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Abstract .

n view of growing awareness of the need for business firms to be responsible to their

communities of operations because it is believed that business organisations benefit from

their operating environment and should give something in return to the society. This study
examines whether or not the involvement in corporate social responsibility (CSR) influences
organizational productivity. Perceptual data on the influence of CSR on organizational
productivity were collected from 11 staffers of MTN Nigeria Limited, llorin branch and 97
customers of the firm residing in Ilorin metropolis through questionnaire survey. The study data
were analyzed through ordinary least square regression (OLS). Findings indicate that CSR
activities improve MTN Nigeria limited's productivity. It was also discovered, that the
involvement of the firm in CSR activities is beneficial to the organisation and host community.
The study recommends that corporate managers should embrace the practice of social
responsibility as a means of improving their organisational productivity and they should know
that responsible business practices are beneficial to the organization and its operating
community.
Keywords: Corporate Social Responsibility, Host community, Involvement, Operating

Environment, , Organisational Productivity

Introduction

Corporate Social Responsibility (CRS) has become an important concept in the
field of management which firms desiring growth and expansion must pay
particular attention to as a means for ensuring firms 'performance. The
proponents of CRS believe that there is a symbiotic relationship between an
organization and its operating environment and this relationship ordinarily
implies that an organization can only succeed if it operates in a way beneficial to
the generality of stakeholders in its operating environment. According to Sanni,
Kadir and Zayyad (2014) it is the concern of management to sustain this
symbiotic relationship that have in recent years made businesses to become
more aggressive about advancing and promoting efforts to achieve more
socially responsible decision-making, commonly known as Corporate Social
Responsibility (CSR). They further opined that firms are now integrating social,
environmental and governance objectives into their business models by making
tangible changes in virtually all aspects of their operations, such as research and
development, production plans, and accounting practices. Infact, business firms
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have now realized that they need not be only responsible, but they must be
responsive to the needs and wants of their stakeholders to succeed in their
community of operations. This claim was affirmed by Luo and Bhattacharya
(2006) when they observed that companies are not only trying to be more
responsible, but are also granting more visibility to their social activities with
increasing media coverage for CSR practices. Indeed, CSR has become a global
phenomenon that makes use of innovative approaches for solving social,
environmental and economic problems with the aim to increase the benefits to
society in general, and the benefits to stakeholders of the organisations in
particular.

From the foregoing, a number of managers in Nigerian busmess firms are now
seeing the observance of CSR as a necessary strategy for busme_ss growth and
continued existence as well as a means for ensuring mutual and beneficiary
relationship between the firms and their stakeholders. It is on the basis of this that
this study examines the influence of Corporate Social Responsibility on
organisational Performance.

The relationship between corporate social responsibility and firm performance/
productivity have generated a lot of controversies among researchers in the field
of management. A number of studies through their findings have documented a
positive relationship between these two variables (Gunu, 2008; Griffin &
Mahon, 1997; Waddock & Graves, 1997). Some other studies discovered a
negative relationship (Sanni, Olayiwola, and Abdul-baki, 2014 and Wright &
Ferris, 1997), and still other studies (Teoh et al., 1999) have found that there is no
relationship between the two variables. This scenario suggests that research in
this area is inconclusive and this has created a ground for further investigation.
Though extensive research on CSR's influence on firm performance have been
conducted in developed countries (Belal, 2001), there is a dearth of such studies
in Nigeria. Thus this work is intended to fill this gap by examining the effect of
corporate social responsibility on organisational performance using MTN
Nigeria Limited Ilorin branch as a case study.

The main objective of the study is to investigate the effect of corporate social

responsibility on organisational performance but specifically, the study seeks to

address the following objectives:

i. determine whether or not CSR activities improve the productivity of MTN
Nigeria limited; and

ii. investigate if the involvement of MTN Nigeria limited in CSR activities is
beneficial to the organisation and host community
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Literature Review

The concept of Corporate Social Responsibility is widely discussed in theory
and practice (Weber, 2008), and it is well established in the literature that the
concept does not have a universal accepted definition (Sweeney, 2007; & Turker
(2009). Amaeshi, Adi, Ogbechie and Amao (2006) argued that there are as many
definitions of CSR in the literature as there are writers on the concept. In the
literature on CSR, different scholars have described the concept in different
ways.

