
Are Businesses Able to Contribute to Peace-Building in the Frame of  

Corporate Social Responsibility? 

ï An Exemplary Case Study of Small and Medium-Sized Enterprises in Old 

Nicosia. 

 
 
 
 
 

Masterarbeit 
 

 

im Fach 
 

 

Friedens- und Konfliktforschung  
 

 

 

dem Fachbereich 

Gesellschaftswissenschaften und Philosophie 

der Philipps-Universität Marburg 
 

 

 

 

vorgelegt von 

 

Tabea OôBrien 

 

aus Herten 

 

Marburg, 2010 

 

 

 

 

 

 

 

 

 

 

 

Erster Gutachter: Prof. Dr. Mathias Bös 

Zweiter Gutachter: Prof. Dr. Thorsten Bonacker 

 



2 
 

Table of Contents 

 

 

 

List of Abbreviations.ééééééééééééééééééééééé...éééé03 
 

1. Introductionéééééééééééééééééééééééééééé.04 

 

2. Corporate Social Responsibility (CSR) ï Concept and Working Definitionééé...08 

 

3. Fitness and CSR ï Several Good Reasons for óShaping Upôééééééééé...11 

 

4. Business and Peaceééééééééééééééééééééééééé...17 

4.1.What Can Businesses Do in Order to Create or Maintain Peace?..........................18 

4.2.The Role of Local Businessééééééééééééééééééééé19 

 

5. Peace-Buildingééééééééééééééééééééééééééé..20 

5.1.The Contact Hypothesiséééééééééééééééééééééé..21 

 

6. Coming Full Circle ï Peace-Building and CSRééééééééééééééé24 

6.1.Peace-Building: An Issue to Be Addressed in the Frame of CSR?........................24 

6.2.How Peace-Building Can Be Realized in the Frame of CSRéééééééé.26 

6.2.1. Corporate Social Initiatives (CSI)ééééééééééééééé...27 

 

7. Nicosia, Cyprusééééééééééééééééééééééééééé.31 

7.1.SMEs and Peace-Building in Nicosia in Theory: How to Link Contact Hypo- 

Thesis and CSIéééééééééééééééééééééééééé33 

7.2.SMEs and Peace-Building in Nicosia in Practice: Shopkeepersô Assessmenté...37 

7.3.Evaluationééééééééééééééééééééééééééé...39 

 

8. Conclusionééééééééééééééééééééééééééééé50 

 

9. Bibliographyéééééééééééééééééééééééééééé..54 
 
 

Appendixéééééééééééééééééééééééééééééééé...58 

 English Version of Questionnaire 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



3 
 

List of Abbreviations 
 
 
 
 
 
 
BSR = Business for Social Responsibility 

CBM= Confidence Building Measure 

CEO = Chief Executive Officer 

CRM = Cause Related Marketing 

CSI= Corporate Social Initiative 

CSM= Corporate Social Marketing 

CSR= Corporate Social Responsibility 

EC= European Community / European Commission (cf. context) 

EU= European Union 

GC= Greek Cypriot 

GCB= Greek Cypriot Business 

MNC= Multinational Corporation 

SME= Small and medium-sized enterprise 

TC= Turkish Cypriot 

TCB= Turkish Cypriot Business 

TNC= Transnational Corporation 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



4 
 

1. Introduction  

When it comes to business and peace ï or conflict respectively ï diverse research 

has been conducted. Some of it, such as Huber's ñBusiness in Conflictò, focuses on the 

impact of conflict on business and the impact of actions taken by business on the con-

flict. Furthermore, war economies are elaborated. Other research in the field of peace, 

conflict and business concentrates on the role of Transnational Corporations (TNCs), 

Multinational Corporations (MNCs)
1
 and the economic macro-level as can be seen in 

Bray's ñInternational Companies and Post-Conflict Reconstructionò, Banfield, Haulfer 

and Lilly's ñTransnational Corporations in Conflict Prone Zonesò or Sherman's ñPrivate 

Sector Actors in Zones of Conflictò.  

There is also research on business in violent conflict, such as Feil et al.'s ñBad Guys, 

Good Guys, or Something in Between?ò which states, that ñ[r]esearch on business in 

zones of violent conflict is lagging behindò and further criticizes that ñ[c]urrently there 

is only limited knowledge about how companies behave in zones of violent conflict and 

their potentially positive roleò (Feil et al. 3). The paper finds that ñ[c]ompanies contri-

bute to governance in zones of violent conflict [and that] [t]hese governance contribu-

tions are at least partly the result of the growing trend towards Corporate Social Re-

sponsibilityò (ibid. 32) and, therefore, link businesses in violent conflicts and the con-

cept of Corporate Social Responsibility (CSR).  

However, in most research on business and peace the role of CSR is only a subordinated 

one. Some researchers emphasize the model function of business which can be achieved 

by implementing CSR-strategies and, thus, counter bad practices such as corruption. 

This shows, how business should implement CSR in order to change ñthe negative per-

ception of business as drivers of, or collaborators in, some of the issues which underpin 

the conflictò (Killick et al. 9). In other research, CSR-strategies are suggested ñas guide-

lines for MNCs to develop conflict-sensitive policiesò (Kanagaretnam and Brown 7). In 

most cases, CSR is only mentioned marginally and not thoroughly deepened, though. 

Also, CSR-strategies and the role of business are mostly mentioned in context of con-

flict but, as criticized in a paper by CDA, are ñlargely absent from the debate about their 

[businesses'] role in peace-buildingò (CDA 2) as businesses seem to see peace-building 

                                                           
1
 Some texts do use the terms ómultinational corporationô (MNC), ótransnational corporationô (TNC) and 

ómultinational enterpriseô (MNE) interchangeably, while others distinguish the terms. Here, businessdic-

tionary.com offers the definition of an ñ[e]nterprise operating in several countries but managed from one 

(home) countryò for MNC, whereas a TNC is to be understood as ñany corporation that is registered and 

operates in more than one country at a timeò (Business Dictionary). For this thesis, the latter distinction 

shall apply. 
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to be outside of their area of concern. Not only do business representatives doubt their 

proactive
2
 role in peace-building, but they also argue that CSR is ñdistinctly different 

from peace-building in that CSR is related to their core operations and peace-building is 

notò (CDA 3). As a resolution for changing this attitude, the CDA paper suggests to 

start promoting ñcompany involvement in peace-building and conflict resolution [é] on 

the local level, since that is where companies are most comfortable and have the most 

impactò (ibid.). 

On the subject matter of business at local level and their potential to contribute to peace-

building, some research has been conducted as well. Killick et al. found that ñthe peace-

building role of business ï large and small ï that are locally owned, run and staffed will 

differ from those that answer to foreign managementò (Killick et al. 2). Furthermore, it 

is criticized that ñdespite the evidence that local business has an important part to play, 

and a strong interest in supporting peacebuilding initiatives, significantly less effort has 

been directed towards analysing and facilitating its role than for that of TNCsò (ibid.). 

Thus, the role of local business and their potential to contribute to peace-building is 

under-researched.  

One rather extensive research on local business and its role regarding peace which 

needs to be mentioned in this context has been conducted by Banfield, Gündüz and Kil-

lick. In ñLocal Business, Local Peace: the Peacebuilding Potential of the Domestic Pri-

vate Sectorò two distinct categories of possible business participation are defined. For 

one, local business can facilitate and participate in dialogue processes. Then, business 

can strengthen ñpeaceful transactions between divided communitiesò (Banfield et al. 

Local 113). Here, the role of Small and Medium-sized Enterprises (SMEs) is explicitly 

stressed as ñdue to size and exposure, SMEs are particularly hit by conflict and often 

share common challenges. Encounters between SME entrepreneurs offer fertile territory 

for reaching across dividing lines and building relationships based on shared concerns 

and ways of tackling problemsò (ibid. 125). Facilitating measures such as dialogue and 

joint projects are exemplified. However, none of these are related to CSR-practice.  

 

 
                                                           
2
 Throughout this paper the term óproactiveô is to be understood according to the businessdictor-

nary.comôs definition and, thus, meaning ñ[a]ction and result oriented behavior, instead of the one that 

waits for things to happen and then tries to adjust (react) to themò (Business Dictionary). Therefore, be-

havior that can be called proactive aims at identifying and exploitation of opportunities by taking action 

against potential problems and threats. This is contrasted to reactive behavior which only deals with prob-

lems and their solution after they have already occurred. Thus, proactive behavior means taking action 

and having certain results in mind. 
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While, theoretically, the role of local business and especially SMEs as a poten-

tial venue for peace-building measures has been acknowledged, this topic has not been 

thoroughly researched yet. Also, no link between the concept of CSR and a more proac-

tive and direct role of business in peace-building, which goes beyond dialogue and 

trade, has been established. CSR-strategies have been predominantly mentioned in con-

nection with TNCs or MNCs and the function of CSR was limited to a role-model func-

tion of business. Businesses should abolish corruption and maltreatment of workers in 

order to serve as a good example. Also, they should not further the existing conflict by 

their business practice. Consequently, the role of CSR-practice in peace-building is ra-

ther a marginal and limited one. This thesis, thus, seeks to link the proactive involve-

ment of local SMEs in peace-building with their respective implementation of CSR. 

Therefore, it will address the question, whether businesses are able to contribute to 

peace-building in the frame of CSR. Here, the term ñabilityò of businesses is to be un-

derstood as their general (self-perceived) capability as well as their willingness to act 

accordingly.  

As a case study, Nicosia, the capital of Cyprus was chosen. Cyprus looks back on a dec-

ade-long history of conflict, which has been hallmarked by violent outbursts and inter-

communal fighting between Greek Cypriots and Turkish Cypriots. This ultimately lead 

to a separation of the island and, in the course of this, Nicosia, the capital, was divided 

as well. Due to this background marked by conflict, the unresolved conflict is still a 

major issue as the author of this thesis has experienced firsthand. In conversations espe-

cially young Greek Cypriots
3
 have mentioned that they and most of their friends would 

never cross over to the Turkish Cypriot side. Surprisingly, the attitude amongst older 

people who did experience the violent outbursts themselves seemed more relaxed, as 

most of them reported to have already crossed over to the Turkish Cypriot side in order 

to visit their old village or look at some property they own there. However, when con-

ducting the survey for this thesis, several older Greek Cypriot shopkeepers mentioned 

they wished the border crossing was never opened and stated it should be closed again. 

From this it can be concluded that there are still hostile sentiments prevailing in the 

Greek Cypriot population. The conflict still plays a role in everyday life and even 

though the ongoing talks between the Turkish Cypriot community leader Mehment Ali 

                                                           
3
 Unfortunately no equivalent discussions could be lead with young Turkish Cypriots due to the existing 

language barrier and the lack of contact with young Turkish Cypriots. Those older Turkish Cypriot 

shopkeepers whom I was able to converse with (which were only a few due to the language barrier) fre-

quently undertook trips to the Greek Cypriot side. 
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Talat and the Greek Cypriot president Demetris Christofias seem to be promising, as 

they are quoted to have stated that they bear the hope of resolving the conflict within the 

current year (cf. Tagesspiegel), additionally there is the need for peace-building as a 

political settlement will not address prevalent hostile sentiments. This entails that, over-

all, peace-building in Cyprus is still an issue. Besides the fact that there is still the need 

for peace-building in Cyprus, there are mainly SMEs operating in the Old Town on both 

sides of the divide. Therefore, it seemed adequate to choose Nicosia, Cyprus as a case 

study when researching the role of local SMEs in the peace-building process and linking 

this to CSR-practice. 

