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ABSTRACT

This study was carried out to examine corporate social responsibility and organizational image using Julius Berger Nigeria plc, Akwa Ibom State. Specifically, the study examined  the relationship between corporate social responsibility and organizational image.the study also, identify the key areas in which Julius Berger Nigeria Plc formulate their corporate social responsibility strategy.furthermore, the study,examine ways Julius Berger Nigeria Plc integrated corporate social responsibility strategy with the organization operation.lastly, the identify how corporate social responsibility strategy can be improved upon in order to improve organizational image in Akwa Ibom State. The study employed the survey descriptive research design. A total of 30 responses were validated from the survey. From the responses obtained and analyzed, the findings revealed that Julius berger have formulated its corporate social responsibility through philanthropic responsibility. Also, Julius Berger have formulated its corporate social responsibility through economic responsibility. Furthermore,Julius Berger have formulated its corporate social responsibility through economic responsibility. Finally, Julius Berger formulate their corporate social responsibility by investing in social and environmental initiatives. The study hereby  recommend that organizations are also advised to invest a sizeable  chunk to corporate Social Responsibility Programmes, especially in provision of jobs and  scholarships to host communities. This will, , boost the  image of their organization and re-enforce loyalty and  organizational citizenship. The study also recommend that organizations are enjoined to create awareness on the  availability and their participation in Corporate  Social Responsibility Programmes. By doing this,  host communities will be knowledgeable about them,  hence, apply so as to enjoy the benefit.
CHAPTER ONE

INTRODUCTION

1.1     BACKGROUND TO THE STUDY

The purposes of any establishment are profit maximization increase in productivity as well as individual image protection through effective management of material executive. This made the executive began to question their views about business success and administrative difficulties. Corporate Social responsibility (CSR, also called Corporate Conscience, Corporate Citizenship, or Responsible Business) is a form of corporate self-regulation integrated into a business model. Corporate social responsibility policy functions as a self-regulatory mechanism whereby a business monitors and ensures is active compliance with spirit of the law, ethical standards and international norms. Corporate social responsibility goes beyond compliances and engages in “actions that appear to further some social good, beyond the interest of the firm and that which is required by law”. Corporate social responsibility aims to embrace responsibility for corporate actions and to encourage a positive impact on the environment and stakeholders including consumers, employees, investors, communities and others. The term “Corporate Social Responsibility” became popular in the 1960s and has remained a term used indiscriminately my many to cover legal and moral responsibility more narrowly construed.  A more common approach to corporate social responsibility is corporate philanthropy. This includes monetary donations and aid given to non-profit organizations and communities. Donations are male in areas such as the arts, education, housing, health, social welfare and the environment among others, but excluding political contributions and commercial event sponsorship. Another approach to corporate social responsibility is to incorporate the corporate social responsibility strategy directly into operations. Procurement of fair trade tea and coffee.

In the Nigeria Society corporate social responsibility has been a highly contemporary and contextual Issue to all stakeholders including the government, the corporate organization itself and the general public. The public contended that the payment of taxes and the fulfillments of other civic rights are enough grounds to have the liberty to take back from the society were fragrant pollution of the air, of the water and of the environment. Most corporate organizations are concerned about what they can take out of the society and de-emphasized the need to give back to the society (their host community). Generally speaking, corporate social responsibility, whether in the banking sector or otherwise refers to a collection of policies and practices linked to relationship with key stakeholder’s values, compliance with legal requirements and respect for people, communities and the environment. According to the European Commission, CSR involves companies integrating “social and environmental concerns into business operations and in their interaction with stakeholders on a voluntary basis”. The key to this definition lies in the word “voluntary”.

