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ABSTRACT

This study uses phenomenological approach to examine how sustainable
development can be achieved through corporate social responsibility
initiatives. The phenomenological approach provides a philosophical and
introductory background on the relationship between corporate social
responsibility (CSR) and sustainable development. The extensive review of
literature through desk research further provides insights on various
definitions of corporate social responsibility (CSR), the factors behind the
emergence of CSR, mode of delivery of CSR and relevant theories that
underpin CSR. The study concludes that corporate social responsibility is
inevitable because of the ever growing concern about sustainable
development and investors on issues of company responsibility. The study
advocates the enshrinement of the CSR philosophy in all organizations in
order to achieve a sustainable devel opment.
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INTRODUCTION

Thebusinessof thetwenty first century irrespective of itssizeisgoing to be part of the
global businesscommunity affecting and being affected by social changes, eventsand
pressures. Thisisbecausethe bus nessenvironment isdynamic, turbulent, discontinuous
and highly competitive. Thus, stakeholdersarelikely to be more numerous, diverse
and important toitssuccess (Akanbi and Ofoegbu, 2012). Thediscourse of Corporate
Socid Responsibility (CSR) hasassumed great importance globally and Nigeriawith
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no exception (Olanipekun, 2015). CSR hasover the decadesgrestly evolved bothin
concept and practice mostly due to the ever changing society. In this period, the
relationship between businessand society haschanged radicaly (Bolanle, Adebiyi and
Muyideen, 2012). Key driversof thischange havebeen globaization of trade, increased
szeand influenceof corporate organizations, therepositioning of government and the
risein the strategicimportance of stakehol der'srel ationships, knowledge, and brand
reputation (Fasanya, Adegbemi and Onakoya, 2013). Advocacy hasincreased inthe
mass media for corporate organization to take a greater responsibility for the
development of society by adopting best practicesinthe CSRinitiative (Lawal and
Brimah, 2012).

The coreideabehind CSR isthe promotion of business orientation that takes
stakeholdersinterest into account (Maignan and Farrell, 2004). CSRisdriven by the
philosophy that businessispart of the society and assuch ought to contribute positively
to social goal and aspirations (Jones, 2005). It isan approach to decision making
which encompasses both socia and environmental factors. Thus, it can beinferred
that CSRisadd iberateinclusion of publicinterestinto corporate decison making and
the honoring of atriplebottom linewhich are people, planet and profit (Bedi, 2009).
CSRinvolvesintegration of threedimens on; economic, environment and socia concerns
whichiscalled thetriple bottom line (Bedi, 2009). Thetriple bottom lineemphasizes
that company do not only have one objective, profitability, but that they also have
objectivesof adding environmental and socia valueto the society.

CSRiscongantly evolving andincorporating different approachesdepending
on circumstances and needs. At an earlier point in history, social expectationsfrom
bus nessorgani zation did not go beyond efficient resourcedl ocation and itsmaximizetion.
Today, it has changed as modern business organi zation must think beyond profit
maximization towardsbeing at |east socially responsibleto the society (Osemene,
2012). Thisis so because the interrelationship between organizations and their
environment hasbecomeincreasingly important asthereisno businessthat canexistin
vacuum (Bolanle, Adebiyi and Muyideen, 2012). It must haveacommunity it associates
withintermsof settlement for itssuccessful operation.

CSR garted to feature prominently in public debatein thewake of increasing
social problems such as poverty, unemployment, race, gender, and religious
discrimination, and pollution (Boatright, 1993). These social problemsare natural
outcome of continuoustransformation in the market dueto economic globalization,
technologica revolution aswell asdemographic and politica changes(Osemene, 2012).
Business organizations are now under increasing pressure to behave in socially
responsi bleways, to help to solve problems, to protect the environment by producing
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and providing environmental friendly productsor services, support charities, exhibit
ethical behaviour and moral management (Olaleye, 2011; Fasanya, Adegbemi and
Onakoya, 2013).

In the last few years, there has been increased awareness of corporate
organizationsabout economic, social and environment expectation to the stakehol ders
(Lawal and Brimah, 2012). Proponentsof CSR have argued that business should be
held accountablenot only for their economic responsibilitiesto sharehol ders, but al'so
for the non-economic consequences of their activities on the society and the natural
environments. Thus, organizationsare now being called uponto takeresponsbility for
thewaystheir operationsimpact societiesand the natural environment. They areaso
being asked to demonstrate the social and environmental concerns in business
operationsin their interaction with stakeholders (Akanbi and Ofoegbu, 2012).

