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Abstract 

 
The study examines corporate social responsibilities of mobile telecommunication network in 

Lagos state Nigeria. Owing to the fact that in the world of today, organizations and stakeholders 

are becoming more aware of the needs for and benefits of Corporate Social Responsibility 

practices. The performance of organizations in the society where they operate and their impact 

on the environment has become a researchable field of study. Businesses are obliged to meet the 

increasing demands on ethical, environmental, legal, commercial and public standards as defined 

by the wider society. In view of this, corporate Social Responsibility (CSR) has therefore become 

an important consideration for managers at all levels of business as well as one of the most 

vibrant area of study. The study utilized a survey method were questionnaire distributed to obtain 

data .total of one hundred and ten (110) questionnaires were administered to respondents of the 

study and 65 were filled and returned. The study adopted, quantitative approach through 

weighted, simple percentage and standard deviation for data analysis. The findings revealed that 

to improve on its service the, Mobile Telecommunication Network (MTN) should embark on an 

in-depth orientation and educating the workers on the implementation of effective corporate 

social responsibility. This will equally improve the effectiveness of management of the resources 

of the organization. Through the findings study also the recommends that MTN Nigeria must have 

corporate planning part which will seek to address better strategic decision through improved 

analysis that are more concerned with the future and effective coordination of different functions 

of the goal planning process of the Mobile Telecommunication Network (MTN).  

 
 

1.1 Introduction 
 

Corporate Social Responsibility is an area of concern that has existed since the early days of mankind which has 

gained reputation in management and academic Networks as a critical component instrumental to organizations 

performance (Orlitzky et. al, 2003). The concept has received an increasing amount of attention from the society 

and scholars, business and public practitioners. 
 

Within the confine perspective, this research will focus on Corporate Social Responsibility (CRS) practice of 

MTN in Lagos, Nigeria and to critically analyze the corporate Social responsibility of Mobile Telecommunication 

Network (MTN) in Lagos, Lagos State of Nigeria. 
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Drawing references from the work of Gray, (2002); Parkers (2005), and Adams and Larrinaga – Gonzalez (2007) 

in which calls were made for the adoption of organizational engagement-based CSR- Research studies as an 

alternative to previous approaches which are conducted without such an organizational engagement as a research 

field. As a result of this, the demand for CSR particularly the social dimensions and environmental dimensions are 

required more in developing countries like Nigeria (Raed, 2002). 
 

As a contribution to the body of knowledge, this study is necessited because; very minimal attention has been 

given to this area of study as it relates to the developing countries (Adeyanju et al; 2012; Belal, 2008; Belal & 

Cooper, 2011; Jamali & Mirshall. 2007) most research studies on this concept of CSR have been focused on the 

developed countries (Bayond Kavanagh & Slaughter, 2012; Balal & Cooper, 2011; Muthuri & Gilbert, 2011). 
 

Different definitions have been provided by different scholars and practitioners in the field of CSR. The debates 

arising from the concept of CSR are connected to changes in the business environment which is shaped 

fundamentally by changes in political, social and economic spheres of human endeavor. 
 

In general, CSR is been conceptualized as the business decision to commit to social and environmental 

accountabilities and move beyond their legal obligations to remit operating tax due to the government. In practice, 

Firms see CSR differently, some regards it as philosophy, sponsorships, cash or other donations to individuals and 

communities. The controversies surrounding Corporate Social Responsibility definitions and conceptualization 

are many, similar to the applications of CSR obligations to a broad set of stakeholders; only exacerbated by the 

expansive conceptualization of CSR making it essentially an organizational paradox (Carroll & Shabana, 2010). 
 

CSR are often used as a generic term to describe many corporate activities related to ethical business dealings 

such as corporate citizenship, social responsiveness, sustainability etc. As a CSR generic application, it often 

connotes a multi-dimensional construct. 
 

According to European Commission (2011), CSR consist of Internal and External dimensions while, internal 

dimensions consists of practices related to internal resources of the firm such as Employee, human capital, health 

and safety; The external dimensions concerns issues related to corporate Governance, human rights, community 

development; climate change issues. 
 

European commission (2001; Castka et al, 2004). Therefore, this study holds on the community development 

efforts of mobile Telecommunication Network (MTN) to bench mark CSR practice in Nigeria with special 

reference to Lagos, Nigeria. 
 

According to Kotler and Lee, CSR is a Firm – Voluntary and Involuntary obligation of Firms towards the 

development of its community operating environment or plant community by following strict ethical business 

procedures and standards. 
 

