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ABSTRACT

The study aimed at examining  the effect of Corporate Social Responsibility on business organization using Sterling Bank  Iwo branch of  Osun State as case study. It  determined the significant effect of CSR on business organization. The survey research design was employed for the study, and with the use of using purposive sampling method respondent who are staff of Staff of Sterling Bank Iwo branch was selected as the population of the the study. Well structured questionnaire was issued to the Thirty-Nine (39) participant and all were retrieved and validated fro the study. Data was analyzed using frequency and tables which provided answers for the research questions. Hypothesis was tested using Chi-Square and Pearson Correlation Statistics tool (SPSS). Finding from the study finding revealed that CSR aids in better brand recognition, aids in organization’s reputation enhancement, enhances recruitment and retaining of high workers, increases sales of product, improves customer loyalty and  enhances banks business insight. Findings of the study also revealed the hindrances of organizations' social responsibility where all the respondent said yes that those challenges includes: lack of stakeholders awareness on CSR plans, lack of transparency, undue pressure from shareholders, lack of regulations and standards. The researcher therefore recommends that business organizations should leverage on their social responsibility expenditures by ensuring that they are linked or connected to profitable operations and top management should understand the strategic financial benefits of CSR activities. More so, business organizations should consider investment in social responsibility as beneficial to the society and its own business operation, it will be necessary for the industry to earmark more funds as social responsibility investment fund so as to meet the increasing demands from members of the public for its social assistance.
CHAPTER ONE

INTRODUCTION

Background to the Study 

It is now recognized that sustainable development and the reduction of poverty are the key issues that need to be addressed by governments, mostly in the developing world. However, the government can not meet this alone without the help of the private sector. Policy makers are paying attention to the potential contribution of the private sector to such policy objectives. As the issue of sustainable development becomes more important, CSR has become an element that addresses these issues and, therefore, it has become more vital in the daily operations of business organizations. Corporate Social Responsibility is how business organization activities influence stakeholders' interests. CSR plays a very important role in organizational performance.

Corporate Social Responsibility (CSR) as a concept entails the practice whereby corporate entities voluntarily integrate both social and environmental upliftment into their business philosophy and operations. A business enterprise is primarily established to create value by producing goods and services which society demands. The notion of Corporate Social Responsibility (CSR) is one of the ethical and moral issues surrounding corporate decision making and behaviour. Therefore, whether a company should undertake certain activities or refrain from doing so because they are beneficial or harmful to society is a central question. Social issues deserve moral consideration of their own and should lead managers to consider the social impacts of corporate activities in decision making regardless of any stakeholders’ pressures. However, some argue that the contribution of concepts such as Corporate Social Responsibility (CSR) is just a reminder that the search for profit should be constrained by social considerations and increasing (Heslin, P. & Achoa, J. 2018). Corporate Social Responsibility (CSR) is analysed as a source of competitive advantage and not as an end in itself (Branco and Rodrigues, 2006).

Corporate Social Responsibility (CSR) involves a business identifying its stakeholder groups and incorporating their needs and values into the strategic and day-to-day decision-making process. It is a means of analyzing the inter-dependent relationships that exist between businesses, the economic system, and the communities within which they are operating. Corporate Social Responsibility (CSR) is a means of discussing the extent of obligations a business has to its immediate society; it is a way of proposing policy ideas on how those obligations can be met, as well as a tool by which the benefits to a business of meeting those obligations can be identified. As a result of this, the environmental aspect of Corporate Social Responsibility (CSR) is seen as the duty of business organizations to cover the environmental implications of their operations, products, and facilities, eliminate waste and emissions, maximize the efficiency and productivity of their resources, reward for externalities, and minimize unethical practices that might adversely affect the enjoyment of the community where they are located and the country’s resources (Brammer, S., Millington, A., & Rayton, B. 2017). Although corporations around the world are struggling with this new role, which is to meet the needs of the present generation without compromising the ability of the next generations to meet their own needs. Organizations are being called upon to take responsibility for the ways their operations impact society and the natural environment. They are also being asked to demonstrate the inclusion of social and environmental concerns in business operations and in interactions with stakeholders. Too often, attaining Corporate Social Responsibility (CSR) is understood from the perspective of business generosity to community projects and charitable donations, but this fails to capture the most valuable contributions that a company has to make as their attention has shifted from promoting product differentiation at the product and firm levels to looking outside their business environment.

Statement of the Problem 
In the emerging global economy, where the Internet, the news media, and the information revolution shed light on business practices around the world, companies are more frequently judged on the basis of their environmental stewardship. Partners in business and consumers want to know what is inside a company. This transparency of business practices means that for Nigerian banks, Corporate Social Responsibility (CSR) is no longer a luxury but a requirement. With the new "competent and competitive players," the Nigerian banking system is now driven by advanced competition brought about by globalization, deregulation of financial services, the recent replacement of some banks’ Chief Executives, and astronomical development in Information and Communication Technology (ICT), among others, to render services according to cost-benefit criteria. However, many business organizations see themselves as caught between social demands and maximizing short-term profits. It is now believed that stakeholder value is hardly compatible with shareholder value. Therefore, today's businesses have a fiduciary duty to shareholders and, at the same time, a social responsibility to stakeholders.

So far, it is widely accepted that being responsible means a cost rather than a financial benefit. Possessing a strong Corporate Social Responsibility profile means a cost rather than an asset that can be invested in. However, the growth in socially responsible investments and in Corporate Social Responsibility awareness assures organizations that the future champions will be those who proactively balance short-term financial goals to meet shareholder demands, with building long-term sustainability to satisfy stakeholder demands. Consumers make a purchasing decision according to a company's corporate reputation. Apparently, it seems like today's companies are caught in a morality test. Being moral involves costs, especially being upholding ethical practices while dealing with clients and customers within their environment. Thus, research has revealed that most business organizations do not practice CSR policy because they are shying away from giving back value to society and engaging in philanthropic actions to those within the area of their business. While most of them have become too profit-oriented, they no longer acknowledge the need to take social responsibility on the excuse of too many stakeholders and shareholders' interference. In spite of the existing literature about the role of corporate social responsibility in the environment and society, there is a significant gap about how corporate social responsibility improves business performance due to a lack of documented evidence of the benefits. Hence, the researchers’ focus was to find out the impact of CSR on commercial banks as well as to find out whether these institutions realize any benefits from the amount they spend on social responsibility.

Research Questions 

Research questions provide structure and direction to a study in scientific inquiry. As a result, according to Torty (2021), "research questions should truly constitute an enlargement of the research problem." 


The following research questions were posed in accordance with the study's objectives:
What are the significant effect of CSR on business organization?

 What are the hindrances to organization social responsibility?
3. Are there CSR policy to be incorporated in organization strategic goal?

4.What is the relationship between CSR and business performance?

Objectives of the Study 

Research objectives are just as useful as they are in most other aspects of life. “Research objectives provide the researcher a wonderful feeling of aim and direction,” according to Torty (2021). The study's overall purpose is to examine the place of Corporate Social Responsibility and it effect on the business organization on Nigerian Economy. The other specific objectives are:- 

To determine the significant effect of CSR on business organization.
To identify the hindrances to organization social responsibility.

To examine perhaps CSR policy to be incorporated in organization strategic goal.

To determine the relationship between CSR and business performance.

Research Hypothesis

 An hypothesis refers to an experimental statement, tentative in nature, showing the relationship between two or more variables. It is open to test and can be accepted or rejected depending on whether it agrees or disagrees with the statistical test.

The two hypotheses that were tested in this study are the null and alternative hypotheses.

The null hypothesis reflects that there will be no observed effect in our experiment. In a mathematical formulation of the null hypothesis, there will typically be an equal sign. This hypothesis is denoted by H0. The null hypothesis is what we attempt to find evidence against in our hypothesis test.

The alternative or experimental hypothesis reflects that there will be an observed effect on our experiment. In a mathematical formulation of the alternative hypothesis, there will typically be an inequality, or not equal to the symbol. This hypothesis is denoted by either Ha or by H1. The alternative hypothesis is what we are attempting to demonstrate in an indirect way by the use of our hypothesis test. If the null hypothesis is rejected, then we accept the alternative hypothesis. If the null hypothesis is not rejected, then we do not accept the alternative hypothesis.


The study will test the validity of the following null hypothesis:
HO1:  There is no significant effect of CSR on business organization

HO2 : There is no relationship between CSR and business performance.

Significance/Justification of the Study 

Findings from the study are expected to make a contribution to knowledge in the provision of information about Corporate Social Responsibility to business organizations. It will enlighten business organizations about their social responsibility, which can enhance their profitability as most of the environmental obligations they do go unnoticed by customers and the community, even when most of them prefer to invest in CSR activities that are conspicuous to customers as opposed to those which are salient. The study will equip both stakeholders and shareholders with a handful of information on the approaches and strategies for incorporating CSR policies into other policies to promote sustainable development of their business environment. The study will provide fundamental material for scholarly discourse in management science relating to Corporate Social Responsibility and also serve as a reference material for students and academia for future research in related fields.

