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Abstract

Purpose: This study investigates the relationship between Corporate Social Responsibility
(CSR) practices and Global Business Performance (GBP) in Tunisian companies. The re-
search aims to understand the underlying motivations driving CSR adoption and its subse-
quent impact on competitiveness, innovation, and differentiation.

Study design/methodology/approach: To understand the correlation between the practic-
es of Corporate Social Responsibility (CSR) and Global Business Performance (GBP) in
Tunisian industrial firms, a mixed method approach was employed.

Sample and data: The study sample consisted of 31 participants for the quantitative survey
and 33 decision makers for the qualitative interviews in Tunisian industrial firms.

Results: The findings confirm a positive CSR-GBP correlation. Organizations pursue CSR
for various reasons, including the potential of long-term profitability, increased competi-
tiveness through a good reputation and brand value, winning over investors and customers,
to name a few. Furthermore, there are companies which engage in CSR merely because
they are dedicated to sustainability and moral business, strengthening their dedication to
environmental and social well-being.

Originality/value: This study contributes to the existing literature by providing empirical
evidence of the relationship between CSR and GBP in a specific context. It highlights the
importance of a holistic approach to CSR, considering both financial and non-financial
performance.

Research limitations/implications: While the study provides valuable insights, it is limit-
ed by its sample size and focus on Tunisian companies. Future research could explore the
generalizability of the findings to other contexts.
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Introduction

In recent years, Corporate Social Responsibility (CSR) has drawn significant
attention from scholars, businesses, policymakers, and the public.

This is attested to by the many research symposia, business gatherings,
and policy discourses that have emerged, as well as the rising literature fo-
cused on CSR. This heightened interest is testament to the emerging recognition
of CSR as a core component of current organizational strategy and societal pro-
gress (Jenkins, 2004). This is because the scale and complexity of business ac-
tivities have increased, with a greater impact on society than in the past, due to
the worsening of multiple social, economic and environmental issues facing the
world. These factors have evolved the role of CSR as a strategic tool for a more
sustainable economy. So therefore, Tunisia has not remained on the sidelines of
this development, and various CSR-related initiatives and sustainable develop-
ment have emerged. This development has notably materialized since COP 29 in
Azerbaijan. Indeed, the decision makers of Tunisian companies are beginning to
adopt CSR while striving to make its practices more transparent, particularly by
the publication of extra-financial reports, seeking a better synchronization with
the various components of the company for sustainability of their business activi-
ties. Indeed, Tunisia has made commendable progress in corporate social respon-
sibility. This progress could not have been achieved without the support of private
actors (Sabry, 2024) who have united their actions in favor of CSR, for more op-
erationalization, media coverage, and encouraging the implementation of an am-
bitious policy of sustainable development in Tunisian companies. However, we
believe that there is still a lot to be done to break with the traditional view of some
Tunisian managers limited to the financial dimension and to create a CSR report-
ing culture that can lead listed companies to comply legal requirements, using the
necessary tools to measure and control the performance of their organization. This
GBP will remain impossible in the absence of the best CSR practices, to the point
that the "functions above all as a mobilizing utopia, likely to raise awareness
among the various actors of the concerns of sustainable development is the best
guarantee of maintaining multidimensional objective" (Quairel & Capron, 2013).
Similarly, the search for GBP makes it possible to understand CSR issues and bet-
ter take into account the requirements of the company's stakeholders, it "can only
be conceived globally and over time to build the competitiveness of the company
or organization" (Dumoulin et al., 2010, p.141).
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As with an era of extreme globalization, technological transformation, and
increasing environmental and social imperatives, firms are compelled to redefine
their business models for sustainable long-term longevity. Globalization, chang-
ing customers' expectations, climate change, and social injustices are remodeling
the corporate environment, making CSR a pillar of business strategy. Firms today
have to navigate these complexities not just to improve their bottom line but also
to ensure legitimacy and compliance with changing societal expectations.

This research examines the contribution of CSR to corporate strategy, specif-
ically its impact on global business performance (GBP) and stakeholder engage-
ment. This study sheds light on how Tunisian firms think and act CSR, beyond
compliance-based frameworks to more strategic and integrated CSR frameworks.
It contributes to the literature and managerial practice by presenting evidence of
best practices, traps to be avoided, and how to leverage the contribution of CSR
to business sustainability and stakeholder involvement. By critically examining
CSR in Tunisia, this article highlights the increasingly important role that busi-
nesses have, not only as economic actors, but also as social actors responsible for
solving social ills. It concludes that successful CSR is not just an ethical necessity
but also a strategic requirement for long-term success in this fast-paced age of
globalization. Moreover, this study goes beyond simple consideration of the in-
terconnection between CSR and GBP in Tunisia. It goes further to highlight the
means through which Tunisia's very specific socio-economic forces, i.e., govern-
ance challenges and cultural inclinations impact both the uptake of CSR practices
as well as how they then go on to shape GBP. This in-depth analysis has direct
relevance to understanding the contextual determinants shaping CSR implemen-
tation and performance in Tunisia and to enhancing the appreciation of the CSR-
GBP nexus within a developing country.

Despite the growing literature on CSR in Tunisia, the relationship between
CSR and GBP is relatively unexamined. This study addresses this research gap
through the application of empirical analysis to examine the influence of CSR
practice on GBP within Tunisian companies. While previous research has gener-
ally focused on the link between CSR and financial performance, this study inves-
tigates the impact of CSR on GBP in particular, adding to a new but essential field
of study. Furthermore, the study is especially relevant to the current COVID-19
pandemic, which has presented challenges and opportunities previously unseen to
all companies worldwide. The pandemic helped to bring CSR values of empathy,
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understanding, and support to bear in order to deal with uncertainty and stress. By
examining how Tunisian companies utilize CSR to react to the opportunities and
challenges brought about by the pandemic, this study provides real-time evidence
regarding the role of CSR in creating resilience and achieving GBP during a crisis.

This paper strives to investigate the sophisticated relationship between busi-
ness performance and CSR, considering economic, social, and environmental fac-
tors. It aims to answer the following research questions:

* How do Tunisian companies integrate CSR into their strategic decision-making
process?

*  What are the most significant challenges facing and opportunities for the appli-
cation of CSR?

* How does CSR enhance overall corporate performance in addition to financial
considerations?

By answering these questions, the research adds to the general debate on sus-
tainable business practices and their effects on corporate competitiveness and
social impact. Theoretical Foundations and Context CSR, being a multifaceted
concept, has been the focus of considerable academic research. Initial theoretical
work by Carroll (1991), Clarkson (1995), and Wood (1991) theorized CSR as a
framework that includes economic, legal, ethical, and philanthropic responsibil-
ities. The Brundtland Report (1987) formally introduced the idea of sustainable
development, with a focus on businesses reconciling economic development with
social and environmental responsibility. The Rio Summit (1992) further cemented
this perspective, advocating CSR as a central driver of sustainable development.
While there is growing consensus concerning the importance of CSR, measuring
it remains a challenge. It is challenging for companies to establish a connection
between their CSR action and long-term strategic goals, and therefore the de-
clared intentions and realized behavior are found to be incongruent. The "Triple
Bottom Line" approach (Elkington, 1997) highlights the need for companies to
integrate social, environmental, and financial components into their measures of
performance. However, within developing nations like Tunisia, unsatisfactory
regulation environments and weak governance hinder implementation of CSR.

This paper addresses CSR in Tunisia, starting with a review of models and
theories applicable to CSR. We explore drivers towards CSR adoption, address
governance and cultural issues, and present empirical evidence of the link be-
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tween CSR and global business performance. Then, we present key contributions
and practical recommendations for companies aiming to improve their CSR per-
formance.

Literature Review

The concept of Corporate Social Responsibility (CSR) has evolved over time,
varying from early studies on ethics and philanthropy to a more refined model
with social, environmental, and economic elements. Indeed, Carroll et al.'s (1985)
and Ullman's (1985) pioneering studies initially addressed the ethical and phil-
anthropic aspect of CSR, positioning it as the voluntary obligation of a company
to seek social benefit. Nevertheless, this early focus on corporate responsibility
as a moral obligation gradually expanded during the 1990s, as scholars such as
(Griffin & Mahon, 1997; Waddock & Graves, 1997) put concepts of corporate
social performance and stakeholder theory at the forefront and highlighted the
growing awareness that CSR activities are inseparably linked with organizational
performance and stakeholders' interests. Thus, CSR began to be regarded as a way
of enhancing a company's relationship with its most significant stakeholders, in-
cluding customers, employees, investors, and the public at large. In recent years,
CSR has become a critical component of Global Business Performance (GBP)
as defined by Kempf and Osthoff (2007), Mamdouh and Chentoufi (2023), and
Muslim and Pelu (2023).

