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ABSTRACT 

This study investigates corporate social responsibility (CSR) from the perspective of small medium tourism 

enterprises (SMTEs) in Egypt. The basic aspects of the investigation were CSR definitions, dimensions, 

small and medium enterprises (SMEs) importance and characteristics, motivations and benefits from 

engaging in CSR, the influence of managerial SMEs' characteristics on adopting CSR and the challenges 

faced. This research used a quantitative method approach to collect data from the owners and managers of 

(350) SMTEs in Cairo and Giza Category (A) using questionnaire forms. The results of the empirical study 

showed that although the vast majority of SMTEs were not familiar with the term CSR, most of them were 

practicing some of its activities. The results also revealed that only the size and age of SMTEs influenced 

their CSR implementation. While, in relation to SMTEs' managers, only their age and the experience 

influenced their attitude toward CSR.Finally, this study provided some recommendations that could be 

considered as guidelines for SMTEs. 

Keywords: Corporate social responsibility, small and medium enterprises, tourism companies. 

…………………………………………………………………………………………………………………... 

INTRODUCTION 

Today, tourism companies became responsible for the destinations where they operate and for the local 

communities; a responsibility that extends beyond the economic and legal obligations and that is based on 

creating benefits for both the local community and the organization. This responsibility of the organization 

with all the stakeholders marked the beginning of Corporate Social Responsibility (CSR) (Kort, 2010). 

The recent years have witnessed a significant and growing interest in CSR, and now it becomes an important 

topic for research (Sweeney, 2009). Porter and Kramer (2006) emphasize that if companies take 

responsibility to reduce and prevent their negative impact on the social and physical environment, this will 

achieve several benefits to the society and the environment as well as to the company itself. 

Consequently, CSR implementation becomes increasingly important in the tourism industry, because it helps 

to reduce the negative effects that tourism can cause in the areas where it operates and in its local 

communities (Kort, 2010). However, CSR initiatives have tended to focus mainly on large and multinational 

companies (Jenkins, 2006). This is because they tend to be more highly criticized than small and medium 

enterprises (SMEs) for negatively affecting stakeholders, so the need for these businesses to practice CSR is 

considered greater (Worthington et al., 2006). It has been noted that research on CSR in SMEs is quite 

limited especially in developing countries (Cilberti et al., 2008). 

SMEs make up a significant proportion of business communities worldwide and have gained wide 

recognition as a major source of employment, income generation, poverty alleviation and regional 

development (Spence & Rutherfoord, 2001; Luetkenhorst, 2004 ; Vives, 2008). As a result of the growing 

significance of the small and medium- sized enterprise (SME) sector especially in the tourism industry that 

relies more heavily on SMEs than most other industries, the CSR became important for both large and small 

tourism enterprises and the research on CSR has been moving toward SMEs in recent years (Yu, 2010). 

The empirical studies of CSR in large companies have been reported in many articles and books with little 

attention paid to empirical research on SMEs (Perrini, 2006). That results in a research gap concerning CSR 

in SMEs especially in the service sector. As the vast majority of tourism companies in Egypt are small and 

medium- sized, as well as, CSR practices in SMEs are different from those in large companies due to its 

unique characteristics, so it is important to study CSR in SMTEs.   
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The research was guided by the following objectives:  

a) Identify theoretical insights of CSR; first in a general context and then applied to the small and 

medium tourism enterprises (SMTEs). 

b) Assess the level of awareness and implementation of CSR in the Egyptian small and medium 

tourism enterprises.  

c) Understand how SMTEs characteristics affect their CSR engagement. 

d) Explore the factors that motivate SMTEs to adopt CSR and understand the benefits of engaging in 

CSR programs. 

e) Identify CSR activities in SMTEs and examine the challenges that facing CSR in the Egyptian 

SMTEs.  

 

LITERATURE REVIEW 

CORPORATE SOCIAL RESPONSIBILITY 

Corporate social responsibility (CSR) captures the attention of both academics and practitioners (Henderson, 

2007). CSR has relative synonyms such as: corporate citizenship, corporate sustainability, corporate 

responsibility, or responsible business, and it means dealing with employees, suppliers, and customers, as 

well as supporting local communities, giving donations to charitable causes and environmental sustainability 

(Zientara & Bohdanowicz, 2010 ). 

According to various studies from the CSR literature (Carroll, 1999; McWilliams & Siegel, 2001; Kan et al., 

2010), CSR can be broadly defined as the activities making companies good citizens who contribute to 

society‟s welfare beyond their own self- interests. It is also considered as a philosophy and policy which 

benefits the economy, society and environment based on the idea that companies should be responsible for 

more than simply making a profit and be aware of social values and take part in improving the social 

environment on top of its economic functions (Henderson, 2007; Taha, 2010; Tsai, Tsang, & Cheng, 2012). 

Dahlsrud (2008) also assured that CSR is a widely used term which has different definitions; these 

definitions are similar to a large extent. He developed five dimensions of CSR; social, environmental, 

stakeholder, economic and voluntariness dimension. The European Commission (2011: 6) puts forward a 

new definition of CSR as “the responsibility of enterprises for their impacts on society”.  

Since the tourism industry largely depends on human and natural resources, on the environment in which 

their activities take place and in the relationship with stakeholders, and it is closely linked to local 

communities, CSR, becomes, even more a, relevant issue in this industry (Henderson, 2007). Therefore, the 

importance of CSR by the travel industry has risen, especially, in recent years along with the environmental 

issues of degradation, climate change, and reduction of natural resources, human rights issues, and fair trade 

(Sheldon & Park, 2010). CSR is also important for tourism business organizations due to its positive impact 

on reputation, client and employee satisfaction (Dodds & Kuehnel, 2010).  

CSR encompasses notions of business ethics and the importance of owners besides both its internal 

stakeholders (owners, managers, and employees) , and external stakeholders, .i.e. the individuals and 

population groups affected by its activity, including customers and suppliers, other players in the company's 

value chain, local communities, society in general and future generation (Argandona, 2010). It is also about 

achieving commercial success in ways that honor ethical values and respect people, communities, and the 

natural environment (Eraqi, 2010). 