The following among many others are some of the definitions of CSR in the
literature. In the views of Panwer, Rinne, Hansen and Juslin (2006) CSR refers to
those activities of companies in accordance with societal demands. The World
Business Council on Sustainability Development in 1998 described CSR as a
‘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 that of the local community and society at large.
According to European Union (2006) CSR is the concept that an enterprise
should be responsible or accountable for its impact on all relevant shareholders.
To Macmillan (2005) CSR is a term describing a company's obligation to be
accountable to all its stakeholders in all its operations and activities, while
McWilliams and Siegel (2001) describe CSR as those actions that appear to
further some social goods beyond the interest of the firm and that which is
required by law.

Forms of Corporate Social Responsibility
The following are forms of CSR as identified by Carroll and Wood (1991):
i. Economic Responsibilities
According to Carroll (1991) the main objective of a company undertaking
economic responsibility is to maximize stakeholders' interest by:
providing high quality goods and services to satisfy consumers' needs and
wants at reasonable prices; -
increasing shareholders' value;
creating jobs;
providing conducive working cnv1ronment and
making profit consistently;

ii. Legal Responsibility
Legal responsibilities entail companies complying with the laws set by
legislature and playing by the rules of the game. Under legal
responsibilities, companies pursue the goal of economic responsibilities
within the limitations of written law (Carroll, 1991) such as:
complying with applicable health safety and environmental laws and
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regulations;

payment of taxes;

publication of Annual Financial Report;

holding Annual General Meeting regularly; and

provision of goods and services that at least meet minimal legal
requirements.

iii. Ethical Responsibilities

Companies have an ethical duty to behave in a socially responsible manner
(Carroll, 1991). According to Carroll and Wood (1991), ethical responsibilities
(ER) entails being moral; doing what is right, just, and fair; respecting peoples'
moral rights; and avoiding harm or social injury as well as preventing harm
caused by others. As one of the early advocates of CSR, Wood (1991) highlights
that CSR theorists argued that management should incorporate ethics into
strategic goals of their organisations because it is the right thing to do.In essence,
ethical responsibilities as organisations' policies, programmes, decisions, or
practices that are either expected (positive duties) or prohibited (negative duties)
by members of society, although they are not necessarily codified into law
(Carroll, 1991). They derive their source of authority from religious convictions,
moral traditions, humane principles, and human rights commitments (Wood,
1991). It is argued that ethical responsibilities overcome the limitations of legal
duties because, as a matter of fact, societies do not always trust businesses in
deciding what is right for the good of the society. :

iv. Philanthropic Responsibilities
Carroll (1991) maintains that philanthropic responsibilities entml giving back
time and donations in the forms of voluntary service, voluntary association and
voluntary giving to the stakeholders. Philanthropic responsibilities are
orgamsatzons voluntary involvements in social courses such as:

provision of charitable donations; _

active participation in community development projects;

sponsoring sports, art and cultural events;

scholarship awards to indigent students; and '

collaboration with NGOs/Human Rights on Health education and

environmental issues.

Benefits of Corporate Social Responsibility _
A business should recognise that it is in its own interest to be socially responsible
because a firm with good public image is more likely to be attractive to investors,
employees, customers, suppliers host community and government. The benefits
accruing to business organisations that are involved in social responsibility
according to Garriga and Mele (2004) include the following:
I. Enhanced reputation: Company reputation can be enhanced through CSR
centred activities while company's reputation can be dented because of
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non-performance of CSR activities.