These researches emphasize that CSR is no longer a voluntary or ethical en-
deavor but a key part of a company's overall business strategy, which creates com-
petitive advantage and worldwide success. Furthermore, CSR has proven to be a
key factor in worldwide market competitiveness since companies embracing CSR
are in a better position to deal with regulatory, environmental, and social chal-
lenges. However, others contend that CSR is not applicable to every company or
industry and that the extent of its reach can differ based on a company's particular
situation and the market in which it competes. The link between CSR and market
performance is substantiated by increasing empirical research, with Callan and
Thomas, (2009), Orlitzky and Benjamin (2001), and Soana (2011) showing that
CSR initiatives are positively linked with improved market outcomes, including
enhanced financial performance, customer loyalty, and brand equity.

In addition, these studies state that CSR is no longer a peripheral matter but
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a primary driver for long-term value creation because it promotes a company's
brand and fosters consumer trust. Hence, CSR has become a driving force behind
customer attitudes and loyalty, as most consumers today expect firms to be so-
cially responsible in their business practices. Berens et al. (2005), Handelman and
Arnold (1999), and Sen and Bhattacharya (2001) also investigate in greater detail
the impact of CSR on customer satisfaction, brand equity, and corporate reputa-
tion. Based on their research, companies that engage in CSR activities are likely
to develop positive customer attitudes and have a more powerful market presence.
Nevertheless, it is important to remember that the CSR benefits need not always
manifest in the present moment. Therefore, CSR activities need to be instilled in
the strategic business structure to avoid "greenwashing" or imitation allegations.

Similarly, studies conducted by He and Li (2011), Maignan et al. (2005), and
Valentine and Fleischman (2008), highlight that CSR induces the satisfaction of
employees and promotes organizational culture in a positive manner, with the em-
ployees being more loyal and committed if they are certain that their company is
socially responsible. This is significant because an engaged and motivated work-
force is perceived as a competitive asset, leading to increased productivity and re-
duced turnover. While some feel that though CSR, employees can be more content,
it can also be thought of as taking attention away from core business objectives,
especially within industries where near-term financials are the overriding concern.
Businesses must thus carefully balance their CSR initiatives with core business
objectives. The economic and relational benefits of CSR have also been exam-
ined in the study of Etikan (2024) and Luo and Bhattacharya (2006), who suggest
that CSR-based initiatives enhance financial performance and business results as a
whole by fostering stakeholder relationships and reputation. These relational ben-
efits are key to long-term business success since CSR serves as a strategic mech-
anism for establishing trust and credibility with stakeholders. Furthermore, CSR
provides companies with a unique opportunity to differentiate themselves from the
rest by establishing strong relationships with their stakeholders, which can provide
a sustainable competitive advantage. Yet, the success of CSR initiatives in achiev-
ing financial performance is variable, subject to the nature of the industry type,
geographical location, and the kind of CSR activities performed.

Moreover, Contingency theory of leadership, proposed by Chenhall (2003)
and Galbraith (1973) explains the variations in the application of CSR across
various organizational contexts. It is argued by these authors that leadership and
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management practices must respond to the actual challenges and opportunities
arising from CSR initiatives based on the determinants of a firm's operations in
the cultural, social, and environmental contexts. Yet, more and more is the under-
standing that one-size-fits-all policy in CSR won't work and that leadership needs
to be contextually responsive and sensitive in order to successfully bridge the
complexities of CSR implementation. Thus, firms must develop responsive and
dynamic strategies to efficaciously address the varied demands of CSR. Likewise,
Panwar et al. (2006) argue that CSR is a good balance between economic and
ethical objectives, and towards this end, effective management control should be
implemented so that CSR programs can be economically viable as well as ethical-
ly sound. As such, organizations need to practice CSR in their organizational pro-
cesses and ensure that these schemes are on a par with larger business objectives
without compromising profitability.

Additionally, the sociological theory of ethics, as promoted by Barman (2017),
and Vaisey (2007), establishes a link of CSR with broad social expectations, mor-
al order, and identity. These arguments point towards the fact that CSR can never
be viewed as a business strategy in isolation but must be perceived as a social
contract between corporations and society where firms are supposed to harmonize
their actions with the moral values and standards of the societies they belong to.

In addition, Yakovleva (2017) proposes performance measurement in CSR
with a financial, social, and environmental orientation, reflective of the multi-di-
mensioned strategy followed for quantifying an enterprise's effects. Yakovleva
(2017) further adds that environmental performance becomes one of the key do-
mains within CSR, for which companies now have greater responsibility and are
asked to pursue uniform improvement methods towards reducing detrimental ef-
fects on the environment.

Consequently, organizational businesses are currently charged with attaining
a broader series of performance benchmarks that not only include traditional fi-
nance metrics but social and environmental issues as well. Social performance
measurement has equally been the point of keen scholarly interest in the CSR
body of knowledge, where Clarkson (1995) and Jones (1980) made the point that
social performance measurement is best performed through stakeholder satisfac-
tion and firm accountability. This shift is a broader understanding that a com-
pany's contribution cannot be solely created by financial profit but also through
social and environmental contributions.
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According to Visser (2008), it remains a significant measure of value creation
in developing countries but is increasingly recognized as just one among several
key performance indicators within the CSR context. Thus, CSR has been regarded
as a multidimensional concept requiring an enhanced holistic and advanced ap-
preciation of organizational performance.

Finally, Randeree and Al Youha (2009) argue that organizational performance,
particularly CSR's performance, is largely influenced by leadership, effectiveness,
and the effective execution of strategic goals. It is these scholars who suggest that
effective leadership is critical in leading CSR initiatives and ensuring their align-
ment with the company's general mission and objectives, which eventually leads
to improved business performance.

However, it must be noted that even though leadership is at the core, the total
organizational performance effect of CSR also relies on the general organization-
al culture, the nature of CSR initiatives, and the extrinsic market environment.
Therefore, successful integration of CSR into business strategy requires an inte-
grated one where a number of factors and forces are taken into account.

The synthesis in Table 1 summarizes the literature's review and the link be-
tween CSR and GBP.

Table 1
Literature's Review and The Link between CSR and GBP

Authors Key Findings

Cabrera-Lujan et al. (2023); Carroll et al. Early studies focused on ethics and phi-
(1985); Ullman (1985) lanthropy in CSR.

Awa et al. (2024); Griffin and Mahon CSR evolved to include corporate social
(1997); and Waddock and Graves (1997) performance and stakeholder theory.

Kempf and Osthoff (2007); Muslim and CSR is now seen as an essential com-
Pelu (2023); Parsa (2009) ponent of Global Business Performance
(GBP).

Orlitzky and Benjamin (2001); Soana Empirical evidence suggests that CSR ac-
(2011); Srivastava (2024) tions lead to superior market performance.

Berens et al. (2005); Handelman and Ar- CSR positively impacts customer satis-
nold (1999); Sen and Bhattacharya (2001); faction, brand equity, and corporate rep-
Zafar et al. (2025) utation.
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Cont. Table 1
Literature's Review and The Link between CSR and GBP

Authors

Key Findings

Chang et al. (2021); He and Li (2011);
Maignan et al. (2005); Valentine and Fleis-
chman (2008)

Etikan (2024); Luo and Bhattacharya
(2006)

Chenhall (2003); Galbraith (1973); Kho-
lis et al. (2022); Suharyanto and Lestari
(2020)

Muslim and Pelu (2023); Panwar et al.
(20006)

Barman (2017); Olutayo (2012); Praset-
yawati et al. (2024); Vaisey (2007)
Barbosa et al. (2023)

Phitaloka et al. (2025)

Clarkson (1995); Jones (1980); Han
(2025); Setiawan et al. (2021)

Suryana et al. (2025); Visser (2008)

Ashley-Osuzoka (2024); Randeree and
Al Youha (2009)

CSR fosters employee satisfaction and
positive attitudes toward companies.

CSR-driven relational advantages im-
prove financial and overall business per-
formance.

Contingency leadership theory explains
how CSR implementation varies based
on contextual factors.

CSR involves balancing ethical and eco-
nomic objectives in management control.

Sociological moral theory links CSR to
moral order, identity, and societal expec-
tations.

Performance should integrate financial,
social, and environmental dimensions.

Environmental performance is crucial for
CSR, requiring continuous improvement.

Social performance is measured through
stakeholder satisfaction and corporate re-
sponsibility.

Economic performance assesses value
creation and returns on investment.

Organizational performance depends on
leadership, efficiency, and strategy exe-
cution.

This table traces CSR's evolution from philanthropy to a key component of

Global Business Performance (GBP).

Hypotheses Development

In recent years, scholars have proposed a vast array of hypotheses regarding

the connection between Corporate Social Responsibility (CSR) and organiza-

tional performance across different disciplines. Such hypotheses argue that CSR
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conducts influence a wide variety of variables, from social and environmental
performance to economic success. Through an examination of these hypotheses,
one can understand more comprehensively how CSR is accountable for corporate
and societal well-being across different contexts. Thus, this study hypothesizes:

H1: Business practice positively impacts social performance.