According to Nigeria social enterprise Report Vol.2, corporate social responsibility is generally understood to be the way a company achieved a balance or integration of economic, environmental and social imperative while at the same time addressing shareholders and stakeholders expectations.  It went further to say that corporate social responsibility is generally seen as the contribution of business to sustainable development which has been defined as “development that meets the needs of the present without compromising the ability of the future generations to meet their own needs”. In Nigeria, the Federal Executive Council (FEC) (2008) approved the development of a CSR policy for the country, to instill ethical behaviour in Nigeria businesses. The minister of National Planning Commission, Dr. Sanusi Doggesh, who gave details of the memorandum, said it referred to the adoption of responsible business practices by organizations to improve the society at large. He said the policy would include beyond law commitment and activities that would necessitate an expectation to give back to the society. He reiterated that the policy would ensure corporate governance and ethics, health and safety, human rights, human resource management, anti-bribery and anti-corruption measures. One reckons that the policy formulations will take note of similar global policies that might point Nigeria in the direction of developing a viable CSR policy. Freidman stated that “companies should not take on any additional responsibilities since that will diminish the profit making focus and maybe most importantly. Companies lack both the democratic and legal base to pursue such societal activities (Andriot and McLntosh, 2001:15). Others argue that corporate social responsibility (CSR) is a “fashionable nonsense” (Over all, 2002:2). However, corporate social responsibility programme has brought development that benefits many local communities  in the Niger Delta, corporate social responsibility has the potential of both positive and negative impacts Yuodolo, 2009:536) that is, most of the benefit local communities enjoy from the corporate responsibility programmes  of shell come at a cost to the local communities.

1.2     STATEMENT OF THE PROBLEM
Like many of management and social science concepts, corporate responsibility and organizational image is fraught with definitional problems which makes it difficult for a uniform platform to assess firm’s responsibilities to it. Musa (2008:540) conceives a firm as nothing other than an instrument for achieving economic efficiency cost reduction, and this wealth maximization, which is the view of the classical economists.

Since a lot of companies see corporate social responsibility as a financial burden. This study investigated the benefit accruable from the adoption of corporate social responsibility strategy by companies using Julius Berger Nigeria Plc, Uyo as a case study. The basic questions had been what relationship exists between corporate social responsibility and organizational image. In which key areas of operations should the organization formulate corporate social responsibility strategy? What specific ways has the organization adopted in integrating the corporate social responsibility strategy with its operations? And how can the corporate social responsibility strategy improved upon in other to improve the organizational image and performance. Investment on corporate social responsibility and organizational image are wise investments, yet, there are many organizations in this country which regard corporate social responsibility as expensive ventures and avoid them like the plaque to this other opposes this practice, and they see corporate social responsibility as a widely accepted problem solving.

1.3     OBJECTIVES OF THE STUDY
The broad objective of this study is to evaluate the relationship between corporate social responsibility and organizational image in companies in Julius Berger Nigeria Plc, Uyo and using it to draw a relationship between corporate social responsibility and the growth and development of companies. Derived from the above broad objectives are the following specific objectives.

To identify the relationship between corporate social responsibility and organizational image.

To identify the key areas in which Julius Berger Nigeria Plc formulate their corporate social responsibility strategy.

To examine ways Julius Berger Nigeria Plc integrated corporate social responsibility strategy with the organization operation.

To identify how corporate social responsibility strategy can be improved upon in order to improve organizational image.

1.4     RESEARCH QUESTIONS

In an attempt to achieve the objectives states above, the following questions were formulated.

To what extent has the corporate social responsibility and organizational image as strongly influenced the performance of Julius Berger Nigeria Plc positively?

In which key areas of operation have Julius Berger Nigeria Plc formulated it corporate social responsibility strategy?

What methods have Julius Berger Nigeria Plc adopted in integrating the corporate social responsibility strategy with its operations?

How can Julius Berger Nigeria Plc improve its corporate social responsibility and organizational image in order to improve its performance?

1.5     RESEARCH HYPOTHESIS
An hypothesis in research may be said to be statement of fact needed to be proved or tested in research however, our concern is to find out whether there is relationship between the independent variable and dependent variables. Thus the relevant null hypothesis (Ho) couple with the alternative hypothesis (Hi).