There are some studies that examine CSR in tourism (Miller, 2001; Kalisch, 2002; Dodds & Joppe, 2005; 

Kasim, 2006; Henderson, 2007;Dodds & Joppe, 2009; Lee & Park, 2009; Dodds & Kuehnel, 2010;Bach et 

al., 2014). Yet, the vast majority of CSR studies in tourism have largely focused on hotels rather than tour 

operators and mainly about environmental elements (Dodds & Kuehnel, 2010). Lee and Park (2009) found 

that hotel firms‟ CSR has a positive relationship with financial performance. Despite the benefits for both 

tourism business organizations and tourism destinations, only two percent of tourism business organizations, 

all over the world, practice social responsibility (Bach et al., 2014) .Possible reasons for such a low 

implementation of social responsibility actions resulting from that the decision makers are limited by the 
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available information, the cognitive limitations, and the time available for making the final decision (Bach et 

al., 2014). One of the major challenges of implementing CSR in the tourism sector is that many of the 

initiatives remain in the field of philanthropy, achieving improvements in some aspects, but not providing a 

real impact on the organization and on the society (Bach et al., 2014).  CSR is not integrated into the 

philosophy of the company and it is seen as a complementary issue to be addressed separately from the 

organization's management (Kort, 2010). 

 

SMALL AND MEDIUM ENTERPRISES    

The concept of CSR and how it is relevant to SMEs has received growing attention in academic literature 

especially over the last 20 years (Kim, 2009). Lepoutre and Heene (2006) mentioned that CSR in SMEs is 

important for two main reasons; firstly, SMEs constitute a large proportion of all businesses and contribute 

significantly to economic development. Secondly, SMEs are different in nature to large firms which may 

impact on the implementation of CSR. For example, most SMEs are directly managed by owners, are strictly 

linked to business partners and the local community, and lack resources. 

SME is an enterprise which has less than 250 employees, less than 50 million Euros and turnover or total 

balance sheet of fewer than 43 million Euros (European Commission, 2003). Small and medium enterprises 

are now recognized as the primary driver of economic development (Spence & Rutherfoord, 2001). Fox 

(2005) described them as the bedrock of an economy. SMEs constitute more than 90% of all companies that 

exist around the globe and account for between 50 and 60 percent of employment particularly in developing 

countries, so they are increasingly responsible for the creation of the majority of jobs (Luetkenhorst, 2004; 

Vives, 2008). 

 The tourism business sector companies in Egypt is dominated by small-and medium-sized enterprises 

(SMEs) because about 75% of them are small enterprises , so they are expected to achieve more success in 

dealing with social issues and contribute to sustainable tourism development through demonstrating CSR 

behavior (Eraqi, 2010). Moreover, SMEs in tourism can minimize environmental impacts due to their small 

scale and because they are more understanding their tourist destinations social and environmental issues 

compared to large size companies that depend a lot on foreign employees for managing their activities 

(Eraqi, 2010). Small and medium tourism enterprises can also contribute to strengthening local cultures and 

customs by providing various tourism activities, and enhance the local economy through transforming local 

resources into tourist products and services (Kim, 2009).  

To promote CSR practices within SMEs, we must realize the special characteristics of these enterprises, 

which are different and distinguish them from large companies. These characteristics include: SMEs are 

mostly owner-managed, as a result, decision-making processes are guided by owners‟ personal values and 

anticipations rather than long-term planning and rationality and therefore decisions are more reactive in 

nature than proactive (Sen, 2011). Jenkins (2006; 2009) also indicated that the owner. Manager‟s personal 

values and motivations are a key influence on CSR in SMEs. SMEs have a few number of employees 

compared to large companies which increase the opportunity to develop a personal relationships between the 

owner-manager and employees, so that work is considered both a technical and a social activity, In some 

cases the firm can be managed and staffed by family members that lead to greater loyalty (Spence, 1999). 

Thus, this will have a direct impact on the firm‟s corporate responsibility (Spence, 1999; Vives, 2005). 

Because of their simple organizational structure, SMEs are found to be flexible and adaptable, and can, 

therefore, respond quickly to stakeholder demands and to changing circumstances (Jenkins, 2006; 2009). 

SMEs also have the advantage to manage risks and improve reputation as they have much shorter decision- 

making process than large ones (Tsai & Wang, 2011).SMEs are often creative and innovative which can be 

applied to the development of innovative approaches to CSR. Through the adoption of CSR in SMEs can be 

able to develop more innovative products and services than large firms (Jenkins, 2009). One of the SMEs 

characteristics that affect their CSR adoption is that SMEs are more embedded in the community, as the 

owners and also employees are usually the local people so they are believed to have stronger relationships 

with community members, acting as leaders and benefactors (Spence, 1999; Moore & Spence, 2006). These 

relationships with community members and other stakeholders lead to an increased understanding of 
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stakeholders, which may lead to make them more responsible and increased CSR engagement (Barton, 2010; 

Dalíková, 2011). 

CSR AND SMES 

Mankelow and Quazi (2007) identified the motivational factors for small and medium size enterprises to 

adopt corporate social responsibility practices as (caring for the customer and society, the financial self-

interest of SMEs or achieving profit as well as growth of their businesses). Seilonen and Hsu (2012) also 

stated that CSR influence how customers evaluate the company and their purchase intentions, For example, 

customers are more supportive to the companies that adopt CSR strategy than companies without CSR 

agenda. It has also been acknowledged that CSR can provide a competitive advantage for SMEs through 

providing a more important profile and market position (Jenkins, 2006; Murillo & Lozano, 2006; Perrini, 

2006).Abou Taleb and Fahmi (2013) proved that hotels and travel agencies‟ CSR actions have significant 

positive influence on customer satisfaction, customers‟ commitment, and customer loyalty.  Santos (2011) 

mentioned that there is a positive and significant statistical relationship between involvement in external 

CSR activities and the age of the company, this means that  CSR increases with the number of years that the 

company has been in business.    