Clarkson (1995) and Jones (1980) assert that CSR significantly impacts the
way businesses manage relations with stakeholders and meet society's expecta-
tions. Based on their work, companies whose practices align with social values and
demands of stakeholders have greater opportunities to establish trust, loyalty, and
positive images, hence leading to improved social performance. However, others
argue that CSR is sometimes perceived as insincere by stakeholders, particularly
when companies are more interested in short-term public relations than long-term
social responsibility. Nevertheless, when companies integrate social performance
into their core operations and demonstrate a consistent commitment to social
well-being, they are likely to have improved relationships with internal and exter-
nal stakeholders. Thus, CSR is crucial in managing relationships with stakeholders
and the creation of social benefits. Thus, we have framed the following hypothesis:

H2: Green practices are positively related to environmental performance.

In line with Boiral (2009), green management CSR practices, such as the use
of ISO 14001 standards, positively contribute to the environmental performance
of the firm. These practices lead to pollution, waste, and energy consumption mit-
igation, thus promoting more sustainable business practices. That said, while CSR
may help drive better environmental outcomes, it can be bounded by the compa-
ny's industry, size, or region. In addition, there are also those critics who point out
that environmental performance enhancements via CSR could be compelled by
regulation more than any intrinsic sustainability intent. Thus, the relative effective-
ness of CSR in influencing environmental performance can be contingent on levels
of regulatory enforcement and industry challenges. CSR's impact on environmen-
tal performance thus does not solely rely on internal routines but also on regulatory
and market pressure. Thus, we have formulated the following hypothesis:

H3: Organizational performance positively affects the economic and financial
performance of the firm.

Randeree and Al Youha (2009) argue that organizational effectiveness, par-
ticularly through successful management and operations, leads to enhanced fi-
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nancial and economic performance. Organizational effectiveness and economic
performance are evidenced to have a connection, where practices of CSR have
implications in efficiency gains, cost savings, and enhanced profitability. How-
ever, the connection between organizational performance and economic results
is not always linear. Some studies suggest that CSR investments can take years
to pay financial dividends and that CSR's short-term financial return might not
always be apparent. Nevertheless, a sustained emphasis on organizational perfor-
mance—through social as well as environmental initiatives—can produce long-
term financial returns. The long-term payback of CSR in improving economic
performance thus has to be weighed against the relatively more near-term costs of
implementation. Consequently, the following hypothesis is outlined:

HA4: Successful economic, financial, managerial, social, and societal performance
leads to the desired global performance.

Furthermore, Maignan and Ralston (2002) and Wood (1991) suggest that thor-
ough knowledge of performance from an aggregation of various dimensions—
economic, social, managerial, and financial—into one single global performance
measure is ideal. The model is an aftermath of growing acknowledgment that com-
panies are not just focused on returns, but need to consider their net contribution
towards society, nature, and internal stakeholders. However, it is hard to gauge
global performance because companies must balance competing objectives such
as profitability and social responsibility. Similarly, companies that successfully
embed CSR on a number of levels perform better than their competitors since they
are in a better position to deal with regulatory changes, market trends, and societal
pressures. Therefore, CSR not only improves single facets of performance but also
produces an overall method that favors the company in a collective way.

In addition, CSR is understood as an evolving process, which helps in Global
Business Performance. Cabrera-Lujan et al. (2023) suggest that CSR is an evolv-
ing, ongoing process that affects the environment and performance of a company.
This perspective highlights the dynamic nature of CSR, where businesses must
continually adapt to changing social, environmental, and economic conditions.
CSR here is not a static code of practices but an active driving force of internation-
al business performance. However, this dynamic nature of CSR also means that
businesses must be agile and adaptive, shifting strategies as new issues emerge.
Yet, those organizations that view CSR as a long-term adaptive process will be
successful in the increasingly dynamic global market. Therefore, the dynamic
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character of CSR underlines its position as a major global business performance
driver, affecting corporate strategy on many different dimensions.

Moreover, Orlitzky et al. (2003) and Waddock and Graves (1997), argue that
CSR is driven not only by strategic business objectives but also by external pres-
sures for legitimacy, compliance, and competitiveness. Companies in most cases
adopt CSR practices due to society's expectations and the requirement to comply
with rules or gain competitive advantages. However, whereas adopting CSR is
an intended strategy, others would argue that it is actually a matter of seeking to
maintain legitimacy by major stakeholders rather than a matter of sincere inten-
tion towards social responsibility. Either way, CSR's legitimacy role could lead to
more corporate reputation and stakeholder confidence, which, in turn, may be the
determinant of business success in the end. Therefore, firms that implement CSR
strategies tend to do so in order to reconcile strategic goals with a requirement to
be socially and regulationally legitimate.

Additionally, Maignan and Ralston (2002) and Pascal da Costa (2018) high-
light that CSR practices in emergent markets are institution- and culture-driven,
where the implementation of CSR is done in pursuit of legitimacy within a poor
regulation enforcement and governance framework. In such markets, companies
may implement CSR practices to conform to global standards or enhance their
reputation in overseas markets. However, CSR in emerging economies may be
faced with unique challenges like a shortage of infrastructure, limited access to re-
sources, and insufficient public awareness. However, the implementation of CSR
in such environments can yield deep social and environmental transformations,
particularly when companies align their CSR strategies to address local societal
demands. Thus, CSR in emerging economies is a chance for unique change-mak-
ing and promoting social stability while addressing local problems.

In the same way, Sain (2021) and Wood (1991) talk about the involvement of
CSR during crises, such as the COVID-19 pandemic, when businesses were pro-
actively engaged in contributing to social stability by producing masks, providing
food, and engaging in other social contributions. In such crises, CSR is employed
by firms to demonstrate that they are concerned about the community and are able
to react to urgent social needs. However, while CSR activities during health crises
may lead to positive effects, there are concerns about the potential for opportun-
istic strategies where firms exploit the crisis for promotional purposes instead
of actual contributions. Nevertheless, firms that are involved in true and honest
CSR during crises will be more likely to strengthen their reputation and earn

237



AJ.A.S, Vol. 32, No. 1

better relationships with stakeholders. CSR during crises is therefore very critical
in achieving social stability and building goodwill while assisting businesses to
achieve their long-term social and financial objectives.

The review of the literature on the motivations of companies to adopt the prin-
ciples of CSR, the relationship between CSR and GBP as well as the scope and
the context in which companies integrate this notion into their daily activities, has

lead to the following hypotheses presented in Table 2.

Table 2

Hypotheses on the Relationship between Corporate Social Responsibili-
ty (CSR) and Global Business Performance (GBP)

Hypothesis

Authors

Frameworks

H1: Business practices posi-
tively influence social perfor-
mance.

Clarkson (1995),
Jones (1980)

CSR’s impact on managing and
satisfying various stakeholders
and societal actors.

H2: Societal-environmental Boiral (2009) The relationship between CSR
practices positively influence practices in environmental man-
environmental performance. agement (e.g., ISO 14001) and
improvements in environmental
outcomes.
H3: Organizational performance Randeree and Al  The link between organization-
generates positive effects on the Youha (2009) al effectiveness, efficiency, and
economic and financial perfor- their direct contribution to finan-
mance of the company. cial and economic performance.
H4: Good economic, financial, Maignan and Ral- A holistic view of performance
managerial, social, and soci- ston (2002), Wood that combines various aspects
etal performance leads to the (1991) (economic, social, manageri-

desired global performance.

CSR as a dynamic process

Cabrera-Lujan et

al, and financial) into a single
global performance measure.

Understanding CSR as a dynam-

that contributes to GBP. al. (2023) ic collective process that influ-
ences business environment and
performance in various dimen-
sions (economic, environmental,
social, and financial).

CSR adoption is driven by  Orlitzky et al. CSR is not only a strategic busi-

both strategic imperatives and  (2003), Waddock ness case but is also adopted due to

legitimacy needs. and Graves (1997), external pressures for legitimacy,

competitiveness, and compliance.
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Cont. Table 2
Hypotheses on the Relationship between Corporate Social Responsibili-
ty (CSR) and Global Business Performance (GBP)

Hypothesis Authors Frameworks
CSR in emerging markets is  Cristanti etal. =~ CSR in emerging markets, par-
often a response to institution- (2024), Eme- ticularly firms, tends to be driv-
al and cultural constraints. ka-Okolietal.  en by legitimacy needs due to

(2024), Maignan weak regulatory enforcement
and Ralston (2002), and governance challenges.
Pascal da Costa

(2018),
CSR plays an active role in Sain (2021), Wood The role of CSR in times of
social stability and crisis man- (1991) crisis, such as the COVID-19
agement. pandemic, where businesses

focused on real social contri-
butions (e.g., mask production
and food distribution).