Theincreasing globa interest and discourseon CSR hasled to severa changes
intheway corporateorgani zetionsdo businessinthegloba market. Varietiesof drategies
are now employed for dealing with the interaction of societal needs, the natural
environment and corresponding businessimperatives (Boatright, 1993). While many
organizationsareadopting arangeof voluntary initiativesassociated with improvement
inworking conditions, environmental performancesand company relationswith
workers, consumers, local community, and other stakeholders, others continueto
wrestle with the challenges of integrating economic, social and environmental
expectationsof their stakehol dersinto theoveral businessoperations(Osemene, 2012).
Fromtheforegoing, thefocusof thisstudy is on conceptual and theoretical expositions
of how sustai nable devel opment can be achieved through corporate socia responsibility.

Conceptualization of Cor por ate Social Responsibility (CSR)

CSR hasbeen conceptualized in variouswaysby different writers, thus, therearea
myriad of definition of CSR. Accordingto Carroll (1979), themgority of thesedefinitions
have attempted to integrate the three dimensions to the concept; economic,
environmental and social dimensions. Carroll (1979) assertsthat corporate social
responsibility (CSR) encompasses philanthropy and community contributionsbut also
reflectstheway inwhichthefirminteractswith thephysica, environment anditsethical
stance towards consumers and other stakeholder. World Business Council for
Sustainable Development (WBSCD, 2002) defines corporate socia responsibility as
"the continuing commitment of businessto behaveethicaly and contributeto economic
development whileimproving thequality of lifeof theworkforceand their familiesas
wel| asthat of thelocal community and society at large”. According to Macmillan
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(2005), "CSR isaterm describing acompany's obligation to be accountableto its
entirestakeholder inal itsoperationsand activities. CSR isthe concept that an enterprise
isresponsibleor accountablefor itsimpact on all relevant stakeholders. McWilliams
and Siegel (2001) describe CSR asactionsthat appear to further some social good
beyond theinterest of thefirm. Jonesand George (2003) define " CSR asmanager's
duty or obligation to make decisionsthat nurture, protect, enhance, and promotethe
welfareand well-being of stakeholder and society asawhol€".

L uthansand Hodget (1976) notethat CSR isthe obligation of thebusinessmen
to pursue policies and make decisionsthat are desirablein terms of objectivesand
values of the society. According to Hill (2006), CSR isaset of practicesthat forma
part of good management or business practices, much of it isabout transparency and
disclosure. Frooman (1997) statesthedefinition that exemplifiesCSR as"an action by
afirm, which thefirm choosesto take, that substantially affectsanidentifiable social
stakeholder'swdfare'.

The Green Paper of the European Union (2001) defines corporate social
responsibility as™aconcept whereby companiesintegrate socia and environmental
concernsintheir businessoperationsand in their interaction with their stakeholderson
avoluntary basis'. Thisisperhapsthe most diffused (although not always shared)
definition of anissuewhichisliving arenewed popularity, and representsone of the
top prioritiesof most top managers agendas. Therelevance of thisissueisasodueto
itspervasiveeffect. Indeed, CSR affectsall the activitiesand functional areasof a
company, from operationsto marketing and sales, from communi cation and external
relationsto human resources management, from strategy to audit. The Green Paper of
the European Union proposesaclassification of CSR initiatives, which are grouped
intotwo different categories.

1) Theinterna dimension, including human resources management, health and
safety at work, adaptation to change, management of environmenta impacts
and natural resources, and

2) Theexternd dimension, includingloca communities, busnesspartners, suppliers
and customers, human rightsand global environmental concerns.

Businessfor Socid Responsibility (BSR, 2001) definesCSR asachieving commercid

successinwaysthat honour ethical valuesand respect people, communitiesand the

natural environment. European Foundation for Quality Management (EFQM, 2004)

defines CSR as"awhol e range of fundamental sthat organizations are expected to

acknowledgeandtoreflect intheir actions. It includesamong other things, respecting
human rights, fair treatment of the workforce, customersand suppliers, being good
corporatecitizensof thecommunitieswhich they operateand abovedl the conservation

