CORPORATE SOCIAL RESPONSIBILITY AND SOCIAL ECONOMIC DEVELOPMENT USING BANKING AND TELECOMMUNICATION INDUSTRIES

ABSTRACT
In the Nigerian society, Corporate Social Responsibilities [CSR] 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 fulfillment of other civic rights are enough grounds to have the liberty to take back from the society in terms of CSR undertaken by other stakeholders. Some ten year ago, what characterized the Nigerian society was 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 communities]. This attitude often renders the entire community uninhabitable. A case in mind is the Niger Delta area of Nigeria. This translated to negative integrity and reputation on the part of corporate identity as people perceived this as exploitation and greed for profitability and wealth maximization within a decaying economy of Nigeria. However, the general belief is that both business and society gain when firms actively strive to be socially responsible; that is, the business organizations gain in enhanced reputation, while society gains from the social projects executed by the business organization. In modern day however, having seen the benefits and average favorable pay-back period of their investment in CSR, corporations are now seriously involved in this project, which had impacted in the society wonderfully and profitably. This study is therefore, intended to consider the imperative and benefits of CSR on the Nigeria society. The perceived gap supposedly created is harnessed and investigated for possible resolution, using the banking and communication industries as a case study. The research approach is both descriptive and analytical. Data collected for this study are from both primary and secondary sources, relying heavily on the relevant information available from both banking and communication sectors, and other sources. Tests were conducted using both regression and correlation analysis. The regression result reveals a strong and significant relationship between CSR and Societal Progress such that the relationship between CSR and Societal Progress is statistically significant. It is thus conclusion that CSR plays a significant role in Societal Progressiveness in terms of environmental and economic growth. The study recommends that, while improvement in the depth of participation by banking and telecommunication industries in economic and environmental development is desirable, they are encouraged to close ranks and forge common interest in addressing certain social responsibilities, especially those bothering on security and technological advancement of the polity.

CHAPTER ONE

INTRODUCTION

1.1 BACKGROUND OF THE STUDY
At an earlier point in history, societal expectations from business organizations did not go beyond efficient resource allocation and its maximization. But today, it has changed and modern business must think beyond profit maximization toward being at least socially responsible to its society. Today’s heightened interest in the role of business in society has been promoted by increased sensitivity to the awareness of environmental and ethical issues. It means our society has become increasingly concerned that greater influence and progress by firms has not been accompanied by equal effort and desire in addressing important social issues including problems of poverty, drug abuse, crime, improper treatment of workers, faulty production output and environmental damage or pollution by the industries as it has overtime been reported in the media. It is therefore very essential for all to realize that public outcry for increased social responsibility will not disappear if business organizations fail to respond to the challenges these had posed for the society.

In view of the perceived information gap, it is therefore worthwhile collating and aggregating in a more organized manner, the contributions of Nigerian corporations [using banking and communications industries as a focus] to the well-being of the society. This is necessary if only to show, in a graphic and mathematical ways that the industries seriously identify with the aspirations of the communities and the general public. In the early years of this century, two Americans independently and without knowing of each other were among the first businessmen in the world’s history to initiate major community reforms.

Andrews Carnegie preached and financed the free public library. Julius Rosenwald fathered the country farm agent system and adopted the infant 4-H CLUBS. Carnegie was already retired from business and one of the world’s richest men. Rosenwald who had recently bought a near bankrupt mail order firm called Sear Roebuck and Company, was only beginning to build both his business and fortune. The two held basically different philosophies. Carnegie believed that the sole purpose of being rich is to be a philanthropist, that is, the “social responsibility of wealth”. Rosenwald believed that you have to be able to do good to do well, that is, the “social responsibility of business”. J. Irwin miller of the Cummins Engine Co. Ltd in Columbus, Indiana, has systematically used corporate funds to create a healthy community which, at the same time is a direct, though intangible investment in a healthy environment for his company. Miller specifically aimed at endowing his small industrial town with the ‘quality of life’ that would attract to it the managerial and technical people on whom a big high-technology business depends.

Only if business and particularly Nigerian business learns that to do well it has to do good, can we hope to tackle the major challenges facing developing societies today. The economic realities ahead are such that ‘social needs’ can be financed increasingly only if their solution generates commensurate earning which precisely is what business is known for. We can actually say firms involved in Corporate Social Responsibility are actually not regretting because of the increase it has made on their sales leading to profit and how they have impacted the environment. The significance of corporate social responsibility as a vital tool for the societal progressiveness cannot be over emphasized. This can be seen from the points of view of showing concern for the welfare of the community in order to reap peace, competent and cheaper manpower, a platform for a better community; by making the host community worthy of livelihood in terms of infrastructural development; and by boosting their image, reducing advert cost, gaining an edge over competitors, and making your name as a firm an household name in the society.

1.2 STATEMENT OF THE PROBLEM

In recent years there have been series of arguments, debates and controversies among businessmen, academics, government officials and the society in general on what should be the principle objectives of business enterprises. Over the years, managers have neglected the problems created by corporate firms to their host communities. These problems possess a lot of threat and sometimes make life difficult for these communities.  The privilege giving to organization to operate in the society stems from the fact that society believes that there is a mutual interdependency existing between them, that is, the organization and the society. The relationship between organizations and their host community has become increasingly important. 

Despite the roles played by organizations carrying out corporate social responsibility and the growing importance of social responsibility, the following issues have not been fully addressed:

i.  Why should organizations be socially responsible to their environment?

ii. What benefits do organizations get from performing its corporate social responsibility?

iii. Why is social responsibility considered as a waste drain of business resources?

iv. Are organizations in Nigeria socially responsible?

In view of the perceived information gap, it is therefore worthwhile collating and aggregating in a more organized manner, the contributions of Nigerian corporations [using banking and communications industries as a focus] to the well-being of the society.