This table summarizes eight hypotheses on CSR and Global Business Perfor-
mance (GBP), supported by literature and contextualized within various frame-
works.

In order to support our hypotheses, we mobilized stakeholder theory, contin-
gency leadership theory and sociological moral theory. Stakeholder theory helps
to better understand the importance of the pressures exerted on companies to
adopt CSR practices. The theory of contingency leadership ensures a consistent
approach to CSR within the organization, while ensuring its control. According
to this theory, there is no single appropriate leadership method for organizing an
organization, but management and control depend on a number of contingent fac-
tors (Galbraith, 1973, p.2). These factors include the nature of the environment,
technology, size, structure, strategy and organizational culture (Chenhall, 2003).
Management control also includes ethical and economic objectives (Panwar et
al., 2006). In addition, the emergence of CSR is likely to prelaunch sociological
reflection on the company as an institution. We believe that sociologists have
the right tools to analyze CSR issues in the best possible way. The mobilization
of sociological and moral theory aims to explain the relationship between moral
order and market society (Barman, 2017), class and morality, and moral order
and community (Vaisey, 2007). Concretely, we will rely on the theory of identity,
which is a component of sociological and moral theory. According to this theory,
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man actively engages in goal-directed actions when interacting with their envi-
ronment. People continually assess their actions against their internal standard of
identity. However, identifying CSR practices is not enough to make them an ob-
ject of investigation. It is essential to ask a theoretical question to determine what
we are going to study. The challenge lies in identifying, as suggested by Bourdieu
et al. (1968), a theoretical perspective that critically questions practice. This point
of view makes it possible to select what the sociologist must observe and what
issues they must make. If the researcher wonders how the leaders represent the
question of CSR, they will also be interested in the integration of CSR practices in
managerial practices. The sociological object will make it possible not to describe
the different managerial practices from every angle, but not to retain only those
that are relevant to the original question.

Methodology

This section outlines the research design, data collection methods, and analyti-
cal procedures used to examine the relationship between Corporate Social Respon-
sibility (CSR) and Global Business Performance (GBP). It provides details on the
study design, sample selection, data collection process, and analytical framework.

Research Design and Sample
The study adopts a reflexive research methodology to analyze the impact of
CSR on GBP.

Purposive sampling was used to sample 31 Tunisian firms with exemplary
CSR practices across various industries. The firms were selected specifically to
ensure focus on companies that have an active practice of CSR, thereby providing
insightful data on best practices and their broader business implications.

Data Collection Methods

A mixed-methods approach was employed, with both qualitative and quantita-
tive data collection to enable a comprehensive analysis.

Qualitative Data Collection

Semi-structured interviews were conducted with 33 strategic decision makers
to collect rich information on the motivations, difficulties, and perceived impacts
of CSR adoption. The data collection process followed the guidelines of Guest
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et al. (2006), which suggest that thematic saturation is usually achieved after ap-
proximately 12 interviews.

Quantitative Data Collection

Structured questionnaires were filled out by 31 managers of industrial firms to
estimate their perceptions of the impact of CSR on GBP.

Data Analysis Approach

The study employs Partial Least Squares Structural Equation Modeling (PLS-
SEM) and SMART PLS 3 software. PLS-SEM was employed because it is suitable
for small sample sizes and has the ability to handle complex exploratory research
(Hair et al., 2017). The approach is capable of conducting an adequate analysis
of CSR (independent variable) and GBP (dependent variable) relationships and
other latent variables that represent various dimensions of CSR and GBP.

The analytical process is broken down into two major components :

*  Measurement Model Evaluation: Assesses construct validity and reliability
by quantifying observed and latent variable associations.

»  Structural Model Analysis: Assesses causal associations between latent varia-
bles, with a focus on CSR's effect on GBP.

Variables and Measures

The theoretical model links Corporate Social Responsibility (CSR) to Global
Business Performance (GBP), with GBP, the dependent variable, operationalized
in terms of financial, economic, organizational, managerial, and general perfor-
mance dimensions (Kaplan & Norton, 1996). CSR, the independent variable, is
operationalized in terms of environmental, social, financial, economic, and organ-
izational dimensions, modifying the scale of Carroll (1991) and Turker (2009).
The environmental pillar includes sustainability projects, employee well-being
and stakeholder involvement that are part of the social realm. The profitabili-
ty and investment for sustainable ventures represent the economic and financial
dimensions, while the organizational dimension is concerned with investigating
governance and ethical stewardship.

Hypothesis Testing and Reliability

For hypothesis testing relationships, the use of statistical techniques such as
bootstrapping, coefficient of determination (R?), effect size (%), predictive rele-
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vance (Q?), and multi-group analysis (MGA) was employed. Cronbach's Alpha was
used to measure reliability across various factors, with internal consistency being
determined. Values of more than 0.6 on all factors were indicated in Tables A, B, C,
D, E and F in the appendix, confirming the reliability of the measurement scales.

Findings and Analysis

This part presents the results of the hypotheses and investigates the relation-
ships between corporate social responsibility (CSR) and global business perfor-
mance (GBP). Theoretical analysis is intertwined with empirical information and
provides insights into how CSR influences various elements of business perfor-
mance like social, environmental, economic, and organizational outcomes. All the
hypotheses are examined in light of the general literature and offer a holistic under-
standing of the relationships between CSR initiatives and business performance.

The results indicate that all the relationships between the latent variables that
make up the model are significant at the 0.05 level. The hypothetical path relation-
ship between organizational performance and financial performance is statistically
significant (Path Coef Standarize Beta in Regression = 0.79), its #-value is 15.663.
However, despite the low impact of environmental performance on organizational
performance (path = 0.26), the #-statistic and p-value indicate that all assumptions
are correct. Table 3 describes the confidence interval for each path of the model.

Table 3
Analysis of the Confidence Interval for each Model Path

Path Coef-

o, o,
ficient 2.5% 7.5%

Organizational Performance -> Economic Performance  0.871 0.817 0.898
Organizational Performance -> Financial Performance  0.798  0.661 0.862

Environmental Performance -> Organizational Performance ~ 0.266  0.182 0.414

Environmental Performance -> Global Performance 0.624 0.662 0.803
Social Performance -> Organizational Performance 0.716  0.580 0.786
Social Performance -> Global Performance 0.347 0.266 0.606

This table shows organizational performance strongly predicting economic
(0.871) and financial (0.798) success. Social (0.716) and environmental (0.266)
performance influence organizational, and indirectly, global performance.
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The analysis of the confidence interval for each path of the above model shows
that the path coefficient (path coefficient) is significant between organizational
performance and economic performance, organizational performance and finan-
cial performance, and social performance and organizational performance with
a confidence coefficient of 0.871, 0.798 and 0.716 respectively. However, the
impact of environmental performance on organizational performance is small,
with a path of only 0.266. This trend is also seen in the relationship between social
performance and GBP (0.347).

Coefficient of Determination of R?

Figure 1 displays the coefficient of determination (R*), which allows for the
assessment of the quality of a simple linear regression.

When the R? is zero, it indicates that the regression line equation determines
0% of the point distribution. The coefficient of determination of R* makes it pos-
sible to evaluate the variance explained by the independent latent variables using
the variance (R?), called in English "r-square" (Hair et al., 2011, Henseler et al.,
2009). Also, the R? value represents the proportion of variation in the dependent
variables that can be predicted by one or more variables.

However, researchers have different opinions on what constitutes a good R?
variance: While Falk and Miller (1992) recommended that R* values can be equal
to or greater than 0.10 for the explained variance of a particular endogenous con-
struct is considered adequate, Cohen (1988) suggested that the R* values of the
endogenous latent variables can be evaluated as follows: 0.26 (large), 0.13 (mod-
erate), 0.02 (small). Chin and Marcoulides (1998), meanwhile recommended R*
values of endogenous latent variables based on: 0.67 (high), 0.33 (moderate), 0.19
(low). Hair et al. (2011) and Hair et al. (2017) suggested that R* values of 0.75,
0.50 or 0.25 for endogenous latent variables can generally be described as signif-
icant, moderate or low, respectively. The Table 4 illustrates that the coefficient of
determination (R?) of the latent variables 25 for endogenous latent variables can,
as a rule, be described as significant, moderate or low, respectively.
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Table 4
Coefficient of Determination (R?) of Latent Variables
Level of R* adjusts Adjusted R
Organizational performance important 0.823
Economic performance important 0.757
Financial performance moderate 0.634
Social performance important 0.783

The adjusted R? values indicate that organizational, economic, and social per-
formance have a strong explanatory power, while financial performance has a
moderate level of explanation within the model.

The coefficient of determination (R?) is 0.82 for organizational performance,
the latent endogenous variable. This means that the two latent variables (envi-
ronmental performance and social performance) express 82% of the variance of
organizational performance.