This Article is Licensed under Creative Common Attribution @G)@@ 83




International Journal of Economic Development Research and Investment
Volume 9, Number 2, August 2018
ISSN: 2141-6729

of the natural environment." These fundamental s are seen asnot only morally and
ethically desirableendsinthemsalvesand as part of the organization's philosophy; but
asoaskey driversin ensuring that society will alow the organizationto surviveinthe
long term, as soci ety benefitsfrom the organization's activities and behaviour. EFQM
presents some common characteristicsfor CSRwhich are;
i Meeting the need of current stakehol derswithout compromising the ability of
future generationsto meet their own demand.
[ Adopting CSR voluntarily, rather than aslega requirement, becauseitisseen
to beinthelong-terminterestsof the organization.
i Integrating socid, environmenta and economic policiesin day-to-day business.
Y Accepting CSR asacore activity that isembedded into an organization's
management strategy.
Chandler (2001) arguesthat whilethereisno universal definition of CSR. It generaly
refersto transparent business practicesthat are based on ethical values, compliance
with lega requirement and respect for people, communitiesand theenvironment. Mate
(2002) sees CSR ashaving fivethemes (human rights, worker rights, environmental
impact, community involvement, and supplier rel ationsand monitoring). Thesethemes
must reflect in the company coreva uesand impingeonitspolicies, strategies, decision
making and operations. CSR isaconcept very similar to the concept of corporate
sustainability which remarkstheintegration of economic and social issuesto business
managements, and in that way asustainable strategy isdeveloped inthelong term
(Brinkman, 2003). Wood and L odgson (2002) define CSR "asabusinessorganization's
configuration of principlesof socia responsbility, processes observable outcomesas
they relatetothefirmssocieta relationship”. In Nigeria, the Federal Executive Council
(FEC) on Wednesday, May 14, 2008 approved the development of a CSR policy
(National Planning Commission, 2004) for the country, toinstill ethical behaviour in
Nigeriabusinesses. TheMinigter of Nationa Planning Commission, Dr, Sanus Daggash,
who gave details of the memorandum, said it refersto the adoption of responsible
businesspractice by organizations, toimprovethesociety at largeascontainedinthe
Nationa Planning Commission (2004) report. He said the policy include™beyond law
commitment" and activitiesthat would necessitate an expectationto 'give back' to the
society. All the above definitionsshow that CSR isthe concept that emphasizeson the
organizations need to consider theimpact of their operations and business practices
on not just the shareholdersbut also its customers, suppliers, employees, membersof
thecommunity it operatesin, and even theenvironment. Itisaway of saying thank you
and expressing appreciation to all stakeholdersinthe business. Itisaconsciouseffort
to give back to the soci ety which the company has benefitted immensely from.
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Carroll’sPyramid of Corporate Social Responsibility

One of the most used and quoted modelsis Carroll's (1991) pyramid of CSR. It
indicatesthat CSR congtitutesfour (4) kindsof socia responsibilitiesor expectations
that the organi zation hasto any given society. Carroll (1991) considers CSR to be
framed in such away that the entire range of businessresponsibilitiesisembraced.
Thus, hesuggeststhat CSR consistsof four respons bilitiesnamely: Economic, Legal,
Ethical and Philanthropic.

/ Economic Responsibilities \

Legal Responsibilities

Ethical Responsibilities

/ Philanthropic Responsibilities \

Figurel: Pyramidof CSR

Source: Carroll,A. (1991) “ThePyramid of Corporate Socia Responsibility: Toward
the Moral Management of Organizational Stakeholders’ BusinessHorizons, 34 (4)
p.39-48

Economic Responsibility (Be Profitable): Thisissimply theresponsibility of the
businessto profit and it serves asthe basefor other componentsof the pyramid. To
satisfy economic responsibility, towards society, corporations should provide goods
and servicesthat the society wants at reasonable price. They also need to pay their
employees, increaseva uefor their sharehol ders, and take care of theinterest of other
stakeholders. According to Ferell (2004), the economy isinfluenced by theway in
whichthecorporation relatestoits stakeholders.

Legal Responsibility (Obey the law): In carrying out economic responsibility,
corporationsare expected to work within theframework of law and regulationsasa
partid fulfillment of thesocia contract” between corporationsand society. A successful
corporation should be recognized asonethat fulfillsitslegal obligations(Conchius,
2006). Thelega responsibility must be performed inamanner that iscons stent with
the expectations of government and laws, complying with thevarious Federal, State
and L ocd governmentsregulations.
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Ethical Responsibility (Do what isright, fair and just): Thisinvolves how the
society expectsthe corporationsto embrace value and normsevenif thevalve and
normsmight congtitute ahigher standard of performancethan required by law. Creyer
and Ross (1997) assert that ethical responsibility embraces those standard and
expectationsthat reflect aconcernfor what consumers, employees, shareholders, and
the community regard asfair, just, or in keeping with the respect or protection of
stakeholdersmord rights. Ethical responsibility also recognizesthat corporateintegrity,
good corporate citizenship should go beyond the requirement of lawsand regul ations.
If corporation doessomething that isappropriate economically andlegally, it must dso
be appropriateethically (Carroll 1999).