ii. Increased ability to recruit, develop and retain staff: The ability to do this
could result directly or indirectly from the firm's involvement in CSR
activities. For instance, 1999 business Ethics study found that employees are
more likely to be loyal when they believe their workplace has ethical
practices. Thus, organisationsthat engage in CSR will have dedicated and
productive employees. :

iii. Better relations with Government: The formal and informal license to
operate is a key issue for many companies looking to expand their
businesses. Diligence in meeting social and environmental concerns can
result in a reduction in red tape and a more cooperative relationship with
government departments. A good relationship with government can give a
company significant competitive benefit in terms of gaining a social license
to operate from local community, particularly in the resource sector with
regard to gaining access to scarce resources reserves. -

iv. Enjoy preferred business partner status: Given the opportunity to choose
among several bidders for a potential project, some government ministries
and agencies are more likely to choose a company with the best reputation
with respect to indigenous relations, CSR activities and human rights
practices. ;

Theoretical foundation on CSR

Many theories have been used to describe the concept of CSR. These theories
include Sharcholder theory, and Stakeholder theory (Abdulrahman, 2014;
Baker, 2005; Garriga and Mele, 2004; Cochran, 1994; Freeman, 1984;
Donaldson and Preston, 1995 and Carroll, 1991). The thrust of these theories are
as presented below:

Shareholder Theory
Shareholder theory holds that the firm should be managed in the interest of the

firm's shareholders (Cochran, 1994). According to this theory, the purpose of the
company is to provide return on investment for shareholders and thus
corporations are seen as instruments of creating economic value for those who
risk capital in the enterprise (Greenwood, 2001). It is believed that the sole
constituency of business management is the shareholder and the sole concern of
the shareholder is profit maximization. To the proponents of this theory, any
activity is justified if it increases the value of the firm to its shareholders and is
not justified if the value of the firm is reduced (Friedman, 1970 and Cochran,
1994). According to the theory, corporate expenditure on social causes
representsa violation of management responsibility to shareholders to the extent
that the expenditure does not lead to higher shareholder wealth (Ruf, Muralidhar
and Paul, 1998). This theory is precise, in a mechanistic way and provides clear
guidelines for managerial behaviour (Mudrack, 2007). Levitt (1958) observed
that shareholder school of thought enhances the long term survival and success
of'the firm.
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Stakeholder Theory

According to Freeman (1984) the origin of stakeholder in management literature
can be traced back to 1963 when the word appeared in an internal memorandum
at the Stanford Research Institute where stakeholders were defined as those
groups without whose support the organisation would cease to exist (Freeman,
1984). Post,Preston and Sachs (2002) defined stakeholders as individuals and
constituencies that contribute, either voluntarily to its wealth-creating capacity
and activities and that are therefore its potential beneficiaries and/or risk bearers.

This theory recognizes the fact that mostly all firms have a large and integrated
set of stakeholders to which they have an obligation and responsibility (Cochran,
1994; Spence, Coles and Harris, 2001; Baker, 2005). The proponent of this
theory suggest that’ modern business should no longer be preoccupied
exclusively with the interests of shareholders, but must respond to the concerns
of multiple stakeholders, including Non-governmental organisations (NGOs),
consumers, employees, environmentalists, and local communities (Freeman,
1984). In other words, CSR initiatives should not be simply a reactive response
to confrontational activism and 'command-and-control' regulation. Business
firms can be proactive and work in partnership with corporate social
organisations, governments and multilateral institutions.

Though, the above two theories are relevant to the current study but the
stakeholder theory is selected to serve as the theoretical framework. However,
the adoption of stakeholder theory does not suggest that it is in any way superior
to the other theory but because it is the more germane out of the two as it presents
the model and the research variables of interest in this study.
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Review of Empirical Literature