Organizational performance explains more than 70% of economic perfor-
mance and more than 60% of financial performance, while social and environ-
mental performance explains more than 70% of GBP.

Figure 1: Graphical Representation of the Coefficient of Determination
(R? of Latent Variables
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Figure 1 displays R* values, indicating a high explanatory power for organ-
izational, economic, and social performance, and moderate power for financial
performance.

Q’ Predictive Relevance Test

The suggested approach for testing predictive relevance is called the blind-
fold procedure. According to the cross-validation test of Geisser (1975) and Stone
(1974), the validated R? (i.e. Stone-Geisser Q%) between each endogenous latent
variable and its own manifest variables is calculated automatically in SmartPLS.
Q? values greater than zero indicate that the values are well reconstructed and that
the model has predictive relevance.

The Q7 value of the latent variables in the PLS model is obtained by a blindfold-
ing procedure. This procedure systematically deletes the data and makes it possible
to predict their initial values. To this end, it requires the selection of an omission
distance D. This must be between 5 and 12 according to Hair et al. (2017). A skip
distance of seven (D = 7) implies that every seventh of an indicator's value will be
dropped in the first round of the procedure. Since the procedure must delete and
replace each of the values of an indicator, an omission distance of D =7 implies that
seven turns must be made for the blindfolding procedure to be completed. Thus, the
number of blindfolding turns is always equal to the skip distance.

In the first round, the procedure starts with the first value and deletes a value
every tenth value. Next, the procedure estimates the PLS model with the remain-
ing data. Omitted data represents missing values and is treated accordingly. The
results of the PLS modeling are then used to predict the omitted data. The pre-
diction error is the difference between the omitted data and the predicted data. In
the second round of the procedure, the algorithm starts with the second value and
removes a value at every D" value and continues. After D cycles of the procedure,
all values were suppressed and predicted.

We therefore used the band to calculate the Q? value of Geisser-Stone (Geisser,
1974) which is a criterion for evaluating the relevance of the prediction of the PLS
model (cross- validation). A comparison of the predicted values with the initial
observations was performed to calculate the differences and use them as Q? inputs
(Ringle et al, 2014; Tenenhaus, 2005).

As shown in the analysis, an omission distance of D = 7 implies that seven
runs must be performed to assess the quality of each structural equation by the
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Stone-Geisser Q? coefficient, also known as the redundancy index of cross-valida-
tion (Tenenhaus et al., 2005). This method is an R? test in Q* cross-validation be-
tween the manifest variables of an endogenous latent variable and all the manifest
variables associated with the latent variables explaining the endogenous latent
variable, using the estimated structural model.

Tables G, H, I, J, K, L and M in the appendix show the results of each case
evaluated by the Stone-Geisser Q* coefficient.

The cross-redundancy (Q?) of the 7 cases treated shows us that the Stone-Geiss-
er Q% economic performance algorithm is significantly positive and varies be-
tween 0.845 and 0.575 for the 7 cases treated. The same goes for financial perfor-
mance, where the Stone-Geisser O algorithm is between 0.754 and 0.481. The
same result was obtained for the other factors, with the exception of organization-
al performance whose Stone-Geisser Q? algorithm recorded a drop from the sixth
and seventh cases respectively of 0.211 and 0.10, whereas in the first 5 cases it
was between 0.532 and 0.407.

All values of the Stone-Geisser Q? algorithm are significantly positive (Organ-
izational Performance Q% 0.344; Economic Performance Q% 0.742; Financial Per-
formance Q% 0.616; GBP 0% 0.070), which gives predictive relevance to the model.

Mediation Analysis

Mediation refers to the transmission of the effect of an independent variable
on a dependent variable through one or more other variables. These variables
are called mediating variables or intervention variables. In the language of path
analysis, mediation corresponds to an indirect effect of an independent variable
on a dependent variable that passes through one or more mediating variables. An
indirect effect is calculated by multiplying the paths that make up the effect. The
size of the indirect effect indicates the degree of mediation through the relevant
mediator variables.

In case of complete mediation, the total effect of an independent variable on
a dependent variable is conveyed by one or more mediating variables. Therefore,
the independent variable has no direct effect on the dependent variable.

The objective of this analysis is to strengthen the indirect effect and the rela-
tionship between the independent variable and the dependent variable. The medi-
ation effect is significant; the p-value is less than 0.05.
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We also used bootstrap procedure in this analysis; it is justified by the fact that
it makes it possible to have a more precise estimate of the conditional indirect
effects thanks to a reliable statistical test (Preacher & Hayes, 2008) and the gen-
eration of a confidence interval of the lower limit and upper limit of the moderate
mediation effect. Table N in the appendix illustrates this significant indirect path.

Furthermore, all the coefficients of the paths between the latent variables are
significant at the threshold of 0.05; their confidence interval does not include the
characteristic value of the null effect.

There is a high positive correlation in the paths that make up this indirect
effect: between environmental performance and economic performance (0.232,
with the confidence interval not including 0), between environmental perfor-
mance and financial performance (0.212, with the confidence interval not includ-
ing 0), between social performance and economic performance (0.623, with the
confidence interval not including 0), and between social performance and finan-
cial performance (0.571).

Table O in the appendix illustrates the difference between these two groups in
terms of the impact of environmental performance on GBP. The p-value is equal
to 0.067 or 0.05.

This difference is therefore significant because large companies use their en-
vironmental practices to improve their GBP.

Welch—Satterthwait Test

Table P in the appendix presents the result of Welch—Satterthwait test. This
method is a parametric test of significance for difference in group-specific PLS-
SEM results that assumes unequal variances between groups. Its objective is then
to determine whether the means of the two sub-samples are equal. This table
presents a nuanced analysis of path coefficient differences between two groups,
revealing statistically significant variations in the relationships between organi-
zational, economic, financial, environmental, and social performance, as well as
Global Business Performance (GBP).

Notably, the second group demonstrates a stronger positive association be-
tween organizational performance and financial performance (coefficient of
0.195, p = 0.003), as well as significantly enhanced links between environmental
performance and GBP (coefficient of 1.306, p = 0.000), and social performance
and GBP (coefficient of 0.666, p = 0.003).
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Conversely, the first group exhibits a stronger relationship between organiza-
tional performance and economic performance (coefficient of -0.173, p = 0.002),
and a potentially stronger, though marginally significant, link between environmen-
tal performance and organizational performance (coefficient of -0.342, p = 0.067).

These results suggest that the impact of these performance dimensions varies
considerably between the two groups, implying that contextual factors play a crit-
ical role in shaping these relationships.

Discussion

The preceding analysis has revealed several key gaps in the existing literature
regarding the implementation and impact of Corporate Social Responsibility. To
provide a more comprehensive understanding and to suggest potential avenues for
future research, these gaps will be discussed in detail in the following subsections:

Bridging Economic and Social Dimensions for Enhanced Business Performance

There is growing evidence of the positive relationship between CSR and busi-
ness performance. Nevertheless, the mechanisms through which CSR bridges
economic and social dimensions are not fully understood (Soana, 2011; Waddock
& Graves, 1997).

The role of Corporate Social Responsibility (CSR) in business performance
extends beyond compliance and public relations, yielding significant strategic
advantages. Moreover, companies that integrate CSR into core business practic-
es enjoy the advantages of enhanced brand equity, employee commitment and
satisfaction, and increased stakeholder trust. These collectively aid better organi-
zational reputation and competitive position, culminating finally in financial per-
formance (Soana, 2011; Waddock & Graves, 1997).

The research also justifies the role of CSR in intervening between economic
and social dimensions of performance, which further solidifies its role as a strate-
gic asset. However, it is yet difficult to demonstrate a direct impact of CSR activi-
ties on the financial performance, which remains a field for future research (Sen &
Bhattacharya, 2001). As Lorino and Tarondeau (2006) argue, "Strategic processes
make the deployment across the organization of threats and opportunities from the
environment possible. They tightly couple the internal structures with the exter-
nal requirements that they must meet." CSR can be applied as a strategic tool for
alignment of internal capacities with external demands of stakeholders in order to
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enhance global business performance. Nonetheless, evidence indicates that GBP
is not only influenced by economic performance and financial assets but also by
intangible factors such as social factors, cultural environment, environmental pol-
icy, ethics, and labor laws (Valentine & Fleischman, 2008). This explains CSR's
role in facilitating sustainable development (Weber, 2008). Panwar et al. (2006)
further argue that business companies must reconcile ethical and economic objec-
tives for long-term success. Sen and Bhattacharya (2001) suggest that consumer
reactions to CSR initiatives can influence the reputation and bottom line of a firm.
Thus, it is essential to be aware of local contexts and perceptions of stakeholders
to implement CSR effectively (Sain, 2021).