1.3 RESEARCH QUESTIONS

1. To which degree are CSR commitments successfully enacted in practice?

2. Is CSR perceived as a meaningful tool for social and economic development?

3. What are the opportunities and limitations of CSR?

4. What are the factors responsible for the adoption of corporate social responsibility.

1.4 AIM AND OBJECTIVES OF THE STUDY

The aim of this study has been to evaluate some of the opportunities and limitation for Corporate Social Responsibility (CSR) to improve the socio-economic development of Lagos Society with examples of banking and telecommunication industries

The main objective of this study has been to compare statements and codes of conducts of companies (MTN and GTBank) involved with the findings of a worker interview study. In doing this, the study evaluates which factors of corporate responsibility that translates into perceived social or economic development and to which degree are they implemented. The specific objectives of the study are to:

i. Ascertain the degree at which CSR commitments is successfully enacted in practice

ii. Determine if CRS is perceived as a meaningful tool for social and economic development.

iii. To identify the opportunities and limitations of CRS.

iv. Examine the factors responsible for the adoption of corporate social responsibility.

1.5 RESEARCH HYPOTHESES

In pursuit of the objective of identifying the effectiveness and workability of corporate social responsibility, the following hypotheses have been formulated, which intend to test in the course of this study:

Ho: CSR commitments are not successfully enacted in practice.

Hi: CSR commitments successfully enacted in practice

Ho: CSR is not perceived as a meaningful tool for social and economic development.

Hi: CSR is perceived as a meaningful tool for social and economic development

1.6 Significance of the Study

The outcome of the study is useful to Nigerian Telecommunication and banking industry to know the extent of their participation in CSR toward their host community the portion of individual companies’ participation and responsibilities with regards to the contribution of the whole industry. The research outcome assists government to know areas covered in terms of social amenities and environment sustainability to communities so that they will concentrate on others uncovered areas. This research work serves as reference material to researchers and students who will carry out further research work on related fields as it contribute to the available literature. This work assists the members of the society in knowing some of their corporate rights while they relate with telecommunication companies in Nigeria.

1.7 scope/Limitation of the study

this study aim to examine the impact of CORPORATE SOCIAL RESPONSIBILITY AND SOCIAL ECONOMIC DEVELOPMENT USING BANKING AND TELECOMMUNICATION INDUSTRIES A case in mind is the Niger Delta area of Nigeria.

The major limitation of the study was the reservation of information by some respondents as to what use the data collected data will be put into, which in turn distorted some of their responses and even denial of access to secondary data. Despite the fact of these limitations, the study was successful carried out and has revealed some useful findings and valid conclusion and recommendations.

CHAPTER TWO

LITERATURE REVIEW

2.1 Conceptual Issues
There is ongoing debate on the extent to which company’s directors and managers should consider social and environmental factors in commercial decision making. An approach to decision making that routinely encompasses these factors may be described as corporate social responsibility (CSR). There is a direct relationship between CSR and financial performance, as evidenced by many studies such as the Caribbean business (2004) found that companies with defined corporate commitment to CSR have higher sales and revenue than those that do not. Similarly, a recent year Harvard University studied Caribbean business (2004) found that stakeholder balanced companies showed four times the growth rate and eight times the employment growth rate compared with shareholder focused companies. And also, in a study conducted on global CEO’s, more than half agreed that CSR is vital to the profitability of any company (Pricewaterhouse Coopers 2004). Also a fifty countries study of CEO’s in the same year shows many believe that CSR enhances product innovation and profitability (Environics, 2002). Financial performance in long run leads to value of firm. Almost all studies that link CSR and value of firm do so through financial performance.

Studies conducted relevant to corporate social responsibility attempt to measure relationship between CSR and value of firm or profitability. In this section the study will concentrate on discussion of concepts, theories and empirical studies related to corporate social responsibility and market value of firm. The claim that businesses do have a social responsibility has been discussed in the literature for over 50 years (Carroll, 1999). However, the concept of social responsibility is still very ambiguous and vague. Business for social responsibility (BSR) defined CSR as “operating business in a manner that meets or exceeds the ethical, commercial, and public expectations that society has of business”. This definition encompasses business decision making, related to “ethical values, legal requirements as well as respect for people, communities and the environment” (BSR, 2005). European Union (2002) defined CSR as “a concept whereby companies integrate social and environmental concerns in their business operations and in their interaction with their stakeholders on a voluntary basis”. Being socially responsible means voluntary compliance above what the law stipulated. It means investing more in human capital, environmental protection and maintaining constant relations with stakeholders. “CSR means open and transparent business practice that are based on ethical values and respect for employees, communities and the environment. It is designed to deliver sustainable value to society at large as well as to shareholders” (International Business Leaders Forum (IBLF) 2005).

According to Warhust (2000), CSR is the “Internalisation by the company of the social and environmental effects of its operations through pro-active pollution prevention and social impact assessment so that harm is anticipated and avoided and benefits are optimized”. The proposition is that social responsibility begins where the law ends. A corporation is not being socially responsible if it merely complies with the minimum requirements of the law. As Sterk (1993), puts it “ethical management is a process of anticipating both the market, norms and values sound business reasons”. In similar vein, Drucker (1993) states that corporate citizenship means active commitment. It means responsibility on one’s country”. The World Business Council for Sustainable Development (WBCSD, 1998), which is a group of 120 International Companies, defines the concept as ‘a continuing commitment by business to behaves ethically and contributes 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”. The definition by WBCSD shows that businesses are beginning to see the concept of CSR as important aspect of their philosophy. This is further shown by Murphy (1995), argued that many companies “have issued or revised their firms’ ethical posture, and more serious attention now seems to be devoted to ethical decision making”.