It has been argued that small firms are conducting CSR and not communicating it, or may not even realize 

they are in fact conducting CSR (Prinic et al., 2003; Perrini, 2006). Perrini (2006) referred to the „„silent 

CSR‟‟ or “sunken CSR‟‟ practiced by SMEs, suggesting that SMEs are often „„unknowingly socially 

responsible‟‟. Corporate social responsibility commitments are maintained and advanced by organizations' 

managers (Quazi, 2003). Therefore, the attitudes of owners and managers are a most important element in 

determining their behaviors toward social responsibility (Dewhurst & Thomas, 2003). The responsible 

behaviors of small, family-owned businesses in terms of environmental and social practices have been 

argued in the tourism literature (Carlsenet etal., 2001). Moreover, some studies (Longnsecker et al., 1989; 

Serwinek 1992; McDonald & Kan, 1997; Quazi 2003; Kim, 2009) have examined whether personal 

characteristics affect managers‟ and owners‟ attitudes toward sustainable development and responsibility. 

Therefore, there is a need to understand managers‟ attitudes of small and tourism companies toward CSR. 

This study will examine the activities and attitude of SMTEs toward CSR as well as understand how CSR 

attitudes affect the activities of organizations. These characteristics include: 

 Age 

Generally, the studies suggested that the age of managers has an effect on their attitude toward CSR based on 

the assumption that older people are more conservative. For example, Longnsecker et al. (1989) found that 

younger people tended to be less sensitive in their moral judgments than older people. Some studies also 

supported this finding that older adults tended to have stronger ethical beliefs (Arlow, 1991; McDonald & 

Kan, 1997). However, some studies (Carlsen, et al., 2001; Quazi, 2003; Kim, 2009) found that age did not 

affect attitude toward CSR. 

 Education 

Quazi (2003) reported that the higher the level of education the more likely respondents were to understand 

the issues of CSR. However, Serwinek (1992) and Kim (2009) found that education level was not a 

determinant of attitudes toward social responsibility. 

 Length of work experience 

Regarding the length of work experience, previous studies found mixed results. Most studies found that an 

employee with more work experience might show more ethical trends and is more likely to agree with 

ethical activities (McDonald & Kan, 1997; Kim, 2009). However, in contrast, Arlow (1991) found no 

significant relationship between the length of work experiences and attitudes toward social responsibility. 

There are difficulties associated with CSR in SMEs as a result of limited resources. However, rather than 

considering difficulties as a barrier, they could be approached as a challenge that needs to be overcome 

through innovation (Jenkins, 2006). A lack of time seemed to be another significant barrier (Jenkins, 2006).  

In the context of CSR, owner-managers are often having a lasting lack of time as they are often multi-tasking 

and focusing not only on managing the business. but also on the day-to-day functional aspects of keeping the 

business running (Spence, 1999; Worthington, et al., 2006). Another factor hindering adoption of CSR are 
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the lack of financial resources, It is well known that most SMEs are suffering from a lack of financial 

resources, This barrier is perceived as especially high when it is believed that little or no economic return 

will result from the initial investment (Worthington, et al., 2006).  According to Lepoutre and Heene (2006) 

CSR activities are perceived as costs which, if undertaken will place them at a competitive disadvantage. 

Another barrier to CSR in SMEs is that the difficulties in measuring the impact of such practices. Because 

most benefits of CSR are intangible, so it is difficult for SME to measure and quantify (Jenkins, 2006; Jäger, 

2012). The tension between short-term and strategic returns from CSR activities is also considered another 

barrier, a large number of small- and medium-sized hotels have not seen the benefits of doing corporate 

socially responsible activities due to the short-term costs even when long-term cost savings are expected (Yu 

et al., 2012). According to Spence (1999). Graafland et al., (2003) Moore & Spence (2006), SMEs 

characterized by informality, and therefore the large-firm language of CSR, such as vision statements, 

mission statements, and strategic approach is not commonly used in SMEs. 

A lack of skill and knowledge is another barrier that limits SMEs engagement in CSR.  Roberts et al. (2006) 

assumed that the lack of knowledge is a result of lack of time and money because the owner-managers 

haven't the skills to prioritize CSR management and to accurately assess the time and money required for 

CSR activities. This lack of knowledge may prevent SME owner-managers from considering CSR and 

realizing its significance and potential benefits (Perrini, 2006).  

Dzansi (2004) also argued that the lack of technology, expertise and training constitute barriers for CSR in 

SMEs. Jenkins (2006) and Perrini (2006) mentioned that the lack of support or power and influence may also 

act as a barrier to CSR for SMEs. This is referring both to practical services and financial support such as tax 

reduction and subsidies (Jenkins, 2006 & Perrini, 2006). 

Some of the most common examples of CSR in SMEs include donating to local causes and charities, 

sponsorship of local events and organizations, support for local schools colleges, environmental initiatives, 

ethical purchasing and staff related activities (Worthington et al., 2006). The nature of CSR activities in 

SMEs can be significantly different from those activities in large enterprises, for example: the relationships 

between SMEs and their key stakeholders (especially employees and customers) are characterized by a high 

level of informality, relations with customers who are usually depend on personal knowledge of customer's 

needs, while relations with employees are more family like (Turyakira et al., 2013) as they are generally 

living in the same place. Mandl and Dorr (2007) demonstrated that CSR activities in SMEs are particularly 

focused on market-orientated, workforce-orientated, society-orientated, and environment-orientated. 

The recent study aims to test the following hypotheses: 

H1: There are significant relationships between SMTEs' characteristics (number of employees, the age of the 

company, ownership status) and adopting CSR. 

H1a: There is a significant relationship between the company's size and adopting CSR. 