Scope of the Study 

The scope of the study is bordered on the impact of Corporate Social Responsibility on business organizations. The study is however limited to Sterling Bank in Iwo, Osun State. The major limiting factor of this research work is financial constraints  Insufficient fund tends to impede the efficiency of the researcher in sourcing for the relevant materials, literature or information and in the process of data collection (internet, questionnaire and interview). More so, time constraint of which the researcher will simultaneously engage in this study with other academic work. This consequently will cut down on the time devoted for the research work. Lastly respondents attitude the staff who is to give the necessary information as to the impact of Corporate Social Responsibility in Nigeria Banking Industry  as most of them were not willing to collect the questionnaire while those who did where not able to give detailed information on the research questions. 
Definition of Terms
Organization: This is a combination of people or individual efforts working together in pursuit of certain common purposes called organization goals
Social Responsibility: Social Responsibility is the commitment of businesses to contribute to sustainable economic development by working with employees, their families, the local community and society at large to improve their lives in ways that are good for business and for development.
Corporate Social Responsibility: –It entails the practice whereby corporate entities voluntarily integrate both social and environment upliftment in their business philosophy and operations.

CHAPTER TWO

REVIEW OF LITERATURE

2.0 INTRODUCTION

Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.
2.1
CONCEPTUAL REVIEW

CORPORATE SOCIAL RESPONSIBILITY

The interrelationship between organizations and their environment has become increasingly important. There is no business organization that can exist in isolation; it must have a community that it associates with in terms of location for its successful operations. Also, in any society, the need for remarkable growth and development can not be easily attained if the principal actors, that is, the citizenry, the government, and the corporate business organizations, are not in harmony. Thus, there must be some practical roles that the organization must play for its impact to be felt by the community (society at large) where the business operates. For example, the installation of pollution control equipment might improve the quality of air and water in plants surrounding the area. This may also result in a change in production costs and a possible increase in the price of goods produced. As society increasingly becomes aware of this interdependence, so do the managers of organizations. As a result, organizations, especially in the business sector, are no longer viewed as totally private endeavors that are free to pursue their own ends as long as they do not break the law. Instead, their actions are seen as having public consequences that go beyond serving customers and paying returns to their owners. Thus, social responsibility has become a significant issue for today’s managers (Capaldi, N. 2015).
Corporate social responsibility has had very varying meanings for different people over time. Stakeholders use different definitions according to their norms, values, and beliefs. Definitions vary according to a companys size, the perceptions of the employees who are in charge of corporate social responsibility within the company, which stakeholder groups are engaged in the company, and so on (Jiyoung O. 2017).

According to Okiyi G. (2013), corporate social responsibility stems from an organization feeling obliged and with a conscience to put back into society and, at most times, its immediate environment what it has taken from it, without the expectation of a reward or social consideration, while executing its other obligations to the environment. Amaechi, K. (2016) sees Corporate Social Responsibility as one of the proper solutions to the many problems posed to marketers today. Pirsch, J., Gupta, S., and Grau, S. (2017) see it as an organizational incorporation of moral or ethical principles in dealing with others. In a related development, Corporate Social Responsibility, as Nwodu (2017) observes, demands that social institutions "identify with the problems and achievements of the communities in which they operate; work with other members of the community to achieve set objectives which are in the overall interest of the community and all its members". Morsing, M. (2016) reinforces this view when he says: "successful organizational image building and sustenance require strict commitment to ethical imperatives and social responsibility. In addition, he further emphasized that, in practical terms, it is the responsibility of a corporate organization to carry out infrastructure development in its host community as a way of compensating the community for the damage caused by its organizational activities.

Corporate Social Responsibility (CSR) is a form of corporate self-regulation integrated into business models. CSR functions as a self-regulatory mechanism by which a corporation ensures its active compliance with the spirit of the law and ethical standards. Its aim is to increase the long-term profits or survival of a firm through positive public relations and high ethical standards, in order to reduce business and legal risk and build shareholder trust. Accordingly, the CSR strategies of a corporation are tightly related to its sustainable growth. To ensure sustainable growth, it is necessary for a company to have a positive impact on the surrounding environment, as well as on its stakeholders, such as its consumers, employees, investors, communities, and others.

A free encyclopedia from Wikipedia (2010) viewed corporate social responsibility as "corporate conscience, corporate citizenship, responsible business, Sustainable Responsible Business (SRB), or corporate social performance and a form of corporate self-regulation integrated into a business model". Further emphasis on it includes taking CSR as a concept or policy that would function as a built-in, self-regulating mechanism whereby business would monitor and ensure its support of law, ethical standards and international norms.

Thus, CSR in all these definitions depicts the concern businesses have for the welfare of society. It is based on a company’s concern for the welfare of all its stakeholders, not just the owners. CSR goes well beyond merely being ethical. It is based on a commitment to such basic principles as integrity, fairness, and respect.

EMERGENCE OF CORPORATE SOCIAL RESPONSIBILITY
Imran A. (2019) expressed that the inception point of corporate social responsibility (CSR) can be traced to 1953, when the New Jersey Supreme court allowed Standard Oil Company to donate money to Princeton University as a philanthropic action. This decision was given against a suit filed by one of the shareholders of Standard Oil, believing that it would reduce the shareholders’ wealth. 
The CSR notion was initially advocated by Beyer (1972) and Drucker (1974) while stating that corporations should do social activities for the welfare of the community and feel a sense of self-ombudsmanship. It is argued that corporations are earning huge amounts of profits from the community and degrading natural resources. Therefore, they should contribute to the sustainability of the environment and other natural resources and work for the uplifting of society. Freeman (1970), cited in Kashyap Mir and Iyer (2016), opposed the idea of CSR by stating that, "corporations are neither meant for social activities nor do they have expertise in the regime". Therefore, it is better that they produce quality products for consumers, obey legal rules and regulations, and contribute to the economic development of the country. Many researchers, including Kashyap Mir and Iyer (2016), supported the concept of CSR by corporations when they endorsed the fact that such actions by corporations should also be reported as information to the owners, consumers, community, competitors, and the government.


To Edoga (1997), cited in Li, J., Lam, K., Qian, G., & Fang, Y. (2016), though every society is concerned with ethical and social responsibilities, the emergence of corporate concepts in businesses has been traced to 1950. At this stage in the development of marketing, marketing people were concerned with adjusting to consumer behavior, modern marketing concepts, quantitative methods, and marketing management. However, it was from the mid1960s that more serious concern was shown about ethical and social responsibilities. Many articles on this issue were published (Spratlen, 1973) cited in Nwodu (2015) on what gave impetus to the development of ethical and social responsibilities of business and salesmen. The reason was that a lot of vices were being committed by businessmen, which brought about the reaction of consumers and the public. Serious indictments and criticism were made by the affluent and educated society against business organizations as a result of unethical practices and lack of responsibility.

In fact, even after the adoption of the modern marketing concept (after the Second World War in 1945), marketers erroneously believed that their role was limited to the satisfaction of consumers and the consequent generation of profits for their organizations. Businessmen and marketers did not pay attention to the interests and needs of the general public. For instance, they were not concerned with the effects their products had on the environment. When businessmen and marketers were criticized and condemned for their bad business practices, many launched a counter-attack and denied all the allegations made against them at first. However, a few executives that were prudent changed their minds and started preaching to their colleagues. Soon, ethical and social responsibilities became a major concern and program of business organizations (Levitt 1983 cited in McGuire, J. B., A. Sundgren, and T. Schneeweis 2018).
RATIONALE FOR CORPORATE SOCIAL RESPONSIBILITY

It is pertinent to know why companies are engaged in Corporate Social Responsibility. The changing environment enables consumers to involve themselves in social issues more than ever. Due to advanced technology, their concern reaches beyond borders and forms global movements by disseminating relevant information, e.g. boycotts in the case of consumers/customers and others.

Changing Environment 
Today's ever changing world puts pressures on businesses and provides reasons for taking Corporate Social Responsibility as a strategy. The business environment has changed dramatically and corporate social responsibility is one of the main drivers that reshapes the relationship between business and society (Jiyoung O. 2017). Now, 
Corporate Social Responsibility is recognized as a new, emerging, and rapidly growing financial and non-financial risk factor. If it is mismanaged, a firms corporate reputation will be penalized and a direct or indirect negative impact on its financial outcomes may result. In this new environment, companies have discovered that their post experiences are no longer valid for providing a reliable solution to todays marketing challenges. For example, many corporations realize that criticism reaches even areas of their business. For example, in the early 1990s, Nike faced a substantial boycott after the media reported on "sweatshops" in Asia. Pharmaceutical companies such as GlaxoSmithKline (GSK) realized that they had to take responsibility for the HIV/AID epidemic in Africa. When the Shell Oil Company decided to skin the Brent Spar, Greenpeace protested aggressively. Now, firms have become well aware of the risks that are entailed when they do not take social responsibility seriously (Segun, O.J. 2018).

Globalization and Technology 
Today, advanced technology empowers the media, one of the stakeholder groups, to not only disseminate information to the public but also arouse public opinion by drawing attention to the bad social deeds of companies or companies who neglect their social responsibility. Additionally, the internet, one of the greatest extended and most powerful forms of media, enables consumers to organize collective action such as buying or boycotting globally. So, the negative impact can be more damaging, especially to multinational companies that operate globally. As well as avoiding the negative impact on business, as many surveys underline, there are critical drivers of corporate social responsibility for companies (Rettab, B., Brik, A.B., & Mellali, K. 2019).