2.2 Concept of Corporate Social Responsibility
The concept of corporate social responsibility exist in order to separate different components of motivation, Observers increasingly note that corporate social responsibility (CSR) has become a mainstream business activity. Firms are investing ever more resources in public goods provision, and many companies reduce negative externalities below levels required by law. More than one-third of large firms have voluntary external certification for social and environmental standards, and nearly 11 percent of professionally managed U.S investments were certified as socially responsible. Firms such as IBM, General Motors or Microsoft even inform potential employees about their CSR efforts (Turban and Greening, 1997). An extensive global survey found that two-thirds of people reported that they would like companies to contribute to social goals beyond shareholder wealth (Environics 2002). Another survey found that 52 percent of respondents seek information about companies CSR records (Fleishman-Hillard, 2007).

More than half of American consumers say that a company’s social reputation influenced purchase decisions, and seventy percent of UK consumers state that they are willing to pay more for a product that they perceive as ethically superior (IPSOS, 2003). They are at the same time considered the solution of global regulation and public goods problems." Scholarly perceptions of CSR have evolved as well. Early work focused on whether CSR should exist. Economically-oriented work addressing CSR acknowledged the well known incapacity of markets to ensure efficient pricing and provision of non-private goods and bad, but emphasized that firms could not and should not be expected to voluntarily act in a socially or environmentally responsible manner. Most famously, Friedman, Milton and Jaggi (1986), argued that the only responsibility of firms was profit maximization and that public preferences combined with democratic empowerment implied that governments, and not firms, should manage externalities and provide public goods. This division of corporate and government responsibility visa-vise society became generally known as the classical dichotomy. In contrast to Fried-man (1980), early business and society scholars argued that firms ought to consider the implications of their actions for all constituencies even if such considerations reduced shareholder wealth. 

In essence, CSR is corporate social or environmental behavior that goes beyond the regulatory requirements of the relevant market and economy. Two important notions of this definition merit attention: First, it is independent of any conjecture about the motivations underlying CSR, while others takes the view that "both motivation and performance are required for actions to receive the CSR label", we propose that linking a particular motivation to the respective performance is required only for identifying the CSR mechanism. Second, in order to capture its complete economic relevance, this view emphasizes that CSR can be market driven or "strategic" as opposed to other scholars, who equate CSR only with social or environmental performance "beyond market forces". In other words, CSR may be strategic, but need not be.

The concept of market value of firm has earned reasonable popularity in boards and top management committees across big corporations, what denotes value is one of the controversial issues in terms of application in practice. It is submitted that the problem is mainly within the context of different perception of the senior managers as against what is conceived by middle managers and project managers (Woodhead and Garneth, 2006).

Firm’s market value could be looked upon the stakeholder dimension. It is seen as the stakeholders’ estimation of the firm’s assets net of claimable liabilities plus all positive advantages earned by the firm. Therefore, it is seen as the present value estimate of the firms’ capitalization. Investopedia (2006) defined market value of firm as Enterprise value (EV) as market capitalization plus debt, minority interest and preferred shares minus total cash and cash equivalents. They view EV as different from simple market capitalization and consider it to be more accurate presentation of a firm’s value. The Free Dictionary (2009) Defines intrinsic market value of a firm as the present value of a firm’s expected future net cash flow discounted by required rate of return.

Encyclopedia dictionary (2009), defined business value as an internal term that includes all forms of values that determines the health and well-being of the firm in the long-run. It further states that Business value expands concept of value of firm beyond economic value (economic profit, economic value added and shareholder value) to include other forms of value such as alliance partner value, managerial value and societal value and concludes that many of these values are not measured in monetary form. They further states that Business value often embraces intangible assets not necessarily attributable to any stakeholder group.

The philosophy of the concept of business value aligned with the theory that firm is viewed as a network of relationships both internal and external. The networks are called value network or value chain and each node in the network could be a stakeholder group, a resource, an organisation, and customer or interested groups. They further states the components of business value as shareholder value, employee value, channel partner value, supplier value, managerial value and societal values. Shareholders criticized business value as an informal concept where there is no consensus either in academic circle or among management professionals on its meaning or role in effective decision making. Some critics believe in measuring economic value, economic profit or shareholder value as sufficient to guide in decision making, believing that extensive effort to measure business value will be more of distractive than a boon. Value Based Management (2009), defines shareholder value as the value of the company (Firm) minus the future claims (debt) and the value of the company can be calculated as the net present value of all future cash flow plus the value of the non-operating assets of the company. Shareholders value is equal to corporate value (firm value) minus future claims (debts). Cliff and Veronique (2006), differentiate between use value which is assessed by the customers, and exchanged value which is only use at the point of sale. Therefore, value is best captured by the perceived power relationship between buyers and sellers.

Petersen et al (2006), states that research has shown that majority of practitioners apply the present value approach of valuation of the firm. They further argue that the use of beta estimates is constrained by measurable problems which brought about a conclusion that the whole valuation literature is inadequate in certain areas. It is in line with this conclusion that this study supports the conclusion and makes use of the little literature available on the value of firm.

2.2.1 Concept of CSR in Nigeria 
To be able to understand CSR from a Nigerian perspective it is of value to explore the drivers for, and the history and development of CSR in Nigeria. The World Business Council for sustainable Development has discussed CSR with business and non-business stakeholders in a number of countries in the world with the objective of understanding local perspectives better and to get different perceptions of what CSR should mean from a number of different societies (Owolabi, 2007). 

2.2.2 Characteristics of CSR 
The European Foundation for Quality Management (EFQM) presents some common characteristics for CSR are: 

i. Meeting the need of current stakeholders without compromising the ability of future generations to meet their own demand. 

ii. Adopting CSR voluntarily, rather than as legal requirement, because it is seen to be in the long-term interests of the organization. 

iii. Integrating social, environmental and economic policies in day to day business. 

iv. The three dimension of CSR with specific examples of areas particular to each dimension are: 

a. Economic Responsibility: Integrity, corporate governance, economic development of the community, transparency, prevention of bribery and corruption, payments to national and local authorities, use of local suppliers, hiring local labour and similar areas. 

b. Social Responsibility: Human rights, training and developing local labour, contributing expertise to community programs and similar areas. 

c. Environmental Responsibility: Precautionary approaches to prevent or minimize adverse impacts support for initiatives, promoting greater environmental responsibility, developing and diffusing environmentally friendly technologies and similar areas. 