Ho1:  There is no significant impact on corporate social responsibility on the growth of organization.

Ho2:  There is significant impact on corporate social responsibility on the growth of organization.

1.6     SCOPE OR LIMITATION OF THE STUDY

This study focuses on corporate social responsibility and organizational image in Julius Berger Nigeria Plc. It addressed the effect of corporate social responsibility has in the performance of Julius Berger Nigeria Plc. The researcher investigates the key areas in which Julius Berger Nigeria Plc formulates its corporate social responsibility strategy, ways in which the strategy could be integrated with organization’s operation and how the  corporate social responsibility could be improved upon, believing that its findings could also be applied to other organizations.

However, the researcher was constrained by a number of limited factors such as;

Finance: As a result of the limited financial resources at the disposal of the researcher, the research study was limited to only members and the staff of the organization in Uyo branch; likewise, this is quite noticeable in the number of questionnaires administered.

Co-operation: Lack of cooperation by respondent also constitutes the major impediment of the research study. Most of the data needed for the research work were not made available and as a result of findings or this research report was limited to only the data made available to the researcher.

Limited Time: The period require for the completion of this academic exercise is rather too short to carry out a more encompassing research study, particularly in big organization like Julius Berger Nigeria Plc.

Facilities: Lack of adequate facilities may delay the researcher to carry out a research, these may longer the fastest stead in an organization that means without appropriate facilities the organization may not be going well.

1.7     SIGNIFICANCE OF THE STUDY

Corporate social responsibility is a fundamental issue that needs to be addressed in order to ensure any organizations long term success. This study will be of immense benefit to students, privately owned businesses and public corporations. Specifically, this study will be of great significance to directors, managers and executive officers in all business organizations. The study will also be beneficial to government agencies and research fellows.

For directors, managers and executives officers in business organizations, the study will help them to discover the true essence of corporate social responsibility, its working principles and how it can be used to enhance organizational image both on short and long term basis. The study will help them determine how to work in harmony and to operate their businesses within ethical standards. For policies relating to corporate social responsibility and organizational activities, thereby determining areas requiring improvement. Finally, students, including research fellows will find the study very beneficial in the area of future studies and referral reports. Moreover, the study will also attempt to draw attention of other oncoming researches to the problems of corporate social responsibility.

1.8     DEFINITION OF TERMS
Corporate Social Responsibility: Is the continuing commitment by business to behave ethically and contribute to economic development while improving the quality of life of the workplace and their families as well as of the local community and society at large.

Organizational Image: Is the perception that different people hold of an organization. Such perception can have different sources depending on how well people know the organization. Some perception derives from individual experiences and impressions of the organization and others are influenced by the marketing and communication activities seeking to influence the image of the organization.

Image is important in an organization; it has the ability to attract and retain relationships with it various internal and external constituencies. Organizational image is used differently in marketing and organization studies, although image in general concerns perception held by multiple external “others” about the organization within marketing, image has been used to analyze how consumers perceive the organization and its product.

CHAPTER TWO

REVIEW OF LITERATURE

INTRODUCTION

Our focus in this chapter is to critically examine relevant literatures 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.

Precisely, the chapter will be considered in three sub-headings:

Conceptual Framework

Theoretical Framework

2.1
CONCEPTUAL FRAMEWORK

CONCEPT OF CORPORATE SOCIAL RESPONSIBILITY (CSR)