H1b: There is a significant relationship between the company's age and adopting CSR. 

H1c: There is a significant relationship between ownership type of the SMTEs and adopting CSR. 

H2: There are significant relationships between managerial characteristics of SMTEs‟ managers (age, 

education level, work experience in tourism industry) and their attitude toward CSR. 

H2a: There is a significant relationship between managers' ages and their attitudes toward CSR. 

H2b: There is a significant relationship between managers' education levels and their attitudes 

toward CSR. 

H2c: There is a significant relationship between managers' work experiences in the tourism 

industry and their attitudes toward CSR. 
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METHODOLOGY 

3.1 DATA COLLECTION TECHNIQUE AND RESPONSE RATE 

This research used questionnaire instrument to collect statistical data about the characteristics of the 

respondent SMTEs, their attitudes toward social responsibility, the corporate socially responsible practices 

they engage in, the benefits and barriers for implementing CSR. The questionnaire consisted of seven 

sections.  

Section A concerned with demographic purposes about the respondents. The questions included job position, 

education, age and experience in the tourism industry. Section B gathered information assessing the 

respondent‟s company profile, such as the number of employees, the age of the company and whether the 

business is owner-managed or family-owned, these were identified in the literature as characteristics that 

may affect CSR engagement. Section C of the questionnaire aims at knowing if the company is familiar with 

CSR, management of CSR and to what extent it practices social responsibility. Section D measured the 

respondents‟ attitudes toward CSR through fourteen items. Section E measured motivations of CSR in 

SMTEs. Section F identified behavior or activities of CSR in small and medium tourism enterprises. Finally, 

Section G designed to gather information about the barriers of CSR in SMTEs. 

The data of the study was collected from Egyptian tourism companies through distributing 350 questionnaire 

forms among small and medium tourism companies‟ managers and department managers. There were 303 

questionnaire forms that were distributed correctly and successfully recollected with an approximate 

response rate of 86.5% of the total sample (350 SMTEs).  

DATA ANALYSIS 

The data analysis in this study consisted of several steps. Firstly, descriptive analyses were performed to 

investigate the frequency distribution of responses to the relevant questions, standard of deviation and mean. 

Descriptive research “involves the presentation of information in a fairly simple form” (Veal, 

2006:306).These questions were composed of respondents' characteristics and their attitudes on SMTEs‟ 

social responsibility, SMTEs‟ motivations for CSR, SMTEs‟ socially responsible practices, benefits and 

barriers of CSR in SMTEs. To get the findings of these analyses, the statistical package for social science 

(SPSS) was used. Secondly, Explanatory research examines regressions, and is able to reveal relationships 

between two or more variables (Veal, 2006). Correlation, cross-tabulation, independent t-tests and one way 

ANOVA were used as a form of explanatory research to expose the possible significance of these 

relationships. 

RESULTS AND DISCUSSION 

A) Respondents' Profile  

Regarding respondents position, the results indicate that (22.4%) of respondents are owners and (32.7%) are 

owner-managers. Moreover, a percentage of (14.2%) respondents are general managers and (30.7%) of the 

sample was department managers. Regarding the educational degree of respondents, the vast majority of 

respondents (81.5%) are college graduated, while post graduated represents (11.9%) and only (6.6%) of 

respondents are less than college. As for the age, (37.9%) of respondents are less than forty years while 

(44.9%) are between (40) and (50) years and (15.5%) are between (51) and (60) years. Finally, only five 

respondents with a percentage of (1.7%) are between (61) and (70) years. Concerning the period of working 

in the tourism field, (43.9%) of respondents have experience in tourism field ranging between one and ten 

years, while (41.3%) have experience between (11) and (20) years. Moreover, a percentage of (14.9%) 

respondents have experience for more than twenty years. 

B) Firms' Profile 

Regarding the foundation date of firms, a percentage of (43.2%) was founded since eleven and twenty years, 

while a percentage of (40.3%) ranged between one and ten years. Only, (16.5%) of firms was founded since 

more than twenty years. Results also reveal that more than half the sample (50.8%) represents those firms 

with (10-50) employees (small sized firms) while, micro businesses were accurately represented with 

(34.3%) being included in the survey. Medium businesses (51-250 employees) were represented with 14.9% 

of the sample. It is noticeable that the largest part of the sample is small sized firms, this happens because of 

the revolution of 25 January which reduced the number of workers in the tourism companies. The vast 
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majority of the sample (87.1%) were family-owned companies (owned and managed by one or more 

members of the same family), while, only a percentage of (12.9%) was not family-owned, they have some 

other forms of ownership structure, such as a partnership. This is in line with the literature which clarified 

that SMEs are mostly family-owned. 

 

C) Adoption of CSR in SMTEs 

Respondents were asked to state the extent to which they agreed with the statement "Our firm is a socially 

responsible firm". Table 1 illustrates the responses to this question. 

                           Table 1 the Extent of practicing social responsibility 

Extent of Practicing Frequency Percent 

No action 104 34.3% 

Small action 129 42.5% 

Medium action 12 4% 

Quite extensive action 26 8.6% 

Extensive action 32 10.6% 

Total 303 100% 

Results revealed that (34.3%) of the sample rated themselves as not practicing CSR. While only 19.2% 

(either agree or strongly agree) of respondents believe their firm is socially responsible with quite and 

extensive action. As for those who chose small and medium action (46.5%), it indicates that businesses tend 

to take some form of CSR actions but they didn't familiar with the term and didn't use it, they could be 

considered as silent CSR practicing. It has been noted in the literature that SMEs are often involved in CSR 

and do not call it CSR or may not even be aware of it (Prinic et al., 2003; Perrini, 2006). Perrini (2006) 

pointed to the „„silent CSR‟‟ or “sunken CSR‟‟ practiced by SMEs.  

The one-way ANOVA test was used to examine whether the characteristics of SMTEs (age and size) 

affected the adoption of CSR.  