Lohman and Steinholtz (2004) cited in Osemene (2012) view the CSR concept as a combination of three separate agendas, namely Corporate Sustainability, Accountability and Governance.

Implementation of CSR in Nigeria 
Limited liability companies in Nigeria give reports of their social responsibility efforts annually. These are in following major identifiable areas: 

a. The immediate environment of the company where the interest of the neighbours of the given companies are taken care of as much as is practicable. 

b.  Locating worthy national or state activities to support. In this respect, educational, sporting and cultural activities are sponsored by companies as forms of social responsibility. Also, scholarships, training facilities, and other forms of support are often provided for students. 

2.3 Theoretical Framework of the Study
According to Gariga and Domenec (2006), the theories of corporate social responsibility can be classified into four: instrumental theory, political theory, integrative theory and ethical theory.

2.3.1 Instrumental theory
The emphasis of this theory is that CSR is seen only as a strategic tool to achieve economic objectives and, ultimately, wealth creation. Representative of this approach is the well-known Friedman view that “the only one responsibility of business towards society is the maximization of profits to the shareholders within the legal framework and the ethical custom of the country.” Instrumental theory has a long tradition and has enjoyed a wide acceptance in business so far. As Windsor (2001) has pointed out recently, ‘‘a lot of wealth creation progressively dominates the managerial conception of responsibility’’ Concern for profits does not exclude taking into account the interests of all who have a stake in the firm (stakeholders). It has been argued that in certain conditions the satisfaction of these interests can contribute to maximizing the shareholder value. An adequate level of investment in philanthropy and social activities is also acceptable for the sake of profits.

2.3.2 Political Theory
According to Gariga and Domenec (2006), this theory focuses on interactions and connections between business and society and on the power and position of business and its inherent responsibility. They include both political considerations and political analysis in the CSR debate. Corporate constitutionalism explores the role of power that business has in society and the social impact of this power. The business is a social institution and it must use power responsibly. The causes that generate the social power of the firm are not solely internal of the firm but also external. Their locus is unstable and constantly shifting, from the economic to the social forum and from there to the political forum and vice versa. 

2.3.3 Integrative Theory
This theory looks at how business integrates social demands, since business depends on society for its existence, continuity and growth (Elisabet and Domenec, 2006). Social demands are generally considered to be the way in which society interacts with business and gives it a certain legitimacy and prestige. As a consequence, corporate management should take into account social demands, and integrate them in such a way that the business operates in accordance with social values. 

The content of business responsibility is limited to the space and time of each situation depending on the values of society at that moment, and comes through the company’s functional roles. In other words, there is no specific action that management is responsible for performing throughout time and in each industry. Basically, the theory is focused on the detection and scanning of, and response to, the social demands that achieve social legitimacy, greater social acceptance and prestige.

2.3.4 Ethical Theory

This theory focuses on the ethical requirements that cement the relationship between business and society. They are based on principles that express the right thing to do or the necessity to achieve a good society. As main approaches we can distinguish the following. A socially responsible firm requires simultaneous attention to the legitimate interests of all appropriate stakeholders and has to balance such a multiplicity of interests and not only the interests of the firm’s stockholders. 

2.4 Empirical Review of Previous work in the area of studies
Pava and Krausz’s (1995) comprehensive review of empirical studies of the relationship between CSR and organisational performance found that, overall, firms perceived as having met social responsibility criteria have either outperformed or performed as well as other firms that are not necessarily socially responsible. Such positive relationship has also been supported by a recent meta-analysis of the relationship between CSR and organisational performance (Orlitzky et al., 2003). 

However, as noted above, one cannot generalise the above findings from western developed economies to emerging economies without further research. Business system theory (Whitley, 1992) holds that countries have different business systems. Therefore, it stands to reason that in order to hypothesise a relationship between CSR and organisational performance in emerging economies it is important to understand the institutional and managerial characteristics of these economies. The institutional environment in fast developing economies like Nigeria is driven by policies that promote high economic growth and international competitiveness, but if not properly managed, may lead to social inequality, poor labour practices, and enormous environmental damage.

Akindele (2011) adopted a survey design using ex-post, facto type, with officials drawn from 4 randomly selected banks operating in Nigeria in carrying out a study on corporate social responsibility: An organizational tool for survival in Nigeria. The general objective of the study is to examine the extent and role of the retail banking industries in corporate social responsibilities practices to help achieve sustainable growth and development in the local communities. The data for the study was analyzed using both descriptive and inferential statistics, while predictions and decisions based on sample data were determined using Analysis of variance (ANOVA). It was found that there is a significant relationship between bank profitability and CSR practices. 

Olayinka and Temitope (2011) used qualitative research method to examine the relationship between corporate social responsibility and financial performance in Developing Economies; “The Nigerian Experience. The study obtained data on variables which were believed to have relationship with CSR and financial performance. These variables included Return on Earnings, Return on Asset, Community Performance, Employee Relation and Environment Management System. The result shows that CSR has a positive and significant relationship with the financial performance measures. These results reinforced the accumulating body of empirical support for the positive impact of CSR on financial performance. 