 

Before dealing with the chosen example in more detail, a working definition of 

CSR to apply in this thesis will be established. Furthermore, it will be elaborated which 

businesses should implement CSR and for what reason businesses should have an inter-

est to do so. Upon having established the concept of CSR, the question why peace is of 

concern for businesses will be examined. In this context, the role of local businesses 

will be highlighted as these do have some advantages over big companies when it 

comes to peace-building.  

Prior to introducing the chosen example of SMEs in Nicosia, Cyprus, the concept of 

peace-building will be elaborated. In this context, the focus will be on a Social Psycho-

logical theory, namely the óContact Hypothesisô. This focus was chosen because Social 

Psychology is the branch of humanities which, in detail, deals with inter-group relations 

and in Cyprus the conflict exists between two ethnic groups, namely the Greek Cypriot 

and the Turkish Cypriot community and, therefore, poses an inter-group relation. 

Upon having elaborated both, the concept of CSR and the concept of peace-building, 

both will be linked in the subsequent part of the paper. The questions, whether the issue 

of peace-building does qualify to be addressed by CSR and how peace-building can be 

realized in the frame of CSR will be answered. In this context, Corporate Social Initia-

tives (CSI) will be introduced as these offer one way for businesses to proactively en-

gage in peace-building. 

Thus far the paper will have established peace-building to be a concern of business as it 

poses a social concern in conflict and in post-conflict societies. Therefore, it can be ad-

dressed by CSR-strategies. Furthermore, the special role of local business and, thus, 

local SMEs in the process of peace-building will have been established as well.  

Taking these considerations into account, they will lead to first theoretical assumptions 
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about the possibility of SMEs to proactively contribute to peace-building in Nicosia, 

Cyprus. In the following part of the thesis, these theoretical assumptions will be eva-

luated according to their realizability on the grounds of data gathered in situ. 

Finally, conclusions will be drawn based upon the results from the evaluation of the 

data gathered. 

 

2. Corporate Social Responsibility (CSR) ïConcept and Working Definition  

 

Before reflecting on business and their possible role in peace-building in the frame 

of Corporate Social Responsibility (CSR), the underlying concept itself is to be elabo-

rated. When trying to elucidate the concept of CSR various definitions are found in lite-

rature which each stress different aspects. 

Some definitions emphasize the voluntary nature of the concept as in the definition giv-

en by Kotler and Lee who regard ñ[c]orporate social responsibility [as] a commitment 

to improve community well-being through discretionary business practices and contri-

butions of corporate resourcesò (Kotler and Lee 3). Here, emphasis lies on the discre-

tion and voluntariness of business practices which should be directed at community 

well-being.  

Other definitions, as the one printed by óBusiness for Social Responsibilityô (BSR), 

state that CSR means that ña corporation óoperates in a manner that meets or exceeds 

ethical, legal, commercial and public expectations that society has of businessôò (quoted 

in: Zadek 18). In this definition stress is not as much on the voluntary nature inherent to 

the adaption of CSR-strategies but here the outperformance of the expectations directed 

at a company is seen as the benchmark. Another definition focuses on the aspect of ac-

countability, as ñcorporate social responsibility means that a corporation should be held 

accountable for any of its actions that affect people, their communities, and their envi-

ronmentò (Post, Lawrence and Weber 58). As Gendron states, it is agreed upon by scho-

lars that it is very difficult to agree on a single definition of CSR which is accepted in 

both, the academic and the social world (cf. Gendron). 

Therefore, it seems rather impossible to find a single, valid definition that can be re-

ferred to. 
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This dilemma, resulting from diverging conceptions of CSR, roots in the history 

of the concept, in which there have been two polarized positions regarding a corpora-

tionôs
4
 responsibility and which target-groups it bears responsibility for.  

One position is that of Milton Friedman who deems a corporation to be morally neutral. 

Friedman states that corporations only respond to outside stimuli such as consumer de-

mands or regulations set forth in law. Hence, the greatest service of business is to pro-

vide goods and services in a profitable manner and, therefore, due to the free and com-

petitive market, provide the highest possible quality for the lowest possible price to the 

consumer (cf. Gibson 203). This aspect, focusing solely on profit, is referred to by the 

term ñshareholder paradigmò (Post et al. 72). The only responsibility a corporation bears 

is the one towards its shareholders. Here, responsibility is to be understood as profitabil-

ity and the maximization of profit respectively. 

Another position regarding the same issue is taken by R. Edward Freeman who, con-

trary to Friedmanôs profit-centered view, thinks that companies are to be understood as 

means to enhance the welfare of all who do have stake in them. Freeman stresses that 

one group of stakeholders, such as employees, investors or consumers, cannot be re-

garded as more important than the other relevant groups. Thus, while it is necessary not 

to neglect the interest of investors ï the maximization of profit ï the company should 

also take into consideration the interests of customers, suppliers, communities in which 

they operate and the environment (cf. Gibson 203f). As in this view, a corporationôs 

stakeholders play a crucial role, this position is referred to by the term ñmultiple stake-

holder paradigmò (Post et al. 72). Therefore, according to Freemanôs view, corporations 

bear more responsibilities than towards shareholders alone. Instead it is liable to all affi-

liated stakeholders and, thus, in Freemanôs view, a corporationôs responsibility exceeds 

the mere maximization of profit.  

 

One attempt to mediate the two opposing positions was undertaken by Gibson 

who suggests to define a company as an essentially money-making vehicle which, in 

order to remain profitable, has to consider interests that go beyond mere profit-

orientation. Hence, it has to cover the interests of a wide range of stakeholders in order 

to remain profitable, because these, in turn, might have the power to influence a compa-

nyôs profitability. As a result, Gibson assumes, companies are neither truly concerned 

                                                           
4
 A corporation is defined as Ă business entity that is designed to provide a service or a product at a profitñ 

(Hohorst 43).  
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about values and interests of their consumers as such, nor about those prevailing in the 

communities they operate in, but they do take those values and interests into considera-

tion in order to retain their own profitability (cf. Gibson 204). 

This suggested compromise between Friedmanôs and Freemanôs position on corporate 

responsibility is not accepted by critics who state that a company cannot be called so-

cially responsible if its behavior is prudential and self-interested. In order for CSR to be 

genuine, a company has to ómean itô. Thus, companies should be ñintegrating corporate 

social responsibility as a strategic investment into their core business strategy, their 

management instruments and their operationsò (Commission of the EC, Green Paper 4), 

and, therefore, act in the wider social interest. 

While this disparity about implementing CSR-strategies out of a corporationôs self-

interest versus the view that CSR needs to be genuine should be kept in mind, Gibson 

deems this differentiation negligible as even a companyôs merely self-interested, non-

altruistic behavior can promote human welfare and thereby accomplish the same results 

as ótrueô CSR (Gibson 205).  

Regarding opposing views on CSR, van Tulder and van der Zwart state that all ñpers-

pectives on CSR have their [é] shortcomings: purely ethical business practice can re-

sult in managers doing the óright thingsô wrong, while competitive market-oriented 

business practice can lead managers to doing the ówrong thingsô rightò (van Tulder and 

van der Zwart 145). 

 

The extensive and complex discussion on CSR has been roughly summarized 

here and illustrates that there is no single valid definition of the concept of CSR. The 

latter, as well as its underlying paradigm, are much discussed and a compromise has not 

been agreed upon yet. While many definitions stress various aspects of CSR and center 

on either shareholders or stakeholders, the definition of CSR chosen for this thesis is the 

one provided by the European Commission
5
. The European Commission defines CSR 

as ña concept whereby companies integrate social and environmental concerns in their 

business operations and in their interaction with their stakeholders on a voluntary basisò 

(Commission of the EC (2006) Communication). This definition was ñinspired by the 

CEOôs discourse which affirms that social responsibility concerns initiatives that go 

                                                           
5
 For this thesis it seemed adequate to choose a definition of CSR provided by the European Commission, 

as this definition is viewed as being constitutional within the European Union. The data examined in this 

thesis was collected in Cyprus which joined the European Union in May 2004. Therefore, the definition 

of CSR provided by the European Commission should be applicable in Cyprus just as much as in any 

other member state. 
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beyond the lawò (Gendron) and stresses the fact that CSR should go beyond the mini-

mum legal requirements and obligations. 

However, the rather broad definition provided by the European Commission cannot be 

specified as ñ[w]hat constitutes CSR depends on the particular situation of individual 

enterprises and on the specific context in which they operateò (Commission of the EC 

(2002) Communication 5). Not every corporation lays its main focus on environmental 

issues as these might not be as relevant in the context of the company as, for example, 

human rights (cf. CSR-Germany). Hence, overall, in accordance with the CSR-

definition employed in this paper, ñ[p]eople expect firms not only to perform the tradi-

tional function of providing goods and services to all citizens who are willing to pay for 

them, but also to help society solve its problemsò (Farmer 2).  

 

After having established that CSR entails the voluntary integration of social and/or 

environmental concerns (depending on the respective specific context) in a businessô 

operations and its interaction with its stakeholders, some reasons, why businesses 

should implement CSR and which businesses should do so will be considered. 

 

3. Fitness and CSR ï Several Good Reasons for óShaping Upô 

 

While the general opinion seems to be that mainly large Multinational Companies 

(MNCs), Transnational Companies (TNCs) or other rather immense companies are re-

sponsible for implementing and conducting CSR (cf. Commission of the EC, Green 

Paper 7), the European Commission stresses in its Green Paper that also ñ[i]ts [note: 

CSRôs] application in SMEs including micro-businesses is of central importance, given 

that they are the greatest contributors to the economy and employmentò (ibid.). Accord-

ing to a definition given by the European Union, ñ[t]he category of micro, small and 

medium-sized enterprises (SMEs) is made up of enterprises which employ fewer than 

250 personsò (EC The New SME Definition 5). Further distinctions are made within the 

category of SMEs. Medium-sized enterprisesô number of employees lies between 250 

and 50 persons, small enterprises employ fewer than 50 persons, while micro enterprises 

employ fewer than ten persons (cf. EC The New SME Definition 14).  

Fernando points out the problem that most ñpromotion initiatives and literature on the 

subject [note: CSR] have been tailored to suit the needs of larger companiesò (Fernando 

4). Here he sees the dilemma of SMEs not being able to relate to these, as their original 

position differs from that of a large company, MNC or TNC. Usually, SMEs ñcommand 
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fewer human and material resources and face different challenges in their communities. 

Therefore, there is a need to adapt [CSR] to each companyôs context, scale, sector, loca-

tion, reach and comparative advantage, as well as constraintsò (Fernando 4). 

Thus, as stated by the European Commission in its Green Paper, any business, irrespec-

tive of its size, resources and core activities should be implementing CSR.  

 

However, for any business, regardless of being a SME or a large corporation 

such as a MNC or TNC, the adoption of CSR imposes additional obligations that go 

beyond legal ones. Furthermore, CSR requires additional administrative effort as well as 

extra resources. These additional efforts, which have to be undertaken when adopting 

CSR, seem to be counterproductive to the corporate strategy of efficient gain. The ques-

tion arises why CSR should be implemented at all when this goes beyond legal re-

quirements and, therefore, is not obligatory for corporations? This can be answered 

when considering the question if  additional investments in administrative effort and 

extra resources do pay off for companies in the long run.  