Table 1: The reviewed related studies

s’n'r"_“"hor (s) & | Country | Sample&Ansl,\-'ticanechniqucs; Findings
Year e Tl S ] =SS o . : :
1 Gunu, (2008) Nigeria Annual reports and accounts of Zenith That CSR is significantly
bank from 2002 -~ 2006 were used lo| related 1o prolit after tax.
obtain CSR expenditure as secondary| dividend, total assets. and
data.  Regression anmalysis  was| gross eamings.
emploved to analyse the study's data. |
1
i Ojo, (2008) Nigeria Anmual reports & accounts of 40| The  study _ results
i2 : quoled firms operating on the Moor| revealed that there is
of Nigerian Stock Exchange were| neganve  relatonship
surveyed. The study’s data were| between tumover and
analysed using comclation and| investment on CSR..
| [ ——— | analysisofvariance. |
Belaid. Dubai The link between CSR activities| It was revealed that
3 | Anis&Kamel and performance of 280 firms were) CSR - activitics  have
(2009) sampled. Correlation was used as ai significant relationship
statistical ool to analyse the data. | on organizational
il o operformmnce.
4 | Akambi&Ofoegbu. | Nigeria Questionnaire was administered on| The study found that
(2012) 250 employees of United Bank off CSR have effect on
Africa. T-test, regression. and| organizational
ANOVA were used as analylical| performance.
ifl. Lool.
Tuhin, (2014) Bangladesh| Sccondary data from 2007 to 2011 The study discovered a
5 of 10 quotedbankswere collected.| positive association
Regression analysis was employed] between  CSR and
as analvtical instrument. banks Profitability.
Sanni.  Olayiwola, | Nigeria Secondary data from annual reports| The swudv found that
! and Abdul-baki and accounts of the ten sclected banks| cxpenditure on CSR has
(2014) from 2007 - 2011were employed in| no significant impact on
6 the analysis. Correlation and panel| banks’ profitability.
data regression model was adopted to
L analyse the study’s data. |
| )

Source: Authors' Compilation, 2015

Methodology

The population of the study comprises of staff and customers of MTN Nig. Ltd.
Ilorin, Kwara State. The total number of staff of the firm under study is 110 and
the study adopts Roscoe (1975) 10% rule of thumb for sample size determination
which says that 10% of a study's population is suffice as a study sample size.
Hence, the study randomly selected 11 respondents from the target population
who are staff of the firm under study. On the other hand, the population of
- members of the community of operation (customers) is unknown and this has
made the study to adopt hypothetical sample in line with the view of Attewell
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and Rule (1991) which states that an hypothetical sample may be used for =
unknown population. Thus, on the basis of this authority, fourty (40) respondest
customers were selected from each of the three local government areas in llorn
metropolis of Kwara state. The three local government areas were purposively
selected because majority of the MTN Nigeria Limited subscribers are
concentrated in Ilorin metropolis and as the state capital, Ilorin metropolis is the
hub of economic activities of the state.

Specifically, close ended questionnaire was used to collect primary data in order
to streamline responses for easy analysis. A combination of purposive and
random sampling technique was used in selecting the target respondents who are
staff and customers of MTN Nigeria Limited. A total of 97 copies of usable
questionnaire were returned out of 120 that were distributed to the customers
while all the 11copies of questionnaire administered to the MTN Nigeria
Limited staff were returned.

The variables of interest in this study, corporate social responsibility and firm's
performance, were measured through regression analysis. CSR is the
independent variable, while firm's performance is the dependent variable. Data
obtained were analyzed using the ordinary least square regression (OLS) model.

Data Presentation and Analysis

Appendix I shows that all the 11(100%) respondents who are members of staff of
MTN Nigeria Limited gave an affirmative yes to this question and this
apparently indicates that MTN incorporates Social Responsibility activities into
its organisational policy. The appendix also shows that all the 11(100%)
respondents who represent member of staff MTN Limited responded yes to the
second questionnaire item. The implication of this responses is that the
involvement of MTN Nigeria limited in social responsibility activity has effect
on the operations of the firm.

In addition, the appendix indicates that 10 (90.9%) respondents maintained that
MTN Nigeria limited invites some members of the host communities for
consultation on matters relating to CSR, while 1 (9.1%) respondent said No to
this questionnaire item. Majority of the responses to this question indicates that
MTN Nigeria limited invites some members of the host community for
consultation on matters relating to CSR affecting their communities.