Margolis cited by Olayinka and Temitope (2011) in a survey of 95 empirical studies conducted between 1972-2001, reported that: “when treated as an independent variable, corporate social performance is found to have a positive relationship to financial performance in 42 studies (53%), no relationship in 19 studies (24%), a negative relationship in 4 studies (5%), and a mixed relationship in 15 studies (1990).” In general, when the empirical literature assesses the link between social responsibility and financial performance, the conclusion is that the evidence is mixed. Amaeshi et al. (2006) used a two pronged and two stage approach in carrying out a research on Corporate Social Responsibility (CSR) In Nigeria: Western mimicry or indigenous practices? The results/analysis shows that the understanding and practice of CSR in Nigeria is still largely philanthropic and altruistic. There finding differs from the understanding and practice of CSR in western economies where CSR has advanced beyond philanthropy. 

Adegboyega and Taiwo (2011) worked on the contributions of Corporate Social Responsibility to Agriculture and Rural Development in Nigeria using quantitative research method. The study finds that there is significant relationship between corporate social responsibility and agricultural sector both in short and long run. 

In a recent study of impact of corporate social responsibility on the profitability of Nigerian banks by Amole et al. (2012) which made use of ordinary least square (OLS) model of regression in testing the relationship between dependent and independent variables. The study used data on corporate social responsibility expenditure and profit after tax for the period of 2001-2010. It adopts model on the causal relationship between CSR and firms financial performance (FFP). The results of the regression analysis revealed that for every unit change increment in the CSR expenditure, there will be 95% increase in the profit after tax of the bank. The R-Square value of 0.893 obtained shows that CSR accounted for 89% of the variation in the profit after tax of the bank. The study finds that there is positive relationship between banks CSR activities and profitability, stating the need for banks to demonstrate high level of commitment to corporate social responsibility based on stakeholders theory in order to enhance their profitability in the long run.

The organizations can achieve high success by improved profitability, employee morale, customer satisfaction, legal compliance and societal approval for its existence (Sharma et al, 2009) but doing these improvements depend on applying corporate social responsibility. The roles of business in society are different and reasons for SCR are presented in following illustrations. Some firms think of CSR as a tool to improve the relationship with the stakeholders (customers, regulatory authorities, local communities, NGOs etc.), other companies think of CSR as a way to increase operational efficiency and reduce costs, and still others are motivated by the market potentials from having a reputation as a good corporate citizen. In addition, some organizations may simply believe that commitment to CSR is morally right (Pedersen, Neergaard, 2009).

Over the past three decades, the pressure on firms to apply CSR has increased. Many managers have responded to these pressures, but many have resisted it. The managers that resist typically have concerns about relationship between socially responsible behaviour and profitability. Management researchers have responded to this by attempting to demonstrate the effect of CSR on profitability. The results of empirical studies of the relationship between CSR and profitability have been indecisive, reporting positive, negative, and neutral results (McWilliams and Siegel, 2000).

Russo and Fouts (1997) in their empirical research have indicated that there is a positive relation between environmental performance and financial performance.

Gyves, O’Higgins, (2008) have said that the relationship between CSR and financial performance really depends on how CSR is managed. According to the results of their paper, internally initiated CSR by the firm can simultaneously provide the most sustainable benefits for the firm itself, its particular stakeholders and society at large, to increase the chances of creating a win-win situation.

Doran (1994) in his study has found several important conclusions for managers trying to balance the conflicting demands of stakeholder groups.  

First, there appear to be multiple dimensions to corporate social responsibility, further beating out the conclusion that multiple stakeholder groups do exist and must be managed effectively for the well-being of the firm. The assessment of the social performance of a firm is likely to vary depending on the party assessing the performance. Given the multi-dimensionality of social performance, it may be impossible to adequately address the interests of all relevant stakeholders groups. Ultimately, management may be required to weigh the interests of the stakeholder groups against each other and against the economic welfare of the firm.

Secondly, performance relative to the dimensions of social performance implies different outcomes for economic performance. While social performance does not appear to positively affect the market's anticipation of future performance, it does appear to tangibly affect economic performance. This is a very important finding and points to a misconception the market may have regarding the benefits of social responsible behaviour.

Bhattacharyya et al (2008) have indicated that if firms design strategic CSR, corporate social responsibility has effects on performance of companies. It shows the benefits of strategic CSR. For instance strategic CSR activities impact on new market opportunities that are related with firm’s performance. Also these activities effect on reputation of organization and enhanced reputation is related with financial performance and etc.

The general notion among many businesses is that social responsibility may be detrimental to company goals and performance. Gabriel et al (2009) in their study contradict this. They have shown that CSR companies are better performing in QPS (Quality of products and services), BG (Effectiveness in doing business globally), IN (Innovativeness), CC (Corporate culture) and EO (Ethical obligations) than the non-CSR companies. Findings indicate that firms allow the professionals to focus on QPS, BG, IN, CC and EO rather than just to think about FS (Financial soundness). In terms of FS, it must be noted that the implementation of CSR efforts strongly depends on short-term investments.

2.4.1 Significance of Corporate Social Responsibility on Economy
According to Paul and Jason (2007), many factors and influences have led to increasing attention being devoted to the role of companies and CSR. These include:

Globalization: With its attendant focus on cross-border trade, multinational enterprises and global supply chains-economic globalization is increasingly raising CSR concerns related to human resource management practices, environmental protection, and health and safety, among other things. CSR can play a vital role in detecting how business impacts labour conditions, local communities and economies, and what steps can be taken to ensure business helps to maintain and build the public good. This can be especially important for export-oriented firms in emerging economies.

Sustainable development: United Nations’ (UN) studies and many others have underlined the fact that humankind is using natural resources at a faster rate than they are being replaced. If this continues, future generations will not have the resources they need for their development. In this sense, much of current development is unsustainable -it can’t be continued for both practical and moral reasons. Related issues include the need for greater attention to poverty alleviation and respect for human rights. CSR is an entry point for understanding sustainable development issues and responding to them in a firm’s business strategy.