According to Mc Williams et al, (2006), CSR is an organization‟s voluntary reentering of responsible activities in 

various dimensions of CSR towards the attainment of some social goods. 
 

Brundtland Commission, world Council on Economic Development, sees CSR as “Development that meets the 

needs of the present without compromising the ability of the future generations to meet their own needs” (WCED, 

1987 P.8). 
 

The term CSR is “Companies Integrating Social and Environment Concern in their business operation and in their 

interaction with stakeholders on their daily basis” (European Commission, 2001; 366). Also, from a Nigerian 

socio-political perspective, CSR can be described as a corporation‟s contribution towards the overall attainment of 

National development by taking steps to tackle the numerous social deficiencies that exist in the Nigerian society. 

Hence, for the purpose of this research, and its context, CSR is seen as a system and process rather than an 

objective or subjective that is subjected to the general ideology of a specific definition. 
 

Therefore, from the foregoing, there is no universally acceptable definition of the term corporate-social 

responsibility. As noted above, there is no commonly shared definition of CSR (Aaronson, 2003; Carroll, 1999; 

Dahlsrad; 2008). Whichever definition is cited, there are supposed to be broad and core to the principle of CSR 

which is the need for corporations/Firms to be socially responsible and be considerate in their operation and 

decision making process to favour their operating communities sustainably. 
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1.2 Statement of Research Problems 
 

The concept of corporation being socially responsible has gained momentum over the last decades. The works of 

Coldwell (2001); Windsor (2001); Aquilera et al; (2006) and Osemene (2012) argued that the increase demand for 

CSR started from external demands by stakeholders from communities and societies with general expectations or 

from government with explicit requirements for social legitimacy (Wood 1991; Crowther 2008). Therefore, the 

telecommunications in Nigeria particularly MTN is not excepted from the general expectations of both 

communities and government. 
 

Therefore, the work of Kim and Kang (2013) resolved that, the emergence of social media may have contributed 

to the increase in the demand for CSR because organizations are striving to avoid the negative reputations for 

their operations; In this sense, they are socially responsible. Therefore, external aspect of CSR leading to the 

claim that focused on cause-related issues and philanthropy are of greater relevance than other fields of CSR. 

Welford, (2005) Bonoli et al; (2005); Jones et al (2005); Porter & Kramer (2006). 
 

Both the social institutions and fundamentalist have pushed their arguments for and against business to be socially 

responsible. Proponents, argues that there is a strong business case for corporate, social responsibilities in that, 

corporations benefit in multiple ways by operating with a perspective broader and longer than their own 

immediate and short term profits. Studies by Amaesishi et al (2006), KPMG, (2011); Idowu (2014) all revealed 

that, Nigeria is one of the developing countries where CSR practices are still in its infancy. Therefore, to critically 

analyzed the practice of CSR in the telecommunication industry in Lagos, Nigeria it is not only significant but 

also relevant because there has been an argument that, corporate social responsibility distracts the fundamental 

economic role of business; while other scholars argue that CSR is nothing more than window dressing. In the 

same vein, other classes have argued that CSR is an attempt to preempt the role of government as a watchdog 

over powerful multinational corporations. Sternberg (1980) argues that there is a human right case against CSR 

that stakeholders approach to management deprives stakeholder of their property right. More to that the 

competitive nature of telecommunication in Nigeria and benefit driven analysis by stakeholders and customer 

propelled this study. 
 

1.3 Objective of the Study: 
 

The main purpose of this study is to investigate corporate social responsibility in private large firms like MTN in 

order to promote sustainability. 
 

1.4 Research Questions: 
 

In order to achieve the research objective of the study the following research question were postulated: 
 

i. In what specific ways does corporate social responsibility impact on the growth of the Lagos? 

ii. What are the major effects of good corporate social responsibility practices by organizations in 

Lagos? 

iii. How negatively does absent of corporate responsibility do affects Lagos? 
 

1.4 Research Hypothesis: 
 

For the purpose of conducting this study to – critically analyze corporate social responsibility of mobile 

telecommunications networks (MTN) in Lagos, Nigeria; the following hypothesis shall be tested. 
 

i. H0 There is no significant and positive relationship between the performance of MTN and CSR practice and 

operation. 

    H1 There is a significant and positive relationship between the performance of MTN and CSR practice and 

operation. 

ii. H0 There is significant relationship between good CSR in MTN and the Nigeria  society . 