The World Business Council on Sustainability Development, (1998) described CSR as the continuing  commitment by business to behave ethically and contribute  to economic development while improving the quality of life of the workforce and their families as well as of the local  community and society at large. European Union (2006)  submitted that CSR is the concept that an enterprise is  responsible or accountable for its impact on all relevant  shareholders. They further argued that socially responsible  companies will consider the full scope of their impact on  communities and the environment when making decisions,  balancing the need of stakeholders with their need to make  a profit” (The European Union, 2006: 15). As an  improvement on the above definitions, Koontz & O’Donnell (1968) defined social responsibility as the  personal obligation of everyone, as he acts in his own  interests, but he must always have due regard that his  freedom does not restrict others from doing the same thing.  He further noted that a socially responsible individual or  organization will obey the laws of the land because the  rights of others are at stake. In emphasizing the ecological conceptualization of social responsibility, Buchholz (1991)  noted that any good definition of social responsibility must  contain if not all, most of the following; Responsibility that:

i. Goes beyond the production goods and services at  a profit;

ii. Helps in solving important social problems those  that the organization are responsible for creating;

iii. Makes corporations have greater constituency  than stockholders alone;

iv. Makes corporations have great impacts that go  beyond marketplace transactions, and

v. Makes corporations serve a wider range of human  values that can be captured by a sole focus on value.

Kenneth (1977) defined CSR as an intelligent and  objective concern for the welfare of the society that retains  the individual and corporate behavior from ultimately  destructive activities, no matter how immediately profitable  and leads to the directions of positive construction of human improvement. From the foregoing, it is right to say  that CSR can, therefore, be referred to as decisions and  actions were taken by organizations for reasons at least,  particularly beyond the organization’s direct economic or  technical interest. Corporate social responsibility has to do  with an organization going out of its way to initiate actions that will impact positively on its host community, its environment, and the people generally. It can be seen as a way of acknowledging the fact that some business fall outs have adverse effects on the citizens and society and making efforts to ensure that such negative impact is corrected (Ite, 2004). Additionally, Corporate Social Responsibilities are four types namely: economic responsibilities (profitability and protection of stakeholders’ interests); philanthropic responsibilities (by donating services to community organizations, engaging in projects to aid the environment or donating money to charitable causes scholarships such as infra-structural development, and other charitable donations etc); legal responsibilities (operating within the context of labour law, environmental law and even criminal law) and ethical responsibilities (include being environmentally friendly, paying fair wages or refusing to do business with oppressive countries). However, this paper focused on philanthropic responsibilities of selected Asianowned firms in Lagos State, Nigeria.

CONCEPT OF ORGANIZATIONAL IMAGE

Organizational image is an abstract concept that reflects the public’s general evaluation of a corporation. However, since the concept is very broad, there has long been an absence of definitions agreed upon by the public, and different scholars have defined it differently as well. Boulding (1956) believed that image may not be able to fully reflect the genuine content of matters but are subjective consciousness, based on the information received by an individual, and may be perspectives derived from incomplete or incorrect information. Bayton (1959)attempted to use a human perspective to interpret the dimensions of organizational images, such as amiability and friendliness. Mazzarol (1998) pointed out that organizational image is an indicator that attracts potential  or existing customers to be willing to come into contact with  a corporation. Nguyen & Leblanc (2001) believed that the  factors forming corporate image may come from customer  perception of the corporation and its behaviour, including  the corporate name, traditions, operational visions, and  diversity of product services; these are the results of the  interactive influences of all experiences, feelings, ideas, and  knowledge of customers. Tang (2007) proposed a similar  definition, pointing out that corporate image is the  customer’s total offering toward organizations, and is the sum of the public’s beliefs, ideas, and impressions toward specific organizations. When constituting organizational image, the most important goal is to form positive attitude towards the company among present and potential consumers. Organizational image comprises creating a positive corporate personality, marketing communications, and channels as well as constant feedback from the target audience. Worcester (2009), Pina et al., (2006), Meehan et al., (2006), Flavian, Guinaliu, Torres (2005), Abratt, Mofokeng (2001), Teng Fatt et al., (2000), and Stuart (1997) emphasized the importance of creating and managing organizational image, hence, they all agreed that CSR has positive impact on organizational image. Lizarraga (2010), Pina et al., (2006), van Heerden, Puth (1995) state that positive organizational image provides company with individual features that lead to brand recognition, improve consumer and employee loyalty as well as corporate reputation. However, organizational image from the host communities’ perspective has been given limited attention in the existing literature. This is one of the gaps this study intends to fill.