Furthermore, it is shown from the appendix that 10 (90.9%) of the respondents
agreed that the improvement in their firm's productivity results from its
involvement in CSR activities, while 1(9.1%) respondent disagreed with this
position.More so, it is shown from the appendix that all the 11respondents which
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represents 100% of the total respondents maintained that MTN Nigeria
Limited's social responsibility initiatives have affected the host communities as
well as the productivity of the firm. This indicates that MTN Nigeria limited's
corporate social responsibility initiatives have impact on the firm and the
communities where the firmis operating. -

For the responses of communities members (customers), the appendix shows
that 38(39.2%) of the respondents said the execution of CSR programmes by
MTN Nigeria limited had impact on the well-being of members communities
(customers) where the firm operates, while 59 (60.8%) of the respondents
disagreed with this position. Thus, it can be concluded that CSR programmes of
MTN Nigeria limited have impacted on the well-being of members'
communities (customers).

Moreover, the appendix indicates that 75(77.3%) of the respondents concurred
that the involvement of MTN Nigeria Limited in corporate social responsibility
activities have been beneficial to the organisation and members of the host
communities, while 22(22.7%) of respondents did not agree with this position,
The implication of this is that majority of the host communities are beneﬁtmg
from MTN Nigeria Limited's CSR activities.

Testing of Hypotheses
Hypothesis One
HO: Corporate social responsibility activities do not improve MTN Nigeria
limited productivity. '
Table 2: Model Summary
Model |R R Square Adjusted R | Std. Error of | Durbin
Square The Estimate | Watson
1 922 914 903 519 1.631
|

Source: SPSS output, 2015

The model summary in table 2 shows that 91 per cent of variation in the
dependent variable (productivity of MTN Nigeria limited) were explained by
the explanatory variable (corporate social responsibility activities).-The result
means that the model was of good fit. The proportion unexplained (0.097 per
cent) was due to error which is considered minimal. The value of Durbin Watson
statistics (1.63 1) used to test for serial correlation in the error term in the model.
This is because the estimated value (1.631) is closer to two than zero

Table 3: ANOVA

Model . Sum of squares | Df Mean ¥ Sig.
square

| regression 3547 1 3.547 27.045 |.001°

Residual 1.180 9 131

Total : 4727 10

Source: SPSS output, 2015
176



Corparate Social Responsibility and Organisational Productwey
Evidence From MTN Nigeria Limited, llonin. Kwara State

a. Predictors: (Constant), Corporate social responsibility activities
b. Dependent Variable: MTN Nigeria Limited's productivity

Table 3 above gives the analysis of variance (ANOVA) with F-calculated value
of 27.043 with the critical value obtained from statisticai table at 0.05. From the
table, the F-calculated is greater than the F-tabulated, that is 27.043>2 .45 at 0.05
significant level. Therefore, we reject the null hypothesis (Ho) and accept the
alternative hypothesis and conclude that our estimated model is statistically
significant.

The p-value is 0.001 is lcss that alpha value (0.05). This indicates that the result
is statistically significant at 0.05 level of significant. Therefore, the Null
_hypothesis is rejected while the alternative hypothesis which states that
corporate social responsibility activities improve MTN Nigeria limited's
productivity is accepted. It should be noted that the statistical decision rule of p-
value states that the Null hypothesis should be accepted if p-value is greater than
alpha value (i.e level of significant which is 0.05) otherwise it should be rejected,
while the alternative hypothesis should be adopted.