    H1 There is no significant relationship between good CSR in MTN and the Nigeria  society . 
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2.0  Review of Related Literature: 
 

2.1   Theoritical Framework: 
 

In CSR studies, the most commonly used theoretical perspectives are the legitimacy theory and the stakeholder‟s 

theory. Specifically, the legitimacy theory buttresses the social contract theory. This theory opines that, the 

survival and success of the organization is dependent on the societal consent. Therefore, organizations engage in 

CSR practices with the motive to gain the approval of members of the state and the society at large (Belal, 2008; 

Degan, Rankin and Voght, 2000). Individual members within a state are referred to as stakeholders. The 

stakeholder as revealed in literature is “any group or individual who can affect or is affected by the achievement 

or success of the organization‟s objectives” (Freeman, 1984). Therefore, the theoretical underpinning of this study 

is pinged on stakeholders‟ theory. 
 

Stakeholder theory is designed to reflect the outline of the organizations structure and objectives (Donaldson and 

Preston, 1995), while in the worlds of Donaldson & Preston (1995 P. 67), “Stakeholders are individuals or groups 

that have legitimate interest in the substantive aspects of the corporate activity of the firm and that all the interest 

of stakeholders are of the intrinsic value”. Mercier (1999) added that stakeholders are agents of the firm for whom 

the firm‟s development and good health are of prime concern. 
 

Studies by Davenport, (2000; Donaldson & Preston, 1995; Ruf et al, 2001; Jones et al; 2007;  Aquinis, 2011‟have 

all suggested that, stakeholders theory should be the foundation principles of CSR  framework; adding on, CSR 

has been presented as a tool for treating stakeholders in a reasonable and responsible manner. in line with  this 

argument, Turn bull et al (1999).  Assert that “CSR is the overall relationship between the organization with its 

internal and external stakeholders; including customers, employees, communities, government, Suppliers, 

company owners or investors and competitors”. According to Branco and Rodrigues, 2007; Mele, 2006; Morsing 

and Schultz, 2006, stakeholders theory has become the most frequently used theories in explaining CSR and this 

study adopts same to critically analyze the CSR activities of MTN activities in Lagos. 
 

2.2 Conceptual Framework: 
 

Different scholars, practitioners and management gurus have different views as to the understanding of the 

concept of corporate social responsibility (CSR). 
 

Corporate social Responsibility has to do with an organization going out of his way to initate actions that will 

impact positively on its host community, environment and the people generally. Posk, Omotesho, Tsoho and 

Ajayi (1999); Corporate Social Responsibility means that a corporation should be held responsible and 

accountable for any of its activities that affects the people, and its environment. 
 

In the world of today, modern business is obliged to meet increasingly demanding ethical, environmental, legal, 

commercial and public standards as defined by wider society. Corporate social responsibility (CSR) has therefore 

become an important consideration for managers at all levels of business, as well as one of the vibrant areas of 

study and research in the field of business and management. 
 

As simply defined, the term “corporate social responsibility (CSR)” is “companies integrating social and 

environment concerns in their daily business operations and in their interactions with stakeholders on daily basis” 

(European commission, 2001 P. 366). 
 

The term CSR was developed in the 60‟s and 70‟s as work practice, especially in the areas of health and safety 

and equal opportunities, was increasingly questioned, leading to legislation. 
 

Corporate social responsibility (CSR) also known as corporate responsibility, corporate citizenship responsible 

business, sustainable responsible business (SRB) or corporate social performance is a form of corporate self-

regulation integrated into a business model. Ideally, corporate social responsibility policy would function as a 

built-in, self regulating mechanism whereby, business would monitor, ensure its adherence to law, ethical 

standards, and international norms. Consequently, business would embrace responsibility for the impact of its 

activities on the environment, consumers, communities, stakeholders and all other members of the public sphere. 
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Bowen (1953), viewed CSR as “the obligation of the firm to pursue those policies, to make those decisions, or to 

follow those lines of actions which are desirable in terms of the objectives and values of our society.” Mc 

Williams, et al; (2006) and Van marrewijk (2003) further – identified the activities available to organizations 

which could be used to balance the needs of stakeholders to include involvement in charity, philanthropy, social 

welfare empowerment programmes, environmental activisms aimed at improving the capacity of employees. 
 

Carroll (1991) was of the view that, philanthropy gestures should be at the top of the pyramid of CSR integration, 

suggesting that, organizations who engage in philanthropic activities are at the top of the CSR ladder. This view 

was in turn corroborated by Clarkson (1995) who also noted that, “CSR is concerned with treating the 

stakeholders of the firm ethically or in a socially responsible manner since stakeholders exist both within and 

outside the firm”. Hence, behaving socially and responsibly will increase human development of stakeholders 

both within and outside the corporation. 
 