 Size of SMTEs and adopting CSR  

     Table 2 One-way ANOVA for impact of SMTEs size on adopting CSR 

 
Sum of 

Squares df 

Mean 

Square F Sig. 

  size                                    Between Groups 73.427 4 18.357 85.361 .000 

                                               Within Groups 64.084 298 .215   

                                                          Total 137.512 302    

As table (2) shows, the ANOVA test result of p- value = .000 indicates a statistically significant relationship 

between the size of SMTEs and implementing CSR. Hence, hypothesis H1a was accepted. 
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 Age of SMTEs and adopting CSR 

        Table 3 One-way ANOVA for impact of SMTEs age on adopting CSR 

  
Sum of 

Squares df 

Mean 

Square F Sig.  

 Age                         Between 

Groups 
92.221 4 23.055 

109.63

0 
.000  

 Within Groups 62.670 298 .210    

 Total 154.891 302     

 

As table 3 shows, the ANOVA test result of p- value = .000 indicates a statistically significant relationship 

between the age of SMTEs and implementing CSR. Hence, hypothesis H1b was accepted. 

 

 The SMTEs ownership and adopting social responsibility  

An independent sample t-test was conducted to find whether any significant difference existed between 

ownership status and adoption of CSR. The results revealed that (t=1.217, p= .229), which means that there 

is no statistically significant difference was found between ownership status and adoption of CSR. Hence, 

hypothesis H1c was rejected.  These findings are contradicted to what argued in the literature, (Spence, 

1999; Vives, 2005) that the firm can be owned and staffed by family members. Consequently, this will have 

a direct impact on the firm‟s corporate responsibility. 
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D) Attitude of SMTEs managers toward CSR 

To understand the SMTEs' attitudes towards implementing CSR, respondents 

were asked to rate their level of agreement with a number of CSR attitude 

statements listed below in (table 4). 

Table 4 Attitude of SMTEs toward CSR 

Attitudes of SMTEs toward CSR N Mean Std. Deviation 

CSR is very important to SMTEs. 303 4.53 .562 

CSR is critical to the survival of the organization. 303 3.68 .953 

The success of the organization is linked to CSR practice. 303 3.59 .934 

CSR can improve the employee performance. 303 4.57 .522 

CSR can lead to employee morale. 303 4.49 .545 

CSR is more important than economic goals (e.g. profit). 303 1.92 1.135 

Organization should be responsible for preserving the 

local culture. 
303 4.56 .497 

Organization should be responsible for protecting the 

environment. 
303 4.64 .482 

Organization should have a responsibility to develop the 

local community. 
303 4.56 .497 

Organization's customers are influenced by its CSR. 303 3.82 .920 

CSR is important to the competitiveness. 303 4.62 .486 

CSR is important to achieve long-term profitability. 303 4.25 .568 

CSR will be particularly important to tourism 

organizations over the next five years. 
303 4.71 .455 

My organization will work with CSR in the future. 303 4.82 .386 

Total attitude 303 4.196 .293 

As shown in table (4), the agreement level of respondents with all statements was positive with total mean 

(4.196) and standard deviation (.293). The standard deviation of mean ranges from (0.38) to (1.13) which 

mean that it is small and mean difference ranges from (1.92) to (4.82) which means that most SMTEs 

attitudes were far away from the scale of strongly disagree and disagree - except one item" CSR is more 

important than economic goals"- but near to the scale of agree, strongly agree. This, in turn, assures that 

SMTEs managers have a positive attitude toward CSR. 

 Age and Attitude 

Table 5 the relationship between age of SMTEs ' managers and their attitudes toward CSR 
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  Age Attitude 

Age Pearson Correlation 

Sig. (2-tailed) 

N 

1 

 

303 

.502
**

 

.000 

303 

Attitude Pearson Correlation 

Sig. (2-tailed) 

N 

.502
**

 

.000 

303 

1 

 

303 

**Correlation is significant at the 0.01 level (2-tailed) 

The Pearson Correlation in (Table 5) was used to examine the relationship between age of SMTEs' managers 

and their attitude toward CSR. The analysis showed that the correlation was statistically significant at the 

(0.01) level. The correlation between age and attitude toward CSR was (.502) the two variables were 

positively correlated with each other, indicating that as manager age increased, so did the manager  positive 

attitude towards CSR. This is in line with previous research (Longnsecker et al. 1989; McDonald & Kan 

1997; Serwinek 1992) which suggested that older respondents tend to have stronger ethical beliefs and be 

more sensitive to ethical issues. Hence, hypothesis H2a was accepted. 

Educational Level and Attitude 

Table 6 the relationship between education level of SMTEs ' managers and their attitudes toward CSR 

  Attitude Education 

Attitude Pearson Correlation 

Sig. (2-tailed) 

N 

1 

 

303 

-.111- 

.053 

303 

Education Pearson Correlation 

Sig. (2-tailed) 

N 

-.111- 

.053 

303 

1 

 

303 

The Pearson Correlation Table 6 was used to examine the relationship between the level of education and 

attitude towards CSR. The analysis indicates a non-significant relationship between the educational level of 

SMTEs' managers and their attitude toward CSR, as the value of P >.05. The result of the correlation 

between education level and attitude towards CSR indicted that there is no relationship between the two 

variables. This is in line with the arguments of Serwinek (1992) who found that education level was not a 

determinant of attitudes toward social responsibility. Hence, hypothesis H2b was rejected. 
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 Work Experience and Attitude 

Table 7 the relationship between work experience of SMTEs ' managers and their attitudes toward CSR 

  
Attitude Experience 

Attitude Pearson Correlation 

Sig. (2-tailed) 

N 

1 

 

303 

.518
** 

.000 

303 

Experience Pearson Correlation 

Sig. (2-tailed) 

N 

.518
** 

.000 

303 

1 

 

303 

**Correlation is significant at the 0.01 level (2-tailed). 

The Pearson Correlation in (Table 7) was used to examine the association between the experience of SMTEs 

manager in the tourism field and attitude toward CSR. The analysis showed that the correlation was 

statistically significant at the 0.01 level. The correlation between the experience of SMTEs manager and 

attitude toward CSR was (.518) the two variables were positively correlated with each other, indicating that 

as manager's experience in tourism field increased, so did the manager  positive attitude toward CSR. These 

findings came to agree with McDonald and Kan (1997) who revealed that an individual with more business 

experience is more likely to agree with ethical activities. Hence, hypothesis H2c was accepted. 