Philanthropic Responsibility (Be a good corporate citizen): This refers to
corporate activitiesthat arein responseto society's expectations of good corporate
citizen. Ferrell (2004) positsthat it islikely to enhance theimage of corporations
especialy thosethat have high public visibility. Corporate philanthropy would a so
increaseemployeeloydty andimprove customer ties(Olanipekun, 2015). Philanthropic
activitiesinclude business contributionsto arts, education and especially in projects
that enhanceacommunity'squdity of life(Olanipekun, 2015). Strategic philanthropists
arguethat, although philanthropy may not generate direct economic returns, it will
enhancethefirm'slong term competitive position through intangiblegainsin reputation,
legitimacy or employeeloyalty. Amaeshi, Adi, Ogbechieand Amao (2006) observe
that indigenous Nigerian company practice CSR asacorporate philanthropy to cater
for the country's socio-economic challenge.

The Emergenceof CSR

CSRisconstantly evolving and incorporates different approaches depending on
circumgtancesand needs. Theincreasedinterestin CSR doctrine partly reflectscontinued
discontent among the businesscommunity with self-interest and sel f-indul gence that
seemto underpin thewestern economicworldview (Al-Attas, 1991; Steidimeier, 1992,
Al-Attas, 1995; Haneef, 1997; Sardar, 2003). The CSR started to figure prominently
in public debate in the wake of increasing social problems such as poverty,
unemployment, race, gender and religious discrimination, and pollution (Boatright,
1993). These social problemsare natural outcomes of continuoustransformationin
the market due to economic globalization, technological revolution as well as
demographic and politica changes(Dunning, 2003).

Theescalating social and economic problemsbrought about by globalization
have raised new questions as well as expectations about governance and social
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responsibilities (Boatright, 1993). Perhaps, the upshot of growth in multinational
companies, especialy in devel oping countries, isashift in the balance of power and
responsibility between corporations and the State. With the extensive resources
possessed by the giant companies, governments are increasingly looking at such
companiesto address social and economic problems. Multinational companiesare
seen asthe key to development, through the provision of jobs, payment of taxes;
transfer of technology and through charitable contributionsto education and health
care(Lunt, 2001). Likewise, morecompaniesof al sizesand sectorsarerecognizing
theimportance of their rolein society and thereal 'bottom line' benefits of adopting
proactive approachesto CSR (Sardar, 2003).

Against the abovediscussion, thegrowth of corporate socia responsibility as
anissueinmodern society semsfromawiderangeof eventsand trends. Theseincludes
changing expectations of stakeholdersregarding business, more competitive labour
market where many workers, especially professional, technical or highly skilled
employees are looking beyond paychecks and benefits to seek employers whose
philosophiesand operating practicesaignwith their own beliefs. Thereisacompetitive
advantage that companiesbelievethey can reap by being socially responsible. Thus,
by communicating effectively about socid, environmental and economic contributions,
companies can strengthen their brand, enhance their corporate reputation with
customersand suppliers, and attract and retain acommitted and skilled workforce
(Olanipekun, 2015).

Also, thegrowth of socidly responsibleinvestor groupsincreasingly pressuring
companieson socia issues. Similarly, investors now usethe sharehol der resol ution
processto pressure companiesto change policiesand increase disclosure on awide
range of CSRissues, including environmental responsibility, workplace policies,
community involvement, human rights practices, ethica decision-making and corporate
governance (Davies, 2003).

Furthermore, demands for increased disclosure ranging from reporting
requirementsto government regul ationsthat i ntroduces compul sory businessstandards
by which companiesof al sizeshaveto abide (Davies, 2003). Customers, investors,
regulators, community groups, environmental activists, trading partnersand othersare
asking companiesfor detailed information about their socia performance (Waddock
and Graves, 1997). L eadership companiesareresponding with avariety of reports
and/or socia auditsthat describe and disclosetheir social performance on one or
severd fronts(BSR, 2001).
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Sustainable Development

The 1987 UN Commission on Environment and Devel opment, chaired by Norwegian
PrimeMinister, Gro Harlem Brundtland, coined the term sustainabl e devel opment,
referring to " progress that meetsthe needs of the present without compromising the
ability of futuregenerationsto meet their own needs' (UNWCED, 1987). Sustainability
meansnot only thesurviva of the human speciesbut aso maintai ning the productivity
of natural, produced, and human assetsfrom generation to generation (Elkington, 2004).
It could al so be equitable and balanced devel opment in as much asit concernsthe
interestsof different groupsof peoplewithinthe samegeneration and among generations
and do so simultaneously inthree major inter-related areas of economic, socia and
environment (Epstein, 2008) The concept emphasizes on al mode of human
development that ensuresthe sustainability of natural systemsand the environment
(Elkington, 2004). Thus, human beings are at the centre of concern for sustainable
devel opment becausethey areentitlesto ahealthy and productivelifein harmony with
nature.