However, a more general CSR definition in literature is the one presented by the World Business Council on 

Sustainable Development (WBCSD). WBCSD (2002) defined CSR as the “continuing commitment by business 

to behave ethically and contribute to the economic development while improving the quality of life of the 

workforce and their families as well as their local community and society at large” P.3. This definition is adopted 

for this study because, it represent the true status on why businesses should be socially responsible and to equally 

remain sensitive to the interest of the stakeholders. Also, the definition highlights the need for ethical 

consideration as well as the workforce of the corporation. 
 

2.3 Perspective of CSR: 
 

Discussions in relation to the warfare and nature and extent of CSR by businesses have been ongoing since 1950s 

with different scholars adopting varying and conflicting views on the concept and its practice. As such there are 

no generally accepted theoretical perspectives in the justification of corporate behavior as it relates to CSR 

practice (Belal, 2008; Gray et al, 2010). However, the various approaches adopted by different scholars in the 

discussions and categorizing CSR perspectives can be grouped into two; viz: The fundamentalist and the social 

institutions theorists (Klonoski, 1991). The fundamentalist are those that belongs to those who argue that 

organizations do not have an obligation to engage in CSR whilst the proponent of social institutions are those that 

are of the opinion that organizations should engage in CSR. 
 

3.0 Methodology 
 

3.1 Research Design 
 

The research was based on primary survey and questionnaires method of data gathering. Questionnaire is 

considered as the most feasible approach for this study for reasons of better understanding, which the respondents 

will need in answering the questions. The questionnaire is a self administered process whereby the respondents 

reads the list of questions served on him and records his or her answers without the assistance of the interviewer 

(Achumba, 2000). The questions will be designed to require less time in completing and will be direct and straight 

forward. Respondents will be asked to choose one of five categories; using a Likert‟s type scale on various 

questions. The questions were assigned using five (5) rating scale from strongly agree (5 points), agree (4 points), 

undecided (3 points), disagree (2 points) to strongly disagree (1 point). 
 

4.0 Presentation and Interpretation of Data: 
 

4.1 Analysis and Findings 
 

A hundred and ten (110) questionnaires were distributed but only 65 was returned and this research analysis was 

based on the quantity of the questionnaires returned. Due to time constraint, and lack of funds, the remaining 

questionnaires could not be chased. 
 

Because of the nature of the questionnaires which is divided into sections- The first part relates to the respondents 

personal data while the second part relates to the subject matter. 
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Section One:  Personal Data of Respondents 
 

Table 4.1: Sex of Respondents. 
 

 

PARTICULARS 

 

No. 

 

% 

Male 40 61.54 

Female 25 38.46 

Total 65 100 
 

The demography statistics of respondents profile in Table 4.1 shows a cross section of respondents interviewed in 

MTN. The male were 61.54% and female 38.46% 
 

Table 4.2: Level of Respondents 
 

 

PARTICULARS 

 

No. 

 

% 

Board of Directors 5 7.69 

Senior Management 35 53.85 

Executive Management 10 15.38 

Senior Staff 10 15.38 

Junior Staff 5 7.69 

Total 65 100 

 

From Table 4.2, most of the staffs are between Senior Management which is 53.38%. Board of Directors was 

7.69% and Executive Management was 15.38%. Senior Staff was 15.38% and Junior Staff 7.69%. 
 

Table 4.3: Departments of Respondents. 
 

 

PARTICULARS 

 

No. 

 

% 

Administration 12 18.46 

Personnel 8 12.31 

Corporate affairs 10 15.38 

Account/Finance 20 30.77 

Training 5 7.77 

Customer service 10 15.38 

Total 65 100 

 

Table 4.3 shows the various departments of the respondents. 18.4% were from Administration department, 

12.31% from Personnel, 15.38% from Corporate Affairs, 30.77% from Account/Finance department, 7.7% from 

Training department and 15.38% from Customer Services. 
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Table 4.4: Length of Service in MTN 
 

 

PARTICULARS 

 

No. 

 

% 

Less than 1 year 10 15.38 

1 – 5 years 20 30.77 

6 – 10 years 25 38.47 

Above 10 years 10 15.38 

Total 65 100 

 

The above table shows the length of service of the respondent, the aim of this is to have an idea of how long the 

respondents have spent in the organization and their knowledge about the organization. 15.38% have spent less 

than a year in the organization, 30.77% are between 1–5 years, while 38.47% are the percentage between 6–10 

years and15.38% are above 10 years in the organization. 
 

