
This research analyses the content generated 
in social media platforms and websites by 
local businesses and non-governmental 
organizations (NGOs) in Middle Eastern 
Arab countries which took action to mitigate 
the devastating consequences of the earth-
quakes that struck Turkey and Syria early 
2023. Based on a qualitative approach, the 
analysis conducted shed light on the signifi-
cant social response generated by local busi-
nesses and NGOs in the aftermath of the 
earthquakes in 12 countries. Social media 
platforms, especially Facebook and Twitter, 
played a crucial role in mobilizing support 
from communities. Results show that the 
donations received encompassed a wide 
range of supplies and services, and included 
economic, environmental and social implica-
tions to the planning and development for 
reconstruction. 

Keywords: corporate social responsibility, 
social marketing, social media, social 
responsibility 

Introduction and Objective 

Social media have taken off strongly in 
recent years, and the Arab Spring in 2011, 
among others, has also fueled researchers’ 
interest in acknowledging how social media 
could well affect civic participation (Bou-
lianne 2015). According to Murár (2011), 
social media is “a set of Internet applica-
tions developed on the technological and 
ideological foundations of Web 2.0 that 
enable the user to create and exchange con-
tent”. Social media platforms, which are 
very popular among users, are frequently 
analyzing and visualizing current issues 

(Drahošová and Balco 2017). Social media 
platforms play an important role in sharing 
information by enabling people and organ-
izations to quickly distribute news and 
updates (Zubiaga 2019), as well as the abil-
ity to communicate with others, gaining 
new knowledge, keeping up to date on 
world events and quickly accessing infor-
mation (Lenhart et al. 2019). Social media 
also serve as a platform for activists to 
organize, share information, coordinate 
events, and raise public awareness regard-
ing political and social concerns (Castells 
2015). Lewandowsky et al. (2017), on the 
other hand, point to the rapid spread of dis-
information via social media platforms, 
which leads to public mistrust and confu-
sion of traditional news sources (Starbird 
2017). 

According to the 2021 Social Media 
Marketing Industry Report (Social Media 
Examiner 2021), 94% of marketers use 
Facebook for business, while 71% of busi-
nesses use Twitter. Most businesses are cur-
rently also focusing on corporate social 
responsibility (CSR) activities, including 
human rights and community well-being 
(De Grosbois 2016; Ghaderi et al. 2019). 
Concurrently, CSR has emerged as a criti-
cal component for NGOs in order to 
achieve their social and environmental 
goals while making a significant difference 
in the communities they serve (Gautam and 
Singh 2020). In this context, social media 
have grown in importance for CSR com-
munication (Elalfy et al. 2020), since they 
offer dynamic and far-reaching possibilities 
for CSR engagement due to their excep-
tional capabilities, such as persistence, 
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association, visibility, and editability 
(Treem and Leonardi 2013), and they also 
facilitate direct stakeholders’ responses 
(Gomez-Carrasco et al. 2019) and con-
tribute to raising public awareness on CSR 
issues (Lee et al. 2013).  

While social responsibility and CSR 
are both ethical frameworks, social respon-
sibility is to be taken as a broader concept, 
encompassing individuals and social enti-
ties, as a whole (organizations, corpora-
tions, etc.), and their commitment to 
benefit the environments they belong to 
and the society at large (Upen 2019).  Thus, 
interest in social responsibility extends 
beyond the business sector because social 
responsibility encompasses all the actions 
and behaviors of organizations involved 
with the community that are consistent 
with their objectives and values (Bowes et 
al. 2001). Social responsibility, for exam-
ple, is often but not always used in the busi-
ness sector to refer to voluntary activities 
which are the core and focus of NGOs 
(P�ce�il� and Colesca 2020); NGOs are 
concerned with maintaining social balance, 
for instance by assisting those in need or 
rescuing community members in a disaster 
response (Societal 2012). When a disaster 
strikes a nation or community, NGOs fre-
quently step in to meet needs and provide 
resources that work to reduce the risk of a 
crisis and assist survivors in rebuilding their 
lives (Alexander 2006), while private busi-
nesses stand out for their critical role in dis-
aster relief by providing funds, essential 
supplies, and volunteers to areas experienc-
ing tragedy (Zhao et al. 2015). 