 
A New Pattern of Consumption 
The emergence of ‘Conscience consumers’ is one of the rationales for establishing social responsibility. Consumers expect more from the companies whose products or services they purchase. The numbers of these conscious consumers are increasing. They want to be convinced that their purchasing behavior will bring social benefit without harming the environment. That is, they want companies that not only make good products or brands, but also do good as well. This new pattern of consumption drives companies to find a marketing strategy which is more relevant to social responsibility. Consumers are now looking closely at companies who make claims regarding their involvement in social issues (Bronn and Vrioni et al., 2011).

Trend
In a bid to maintain affluence in the competitive market, business organizations have been bestowed with the responsibility of inculcating social responsibility. Many companies have established their own corporate social responsibility strategies and plans. As a result, reporting has increased substantially. These drivers make corporate social responsibility an important business strategy.

STRATEGIC ROLE OF CORPORATE SOCIAL RESPONSIBILITY
As earlier stated, numerous definitions of CSR have been proposed and often no clear definition is given, making theoretical development and measurement difficult. CSR activities have been posited to include incorporating social characteristics or features into products and manufacturing processes (e.g. aerosol products with no fluorocarbons or using environmentally-friendly technologies), adopting progressive human resource management practices (e.g. promoting employee empowerment), achieving levels of environmental performance through recycling and pollution abatement (e.g. adopting an aggressive stance towards reducing emissions) and advancing the goals of community organization (e.g. working closely with groups such as United Way). Researchers are moving beyond just defining and identifying CSR activities, to examine the strategic role of CSR in organizations (Sharma, S. 2019).

Similarly, there is growing interest among managers in the antecedents and consequences of CSR, especially for executives at multi-national, multi-divisional banks. These corporate leaders are mindful of the fact that business norms and standards, regulatory frameworks, and stakeholder demand for CSR can vary substantially across nations, regions, and lines of business. They are also aware that their divisional managers are under constant pressure from employees, suppliers, community groups, NGOs, and the government to increase their involvement in CSR. It therefore means that managers of various organizations have much to do in the area of corporate social responsibility, if they are to remain in the ever growing competitive business world. According to Freeman (1984), cited in Stanwick, P.A. & Stanwick, S.D. (2018), managers must satisfy a variety of constituents (e.g. workers, consumers, suppliers, local community organizations) who can influence firm outcomes. He asserts that it is not sufficient for managers to focus exclusively on the needs of stakeholders, or the owners of the corporation. Stakeholder theory implies that it can be beneficial for a firm to engage in certain CSR activities that non-financial stakeholders perceive to be important, because these groups might withdraw their support for the firm.

This stand was supported by Donaldson and Preston (1995), cited in Gou, J., Sim, L., and Li, X. (2019), who stressed the moral and ethical dimensions of CSR, as well as the business case for engaging in such activity. It is therefore understandable that the theory of firm perspective on CSR has several strategic implications. The first is that CSR can be an integral element of a firm’s business and corporate level differentiation strategies. Therefore, it could be considered as a form of strategic investment. Even when it is not directly tied to a product feature or production process, CSR can be viewed as a form of reputation building or maintenance. The second strategic implication of a theory of the firm perspective is that one can apply RBV logic to CSR, in the sense that it is possible to generate a set of predictions regarding patterns of investment in CSR across banks and industries. For instance, we expect to observe a positive correlation between CSR and both R & D and advertising (McWilliams, A and Siegel, D 2016). In evaluating the strategic implications of CSR, attention should be focused on issues relating to industry evolution, market structure, firm dynamics, and the role of asymmetric information in the context of CSR. This means that there are numerous unresolved theoretical and empirical issues relating to the strategic implications of CSR. These include determining the motivations for CSR, describing CSR strategies, modeling the effects of CSR on the firm and stakeholder groups, determining the effects of leadership and corporate culture on CSR activity, assessing the effects of CSR on the firm and stakeholder groups, measuring the demand for CSR, measuring the cost of CSR, and assessing the current knowledge base.

GOALS OF CORPORATE SOCIAL RESPONSIBILITY
In view of the definition of corporate social responsibility, there is little doubt that its practice is a viable business. Viable in the sense that operating in an investment climate that is hostile to corporate citizens will certainly impede the realization of the goal of the organization. Businesses must therefore operate in a social climate that is peaceful, friendly, and accommodating for them to make progress, consolidate their profit base, and, by extension, contribute to the overall development of the host communities (Micheal E. P. and Mark R. K. 2016). In the execution of Corporate Social Responsibility (CSR), the company giving funds does not attempt to gain any advertising benefit or undue identification. The company is content with "a warm glow" and the belief that social responsibility is good business. The important thing is that when an organization contributes meaningfully to solving its host communitys development problems, the community in turn will contribute to the growth of the company by offering the organization a safe investment climate that will guarantee the realization of the organizations corporate goal (Lantos, G. (2018).

Baumole (1970) cited in Tomisin, O. (2019) offers meaningful insights for proper understanding of the goal of corporate social responsibility where he argues that: The company pays a high price for operating in a region where education is poor, where living conditions are deplorable, where health is poorly protected, where priority is unsafe, and where cultural activity is all but dead. These circumstances are all more expensive than corporate giving.

 However, a checklist presented by Source Watch (2018),   of what constitutes areas of Corporate Social Responsibility goal(s) includes:

In creasing the efficiency of marketing operations, so as to lower distribution costs and selling prices.

Properly interpreting and anticipating consumer demand.

Refusing to do business with unethical suppliers.

Reducing the marketing problems of low income consumers.

Increasing product safety

Minimizing defective products.

Developing more informative packaging and labeling.

Elimination of malpractices in the market place.

Supporting the consumer education.

Supporting the cause of social justice

Cooperating with government in its effort to increase consumer well being.

Reducing environmental pollution and hazards.

Participating in community welfare and improvement

Efficient (or economic) use of energy and natural resources.

Maximizing job content and satisfaction for the workers

Instituting a programme for living and training the disadvantaged and the unemployed.The important thing is that the goal of Corporate Social Responsibility is enmeshed in the philosophy underlying the concept of a give and take phenomenon. The company gives social welfare packages to the community and the community, in return, gives a cordial and harmonious operational social climate to the company. Thus, the goals of corporate social responsibility as prescribed by Umar, G. (2018) are categorized as:

Enterprise: Supporting and Developing Initiatives to nurture budding entrepreneurs and to boost enterprise.

Education: Helping to bring new horizons into the lives of young people.

Arts and Culture: Providing assistance for a range of artistic activities and bringing communities together.

Environment: Encouraging efforts to safeguard the environment and improve the quality of life.

The bottom line is that corporate social responsibility goal (s) should aim at promoting social change that touches on all aspects of community life. To act in a socially responsible manner, therefore, means that a corporate organization should do the following:

Embark on Sound Community relations by learning about the host communities, and relating well with the members and groups in such communities.

Obey and respect policies, laws, and legislation aimed at protecting community welfare, safety, and the environment.

Execute and champion infrastructure, economic, and physical development of its host communities, like construction of roads, hospitals, schools, etc.

Engage in social development programmes like free education for citizens of the host communities and the creation of jobs.

Identify the socio-cultural value of the host communities by observing the communities' cultures and, often times, sponsoring the dominant cultural festival of the community.

Participate in civic responsibilities by identifying with the less privileged in their host communities.

BUSINESS ORGANIZATIONS
A business organization is an entity formed for the purpose of carrying on commercial enterprise. Such an organization is predicated on systems of law governing contracts and exchange, property rights, and incorporation. Business enterprises customarily take one of three forms: individual proprietorships, partnerships, or limited-liability companies (or corporations). In the first form, a single person holds the entire operation as his personal property, usually managing it on a day-to-day basis. Most businesses are of this type. The second form, the partnership, may have from 2 to 50 or more members, as in the case of large law and accounting firms, brokerage houses, and advertising agencies. This form of business is owned by the partners themselves; they may receive varying shares of the profits depending on their investment or contribution. Whenever a member leaves or a new member is added, the firm must be reconstituted as a new partnership. The third form, the limited-liability company, or corporation, denotes incorporated groups of people—that is, a number of people considered as a legal entity (or fictive "person") with property, powers, and liabilities separate from those of its members. This type of company is also legally separate from the individuals who work for it, whether they be shareholders or employees or both; it can enter into legal relations with them, make contracts with them, and sue and be sued by them. Most large industrial and commercial organizations are limited-liability companies (Nicholas W. 2021).

SOCIALLY RESPONSIBLE BUSINESS ACTIVITIES 
A socially responsible business engages in social actions because of its obligation to meet certain economic and legal responsibilities. The organization does what it’s obligated to do and nothing more. This idea negates the classical view of social responsibility, which says that management’s only social responsibility is to maximize profits. A Socially responsible business’s intention goes beyond its legal and economic obligations to do the right things and act in ways that are good for society. The business obeys the law and cares for its stockholders, and above all, adds an ethical imperative to do those things that make society better and not to do those things that make it worse. A socially responsible organization does what is right because it feels it has an ethical responsibility to do so. An outline given by Nickels et al (2008) in respect of some socially responsible business activities is given as follows:

Community-related activities such as participating in local fund raising campaigns, donating executive time to various non-profit organizations (including local government) and participating in urban planning and development.  