 

According to Lougee and Wallace, there are two polarizing motives for a busi-

ness to adopt CSR. For one, they list the moral cause which is based on the presumption 

that any businessô aim to generate profit is driven solely by the idea of doing something 

good. This entails that a businessô obligation towards customers, communities and other 

stakeholders should be given at least equal importance in relation to a businessô profita-

bility. The second, contrary motive for implementing CSR-strategies bases on an eco-

nomic reason, as the adoption of CSR is seen to be a positive long-term investment 

from which the company will profit in the long run (cf. Lougee and Wallace 99). Thus, 

there can be either a moral or an economic motivation underlying when a business im-

plements CSR. This seems to take up the debate on ógenuineô CSR versus the adoption 

of CSR for profit-maximization which has been briefly outlined in chapter two of this 

thesis.  

 

The implementation of CSR-strategies is not facile as far as corporations are 

concerned, though. While the law does not inhibit philanthropic ambitions of corpora-

tions, the market in which they operate might do so. The implementation of CSR-

strategies often only pays off in the long run, whereas corporations usually manage for 

the short term in order to be able to deal with market pressure and remain profitable (cf. 
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Fort 11). Thus, the behavior of businesses is mainly determined by market pressure, as 

the performance of corporations is judged according to their success in the market. In 

order to overcome this stipulation posed by market pressure, the financial governance 

mechanism inherent to the market needs to be transferred to the application of CSR and 

ógood ethicsô need to be linked to ógood businessô (cf. ibid. 11, 16). By achieving this, 

the contrary motives for implementing CSR given by Loguee and Wallace can be inte-

grated because a link between good ethics and profitable business practice is estab-

lished. 

 

Anyhow, the dichotomic reasons of ógood ethicsô and óprofitable business prac-

ticeô are not the only reasons for implementing CSR found in literature. Kotler and Lee 

take an encompassing approach covering various reasons for businesses to adopt CSR. 

They compare the reasons why it is good for companies to adopt CSR to the reasons 

why it is good for people to work out and get some exercise. 

Kotler and Lee claim that participation in óCorporate Social Initiativesô (CSI), which are 

ñmajor activities undertaken by a corporation to support social causes and to fulfill 

commitments to corporate social responsibilityò (Kotler and Lee 3)
6
 has the same effect 

that regular exercise has on the human body. 

It looks good, just like being active and working out will make a person look good. The 

corporation will, for instance, look good to potential customers, investors and in media 

coverage. A further effect achieved through regular workouts is that one feels good. 

Analogue to this, it feels good to employees, current customers and stockholders if a 

corporation is conducting CSI or in other ways implementing CSR. In addition, just like 

exercising does good for the human body, CSI does good not only for the brand and its 

reputation but also for the community. This deems CSI to be a win-win undertaking. 

Finally, as stated by Kotler and Lee, regular exercise helps to prolong life. Likewise, 

CSI seems to help corporations with a strong reputation for CSR to last longer in the 

market (cf. Kotler and Lee 10). 

To these comparisons made by Kotler and Lee the author of this thesis would like to add 

further analogies applying to exercise as well as to the implementation of CSR. 

While working out leads to a certain ótraining effectô, it increases a personôs competi-

tiveness in tournaments, just like the implementation of CSR can increase a corpora-

tionôs competitiveness in the market.  

                                                           
6
 Corporate Social Initiatives will be discussed in more detail in chapter 6.2.1. of this thesis. 
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Not only can there be found analogies to positive effects of exercise and a corporationôs 

CSR practices, but also a negative aspect should be pointed out here. Just like doping 

artificially increases a sportspersonôs performance and mimics a capacity which is not 

really existent, the so called óGreenwashingô
7
 of corporations who only pretend to have 

good CSR-performance really only dupe the implementation of CSR. In both cases, 

when truth is unearthed, it probably leads to a considerable scandal and the respective 

reputation is damaged. While this last aspect will not be discussed any further in this 

paper, it was still mentioned for the sake of completeness. 

 

Kotler and Leeôs argument regarding a companyôs good look is supported by 

Wulfson who states that in ñtodayôs businessworld the corporation must be aware of its 

public image. Corporations must decide if the long-term gains will justify making a con-

tribution to a nonprofit causeò (Wulfson 461). By practicing CSR, the perception of a 

company in the public will become more positive. For this reason, ña company may 

sacrifice short-run profits by undertaking social initiatives. But what is lost in the short 

run may be gained back over a longer periodò (Post et al. 71). Therefore, one of the rea-

sons for adopting CSR is the fact that this influences a companyôs public image and, 

thereby, the way it looks in public. This seems especially important for SMEs, as they 

often operate within the immediate environment of their clientele and a bad reputation 

would instantly lead to negative consequences, such as the lack of customers, for the 

respective company. 

Another advantage of adopting CSR in connection with a companyôs good looks is men-

tioned by Lougee and Wallace. They see an advantage in ñEmployee Recruiting and 

Retentionò as nowadays potential employees do inquire about a companyôs CSR prac-

tices. Therefore, a company looks better to prospective employees (cf. Lougee and Wal-

lace 100). Simultaneously, it also motivates current employees to stay with the compa-

ny, identify with it and work accordingly. 

Besides this, CSR can also be useful in the field of risk management. If a company be-

comes involved in an event that draws negative public attention such as, for instance, an 

accident or a scandal, this might not completely destroy the companyôs good reputation 

if it is known for conducting CSR. ñA strong CSR program can help [to] prevent such 

                                                           
7
 ĂGreenwashingñ is defined as ñ[t]he dissemination of misleading information by an organization to 

conceal its abuse of the environment in order to present a positive public imageò (The American Heritage 

Dictionary of the English Language) and ña superficial or insincere display of concern for the environ-

ment that is shown by an organizationò (Collins English Dictionary). 
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episodes from occurring or can work to limit damages in the event they occurò (Lougee 

and Wallace 100). Thus, if the implementation of CSR-strategies will not prevent the 

scandal or accident from happening in the first place, it might at least help the company 

to maintain its reputation or keep this reputation from getting completely demolished.  

 

Another aspect, undermining Kotler and Leeôs comparison of CSR and working 

out is óSocially Responsible Investmentô (SRI). This concept describes the fact that in-

vestors ñbuy into corporations whose environmental and social standards reflect their 

own valuesò (Aburdene 140). Thus, investors do invest in companies which they do feel 

good about, as the companies apparently share the investorôs values. SRI is a factor that 

should not be neglected by corporations, as ñ[i]n recent years, socially responsible in-

vesting (SRI) has experienced a strong surge in popularity among mainstream inves-

torsò (Commission of the EC, Green Paper 20). This can be explained by the fact that, 

to investors, socially and environmentally responsible strategies indicate an efficient 

and proper internal, as well as external, management (cf. ibid.). However, investors are 

not the only ones to profit from feeling good about investing in a corporation with good 

CSR practice. Attracting more investors by implementing CSR is also beneficial for a 

companyôs business and growth regarding investments. Thus, the company will also feel 

good in return. Lougee and Wallaceôs óEmployee Recruiting and Retentionô-aspect also 

applies to the feel good aspect of implementing CSR. Not only do new employees get 

attracted to the corporation because it looks good to them, but also does trained staff 

stay with the company because employees feel better about staying with the corporation 

if good CSR is conducted (cf. Lougee and Wallace 100). 

 

According to Kotler and Lee, working out does good to the body, just like CSR 

does good to the community as well as to a companyôs products. The latter aspect will 

be elaborated in the paragraph on increased competitiveness, though, as this seems more 

appropriate. In any case, companies should always keep in mind that they depend on 

ñthe health, stability, and prosperity of the communities in which they operateò (Com-

mission of the EC, Green Paper 11) and while the companies do already contribute to 

the respective community by ñproviding jobs, wages and benefits, and tax revenuesò 

(ibid.), they should also consider taking an extra effort beyond this, in order to maintain 

the respective communityôs health and stability. Thus, companies should take into con-

sideration their dependence on the communities they operate in and therefore arrive at 
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adopting CSR in order to attain a win-win situation: the community profits from the 

businesses which put in an extra effort beyond their legal obligations. The companies, in 

turn, profit from the stability and health of the community they operate in. Hence, CSR 

does good to the communities and, successively, also does good to the business which 

implements CSR. 

 

A further reason favoring the application of CSR-strategies is linked to increas-

ing a companyôs competitiveness as has been added to Kotler and Leeôs analogy. There 

is a competition arising amongst businesses. Each business strives to be regarded as 

more positive than other businesses by the public. Steinkirchner asserts that it is no 

longer sufficient to attract business by simply producing functioning products, meeting 

the buyerôs taste and being adequate in price (cf. Steinkirchner 58). A businessô effort 

needs to go beyond this. However, here the customer plays a crucial role. When choos-

ing a product or a service, the customer should take into consideration a businessô CSR 

practice which should not only be of concern to investors and stockholders. By scruti-

nizing the CSR-performance of corporations and choosing products and services accor-

dingly, customers can help to promote CSR practice (cf. Haigh and Jones 20). ñIf con-

sumers are consistently willing to pay some form of premium for CSR-affiliated prod-

ucts (or brands or reputations), producing firms will gain competitive advantageò (ibid.). 

The firms would gain an advantage over firms which do not implement CSR-strategies 

because their product or service sales increase. This way, they would force other busi-

nesses to implement similar strategies in order to remain capable of competing in the 

market. A virtuous-cycle would be triggered, as companies would constantly have to 

out-perform or at least keep up with the good CSR-practices other companies imple-

ment. 

In this way, CSR is able to improve a companyôs competitiveness in the market and can 

bring about advantages over competing companies. This is summed up by Lougee and 

Wallace under the term of brand differentiation, which means that a company distin-

guishes itself and its products from others by implementing CSR. Thereby, the respec-

tive company is able to increase its market shares as well as its sales (cf. Lougee and 

Wallace 100). Thus, just like regular exercise increases an athleteôs competitiveness 

compared to other athletes, the implementation of CSR-strategies brings about an in-

creased competitiveness of a company with regard to other companies. This aspect also 

entails the forth aspect listed by Kotler and Lee which argues that the implementation of 
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CSR prolongs a companyôs life, just like regular exercise keeps a person healthy and 

prolongs his life. In the consequence of a companyôs increased competitiveness and the 

increase of sales and market shares, a companyôs life is prolonged as well. 

 

Consequently, there are various good reasons for companies to adopt CSR. Regard-

less whether it is for looking good, feeling good, doing good or increasing competitive-

ness and, thereby, prolonging life, the implementation of CSR seems to be always bene-

ficial for the company from a business studiesô point of view. It needs to be kept in 

mind that this vantage point is the businessô view on CSR because ñ[i]t is not that com-

panies forego economic profitability in [implementing CSR], but [é] the companies 

integrate a variety of approaches that, probably, for a variety of motives, are more so-

phisticated than a narrow view of short-term money-makingò (Fort 232). Thus, as desir-

able it might be to insinuate altruistic or philanthropic behavior, most motives for the 

implementation of CSR are related to economic profit. This brings back the discussion 

sketched in the second chapter on ógenuineô CSR and the merely profit oriented CSR 

which, according to Gibson, is a negligible differentiation (cf. Gibson 205) as the results 

are the same. 

 

4. Business and Peace 

 

Upon having settled, why companies should implement CSR, the issue, why com-

panies should be concerned with peace shall be addressed. Of course, peace is not an 

issue for every company, as in conflict prone regions it is a more urgent issue on the 

businessesô agenda than in stable and peaceful environments. In this case, the mainten-

ance of peace should be in the businessesô interest.  

However, businesses usually do need a stable environment in order to flourish. There-

fore, it is in the interest of businesses to create and/or maintain a stable and, thus, also a 

peaceful environment. As business leaders ñbelieve that a concern for peace will have 

long-term beneficial impacts on shareholder profitabilityò (Fort 6) and that they ñwill 

best ensure their profitability if they also mindfully contribute to the public goodò (ibid. 