During natural disasters that impact 
various sectors of the economy, social 
responsibility holds exceptional signifi-
cance and value for society (He et al. 2022). 
Experiences show that in disaster situa-
tions, organizations can respond quickly 
and identify the relief needs of those in need 
(Balesteros et al. 2017). Izumi and Shaw 
(2015) highlight several avenues through 
which the private sector can aid in mitigat-

ing disasters such as providing direct assis-
tance to affected communities, fostering 
the creation of innovative products, and 
forging partnerships among businesses, 
NGOs, governments, and international 
organizations. According to Hotho and 
Girschik (2019), the primary areas of focus 
for providing assistance during disasters 
which revolve around social and economic 
aspects include ensuring access to shelter, 
healthcare, nutrition, logistical services, 
water, hygiene, sanitation, communica-
tions, cash transfers, as well as providing 
administrative support and consultancy on 
operational matters. Whereas Hinzpeter 
and Sandholz (2018) observe that 
approaches based on nature and the envi-
ronment are marginalized in post-disaster 
situations in favor of economic and social 
motivations. In contrast, Takeuchi et al. 
(2014) and Tidball (2014) contend that the 
reconstruction of natural environments fol-
lowing disasters can serve as a symbolic 
representation of recovery and enhance 
societies’ capabilities to exert control, take 
action, and respond to future events more 
effectively. 

This research aims to discuss the 
responses to the disaster provoked by the 
earthquakes that struck southern Turkey 
and northern Syria on February 6, 2023 
killing more than 50, 000 people and 
destroying or damaging over 214,000 
buildings, including hospitals and schools, 
while 18 million people have been affected, 
with the majority of them requiring medical 
aid, food, and shelter (Disasters Emergency 
Committee 2023). Since the likelihood of 
finding more people alive decreased dra-
matically two weeks after the disaster, the 
focus gradually shifted to providing basic 
support to survivors who were left home-
less and lost their possessions, livelihoods, 
and loved ones in the harsh winter condi-
tions (British Red Cross 2023). In crisis 
communication research, the use of social 
media for monitoring the events in real-
time has grown significantly (Eriksson 
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2018), and social media have become 
important platforms for organizations to 
use when dealing with crises and communi-
cating with key audiences (Jin et al. 2014). 
Therefore, the purpose of this research is to 
shed light on the post-disaster social 
responsibility activities of both local busi-
nesses and NGOs that came to lend a help-
ing hand and support those affected by the 
earthquakes in Turkey and Syria, by ana-
lyzing the content of social media platforms 
and websites of some Middle Eastern local 
institutions participating in the relief effort, 
to learn more about the nature of social 
responsibility adopted by the participants, 
given that scholars have paid a rather limit-
ed attention to social media listening and 
monitoring within the context of crisis 
communication and management (Macna-
mara 2016, Macnamara 2018). 

Theoretical Context 
In order to mitigate the negative effects of 
natural disasters, it is becoming increasing-
ly important to manage communications 
and extract information through them 
(Ray and Bala 2020), where digital media is 
used to raise public awareness of pressing 
social issues (Miladi and Mellor 2020);  
social media also play an important role as 
they facilitate real-time opinion sharing 
and communication between different par-
ties involved, that might not be possible 
through other formal channels (Simon et 
al. 2015). Additionally, social media facili-
tate faster recovery from major disasters 
and increase community resilience through 
knowledge exchange and improved com-
munication within and between communi-
ties (Dozier et al. 2019). Hughes and Tapia 
(2015) conducted research to examine the 
impact of social media on the coordination 
between professional emergency respon-
ders and digital volunteers, and they identi-
fied several key areas for improving 
collaboration between these two groups, 
including using digital volunteer data as 
contextual information and exploring algo-

rithmic solutions, as the field evolves and 
collaboration between professional respon-
ders and digital volunteers grows, profes-
sional responders’ reliance on data and 
products generated by digital volunteers 
will increase significantly. 

Flora and Boyd (2016) carried out a 
study with data derived from the 2015 
Edelman Trust Barometer® across the 
United States, Germany, and China. They 
aimed to explore media preference’s impact 
on CSR perception, examine how CSR 
contributes to trust building and its influ-
ence on public engagement with a business, 
and test if media preference moderates the 
CSR-trust relationship. While results 
reveal China’s highest business trust and 
Germany’s lowest, no consistent media 
patterns linking to positive CSR evaluation 
were found across the three countries. CSR 
dimensions (social, economic, environmen-
tal) all affected the prediction of the busi-
ness trust in these markets. In the United 
States and Germany, there was a positive 
correlation between business trust and 
engagement with trusted companies. 

