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Welcome to the first issue of CSR Al Youm in the year 2021.  This issue focuses on giving back to the community pre 

and in the midst of COVID-19. Giving back is a cornerstone of the Dubai business community CSR culture. While the 

pandemic has imposed various restrictions in terms of social distancing, there has been incredible response from the 

business community to help communities navigate the impact of the pandemic.

In this issue, we learn about the importance of community initiatives in an interview from the experience of Abu Dhabi 

Islamic Bank. Then, we showcase various community initiatives from 4get-me-not, Transworld Group, Tristar Group, 

and Procter & Gamble (P&G). We conclude this issue with CRB news and the ceremonies and trainings organized in 

January - February 2021.

We hope you enjoy and get inspired by this issue of CSR Al Youm and if you have any suggestions, please 
send them to responsiblebusiness@dubaichamber.com

EDITORIAL
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1.    In your opinion, why are community engagement initiatives important? How do these initiatives impact the 

      organization’s social responsibility strategy?

“ADIB believes that our impact goes beyond banking, and we place this principle at the heart of everything we do as it is core to our Islamic 

values. Through genuine community engagement initiatives, corporations can create an impact that touches and improves peoples‘ lives. 

We feel it is important to invest in our local communities, constantly celebrating their achievements and supporting them when necessary. 

Through building close societal ties, we are able to identify and execute programmes which can deliver tangible, long-lasting benefits 

across the UAE.“

2.    Please tell us more about ADIB’s community engagement initiatives

      during and post COVID-19.

“As a bank that plays a substantial role in the communities we serve, we have committed considerable time and resources to support 

our customers, employees, and the wider community during COVID-19. These initiatives included donating AED 25 million to the Ma’an’s 

‘Together We Are Good’ programme, designed to encourage financial and in-kind contributions from individuals and companies to support 

the community. In addition, and in line with the Central Bank of the UAE’s Targeted Economic Support Scheme (TESS), ADIB provided 

payment holidays for over 880,000 customers. We also provided fee waivers to help alleviate the financial pressures faced by individuals 

and businesses across the nation. These measures will extend into 2021 to ensure ADIB is doing what it can to support its community. 

Furthermore, at the end of 2020, ADIB launched its #HereForYou campaign to assist UAE residents to better understand and manage their 

finances. Through this campaign, we continue to cover important topics for our customers, such as personal finance, budgeting, saving, 

investing, and planning for the future.  We also launched “Thanking our Hero Initiative” where we distributed 1,100 giveaways across 10 

tents of SEHA as a token of appreciation for medical front liners.  Additionally, we launched the “Labour Initiative” where we distributed 

2000 giveaways to laborers in partnership with MOHRE which included kits to keep them safe during COVID-19 .

Post COVID-19, we aim to raise our level of community engagement and develop innovative initiatives that ensure that we continue to 

stand with our community, setting an example for other institutions to follow.“ 

GIVING BACK TO THE COMMUNITY: 
AN INTERVIEW WITH ABU DHABI ISLAMIC BANK

Meet the Interviewee

Maryam Talib Al Tamimi is the Chairwoman of ADIB’s 
CSR Estidama Council and Area manager of East Area 
Abu Dhabi. She is part of the CSR Council committee 

since 2013 and has more than 15 years of diverse 
experience in ADIB within the Retail Group in the Call 
Center, Marketing, Product Development, Women’s 

Banking and Branches.
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3.   Do you think the future of community engagement initiatives run by businesses will be impacted by the pandemic 

      and how?

“The COVID-19 crisis has presented a chance for companies to show their commitment to their employees, customers, and community, 

as well as an opportunity for companies to rethink their corporate responsibility strategy. 

During this period, we saw what was possible when big corporates put effort into delivering a society-focused response. As we continue 

to navigate the lingering effects of the pandemic, we expect this level of community engagement to endure and grow. In return, this is 

likely to positively influence businesses to rethink their level of community engagement going forward. For ADIB, the tremendous results 

and impacts achieved by our initiatives during 2020 has motivated us to give back even more to our community in 2021.“ 

4.   What advice do you have for companies, particularly SMEs, that want to engage with their community?

“Giving back should be a sustained investment that is in line with the company’s own values that deepens the relationship between 

businesses and the communities that surround them. There are several ways to approach community engagement, however, most 

importantly, it is about being active, authentic, and passionate about making a difference. By listening to your community, you can align 

your approach to address their main concerns and create a long-lasting impact. 