7), they see the need to engage non-economic values in their business practice. While, 

of course, there are also businesses and industries which profit from unstable, violent 

environments as their gain is based on trading weapons or re-building after the impact 

of war, the vast majority of businesses needs a relatively stable environment to survive. 

This can be harmed by violence and unrest (cf. ibid.).  
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Also, not only do businesses need stable environments to thrive, but each conflict also 

leads to additional costs for the private sector. Businesses suffer from economic down-

turn, they lose investments and (potential) business partners as well as the opportunity 

of growth. Further costs created by the environment of conflict are the destruction of 

infrastructure (be it structural or social) and the lack of security (cf. Banfield et al. Local 

193). 

Especially local businesses and SMEs which are ñpart of the social fabric of a conflict 

context, and therefore experience the trauma and destruction [the conflict] brings to 

their own communities and familiesò (Banfield et al. Local 193) might also feel a moral 

imperative to relief suffering and promote peace for the greater good of the society they 

operate in. 

 

Thus, for several reasons, peace should be a concern of businesses. The main-

tenance of peace should be in the interest of all businesses, whereas the creation of a 

peaceful and stable environment should be in the interest of businesses operating in con-

flict and immediate post-conflict zones. The reciprocal relationship between businesses 

(which need peace to thrive) and peace (which can be promoted by businesses) implies 

a particular responsibility of businesses in fostering peaceful societies and thereby fulfill 

their assigned function as ñan instrument of peace and civilityò (Fort ix). 

 

4.1. What Can Businesses Do in Order to Create or Maintain Peace? 

 

Fort lists three dimensions which need to be taken into consideration if a busi-

ness wants to contribute to sustainable peace. The first dimension is economic devel-

opment, as countries affected by poverty tend to be more violent than economically sta-

ble countries. Therefore, businesses can contribute to economic development through 

employment which can, for example, be achieved by processing raw materials in situ 

instead of exporting them to other locations. Furthermore, local workforce can gain 

from employment as far as professional skills are concerned. Employees get profession-

al, state of the art training on the job and can carry this on into their own business ven-

tures. The second contribution businesses can make to sustainable peace is transparen-

cy. By subjecting to external evaluation of their conduct and by supporting external reg-

ulations as the rule of law and by abiding to them, misconduct of corporations, such as 

corruption, can be avoided. Thirdly, corporations can contribute to building a sense of 

community. In order to do so, companies should, at minimum, respect human rights, 
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local customs, religions and traditions (cf. Fort 20ff). Thus, ñPeace Through Commerce 

comes through corporations fostering economic development, submitting to external 

evaluations of their actions [é] and building of affective dimensions of communityò 

(ibid. 131). However, these dimensions predominantly apply in a relatively stable envi-

ronment and are directed at the maintenance of peace. 

 

When a business faces conflict, there are, according to Banfield, Gündüz and 

Killick, three possibilities for the business to respond. One approach comprises activi-

ties which sustain the prevailing conflict, such as illicit trade. Another strategy involves 

mere coping with the conflict. This entails the adaption of the business to the conditions 

and challenges the conflict-situation brings about. Thirdly, there can be responses which 

seek to reduce the conflict and, at the same time, enhance the prospect for peace. This 

third option is titled ópeace entrepreneurshipô by Banfield, G¿nd¿z and Killick 

(cf.Banfield et al. Local 2).  

An example for this can be found in history. In case of Europe, trade and commerce 

helped building bridges between former enemies and made them grow together. The 

European Union was founded ñafter centuries of wars on European soil and two world 

wars [and] has shown that the best way to overcome the psychological barriers of deal-

ing with the former enemy, is to create an environment for economic co-operationò (Ha-

tay et al. 2). 

As this paper has argued, the third option is the most profitable one for businesses, as 

they usually do depend on a peaceful environment in order to grow and flourish unless 

they profit from war economies. 

 

4.2.The Role of Local Business 

 

In the context of conflict, local business and especially SMEs take on an impor-

tant role as they are affected strongest by the conflict due to their size and their imme-

diate exposure to the conflict. Furthermore, they are embedded in the respective social 

context at grass-root level due to their customers and employees and are more personal-

ly affected by conflict than bigger businesses would be (cf. Banfield et al. Local 125).  

However, ñdespite the evidence that local business has an important part to play and a 

strong interest, in supporting peacebuilding initiatives, significantly less effort has been 

directed towards analyzing and facilitating its role than for that of TNCsò (Killick et al. 

2). Therefore, this paper will focus on and explore the role of local SMEs. 
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Not only are the local businesses the ones who are involved most and affected 

the strongest, but the local level is also ñwhere companies are most comfortable and 

have the most impactò (CDA Collaborative Learning Projects 3). This is supported by 

Jeong who states that ñone of the most critical conditions to make a peace process sus-

tainable is the engagement of local communitiesò (Jeong 153), because this is the only 

way to achieve a long-term progress of socio-economic transformation (cf. ibid. 151f). 

Of course, the size of a business shapes its involvement in peace-building activities and 

also determines the kinds of activities it participates in. However, ñsmall or micro busi-

nesses are by no means excluded from peacebuilding processes, although their impact 

tends to be more localized [é] Nevertheless, their contributions can be crucial because 

they are often located at the front linesò (Banfield et al. Local 197). 

 

Thus, it can be said that, while local businesses and especially SMEs are the ones 

who are most affected by conflict and also do have the most impact in peace-building 

activities, this topic has, so far, been under researched and this venue in peace-building 

has not been thoroughly explored. Of course, this thesis cannot accomplish this, but it 

can start an exemplary attempt of venturing down this aisle and statute an example for 

the part local SMEs can play in the specific situation of Nicosia, Cyprus. Before focus-

ing on the examination of peace-building abilities of local businesses in Nicosia, Cyprus 

in the frame of CSR though, the concept of peace-building itself will be elaborated. 

 

5. Peace-Building  

 

Boutros-Ghali denotes peace-building as ñan action to identify and support structures 

which will tend to strengthen and solidify peace in order to avoid relapse into conflictò 

(Boutros-Ghali §21). Even more precise, he describes post-conflict peace-building as 

taking ñthe form of concrete cooperative projects which link two or more countries in a 

mutually beneficial undertaking that can not only contribute to economic and social 

development but also enhance the confidence that is so fundamental to peaceò (ibid. 

§56)
 8
. 

                                                           
8
 While in Cyprus one cannot precisely talk about two distinct countries as the Turkish Republic of 

Northern Cyprus is not recognized internationally except by Turkey, the conflict situation is similar to 

that of two conflicting countries. Thus, the concept can be transferred to both communities living on the 

island and they can be seen to pose a different country each. 
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Therefore, peace-building is clearly identified as an action, thus, entails that someone 

has to function as an actor whose aim is to support structures which will tend to streng-

then and solidify peace. This action has been specified by Boutros-Ghali to be a con-

crete cooperative project which aims at building confidence which he takes to be fun-

damental to peace. 

In order to build confidence, so called óConfidence Building Measures (CBM)ô can be 

applied. The concept of CBM derives from European military history and connotes the 

practice of inviting observers from other states to witness military exercises. This prac-

tice probably dates back to the time before World War I (cf. Darilek and Kemp 11). 

Over time, there was a development from CBM leading to greater transparency in order 

ñto reduce the mutual suspicion that secrecy trends to breed and reflectò (ibid. 15) to an 

ñadditional proposal to create a multinational consultative mechanism for the face-to-

face exchange of information (ibid. 18) and thereby reducing the possibility of surprise 

attacks. However, the concept of CBM is not merely discussed in the context of military 

themes, but it is also employed in the field of international conflict resolution in order to 

de-escalate conflicts between states (cf. Landau and Landau 97). As ñ[a]ttempts to solve 

conflicts often fail where the parties are deeply suspicious of each otherò (ibid. 97) it is 

necessary to build trust and confidence between them. This practice does not only work 

in the field of international conflict resolution, but it can also be applied to a stateôs do-

mestic conflicts. For the purpose of clarifying how confidence can be built between con-

flicting parties, a theory from Social Psychology will be consulted. 

 

5.1.The Contact Hypothesis 

 

In Social Psychology
9
, researchers deem the effect of inter-group conflict to be 

ñthe desire of the two parties to withdraw and cease communicating and interactingò 

(Worchel 289). Out of this, a lack of contact arises which fortifies the conflict. Based on 

this assumption the óContact Hypothesisô was developed. It implies that ñconflict reduc-

tion may be achieved by creating contact between the two partiesò (ibid.). Thus, the 

Contact Hypothesis states that, under certain circumstances, prejudices and animosities 

between groups can be reduced and confidence can be built through positive expe-

riences.  

                                                           
9
 For this thesis a Social Psychological concept was chosen as Social Psychology not only is an individua-

listic science which examines inter-personal relations, but just the same is a social science dealing with 

groups and inter-group relations. As this thesis aims at exploring a possibility to settle a conflict between 

two groups with distinct ethnicities, the author decided on a Social Psychological approach. 
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One approach within the Contact Hypothesis is the utilization of group repre-

sentatives. Representatives are supposed to start communicating and interacting, nego-

tiating on behalf of their respective group. This approach is usually applied when the 

two adversarial groups are too large for every single group member to participate in 

interaction (cf. Worchel 290). However, there are some drawbacks to this approach as 

representatives often have difficulties in finding an agreement which is acceptable to 

both parties of the conflict. If an agreement is found it is often not accepted and sup-

ported by the representative's respective group. The representative who has reached the 

agreement is rejected by the group because the group is dissatisfied with the according 

result (cf. ibid. 291). 

Another method that leads to contact between the conflicting groups is the creation of a 

common enemy. This is supposed to lead the groups to ñset aside differences and work 

together to overcome external threatò (ibid.). However, while this method might work, it 

only redirects the conflict towards another issue instead of eliminating it.  

 

The most promising approach within the Contact Hypothesis is the idea of inter-

group cooperation, as this ñgenerally involves contact between the groups in their united 

effortò (Worchel 292). Cooperation is to be understood as the counterpart of a zero-sum 

game: gains of one party are also gains of the other party and, likewise, failure of one 

party is also failure of the respective other party (cf. Worchel 292). According to Wor-

chel, ñ[r]esearch has demonstrated that cooperation results in increased communication, 

greater trust and attraction, greater satisfaction with the group product, greater feelings 

of similarity between group members, more helpfulness, and more coordination of ef-

fort and division of laborò (ibid.).  

 

Muzafer Sherif also discovered cooperation as a way of reducing conflict. In his 

experiments around óRealistic Group Conflictsô conducted experiments in three phases: 

group-building, inter-group conflict and conflict reduction (cf. Brown 409). In a sum-

mer camp he randomly assigned 12 year-old boys to certain groups and had them com-

pete against other groups in sportive tournaments and games. The tournaments were 

conceptualized as zero-sum games according to gaming theory, meaning that each play-

er ï or in this case team ï wins the loss of the respective other player or team, therefore, 

the one party's gain is the other party's loss (cf. Taylor and Moghaddam 48; Sherif and 
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Sherif 10). The groups started to show adversarial and aggressive behavior towards one 

another even outside the frame of the tournaments and games. Finally, the hostile beha-

vior was overcome in the phase of conflict reduction. A 'superordinate goal' was intro-

duced, which is a goal that is ñcompelling for members of two or more groups and can-

not be ignored, but which cannot be achieved by the effort and resources of one group 

aloneò (Sherif and Sherif 11). By posing a challenge to the camp participants that could 

only be mastered through cooperation with the adversarial groups, such a superordinate 

goal was created.  