Corporate sector impact: The sheer size and number of corporations, and their potential to impact political, social and environmental systems relative to governments and civil society, raise questions about influence and accountability. Even small and medium size enterprises (SMEs), which collectively represent the largest single employer, have a significant impact. Companies are global ambassadors of change and values. How they behave is becoming a matter of increasing interest and importance.

Communications: Advances in communications technology, such as the Internet and mobile phones, are making it easier to track and discuss corporate activities. Internally, this can facilitate management, reporting and change. Externally, NGOs, the media and others can quickly assess and profile business practices they view as either problematic or exemplary. In the CSR context, modern communications technology offers opportunities to improve dialogue and partnerships.

Governance: Governments and intergovernmental bodies, such as the UN, ECOWAS, AU and the International Labour Organization (ILO) have developed various compacts, declarations, guidelines, principles and other instruments that outline norms for what they consider to be acceptable business conduct. CSR instruments often reflect internationally-agreed goals and laws regarding human rights, the environment and anti-corruption.

Finance: Consumers and investors are showing increasing interest in supporting responsible business practices and are demanding more information on how companies are addressing risks and opportunities related to social and environmental issues. A sound CSR approach can help build share value, lower the cost of capital, and ensure better responsiveness to markets.

Ethics: A number of serious and high-profile breaches of corporate ethics resulting in damage to employees, shareholders, communities or the environment-as well as share price-have contributed to elevated public mistrust of corporations. A CSR approach can help improve corporate governance, transparency, accountability and ethical standards.

Consistency and Community: Citizens in many countries are making it clear that corporations should meet the same high standards of social and environmental care, no matter where they operate. In the CSR context, firms can help build a sense of community and shared approach to common problems.

Leadership: At the same time, there is increasing awareness of the limits of government legislative and regulatory initiatives to effectively capture all the issues that CSR address. CSR can offer the flexibility and incentive for firms to act in advance of regulations, or in areas where regulations seem unlikely.

Business Tool: Businesses are recognizing that adopting an effective approach to CSR can reduce the risk of business disruptions, open up new opportunities, drive innovation, enhance brand and company reputation and even improve efficiency.

2.4.2 Corporate Social Responsibility - Dynamic Forces in the Economy 

According to Asa (2007), to be able to understand CSR from a Nigerian perspective it is of value to explore the drivers for, and the history and development of CSR in Nigeria. The World Business Council for Sustainable Development has discussed CSR with business and non-business stakeholders in a number of countries in the world with the objective of understanding local perspectives better and to get different perceptions of what CSR should mean from a number of different societies. 

One important finding in this study was that people were talking about the role of the private sector in relation to a social agenda and they saw that role as increasingly linked to the overall well-being of society. Therefore the chosen priorities differed according to the perception of local needs.  Even though stakeholders across the world agreed on the importance of these issues there were regional differences with regard to priorities and understanding. For example, the understanding and definition of human rights varied between the regions. 

In Africa, economic responsibilities still get the most emphasis while philanthropy is given second highest priority, followed by legal and then ethical responsibilities. Indigenous Nigerian companies perceive and practice CSR as corporate philanthropy aimed at addressing socio-economic development challenges in Nigeria. CSR was mainly seen from a philanthropic perspective as a way of “giving back” to the society. All respondents of the study agreed that CSR is necessary in the Nigerian business society.  The reasons for this response included for example the need for private companies to complement the government in providing for the people. Some also argued that many of the companies in Nigeria make huge profits and ought to give back to society to gain legitimacy.

Mattila (2009) says that corporations are investing more and more into different CSR actions. Shareholders and investors are nowadays increasingly considering the social and environmental performance of companies alongside financial returns. Good “corporation citizenship” creates better corporate image, and good corporate image makes better profit. The socially responsible corporation is the good corporation: and the good corporation keeps its personnel updated about important things. CSR goes beyond philanthropy and charity. It is about ethics, religion moral, caring, culture, philosophy and values which will ultimately translate into good business sense, good practice, good governance, transparency and better profit.

As long as it is aimed at both inside and outside the corporation, the common goods will continue growing in socially responsible business. In short, CSR should be aimed at both the insiders and the outsiders. Everybody needs it, and every organization has to be aware of it. CSR is about making profit, but by good, responsible ways. This way CSR will conclude with good results, both in the eyes of the outsiders and the insiders, in all four ethical levels.

According to Rasoulzadeh, et al (2013), there is now a consensus, based on both practical experience and formal studies, that developing an effective CSR policy can deliver significant benefits which include:

* Improve financial performance

* Reduce exposure to non-financial risk

* Help in identifying new products and new markets

* Enhance brand image and reputation

* Increase sales and customer loyalty

* Improve recruitment and retention performance

* Create of new business networks

* Increase staff motivation, contribution and skills

* Improve trust in the company and its managers

* Improve government relations

* Reduce regulatory intervention

* Reduce costs through lower staff turnover

* Reduce costs through environmental best practice (OWW Consulting, 2010).

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
Introduction
In this chapter, we would describe how the study was carried out.

3.2
Research design

Research design is a detailed outline of how an investigation took place. It entails how data is collected, the data collection tools used and the mode of analyzing data collected (Cooper & Schindler (2006). This study used a descriptive research design. Gill and Johnson (2002) state that a descriptive design looks at particular characteristics of a specific population of subjects, at a particular point in time or at different times for comparative purposes. The choice of a survey design for this study was deemed appropriate as Mugenda and Mugenda (2003) attest that it enables the researcher to determine the nature of prevailing conditions without manipulating the subjects.

Further, the survey method was useful in describing the characteristics of a large population and no other method of observation can provide this general capability. On the other hand, since the time duration to complete the research project was limited, the survey method was a cost effective way to gather information from a large group of people within a short time. The survey design made feasible very large samples and thus making the results statistically significant even when analyzing multiple variables. It allowed for many questions to be asked about a given topic giving considerable flexibility to the analysis. Usually, high reliability is easy to obtain by presenting all subjects with a standardized stimulus; observer subjectivity is greatly eliminated. Cooper and Schindler (2006) assert that the results of a survey can be easily generalized to the entire population..