As a Tunisian CEO put it, "Tunisian businesses started CSR programs first of
all to comply with international norms, but soon we understood that it assisted in
proving the credibility of our company among the local society. It ceased to be
about compliance, but about real contribution to society." (CEO, Tunisian Manu-
facturing Company)

Briefly, regardless of controversies, the intricate interplay between CSR and
GBP underlines the importance of considering non-financial factors and balanc-
ing CSR activities with local circumstances and stakeholders' expectations.

Divergence Regarding Firm Motivations for Adopting CSR

The research revealed a shift in businesses' drivers for CSR adoption from
compliance with regulations to real social investment (Ullmann, 1985). External
pressures such as European sustainability regulations initially fueled CSR (Sabry,
2024; Selznick, 1957). Increased engagement with host communities led compa-
nies to expand their initiatives beyond compliance.

As one CSR Director in the Tunisian retail sector said, "Many companies do-
nate to local charities during Ramadan, but long-term CSR plans are still lack-
ing." While some firms incorporated CSR into their overall strategy, others had a
short-term, reactive social responsibility strategy.

Nevertheless, an HRM department professional in the Tunisian agricultural
business community condemned, "Companies have good CSR policies on paper,
but the reality is very different. There is not effective government monitoring, and
most companies just do the bare minimum to appear compliant and not necessar-
ily make any actual impact." (Panwar et al., 2006; Vaisey, 2007)
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These findings emphasize the need for firmer institutional mechanisms for
ensuring CSR activity in all its depth rather than compliance and contributing to
society (Wartick & Cochran, 1985). Furthermore, Sain (2021) argues that busi-
ness companies have a moral obligation beyond maximizing profits and ought
to demonstrate an earnest commitment towards ethical business practices. While
there has been improvement, announced CSR policy vs. practice still remains an
area of concern. Hence, fostering genuine CSR integration is a blend of regulatory
push, stakeholder engagement, and a paradigm shift in corporate ethics and deci-
sion-making (éain, 2021; Soana, 2011).

Institutional and Cultural Barriers to CSR Implementation

CSR is increasingly recognized, its effective implementation faces signifi-
cant institutional and cultural barriers, particularly in diverse contexts (Viers &
Brulois, 2009). These barriers can include weak regulatory frameworks, varying
cultural norms regarding ethical conduct, and a lack of stakeholder engagement
(Ran et al., 2025).

Enacted to transform corporate practices, Tunisia's Law No. 2018-35 insti-
tutionalizes CSR, seeking to integrate sustainability into core operations and
establish companies as development agents. The prevalence of SMEs, however,
presents significant implementation challenges. In fact, the governance problems
and weak regulatory enforcement have caused imbalances in CSR adoption in Tu-
nisia. Contrary to developed economies where stakeholders strongly shape CSR
practice, regulatory constraints in Tunisia hamper the scope and performance of
CSR (Sabry, 2024).

As one example shows, "Other Tunisian energy companies launched an en-
vironmental sustainability project but were slowed in moving forward by red
tape bureaucracy and a lack of governmental policy clarity. As a result, while
they made public commitments, they had limited actual impact." Additionally,
tight-knit communities and cultural expectations dictate Tunisian CSR activities.
Philanthropy rather than structured corporate action is practiced by most firms,
adhering to societal expectations rather than institutional demands.

As articulated by the Tunisian retail sector's CSR Director, "Tunisian culture,
it is an unspoken obligation to help the community. There is a lot of donation to
local causes during Ramadan, yet long-term CSR planning remains absent."

Nonetheless, Selznick (1957) argues that firm leadership can bridge the gap
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between institutional pressures and sincere organizational values. Hence, even as
regulatory policies are essential, companies must develop an internal passion for
addressing societal challenges that transcends compliance (Sain, 2021).

Moreover, Sen and Bhattacharya (2001) deduce that consumer reactions can en-
courage companies to undertake greater CSR initiatives. Therefore, higher public
awareness and stakeholder engagement may trigger greater CSR practices in Tunisia.

Furthermore, the research highlights the significance of information asym-
metries in CSR practice. Companies are likely to miss aligning stakeholder ex-
pectations with their CSR initiatives, leading to mismatched priorities (Ullmann,
1985; Weber, 2008).

As an Operations Director from the Tunisian manufacturing industry ex-
plained, "Companies thought that having an environmental program would im-
prove our reputation, but employees were more concerned about fair wages and
stability. They need to rethink their priorities."

Similarly, some companies rolled out huge CSR initiatives hoping that they
would be embraced only to find out that local communities had other priorities.
"Telecom operators rolled out a digital education initiative, hoping it would be
embraced. Nevertheless, local communities required infrastructure development
and foundational digital literacy skills, highlighting a mismatch between corpo-
rate CSR initiatives and what was truly needed by society." This disparity high-
lights the importance of engaging stakeholders in the initial phases of the CSR
planning process to recognize that initiatives need to be in alignment with actual
community needs (Sain, 2021; Valentine & Fleischman, 2008).

Thus, effective stakeholder engagement can help bridge the information asymme-
try and ensure that CSR initiatives create shared value (Emeka-Okoli et al., 2024).

In sum, cultural traditions and regulatory limitations have hindered the formal
adoption of CSR in Tunisia, a combination of institutional reforms, leadership vi-
sion, and stakeholder cooperation can perhaps overcome these barriers and unlock
the potential of CSR for sustainable development (Panwar et al., 2006; Soana, 2011).

Lessons from the COVID-19 Crisis: CSR as a Resilience Mechanism

The pandemic of COVID-19 exposed the vulnerabilities of traditional busi-
ness models that were profit-oriented. As per researchers, CSR has long been
viewed as a way to enhance the reputation of a firm and ensure financial stability
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(McWilliams & Siegel, 2000). While the COVID-19 pandemic presented unprec-
edented challenges, it also underscored the critical role of Corporate Social Re-
sponsibility (CSR) in bolstering organizational resilience and supporting societal
well-being (e.g., Aguinis & Glavas, 2012; Carroll & Shabana, 2010).

The pandemic exposed the reality that companies must play a more active role
in addressing social issues, instead of focusing on financial results. This shift is
consistent with Weber (2008), who emphasized that CSR's new role is to contrib-
ute to the welfare of society as well as economic ends. Businesses, as a reaction to
the pandemic, exhibited a shift in their strategy towards CSR (Sain, 2021). As one
other CEO of a Tunisian textile company pointed out "At COVID-19, companies
did not just provide cash; they repurposed their factories to produce masks and
sanitizers. It reset the way they see CSR; it's not only an image but a real respon-
sibility." This follows the line of argument laid out by Porter and Kramer (2006),
that CSR needs to be about creating shared value rather than merely checking the
box of compliance. As such, companies realized that CSR is not just a tool for
reputation-building but an integral part of their own operations, especially during
crisis situations. Furthermore, the pandemic also underscored the reality that CSR
should be responsive to immediate social needs. In the process, there were firms
which extended beyond providing philanthropic support. Large food processing
firms, for example, redirected some of their supply chain facilities to deliver es-
sential items to poor households during the periods of lockdown, an example of
the concept that CSR ought to be flexible and responsive during moments of health
crises (Baron, 2001). This expansion of CSR beyond philanthropy, however, also
raised a series of governance concerns, such as information asymmetries and the
absence of clear frameworks to guide responsible corporate action during crises
(Wang et al., 2020). These steps emphasize the significance of resilience devel-
opment as a core component of CSR strategies. Thus, integrating crisis response
approaches into CSR structures is crucial for organizations to sustain themselves
in the end and respond to unforeseen events like global pandemics (Sain, 2021).

Conclusion

This study emphasizes the crucial link between Corporate Social Responsibil-
ity (CSR) and Global Business Performance (GBP) in Tunisian firms, noting that
an integrated model accepting financial, economic, social, environmental, and or-
ganizational performance is essential to achieve notable CSR outcomes. The find-
ings, accessed via PLS-SEM analysis, indicate that GBP is a result of numerous
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interrelated causes rather than an isolated state. While social and organizational
performance have a direct effect on GBP, the study reveals that environmental,
financial, and economic performance all contribute to GBP as a whole, but not
separately (Mhamid, 2024).

Implications for Research and Theory

The study findings have important implications for research and advance CSR
theory in several ways.

Firstly, by conceptualizing CSR as an evolving, dynamic process that contin-
uously shapes and is shaped by the business environment, contributing to global
business performance (Cabrera-Lujan et al., 2023), this study places a great im-
portance on the impacts of the social, environmental, economic, financial and
organizational dimensions, as well as on the policies and tools used by companies
to achieve this performance. Therefore, the results of this study make a substantial
empirical contribution to the practical orientation of CSR analysis.