All the same, Sherif stresses that superordinate goals are not a panacea per se but they 

provide ña motivational directionality along which communication, information, contact 

or exchange of persons as well as other specific measures, acquire new significance for 

recasting the prevailing intergroup relationsò (Sherif 261). Thus, a superordinate goal 

can be the motivation for both adversarial parties to initiate cooperation.  

 

Another effect of inter-group cooperation can be individualization. Individuali-

zation might lead to an improved relationship between members of the groups on a per-

sonal level, as they are perceived as persons and their social identity as a member of the 

adversarial group is less salient. However, there are doubts that individualization is ef-

fective for the reduction of inter-group conflict. If the group-membership is not relevant 

and salient in the situation of personal contact between members of the adversarial 

groups, the positive experience with members of the respective other group might not be 

transferred to the other group as a whole (cf. Wagner and Stellenmacher Gruppenpro-

zesse 37; Brown 412) but will remain restricted to the one person this experience was 

gained with. Therefore, this experience can be seen as the exception to the rule and it is 

assumed that only this one person is different from the rest of the adversarial group. 

Thus, overall, inter-group cooperation seems to be the best approach to conflict reduc-

tion in the frame of the Contact Hypothesis.  

 

However, there are some sine qua nons that need to be fulfilled for inter-group 

cooperation to be successful in the sense of contributing to conflict reduction. Lacking 

these conditions, prejudice might not be decreased but increased (cf. Brown 411f) and 

the inter-group cooperation might lead to the opposite effect of what was intended in the 

first place. 
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One of these conditions is that of equal status. This means that ñcooperation between 

groups of equal status is more likely to reduce conflict and hostility than cooperation 

between group members of widely different status or abilityò (Worchel 293). Another 

factor influencing the success of inter-group cooperation is the outcome of the respec-

tive cooperation. If the outcome is negative and leads to failure for both groups, the 

danger arises that one group blames the respective other group for this failure. There-

fore, inter-group cooperation should lead to success in the form of gain for both parties 

in order to avoid `blame-games´ and turning one party into a scapegoat for the respec-

tive other party (cf. ibid. 294). Also, Wagner and Stellenmacher recommend that the 

inter-group contact is to be supported by recognized authorities (cf. Wagner and Stel-

lenmacher Intergruppenprozesse 166). Another factor determining the success of inter-

group cooperation is the number of cooperative encounters. As Worchel states, a single 

encounter will not reduce conflict (cf. Worchel 295) but the time and duration of coop-

eration which is necessary for reducing conflict depends on the duration as well as on 

the fierceness of conflict.  

 

Thus, in accordance with Boutros-Ghaliôs specification of peace-building, the Con-

tact Hypothesis, or more specifically, inter-group cooperation in accordance with the 

Contact Hypothesis, fulfills the criterion of aiming at a concrete cooperative project 

which is mutually beneficial for both parties as it is supposed to not be a zero-sum 

game. Thereby, measures of inter-group cooperation taken in the frame of the Contact 

Hypothesis do contribute to the building of confidence which Boutros-Ghali deems to 

be ñfundamental to peaceò (Boutros-Ghali §56) and, thus, inter-group cooperation con-

tributes to peace-building as long as the aforementioned pre-conditions are fulfilled.  

 

6. Coming Full Circle ï Peace-Building and CSR  

 

6.1. Peace-Building: A n Issue to Be Addressed in the Frame of CSR? 

 

The CSR definition provided by the EU which was adopted for this paper states 

that CSR is to be understood as ña concept whereby companies integrate social and en-

vironmental concerns in their business operations and in their interaction with their 

stakeholders on a voluntary basisò [note: emphasis added] (Commission of the EC 

(2006) Communication). It also has been stressed in chapter two of this thesis 

thatñ[w]hat constitutes CSR depends on the particular situation of individual enterpris-
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es and on the specific context in which they operateò [note: emphasis added] (Commis-

sion of the EC (2002) Communication 5).  

Keeping both preconditions in mind, it can be argued that in any conflict or post-

conflict situation, peace-building does qualify as a social concern because it does affect 

the community the respective businesses operate in. In such an environment, the com-

panyôs specific situation and its context are also coined by either conflict or the conse-

quences of conflict in a post-conflict society. 

Another reason, why the issue of peace-building can be addressed in the frame of CSR 

is the fact that peace-building does meet business needs in addition to social needs. The 

mere fact that businesses depend on a stable environment in order to strive, grow and 

flourish makes peace a matter of interest for businesses. Thus, even if CSR is driven by 

a businessô mere self-interest and profit-oriented behavior, peace-building does qualify 

as an issue to be addressed by businesses in the frame of CSR.  

 

However, when addressing peace-building in the frame of CSR it should be kept 

in mind that, unlike other CSR-strategies which demand ñcorporate social responsibility 

[to be integrated] as a strategic investment into [businesses] core business strategy, their 

management instruments and their operationsò (Commission of the EC, Green Paper 4), 

the strategies directed at peace-building do not need to be fully integrated into a busi-

nessô core operations.  

This does not seem necessary as peace-building should only be a temporary issue. 

Hopefully, the óstate of peaceô will be attained at some point and there will no longer be 

the need for CSR-strategies directed at peace-building. In that case, corporations should 

consider implementing CSR-strategies into their core operations which are directed at 

the maintenance of the peaceful state and the preservation of a stable environment in 

which they operate. Here, measures such as the ones listed by Fort (cf. Chpt. 4.1.) are 

apt to apply. 

However, as the field of CSR in connection with peace-building has not been thorough-

ly researched yet, some aspects still have to be clarified. For one, there is no catalogue 

of criteria which can make a concrete statement regarding the question, when what the 

author of this thesis called óstate of peaceô is reached and how the maintenance of such a 

state can be achieved. In this field, further research is necessary before definite state-

ments can be made. 
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By definition and in theory, peace-building can be an issue addressed in the frame of 

CSR. In the following paragraphs is to be elaborated how this can be put into practice. 

 

6.2. How Peace-Building Can Be Realized in the Frame of CSR 

 

One way in which businesses can be concerned with peace, addressed by Ban-

field, Gündüz and Killick, is a businessô implementation of CSR. Here CSR is seen to 

be providing ña framework for addressing certain conflict issues directly ï for instance 

corruption or unfair employment practicesò (Banfield et al. Local 194). Thus, businesses 

can refrain from conducting unfair employment practices and abandon corruption in the 

frame of their CSR-strategies. CSR seems to be solely directed at internal business prac-

tices, and, for this reason, only addresses business-related issues of the conflict. Fur-

thermore, as stated by Banfield, G¿nd¿z and Killick, a businessô CSR practice also 

holds the option of ñaltering negative perceptions of businesses as drivers of, or collabo-

rators in, issues that underpin conflictò (Banfield et al. Local 194). Here again, CSR is 

restricted to the businessô role in conflict and its according reputation.  

 

Businesses which seek to reduce conflict and enhance the prospect for peace can 

also participate in dialogue initiatives, promote reconciliation in the work place or par-

ticipate in joint projects across conflict divides (cf. Banfield et al. Local 6). All these 

measures can also be undertaken in the frame of CSR. However, ñ[d]ialogue is likely to 

reach a dead end if it does not lead to action, generating frustration among participants 

who have invested time and effort, and leading to an eventual loss of commitmentò (ib-

id. 127). This is supported by the findings of a case study in Cyprus which examined the 

results of óThe Brussels Business Groupô which consisted of 32 Greek Cypriots and 

Turkish Cypriots with high positions in business, politics and the public sphere. The 

Peace Research Institute Oslo (PRIO) facilitated dialogue between them and they did 

discuss issues around the conflict. Afterwards they would produce joint statements on 

the issues discussed which were forwarded to the media as well as to political leaders. 

However, this group was dissolved in 2002 (cf. ibid. 124). This poses another reason 

why this thesis explores peace-building measures in the frame of CSR which go beyond 

mere dialogue but focus on proactive approaches. 

Promotion of peace in the workplace is again rather restricted to the businessesô internal 

structures and practices while the participation in joint projects across conflict divides 

seems most promising. In this case, the respective business operates in accordance with-
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in Boutros-Ghaliôs understanding of peace-building. It conducts an action (cf. Boutros-

Ghali §21), because it takes an active part in a concrete cooperative project (cf. ibid. 

§56) which was also suggested by Boutros-Ghali when talking about peace-building. 

One possibility for businesses to contribute to peace-building in the frame of CSR is the 

execution of Corporate Social Initiatives (CSI). 

 

6.2.1. Corporate Social Initiatives (CSI) 

 

Corporate Social Initiatives are defined as ñmajor activities undertaken by a 

corporation to support social causes and to fulfill commitments to corporate social re-

sponsibilityò (Kotler and Lee 3). The social causes most often addressed by and pro-

moted through CSI are: community health, safety, education, employment, environ-

ment, community and economic development and basic human needs such as hunger 

(cf. ibid. 3f). Yet again, as with CSR, the CSI chosen always depend on the businessô 

specific context, its environment and the branch in which the business operates. As has 

been argued in this thesis, peace-building can be seen as an issue worthy of addressing 

by CSR as this poses a social concern in conflict and post-conflict societies. Therefore, 

CSI can also be directed at the issue of peace-building. 

Upon deciding on implementing CSI with regard to a certain issue, such as peace-

building, there are several ways in which this can be done. Besides óSocially Responsi-

ble Business Practiceô in general, which refers to the adoption and execution of volunta-

ry business practices and investments which sustain social causes and are directed at the 

improvement of community well-being and/or the protection of the environment (cf. 

ibid. 24), Kotler and Lee identify five prototypes to choose from. ñMost corporate social 

initiatives under the corporate social responsibility umbrella fall within one of the [é] 

distinct categoriesò (ibid. 46). Subsequently, the five prototypes for CSI and their re-

spective advantages and risks for the executing business will be introduced.  

 

First, there is the option of doing óCause Promotionsô. This entails the businessô 

providing funds or in-kind contribution to raise awareness regarding the selected social 

cause. Furthermore, businesses can support fundraising or volunteer recruitment for the 

benefit of this cause (cf. Kotler and Lee 23). The company itself would profit from this 

measure as it would have marketing-related benefits such as a ñstrengthened brand posi-

tioning and brand preference, increased traffic, and customer loyaltyò (ibid. 52). Addi-

tionally, the opportunity for customers and employees to contribute to a good cause is 
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provided and thereby partnerships with community organizations can be created and 

strengthened (cf. Kotler and Lee 52).  

As the major goal of this CSI is to raise awareness, and this, in turn, requires persuasive 

communication, this CSI should be chosen if a company can easily access a large poten-

tial target audience. Furthermore, the cause should be related to and sustained by the 

respective companyôs products. Also should in-kind services
10

 be provided easily and 

employees should get excited about the issue at hand (cf. ibid. 80).  

From the companyôs perspective, there are also some potential drawbacks for a compa-

ny that gets involved in óCause Promotionsô. In the companyôs eyes, it runs the risk of 

attracting additional requests to do óCause Promotionsô on behalf of other issues. 

Another risk, from the companyôs point of view, is the fact that the company itself will 

lose its visibility over the óCause Promotionô as it will retreat in the background and the 

sole focus will lie on the promoted cause. In addition, business leaders have to keep in 

mind that conducting a óCause Promotionô takes more time and effort than simply writ-

ing out a check. Thereby, it will require certain resources such as time and labor (cf. 

ibid. 79f). 