Employee-related activities such as establishing equal opportunity programmes, offering flex time and other benefits, promoting job enrichment, ensuring job safety and conducting employee development programmes. 

Political activities such as taking a position on nuclear safety, gun control, pollution control, consumer protection, and other social issues and working more closely with local, state and federal government officials. 

Support for higher education, the arts, and other non-profit social agencies. 

Consumer activities such as ensuring product safety, creating truthful advertising, handling complaints promptly, setting fair prices and conducting extensive consumer education programmes. 
UNETHICAL/ANTI-SOCIAL BUSINESS ACTIVITIES 
Lipsey J. (2017), in their observation of the fact that the number of stories about irresponsible and unethical practices in large public companies is increasing daily, came up with some of these practices, from the point of view of a survey carried out in the US, are listed as; cutting corners on quality control, covering up incidents, abusing or lying about sick days, lying to/or deceiving customers, putting inappropriate pressure on others, falsifying numbers or reports, lying to or deceiving superiors on serious matters,

APPROACHES TO MEETING SOCIAL RESPONSIBILITY NEEDS
Social responsibility, as earlier pointed out, is an important phenomenon and management in manufacturing companies should carefully map out viable and reliable activities. By this, various managerial approaches through which social responsibility programmes can be met, as itemized in a free encyclopedia from Wikipedia (2021), are defined below:

COMMUNITY-BASED DEVELOPMENT APPROACH:

This is an approach involving the work of the corporation in collaboration with the local communities to better themselves. Often, the activities companies participate in are establishing educational facilities for adults and HIV/AIDS education programmes (a common CSR project in Africa).

PHILANTHROPICAL APPROACH:
An approach which includes monetary donations and aid given to local organizations and impoverished communities in developing countries. Some organisations do not like this approach as it does not help build on the skills of the local people, whereas a community-based development approach generally leads to more suitable development.

DIRECT INCORPORATION APPROACH:
From Wikipedia Free encyclopedia (2021), another approach to the concept of CSR is to incorporate the CSR strategy directly into the business strategy of an organisation. For example, procurement of fair trade tea and coffee has been adopted by various businesses, including KPMG. Its CSR manager commented, "fair trade fits very strongly into our commitment to our communities.

CREATING SHARED VALUE (CSV) APPROACH:
This approach deals with obtaining increasing corporate responsibility interest. The shared value model is based on the idea that corporate success and social welfare are interdependent. A business needs a healthy, educated workforce, sustainable resources, and an adept government to compete effectively.

STAKEHOLDERS ’APPROACH:
This approach, according to Lipsey (2017), cited also by Tomisin (2019) in his study, stated that, "stakeholders approach presumed corporate executives as agents of the owners and need to be responsible for conducting the business in accordance with the desire of the owners while still conforming to the basic rules of society.

DIMENSIONS OF SOCIAL RESPONSIBILITY INVOLVEMENT
Three different authorities, like Adrian P. and Bob H. (2015), Nickels, W.G., McHugh, J.M. and McHugh, S.M. (2018), recognized the dimensions to which business organizations must take their social responsibility. They viewed it from the stakeholders’ perspective (those for whom businesses are responsible). These dimensions are: responsibility to its owners/investors/shareholders; responsibility to its customers; responsibility to its employees; responsibility to its suppliers; responsibility to the local community; responsibility to subsidiaries; responsibility to the financial community and, ultimately, responsibility to government.

Responsibility to Owners/Investors/Shareholders:
Nickels, et al. (2018) opined that those cheated by corporate wrongdoings are the shareholders themselves. They said that unethical behaviour may seem to work in the short-term, but it guarantees eventual failure. Some people believe that before you can do good, you must do well (i.e., make a lot of money); others believe that by doing good, you can also do well. Many people, according to Nickels, et al. (2018), believe that it makes financial as well as moral sense to invest in companies that are planning ahead to create a better environment. By choosing to put their money into companies whose goods and services benefit the community and the environment, investors can improve their own financial health while improving society’s health.

Responsibility to customers
Adrian et al (2015) identified the need for managers to direct corporate social responsibility towards the organization’s customers. They were of the perspective that companies should have a duty to provide goods and services which satisfy their long-term and broad needs rather than their immediate, felt needs. In their own view, Nickels, et al. (2018) stated that "one responsibility of business is to satisfy customers by offering them goods and services of real value".

Responsibility to employees
Nickels, et al. (2018) put the responsibility of employees by corporations forward this way – "Businesses have several responsibilities to employees. Firstly, they have a responsibility to create jobs if they want to grow. It’s been said that the best social programme in the world is a job. Once a company creates jobs, it has an obligation to see that hard work and talent are fairly rewarded. Employees need realistic hope for a better future, which comes only through a chance for upward mobility. People need to see that integrity, hard work, goodwill, ingenuity, and talent pay off. Studies have shown that the factor that most influences a company’s effectiveness and financial performance is "human resource management".

Responsibility To Suppliers 
Taking into account the needs of suppliers is a combination of shrewd business sense and good ethical practice. Adrian and Bob (2015) posit that suppliers can sometimes be critical to business success. This often occurs, according to him, where vital inputs are in scarce supply or it is critical that suppliers are delivered to a company on time and in good condition.

Responsibility for Local Communities
Adrian and Bob (2002) considered that market-led companies often try to be seen as ‘good neighbours’ in their local community. Such companies can enhance their image through the use of charitable contributions, sponsorship of local events and being seen to support the local environment. They confirmed that this may be interpreted either as part of a firm’s genuine concern for its local community or as a more cynical and pragmatic attempt to buy favour where its own interests are at stake.

Responsibility To Subsidiaries/Intermediaries 
Adrian and Bob (2015) expressed that; "companies must not ignore the wholesalers, retailers, and agents who may be crucial interfaces between themselves and their final consumers. These intermediaries may share many of the same concerns as customers and need reassurance about the company’s capabilities as a supplier who is capable of working with intermediaries to supply goods and services in an ethical manner.

Responsibility To The Financial Community 
This includes financial institutions that have supported, are currently supporting or who may support the organization in the future. Shareholders – both private and institutional – form an important element of this community and must be re-assured that the organization is going to achieve its stated objectives. Many company expansion schemes have failed because the company did not adequately consider the needs and expectations of potential investors (Adrian P. and Bob H. 2015).

Responsibility To government
According to Segun (2018), business organizations need to perform their role towards the government by prompt payment of taxes levied on them and behaving ethically. Such as proper care being provided for government acquired infrastructural facilities.

CORPORATE SOCIAL RESPONSIBILITY IN BANKING PROFITABILITY
Bank profitability is the measure of a bank's performance. Banks make a profit by earning or generating more money than what they are paying in expenses. The main part of the profit of a bank comes from the service fees charged for its services and the earned interest from its assets. Business performance management is a set of performance management and analytic processes that enable the management of an organization's performance to achieve one or more pre-selected goals. Measuring business performance in today’s economic environment is a critical issue for academic scholars and practising managers. In general, business performance is the operational ability to satisfy the desires of the company’s major shareholders. and it must be assessed to measure an organization's accomplishment.

According to Brammer, S., Millington, A., Rayton, B. (2017), companies are perceived as human communities that use social practices in order to achieve common goals. These objectives are realized through a bond of trust and authentic relationships with customers. The most important ethical principles that promote the good life of customers are autonomy, dignity, honesty, and vulnerability, which represent the basic presumption for decent access to customers. Brennan, N. (2018) defines key elements of CSR in the banking sector to include understanding of financial services complexity, risk management, ethics in the banking business, strategy implementation for the financial crisis, protection of customers‘ rights and channel settings for customer complaints. Rotimi, A. (2009) examines the relationship between CSR and customers‘ satisfaction in the bank. According to the conclusion of their study, customers‘ satisfaction is more affected by pro-client oriented events than by CSR activities. And if the bank decides to develop CSR activities, the focus of these activities has to be properly chosen. Turker, D. (2019) states that society would like to have an economic system that creates opportunities for the growth of economic welfare and a happy life for people. The mission of ethics is to minimize the abuse of companies‘ power in bilateral exchange relations and to reduce the negative impact on people‘s daily lives. A fundamental issue in business ethics is how to make capitalism more ethical. According to Turker, D. (2019), the risk of CSR consists of the fact that it tends to become an excuse for soft law and corporate self-regulation. Icelandic banks implement their CSR concept through financial support of charitable activities, and they do not pay attention to the formation of socially responsible practices, but reduce CSR tools only for public communication. Corporate social responsibility practices should focus more on processes that make socially responsible profit and not on its distribution. He also reported that large institutions have a strong CSR and ethical culture.