Table 4: Coefficients

Model Unstandardized Standardized T Sig.
Coetticients coefficient
B std. crror | Beta
(constant) 567 218 2.606 0.01
DoesMTNcorporate social
responsibility activities improve 866 5.200 .001
448 086

Source: SPSS output, 2015
Dependent Variable: MTN Nigeria Limited's productivity

The above table depicts the relationship between the corporate social
responsibility activities and the productivity of MTN Nigeria limited. The
intercept and slope are 0.567 and C.448 respectively which could be written in
model form as Y =0.567+0.448. The positive value of 0.567 and 0.448 implies
that the corporate social responsibility activities hadimprove the productivity of
MTN Nigeria limited

Hypothesis Two

HO.MTN Nigeria limited'sinvolvementin corporate social responsibility is not
beneficial to the organisation and host community.
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Table 5: Model Summary

Model R R Square Adjusted R Std. Error of | Durbin
Sauare The Estimate | Watson
| 796 7335 710 589 1.812

Source: SPSS output, 2015 .

The model summary in table 5 shows that 74 per cent of variation in the
dependent variable (CSR activities is beneficial to the organisation and its host
community) were explained by the explanatory variable (Involvement of MTN
Nigeria in CSR activities). The result means that the model was of good fit. The
proportion unexplained (0.265 per cent) was due to error which is considered
minimal. The value of Durbin Watson statistics (1.812) used to test for serial
correlation in the error term in the model. This is because the estimated value
(1.812)is closer to two than zero

Table6: ANOVAb

Model Sum of squares | Df Mean square E Sig.
1 regression 189.047 1 189.047 3.212E | .000°
Residual 5592 95 59 3

Total 94.639 96

Source: SPSS output, 2015

Predictors: (Constant), Involvement of MTN in CSR

Dependent Variable: MTN Nigeria limited and host community benefit from
CSR

Table 6 above gives the analysis of variance (ANOVA) with F-calculated value

of 3.2123 which the critical value obtained from statistical table at 0.05. From

the table, the F-calculated is greater than the F-tabulated, that is 3.2123>2.45 at

0.05 significant level. Therefore we reject the null hypothesis (Ho) and accept

- the alternative hypothesis and conclude that our estimated model is statistically
significant. :

- The p-values is 0.000 which is less than alpha value (0.05). This indicates that
the result is statistically significant at 0.05 level of significant. Therefore, the
null hypothesis is rejected while the alternative hypothesis which states that
MTN Nigeria limited's involvement in corporate social responsibility activities
1is beneficial to the organisation and host community. :

It should be noted that the statistical decision rule of p-value states that the null
hypothesis should be accepted if p-value is greater than alpha value (i.e level of
significant which is 0.05) otherwise it should be rejected, while the alternative
~ hypothesis should be adopted.
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Table 7: Coefficients Estimates

Model Unstandardised : Standardized | T Sig.
' coefficients coefticient
B | std. error Beta
(constant) : -0.96 050 -1.924 | 0.57

MTN Nigeria limited’s involvement of
CSR is beneficial to both the organisation
and its host community 1014 | 018 986 56.671 | .000

Source: SPSS output, 2015

a. Dependent Variable: _ ;

The above table depicts the relationship between MTN Nigeria limited's
involvement in CSR and its benefits on the company and its host community.
The intercept and slope are -0.096 and 1.014 respectively which could be written
in model form as Y = -0.096+1.014. The negative value of -0.096 and the
positive value of 1.014 implies that there is no strong relationship between MTN
Nigeria limited's involvement CSR activities and its benefits to the organisation
and its host society.

Conclusion and Recommedations

The survival of any organisation depends on series of exchange between the

organization and its operating environment. The involvement of MTN Nigeria

Limited corporate social responsibility activities show that the company is

socially responsible to its immediate environment. On the basis of the findings

of this study the following conclusion were made:

i, That MTN Limited's corporate social responsibility activities and
programmes had improved its productivity. :

ii. That the involvement of MTN Nigeria limited’s in corporate social
responsibility activities is beneficial to both the organisation and its host
community.

In view of the above conclusion, the following recommendations are made;

I. Corporate managers should embrace the practice of social responsibility as
ameans of improving their organisational productivity.

ii. Managers in service sector and other sector of Nigerian economy should
adopt the practice of corporate social responsibility as an instrument for
giving back to the community through the provision of social amenities and
other infrastructural requirements of their operating community.
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