The concept of sustainable devel opment requires balancing environmental,
societal and economic considerationsin the pursuit of development and animproved
quality of life. The Johannesburg Summit on Sustainable Environment in 2002 a so
conceptudized Sustainable Devel opment and redefined it to mean that &l devel opment
must stand on three pillars. economic development, social development and
environmental protection (WBCSD, 2002). If any of thethreepillarsisoverlookedin
our devel opment strategies and work plans, such devel opments cannot be called
sustainable devel opment. Thus, the harmonization of thethree conceptsisapplied by
plannersand developersin practice, i.e. in devel oping national strategies, work plans
and day to day decisionson the utilization of natural resources. Itisagovernance
systemthatisfair to all sectorsand stakeholders, at the national levelsand among
nations development. The United Nations (2005) world summit outcome document
refersto economic and socia development aswell asenvironmental protection asthe
interdependent and mutually reinforcing pillarsof sustainabledevelopment. Thus, itis
based on atriplebottomlineof profit, peopleand planet which meanshaving abalanced
economic devel opment, socia devel opment and environmental devel opment.

TheClassical View of CSR

Themost prominent defender of theclassical creed regarding roleof businessin society
isfamous Nobel laureatein economics, Milton Friedman. Friedman (1967) opines
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that the social responsibility of businessistoincreasseitsprofits. Thisreasoningisinline
with the market driven approach coined by Adam Smith. Theinvisible hand of free
market would produce best result if all agentswould striveto maximizetheir profit
(O'Brien, 2001). Friedman (1967) arguesthat having corporate officialsextend their
socid respongbilitiesbeyond serving theinterestsof their sockholdersisfundamentaly
amisconception of the character and nature of businessin afree economy. Insuchan
economy, thereisone and only onesocid responsbility of business; to useitsresources
andto engagein activitiesdesigned toincreaseitsprofit solong asit stayswithinthe
rules of the game, which isto say, engagesin open and free competition without
deception and fraud (Friedman, 1967).

Indeed, Friedman'sargument reflectsthe prevailing worl dview of neoclassica
economicswhich haslong been entrenched in the notion of self-interested economic
man. Many supposedly socially respons bleactionsareredly disguised formsof saif-
interest (Friedman, 1967). Unless the activities which are regarded as 'socially
responsibl€', such asdonationsto the poor, contributionsto schools, local charities
andthelike arecompatiblewith the neoclassical view because corporationsreceive
indirect benefitsfrom theseactivities and such activitiesare deemed unacceptable
(O'Dwyer, 2003). In other words, according to Friedman (1967), the corporations
recognize'socialy responsibl€ activities, if and only if, such activitiescan beused as
an effectivemeansfor generating profit and not Smply voluntarily philanthropic activities.
Having mentioned this, the proponentsof the CSR doctrinedepart fromtheclassica
theory by essentialy broadening therestrictive classical framework of afirm'ssocial
responsbility, which will bediscussedinthelight of varioustheories, namely thesocia
contract, the strategic/instrumenta, legitimacy, and stakehol der theories. Thesetheories
arecommonly used to analyze and explain the nature and purpose of CSR aswell as
to provide answers to the question of ‘what' and 'how' the concept of CSR came
about. Thesetheoriesareimperativeto construct afirm'sdutiesin society aswell asto
justify the need for thefirmsto discharge their commitmentsto CSR.

Social Contract Theory

The central ideaof thesocia contract theory ishow to relate acorporation to society.
Thisisthe point that bringsup the ethical or moral dutiesof corporations (Craneand
Matten, 2007). Therecognition of aset of mora and ethica rights, unregulated by law,
liesat the heart of the current trend in the conceptualization of CSR (Moir, 2001).
According tothistheory, businessmust act in aresponsible manner not only because
itisinitscommercial interest to do so, but becauseit ispart of how society implicitly

This Article is Licensed under Creative Common Attribution @G)@@ 89




International Journal of Economic Development Research and Investment
Volume 9, Number 2, August 2018
ISSN: 2141-6729

expectsbusinessto operate (Moir, 2001). Furthermore, according tothesocia contract
paradigm, abusinessisregarded asasocia ingtitution and should joinwith other socid
sructureslikethefamily, educationa system and religiousingtitutions, to hel p enhance
lifeand meet needs (Pirsch, Gupta, and Grau, 2007).