For many years, the concept of corporate social responsibility remained alien to the Nigerian banking industry, as the overriding emphasis was profit and nothing else (Amaechi K. 2016). As at the time in question, banks‘ management never bordered on the customer or the environment within which business is being operated, and that created a lot of problems for the various institutions. That was largely because the customer had little or no option, as the number of banks then was relatively small. Moreover, the literacy level and consciousness of the bank customers were quite low and so many things were taken for granted. Indeed, times have changed a great deal and awareness of banks' corporate social responsibility has continued to grow steadily ever since. It is no longer an issue to be toyed with in the policy making processes in banks, as policies, products, and services can only be introduced after evaluation and consideration of the responses from society and the business environment. There have always been fears that, without such considerations, organizations are bound to record product or service failures. Today, the corporate social responsibility profile of banks is being used as a marketing tool in a competitive industry. CSR is part of business ethics which accountants and management are concerned with because they are interested in the factors that affect the profitability of the business. CSR can be defined as the economic, legal, ethical, and discretionary expectations that society has of organizations at a given point in time (Carroll & Buchholtz, 2003). CSR is a means of analyzing the inter-dependent relationships that exist between businesses and economic systems, and the communities in which they are based. CSR is a means of discussing the extent of any obligations a business has to its immediate society; a way of proposing policy ideas on how those obligations can be met; as well as a tool by which the benefits to a business of meeting those obligations can be identified (CSR Guide).

McWilliams and Siegel (2016) define CSR as actions that appear to further some social good, beyond the interests of the firm and that which is required by law. The concept of corporate social responsibility means that organizations have moral, ethical, and philanthropic responsibilities in addition to their responsibilities to earn a fair return for investors and comply with the law. A traditional view of the firm suggests that its primary, if not sole, responsibility is to its owners, or stockholders. However, CSR requires organizations to adopt a broader view of their responsibilities that includes not only stockholders, but many other constituencies as well, including employees, suppliers, customers, the local community, local, state, and federal governments, environmental groups, and other special interest groups. Collectively, the various groups affected by the actions of an organization are called stakeholders. Further, CSR challenges businesses to attend to, and interact with, their stakeholders while they pursue economic goals. Consequently, CSR is frequently linked to such constructs as business ethics, corporate citizenship, stakeholder engagement, sustainable development, corporate governance, sustainable finance, and socially responsible investment. Matten and Moon (2014) underline the centrality of the ethical and philanthropical areas of responsibility to the study of CSR because of the differentiation they allow to establish between voluntary corporate behaviour and mere compliance. The CSR debate has focused on moral and philanthropic responsibilities, giving little attention to economic and legal responsibilities. Various studies have identified CSR as a source of competitive advantage. Porter and Kramer (2006) investigated whether strategic CSR activities enhance the competitive advantage of firms.

Baron D. (2018) argued that CSR activities could be a productive investment. He concluded that CSR helps firms to attract consumers who value CSR expenditures but do not mind paying more for corporate executives or employees whose personal values are aligned with CSR. Baron (2018) suggested that some investors might value CSR more, even though it could lower financial profit in the short-run, because they are satisfied with owning a firm that makes socially responsible expenditures.

On the other hand, Besley and Ghatak (2017) found that breaking CSR promises will result in lower profits, whereas more responsible firms will earn higher profits due to their reputational premium. In this regard, they raised the question as to whether CSR helps the firm in the long run. Margolis et al. (2017) found that CSR engagement helps firms to gain a competitive advantage. They reported a positive relationship between CSR and performance except in two percent of cases. The role of governance in CSR is also important. Several studies found the importance of sustainable development issues, such as stakeholder dialogue and core values, and of embedding these issues into the firm’s strategy. The study by Beltratti (2015) found a positive relationship between CSR and corporate governance. Beltratti (2005) concluded that by ensuring the protection of stakeholders, firms are more likely to survive in the long term. Jamali et al. (2008) found that CSR and corporate governance strengthen each other. Furthermore, Aras and Crowther (2008) stressed the importance of corporate governance and the subsequent sustainability of a firm.

HINDERANCES TO CORPORATE SOCIAL RESPONSIBILITY
Additional Costs of Carrying out the SR Project
Perceived cost is a significant barrier to SR implementation and the lack of SR initiatives can be attributed to the misconception that it requires more time and money. There is a lack of evidence clearly linking SR implementation to increased profits or demonstrating the effectiveness of SR. The connection between SR practices and business performance needs further clarification. Unsurprisingly, there is still significant scepticism within the construction industry regarding the relationship between SR and business performance.

Lack of Leadership Skills 
Social responsibility implementation is complex, requiring specific skills to ensure its effective implementation within an organization. An important factor to successful implementation is the availability of an appropriately skilled workforce. Hence, organizations may need to establish a separate department with experts who can develop and implement effective SR policies, implementation and cultures.

Lack of Training
The absence of an appropriate training program can hamper the effective implementation of SR within the organization’s business practices. It is essential to develop appropriate training for all levels of workers in order to develop their skills and knowledge in order to accomplish SR goals. This training should aim to improve awareness of SR and its impact on the organization, its staff, and the surrounding environment. Organizations need to recognize that SR training has been shown to promote awareness of employees as well as enhance harmony through mentoring in ethical behaviour and dispute resolution. In this regard, business organizations should ensure that employees trained to be fully aware of the importance and essence of striving for SR in all construction activities.

Lack of Communication between Stakeholders 
Stakeholders are crucial to successful SR implementation and it is important to include key stakeholders in SR training programmes. The inclusion of these stakeholders in SR implementation is useful. However, incomplete information and a lack of communication between stakeholders often result in ineffective implementation. A SR stakeholder engagement strategy is thus needed to facilitate coordination and collaboration between stakeholders, especially in the construction industry. Poor SR implementation in an organization’s projects can result in conflicts between different stakeholders with different goals. The complex and unique multi-stakeholder environment of the construction industry means that responsibilities for specific SR impacts are unclear and if undesired consequences occur, it would be easy for certain stakeholders to avoid responsibility, thus resulting in conflict. Many SR activities focus on the environment (e.g., waste management, energy and use of green materials). Some stakeholders may be reluctant to fully collaborate due to their focus on other issues. Thus, effective management of stakeholder relationships leads to successful SR implementation. 
Lack of Support from Top Management 
Social responsibility is an important organizational strategy. To ensure successful implementation, CSR should be introduced by top management into the organization’s mission, vision, and objectives. The commitment by top management to CSR is essential to changing perceptions of internal and external stakeholders. Conversely, lack of top management support will inevitably result in poor SR implementation within any organization’s activities. Other barriers to SR implementation include lack of dedicated time, funding, and human resources.

2.2 THEORETICAL REVIEW
As mentioned earlier, there is no strong consensus on a definition of CSR. CSR has been used as a synonym for business ethics, defined as tantamount to corporate philanthropy, and considered strictly relating to environmental policy. CSR has also been confused with corporate social performance and corporate citizenship. The lack of consistency in the use of the term CSR makes it difficult to compare results across studies, hampering our ability to understand the implications of CSR activity. However, the following theory applies to CSR depending on the context in which it is discussed or the firm involved.

Social Benefit Theory
This is reminiscent of the consideration of private externalities associated with innovative activity. An externality is defined as the impact of an economic agent’s actions on the well-being of a bystander. Pollution is a classic example of negative externality, while innovation (whose benefits can not be entirely appropriated by its creator) is a classic example of positive externality. While the private returns to innovation (or those that accrue to the company) may be high, the social returns to innovations (through the creation of new improved products and processes) may be greater. Researchers need to use more direct methods, such as interviews and surveys, to ‘tease out’ less self-serving information about motivations for CSR activity and improve the precision of measurement of the private and social returns to CSR.

In addition to understanding the motivation for the provision of social benefits, we need to understand how the provision of these goods, through strategic CSR, affects society. An example of strategic CSR is when a firm links the provision of a public good to the sale of its (private) products (e.g. eco-building). Bagoli and Watts (2003) modelled this behaviour and found that the propensity of banks to engage in strategic CSR depends on two factors: the intensity of competition in the market and the extent to which consumers are willing to pay a premium for social responsibility. The authors conclude that there is an inverse relationship between the intensity of competition and the provision of CSR. That is, in more competitive markets, less public good will be provided through strategic CSR. Conversely, in less competitive markets, more public goods will be provided. This is easy to understand, since more competition results in lower margins and, therefore, less ability to provide additional (social) attributes or activities. Conversely, less competition leads to higher margins and more ability to provide additional attributes or activities.

An analysis of the provision of public goods by private firms is a welcome addition to the management literature on CSR, which has been primarily concerned with answering the following question: do banks do well by doing good? Showing that a firm does well by doing good is often referred to as making the business case for CSR. While understanding the relationship between firm performance and social performance is of primary importance in the management literature, a more thorough understanding of the CSR phenomenon requires that we take account of other stakeholders as well. These stakeholders include: customers, employees, governments, suppliers, taxpayers, community groups, and underrepresented groups.