CORPORATE SOCIAL RESPONSIBILITIES AND ORGANIZATIONAL  IMAGE:

According to Amaeshi, et al., (2006), it appears that  Nigerian companies are engaged in one CSR activity or the  other. New Nigeria Foundation’s (NNF) study showed that  CSR had been carried out mainly as philanthropic activities  and, as a result, “corporate contributions had remained  largely unregulated, unsupervised and unguided, depending entirely on the whims, caprices, and generosity  or otherwise of particular corporate executives in office”.  NNF’s study focused on financial CSR, CSR in the  workplace and marketplace, as well as in the community  and environment. Basically, it was found that while  companies had made some improvements in various  aspects of CSR as defined for the study, a lot still needs to be  done. Authors have come to a common ground that, the  longer the interaction between the company and consumer,  the stronger the organizational image (Torres, 2005;  LeBlanc and Nguyen, 1995). Leblanc & Wei (2002) state  that organizational image is the impression stakeholders  have towards the company, while corporate identity is the  set of facts defining company, its aims, and culture.Aslan & Zaman (2014) found out that large numbers of people are not usually aware of an organisation’s CSR.  Mandina et al., (2014) submitted that philanthropic  activities do enhance company image as well as relations  between an organization and the community surrounding  it. Also, Gudjonsdottir & Jusubova (2015) found out that  there is a positive significant relationship between Philanthropic responsibilities and brand image. In addition  to this, Hasebur (2014), Otoo & Agyapong, (2014), Naqvi  et al., (2013), Ayanda (2013) all submitted that Corporate  Social Responsibility has positive impact on corporate  image. Makasi et al., (2014) also argued that building health  care facilities and education help to improve corporate  image. The physical environment comprises the environmental aesthetics, lighting, condition of furniture,  buildings and other company’s property. LeBlanc, Nguyen  (1995) stated that aesthetic environment increases consumers’ satisfaction and raises organizational image.  Chattananon, Lawley (2007), Stuart (1997) and LeBlanc,  Nguyen (1995) emphasized that room decorations, lighting, and other features can be used to communicate organizational image to the consumers. It is agreed that  Corporate Social Responsibility (CSR) has positive impact  on attractive organizational image building. Ailawadi  (2011), Lindgreen, Swaen (2010), Lizarraga (2010),  Chattananon, Lawley (2007), Hoeffler, Keller (2002),  Boulstridge, Carrigan (2000) stressed that if consumers/local residents see a company as socially  responsible, their attitude towards the company’s products  become positive and their intention for repeated purchasing  increases. From the foregoing, one will observe that most  studies have examined corporate image from the consumers’ perspective with regards to physical environment and product quality with less attention given  to CSR from that of the host community’s perspective. In  addition to this, it can also be deduce that few studies have been conducted in Nigeria that examined the CSR  programmes engaged in by Asian-owned Firms; the  category of people who benefited from them in the host  communities and the impact of CSR on organizational  image of the Asian-owned firms in Lagos State, Nigeria.  These were the noticeable gaps this study filled.

CSR IN FORMING CI: THE STRUCTURAL MODEL

It is agreed that CSR has positive impact on attractive CI. Ailawadi et al. (2011), Lindgreen, Swaen (2010), Lizarraga (2010), Chattananon, Lawley (2007), Hoeffler, Keller (2002), Boulstridge, Carrigan (2000) emphasize that if consumers see a company as socially responsible their attitude towards company‟s products become positive as well as their intention for repeated purchasing increases. Chattananon, Lawley (2007) noted that CI is formed by:

1. Corporate marketing communications;

2. Corporate social responsibility;

3. Consumer demographic characteristics

Corporate marketing communications: 