In other words, the corporate social contract theory holdsthat businessand
society are equal partners, each enjoying a set of rights and having reciprocal
responsibilities. Thereisdirect and indirect mutual need between businesscorporations
and soci ety. Whiletheformer requires continuous support fromthelatter in terms of
resourcesand sales, thelatter might expect theformer to operateinasocialy responsible
manner since the corporations control huge amounts of economic and productive
resources such astechnol ogy, finances and |abour, which directly or indirectly may
affect the society in which they operate (Lantos, 2002). Inlinewith thesethoughts,
McWilliamsand Siegel (2001) define CSR as"actionsthat appear to further some
socia good, beyond theinterestsof thefirm and that whichisrequired by law". Most
authorsa so emphasizethisaspect of "going beyond legidation”. Lantos (2002) argues
that ethical CSRisobligatory. O'Dwyer (2003) and Quazi and O'Brian (2000) contend
that social responsibility should be considered irrespective of narrow economic
considerations. The social contract is the basis of stakeholder theory. Onceitis
acknowledged that business and soci ety need each other (Porter and Kramer, 2002),
the management of the businessside of the rel ationship becomesacrucial aspect of
corporate performance. Asequa partners(Lantos, 2002), businessand society enjoy
aset of rightsand havereciproca responsbilities. Thisrelationship however isimplicit,
and not governed by rulesor laws.

Instrumental Sakeholder Theory

Inan attempt to further legitimizetheroleof corporationsin society, aninstrumental
theory has been devel oped which emphasizes CSR as a strategic tool to achieve
economic objectives (Jones, 2005). The proponents of this theory assert that the
businessmay chooseto support some socia programmesfor reasonsof good image
(publicrelations), competitive advantage or other strategic reasonswithout jeopardizing
theinterestsof itsprimary stakeholders, namely the shareholders (Jones, 2005). The
objectiveof CSR, both asan academic branch in businessstudiesand asamanagerid
tool for practitioners, isto become aware of thisrelationship and understand how
businessactivity influences society and vice-versa(Freeman, 2004). Freeman (1984)
opinesthat systematic attention to stakeholder interestsiscritical to firm'ssuccess.
Thisbranch of study iscalled strategic CSR by Lantos(2002), modern view by Quazi
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and O'Brien (2000) and instrumental stakehol der theory by Donaldson and Preston
(1995). It considers CSR asaform of investment (McWilliamsand Siegel, 2001).

Thisconceptualizationimpliestherecognition of an " optimum” level of CSR
(McWilliamsand Siegel, 2001). Thiswould bethelevel at which CSR investment
maximizes profit, while al so satisfying stakehol der demand for CSR. Followingthis
approach, aswell asacting within thelogic of ethical/moral behaviour and the social
contract, organizationswould be performing according to an enlightened sl f-interest
(Porter and Kramer, 2002), cal culating the potential benefitsof every CSR investment
and Initiative. Some of the prominent proponents of strategic CSR are Burke and
Logsdon (1996), Fombrun, Gardberg and Barnett (2000), Windsor (2001), Lantos
(2002), Johnson (2003), Garrigaand Mele (2004). They arguethat maintenance of a
good corporate reputation through CSR initiatives may add to "reputational capital”,
by which companies may be profitablein thelong run since market forces provide
financid incentivesfor perceived socidly responsiblebehaviour.

Sakeholder’sTheory

An approach in defining and devel oping CSR isprovided by the stakehol der'stheory
(Post, 2003), which hasindeed become one of the most important and frequently
citedtheoriesintheliterature. Itisupon thistheory that thisstudy hinges. Stakeholder's
theory suggeststhat organizationa surviva and successiscontingent on satisfying both
itseconomic (profit maximization) and non-economic (corporate socia performance)
objectives by meeting the needs of the company'svarious stakehol ders (Pirsch, Gupta,
and Grau, 2007). Donadson and Preston (1995) see stakeholdersashaving legitimate
interestsin the procedural and/or substantive aspects of corporate activity, whose
interestsmust be considered ontheir own merits. Widely acclaimed asoneof thefirst
to define stakehol der'stheory, Freeman (1984) statesthat stakeholdersare " groups
andindividual swho can affect or, areaffected by the achievement of an organization's
mission”. Stakeholder theory suggests that firms are motivated to broaden their
objectivestoincludeother goa sin addition to profit maximization (Freeman, 1984).
Based on thistheory, many companiesembracea CSR program asaway to
promote socially responsible actions and policies and to effectively respond to
stakeholder demands(Maignan and Farrdll, 2004). Mativation for satisfying stakehol der
demands stemsfrom thefact that addressing stakehol der needs can be correl ated with
afirm'ssurviva, economic well-being, competitive advantages, and the devel opment
of trust and loyalty among itstargeted customers. Each of the stakehol der groupshas
aright not to betreated asameansto some end, and therefore should participatein
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determining the future direction of the company which they have astake (Freeman,
1984). A socially responsible organization is seen as one in which obligationsto
stakehol dersfigure prominently in the decision-making of managers (Gibson, 2000;
Weiss, 2003).