Event Theory Approach
Early studies used either the event study methodology (which is based on analysis of short-run changes in stock prices as a proxy for firm performance in the aftermath of a CSR-related event) or regression analysis (which uses an accounting measure of profitability, such as return on assets, as the dependent variable in a regression model that explains firm performance). The studies usually attempt to answer the question: do banks do well by doing well? The reported results have ranged from showing a negative relation between CSR and firm performance, to showing no relation, to showing a positive relation, which may result in inconsistency in defining CSR, inconsistency in research design, misspecification of models, changes over time, or some more fundamental variance in the samples that are being analyzed.

McWilliams and Siegal (1997) critiqued the use of event study methodology to measure the consequences of CSR. The authors reported that the findings of event studies of CSR appearing in top management journals were unreliable due to serious flaws in the research design and implementation of the event study methodology. They also cautioned that the use of stock price as a metric for performance is not appropriate for studying CSR. This is because CSR is a firm-level measure and many socially responsible activities occur at the plant level or the product level. Another concern is that an analysis of stock price effects only relates to financial stakeholders, and it is clear that non-financial stakeholders are also affected by CSR activities.

McWilliams and Siegel (2018) challenged the convectional regression model used to assess the relationship between corporate social performance (CSP), which is often used as a synonym for CSR, and firm performance. They noted that the typical regression equation estimate was mis-specified because it did not include two key variables: the level of R & D and advertising expenditures. Both of these variables have been shown to be determinants of firm performance and, because all three (R & D, advertising, and CSP) are elements of differentiation strategy, they hypothesized that R & D and advertising would be correlated with a measure of CSP. The results of McWilliams and Siegal’s estimation of the correctly specified, expanded equation demonstrated that the three explanatory variables were correlated. Thus, in the model that excluded R & D and advertising were included in the model, CSP was not a significant determinant of firm performance, as had been reported in several widely-cited studies.

Consistent with Baron’s (2018) distinction between altruistic CSR and strategic CSR, Hillman and Keim (2017) argue that empirical tests of the relationship between CSR and firm performance should disaggregate CSR activities into those that are strategic (stakeholder management) and those that are altruistic (social issue participation). Based on estimation of a disaggregated model, they report that there is a positive relation between firm performance (measured using market value added) and strategic CSR and a negative relation between altruistic CSR and firm value.

Theory of Firm Value
McWilliams and Siegal (2018) provide a framework for analyzing CSR within the context of the theory of the firm. Based on this framework, they developed hypotheses regarding the provision of CSR attributes across industries and market structures. They hypothesize that the provision of CSR will depend on R & D spending, advertising intensity, the extent of product differentiation, the percentage of government sales, consumer income, the tightness of the labour market, and the stage of the industry's life cycle. All of these should be tested empirically to see if the results support the hypothesis.McWilliams and Siegel conclude that ‘there is some level of CSR that will maximize profits while satisfying the demand for CSR from multiple stakeholders. The ideal level of CSR can be determined by cost-benefit analysis. While the cost of providing CSR attributes may be easy for managers to determine, consumer demand (benefit) may not be. Consumer demand for CSR could be difficult to measure because CSR attributes are among many attributes of a product.

Legitimacy Theory
Legitimacy theory is derived from the concept of organisational legitimacy, which has been defined by Dowling and Pfeffer (1975) as a condition or status which exists when an entity’s value system is congruent with the value system of the larger social system of which the entity is a part. When a disparity, actual or potential, exists between the two value systems, there is a threat to the entity’s legitimacy.

Legitimacy theory posits that organisations continually seek to ensure that they operate within the bounds and norms of their respective societies. In adopting a legitimacy theory perspective, a company would voluntarily report on activities if management perceived that those activities were expected by the communities in which it operates (Deegan 2002; Deegan, Rankin and Voght 2000; Cormier and Gordon 2001).

Legitimacy theory relies on the notion that there is a‘social contract’ between a company and the society in which it operates (Deegan 2000; Deegan 2002; Mathew 1993; Patten 1991; 1992).While there is no generally accepted theory for explaining CSR disclosure practices, recent research in the CSR literature has primarily relied on legitimacy theory (Deegan 2002). Indeed, "it is probable that the legitimacy theory is the most widely used theory to explain environmental and social disclosures" (Campbell, Craven and Shrives, 2003). While, according to Gray, Kouhy and Lavers (1995), legitimacy theory has an advantage over other theories in that it provides disclosure strategies that organisations may adopt to legitimate their existence that may be empirically tested. For these reasons, this paper adopts legitimacy theory as the theoretical perspective for the purpose of explaining variations in CSR within the performance of Nigerian deposit banks.
Social Contract Theory 
The central idea of the social contract theory is how to relate a corporation to society. This is the point that brings up the ethical or moral duties of corporations. The recognition of a set of moral and ethical rights, unregulated by law, lies at the heart of the current trend in the conceptualization of CSR. According to this theory, businesses must act in a responsible manner not only because it is in their commercial interest to do so, but because it is part of how society implicitly expects businesses to operate (Moir, 2001). In other words, the corporate social contract theory holds that business and society are equal partners, each enjoying a set of rights and having reciprocal responsibilities. There is direct and indirect mutual need between business corporations and society. While the former requires continuous support from the latter in terms of resources and sales, the latter might expect the former to operate in a socially responsible manner since corporations control huge amounts of economic and productive resources such as technology, finance, and labour, which directly or indirectly affect the society in which they operate (Lantos, 2001).

Instrumental Stakeholder Theory 
In an attempt to further legitimize the role of corporations in society, an instrumental theory has developed which emphasizes CSR as a strategic tool to achieve economic objectives. The proponents of this theory assert that businesses may choose to support some social programmes for reasons of good image (public relations), competitive advantage or other strategic reasons without jeopardizing the interests of their primary stakeholders, namely the shareholders. This branch of study, called Strategic CSR by Lantos (2014), modern view by Quazi and O'Brien (2016), and instrumental stakeholder theory (Donaldson and Preston, 1995), considers CSR as a form of investment (McWilliams and Siegel, 2018).

2.3
EMPIRICAL REVIEW

A large volume of empirical studies have been conducted to establish the existence or otherwise of a correlation between and or effect of CSR on profitability. For instance, Margolis and Walsh (2007) in a survey of 95 empirical studies conducted between 1972-2001, report that when treated as an independent variable, corporate social responsibility has a positive relationship with profitability in 57 studies, a negative relationship in 4 studies, and a mixed relationship in 15 studies.

In a study by Idowu Abiola (2015) on the practice of corporate social responsibility (CSR) in the Nigeria banking industry, with emphasis on their CSR initiatives, endeavours and expenditures. Six commercial banks were randomly selected using their 2011 annual report of accounts. Ratio analysis was used to analyze the data collected. The results revealed that, on average, banks sampled spend less than 3% of their profit after tax on CSR initiatives. The results revealed that most of the banks' CRS are based on financial/economic, social, community health and the environment. It was therefore recommended that the government should develop a legal framework for CSR in Nigeria, so that the banks will stop their lip-service to CSR and to ensure that organizations give back to the communities where they are operating.

In a study conducted by Ogbodo I. (2006) on the assessment of corporate social responsibility practices of the indigenous manufacturing companies in the Enugu Metropolis in Enugu State. This study was conducted based on the issues and agitations that surrounded the practices of Corporate Social Responsibility by some business organizations in the Enugu metropolis. Even where the practices are available, they are still at a crawling stage. The objective of the study is to assess the impact of corporate social responsibility on manufacturing companies. To this end, data was gathered from both primary and secondary sources. The primary sources comprised survey instruments and observation. While the secondary sources were text books, journals and publications from both Anammco and Emenite. The population of the study was one thousand one hundred and fifty-three (1,153) but the sample size was two hundred and ninety-seven (297), which was determined with the use of Cochran’s formula for the determination of sample size. However, out of the 297 sample size, two hundred and sixty-eight respondents were found useful for the study. A descriptive statistic technique was also adopted for the study. The statistical tools for the test of the formulated hypotheses were the Multiple linear regression analysis, T-test and Z-test tools were used in testing the hypotheses with the aid of the SPSS software. The study revealed that corporate social responsibility is yet to be recognized as a marketing tool or strategy for marketing Anammco and Emenite products. The amount usually put into corporate social responsibility by companies is too small to execute big projects for the benefit of the companies and stakeholders. Besides, it was identified that the forms of corporate social responsibility the companies employed were charity, donation, welfare packages, medical services, sponsorship, and scholarship awards, whereas many more were supposed to be incorporated, such as research grants, entrepreneur training, infrastructural development, etc. Also, there is no drive other than ethical consideration that pushes the manufacturing companies in Enugu Metropolis to corporate social responsibility practices. And there is no significant relationship between the companies' corporate social responsibility practices and the financial costs and benefits derived from them. Finally, the finding also revealed that corporate social responsibility practices by companies are low generally.

In another study conducted by Anyanwu E. (2021) on Corporate Social Responsibility in relation to banks in Nigeria, using First Bank Nigeria plc as the focus. A survey research design was employed for the study. Using a purposive sampling method, forty-seven (47) respondents who are staff at Firstbank Ikeja branch were selected. A Questionnaire was issued to them and thirty-nine (39) were retrieved and validated for the study. Data was analyzed using frequency and tables which provided answers to the research questions. Findings from the study reveal that CRS impacts the profitability of the banking industry by enhancing their reputation, giving them better brand recognition, enhancing recruitment and retention of high quality workers, and increasing their organizational performance and productivity. However, in the banking industry, only a few do engage in CSR due to challenges such as pressure from stakeholders and the influence of investors. The study therefore recommends that listed deposit money banks should leverage their social responsibility expenditures by ensuring that they are linked or connected to profitable operations. Also, top management should understand the strategic financial benefits of CSR activities.