Chattananon, Lawley (2007), Chattananon (2003), Balmer, Gray (2000) divide marketing communications into 3 types: primary, secondary and tertiary. Balmer, Gray (2000) note that primary communications embody the product, organizational behavior, employee working conditions, service standards and direct communication with consumer. Both the consumer and the company can ignite primary communications. Secondary communications include visual identity and formal communications: advertisings, PR, sales promotion. Secondary are mass communications (Chattananon, Lawley, 2007). Tertiary communications consist of word of mouth, information in the mass media and its interpretations, information provided by competitors (Balmer, Gray, 2000). Tertiary communication is initiated and spread by uncontrollable sources (Stuart, 1997). Chattananon, Lawley (2007) noted that CSR is recognized via CSR symbolism, organizational behavior and CSR communication. Symbolism represents visual identity: logos, names, other elements. Information concerning CSR is communicated on 3 levels: primary, secondary and tertiary. 

Demographic characteristics: 

Chattananon, Lawley (2007) accentuate that consumer demographic characteristics are of great importance when forming CI. The most important characteristics are: gender, age, education level, income level and marital status. Women have more positive attitude towards socially responsible companies in comparison with men (Ndubisi, 2006). Consumers holding higher education and higher income level have more positive attitude towards socially responsible companies in comparison with those of lower education and income levels. Chattananon, Lawley (2007) stated that no conclusion can be made about the impact of age group and marital status on consumer‟s attitude towards socially responsible companies. The analysis of scientific literature showed that CSR has positive impact on favorable consumer attitude towards a socially responsible company and its products. 

The expression of CSR in forming CI was not examined before.This structural model accentuates that CSR is an important factor influencing and forming CI. The novelty of this structural model is based on the causality between CSR and CI. Model represents the direction of it and takes into consideration Company‟s purposeful CI forming activities as well as stakeholders‟ assessments and translations of it in their environment.

2.2
THEORETICAL FRAMEWORK

Symbolic Interaction Theory

The symbolic interaction perspective is one of the major  frameworks of sociological theory. Although, Gorge  Herbert Mead (1863 – 1931) is widely acknowledged as the founder of Symbolic Interactionism, the origin of the  theory can be traced to Marx Weber’s (1864 - 1920) concept  of Verstehen, which emphasizes “understanding a particular setting from the point of view of people within  that setting” (Macionis, 2007: ). This perspective relies  on the symbolic meaning that people develop and rely upon in the process of social interaction. Symbolic interaction  theory analyzes society by addressing the subjective meanings that people impose on objects, events, and behaviours. Subjective meanings are given primacy because it is believed that people behave based on what they believe and not just on what is objectively true. Thus, society is  thought to be socially constructed through human interpretation. People interpret one another’s behaviour  and it is these interpretations that form the social bond.  These interpretations are called the “definition of the  situation.”  Furthermore, Ritzer (2008) identifies seven (7)  principles of Symbolic Interactionism. These include:

1. Human beings, unlike lower animals, are endowed  with the capacity for thought;

2. The capacity for thought is shaped by social  interaction;

3. In social interaction, people learn the meanings and  the symbols that allow them to exercise their  distinctively human capacity for thought;

4. Meaning and symbols allow people to carry on  distinctively human action and interaction;

5. People are able to modify or alter the meanings and  symbols that they use in action and interaction on the  basis of their interpretation of the situation;

6. People are able to make these modifications and  alterations because, in part, of their ability to interact  with themselves, which allows them to examine and  then choose one;

7. The intertwined patterns of action and interaction  make up group and societies (Ritzer, 2008: 365). 

Indeed, this scenario is akin to Cooley’s (18641929) “looking-glass process”. That is, human beings get  their self-image from the way others treat or react to them.  Therefore, the residents of communities within which  Asian corporations are situated will either have a positive or  a negative perception of the aforementioned corporation.  This is predicated on the interaction between the residents  of host communities and these firms and the extent to which the latter is socially responsible to the former. Thus, when organizations give back to the society, specifically their host communities through Corporate Social Responsibility programmes (for instance, provision of Scholarships; infrastructural facilities; goods in discounted prices; and employment opportunities), it is expected to build a positive image amongst residents in the host communities and beyond. When this happens, it is expected that as more and more CSR programmes are being executed in these host communities by Asian firms, there will be a corresponding enhancement of a positive organizational image built. However, organizations that only focus on the maximization of profit without a keen interest in the improvement of its operating environment will attract negative brand image

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
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 people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
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. 

