indeed, the region has an opportunity to capitalise on 
new products and services that will emerge as a result 
of increased pressure on natural resources. Initiatives 
such as Masdar is a key example of regional leadership 
on this global issue.  

The key message, however, is that individual initiatives 
are simply not enough – climate change adaptation and 
mitigation need to become part of main-stream 
business practices in order for the region to avoid 
severe repercussions. 

 

Poverty Alleviation 

More than one in two respondents indicated that their 
business is ‘not really’ engaged in poverty alleviation or 
that it is ‘not applicable’ to their business. Arguably, this 
reflects a skewed number of respondents from the UAE 
and the strength of oil-based welfare systems. In 
contrast, a recent survey in Saudi Arabia 83% of 
respondents perceived unemployment as the highest 
ranking issue.

ii
 

 Taken at face value the survey results reveal a 
blinkered view of issues that will impact on business. A 
quick look at the super region includes the 
Subcontinent and Africa – two areas already 
experiencing widespread poverty. Climate change is 
predicted to thrust upon these developing national 
more resource scarcity and acerbate already over-
stretched resources. The Stern Report predicted that 
this could lead to the migration of millions of people 
globally.  
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The Middle East is likely to be extensively impacted by 
this shifting demographics. Poverty in the super-region 
and the resulting population movement will have 
massive impact on the region which is  already 
stretched natural resources. Businesses which are able 
to anticipate and respond to this shift are the ones that 
will prove most resilient and successful in the longer 
term. 

Perhaps the reticence of regional business to become 
actively involved in poverty alleviation is due to a 
perception that such actions must necessarily be of a 
philanthropic nature. Increasingly, however, business is 
adopting a role in poverty alleviation that is not at the 
expense of the bottom line.  

Indeed, some businesses are already introducing 
innovative products and services to capture ‘bottom of 
the pyramid’ markets with substantial rewards. 
Vodaphone’s mobile banking service, M Pesa, designed 
for customers without access to traditional banking 
services had 2.5 million users in Kenya alone after just 
12 months in the market. At the same time as 
generating business for Vodaphone M Pesa has 
transformed rural communities enabling small 
businesses to grow and empowering communities 
through access to finance.  

 

‘…businesses already introducing 
innovative products and services 
to capture ‘bottom of the 
pyramid’ markets with substantial 
rewards’ 

 

Similar opportunities are being realised in India where 
Tata Motors' has launched a low cost ($2,200) car, the 
Nano. The company made a net profit of $156 million 
for the three months to September 2009. 

These bottom of the pyramid opportunities are 
available to Middle Eastern business leaders if they can 
capture similar markets. This is only likely to increase in 
coming years. 

CSR management processes in 
place in your organisation 
Respondents indicated that there is strong in-principle 
commitment to CSR – material issues and core values 
have been identified and strategy has been signed off at 
the highest level.  

Unfortunately, the survey revealed that this high-level 
commitment is not always being cascaded throughout 
the business through clear targets and key performance 
indicators, budget allocations, bonus/reward systems, 
integration into due diligence processes or external 
reporting.  

In this sense, the region is lagging behind global leaders.  
More then 80% of the world’s largest 250 companies 
publish sustainability reports and 75% publish a 
strategy with defined objectives.

x
 45% of US companies 

are rewarding employees for ideas benefitting the 
economic, environmental or community impacts of 
their organisation.

xi
 

A lack of clear accountabilities, resources and systems 
to support the delivery of high level CSR commitments 
means that the region is not yet able to fully realise the 
potential benefits of investment in CSR. Further, it 
poses a reputational risk for stakeholders critical of 
apparently empty commitments. Increasingly sceptical 
customers and investors are demanding that business 
provide evidence to support claims of environmentally 
and socially responsible behaviour. Accusations of 
‘green-wash’ can have lasting impacts on brand and 
reputation.  

 

 ‘A lack of clear accountabilities, 
resources and systems to support 
the delivery of high level CSR 
commitments means that the 
region is not yet able to fully 
realise the potential benefits of 
investment in CSR.’ 