In another study conducted by Solomon O. (2014) on the impact of corporate social responsibility on the performance of manufacturing companies’ performance. Three hypotheses were formulated to guide this investigation exercise. Primary data was used and was obtained through the use of a closed-ended form of a questionnaire. Four hundred questionnaires were distributed personally by the researcher to top level management officers of the Butterfield Bakery, Coca-cola Plc., Dangote Flour Mill, and Tuyil Pharmaceutical Industry – all being the sample industries selected from within the Ilorin metropolis. Two hundred and seventy (270) of the administered questionnaires were generated with a full response, constituting a 67.5% success rate. The Chi-square (X2) and Spearman Rank Order correlation coefficient analysis techniques were used to analyse the generated data. The findings of the study pointed us to the fact that corporate social responsibility plays a significant role in improving the performance of manufacturing firms. The study recommended that corporations should specially earmark funds for corporate social responsibility projects in which they would like to enjoy its advantages in the long-run.

2.4 Summary of Empirical Review
Corporate social responsibility effectiveness and efficiency as determined by the companies through sales profit, customer satisfaction, maximization of shareholder return and stakeholder satisfaction, but maximum concentration is yet to be achieved by the companies. In this review, the researchers have sampled the opinions and views of several authors and scholars on corporate social responsibility and performance. The works of scholars who conducted empirical studies have been reviewed also. Thus, understanding corporate social responsibility by companies will help them to interact positively with their business environment and give back value to society.

2.5 Gap in Literature
In spite of the existing literature about the role of corporate social responsibility in the environment and society, there is a significant gap about how corporate social responsibility improves business performance due to the lack of documented evidence of the benefits of CSR. Hence, the researchers focused on the impact of CSR on commercial banks, specifically among other business organizations, as well as to find out whether these institutions realize any benefits from the amount they spend on social responsibility. The study also closed the gap in literature by pointing out the challenging factors that clamp down on the motivation of business organizations anytime they want to engage in corporate social responsibility. More so, more light was shed on the different approaches a business organization can show social responsibility in order to be of help to the environment and ensure what they spend is commensurate with the profitability of their business.
CHAPTER THREE

METHODOLOGY

3.1
Research Design

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of students are sampled.
3.2
Area of Study

Sterling Bank Plc, which is a full service national commercial bank is licensed by the Central Bank of Nigeria. Its shares trade under the Banking sector of the Nigerian Stock Exchange with the symbol STERLNBANK. On Reuters and Bloomberg terminals, it is identified as STERLNB.LG and STERLNBA:NL respectively. The bank provides services to individuals, small businesses (SMEs) and large corporations. As of December 2019, the bank's branch network numbered distributed throughout Nigeria with total assets valued in excess of NGN 1 trillion and shareholders' equity estimated at about NGN 119.8 billion.

In over 60 years of operations, Sterling Bank (formerly NAL Bank) has evolved from the nation’s pre-eminent investment banking institution to a fully-fledged commercial bank; and completed a merger with 4 other banks – Indo-Nigeria Merchant Bank, Magnum Trust Bank, NBM Bank and Trust Bank of Africa – as part of the 2006 consolidation of the Nigerian banking industry.
3.3
Population of the study

According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. The target population for this study comprised of staffs of Sterling Bank Plc Iwo Branch in Osun State.
3.4
Sample size selection technique and procedure

According to Udoyen (2019), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.A total sample size of thirty-nine (39) respondents who are staffs of Sterling Bank in Iwo Osun State was selected from the research population using the convenient sampling method. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.5
Sources of Data Collection

Two source of data collection were employed for the study which are from primary source and secondary source. The primary sources included oral interviews and questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.6
 Method of data collection

The method data collection used in this study is the questionnaire which was divided into two sections such as A and B  A 15 minutes survey containing seven (8) questions were administered to the enrolled participants although the most important were analyzed in the chapter four. The questionnaire was divided into two sections section A and B. 

The first section inquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
 Reliability and Validity  of the study


The reliability and validity of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87. 



The instrument was scrutinized by the researcher‟s supervisors and found it useful for the study at hand. Equally, 3 senior lecturers in the faculty of public administration have gone through it and made some adjustment on the selection of the items and found it appropriate for this type of study.
3.8
Data Analysis Technique


The techniques that will be adopted for data analysis shall include both the use of descriptive statistics and inferential Statistics. The responses from the descriptive statistics were analyzed using the frequency tables, which provided answers to the research questions. The inferential statistics showing  the hypothesis was tested using  Chi-Square statistical tool (SPSS)
3.9
Ethical Consideration

The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities in the bank to carry out the study. Date to visit the place of study for questionnaire distribution was scheduled and bank was informed in advance.

CHAPTER FOUR

ANALYSIS,  PRESENTATION AND INTERPRETATION OF DATA

4.0
Introduction


This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of Thirty-nine (39) questionnaires were administered to respondents of which all were returned and validated for analysis. 

4.1
Presentation of respondents’ Demographic Data
Table 4.1:General Information of respondents

	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	18
	46%

	Female
	21
	54%

	Marital Status
	
	

	Single
	27
	69%

	Married
	12
	31%

	Age
	
	

	24-30
	21
	54%

	31-37
	11
	28%

	38+
	07
	18%


Source: Field Survey, 2021

From the table above 46% of the respondent are male. 54% of the respondent are female. 69% of the respondent are Single. 39% of the respondent are married. 54% of the respondent are aged between 24-30years. 28% of the respondent are aged between 31-37 Years. 18% of the respondent are  aged between 38 years and above.
4.2
PRESENTATION AND ANALYSIS ON RESEARCH QUESTIONS

QUESTION 1:  What are the significant effect of CSR on business organization?

Table 4.2: responses showing the significant effect of CSR on business organization
	Options
	Yes
	No 
	Undecided
	Total 

	It enable them charge premium price for its outputs
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	It aids in organization’s reputation enhancement
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	It enhances recruitment and retaining of high workers
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	It increases their organizational performance and productivity
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	CSR enhances banks business insight
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	In it increases sales and customer loyalty
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	It aids in better brand recognition.

	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	It leads to Organizational growth.

	39

(100%)
	00

(%)
	00

(%)
	39

(100%)


Field survey 2021

From the findings of the study, 100% of the respondent said Yes, there was no record for undecided and No.

QUESTION 2: What are the hindrances to organization social responsibility?

	Options
	Yes
	No 
	Undecided
	Total 

	Lack of transparency
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	Lack of stakeholders awareness 
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	Undue pressure from shareholders
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	Lack of regulations and standards
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	Uncontrollable clashes between business responsibilities and ethical responsibilities
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	Lack of social audit and company culture
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)

	Lack of adequate training and information on the relevance of CSR and company reputation
	39

(100%)
	00

(%)
	00

(%)
	39

(100%)


Table 4.3: responses showing the hindrances to organization social responsibility
Field survey 2021

From the findings of the study, 100% of the respondent said Yes, there was no record for undecided and No.

QUESTION 3:  Are there CSR policy to be incorporated in organization strategic goal?

Table 4.4: responses showing that there are  CSR policy to be incorporated in organization strategic goal
	Options
	Frequency
	Percentage 

	Yes
	21
	54

	No
	11
	28

	Undecided
	07
	18

	Total
	39
	100


Field survey 2021


From the responses derived in the above table, 54% of the respondent said yest. 28% of the respondent said No. 18% of the respondent said undecided.

QUESTION 4 :What is the relationship between CSR and business performance?

Table 4.5: responses showing the relationship between CSR and business performance
	Options
	Frequency
	Percentage 

	Positive Relationship
	23
	59

	Negative Relationship
	09
	23

	Undecided
	07
	18

	Total
	39
	100


Field survey 2021

From the findings of the study, 59% of the respondent said yes. 23 % of the respondent said no. 18% of the respondent were uncertain.

4.3
HYPOTHESIS TESTING

HO1:  There is no significant effect of CSR on business organization

HO2 : There is no relationship between CSR and business performance.
Hypothesis One

HO1:  There is no significant effect of CSR on business organization.