Also, Chen and Cheng (2023) investi-
gated the role of social media influencers 
(SMI) endorsing CSR initiatives and how 
they affected the support to these initiatives 
among the corporation’s key social media 
audience, the consumers. Based on a survey 
conducted across the United States, the 
results showed that SMIs who did not typi-
cally focus on CSR could encourage con-
sumers to support endorsed CSR 
initiatives, particularly when these con-
sumers viewed the SMIs as opinion leaders. 
These findings offer insights into selecting 
effective SMIs from non-CSR domains to 
encourage consumer support to CSR initia-
tives. 

In a study conducted by Cheng et al. 
(2019) on the public’s response to CSR 
activities through mobile devices, in the 
context of natural disasters, the authors 
found that technological convenience, 
social interaction, entertainment, and 
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information exchange available through 
mobile devices had an impact on satisfac-
tion, commitment, trust, and control. This 
relationship, was, in turn, associated to the 
engagement with social media communica-
tion on mobile devices, thus proving the 
critical role of social media in involving the 
public in CSR issues via mobile devices 
during natural disasters. 

Chu et al. (2020) conducted a study on 
cultural differences between Chinese and 
American consumers, emerging from their 
interaction with CSR communications on 
social media. The authors explored atti-
tudes towards CSR on social media, peer 
interaction about CSR activities, and opin-
ion leadership characteristics, by surveying 
a sample of social media users in both 
countries; findings have shown that both 
the interaction of consumers and the char-
acteristics of peer communication, as well 
as opinion leadership in CSR communica-
tions on social media, had a greater impact 
on the Chinese participants. 

Colleoni (2013) carried out a study on 
CSR communication strategies for organi-
zational legitimacy in social media, intend-
ing to determine the most effective 
corporate communication strategy used on 
social media to create a convergence 
between the corporate CSR agenda and the 
social expectations of stakeholders, thereby 
increasing the businesses’ legitimacy. The 
results showed that neither the engaging 
strategy nor the information shared led 
directly to harmonization, indicating that 
social media communication is still viewed 
to be merely a marketing practice for most 
businesses. Zhang et al. (2021) investigated 
the impact of CSR communication via 
social media on customer loyalty in times 
of crisis, finding that CSR communication 
via social media increases customer loyalty 
through the mediating effect of electronic 
word of mouth in times of crisis. 

Also, Skouloudis et al. (2015) show 
that by examining the perceptions and pri-
orities of CSR from the perspective of 

NGOs, there is a high appreciation of 
NGOs for the contribution of business enti-
ties to occupational health and safety, as 
well as to the protection of human rights, 
good environmental management, and 
other social practices. According to Sylvain 
(2014), partnerships between NGOs and 
businesses in the pursuit of CSR have 
become more common in recent years, this 
in turn indicating the existence of harmony 
and convergence in social responsibility 
targets between businesses and NGOs. 

In particular, Muneo Kaigo (2012) stud-
ied the use of Twitter during the March 2011 
Great East Japan earthquake in Tsukuba 
city. Despite minimal physical damage, 
Tsukuba lost electricity and water supplies. 
Telephone and internet communication, as 
well as web-enabled phones, were discontin-
ued, and smartphones became the primary 
device for communication via voice assis-
tants’ calls, SMS, email, and social media. 
Facebook and Twitter emerged as vital for 
information dissemination. Tsukuba’s 
authorities employed Twitter to interact with 
citizens’ post-earthquake, aiding informa-
tion spread and building social capital. 
Despite disrupted city services, social media 
rapidly conveyed information to the public 
and disaster agencies. 

Dufty et al. (2016) also investigated the 
primary functions of Twitter in emergency 
management over the past decade. The pre-
dominant role of Twitter in emergency man-
agement revolves around its function as an 
auxiliary communication channel. It serves 
purposes such as crisis mapping for obtain-
ing feedback, comprehending the sentiments 
of affected people, and facilitating real-time 
information exchange between the commu-
nity and emergency management entities. 

Methodology 

The researchers conducted a comprehensive 
investigation into the various social responsi-
bility initiatives undertaken by local busi-
nesses and NGOs using a qualitative 
research approach based on social media 
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conversations. In pursuit of this objective, a 
methodological framework was formulated 
to gather primary qualitative data through 
the process of content analysis. This 
approach was selected due to its appropriate-
ness as an effective technique for processing 
textual data (Kleinheksel et al. 2020). Social 
media crisis monitoring can be described as 
the continuous and systematic searches of 
social media platforms to gather real-time 
information about news or live events (Hadi 
and Fleshler, 2016).  