3.3
Research settings

This study was carried out in Gtbank and MTN Nigeria all in Warri, Delta state.

3.4
Sources of Data
The data for this study were generated from two main sources; Primary sources and secondary sources. The primary sources include questionnaire, interviews and observation. The secondary sources include journals, bulletins, textbooks and the internet.
3.5
Population of the study

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 (Udoyen, 2019). The population of the study were all the staff of MTN nigeria and GTBank PLC warri Delta state.

3.6
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, A total of 120 respondents were purposively selected from MTN and GTbank PLC Warri by the researcher using simple random sampling technique.
3.8
 Instrumentation 

This is a tool or method used in getting data from respondents. In this study, questionnaires and interview are research instruments used. Questionnaire is the main research instrument used for the study to gather necessary data from the sample respondents. The questionnaire is structured type and provides answers to the research questions and hypotheses therein.

This instrument is divided and limited into two sections; Section A and B. Section A deals with the personal data of the respondents while Section B contains research statement postulated in line with the research question and hypothesis in chapter one. Options or alternatives are provided for each respondent to pick or tick one of the options.

3.9
Reliability

The researcher initially used peers to check for consistence of results. The researcher also approached senior researchers in the field. The research supervisor played a pivotal role in ensuring that consistency of the results was enhanced. The instrument was also pilot tested.

3.10
Validity

Validity here refers to the degree of measurement to which an adopted research instrument or method represents in a reasonable and logical manner the reality of the study (Udoyen, 2019). Questionnaire items were developed from the reviewed literature. The researcher designed a questionnaire with items that were clear and used the language that was understood by all the participants. The questionnaires were given to the supervisor to check for errors and vagueness.

3.11
Method of Data Collection 
The data for this study was obtained through the use of questionnaires administered to the study participants. Observation was another method through which data was also collected as well as interview. Oral questioning and clarification was made.

3.12
Method of Data Analysis

The study employed the simple percentage model in analyzing and interpreting the responses from the study participants while the hypothesis was tested using chi-square.

3.13
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 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

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 One hundred and twenty (120) questionnaires were administered to respondents of which 100 were returned. The analysis of this study is based on the number returned.

4.1
DATA PRESENTATION

Table 4.1: Demographic data of respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	60
	60%

	Female
	40
	40%

	Religion
	
	

	Christian
	100
	100%

	Muslim
	00
	00%

	Age
	
	

	10-15
	50
	50%

	16-25
	25
	25%

	26-30
	10
	10%

	31 +
	15
	15%

	Family Economic Status
	
	

	Very High
	24
	24%

	High
	32
	32%

	Very Low
	21
	21%

	Low
	23
	23%


Source: Field Survey, 2021

ANSWERING RESEARCH QUESTIONS

Question 1: To which degree are CSR commitments successfully enacted in practice?

Table 4.2: Respondent on question 1

	Options
	Frequency
	Percentage

	High 
	78
	78

	Low 
	00
	00

	Undecided
	22
	22

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 78 respondents constituting 78% said high. While the remain 22 respondents constituting 22% were undecided. There was no record for no.

Question 2:  Is CSR perceived as a meaningful tool for social and economic development?

Table 4.3: Respondent on question 2

	Options
	Frequency
	Percentage

	Yes 
	60
	60

	No 
	19
	19

	Undecided
	21
	21

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said yes. 19 respondents constituting 19% said no. While the remain 21 respondents constituting 21% were undecided.

Question 3: What are the opportunities and limitations of CSR?

Table 4.4: Increasing cost of business operations and low profitability can limit CSR?

	Options
	Frequency
	Percentage

	Yes
	56
	56

	No
	21
	21

	Undecided
	23
	23

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 56 respondents constituting 56% said yes that teenagers from family/parent of low economic status experience the highest incidence of Child abuse. 21 respondents constituting 21% said no. While the remain 23 respondents constituting 23% were undecided.

Question 4: Restlessness and violence is a factor that hinders CSR in Nigeria?

Table 4.5: Respondent on question 4

	Options
	Frequency
	Percentage

	Yes 
	61
	61

	No 
	17
	17

	Undecided
	22
	22

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 61 respondents constituting 61% said yes that restlessness and violence is a factor that hinders CSR in Nigeria. 17 respondents constituting 17% said no. While the remain 22 respondents constituting 22% were undecided.

Question 5: What are the factors responsible for the adoption of corporate social responsibility?

Table 4.6: CSR helps to create a positive pictures of the organization?

	Options
	Frequency
	Percentage

	Yes
	60
	60

	No
	20
	20

	Undecided
	20
	20

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said yes. 20 respondents constituting 20% said no. While the remain 20 respondents constituting 20% were undecided.

Table 4.3: Organizational image created by CSR affects Profitability?

	Options
	Frequency
	Percentage

	Yes 
	60
	60

	No 
	19
	19

	Undecided
	21
	21

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said yes. 19 respondents constituting 19% said no. While the remain 21 respondents constituting 21% were undecided.

Hypothesis testing

HYPOTHESIS ONE

CSR commitments successfully enacted in practice.