 

The second prototype which can be chosen is óCause-Related Marketingô 

(CRM). This means, that a corporation commits to donating a certain percentage of its 

revenues on behalf of the agreed upon cause. This measure is based on a companyôs 

product sales and is usually limited to a certain time-frame and a specific product or 

product-line (cf. Kotler and Lee 23). The advantages for a company who conducts CRM 

are the attraction of new customers and the opportunity to open niche markets. Further-

more, the business can increase its product sales and build a positive brand identity. 

CRMs are the best strategy for raising considerable funds for an agreed upon cause (cf. 

ibid. 84). This type of initiative should be chosen when the company and/or the target 

audience have a passion for the selected cause. Another reason in favor of CRM is the 

charity partner which the company might select. The charity partner might promise 

some further, large potential following (cf. ibid. 113).  

However, there are also some concerns and challenges which should be considered by 

the corporation. Just like óCause Promotionsô, the conducting of CRMs does take up 

more resources than other measures would. For example, staff time needs to be spent on 

                                                           
10

An in-kind contribution is a contribution which involves either the businesses own products or services 

respectively. 
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planning and coordinating the measure. Also, the promotional funding for this measure 

is higher than that for other initiatives and, in this case, corporations need to pay more 

attention to potential legal or marketing risks than they would in other initiatives (cf. 

Kotler and Lee 113). 

 

A third possibility for corporations to conduct CSI is óCorporate Social Market-

ingô (CSM). Here, the focus lies on supporting a campaign which is directed at bringing 

about a change in behavior and, thus, on making a real social impact. Therefore, this 

measure goes further than the mere raising of awareness which is the aim of óCause 

Promotionsô. The corporationôs advantages from conducting CSM lie in the area of 

marketing. Brand positioning is supported, brand preference created, traffic is built and, 

thus, sales are increased (cf. Kotler and Lee 119). When planning on launching CSM, 

the respective company should make sure that the agreed upon issue is connected to the 

single companyôs core business, its marketing strategies and also of relevance to its em-

ployees. This measure should be undertaken, when there is the option for a companyôs 

long-term commitment.  

In the case of CSM it is advisable for companies to cooperate with partners from the 

public and the non-profit sector because those can provide expert credibility and they 

also have extended reach into the communities at their disposal (cf. ibid. 143). 

As satisfying it may seem for a company to make a real social impact, there are also 

some concerns which should be kept in mind. The company should always select an 

issue which is an authentic fit for the respective business e.g. related to its business in-

terests, products or services. In addition, expert advice is needed on many issues which 

are óforeign territoryô as they do not belong to everyday business practice. Furthermore, 

real social changes cannot be brought about instantly. Therefore, the company should be 

aware of taking up a long-term involvement when deciding in favor of CSM. Like the 

initiatives already mentioned, CSM likewise requires efforts and costs that go beyond 

the mere writing of a check (cf. ibid.). 

 

Another measure taken in the frame of CSI is óCorporate Philanthropyô. This en-

tails making a direct contribution ï most likely in form of cash grants or in-kind servic-

es ï to a charity or selected cause. This is the most traditional initiative undertaken by 

corporations (cf. Kotler and Lee 23f). Such a contribution boosts the image of a compa-

ny and the regard for the respective corporation in the public. Thus, it will attain a better 



30 
 

image as far as customers, potential new customers, employees and community organi-

zations go. This especially looks good in the eyes of those organizations that do track 

and report on corporate donations (cf. Kotler and Lee 147). 

The only respect that needs to be regarded with care in the case of óCorporate Philanth-

ropyô is the selection of the cause to which the company wants to contribute. The busi-

nessô shareholders should feel at ease with the issue and a strong cause partner should 

be chosen. For the company it would be of advantage if it received high visibility such 

as extensive media coverage for its efforts (cf. ibid. 174). Unlike other initiatives, there 

are no other resources required for this measure but financial ones. 

 

The fifth possibility for corporations is to engage in óCommunity Volunteeringô. 

In this case, employees, retail partners and franchise members are encouraged to volun-

teer their time in order to support local community organizations (cf. Kotler and Lee 

24). By encouraging óCommunity Volunteeringô, corporations can build strong and en-

during relationships with the local communities. The company profits from conducting 

this measure as it cannot only attract and retain motivated employees but at the same 

time, the businessô image will be enhanced. Furthermore, the opportunities arising from 

volunteering can be seized for promoting the companyôs products and services (cf. ibid. 

205). Volunteers can be provided with the companyôs promotion t-shirts, caps etc. or the 

company can donate its products and knowledge to the volunteers. 

 

Thus, there are quite a few options for businesses when it comes to implementing 

CSI in order to fulfill its commitment to CSR. However, the initiatives addressed in this 

chapter are predominantly directed at supporting social causes in cooperation with other 

organizations or at supporting other organizationôs causes. As this thesis seeks to elabo-

rate that businesses can also proactively conduct CSI on behalf of a social concern, on 

their own accord, without supporting other organizations already engaged in this respec-

tive concern, in the following part the author will elaborate, how such an endeavor 

could, theoretically, be realized. For this purpose, the concrete example of the Cyprus 

conflict and peace-building in Cyprus was chosen.   
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7. Nicosia, Cyprus  

 

So far, this paper has elaborated that peace-building is, indeed, of concern for busi-

nesses and does pose a social concern in conflict and/or post-conflict societies. This 

concern can be, therefore, addressed through CSR-strategies, whereas CSR is a concept 

which should be put into practice not only by large companies but it should also be im-

plemented by SMEs, including micro-businesses (cf. EC Green Paper 7). Another issue 

addressed in this thesis is the position of local business and its major role in the process 

of peace-building as local business is affected the strongest by conflict and exerts great-

er impact when it comes to peace-building (cf. Chpt. 4.2.).  

These prior considerations lead to the selection of Cyprusô capital, Nicosia, as an exam-

ple for some theoretical assumptions which later will be evaluated with the help of data 

gathered amongst Old Nicosiaôs shopkeepers. Nicosia seemed especially apt for this 

undertaking because, in course of the Cyprus conflict, which to this date remains unset-

tled, events took place that Banfield, Gündüz and Killick attribute to the most extreme 

cases: ñcommunities become segregated to the point where internal divisions are re-

flected in re-drawing of territorial boundariesò (Banfield et al. Local 114). In the case of 

Cyprus it rather was the creation of territorial boundaries where they previously had not 

existed. When the first intercommunal violent confrontations took place in Nicosia in 

1956, the city was divided into a Greek Cypriot and a Turkish Cypriot sector with 

barbed wire and Emrou Street became the demarcation line for the two sectors (cf. 

Drousiotis). Subsequently to the London-Zurich Agreements in 1959, the city became 

reunited and the barbed wire separation was removed. Only a couple of years later, in 

1963, inter-communal fighting broke out again and led to the restoration of the barbed 

wire divide along the so called óGreen Lineô. This posed a cease-fire line. British troops 

imposed this dividing line in 1964 and ever since it functions as a separating line be-

tween both ethnic groups. Not only did this line part the islandôs capital into two, it also 

divides Cyprus. Thereby, Nicosia remains Europeôs last divided capital with SMEs in-

itially left to operate in their own economic market on each respective side of the bor-

der. Thus, there was lack of interaction between the spatially segregated parties and the 

lack of social, cultural, economic and political interaction created room for prejudice 

and mistrust. Furthermore,ñ[s]eparate political systems, economies, educations, histo-

ries, memories and lives have developed farther apart from each other and until the 
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opening of the checkpoints in April 2003 each side had almost no contact with the oth-

erò (Hatay et al. 31).
11

 

The Nicosian crossing points óLedra Palaceô (pedestrian crossing point) and óAgios 

Dometios/Kermiaô were opened in April 2003 following an agreement between Greek 

Cypriot and Turkish Cypriot officials. However, both crossings are not located centrally 

or in densely populated areas (cf. Jacobson et al 5). 

The óLedra Street/Lokmaciô crossing located in the heart of Old Nicosia remained im-

penetrable. After being barred from moving across the cease-fire line for 34 years and 

five years after the initial lifting of restrictions on movements across the line, citizens 

were able to cross over to the respective other side at the Ledra Street/Lokmaci crossing 

for the first time on April 3
rd

, 2008. A location which used to be the arena of violent 

confrontations and where the Cyprus conflict was carried out, was the checkpoint which 

ñhas come to symbolize a half-century of conflict between the two communities on the 

islandò (Drousiotis) advanced to ña link connecting the two communitiesò (Jacobson et 

al. 10). As the Ledra Street/Lokmaci crossing, which is a pedestrian border crossing, is 

located in the heart of Old Nicosia, it facilitates crossing over to the respective other 

side because it is far more convenient than driving or walking to one of the other cross-

ing points located farther from the center. 

 

In 2008, a study conducted by Jacobson et al. found that 60% of the Greek Cy-

priots (GC) and 90% of the Turkish Cypriots (TC) welcomed the opening of the check-

point and perceived this to be a positive event and that both groups do cross over to the 

respective other side (cf. Jacobson et al. 13). When comparing the number of crossings 

after the Ledra St./Lokmaci opening to the figure of crossings before the opening of the 

checkpoint, there was an increase of 10% of Greek Cypriots crossing and an increase of 

20% of Turkish Cypriots crossing the border. Overall, 48% of GCs and 50% of TCs 

stated that they do visit the respective other side more often since the opening (cf. ibid. 

15). 

Generally, the center of Nicosia strongly benefited from the Ledra St/Lokmaci crossing. 

57% of GCs and 34% of TCs stated that, even without crossing the border, they did visit 

the town center more frequently since the border opening. Thereby, the old town center 

                                                           
11

 The border was not impermeable before the border openings in 2003. It was completely closed between 

1963 and 1968, then, until 1974 restrictions were somewhat eased and crossings became possible (cf. 

Jacobson et al. 5). Subsequently to the invasion of the Turkish army in 1974 and the violent clashes this 

brought about, the border was closed again. As Drousiotis puts it, it was ñsealed offò for not even an ani-

mal was able to cross over (cf. Drousiotis). 
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became revitalized (cf. Jacobson et al. 17). Regardless of the fact whether customers did 

cross over to the respective other side or not, ñthe opening resulted in a win-win situa-

tion for Nicosiaôs old centre retail sectorò (ibid. 20). Not only did customers from the 

respective own side come to the town center more often, but also additional customers 

from the respective other side were gained. Moreover, a higher number of tourists is 

attracted to the old town since the opening. Therefore, overall, ñboth, Greek and Turkish 

Cypriot shopkeepers in Nicosiaôs old centre experienced increasing revenues after the 

opening in terms of turnoverò (ibid. 22)
12

. 

 

Succeeding this positive outcome for the businesses located in the old town cen-

ter, on November 26
th
, 2008 a round table took place at the Goethe Instituteôs library in 

Nicosia. It was attended by business people from both sides of Old Nicosia. One con-

cern, shared by both sides, discussed at this round table was the question, how even 

more customers can be attracted to the old commercial center (cf. Jacobson et al. 28). 

Measures that were contemplated and debated were the establishment of a shopkeepersô 

platform to promote dialogue between shopkeepers of both sides. Furthermore, it was 

suggested to organize a fair in the buffer zone at the Ledra Street/Lokmaci crossing in 

order to attract crowds. For the same purpose, to make the center more attractive for 

customers and tourists, the restoration of damaged and neglected buildings in the buffer 

zone was suggested. Those buildings should, so the discussion round, be used to house 

events such as exhibitions and meetings. Another measure suggested was the printing 

and distribution of a map
13

 showing the whole of downtown Nicosia with advertise-

ments of Greek Cypriot and Turkish Cypriot businesses printed on it. 

This is the point at which proactive peace-building by SMEs in the frame of CSR could 

set in. 