E) Motivations for practicing CSR 

Respondents were asked to identify factors that motivate their firms to adopt CSR.  

        Table 8 Motivations of adopting CSR 

Std. deviation Mean N Motivations of CSR 

 

.436 4.80 303 To protect the environment. 

.518 4.02 303 To meet legal requirements. 

.726 3.85 303 Response to customer demand. 

.584 4.29 303 Adding value to my products and services. 

.433 4.80 303 Caring for society. 

.614 4.13 303 To build/maintain company goodwill / image. 

.797 3.99 303 To motivate Staff. 

.622 4.00 303 To meet stakeholder Expectations. 

.609 4.00 303 To remain competitive in the global market. 

.453 4.79 303 Personal values of owner-manager. 

.197 4.26 303 Total motivations 
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As shown in table (8), the respondents indicated that there are many factors that play an important role in 

motivating firms to undertake CSR. The most motivating factors are respectively: protecting the 

environment, caring for society and personal values of owner-manager with mean (M=4.80, 4.80 & 4.79). It 

is clear that these factors are ethical. These findings support the arguments made in the literature (Jenkins, 

2006; Perrini, 2006; Prinic et al., 2003) that SMEs are motivated to conduct CSR from an ethical or 

philanthropic point of view. Other important motivators include: adding value to my products and services 

(M=4.29), build/maintain company goodwill / image (M=4.13) and meet legal requirements (M=4.02). This 

is in line with the argument made by Williamson et al. (2006) that SMEs were motivated to participate in 

CSR due to legal requirements and business benefits. Respondents stated that meet stakeholder expectations 

and remain competitive in the global market are considered motivational factors for CSR with the same 

mean value (M=4.00). Figure 1 illustrates the previous results. 

 

Figure 1: Motivations of adopting CSR 

F) Activities of CSR 

In line with current literature (Jenkins, 2006; Mandl and Dorr, 2007 & Sweeney, 2009), CSR was viewed to 

be implemented through stakeholder theory or the “target group” of CSR activities, and the key stakeholders 

that companies engaged with were the environment, employees, community, and the customers. The relative 

importance of who varied from company to company. For some companies, environmental management is a 

key part of CSR, for others employees, the community or customers represent the central part of their 

activities. Due to the large volume of respondents who indicate that they are not socially responsible, table 

(9) illustrated that total activities are low to some extent (M=2.59 and std. 1.04). Data in table (9) showed 

that the most common activities among respondents are respectively company gives the first preference to 

local employment and purchase resources from local suppliers (M=4.83 and 4.80) with standard deviation 

(.459 and .402). These results due to that approximately all samples - either adopt or not adopt CSR - 

implemented these two activities. Followed respectively by: explaining appropriate behavior while visiting 

natural areas, living cultures and cultural heritage sites (M=3.72 & std. = 1.46), encourage customers to 

consume / use local products (M=3.71 & std. = .866), employees participate in company decisions (M=3.29 

& std. = 1.70), resolve customer complaints in a timely manner (M=3.20 & std. = 1.17), and wages structure 

are fair and equitable (M=3.20 & std. = 1.60). 
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Table 9 CSR Activities 

Activities of CSR N Mea

n 

Std. Deviation 

Employee related activities                                                                                                                 

2.73 

Wages structure is fair and equitable.   303 3.20 1.602 

The company provides their employees with regular training.  303 2.77 1.773 

Educate staff about socio-cultural aspects.  303 2.83 1.601 

Company is Responsible for the health and well-being of staff.  303 2.15 1.362 

Seek to balance work and family life for employees. 303 2.16 1.344 

Employees participate in company decisions.  303 3.29 1.702 

Customer related activities                                                                                                                             

2.37 

Resolve customer complaints in a timely manner. 303 3.20 1.177 

Adopting facilities for disabled customers.  303 1.87 1.411 

Encourage customers to contribute to social and charity initiatives.  303 2.06 1.591 

Community related activities                                                                                                                        

2.79 

Company gives the first preference to local employment.  303 4.83 .459 

Purchase resources from local suppliers.  303 4.80 .402 

Encourage customers to consume / use local products. 303 3.71 .866 

Choose socially responsible suppliers.  303 1.83 1.468 

Support suppliers to become more socially responsible.  303 2.02 1.465 

Donates to develop local community issues (roads, water).  303 1.84 1.529 

Donations to local community institutions (hospitals, schools, 

universities).  
303 1.92 1.510 

Sponsorship of local community events (e.g. sports team).  303 1.91 1.465 

Employing disabled people.  303 1.96 1.298 

Explaining appropriate behavior while visiting natural areas, living 

cultures, and cultural heritage sites. 
303 3.72 1.466 
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Employees involved in charity volunteer work on behalf of the firm.  303 2.16 1.493 

Environmental related practices                                                                                                                        

1.82 

Following friendly environmental practices (e.g. recycling, waste 

reduction).  
303 2.38 1.683 

Having any certification concerning the environment protection 303 1.75 1.459 

Writing an environmental report about their activities. 303 1.33 .734 

Total activities 303 2.595 1.04803 

 