Table 4.6 showing the effect of CSR on Business Organization

	Response
	Observed frequencies
	Expected frequencies (E)
	O-E
	(O-E)2
	(O-E)

E

	Yes

No

Undecided
	10

23

06
	13.0

13.0

13.0
	-3.0

10.0

-7.0
	9.0

100.0

49.0
	0.7

7.7

3.8

12.2


field survey 2021

Degree of freedom =
(row-1) (column-1) 

= (3-1) (2-1)

= 2*1

=2

At 0.05 level of significance, given the above degree of freedom, table value of X2 (ie X2t) = 5.991

To test our hypothesis, the decision rule is

Accept Ho if X2t>X2cal, and

Reject Ho if X2t<X2cal


Thus, since the X2t (5.991) < X2cal (12.2), we reject H0 and accordingly accept H1.We conclude by accepting the alternate there is a significant effect of CSR on business organization.
Hypothesis Two

HO2 : There is no relationship between CSR and business performance.
 Table 4.7 showing the relationship between Corporate Social Responsibility (CSR) resources and Business Performance (BP)
	
	CSR
	BP

	CSR
	Pearson Correlation
	1
	.821**

	
	Sig. (2-tailed)
	
	.000

	
	N
	39
	39

	BP
	Pearson Correlation
	.821**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N 
	39
	39


Source: Survey data, 2021 

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

Level of significance: 0.01

Decision Rule: 

In taking decision for “r”, the following riles shall be observed;

If the value of “r” tabulated is greater than “r” calculated, accept the alternative hypothesis (H1) and reject the null hypothesis (H0).

If the “r” calculated is greater than the “r” tabulated, accept the null hypothesis (H0) while the alternative hypothesis is rejected

The Pearson Correlation result in the Table above contains the degree of association between CSR and BP. From the result, the Pearson correlation coefficient, r, value of 0.821 was positive and statistically significant at (p< 0.000). This indicates that Corporate Social Responsibility (CSR) when inculcated by an organization will result to Business Performance of the firm (BP). Thus, CSR and BP are correlated positively. 
4.4
DISCUSSION OF FINDINGS


The result of the findings shows that in table 4.2 showed the effect of CSR on business organization  where all the respondent said yes that CSR aids in better brand recognition, aids in organization’s reputation enhancement. enhances recruitment and retaining of high workers, increases sales and customer loyalty and  enhances banks business insight.


Table 4.3 revealed the hindrances to organizations' social responsibility where all the respondent said yes that those challenges includes: Lack of stakeholders awareness on CSR plans, Lack of transparency, Undue pressure from shareholders, Lack of regulations and standards, Uncontrollable clashes between business responsibilities and ethical responsibilities and lack of social audit and company culture.


Table 4.4 showed that there is need for CSR policies to be incorporated in organizations strategic goal. Table 4.5 revealed that there is a significant relationship between CSR and Business Performance even as the result of Hypothesis Two in table 4.7 reaffirmed same.  Thus CSR is of grate significance to business organization as revealed in table 4.6. 

CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 SUMMARY OF THE STUDY


The study aimed at examining  the effect of Corporate Social Responsibility on business organization using Sterling Bank  Iwo branch of  Osun State as case study. It  determined the significant effect of CSR on business organization. it identified the hindrances to organization social responsibility. It examined perhaps CSR policy to be incorporated in organization strategic goal. It determined the relationship between CSR and business performance. The survey research design was employed for the study, and with the use of using purposive sampling method respondent who are staff of Staff of Sterling Bank Iwo branch was selected as the population of the the study. Well structured questionnaire was issued to the Thirty-Nine (39) participant and all were retrieved and validated fro the study. Data was analyzed using frequency and tables which provided answers for the research questions. Hypothesis was tested using Chi-Square and Pearson Correlation Statistics tool (SPSS).
5.2 CONCLUSION

There is no doubt given the findings of this study, that corporate social responsibility performance plays significant role in improving the performance of business organization as a whole. It should however be noted that for the company to be more responsive in assisting the society in the provision of viable social services, management must step up its more basic mission of maximizing profits. With social responsibility obligation in view, management team will step up their drive towards making better profit day-in-day-out with which other objectives can be met conveniently. 


Findings from the study showed that there is a significant  effect of CSR on business organization judging  at 0.05 level of significance, given at 2 degree of freedom, with table critical value of  5.991 and calculated value of 12.2, the alternate Hypothesis was accepted.The result of the finding revealed that CSR aids in better brand recognition, aids in organization’s reputation enhancement, enhances recruitment and retaining of high workers, increases sales of product, improves customer loyalty and  enhances banks business insight.


Findings of the study also revealed the hindrances of organizations' social responsibility where all the respondent said yes that those challenges includes: Lack of stakeholders awareness on CSR plans, Lack of transparency, Undue pressure from shareholders, Lack of regulations and standards, Uncontrollable clashes between business responsibilities and ethical responsibilities and lack of social audit and company culture.Thus there is need for CSR policies to be incorporated in organizations strategic goal.

5.3 RECOMMENDATION
From the findings and conclusions, the following recommendations are made: 

Banks should continue to invest in corporate social activities as much as practicable because they result to into increase in profitability and is a medium of giving back to the the society. 

Business organizations should leverage on their social responsibility expenditures by ensuring that they are linked or connected to profitable operations and top management should understand the strategic financial benefits of CSR activities.

Business organizations should consider investment in social responsibility as beneficial to the society and its own business operation, it will be necessary for the industry to earmark more funds as social responsibility investment fund so as to meet the increasing demands from members of the public for its social assistance.

Business organizations must include CSR initiates in their strategic plans in order to get higher reputation.

The corporate social responsibility of the banking industries should be more environmentally demanded rather than majorly from the angle of ethical consideration and philanthropic obligations.

Business Organizations should see corporate social responsibility as a marketing tool or strategy for marketing their products in order to achieve sales profit, customer‟s satisfaction, maximization of shareholders return, stakeholders satisfaction and image promotion in the face of potential employees.

The angles at which the banking industries are practicing the social responsibility should be equally extended to the areas such as community volunteering, cause related marketing, and so on. 

5.4
CONTRIBUTIONS TO KNOWLEDGE

The study has made meaningful contributions to existing literature on the importance of Corporate Social Responsibility in Business Organization. The has Provided of a fundamental material for scholarly discourse in management science relating to Corporate Social Responsibility with particular reference to banking sector. It has provided of information on the challenges of Corporate Social Responsibility in the Nigerian banking sectors and recommendations and hopes to serve as reference material for future research on the topic under study.
5.5
SUGGESTION FOR FURTHER STUDIES

The researcher recommend further investigation into the concept of Corporate Social Responsibility (CSR) that, further research could focus on the impact or role of Corporate Social Responsibility Audit on the effectiveness of CSR performance/practice among corporations. 

This study has excluded this area because it was discovered to be enough to constitute a whole problem for investigation and the time frame for this exercise have not allowed for its incorporation into this just concluded study. Doing this could help reveal organization’s policy and attitude towards social responsibility projects. 
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THE EFFECT OF SOCIAL RESPONSIBILITY ON BUSINESS ORGANIZATION(TEOFSRONON)

QUESTIONNAIRE: 
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]
Female [  ]

Marital Status

Single [  ] Married  [  ] Separated  [  ]
Age 

24-30 [  ]  31-37 [  ] 38 and above [  ]
SECTION B

Do you think Corporate Social responsibility affect business organizations?

Yes [  ] No   [  ] Undecided   [  ]
What are the significant effect of CSR on business organization?

It enable them charge premium price for its outputs  

Yes [  ] No   [  ] Undecided   [  ]
It aids in organization’s reputation enhancement 

Yes [  ] No   [  ] Undecided   [  ]
It enhances recruitment and retaining of high workers 

Yes [  ] No   [  ] Undecided   [  ]
It increases their organizational performance and productivity 

Yes [  ] No   [  ] Undecided   [  ]

CSR enhances banks business insight 

Yes [  ] No   [  ] Undecided   [  ]
It increases sales and customer loyalty 

Yes [  ] No   [  ] Undecided   [  ]
It aids in better brand recognition.

Yes [  ] No   [  ] Undecided   [  ]
It leads to Organizational growth.

Yes [  ] No   [  ] Undecided   [  ]
What are the hindrances to organization social responsibility?

Lack of transparency 

Yes [  ] No   [  ] Undecided   [  ]
Lack of stakeholders awareness 

Yes [  ] No   [  ] Undecided   [  ]
Undue pressure from shareholders

Lack of regulations and standards

Yes [  ] No   [  ] Undecided   [  ]
Uncontrollable clashes between business responsibilities and ethical responsibilities

Yes [  ] No   [  ] Undecided   [  ]
Lack of social audit and company culture

Yes [  ] No   [  ] Undecided   [  ]
Lack of adequate training and information on the relevance of CSR and company reputation Yes [  ] No   [  ] Undecided   [  ]
Are there CSR policy to be incorporated in organization strategic goal? 

Yes [  ] No   [  ] Undecided   [  ]

What are the strategies to incorporated in meeting CSR Policy?

Promoting Healthy and Inclusive Workplace Cultures

Yes [  ] No   [  ] Undecided   [  ]

Aligning Community Impact Goals with Business Practices

Yes [  ] No   [  ] Undecided   [  ]

Soliciting Feedback and Engagement to Maximize Stakeholder Value

Yes [  ] No   [  ] Undecided   [  ]

Designing Goals with Measurable Impact

Yes [  ] No   [  ] Undecided   [  ]

Is there any relationship between Corporate Social Responsibility?

Yes [  ] No   [  ] Undecided   [  ]
What is the relationship between CSR and business performance?

Positive Relationship  Yes [  ] No   [  ] Undecided   [  ]
Negative Relationship Yes [  ] No   [  ] Undecided   [  ]
Undecided  Yes [  ] No   [  ] Undecided   [  ]