This study was carried out to evaluate the corporate social responsibility and organizational image  using Julius Berger Nigeria plc  Uyo, Akwa Ibom State as a case study. Staff of Julius Berger Nigeria plc in Uyo  form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), 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.

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of Julius berger Nigeria plc in Uyo , the researcher conveniently selected 36 out of the overall population as the sample size for this study. 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.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired 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
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analyzed using the frequency tables, which provided answers to the research questions. The hypothesis was tested using the chi-square statistical tool.

3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability 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.
3.11
ETHICAL CONSIDERATION

he 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 to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

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-six (36) questionnaires were administered to respondents of which only thirty (30) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 30 was validated for the analysis.

4.1
DATA PRESENTATION
Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	17
	56.7%

	Female
	13
	43.3%

	Age
	
	

	20-25
	9
	30%

	25-30
	8
	26.7%

	31-35
	6
	20%

	36+
	7
	23.3%

	Marital Status
	
	

	Single 
	19
	63.3%

	Married
	11
	36.7%

	Separated
	0
	0%

	Widowed
	0
	0%

	Education Level
	
	

	WAEC
	0
	0%

	BS.c
	25
	83.3%

	MS.c
	5
	16.7%

	MBA
	0
	0%


Source: Field Survey, 2021

4.2
DESCRIPTIVE ANALYSIS

Question 1:  To what extent has the corporate social responsibility and organizational image as strongly influenced the performance of Julius Berger Nigeria Plc positively?

Table 4.3:  Respondent on question 1

	Options
	Frequency
	Percentage

	Very high extent
	13
	43.33

	High extent
	10
	33.33

	Very low extent
	4
	13.33

	Low extent
	3
	10

	Total
	30
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 43.33% of the respondent said very high extent ,33.33% said high extent , 13.33% of the respondents said very low extent,while the remaining 10% of the respondent said low extent.

Question 2: In which key areas of operation have Julius Berger Nigeria Plc formulated it corporate social responsibility strategy?

Table 4.4:  Respondent on question 2

	Options
	Yes
	No
	Total %

	Julius berger have formulated its corporate social responsibility through Environmental responsibility
	30

(100%)
	00
	30

(100%)

	Julius berger have formulated its corporate social responsibility through Philanthropic responsibility
	30

(100%)
	00
	30

(100%)

	Julius berger have formulated its corporate social responsibility through Economic responsibility
	30

(100%)
	00
	30

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

Question 3:  What methods have Julius Berger Nigeria Plc adopted in integrating the corporate social responsibility strategy with its operations?

Table 4.5:  Respondent on question 3

	Options
	Yes
	No
	Total %

	By Investing in social and environmental initiatives
	30

(100%)
	00
	30

(100%)

	By Practicing ethical labor
	30

(100%)
	00
	0

(100%)

	By volunteering days to their employees. 
	30

(100%)
	00
	30

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

Question 4:How can Julius Berger Nigeria Plc improve its corporate social responsibility and organizational image in order to improve its performance?

Table 4.6:  Respondent on question 4

	Options
	Yes
	No
	Total %

	By Following a workplace health and safety program
	30

(100%)
	00
	30

(100%)

	By Been smart about donating money
	30

(100%)
	00
	30

(100%)

	By Adopting a business code of ethics
	30

(100%)
	00
	30

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

Question 5: is there a significant impact of corporate social responsibility on the growth of organization.

Table 4.7:  Respondent on question 5

	Options
	Frequency
	Percentage

	Yes
	15
	63.33

	No
	4
	13.33

	Undecided
	11
	23.33

	Total
	50
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 63.33% said yes, 13.33% said no, while the remaining 23.33% were undecided.