 

Formalised CSR programmes, strategies and initiatives 
are relatively new to the region and it is possible that 
respondent organisations have not yet had the time to 
let their CSR initiatives mature. Indeed, initiatives such 
as the Abu Dhabi Sustainability Group and the Arab 
Leaders Sustainability Group have been launched 
recently to help their member organisations to progress 
their programmes. It is likely we will see a shift as 
regional participants’ internal sustainability 
programmes reach maturity. 
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Barriers to CSR 
At both the international and regional level the business 
case for CSR is now widely accepted. The majority of 
business leaders see that CSR builds reputation attracts 
and retains the best employees and fosters innovation. 
In spite of this, business continues to face challenges 
cascading CSR throughout their organisations. If 
everyone understands the business case and believes 
the issues will become increasingly pressing, then why 
aren’t they doing more about it? 

 

At the moment, it is difficult to secure funding for CSR 
and we have other priorities  

Nearly one in two respondents (47%) indicated that 
securing funding is one of the top three barriers to 
effective CSR implementation. In the words of one 
respondent: ‘There has been little or no attention given 
to CSR due to the economic climate. That, coupled with 
the fact that CSR was always looked at as a promotional 
tool, has really lead to the failure of our approach to it.’  

The risk here is that companies making strong 
commitments which are not supported by the requisite 
funding will lose credibility in an increasingly sceptical 
market. Indeed, in a 2009 study by The Economist, 58% 
of respondents said that their company has suffered at 
least one negative consequence to their ability to 
operate in the past twelve months as a result of 
inconsistent CSR implementation. This included damage 
to brand, increased regulatory risk and loss of market 
share.

xii 
Whilst it is difficult to secure funding for new 

initiatives in the current economic environment it is 
important that business leaders recognise that CSR is no 
longer just a marketing by-line but a new business 
model that enables them to respond to the issues that 
have been highlighted by the recent economic crisis.  

 

Lack of government requirements and incentives 

Lack of government requirements was cited as one of 
the biggest barriers to implementation of CSR with 47% 
of respondent rating it as one of the top three barriers. 
This finding is consistent with global attitudes that the 
government should play a greater role in regulating 
industry – three in four people surveyed as part of the 
Trustbarometer.

i 
 

Whilst government incentives can – and should - 
support and enable CSR activities they are certainly not 
a pre-requisite. Indeed at the international level we are 
witnessing a shift towards increased levels of business 
involvement in the public policy debate. 66% of 
respondents to the Trust in Business survey indicated 
that business should step up to the plate to partner 
with government on global challenges with virtually no 
one believing that business does not have a role.  

In today’s world 51 of the 100 largest economies are 
corporations. Ten of the largest companies in the world 
each exhibit an annual turnover in excess of the GNP of 

more than 150 of the 185 members of the United 
Nations.  It is no longer acceptable for business to sit 
back and wait for government intervention on some of 
the pressing issues our world is facing. Business leaders 
must take a proactive stance to participating and 
leading on public policy issues. Such an approach will 
enable them to structure solutions that work for both 
business and society alike. 

 

‘Business leaders must take a 
proactive stance to participating 
and leading on public policy 
issues. Such an approach will 
enable them to structure solutions 
that work for both business and 
society alike.’ 

 

Responsibilities for CSR are not allocated 

40% of respondents indicated that a lack of individual 
accountability for CSR outcomes remains a significant 
barrier to CSR. Like any business process until high level 
aspirations are cascaded into personal accountabilities  
and – ideally – rewards and recognition real change is 
less likely to occur.  

There is a need for CSR professionals to work more 
closely with management teams and human resources 
to integrated CSR into job descriptions, KPIs and 
rewards and recognition policies. By doing this they will 
drive real change throughout organisations. 

 

‘There is a need for CSR 
professionals to work more 
closely with management teams 
and human resources to 
integrated CSR into job 
descriptions, KPIs and rewards 
and recognition policies.’ 