 

7.1.SMEs and Peace-Building in Nicosia in Theory: How to Link Contact Hy-

pothesis and CSI 

 

ñIn the aftermath of intense struggles, especially violent ones, there is a need to 

reverse the negative relationship dynamics involving factionalised identity groups who 

have to live in close proximity to each otherò (Lerche and Jeong 103). This certainly 
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 For more detailed information see Jacobson et al. pp.23f. 
13

 So far, there is no map displaying the whole of Nicosia. Maps obtained on Greek Cypriot ground only 

display street-names and buildings up to the Green Line, while everything going beyond this line is left 

blank. Vice versa, Turkish Cypriot maps do not detail information about streets and buildings on Greek 

Cypriot ground. 
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applies to Cyprus, or more specifically to Nicosia, where the adversarial communities 

have to live within very close proximity to each other, namely within the limits of a 

single city.  

In accordance with the óContact Hypothesisô which was discussed beforehand (cf. Chpt. 

5.1.), the negative relationship dynamics between Greek Cypriots and Turkish Cypriots 

could be attained by inter-group cooperation between SMEs of both sides. The common 

goal required by the Contact Hypothesis could be the goal to attract more customers to 

Old Nicosia. This does comply with the criterion of not being a zero-sum game, as this 

would be beneficial for businesses on both sides of the Green Line.  

Also, ñparticipants come together through shared identities, mentalities [and] interestsò 

(Banfield et al. Local 120), namely their identity as business people, their mentality 

which encompasses pragmatism and business sense as well as their common interest of 

doing more business. This is consistent with the sine qua nons for the Contact Hypothe-

sis, namely participants are of equal status, the outcome of the project will be positive 

for both parties and the cooperation would probably last beyond a single encounter.  

Inter-group projects to attain the common goal of attracting more customers can be de-

veloped from the suggestions made by GC and TC business people at the aforemen-

tioned round table discussion. These proposals can, in theory, be put into practice by 

businesses conducting CSI.  

 

While the creation of a shopkeepersô platform
14

 probably does not directly con-

tribute to the overarching goal of attracting more customers to Old Nicosia, such a plat-

form would facilitate communication between shopkeepers from both sides. It could 

function as a forum in which important information can be published and spread and 

upcoming activities and events can be announced. Businesses could search for business 

partners in the respective other side via this platform and, thus, further cooperation on a 

more specific scale is fostered. 

                                                           
14

 A similar project does already exist. Funded by the UNDP-ACT, a web portal, the óCyprus Producersô 

Networkô (CPN) was created which is accessible to members of the Cyprus Chamber of Commerce and 

Industry (KEVE/CCCI), the Turkish Cypriot Chamber of Commerce (KTTO/TCCC) and the Cyprus 

Turkish Chamber of Industry (KIBSO/CTCI). It aims at establishing ña network between Turkish Cypriot 

and Greek Cypriot producers in order to increase cooperation as well as to provide technical assistance, 

training and advice in the promotion of Green Line Tradeò (CPN Homepage). While Manthos Mavrom-

matis, head of the KEVE/CCCI is quoted to have said that ñ[t]he project aims at reinforcing, fostering and 

nurturing the economic interdependence between the two communities and contributing to efforts of 

economic integrationò (Bahceli Cyprus Mail 4), the participation in this project is limited to producers 

and members of the aforementioned organizations. A shopkeepersô platform for Nicosian shopkeepers 

would, therefore, still be reasonable. 
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Such an online platform could be realized through CSI such as óCause Promotionsô as 

this involves in-kind donations aimed at raising awareness. Here, businesses concerned 

with data processing and internet technology could be won for the project and offer their 

professional skills and services to create and maintain such a platform. Furthermore, all 

businesses can raise awareness regarding this project and win over other shopkeepers to 

also support their undertakings. This support can be provided, for instance, by establish-

ing óCause Related Marketingô and the donation of a certain percentage of their product 

sales towards the common project. Another option would be to simply donate some 

money as óCorporate Philanthropyô.  

The businesses contributing to this common project would reap some benefits, such as 

positive media coverage regarding the project and their respective contributions. Then, 

the firms setting up the online-platform could post their credits or use this as an adver-

tisement for their work. This, in turn, might lead to further business for them. 

 

The organization of a common fair could also be realized through CSI conducted 

by businesses from both sides. In the frame of óCommunity Volunteeringô Greek Cy-

priot and Turkish Cypriot shopkeepers and employees could volunteer their time and 

form an organization board or committee. They could then be in charge of the organiza-

tion of such a fair and also for raising funds for it amongst the business community, 

which, in turn, can provide funds raised through óCause Related Marketingô or by 

óCause Promotionô raise awareness regarding the fair project within the respective 

community. Moreover, if applicable, businesses could just donate some funding in the 

frame of óCorporate Philanthropyô. The biggest incentive for the businesses to get 

proactively involved in such a project should be the prospect of the fair attracting a lot 

of people, and thereby potential customers, to the town center. This promises more sales 

and thereby more profit for the businesses. In addition, businesses would have a chance 

to present themselves at such a fair. Furthermore, all businesses involved in organizing 

and conducting the fair could profit from positive media-coverage. 

 

Regarding the restoration of damaged and neglected buildings, there are also 

some proactive measures that could be taken by businesses in the frame of CSR. By 

launching óCause Related Marketingô the necessary funds, or at least parts of those, can 

be obtained. Also, after óCause Promotionô, some other businesses not located in the 

area might support this project through óCorporate Philanthropyô in form of donating 
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money or making in-kind contributions such as material or technical know-how. Also, if 

business employees or partners of the involved SMEs are talented as far as handcraft 

regarding reparations is concerned, they could volunteer their time, workforce and 

knowledge in the frame of óCommunity Volunteeringô, only that they would not volun-

tarily support some local community organization but their own conjoint project. 

As a consequence of the restoration of damaged buildings, the appearance of the city 

center would become more appealing and, thereby, attract more people to the Old 

Town. Therefore, there would be more potential customers, be it Greek Cypriots, Tur-

kish Cypriots or tourists. In turn, the potential profit for the SMEs located in the town 

center would increase. 

By supporting such a project, there could be the advantage of positive media coverage 

and for the businesses making in-kind contributions or offering financial aid the possi-

bility arises to advertise for their own company on the respective construction sites. 

 

The final measure suggested at the round table discussion was the printing of a 

map displaying the whole of Nicosiaôs city center. While this does not directly contri-

bute to the common goal of attracting more people to the city center, it does make a visit 

to both sides of the center easier and convenient as for the respective other side no sepa-

rate map has to be obtained. Such a common map could be financed through óCause 

Promotionô in the frame of which the existence of such a map can be brought to aware-

ness of business owners, who can then buy advertising space on the map. SMEs and 

other businesses could also make a contribution to the financing of the map by launch-

ing óCause Related Marketingô or donate money in the frame of óCorporate Philanthro-

pyô.  

Displaying Old Nicosiaôs Greek Cypriot and Turkish Cypriot part in a single map could 

ultimately lead to people seeing Nicosia as a single city again. While its division was 

omnipresent and the maps showed the respective other side to be ñno-name-landò, there 

would then be put substance to the unknown by giving the streets names. Thereby, the 

other side might seem less threatening and more secure to visit. This, in turn, might lead 

to increased customer flow in both sides and, therefore, offers the chance for businesses 

to make greater profit due to more customers. 
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Overall, the attainment of the common goal of attracting more customers into the 

Old Town could, in theory, be realized through the elaborated conjoint projects of 

Greek Cypriot and Turkish Cypriot SMEs. As both sides will profit from an increase in 

customers because this offers the chance at greater profit, it is not a zero-sum game and, 

therefore, fulfills this criterion of the Contact Hypothesis. Also, cooperation would take 

place between people of equal status and with similar interest, namely a group of busi-

ness people whose interest is directed at generating more profit and for the respective 

business to grow and flourish. Such conjoint projects would probably take some time 

and, therefore, the duration would go beyond single encounters. An additional benefit of 

reaching the goal of attracting more customers would be the event that more Greek Cy-

priots and more Turkish Cypriots are present in the town center on an everyday basis 

and therefore, they encounter each other in their daily routine in their role as customers. 

This could, in turn, lead to the acceptance of the respective other community and could 

lead to habituate them to see and interact with each other in everyday life.
15

 While these 

theoretic pre-assumptions seem to be rather easily implemented, this might look differ-

ent when examining the practice. The next chapter will deal with the views of relevant 

shopkeepers who would function as actors in these projects.  

 

7.2. SMEs and Peace-Building in Nicosia in Practice: Shopkeepersô Assess-

ment 

 

In order to learn about the relevant shopkeepersô assessment regarding CSR, 

peace-building and their estimations regarding the option to realize the measures sug-

gested at the round table discussion in conjoint projects, questionnaires were distributed 

to the shopkeepers. The presupposition made by the author is that the SMEs closer to 

the border crossing would probably profit more from an increased customer flow than 

SMEs located farther away. Consequently, the interest of businesses with the prospect 

of greater success in attaining the common goal of increased customer flow should be 

higher than the interest of businesses located farther away and profiting less from in-

creased customer flow in the Old Town. Therefore, for the Greek Cypriot side as well as 

for the Turkish Cypriot side, the Ledra Street/Lokmaci crossing served as a starting 

point when distributing the questionnaires.  
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 Needless to say that all the suggested measures could have negative consequences if the sine qua nons 

elaborated in chapter. 5.1. are not given. Therefore, a certain sensitivity towards the possibility of unin-

tended consequences should be maintained at all times. 
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In the Greek Cypriot side, 75 questionnaires were handed out to the businesses along 

Ledra Street which is the main pedestrian shopping street heading straight through the 

Old Town center up to the crossing point.  

The same amount of questionnaires was distributed in the Turkish Cypriot side. As there 

is not a straight pedestrian shopping street, the questionnaire was given out to all busi-

nesses located in the pedestrian shopping streets between the crossing point and the Se-

limiye mosque/Selimiye square. Therefore, the areal of distribution was limited by Ky-

renia Ave in the West, by Idadi Street in the North, by Kütüphane Street in the East and 

by Emru Avenue/the óGreen Lineô in the South. In order to forgo the language barrier, 

as a lot of people in the Turkish Cypriot side do not speak English very well, the ques-

tionnaires were, prior to distribution, translated into the Turkish language. The ones 

distributed in the Greek Cypriot side were composed in English, for most Greek Cy-

priots speak English very well. 

 

The questionnaire asked to voluntarily state the name of the respective business 

and then give information regarding the kind of business. Here distinctions between 

óretailô, óserviceô and óotherô are made. Then the person completing the questionnaire 

was asked to state the location of the business in relation to the Ledra St./Lokmaci 

crossing. 

In the subsequent part, there are questions on CSR in general concerning whether the 

business owner or manager is familiar with the concept and if they agree with the defi-

nition provided by the European Union
16

. Furthermore they are asked, whether their 

respective business does implement CSR-strategies. 

Then the questionnaire demanded whether or not the shopkeepers agreed that the un-

solved conflict is a social concern and whether or not peace-building does qualify as a 

social concern in their eyes. The next questions are directed at peace-building in the 

context of CSR. First, the shopkeeper is asked to state his opinion if he thinks peace-

building can be addressed by CSR and then he is asked to state if his business would 

actively supported peace-building in the frame of CSR. 

The following questions aimed at the study regarding the opening of the Ledra 

St./Lokmaci crossing and the shopkeepers are supposed to state whether they agree with 

                                                           
16

 As the European Union had stated that it is important to them that SMEs also implement CSR, the 

concept should be known within all SMEs located within the EU. While the Turkish Cypriot side is not 

officially a member of the European Union ñin view of its international status, the whole territory of Cy-

prus (excluding the British Sovereign Base Area) is óconsidered part of the EUôò (Hatay et al. 9). 
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the findings and did experience an increase in customers and observe a revitalization of 

the Old Town. Furthermore, it was inquired if their business has benefited from the bor-

der opening. 