Primary stakeholder groups consist of shareholdersand investors, employees,
customers, suppliers, public entitiessuch asgovernmentsor other public organizations
that setlawsand govern economic, commerceand tradeassoci ationsand environmental
groups (Freeman, 1984). Meanwhile, secondary stakeholdersarediverseand they
includethosewho arenot directly engaged in the organi zation'seconomic activitiesbut
areableto exert influence or are affected by the organization (Freeman, 1984).

Theinteraction between the corporation and its stakehol dersisthe essence of
stakeholder theory, and in consequencetermslike”participation”, "incluson”, "voice",
"involvement" and " partnership” iscommonin stakehol der literature. Thesetermshave
been put in the same basket named " stakehol der did ogue” to describetheinvolvement
of stakeholders in decision-making processes that concern both social and
environmental issues (Pedersen, 2006). Stakeholder'stheory impliesthat it can be
beneficid for thefirmto engagein certain CSR activitiesthat non-financid stakeholders
perceiveto beimportant, otherwise, these groups might withdraw their support.

L egitimacy Theory

Suchman (1995) defines|egitimacy asageneralized perception or assumption that the
actionsof anentity aredesirable, proper, or gppropriatewithin somesocialy constructed
systemsof norms, values, beliefsand definitions. Legitimacy referstoaconcernfor
how thefirm'sactionsare perceived by others. Firmswithinagivenindusiry areconfined
by the specific norms, values, and beliefs of that industry, some of which are enacted
into law (Aguilera, Rupp, Williamsand Ganapathi, 2007). Legitimacy theory also
supportstheimplementation of CSR activitiesasit focuseson how businessesrespond
to various expectations and pressuresin order to survive. According to legitimacy
theory, in order to survive, companies haveto performwell and meet the expectations
of thevarious partiesfromwhom they derive power.

Palazzo and Scherer (2006) indicate that |egitimacy hasbecomeacritical
issuefor corporations, especially for thosewho operateglobally. It statesthat CSRis
aresponseto the environmental pressuresinvolving social, political and economic
forces. According to thetheory, organizationsl ook for aba ance between their actions
and how they arepercelved by outsi dersand what isthought by society to beappropriate
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(Suchman, 1995; Deegan, 2002). Society's perceptionsof the organizationsarecrucial
and may affect their survival if they have breached their 'socia contract. Inthe event
that society isnot satisfied thet afirmisoperating in an acceptableor legitimate manner,
then society will effectively revokeits'contract’ to continue operations (Davies, 1997).
Moir (2001) indicatesthat | egitimacy theory impliesthat thereissomeform of social
expectation that alegitimate businesswill act inaparticular manner andthisis, infact,
aform of socid contract.

CURRENT PRACTICESAND MODE OF CSRDELIVERY IN NIGERIA

Generdly, therearetwo modesfor delivering CSRin Nigeria; Organizationsddivering
CSR by themselves (internally) and/or paying third partiesto doit on their behal f
(externally). Oguntade and M afimisebi (2011) opinethat theinternal delivery mode
requiresthe corporate entity to take charge of its CSR implementation. There are
three internal delivery modes commonly used in Nigeria. These are corporate
philanthropy whichinvolvesthebus nessentity giving directly to charitableorganizations
or toindividualsin need with theintention of improving thequality of life (Oguntade
and Mafimisebi (2011). It can take the form of cash gifts, product donations, and
employeevolunteerism (Olanipekun, 2015). The company can also engageindirect
implementation of its CSR activities by establishing afull-fledged in-house unit or
department for delivering the CSR without third parties involvement. Thismode of
delivery requires adequate staffing of thein-house unit for CSR delivery (Oguntade
and Mafimisebi (2011). Community-Based Organizations (CBOs) which provides
opportunity for businessentitiesto provide some CSR with minimal direct exposure of
company employeesor representativesto often hostile community memberscan a'so
beused. CBOsarecivil society non-profit entitiesthat operatewithinasingleloca
community or communitiesin adesignated geographica area(Oguntadeand Mafimisebi
(2012).