4.3
TEST OF HYPOTHESIS 

Ho1:  There is no significant impact on corporate social responsibility on the growth of organization.

Ho2:  There is significant impact on corporate social responsibility on the growth of organization.

Table 4.8: There is no significant impact on corporate social responsibility on the growth of organization.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	15
	10
	5
	25
	2.5

	No
	4
	10
	-6
	36
	3.6

	Undecided
	11
	10
	1
	1
	0.1

	Total
	30
	30
	
	
	6.2


Source: Extract from Contingency Table
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At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 6.2 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 6.2 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis which states that There is a significant impact of corporate social responsibility on the growth of organization.  is accepted.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
SUMMARY

In this study, our focus was to examine corporate social responsibility and organizational image  using Julius Berger Nigeria plc as a case study. the study specifically was aimed at highlighting the relationship between corporate social responsibility and organizational image, the key areas in which Julius Berger Nigeria Plc formulate their corporate social responsibility strategy, ways Julius Berger Nigeria Plc integrated corporate social responsibility strategy with the organization operation, how corporate social responsibility strategy can be improved upon in order to improve organizational image. A total of 30 responses were validated from the enrolled participants where all respondent are drawn from staff of Julius Berger Nigeria plc

5.2
CONCLUSION

Based on the finding of this study, the following conclusions were made:

Julius berger have formulated its corporate social responsibility through Philanthropic responsibility

Julius berger have formulated its corporate social responsibility through Economic responsibility

Julius berger have formulated its corporate social responsibility through Economic responsibility

Julius berger formulate their corporate social responsibility by Investing in social and environmental initiatives

Julius berger formulate their corporate social responsibility by Practicing ethical labor

Julius berger formulate their corporate social responsibility by volunteering days to their employees. 

5.3
RECOMMENDATION

Organizations are also advised to invest a sizeable  chunk to Corporate Social Responsibility Programmes, especially in provision of jobs and  scholarships to host communities. This will, according to the findings of this paper, boost the  image of their organization and re-enforce loyalty and  organizational citizenship.

Organizations are enjoined to create awareness on the  availability and their participation in Corporate  Social Responsibility Programmes. By doing this,  host communities will be knowledgeable about them,  hence, apply so as to enjoy the benefit(s)
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QUESTIONNAIRE

SECTION A
Gender

Male()

Female ()

Age

10-11 ()

11-12 ()

12-15 ()

15+ ()

Educational level

WAEC()

BSC ()

MSC ()

PHD()

Marital status

Single ()

Married()

Divorced()

Separated()

Section B

Question 1:  To what extent has the corporate social responsibility and organizational image as strongly influenced the performance of Julius Berger Nigeria Plc positively?

	Options
	Please tick

	Very high extent
	

	High extent
	

	Very low extent
	

	Low extent
	


Question 2: In which key areas of operation have Julius Berger Nigeria Plc formulated it corporate social responsibility strategy?

	Options
	Yes
	No

	Julius berger have formulated its corporate social responsibility through Environmental responsibility
	
	

	Julius berger have formulated its corporate social responsibility through Philanthropic responsibility
	
	

	Julius berger have formulated its corporate social responsibility through Economic responsibility
	
	


Question 3:  What methods have Julius Berger Nigeria Plc adopted in integrating the corporate social responsibility strategy with its operations?

	Options
	Yes
	No

	By Investing in social and environmental initiatives
	
	

	By Practicing ethical labor
	
	

	By volunteering days to their employees. 
	
	


Question 4:How can Julius Berger Nigeria Plc improve its corporate social responsibility and organizational image in order to improve its performance?

	Options
	Yes
	No

	By Following a workplace health and safety program
	
	

	By Been smart about donating money
	
	

	By Adopting a business code of ethics
	
	


Question 5: is there a significant impact of corporate social responsibility on the growth of organization.

	Options
	Please tick

	Yes
	15

	No
	4

	Undecided
	11