The focal point of the research involved 
the analysis of content derived from social 
media platforms and websites associated 
with a select group of local businesses and 
NGOs. These entities were recognized for 
their commendable efforts in contributing to 
social and humanitarian causes, particularly 
in the context of providing support and assis-

tance to individuals affected 
by earthquakes in Turkey 
and Syria. This analysis 
extended to encompass the 
geographical scope of the 
Middle Eastern Arab coun-
tries, comprising a total of 
12 nations as documented 
by INSEE (2020), and out-
lined in Table 1, where 
Brammer and Millington 
(2004) point out that corpo-
rate philanthropy is rarely 
studied both at international 
and regional levels. 

Data Collection 

Based on the data provided 
in Table 1, a selection 
process was undertaken to 
identify representative par-
ticipants from each of the 
countries under considera-
tion. This process ensured 
the inclusion of one local 
business entity and one 
NGO from each country, 
resulting in a balanced rep-

resentation. The criteria for this selection 
were derived from specific keywords such as 
Earthquake, Donations and Support, in 
Syria and Turkey, specifically using the Ara-
bic language. These keywords were 
employed to search for instances where these 
businesses and NGOs had engaged in contri-
butions or support related to earthquakes.  

The selection process further encom-
passed identifying mentions of the name of 
the concerned country within the textual 
content posted on social media platforms, 
notably Facebook and Twitter. These plat-
forms were chosen due to their widespread 
use and their tendency to host textual 
expressions that can be effectively subject-
ed to qualitative analysis. By focusing on 
written expressions, the researchers aimed 
to extract meaningful insights and patterns 
from the textual content generated by the 
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Countries 

Businesses NGOs 

Name Industry 
Electronic 
platform Name 

Electronic 
platform 

1. Jordan Housing Bank Finance Twitter JHCO Facebook 
and website 

2. Saudi 
Arabia 

Al Rajhi Bank Finance Twitter 
King Salman 

Humanitarian Aid & 
Relief Centre 

Twitter and 
website 

3. United Arab 
Emirates 

Al Ansari Exchange Finance 
Twitter and 

website 
Khalifa Bin Zayed Al 
Nahyan Foundation 

Facebook 
and website 

4. Qatar Qatar Stars League Sport 
Twitter and 

website Qatar Charity 
Twitter and 

website 

5. Kuwait 
The National Bank 

of Kuwait 
Finance Twitter and 

website 
Alsafa Humanity Twitter and 

website 

6. Oman ONIEC Engineering 
Facebook 

and Twitter 
Oman Charitable 

Organization 
Twitter and 

website 

7. Bahrain 
National Hotels 

Company 
Hospitality Facebook 

Bahrain Philanthropic 
Society 

Facebook 
and website 

8. Iraq 

Samarra 
Pharmaceutical 

Company 
Pharmaceutical Facebook 

Imam Hussain Holy 
Shrine website 

9. Lebanon 
Yunus Emre 

Institute - Beirut 
Instructional 

Facebook 
and Twitter 

The Awareness and 
Consolation 
Association 

Facebook 

10. Yemen Sabafon Telecommunication Twitter 
Tawakkol Karman 

Foundation 
Facebook 

and Twitter 

11. Syria 

National 
Transportation 

Company 
Transportation Facebook Syria Trust for 

Development 
Facebook 

12. Palestine 
SUPER TEX 

Company 
Clothing 

Facebook 

 
Merciful Association Facebook 

 

TABLE 1 
 Profile of participants (own source) 
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selected businesses and NGOs. This 
approach yielded a total sample size of 24 
participants, equally divided between busi-
nesses and NGOs. The equitable distribu-
tion of participants aimed to ensure a 
balanced representation of both types of 
entities, fostering the exploration of the dis-
tinctive perspectives, strategies, and 
approaches employed by each category in 
the context of earthquake-related contribu-
tions. 