 

Conclusion 
The overarching messages from the survey are positive. 
Encouragingly business leaders indicated a strong in-
principle commitment to CSR and clearly appreciate the 
business value in using CSR as a lever for business 
growth. 54% of respondents indicated that CSR is more 
important than it was before the economic crisis. Now, 
more than ever business leaders have an opportunity to 
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demonstrate integrity, leadership and commitment to 
tackling some of the global issues which we face. 

Despite this, the results of the survey highlight a 
pressing need for concentrated efforts by government 
and business leaders to put a united effort into 
recognising the full depth and breadth of the impact 
that these issues will have on the Middle Eastern 
region.  

This is particularly true in relation to issues such as 
water scarcity, climate change and poverty alleviation 
where the survey revealed a concerning lack of 
recognition of these issues as relevant to business. Full 
understanding of the risks and opportunities arising 
from these issues will protect long term business value 
and offer opportunities for innovation and global 
leadership.  

One-of-a-kind regional initiatives such as Masdar are a 
step in the right direction and offer genuine leadership 
in this space. However, in order for the region to 
prepare itself for the challenges that the coming years 
are likely to bring responsible management must 
become the norm – not the exception. 

The survey found that whilst there is a strong in-
principle support for CSR initiatives the region has not 
yet taken the next step of translating this into budget 
allocations, clear accountabilities and rewards and 
recognition.  

The clear message for those in the CSR community is 
good work so far – but there is plenty more yet to do. 

 

Sustainability Advisory Group is an international 
alliance of sustainability strategists and 
specialists. Our network based business model 
enables us to design teams that respond to our 
clients’ diverse needs. For more information see 
www.sustainabilityadvisory.net  or email 
info@sustainabilityadvisory.net. 

 

Heidi Ryan: Senior Associate, Sustainability Advisory 
Group Email: heidi@sustainabilityadvisory.net 

Heidi’s background of technical 
engineering combined with a formal 
legal training means that she brings to 
projects a rigorous technical approach 
complemented by an understanding of 
policy and regulatory implications.  

Heidi has managed sustainability 
change projects with large corporate clients including 
middle eastern property giant, Nakheel. For Nakheel 
Heidi project managed an international team of 
sustainability consultants to deliver an ambitious 
sustainability programme. 

Prior to joining Sustainability Advisory Group Heidi 
worked with engineering consultancy firm Sinclair 
Knight Merz (SKM) a major player in the Australian 

national consultancy field with overseas offices. In this 
role she advised government in both Australia and the 
Pacific on sustainable water management. Heidi's work 
has included natural resource management, 
sustainability assessments, strategic planning and 
stakeholder engagement. 

 

Other titles in the <Think Wider> series: 
Volume One: Sillanpaa & Le Pelley, 2009. Global trends 
in Sustainability Reporting. Sustainability Advisory 
Group.   

With 80% of the world's largest 250 companies 
reporting on their sustainability performance a formal 
report is becoming a mark of excellence. In this article 
we explore the role of sustainability reporting and how 
business can ensure that it gets the best returns from 
its investment. For the full article click here. 

 

Volume Two: Sillanpaa, 2009. My Middle Eastern 
Sustainability Journey. Sustainability Advisory Group. 

This article examines the strengths, challenges and 
opportunities for the Middle East region. It offers 
practical advice for business leaders faced with the 
prospect of 'transform or perish' in the current 
economic climate. For the full article click here. 

 

Volume Three: Le Pelley, 2009. Regional Flavours of 
Sustainability, A Middle East profile 

This article explores the unique issues and trends facing 
the Middle East. For the full article click here . 

http://www.sustainabilityadvisory.net/
mailto:info@sustainabilityadvisory.net
mailto:heidi@sustainabilityadvisory.net
http://www.sustainabilityadvisory.net/cms/media/%3Cthink%20wider%3E%20volume%20one.pdf
http://www.sustainabilityadvisory.net/cms/media/documents/Think%20Wider%20Volume%20Two.pdf
http://www.sustainabilityadvisory.net/cms/media/documents/Think%20Wider%20Volume%20Three.pdf
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