These results may also trace to the former reason, because these activities are sometimes considered as 

common actions and the vast majority of firms implement it regardless of CSR. As shown in table (9), the 

environmental related activities were the least common activities (total environmental activities M=1.82) as 

follows: Following friendly environmental practices (e.g. recycling, waste reduction) (Mean= 2.38 & 

std.=1.683), having any certification concerning the environment protection ( Mean= 1.75 & std.=1.459) and 

writing environmental report about their activities (Mean= 1.33 & std.=.734), because who cares to apply 

these activities are those who extensively adopt CSR  and they are a little proportion of the sample. This 

result came to agree with the findings of Vives (2005) study which indicated that the environmental efforts 

are less common as they are issues of relatively recent concern. Community-related CSR practices were the 

most common type with a total mean (M= 2.79). Table (9) shows the social activities like, with the exception 

of local employment and purchase resources from local suppliers, explaining appropriate behavior while 

visiting natural areas, living cultures, and cultural heritage sites (M=3.72) and encourage customers to 

consume / use local products (M=3.71) having the highest scores. As for employee- related practices, firms 

have adapted activities which are benefits to the employees in the organization. Although they have not 

thoroughly aware of the word CSR but they have adapted some CSR activities in their organization to 

benefit their employees. The most common employees, activities are respectively employees participate in 

company decisions (M=3.29), wages structure are fair and equitable (M=3.20), educate staff about socio-

cultural aspects (M=2.83) and the company provides their employees with regular training (M=2.77. The 

least common employee activity is the company's responsibility for the health and well-being of staff 

(M=2.15) because the vast majority of firms haven't health insurance for employees, but only some firms 

provide their patient‟s employees with financial aid. 
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E) Barriers to adopting CSR 

Respondents were asked to identify factors that act as barriers to furthering their firm‟s CSR activities. 

     

  Table 10 Barriers to adopting CSR  

Barriers of CSR N Mean Std. deviation 

Lack of time.  303 1.70 .906 

Lack of money. 303 3.93 1.493 

Lack of skills. 303 3.88 .897 

The customers haven't asked for it. 303 3.01 1.211 

Lack of knowledge about CSR programs. 303 4.56 .497 

Lack of support. 303 4.59 .493 

Getting employees involved. 303 2.71 .843 

Embedding CSR culture in the company. 303 3.06 1.182 

Measuring and quantifying CSR benefits. 303 3.16 1.151 

Personal values of owner-manager. 303 2.40 1.457 

 

As shown in table (10), the results revealed that lack of support (M=4.59) and lack of knowledge about CSR 

programs (M=4.56) were considered to be the largest barriers that most affect CSR engagement. While, lack 

of time (M=1.70) was the least influential barriers.These findings contradict to current literature (Prinic et 

al., 2003 & Vives, 2005; Jenkins, 2006 ; Lepoutre & Heene, 2006 ) which stated that the two most 

fundamental challenges that all companies faced, regardless of sector or size, are time and financial 

resources. The lack of money seemed to be a particularly significant barrier (M=3.93) but wasn't the greatest. 

This study came to agree with most studies (Jenkins, 2006; Lepoutre & Henne, 2006; Perrini, 2006 ; Roberts 

et al, 2006 ; Vives, 2006 ) which identified human resources constraints as a barrier to CSR such as: lack of 

knowledge about CSR programs (M=4.56) , lack of skills (M=3.88), embedding CSR culture in the company 

(M=3.06), getting employees involved (M=2.71) and personal values of owner-manager 

(M=2.40).Measuring and quantifying CSR benefits (M=3.16) was also a barrier to CSR, this is in line with 

(Jenkins, 2006; Jäger, 2012) arguments  that considered measuring and quantifying CSR benefits as a barrier 

because most benefits of CSR are intangible, so it is difficult for SME to measure and quantify. The 

customers haven't asked for CSR came as a barrier with mean (M=3.01). 

1. CONCLUSION AND RECOMMENDATIONS 

The review of literature found that whilst SMEs have several characteristics which may make them 

inherently more likely to practice CSR than larger businesses, they also face many barriers to engaging in 

CSR. From the practical study, it was concluded that the great majority of respondents were not familiar with 

the term CSR. Regarding an organization‟s characteristics, the results indicated that only organizational size 

and age were significantly related to implementing CSR. With regard to ownership type and management 

structure, there is no statistically significant difference was found between each of the family owned and not 

family owned SMTEs, as well as the owner managed and the non owner managed SMTEs in relation to 

adopting CSR. The findings of this research also indicated that the most motivating factors to participate in 
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CSR were respectively: protecting the environment, caring for society and personal values of owner-

manager.  It is clear that these factors are ethical or moral. Similar conclusions were drawn by Jenkins (2006) 

from an analysis socially responsible SMEs in UK. It is worth noted that owner-managed SMTEs are 

generally motivated to engage in CSR by the owner-manager‟s ethical and personal values, whereas non 

owner-managed SMTEs tend to be motivated by business reasons including response to customer demand, 

meet legal requirements, maintain company image, adding value to the companies' services and remain 

competitive in the global market. With regard to currently CSR activities being undertaken by SMTEs in 

Egypt, this study revealed that the community related activities were the most cited category, followed by 

respectively employee, customer and finally environmental related activities. This study also revealed that 

there is a positive relationship between the attitude of SMTEs toward CSR and SMTEs‟ activities of CSR. 

The main barriers to undertake CSR experienced by SMTEs are a lack of support and lack of knowledge 

about CSR programs, followed by lack of money and lack of skills. The examination of the relationships 

between the demographic and job-related factors of SMTEs' managers and their attitude toward CSR 

revealed that only age and length of work experience in tourism field had significant influences on SMTEs‟ 

attitudes toward corporate social responsibility. On the other hand, the educational level of SMTEs' 

managers did not have any effect on SMTEs‟ attitudes toward CSR. 