Externd Modeof Ddivery mgorly involvesoutsourcing of CSRimplementation
to third parties (Oguntade and Mafimisebi, 2011). Organizationsnormally havein-
houseunitsor divisonsthat are saddled with therespongbilitiesof sStrategizing, planning
programmes, monitoring implementationsand reporting results. Externa delivery modes
can becarried out through intermediary organizations, whichisathird party that offers
intermediation services between two parties. Theintermediary organization deploys
itsexpertiseto deliver servicesfor and on behalf of abusinessentity to beneficiaries.
Themerit of thismodeisthat itisthevalueadded to thetransaction by theintermediary
organizationthat may beimpossibleby direct dedling. Engaging in strategic partnerships
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whichinvolvesforming alliance between two or moreentities, usualy formalized by
oneor more memorandum of understanding (MOUSs) but fallsshort of forming alegal
partnership, agency or corporate affiliaterel ationship. Organizationsenter into Srategic
partnership when each possesses one or moreassetsthat contributeto the achievement
of their common objectives. Inthe samevein, the use of foundationisanother typical
exampleof externad modeof ddlivery. A foundationisalegal categorization of nonprofit
organizations. Foundations often have charitable purposes. Thistype of nonprofit
organizationsmay either donate funds and support to other organizations, or provide
the sole source of funding for their own charitable activities. Privatefoundationsare
legal entitiesset up by anindividual, afamily or agroup of individuals, for apurpose
such asphilanthropy. Typical examplesof such foundationsare L eventis Foundation,
MTN Foundation, Shell Foundation and British-American Tobacco, Nigeria(BATN)
Foundation (Olanipekun, 2015). For examplein the case of MTN Foundation, one
percent profit after tax is committed to financing the MTN foundation which
concentrated on three important areas such as health, education and economic
empowerment programmes (Olanipekun, 2015).

The dynamic nature of CSR implementation a so resultsin the use of Multi-
stakeholder Schemeswhich canbeborneout of government legidationswhich stipulate
that selected companies contribute specified amountsinto a pool of fundsthat is
adminigtered by an established entity. In Nigeria, these schemesincludethe mandatory
contribution of businessentitiesto the Education Tax Fund (ETF) andtheNiger Delta
Deve opment Commisson (NDDC). Thisarereferredto aslegidated multi-stakehol der
schemes. Similarly, multi stakeholder schemes can beindustry designed (Oguntade
and Mafimisebi (2011). The industry designed multi-stakeholder schemes are
partnershipinitiativesamong companiesinthesameindusiry. Theuseof these schemes
isbeing promoted by NGOsand multilateral agencieswith aview to setting socid and
environmenta standards, monitoring compliance, promoting socid and environmental
reporting and auditing, certifying good practice and encouraging stakehol der dialogue
and "social learning. Through such schemes, partnershipsare developed withinthe
sameindugtriesto ddiver CSR. Typica exampleisthe partnership betweentheoil and
gascompaniesthat are operating deep offshore.

CONCLUSIONAND RECOMMENDATIONS
Based on thefindings of the desk research and extant literature reviewed, the study

concludes that organizations can engage in CSR initiatives for profit motive as
emphasized by proponentsof theclassical theory. Similarly, organization'ssuccessis
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contingent on satisfaction of economic and non-economic objectives. The adoptions
of CSR programs haveapositiveimpact on development of the society. Thisgoesto
say that CSR directed at communitiesin formsof projectssuch asskill acquisition,
youth empowerment, support for economic, education, and health development hasa
ripple effect on thebottom line. Onthe part of the organization, these CSR initiatives
generate some positive net benefits such asbetter image, goodwill, and loyalty onthe
part of stakeholderswho seethemselvesas part of the business. The concept of CSR
isinevitable because of the ever growing concern about sustainable devel opment,
environmental degradation, new concernsand expectations of citizens, increased
awareness of the public and investorsonissues of company responsi bility. Based on
theabove, this study advocatesthelegitimization of CSR asanormative and neutral
management practice. Thenature of thisstudy has made the recommendationsto be
directed at different partieswho havedirect or indirect influenceon afirm's CSR.
These partiesare businesses, investors, and government. On thisnote, thereisneed
for theenshrinement of the CSR philosophy inal organizationsin order to achievea
sustainable devel opment that the 21st century demands.

Als0, sincebus nessescannot successfully operatein acommunity which they
ignoreand no organization can operatein an uncooperative and hostile environment,
thus, to help make the community abetter placeto work in, business organizations
should engagein activitiesbeneficia tothesociety in generd. The society isthemajor
sourceof theenterprisesworkforceand it a so providesclientsand subscribersfor the
company's product and services. Given the aready intense pressure brought by
gtakeholdersglobaly on utilization of resourcesinlinewiththeprinciplesof sustainable
devel opment that underpinsthe concept of CSR, thegovernment hasaroletoplay in
promoting CSR because they establish and monitor compliance withthelegidature
and regulatory framework by private corporations, and so can encourage companies
to balance socia, environmental and economic devel opments.
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