Afterwards, questions regarding the round table and the suggested measures to attract 

more customers to the center followed. Here the shopkeepers should agree or disagree 

with each measure suggested, according to its likeliness to successfully attract custom-

ers. 

Then, the shopkeepers were asked to state if they thought any of the projects could be 

realized within the frame of CSR and if they thought their respective business could 

contribute to this realization by launching CSI. 

The final question asked was, for which reason the respective business would contribute 

to the common cause.
17

  

 

7.3.Evaluation 

 

The overall return rate of fully completed questionnaires was 81 out of 150 dis-

tributed. This means, 54% of the questionnaires were returned. 32 out of 75 were re-

turned in the Greek Cypriot side and 49 out of 75 questionnaires in the Turkish Cypriot 

side. Therefore, the return rate comprises 42.67% for the Greek Cypriot shopkeepers 

and 65.33% for the Turkish Cypriot Shopkeepers respectively.  

The participation in the survey is composed as follows: 

 

 
Figure 1: Ethnic composition of returned surveys (in percent) 

Thus, out of the 81 returned questionnaires, 39.51% were answered by Greek Cypriot 

shopkeepers and 60.49% were answered by Turkish Cypriot shopkeepers [Cf. Fig.1]. 

Throughout the evaluation it should be kept in mind that the participation of Turkish 

Cypriot shopkeepers was 1.5 times as high as the participation of Greek Cypriot 

shopkeepers.  
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 An English version of the questionnaire can be found in the appendix of this thesis. 
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According to the definition provided in this paper (cf. Chpt.3), stating that SMEs 

can be subdivided into micro-businesses which are businesses employing fewer than ten 

employees, small businesses which employ more than ten but less than 50 employees 

and medium-sized businesses which, in turn, employ more than 50 but less than 250 

employees, 62 out of the 81 questionnaires were filled in by micro businesses, 16 by 

small businesses and only three by medium-sized businesses. Therefore, comprising 

76.54%, micro businesses account for the three quarters of answers. Small businesses 

make up for almost one quarter by posing 19.75% of the returned answers while only 

3.7% of the answers are provided by medium-sized businesses [Cf. Fig. 2]. 

 

 

 

  

 

 

 
Figure 2: Kinds of businesses that participated in the survey and the ethnic composition of answers 

 

Out of the micro-businesses, which make up the majority of answers, 53.23% 

claimed to be located in the immediate vicinity of the border crossing, 27.42% stated to 

be located at a medium distance while 19.35% said to be not near the border crossing. 

Out of the small businesses, 43.75% stated to be located right by the border crossing, 

while 18.75% saw themselves to be at medium distance and 37.5% claimed to be farther 

away from the border crossing. The medium-sized businesses which did participate 

were located at medium distance to the border crossing.  

Therefore, participation was highest amongst micro businesses located in the immediate 

vicinity of the border crossing, followed by small businesses who also declared to be 

located close to the crossing point. This is not surprising as it had been assumed that 

businesses closer to the border crossing would profit more from an increased customer 

flow than those located farther away and, therefore, should have a higher interest in at-

tracting even more customers than businesses farther off. 
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Regarding the question, if the respective business was familiar with the concept 

of CSR, 28.4% stated, they were not familiar with the concept, while 71.6% said, they 

were. Interestingly, 89.8% of all Turkish Cypriot businesses (TCBs) who participated 

claimed, they were familiar with the concept, while only 43.8% of all Greek Cypriot 

businesses (GCBs) who did provide answers said they were familiar with the concept of 

CSR [Cf. Fig.3]. Thus, over half of the Greek Cypriot businesses do not know CSR. 

This is startling as the Greek Cypriot part of Cyprus does officially belong to the Euro-

pean Union after joining in 2004. Therefore, businesses in the Greek Cypriot side were 

expected to be relatively familiar with the concept of CSR which is constitutional within 

Europe and which the EU wants to spread amongst SMEs as they regard ñ[i]ts [note: 

CSRôs] application in SMEs including micro-businesses [..] of central importance, giv-

en that they are the greatest contributors to the economy and employmentò (Commis-

sion of the EC, Green Paper 7). Due to this statement, one would expect SMEs within 

Europe to be informed about the concept of CSR. The same would not be expected of 

Turkish Cypriot businesses, as their part of Cyprus does technically, but not practically, 

belong to the EU. A possible explanation could be that the Turkish Cypriot population 

as well as Turkey, which exerts influence on the Turkish Cypriot side of Cyprus, want 

to join the EU and, for this reason, are well-informed and up to date as far as all EU-

related issues go. 

 

 
Figure 3: Familiarity with the concept of CSR (and ethnic composition of the answers) 

Upon discussing the European Unionôs definition of CSR though, 100% of the 

GCBs agreed with this definition. In the same way, nearly all TCBs claimed to agree 

with the definition with the exception of 2% who did not state reasons why they disa-

greed [Cf. Fig.4]. 
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Figure 4Υ !ƎǊŜŜƳŜƴǘ ǿƛǘƘ 9¦Ψǎ ŘŜŦƛƴƛǘƛƻƴ ƻŦ /{w 

Concerning the question, whether the respective business implemented any 

CSR-strategies
18

, 40.7% (25.93% of the TCBs and 14.81% of the GCBs) claimed to 

implement CSR regarding their internal structures, 18.5% (14.81% of TCBs and 3.7% 

of GCBs) stated to implement CSR regarding the environment and 16% (7.41% of all 

TCBs and 8.64% of all GCBs) said to implement CSR regarding social concerns. 13.6% 

(10.2% of all TCBs and 18.8% of all GCBs) claimed to not have the necessary re-

sources for the implementation of CSR and 9.9% (8.2% of all TCBs and 12.5% of all 

GCBs) stated to be too small of size for implementing CSR. Furthermore, 4.9% (3.7% 

of all TCBs and 3.1% of all GCBs) replied, they did not regard CSR as necessary and 

3.7% (2% of all TCBs and 6.3% of all GCBs) do not implement CSR for other reasons. 

The same amount, 3.7% of all businesses, claim to implement CSR regarding their re-

spective stakeholders, however, this answer was only given by TCBs, namely by 6.1% 

of them. Finally, 1.2% of businesses responded that they implemented CSR in other 

areas which were not specified in the questionnaire. However, this 1.2% is made up of 

GCBs only, namely 3.1% of all GCBs asked [Cf. Fig.5]. 

 
Figure 5: Implementation of CSR-strategies (and ethnic composition of the respective answer) 
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 Here multiple answers were possible, thus, the same business could have indicated to implement CSR 

in several areas or, just the same, one business could have indicated to not implement CSR for several 

reasons. 
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Regarding the question, whether they thought the unsolved conflict to be a social 

concern in Cyprus, 77.8% (77.6% of all TCBs and 78.1% of all GCBs) thought the un-

solved conflict to be a social concern, while 22.2% (22.4% of all TCBs and 21.9% of all 

GCBs) did not agree with the three-quarter majority. A similar picture reveals regarding 

the question, whether peace-building does qualify as a social concern in Cyprus. Here, 

72.8% (77.6% of all TCBs and 65.6% of all GCBs) do consider peace-building to be a 

social concern, 27.2% (22.4% of all TCBs and 34.4% of all GCBs) think differently [Cf. 

Fig. 6].  

 

 
Figure 6: Businesses regarding the unsolved conflict as a social concern (left) and businesses regarding peace-building as 

a social concern (right) and the respective ethnic composition of the answers. 

As in both cases the majority of businesses does perceive the unsolved conflict 

as well as peace-building to be a social concern, and social concerns are issues ad-

dressed by businesses on a voluntary basis in the frame of CSR, the next question posed 

asks the businesses, whether they think the issue of peace-building can be addressed by 

CSR. 

Here 39.5% of all businesses (46.9% of all TCBs and 28.1% of all GCBs) think that 

businesses can contribute to peace-building by implementing CSR. 29.6% (22.4% TCBs 

and 40.6%) do think that it is possible for the issue of peace-building to be addressed by 

CSR, but they do not know how this can be done. 22.2% (20.4% of TCBs and 25% of 

GCBs) consider peace-building to be a political issue, not an economic one and there-

fore think, it is not possible or necessary for businesses to deal with the issue of peace-

building. Finally, 8.6% (10.2% of TCBs and 6.3% of GCBs) do not see, in how far 

peace-building could be addressed by CSR [Cf. Fig.7].  
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Figure 7: Can peace-building be addressed by CSR? (Ethnic composition of answers) 

As altogether 69% of businesses do think, peace-building can be addressed by 

CSR (and even though 29.6% do not know how), the next question posed was, whether 

the respective business would actively support peace-building in the frame of CSR
19

. 

71.6% of all businesses (79.6% of TCBs and 59.4% of GCBs) said they would actively 

support peace-building in the frame of CSR if they knew how it could be done. 21% 

(20.4% of TCBs and 21.9% of GCBs) stated, they would participate in a conjoint effort 

with other businesses if those participated in peace-building as well. However, 16% 

(14.3% of TCBs and 18.8% of GCBs) find peace-building to be a political issue and, 

therefore, not of their concern while 12.3% (12.2% of TCBs and 12.5% of GCBs) 

claimed to lack the necessary resources such as time, personnel or finances to contribute 

to peace-building. 2.5% of businesses (2% of TCBs and 3.1% of GCBs) said they would 

rather focus on other CSR-relevant issues instead of dealing with peace-building while 

1.2% of all businesses claimed to already have supported or currently are supporting 

peace-building in the frame of CSR. This 1.2% is made up entirely of TCBs, namely 2% 

of all TCBs asked. Unfortunately, they did not specify how exactly this was or is done. 

Consequently, the majority of GCBs as well as the majority of TCBs show a general 

readiness to actively support peace-building in the frame of CSR and would probably do 

so, if they knew how this could be undertaken. Unfortunately, it cannot be said if this 

number would further increase, if a conjoint effort together with other businesses would 

be started or if the conjoint effort is a pre-condition for some of the businesses who 

stated they would support peace-building if they knew how they could achieve this [Cf. 

Fig. 8]. 

                                                           
19

 Here again, multiple answers were possible, thus one business could have said it lacks the resources 

and at the same time be in the opinion that peace-building is not an economic issue but a political con-

cern. 
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Figure 8: Willingness of businesses to actively support peace-building in the frame of CSR (Ethnic composition of an-

swers) 

 

Regarding the border opening and its being beneficiary for the local businesses, 

as Jacobson et al. had found in their study, 69.1% of all businesses agreed with the 

statement, that the town center became revitalized after the opening of the crossing 

point. Furthermore, 66.7% of all businesses (71.4% of TCBs and 59.4% of GCBs) de-

clared to have generally benefited from the border opening in terms of increased cus-

tomer flow and increased revenue. In accordance with this, 65.4% of businesses (71.4% 

of TCBs and 56.3% of GCBs) explicitly stated that their business had more customers 

after the opening of the Ledra St./Lokmaci crossing [Cf. Fig.9]. 

 

 
Figure 9: Did the respective business generally benefit from the opening of the crossing point? (Ethnic composition of 

answers) 

 

As about two thirds of the businesses claimed to have benefited from the border 

opening, the further attraction of even more customers to the Old Town should be with-

in their interest. Therefore, the questionnaire asked, whether businesses agreed or disa-
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