There is a misconception that only big companies can make an impactful contribution. However, this is just not the case and SMEs have 

the ability to create a difference by empowering employees to get involved with local organizations, building strong relationships with the 

local community, and embedding community engagement at the core of their business values.“ 
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Team Vintage Vloggers comprises of two passionate senior foodies; 85 yr old Jordanian Hafez Redha and 92 yr old Indian 
American  Narindra Singh Pujji

About 4get-me-not

4get-me-not, the only Social Enterprise in the United Arab Emirates and the Middle East which focuses on seniors (60 years old and 

above) as part of its mission to address Alzheimer’s Disease (AD), was launched in 2013. It’s Founder - Desirée Vlekken, belongs to a 

community touched by AD where both her father and father-in-law drew inspiration to create a social platform for families and caregivers 

of Alzheimer’s patients. 4get-me-not creates a positive impact to the society, particularly the senior community by creating awareness 

on the importance of giving proper attention to their wellbeing and quality of life as one of the means to prevent AD. Positive lifestyle 

approaches are considered to help seniors cope with physical and cognitive changes. AD is a growing global health issue that affects a 

large majority of the senior community with one person in every three seconds reported to have it. 4get-me-not has been working with 

various International organizations such as the Alzheimer’s Disease International (ADI) London office, Dementia Friends of Alzheimer’s 

Society UK and World Health Organization (WHO) through its Eastern Mediterranean Office, to build a vibrant community that addresses 

Alzheimer’s in a preventive, holistic and innovative way.

About Vintage Vloggers Initiative

“Vintage Vloggers” is a unique initiative launched by Desirée Vlekken, the founder of 4get-me-not, a social enterprise that focuses on 

seniors (60yrs+) as part of its mission to address Alzheimer’s disease. 

The concept of “Vintage Vloggers” came about when Desirée found it difficult to find suitable restaurants and café’s serving senior 

citizens; as their requirements include accessibility, healthier food options and 

comfortable seating amongst other aspects; she was surprised to learn that there was

no blog or reviewer in the region that catered to this segment. Desirée says “This 

discussion begged the question, ‘where can senior friendly-meals be found anyway? 

Just over Thai lunch last week, I convinced two of our coolest seniors Mr. Puji and

Mr. Hafez to be the 4get-me-not Vintage Vloggers! The challenge was for both seniors and

myself to embark on a Food Road Trip in search of the senior friendly meal in the UAE.”

“One of the main missions at 4get-me not is to actively create a favourable environment for seniors to feel happy by preserving their 

memories and creating opportunities for meaningful engagement and by establishing a platform like “Vintage Vloggers” with Mr. Pujji and 

Mr. Hafez we come closer to our goal of integrating seniors in our community and protecting them from self isolation, adds Desirée. 

4GET-ME-NOT: 
UAE’S FIRST “VINTAGE VLOGGERS”
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TRANSWORLD GROUP CORPORATE RESPONSIBILITY: 
PIVOTING VIRTUAL VOLUNTEERING DURING COVID-19 

Volunteering Initiatives at Transworld Group

Transworld Group has a strong volunteering culture, wherein employees are encouraged to engage in volunteering activities around pressing 

social issues throughout the year. This program has made the staff members’ philanthropists in their own right. They drive regular community-

based initiatives, awareness campaigns and encourage cross-learning and talent sharing with the organizational partners. The volunteering 

program is driven by a group of Corporate Responsibility (CR) Energizers - a voluntary cross-section team of employees who lead the 

initiatives on-ground in different locations. The volunteering program provides the thought-seed of giving and caring that the Group strives 

to nurture in people and their families. 

Global Pandemic: Changing Face of Volunteering

Face-to-face volunteering allows interaction with the people you are helping, to offer immediate relief and to build relationships with them in 

order to better understand their needs. Like everything else, the traditional form of volunteering also got impacted due to global pandemic 

COVID-19 from the beginning of 2020. Lockdowns and safety measures posed challenges for going out and volunteering. As part of 

the Group’s commitment to support local communities, newer ways of engagement with different target groups were planned and digital 

volunteering was adopted. Virtual platforms connected volunteers to beneficiaries to continue the spirit of giving back. 

Virtual Volunteering: Opportunities and Benefits

Digital volunteering paved way for new methods of engagement. Volunteering online helped people donate their virtual time to a cause that 

matters, even without going to physically volunteer somewhere. Some of the other benefits of virtual volunteering are that employees support 

good causes wherever they are based across geographies - even from home, fitting around other time and work commitments, along with 

family members - which provides an opportunity to think creatively. 