Secondly, the diverse frameworks employed to understand CSR’s multifac-
eted impact on business performance. (e.g., stakeholder theory, environmental
management, and organizational performance metrics) demonstrate that CSR is
best understood through an interdisciplinary lens. For instance, frameworks based
on the works of Clarkson (1995) and Jones (1980) on stakeholder engagement and
those of Maignan and Ralston (2002) and Wood (1991) on holistic performance
highlight the benefits of integrating various theoretical perspectives.

Thirdly, the study pushes CSR theory toward a more comprehensive and dy-
namic understanding. It encourages the adoption of holistic models that integrate
various performance dimensions, acknowledges the importance of governance
and information transparency (Emeka-Okoli et al., 2024), and calls for con-
text-sensitive approaches, especially in emerging markets (Cristanti et al., 2024).

These theoretical implications not only enrich the academic discourse on CSR but
also pave the way for more effective and measurable CSR practices in the real world.

Practical Implications

These results have practical implications offering valuable suggestions for Tu-
nisian companies to enhance their CSR effectiveness and achieve GBP. Develop-
ing CSR strategy, companies need to adopt an inclusive approach that responds to
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every dimension of CSR and analyzes their own current stage of development in
each of them. Doing so, they will be able to conceive specific strategies to match
specific needs and priorities, and to facilitate a balanced and effective response to
CSR. Besides, management performance is placed on the function of quality lead-
ership to drive CSR success. By building a social responsibility culture and imple-
menting robust human resource practices, management can translate CSR practices
into actual GBP outcomes. This demands the availability of quality and committed
leadership to lead CSR initiatives and integrate them into the core business strategy.

To render these findings more applicable in their consequences, industry sector
guidance needs to be considered, such as giving top priority to sustainable supply
chain management, least environmental damage, and equitable labor treatment
in manufacturing; customer satisfaction, employee well-being, and community
development programs in services; and sustainable farming practices, support to
the local community, and sustainable land use in agriculture. Furthermore, one
needs to examine how global drivers, such as multinational pressure and free
trade agreements, overlap with CSR practice in Tunisia considering that conform-
ity with global standards can be an attribute of a country's competitiveness glob-
ally and that multinational corporations can be an influential agent of promoting
CSR and sustainable development in the country.

Limitations and Directions for Future Research

During the course of this study, a number of limitations were identified in
such a broad and multifaceted area of research as the relationship between CSR
and GBP. Among the limitations of this study, we highlight the lack of consider-
ation of certain important internal stakeholders, such as investors, for example,
who were not covered by the study. Likewise, some external stakeholders such as
civil society groups, NGOs and public authorities are not included in this study.
Moreover, accounting-based measures have not been addressed, which is another
limitation. Moreover, the relationship between the environmental dimension and
organizational performance did not obtain a sufficient score in this study, hence
the need for a more in-depth analysis of this relationship to determine the reasons.
Data collection was also difficult due to a certain reluctance of companies to par-
ticipate in a CSR survey which is limited by its sample size and focus on Tunisian
companies. Future research could explore the generalizability of the findings to
other contexts.
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Future research can also investigate industry-specific CSR and GBP dynamics
within Tunisia, such as best practices and challenges across different industries.
Additionally, an analysis of how global drivers impact CSR implementation and
how stakeholders like government, NGOs, and consumers impact CSR practice
would further the understanding of CSR in the Tunisian business context.

Finally, it is recommended to examine in the future whether similar results can
be achieved by using employability measures, worker assistance and other mar-
ket-based incentives to influence behaviors and achieve social and environmental
goals, rather than being satisfied with measures based on the financial approach.
In addition, a study on a larger sample should be carried out in order to establish
a clear relationship between CSR and GBP.
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Appendix
Table A
Analysis of the Internal Consistency of the Questionnaire
Average of the Variance of the  Square Cronbach's
scale in case of scale in case of of the Alpha in case
deletion of a deletion ofa  correlation  of deletion of
Element element multiple the element
CSR is important for 25.00 28.400 0.427 0.801
any organization
Respect for human 25.29 29.013 0.556 0.775
rights
Working relationships 23.81 31.161 0.599 0.786
and conditions.
Dialogue and employee 24.13 27.783 0.503 0.771
motivation.
Equality and No- 25.16 32.473 0.234 0.803
discrimination.
Job ofthe peo- 24.10 27.690 0.580 0.758
ple with disabilities.
Social reintegration 23.87 29.649 0.640 0.769
Customers must be 23.97 30.366 0.477 0.775
aware of the CSR
Approach

This table demonstrates strong internal consistency for the "corporate culture"
scale. With a Cronbach's alpha of 0.77, exceeding the acceptable threshold (> 0.6).
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Table B
Item Correlation Analysis

Corporate Culture

CSR is important for any organization in the Pearson correlation 0.557
competitive world of business . .

sig. (bilateral) 0.001
Respect for human rights Pearson correlation 0.654

sig. (bilateral) 0.000
Working relationships and conditions. Pearson correlation 0.606

sig. (bilateral) 0.000
Dialogue and employee motivation. Pearson correlation 0.627

sig. (bilateral) 0.000
Equality and non- Pearson correlation 0.427
discrimination. . .

sig. (bilateral) 0.017
Employment of people Pearson correlation 0.769
disabilities. . .

sig. (bilateral) 0.000
Social reintegration Pearson correlation 0.689

sig. (bilateral) 0.000
Customers must be aware of the CSR ap- Pearson correlation 0.655
proach . .

sig. (bilateral) 0.000

This table shows that all the Pearson correlation coefficients between the items
and the factor associated with them are significant at the 0.01 level.
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Table C
Cronbach-Alpha Coefficient of the Measured Management Perfor-
mance Variable by the Nine (9) Elements that Compose it

Average of  Variance Square  Cronbach's
the scale  of the scale of the Alpha in
incaseof  incaseof  correlation case of de-

deletion of deletion ofa  multiple  letion of the

a Element element element
CSR improves relations be-  27.90 32.224 0.381 0.793
tween companies and their cus-
tomers
The impact of social factors on  29.35 33.437 0.262 0.802
the global performance of the
company
Social performance increases 27.71 31.146 0.524 0.776
the collective and individual
performance of Employees
CSR has decisive effects onem-  27.87 32.583 0.598 0.799
ployee performance
Measure the level of maturity of  28.06 32.129 0.434 0.785
the company in terms of CSR
Identification of internal and  28.84 31.806 0.297 0.819
external  stakeholders
Determine avenues Improve-  27.68 31.292 0.421 0.784
ment and reflection
The three of them (measure, 27.94 31.796 0.700 0.777
identify and
determine)

This table provides CSR item statistics: scale reliability impact and variable
correlations.
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Table D
Correlation of the “Management Performance” Factor

Management
Performance

CSR improves relations between compa- Correlation of Pearson 0.603
nies and their customers sig. (bilateral) 0.000
The impact of social factors on the global Correlation of Pearson 0.523
performance of the company sig. (bilateral) 0.003
Social performance increases the collec- Correlation of Pearson 0.685
tive and individual performance of em- sig. (bilateral) 0.000
ployees

CSR has decisive effects on employee Correlation of Pearson 0.435
performance sig. (bilateral) 0.014
Measure the level of maturity of the com- Correlation of Pearson 0.644
pany in terms of CSR sig. (bilateral) 0.000
Identification of internal and external stake- Correlation of Pearson 0.558
holders sig. (bilateral) 0.001
Determine areas for improvement and re- Correlation of Pearson 0.713
flection sig. (bilateral) 0.000
All three (measure, identify and deter- Correlation of Pearson 0.662
mine) sig. (bilateral) 0.000
The importance of Management 0.552
Control in improving performance 0.001

Significant correlations (p < 0.05) show strong links between CSR and man-

agement performance
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Table E
Item Total Statistics

Average (.]f Variance of C"f“"'a Square of Cronbach's
the scale in 3 tion A
] the scale in the cor-  Alphain case
case deletion . full of . .
case deletion relation  of deletion
of an ele- elements .
of an element multiple of the element
ment corrected
Service involvement 27.48 22.058 0.730 0.668 0.656

sales or marketing

Assessment of per- 29.16 30.806 -0.072 0.334 0.706
formance in terms

of activity, product,

social investment

and human Re-

sources

The convergence of 27.90 27.157 0.242 0.322 0.725
financial informa-
tion

Develop progress 27.42 22.652 0.685 0.635 0.666
indicators to

measure your CSR

actions

Build accountability 29.13 29.516 0.021 0.337 0.784
into your recovery

communication

plans

Putting CSR at the 27.58 24.918 0.474 0.545 0.706
heart of the compa-
ny's activity

Create a culture
around your CSR 27.35 24.703 0.557 0.555 0.693
issues

Set CSR perfor-
mance objectives
for your employees 27.45 23.589 0.674 0.661 0.673

Have your con-
sumer 27.35 23.970 0.702 0.571 0.673

This table presents item reliability statistics: impact of removal on scale reli-
ability.
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Table F
Correlation of the Factor “Complementarity of Economic
and Social Performance