The recent study recommends some insights that are derived from the barriers listed above: 

A large number of SMTEs' managers have been realized that being responsible is expensive; they considered 

CSR extra expenses. Therefore, to overcome this barrier, their awareness of the potential benefits of CSR 

must be raised. Another important recommendation is to make the strategy of involvement as simple as 

possible, trying to encourage one achievement at a time. Moreover, many SMTEs should realize that they are 

already engaged in what called CSR but they do not call it by that name, or they may not even know about 

CSR. Their involvement is informal, gradual, and almost unnoticeable (Vives, 2008).The implementation of 

CSR in SMTEs can be supported also by using simple tools. For instance, one of the most effective ways to 

do so is by disseminating models of practices carried out by their peers. The government should also assist 

SMTEs to implement CSR through e.g. (providing loans, providing tools and training for employees to 

become more environmentally and socially responsible). Besides, marketing efforts to support the 

implementation CSR reporting and certification system must be fostered. Large businesses can also offer 

financial or non-financial support to help SMTEs beginning the suggested CSR initiatives.One of the most 

important barriers for implementing CSR in SMTEs is the limited knowledge among small and medium 

firms' managers and workers about CSR. Therefore, the main important two concerns needed here are the 

increasing knowledge of CSR among managers and employees, and also developing clear social 

responsibility guidelines to follow from the leaders because SMTEs will not engage if they are not fully able 

to understand the content of such information. 
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 الملخص العربي

 نمذ أدٖ حغٛر انظرٔف الالخصبدٚت ٔالاجخًبعٛت ٔانبٛئٛت فٙ انمرٌ انًبضٙ إنٗ ظٕٓر يرحهت جذٚذة فٙ حطٕر انفكر الإدار٘ ٔانخسوٕٚمٙ حرورف

ٛت الاجخًبعٛت، ٔانخٙ حمٕو عهٗ أٌ أداء انًُظًبث َٔجبحٓب نى ٚرذ يمخصرا عهٗ أدائٓب الالخصبد٘ فمظ ٔإًَب ايخذ نٛشًم بًرحهت انخٕجّ ببنًسئٕن

ٍ أدائٓب الاجخًبعٙ ٔانبٛئٙ أٚضب ٔزادث أًْٛت انذٔر الاجخًبعٙ نهشركبث خبصت فٙ انذٔل انُبيٛت برذ حخهٙ انرذٚذ يٍ انحكٕيبث عوٍ كيٛور يو

انرذٚوذ يوٍ انشوركبث ضورٔرة حبُوٙ بورايئ نهًسوئٕنٛت الاجخًبعٛوت ح خوع بروٍٛ الاعخبوبر ظورٔف  ٗٔ انخذيٛت يًب فور  عهو أدٔارْب الالخصبدٚت

سٛخى ححمٛك ْعا  ؛انًجخًع ٔانخحذٚبث انخٙ حٕاجّٓ. ْذفج ْعِ انذراست إنٗ دراست انًسئٕنٛت الاجخًبعٛت نهشركبث انسٛبحٛت انصغٛرة ٔانًخٕسطت

 انٓذف انربو يٍ خلال الأْذاف انفرعٛت انخبنٛت:

  ؛حمذٚى إطبر َظر٘ يفصم عٍ انًسئٕنٛت الاجخًبعٛت بشكم عبو أٔلا ثى ببنخطبٛك عهٗ انًشرٔعبث انصغٛرة ٔانًخٕسطت ثبَٛب .8

 ؛طبٛمٓبحمٛٛى يذٖ ٔعٙ شركبث انسٛبحت انًصرٚت انصغٛرة ٔانًخٕسطت ببنًسئٕنٛت الاجخًبعٛت ٔيسخٕٖ ح .7

 ؛حطبٛك انًسئٕنٛت الاجخًبعٛت فٗحٕضٛح كٛفٛت ح ثٛر خصبئص انًشرٔعبث انصغٛرة ٔانًخٕسطت  .7

ححذٚذ انذٔافع انخٙ ححفس شركبث انسٛبحت انًصرٚت انصغٛرة ٔانًخٕسطت عهٗ حطبٛك انًسئٕنٛت الاجخًبعٛت ٔانًساٚب انخٙ حخرحب عهٗ  .7

 ؛حطبٛمٓب

ببلإضوبفت إنوٗ يررفوت انخحوذٚبث  ،حًبرسٓب شركبث انسوٛبحت انًصورٚت انصوغٛرة ٔانًخٕسوطت ححذٚذ أَشطت انًسئٕنٛت الاجخًبعٛت انخٙ .7

 ؛ق حطبٛمٓبٕانخٙ حر

انخررف عهٗ احجبْبث شركبث انسٛبحت انًصرٚت انصغٛرة ٔانًخٕسطت َحٕ انًسئٕنٛت الاجخًبعٛت، ٔدراسوت يوذٖ ح ثٛرانسوٍ، انخبورة  .7

 ؛احجبْبحٓى َحٕ حطبٛك انًسئٕنٛت الاجخًبعٛت فٗانشركبث ْعِ  نًذراءفٙ يجبل انسٛبحت ٔانًسخٕٖ انخرهًٛٙ 

حٛو  حوى حٕزٚوع اسوخًبرة اسخمصوبء عهوٗ  ،انخٙ حى جًرٓوب ببسوخخذاو لبئًوت الاسخمصوبء ،ٔلذ حبُج ْعِ انذراست يُٓئ انخفسٛر انكًٙ نهبٛبَبث

ا شووركت نخحذٚووذ يووذٖ يررفووت ْووعِ انشووركبث  778عُٛووت يووٍ شووركبث انسووٛبحت انصووغٛرة ٔانًخٕسووطت فئووت  أا فووٙ انمووبْرة ٔانجٛووسة بهغووج  

ٓب ٔانًُبفع انخٙ َٚطبمٕببلإضبفت إنٗ يررفت دٔافع حطبٛمٓى نٓب، احجبْبحٓى، ٔالأَشطت انخٙ  ،ببنًسئٕنٛت الاجخًبعٛت ، ٔيسخٕٚبث حطبٛمٓى نٓب

 ٔأخٛرا انًرٕلبث أٔ انخحذٚبث انخٙ حٕاجٓٓى. ،حرٕد عهٛٓى يٍ حطبٛمٓب

 

 