The outreach expanded as families got involved in volunteering, travel time got saved

and multiple grassroots organizations benefitted. There were exchange of ideas between

people of different skills sets sitting in different locations to fulfill their commitments, making 

the experience more rewarding and enriching. It ensured that beneficiaries continued to

receive much needed support, interaction and engagement helping in their well-being

during the challenging times. 
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Engagement with the elderly is one such example, where they were not only a high-risk group, but the situation also pushed them into 

emotional challenges. Digital engagement gave them a way to stay connected, brought happiness and joy and encouraged them to start 

their journey of digital literacy. Transworld Group aims to launch a skills-based plan is to launch skills based online volunteering where 

volunteers will be able to measure the impact of their long-term engagement with beneficiaries.

In the year 2020-21, Transworld Group engaged with diverse target groups including the elderly, people of determination, street children, 

young athletes, daily wage earners, waste pickers, women front liners, and blue-collar workers and others, adapting the employee 

volunteering program for maximum positive impact during COVID-19. 

Transworld Group Impact since April 2020

Transworld Group believes that social and physical distancing should not be a barrier to touching human lives. While virtual volunteering 

enabled to continue the Group’s support, the post COVID-19 plan is to go ahead with a blended volunteering model. 

Outreach Cities
20

12,380
Beneficiaries

Initiatives
20

Volunteers
717
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TRISTAR GROUP: 
COMMUNITY SUPPORT DURING THE PANDEMIC 

Tristar’s COVID-19 response was not only focused on the health and wellbeing of its employees but also in the communities 

where it operates in living up to its ‘Business for Purpose’ mission. In 2020, the company provided cash for 10,000 meals through 

the Dubai government’s 10 Million Meal Campaign to provide meals to low-income families and individuals during Ramadan. 

With the amount donated, 10,000 lights were displayed on Burj Khalifa which became the World’s Tallest Donation Box. “It is 

a privilege for us to support this initiative in some small way. The UAE is our home and it is important for us to come together 

to extend our solidarity in this crisis and especially during this holy month of Ramadan,” said Eugene Mayne, Tristar Group 

CEO. Tristar has also donated AED 600,000 (US$ 166350) to support Al Jalila Foundation’s COVID-19 research. Since 2016, 

Tristar has supported Al Jalila Foundation in its research efforts to bring global best practices together with regional expertise to 

solve the region’s biggest health challenges. In South Sudan, Tristar provided 51 tons of food items to South Sudan’s Ministry 

of Humanitarian Affairs and Disaster Management. The items turned over were maize, beans, sorghum, cooking oil and salt. 

Several volunteers from the company also visited the Atek Luak Protection Center to educate children regarding the ongoing 

COVID-19 pandemic. They provided children with hand wash items and face masks and explained to them the importance of 

washing, sanitizing and maintaining social distancing. 

Tristar also contributed US$ 100,000 to Uganda’s National Response Fund, which was handed over personally by Promise 

Anagolu, Tristar’s Country Manager to Mary Karooro Okurut, Head of the COVID-19 Response Fund, and Robina Nabbanja, 

Minister of State for Health in charge of general duties.

In Mali, Tristar’s local team conducted a food distribution ceremony for 500 refugee families at the Camp of Faladie, Commune VI, 

District of Bamako. Each family received a food pack consisting of a 50 kg bag of rice, a 5 liter cooking oil bottle, powdered milk 

and beans. Tristar Pakistan provided food bags to 60 families in Karachi who were suffering from the economic repercussions 

of the COVID-19 pandemic. The families received essential food items such as dairy products, lentils, rice and wheat. 
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CSR AT P&G:
STEPPING UP AS A FORCE FOR GOOD

Putting Our Heroes at the Forefront 

The COVID-19 pandemic caused a significant disruption to many facets of life, and its impact across the globe is sizeable. 

As the world mobilized to counter this dire situation, P&G stepped up as a “Force for Good” and announced the “Protect Our 

Heroes” campaign to recognize and celebrate everyday heroes as well as contribute towards recovery efforts for the pandemic. 

Expressing thanks to everyday heroes including parents, teachers, essential workers and those fighting the pandemic on the 

frontline, the “Protect Our Heroes” campaign aimed to make a positive impact through a safety-first approach. The campaign 

was a cross-industry call to action that manifests itself through a variety of initiatives that support unsung heroes. 

Key P&G sites normally meant for manufacturing household brands such as Pampers and Ariel, are being expanded to produce 

in-demand safety items such as face masks and hand sanitizers. The company manufactured and distributed Personal Protective 

Equipment (PPE) to aid frontline and essential workers tirelessly combatting the spread of the coronavirus - masks and hand 

sanitizers are being donated to frontline workers around the Middle East region. P&G has also donated products like Fairy, 

Gillette, Safeguard to frontline relief workers and communities in need across the region. Globally, P&G’s in-kind, product and 

monetary donations add up to tens of millions of dollars with more than 30 brands in more than 30 countries for over 200 relief 

organizations. As part of the new campaign, P&G teams assisted students of determination, specialist personnel in health 

centers as well as relief workers in Saudi Arabia, UAE and Nigeria. 