Complementarity of
Economic and Social

Performance
Involvement of the sales or marketing Correlation of Pearson 0.833
department sig. (bilateral) 0.000
Evaluation of performance in terms Correlation of Pearson 0.139
of activity, product, social investment sig. (bilateral) 0.455
and human resources
The convergence of financial infor- Correlation of Pearson 0.438
mation sig. (bilateral)
Develop progress indicators to meas-  Correlation of Pearson 0.798
ure your CSR actions sig. (bilateral) 0.000
Build accountability into your commu- Correlation of Pearson 0.246
nication plans sig. (bilateral) 0.182
Putting CSR at the heart of the compa- Correlation of Pearson 0.617
ny's activity
Establish a corporate culture around
your CSR issues
Set CSR performance objectives for 0.000
your employees
Engage your consumers 0.667

The table presents significant correlations (p < 0.05) between Complementari-
ty of economic and social performance.
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Table G
Summary of Model Fit Statistics for Performance Dimensions
Appendix SSo HSE 0’ (= 1-SSE/BSP)
Organizational performance 417,000 273,648 0.344
Economic performance 139,000 35,879 0.742
Environmental performance 139,000 139,000
Financial performance 139,000 53,396 0.616
GBP 4865,000 4522797 0.070
Social performance 278,000 278,000

This table illustrates the predictive relevance of different constructs in the
model, with most constructs showing significant O values.

Table H
Cross Redundancy (Q?) “Case 1”

Appendix SSO HSE 0? (= 1-SSE/BSP)
Organizational performance 43,964 25,513 0.420
Economic performance 25,912 5,268 0.797
Environmental performance 18,848 18,848
Financial performance 19,233 6,956 0.638
GBP 720,442 652,926 0.094
Social performance 34,787 34,787

The table shows the predictive relevance (Q?) for each construct, with some
constructs showing strong relevance (e.g., Economic performance with Q% =
0.797), while others have lower predictive relevance (e.g., GBP with 0% = 0.094).
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Table I
Cross Redundancy (Q2) “Case 2”

Appendix SSO HSE 0’ (= 1-SSE/BSP)
Organizational performance 38,018 17,803 0.532
Economic performance 17,579 7,473 0.575
Environmental performance 11,571 11,571
Financial performance 24,146 12,540 0.481
GBP 670,148 621,201 0.073
Social performance 31,607 31,607

This table highlights the predictive relevance (Q?) of each construct, showing
a moderate to strong predictive relevance for several constructs but a lower pre-
dictive relevance for GBP (Q? = 0.073).

Table J
Cross Redundancy (Q?) “Case 3”

Appendix SSO HSE  (@? (= 1-SSE/BSP)
Organizational performance 82,896 47,325 0.429
Economic performance 23,300 6,454 0.723
Environmental performance 26,867 26,867
Financial performance 19,733 8,051 0.592
GlobalPerformance 631,638 582,232 0.078
Social performance 46,325 46,325

This table shows the predictive relevance (Q%) of each construct, with Eco-
nomic performance and Financial performance having strong predictive rele-
vance, while GBP has a low predictive relevance (Q* = 0.078).
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Table K
Cross Redundancy (Q?) “Case 4”

Appendix SSo HSE 0’ (= 1-SSE/BSP)
Organizational performance 58,222 29,940 0.486
Economic performance 23,725 5,207 0.781
Environmental performance 34,518 34,518
Financial performance 24,671 8,067 0.673
GBP 714,522 649,767 0.091
Social performance 39,600 39,600

The table illustrates the predictive relevance (Q?) of each construct, with Eco-
nomic performance and Financial performance showing strong predictive rele-
vance, while GBP has a low predictive relevance (Q* = 0.091).

Table L
Cross Redundancy (Q?) “Case 5”

Appendix SSO HSE 0’ (= 1-SSE/BSP)
Organizational performance 65,782 38,995 0.407
Economic performance 18,642 3,290 0.824
Environmental performance 26,088 26,088
Financial performance 20,047 5,134 0.744
GBP 683,558 669,493 0.021
Social performance 30,678 30,678

This table shows the predictive relevance (Q?) for each construct. Economic
performance and Financial performance show strong predictive relevance, while
GBP has a very low Q? value (0.021).
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Table M
Cross Redundancy (Q?) “Case 6”

Appendix SSO HSE 0’ (= 1-SSE/BSP)
Organizational performance 66,733 52,656 0.211
Economic performance 15,149 2,354 0.845
Environmental performance 17,815 17,815
Financial performance 14,638 3,597 0.754
GBP 764,568 706,193 0.076
Social performance 47,703 47,703

In this table, Economic performance and Financial performance show strong
predictive relevance (Q° values of 0.845 and 0.754, respectively), while GBP has
a very low predictive relevance (Q* = 0.076).

Table N
Cross Redundancy (Q?) “Case 7”

Appendix SSO HSE 0’ (= 1-SSE/BSP)
Organizational performance 61,384 61,417 0.101
Economic performance 14,693 5,833 0.603
Environmental performance 3,294 3,294
Financial performance 16,534 9,050 0.453
GBP 680,125 640,985 0.058
Social performance 47,302 47,302

This table shows that Economic performance and Financial performance have
moderate predictive relevance (Q? values of 0.603 and 0.453), while GBP has a
very low predictive relevance (Q* = 0.058).
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Table O
Summary of Indirect Effects
Path of Standard t-value  p-value
Appendix the path Deviation (| O/ST- Vvs.

indirect (STDEV) DEV))
Environmental performance -> 0.232 0.048 4,852  <0.001
Economic performance
Environmental performance -> 0.212 0.048 4,406  <0.001
Financial performance
Social performance -> Economic
performance 0.623 0.054 11,492  <0.001
Social performance -> Financial 0.571 0.054 10,644 < 0.001

performance

The table indicates that all the paths are statistically significant, with #-values
well above 1.96 and p-values of < 0.001.

Table P

Welch-Satterthwait Test

Path coeffi- p-value (1.0)

Appendix cients diff. ELT vs.
Organizational Performance -> Eco- -0.173 3,275 0.002
nomic Performance
Organizational Performance -> 0.195 3,032 0.003
Financial Performance
Environmental Performance -> Or- -0.342 1,864 0.067
ganizational Performance
Environmental performance -> GBP 1,306 6,070 0.000
Social Performance -> Organization- 0.373 2,219 0.030
al Performance
Social performance -> GBP 0.666 3,124 0.003

The results show that all paths except for "Environmental Performance -> Or-

ganizational Performance" (p-value = 0.067, marginally significant) are statisti-

cally significant, with p-values well below 0.05.

274



Hanen Khanchel-Lakhoua and Anouare Irmani

Hanen Khanchel-Lakhoua is an Assistant Professor at the Institute
of Advanced Business Studies (IHEC), University of Carthage, Tu-
nisia, specializing in human resource management, organizational
well-being, innovative learning methods, and digital transformation.
A multidisciplinary researcher, she has published widely in top in-
ternational journals and serves as a peer reviewer for several leading
academic publications. She is also a member of the LIGUE labora-
tory at the University of Manouba, contributing actively to research

in her fields. (Hanen.Khanchel@gmail.com)

Anouare Irmani holds a Master’s degree in Management, Strate-
gy and Consulting from the Institute of Advanced Business Studies
(IHEC), obtained in March 2022. Her research explores the emer-
gence of CSR strategy in the Tunisian consulting sector. The study
aims to understand the development of a CSR strategy in this sector,
assess the current state of CSR in a surveyed company, and propose
improvement suggestions for the limitations of the current strategy.

(Anouarirmani@gmail.com)

275



Gl el — palall 2l (ulns (6 aa] - daions — i - pVAVY ple Causls
Lin g1 32953¥1g due Lacian 1 2oy plation ¥ Gllniaind 2. Ol g lona¥1 iy (had

Cygéll doals
:myb ?M“-P{‘ﬁ M. ‘dc) 2"“‘:‘"‘“‘”} QU}L’.U ‘;'L““ﬁ} l:‘ﬂ‘)"”"”} KUWAIT UNIVERSITY
EI' hJ E
saroeil sty Sl :&f‘{tﬁ
= -
gﬁ)n—\.&h—'ﬂ.ﬁuﬁ;‘.ﬁ,ﬁb.é.i ﬁﬁq
[=]pacdits
00965 24894296 : (525
00965 24898112
http://journals.ku.edu.kw/jss Journals.ku.edu.kw/jss
Email: jss@ku.edu.kw EBSCO PUBLISHING

jsskuwait@gmail.com .
www.mandumah.com degkali ylag

ISSN: 0253 - 1097
Online ISSN: 3006-2977

15

60 15
110 25



	_Hlk194561963
	_Hlk195084089
	_Hlk194923642