Overall, the selection process not only 
upheld the representativeness of the sample 
but also ensured that the chosen partici-
pants were actively engaged in discussions 
related to earthquake donations. This 
approach served to enhance the reliability 
and relevance of the collected data, 
enabling the researchers to draw robust 
conclusions about the social responsibility 
activities and philanthropic efforts of local 
businesses and NGOs within the scope of 
the study. As stated by Miladi et al. (2022), 
the communication channels Facebook 
and Twitter stand out as widely used plat-
forms for virtual interactions among indi-
viduals and groups across various global 
regions. The Arab Social Media Report 
(2017) revealed that Facebook is the domi-
nant social media platform in the Arab 
world, with approximately 156 million 
users, while Twitter follows as the second 
most popular platform with 11.1 million 
users. Interestingly, Arabic has recently 
become the language of choice for the 
majority of Arab world social media users, 
accounting for 55%, followed by English. 
As a result, this trend has significant impli-
cations for how businesses and organiza-
tions interact with each other and with 
society. The financial sector accounted for 
the greatest proportion of the sample stud-
ied, as per Rebai et al. (2016), the financial 
sector is increasingly interested in CSR 
issues, and also, according to Zhang et al. 
(2010), businesses with significant public 
contact, such as retailers and banks, typi-
cally donate more than businesses with lim-

ited levels of public exposure. Likewise, 
social media platforms outperformed the 
websites of the institutions studied as a 
means of announcing social responsibility 
practices, since social media platforms are 
heavily used by institutions to manage their 
social responsibility activities (Jeong et al. 
2013). Whereas Facebook is the most pop-
ular social media platform used by busi-
nesses and NGOs to disclose their social 
responsibility practices, according to Abit-
bol and Lee (2017), the Facebook platform 
can also offer businesses unique opportuni-
ties to engage the stakeholders in CSR 
actions. 

Data Analysis 

After the sample selection process, data 
collection commenced by delving into the 
textual content. This was achieved through 
an examination of the social responsibility 
activities that had been announced on the 
participants’ respective social media plat-
forms, as Schreier (2012) indicates that 
qualitative content analysis is appropriate 
for a wide range of data, including web-
sites. To further dissect the qualitative 
data, a process of identifying themes within 
distinct categories was undertaken. This 
analytical method draws from the insights 
of Marks and Yardley (2004), who empha-
size that thematic analysis offers a holistic 
comprehension of various subjects by dis-
cerning underlying patterns while connect-
ing various ideas and opinions and 
comparing them to data gathered in vari-
ous situations at various times (Alhojailan 
and Ibrahim 2012). As a result, the subse-
quent section unveils a summary of the 
main findings that have been gleaned from 
the gathered data, which is expanded in the 
discussion section in conversation with pre-
vious literature. 

Results and discussion 

This section presents the raw data collec-
tion results as well as a description of the 
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research findings, which demonstrate the 
contributions of local businesses and 
NGOs in the field of social responsibility to 
assisting in the recovery of earthquakes in 
Turkey and Syria through digital content 
analysis. This section also delves into a crit-
ical analysis of the results, shedding light 
on the contributions made by the Middle 
Eastern Arab countries’ local businesses 
and NGOs to social responsibility, particu-
larly in the context of aiding earthquake 
recovery efforts in Turkey and Syria. 

First, results show that the social role 
of businesses and NGOs encompasses a 
wide range of contributions, with a signifi-
cant portion being expressed through vari-
ous forms of donations. These 
contributions have taken the form of med-
ical equipment and supplies, personal care 
items, hygiene tools, shelters, energy-relat-
ed equipment, and essential sustenance in 
the form of food and beverages. It is also 
important to note that social contributions 
extended beyond mere material donations; 
they also encompassed a diverse array of 
voluntary activities and initiatives aimed at 
uplifting communities. Second, the eco-
nomic role was strongly present through 
cash support by businesses and NGOs ana-
lyzed, where financial donations were 
tracked directly as cash and through cam-
paigns organized by the majority of NGOs 
to collect donations from individuals. Fur-
thermore, most businesses in the financial 
sector enabled accounts and platforms for 
cash donations. 

In terms of the environmental issues, 
the contribution was made by sponsoring 
some energy corporations to equip some 
new buildings with alternative energy 
sources, by providing assistance for evaluat-
ing buildings damaged because of earth-
quake exposure, by planting trees, greening 
damaged areas, by providing pet care servic-
es and by sending veterinarians and veteri-
nary first aid, as well as fire and rescue tools. 