A Beacon of Hope in Beirut

On August 4, a powerful explosion in Beirut’s port caused at least 200 deaths, 6,000 injuries, $10–15 billion in property damage, 

and left an estimated 300,000 people homeless. P&G has contributed towards rebuilding of Beirut through product donations 

and in-kind cash donations through ongoing CSR initiatives.

P&G donated US$1 million to assist relief efforts and support communities in Lebanon, with further support to follow as part of 

longer-term commitments. Working with leading NGOs, the donation will go towards rebuilding efforts. 
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As part of the Force for Good initiative, Pampers distributed 1 million diapers to the babies of Beirut, to an NGO and the two hospitals 

that welcomed them. The gift was part of the P&G pledge of the $1 million to help the families impacted on that day. In addition, P&G 

committed to support through Anghami’s initiative “The Sound of Beirut” - which brought together 30 Arab and international artists with 

fans from all over the world for the cause of Beirut.

Pampers Arabia, along with its creative team, produced a film to welcome a baby born under the lights of nurses’ mobile phones on the 

day of the explosion. The #HopeIsBorn campaign sent a message to the people of a devastated Beirut that even in times of adversity, 

there is always a ray of hope. 

P&G has supported communities and consumers through unexpected challenges for more than 180 years - and stepped up to provide 

significant support for COVID-19 relief, equality and the environment in 2020. This year, P&G united to support consumers and communities 

through unexpected challenges, providing the brands people count on to take care of their personal health and hygiene and to create 

healthy homes. 

With Protect Our Heroes, the company adopted a multi-pronged approach that benefits individuals that need it most. From funding 

contributions to investing their time for a cause, the overwhelming support of P&G’s international and local community as well as the 

team’s generosity and commitment to making a positive impact is an inspiration. 

Lead with Love

P&G has announced a commitment to 2,021 acts of good for 2021, starting with its next major wave of contributions of health, hygiene 

and cleaning products, PPE, and financial support collectively worth tens of millions of dollars for COVID-19 relief efforts. 

These acts of good represent the next chapter of P&G’s Lead with Love consumer campaign, which includes a call to action to make 

2021 the year we all come together to do more and do better – for communities, equality and our planet. P&G is also mobilizing the power 

and reach of its trusted brands to deliver on its commitment of 2,021 acts of good. These acts will include new programs that will be 

announced throughout the year, as well as longstanding programs which will have new impacts in 2021.
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 CRB NEWS

• The CRB has organized nine launch meetings of the year 2021 with the different task forces of Dubai Chamber Sustainability Network 

program. These meetings aimed to plan the objectives and deliverables of each of these nine task forces in accordance with the member 

companies’ CSR & sustainability priority areas. Task force members expressed their interest in organizing various webinars, carrying out 

several campaigns, and publishing different publications on themes relevant to CSR & sustainability.

• Dubai Chamber Sustainability Network organized a virtual ceremony “Marking Sustainability Network Achievements 2020 and Launch 

of 2021”. The main objective of the event was to highlight the achievements of Dubai Chamber Sustainability Network for 2020 and 

recognize the member companies for taking a leading role in implementing CSR and sustainability initiatives during the exceptional year. 

It was also used as an occasion, to kick-start and launch 2021 and share the plans of the Sustainability Network for this year.

• The CRB organized an internal training for Dubai Chamber customer-facing employees titled “Training Session on Dealing with People 

of Determination”. This training helped participants understand the different types of disabilities and the correct ways of dealing with 

People of Determination. It also provided them with tools to improving communication and inclusion in the workplace, especially during 

the pandemic where people are required to keep their distance and wear masks. This is the first training of a series of events and activities 

that will be held in 2021 to raise Dubai Chamber employees’ awareness on understanding and including People of Determination in the 

workplace and community.

• CRB organized a training webinar on how to apply for the Dubai Chamber CSR Label for H1 2021 cycle. Applications for the Dubai 

Chamber CSR Label are open for the H1 cycle of 2021. Companies can apply for the Dubai Chamber CSR Label, Dubai Chamber 

Advanced CSR Label, as well as four specialized categories: Workplace, Marketplace, Community and Environment. For more information 

please contact dc-csrlabel@dubaichamber.com  