	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	78
	33.33
	44.67
	1,995.4089
	43.688

	No
	00
	33.33
	-33.33
	-1,110.8889
	-33.33

	Undecided
	22
	33.33
	-11.33
	-128.3689
	-6.85

	Total
	100
	
	
	
	3.508


Source: Extract from Contingency Table

　　X2 = ∑ (fo – fe)2/fe = 3.508
Fe=  78+0+22        =   33.33              
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　　Degree of freedom = (r-1) (c-1)




    


(3-1) (2-1)




   


(2)  (1)




      


 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 3.508 and is less 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 3.508 is less  than 5.991, the alternate hypothesis which states that the CSR commitments successfully enacted in practice is rejected and the null hypothesis which states that the CSR commitments are not successfully enacted in practice is accepted.
Hypothesis Two

CSR is not perceived as a meaningful tool for social and economic development

	Options
	Fo
	Fe
	Fo - Fe
	(Fo-Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	60
	33.33
	32.67
	1,067.3289
	32.023

	No
	19
	33.33
	-14.33
	-205.3489
	-6.161

	Undecided
	21
	33.33
	-12.33
	-152.0289
	-4.561

	Total
	100
	
	
	
	21.3


Source: Extract from Contingency Table

X2 = ∑ (fo – fe)2/fe = 21.3
Fe=  60+19+21        =   33.33
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Degree of freedom = (r-1) (c-1)




    


(3-1) (2-1)




   


(2)  (1)




      


 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 21.3 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 21.3 is greater than 5.991, the alternate hypothesis which states that CSR is perceived as a meaningful tool for social and economic development is accepted and the null hypothesis which states that CSR is not perceived as a meaningful tool for social and economic development is rejected.
CHAPTER FIVE

CONCLUSION AND RECOMMENDATION

5.1
CONCLUSION

In this study, our focus was to carryout  a critical analysis on Corporate Social Responsibility And Social Economic Development Using Banking And Telecommunication Industries. The study specifically was  intended to consider the imperative and benefits of CSR on the Nigeria society. The perceived gap supposedly created is harnessed and investigated for possible resolution, using the banking and communication industries as a case study. This study reviewed and anchored its framework on instrumental theory, political theory, integrative theory and ethical theory. 

The study adopted the survey research design and randomly enrolled participants in the study. A total of 100 responses were validated from the enrolled participants where all respondent are active workers in GTbank PLc and MTN Nigeria Warri Branch.

In line with the findings of this study it could be concluded that CSR is a necessary tool for organisational performance and to get good image in the society among the stakeholders who are employees, the government, community where the firm operate, investors and stakeholders and customers. Corporate social responsibility is seen as a commitment to improve community wellbeing through discretionary business practices and contributions of corporate resources to the benefit of the society. 

This commitment is by now an important component of the dialogue between companies and their stakeholders, hence companies engage in Corporate Social Responsibility in large part because management considers that such activity will obtain organisations favourable responses from stakeholders. Individuals across numerous stakeholder realms compensate companies that engage in CSR activity. For example, in the consumer realm, the CSR record of a company has a positive effect on a consumer’s evaluations of the company and their intent to purchase the company’s products. 

Corporate social responsibility is a form of corporate self-regulation integrated into a business model. Dimensions of corporate social responsibility (environment, social, economic, stakeholder, and voluntariness) impact on designing strategic CSR for achieving goals. Thus, strategic CSR effects on organizational growth and development (financial of firm, market, and shareholders return).

Likewise, in the employment realm, CSR activity may have a positive effect on job seeking intent, as well as behaviors on the job like interpersonal cooperation and job-related effort. In addition, investors both attend to - and make investment decisions based upon - the CSR activity of public companies. Individuals who were aware of a large charitable gift by a company may have greater intentions to invest in company stock than respondents who were unaware of the gift. CSR, can provide stakeholders with numerous types of benefits, which will lead to good and favourable corporate image. Moreover, it is the nature of these benefits and the extent to which they are realized that determine, jointly, the quality of the relationship between the individual stakeholder and the company.
5.2
RECOMMENDATION

Based on the responses obtained, the researcher proffers the following recommendations:

1. Management of the firms should seek ways to overcome constraints to the practice and implementation of CSR in the communities where they operate. 

2. The poor maintenance of the facilities provided for the communities as a result of the implementation of CSR can be avoided through education of the communities and their leaders. The firms could equally be involved in the maintenance of the facilities.

3. All the stakeholders should be of consideration when implementing CSR strategy. This is suggesting that the consumers/customers, employees, investors/shareholders, government, and the communities where the firm operate should not be left out when implementing CSR strategy.

4. CSR may assist firm to growth because with the right things put in place it will act as a catalyst to organisational growth.

5. Businesses should consider CSR practices and outcomes just as any other decision factor when designing business processes and evaluating performance. Business operations more than ever therefore have to be designed and aligned to suit CSR requirements.

If done well, responsible corporate behavior will minimize expenditures that companies may come to pay as a matter of convenience. Thus, whilst the primary role of business is to produce goods and services that society needs, there is also necessity for interdependence between business and society in the need for a stable environment.
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Questionnaire

Section A

Demographic data of respondents

	Demographic information
	PLEASE TICK

	Gender

Male
	

	
	

	Female
	

	Religion
	

	Christian
	

	Muslim
	

	Age
	

	10-15
	

	16-25
	

	26-30
	

	31 +
	

	Family Economic Status
	

	Very High
	

	High
	

	Very Low
	

	Low
	


Section B

Question 1: To which degree are CSR commitments successfully enacted in practice?

	Options
	PLEASE TICK

	High 
	

	Low 
	

	Undecided
	


Question 2:  Is CSR perceived as a meaningful tool for social and economic development?

	Options
	PLEASE TICK

	Yes 
	

	No 
	

	Undecided
	


Question 4: Increasing cost of business operations and low profitability can limit CSR?

	Options
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


Question 5: Restlessness and violence is a factor that hinders CSR in Nigeria?

	Options
	PLEASE TICK

	Yes 
	

	No 
	

	Undecided
	


Question 6: CSR helps to create a positive pictures of the organization?

	Options
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


Question 7: Organizational image created by CSR affects Profitability?

	Options
	PLEASE TICK

	Yes 
	

	No 
	

	Undecided
	