When a disaster strikes a community, 
NGOs frequently step in to provide funds 

and other assistance to survivors in rebuild-
ing their lives (Alexander 2006), as do busi-
nesses as major players in emergency relief 
(Johnson et al. 2011). In order to reduce the 
negative impacts of disasters, economic, 
social, and environmental factors must be 
considered (Desi-Nezhad et al. 2022). 
Therefore, implementing CSR practices 
helps to manage and mitigate crises 
(Alsheyab et al. 2023). In this section, we 
will discuss the social responsibility activi-
ties undertaken by businesses and NGOs in 
Middle Eastern Arab countries as a 
response to those affected by the earth-
quakes that struck Turkey and Syria, which 
were achieved by content analysis of web-
sites and social media platforms for some 
businesses and NGOs, since many scholars 
(for example, Austin et al. 2012; Fearn-
Banks 2016; Coombs 2019) have empha-
sized the importance of social media in 
allowing organizations to interact with the 
public in order to manage crises. 

The Social Role of Businesses and NGOs 

In times of crisis and natural disasters, CSR 
is particularly significant and valuable to 
society (He et al. 2022). Furthermore, 
through their social commitments, NGOs 
play an important role in providing humani-
tarian assistance (Pierre-Louis 2011). 
Hence, in response to the earthquake, busi-
nesses and NGOs undertook a range of 
social and humanitarian initiatives. The out-
pouring of support was primarily manifest-
ed through donations. The notable activities 
can be categorized as follows: 

Medical assistance: the response encom-
passed an array of medical equipment and 
supplies, mainly vital essentials such as 
medicines, medical devices, and wheel-
chairs. Additionally, an assortment of med-
ical provisions including adhesive tapes, 
bandages, tissue paper, thermometers, cot-
ton, gauze, disinfectants, scissors, steriliz-
ers, saline solutions, syringes, gloves, 
masks, and even feeding bottles, illustrating 
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a comprehensive approach to healthcare 
provisioning. 
 
Personal care and hygiene: ensuring person-
al hygiene remained intact during the crisis, 
businesses and NGOs supplied personal 
care items. This encompassed soap, shower 
gel, shampoo, loofahs, towels, toothbrush-
es, toothpaste, nail scissors, ear cleaning 
sticks, deodorants, scented tissues, shaving 
tools, and hand sanitizers. Basic first neces-
sity goods like toilet paper, diapers, combs, 
clothes cleaning supplies, clothespins, and 
trash bags were also distributed, aiming to 
restore a sense of normalcy. 
 
Shelter and clothing: recognizing the need 
for a warmth environment, and acknowl-
edging the importance of energy in crisis sit-
uations; the assistance also extended to 
energy-related tools. Various types of fuel 
were made available alongside heating 
devices to combat the harsh winter condi-
tions. Searchlights, flashlights, candles, bat-
teries, chargers, and electrical transformers 
were supplied to address lighting and ener-
gy power needs. 
 
Food and beverage supply: businesses and 
NGOs rallied to distribute a range of essen-
tial food items. These encompassed gro-
ceries, fruits, and vegetables, along with 
clean drinking water. Nutritional needs 
were addressed through the provision of 
legumes, grains, spices, canned food, meat, 
poultry, fish, dairy products, and nuts. The 
support extended to infant formula and a 
comprehensive array of food preparation 
and eating utensils, including both single-
use and reusable drinking cups. 
 
Diverse donations: the spirit of giving took 
various forms, with generous donations 
extended. These contributions included 
automobiles, buses, and trucks to aid in 
transportation and logistics. The well-being 
of the youngest survivors was considered, 
with donations of children’s toys, fostering 
a semblance of normalcy during hard times. 
Moreover, donations of stationery and 

school supplies aimed to support education 
continuity. 
 
Community mobilization: beyond material 
aid, the response involved the mobilization 
of volunteers for the collection and prepara-
tion of relief parcels. Charitable organiza-
tions orchestrated campaigns to collect 
both in-kind and cash donations, galvaniz-
ing community support. Utilizing the reach 
of social media platforms, efforts were 
made to amplify donation posts, encourag-
ing wider participation and awareness. 
 
The equitable distribution of relief sup-

plies such as food, water, and clothing, in 
addition to the delivery of temporary hous-
ing amenities for the affected community 
and health care for the injured, are part of 
the social and humanitarian aspects 
(Akbarpour et al. 2020). According to Du 
(2015), charitable donations are frequently 
used as a disaster management technique, 
in this context, literature on CSR and phi-
lanthropy indicates that businesses from all 
over the world engage in relief activities in 
different ways with variable levels (Jose 
and Lee 2007; Welford 2005), where large 
corporations frequently respond philan-
thropically to humanitarian needs during 
times of crisis (Zhang et al. 2010), since 
businesses operate within disaster-stricken 
areas donating as much as they can to relief 
(Muller and Whiteman 2009). For instance, 
approximately half of the Global Fortune 
500 firms contributed US$580 million in 
goods, cash, and services to the Tsunami 
humanitarian response (Whiteman et al. 
2005). NGOs, on the other hand, respond 
quickly and adapt to disasters and emer-
gencies (Park and Yoon 2022), in which 
NGOs were successful in quickly reaching 
communities and providing services such as 
food and medical care (Shaw 2003), espe-
cially for vulnerable people (Lassa 2018). 

The Economic Role of Businesses and NGOs 

Economic philanthropic activities, such as 
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partnerships with NGOs, direct cash dona-
tions, in-kind donations, cash grants, and 
pledges, are common activities for affected 
communities during disasters (Johnson et 
al. 2011). The economic role was strongly 
evident through the substantial cash sup-
port provided by various companies and 
NGOs that underwent scrutiny. These 
organizations displayed their commitment 
by offering direct financial contributions. 
In addition to this, a multitude of cam-
paigns orchestrated by the majority of 
NGOs showcased their dedication to gen-
erating funds. Moreover, the economic 
influence extended to the financial sector, 
where a significant number of businesses 
proactively engaged in facilitating the 
donation process. Among their efforts, 
these financial entities opened specialized 
accounts and established dedicated plat-
forms designed exclusively for receiving 
direct cash donations or indirectly, as was 
the case of a company that pledged to 
rebuild 50 housing units destroyed by the 
earthquake. 

Results confirm existing evidence, 
showing the contribution of businesses to 
relief efforts in times of crisis and recon-
struction (Muller and Kräussl 2011). This 
not only demonstrated their corporate 
responsibility but also streamlined the con-
tribution process, making it easier and 
more accessible for individuals. In essence, 
the intertwining of economic dynamics 
within the realm of philanthropy and chari-
table endeavors highlighted the multifac-
eted approach adopted by companies and 
NGOs alike. By providing direct financial 
aid, tracking contributions, and fostering a 
culture of giving through targeted cam-
paigns, these entities showcased their com-
mitment to driving positive change. 
Furthermore, the collaborative efforts 
between the financial sector and organiza-
tions are also relevant to improve the 
impact of the actions. 

The Environmental Role of Businesses  
and NGOs 

Regarding the environmental aspect, natu-
ral disasters present both opportunities and 
risks for raising environmental awareness. 
Businesses and NGOs should be aware of 
directing and funding efforts to environ-
mentally vulnerable areas of the world 
(Ashlin and Ladle 2007), and also to mini-
mize the disaster’s environmental impact 
(Nili et al. 2021). In the context of address-
ing environmental concerns, a concerted 
effort was observed through strategic part-
nerships with energy corporations aimed at 
effecting positive change, wherein energy 
corporations lent their support to retrofit 
new constructions with alternative energy 
solutions. This was implemented by 
embracing solar panels, wind turbines, and 
other eco-friendly technologies, which con-
tribute to sustainable urban development. 
Additionally, a pivotal role was played in 
assessing the aftermath of earthquakes, 
through the provision of expert consulta-
tions and professionals. These consulta-
tions facilitated thorough evaluations of 
the structural integrity of damaged build-
ings, ensuring that reconstruction efforts 
aligned with both safety standards and eco-
logical considerations. 

The commitment to restoring natural 
ecosystems is also materialized through a 
widespread tree-planting drive. Moreover, 
the initiative expanded beyond reforesta-
tion to encompass the greening damaged 
areas. The well-being of animals was not 
overlooked. The dedication to pet care 
services was evident as teams of veterinari-
ans were dispatched to offer essential med-
ical attention and veterinary first aid to 
affected animals. Furthermore, recognizing 
the heightened risk of fire-related incidents 
in affected regions, the fire and rescue tools 
were made available. Collectively, the mul-
tifaceted initiatives undertaken by energy 
corporations, environmental organiza-
tions, and various stakeholders under-
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scored a unified commitment to mitigating 
the impact of environmental challenges. 
Through a combination of innovation, sus-
tainability, compassion, and preparedness, 
these endeavors paved the way for a more 
resilient coexistence between humanity and 
the natural world. 

However, the precise role of disaster 
resolution through environmental recon-
struction has received little empirical atten-
tion (Mabon 2019). Karaibrahimoglu 
(2010) and Cheney and McMillan (1990) 
argue that environmental initiatives are not 
sufficiently emphasized as they should be in 
times of crisis. According to Guerrero and 
Luque (2021), this was evident from their 
findings, as there was a lack of environmen-
tal practices following the earthquake, con-
trary to the UN’s calls for a shift from 
disaster management to sustainable devel-
opment management (Desai et al. 2015). In 
the same fashion, responses to sustainabili-
ty challenges have also been described as 
slow and not corresponding to the severity 
of the problems by Van der Leeuw et al. 
(2012). 

Conclusion 

Corporate philanthropy may have reached 
new heights due to disaster relief, but it is 
still an insufficiently studied phenomenon 
(Muller and Whiteman 2009). So, a collab-
orative effort and collective action are 
required among various stakeholders 
(Aitsi-Selmi et al. 2015), including the gov-
ernment, NGOs, business sectors, and citi-
zen participation (Fidler 2005), to raise the 
level of social and environmental responsi-
bility during disasters. In the context of 
social responsibility, social networks play a 
significant role in improving communica-
tion effectiveness and participation in ini-
tiatives (Kesavan et al. 2013). 

Overall, findings indicated that social 
media platforms helped to publicize initia-
tives launched by businesses and NGOs, in 
all the countries analyzed. Moreover, some 
businesses and NGOs also aimed at 

encouraging people to donate and volun-
teer, in addition to habilitating electronic 
donation platforms to help mitigate the 
effects of earthquakes; these initiatives 
were somehow expected since local NGOs 
and businesses in Middle Eastern Arab 
countries have a social responsibility mis-
sion that should not be underestimated 
and, according to their capabilities, the 
majority of them focused on donations due 
to the nature of the disaster. Therefore, the 
majority of donations included social 
necessities for affected communities, such 
as medical supplies, food and beverages, 
personal care and hygiene, shelters, and 
energy tools, where the majority of the 
necessities were met while taking age and 
gender diversity into account. In terms of 
economic donations, cash was the most vis-
ible, while environmental issues were con-
sidered and given less weight than their 
economic and social counterparts. 

Despite the social responsibility of 
local NGOs and businesses in the investi-
gated countries, it pales in comparison to 
the response of international NGOs and 
businesses to mitigate the earthquakes in 
Turkey and Syria, such as Save the Chil-
dren, CARE Türkiye, ActionAid, CARE, 
Islamic Relief, and Action Against Hunger 
NGOs (Bond 2023), as well as the response 
of some international businesses such as 
Starbucks, Boeing, and Kraft Heinz 
(Larkin 2023). This gap is logical and wide-
ly recognized, due to the widespread nature 
of these businesses and NGOs, their finan-
cial capacity, and the time period of their 
formation, their experience and specializa-
tion in such work. Some of them, such as 
CARE, was founded in 1945, at the end of 
World War II, with the goal of providing 
relief materials in Europe, whereas Save the 
Children focuses on children’s rights (Park 
and Yoon 2022). 

Some limitations apply to this research 
and must be considered in the interpreta-
tion and generalization of the results such 
as the fact that it is limited to analyzing 

56     Mousa Alsheyab, Nela Filimon, and Francesc Fusté-Forné

The Arab World Geographer/Le Géographe du monde arabe 27, no 1 (2024)

D
ow

nloaded from
 https://prim

e-pdf-w
aterm

ark.prim
e-prod.pubfactory.com

/ at 2025-07-18 via O
pen Access.



only the content of some websites and 
social media platforms for local NGOs and 
businesses, rather than international ones, 
not to mention the role of other local busi-
nesses and NGOs. Moreover, there was in 
addition the significant role played by Mid-
dle Eastern governments, which provided 
unparalleled assistance in this disaster 
through financial assistance, search and 
rescue teams, emergency housing, food, 
and medical support (Cahn and Yavorsky 
2023). Nevertheless, some of the findings 
emerging from this research are adding to 
the existing evidence, such as, for example, 
the main types of donations made as aid 
and the support offered to communities 
affected by natural disasters, the gaps in the 
types of assistance, such as the environ-
mental one, and also future research lines 
on how to bridge these gaps, in addition to 
providing psychological and social support 
to those affected by the disaster. 
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