Table 4.5: Education Qualification of Respondents 
 

 

PARTICULARS 

 

No. 

 

% 

WAEC/GCE/SSCE 6 9.23 

OND/NCE 8 12.31 

HND/Bs.c 25 38.46 

MS.c/MBA 12 18.46 

Ph.D 2 3.08 

ACA/AIB/ACIS/ACS 6 9.23 

Others 6 9.23 

Total 65 100 

 

The aim of this section is to know the intellective capability of the respondent and from the above, we are able to 

kwon that, 9.23% of the respondents are WAEC/GCE/SSCE holders, 12.31% are OND/NCE holders, 38.46% are 

HND/BS.c holders, 18.46% are Ms.c/MBA holders, 3.08% are Ph.D holders, 9.23% ACA, AIB, ACIS or ACS 

and 9.23% are others. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 



www.ijrbmnet.com           International Journal of Research in Business and Management           Vol. 2 No. 3; July 2020 

33 

 

Section Two: Analysis of Data 
 

S/N  

STATEMENT 

 

SA 

 

A 

 

UD 

 

D 

 

SD 

 

MEAN 

 

 

STANDARD 

DEVIATION 
 

1.  Is there any relationship between 

Corporate Social Responsibility and 

Economic growth? 

 

20 

(31) 

 

10 

(15) 

 

20 

(31) 

 

10 

(15) 

 

5 

(8) 

 

3.46 

 

.412 

2.  Does a large firm promote sustainability 

through the market by advancing – 

Corporate Social Responsibility? 

 

20 

(31) 

 

15 

(23) 

 

15 

(23) 

 

5 

(8) 

 

10 

(15) 

 

 

3.46 

 

 

.412 

3.  In what specific ways does Corporate 

Social Responsibility impact the growth of 

the Country? 

 

25 

(38) 

 

15 

(23) 

 

5 

(8) 

 

15 

(23) 

 

5 

(8) 

 

3.62 

 

.428 

4.  How does unpleasant Corporate Social 

Responsibility affect the country? 

30 

(47) 

10 

(15) 

10 

(15) 

5 

(8) 

10 

(15) 

 

4.10 

 

.497 

5.  In what particular way can advertising 

activities be differentiated from that of 

Corporate Social Responsibility? 

 

30 

(47) 

 

15 

(23) 

 

5 

(8) 

 

10 

(15) 

 

5 

(8) 

 

 

3.85 

 

 

.458 

6.  Does good Corporate Social 

Responsibility practice by organization 

have a major effect on the country? 

 

40 

(62) 

 

15 

(23) 

 

- 

 

- 

 

10 

(15) 

 

3.38 

 

.435 

7.  Are you of the opinion that companies 

who claim to operate corporate social 

responsibility (CSR), can simultaneously 

engage in harmful practice? 

 

 

40 

(62) 

 

 

- 

 

 

5 

(8) 

 

 

10 

(15) 

 

 

10 

(15) 

 

 

 

3.89 

 

 

 

.293 

8.  Government should enforce better 

governmental and international regulation 

than the voluntary measures of Corporate 

Social Responsibility. 

 

 

5 

(8) 

 

 

15 

(23) 

 

 

- 

- 

 

 

10 

(15) 

 

 

35 

(57) 

 

 

 

3.89 

 

 

 

.293 

9.  Corporation‟s purpose is to maximize 

returns to its shareholders and not 

genuinely interested in Corporate Social 

Responsibility. 

 

 

30 

(47) 

 

 

20 

(30) 

 

 

- 

- 

 

 

10 

(15) 

 

 

5 

(8) 

 

 

 

4.12 

 

 

 

.500 

10.  Does Corporate Social Responsibility 

mean business ethics? 

20 

(30) 

30 

(47) 

5 

(8) 

5 

(8) 

5 

(8) 

 

3.85 

 

.458 

11.  The impact of Corporate Social 

Responsibility in MTN is felt in the 

society more than its competitors. 

 

20 

(30) 

 

10 

(15) 

 

5 

(8) 

 

25 

(38) 

 

5 

(8) 

 

 

3.23 

 

 

.506 

12.  Business ethics helps to improve ethical 

decision making. 

30 

(47) 

10 

(15) 

10 

(15) 

5 

(8) 

10 

(15) 

 

3.69 

 

.436 
 

NOTE: Upper figures = Frequencies of Respondents 

    Lower figures = Percentage of Responses. 
 

The above table shows the responses of the staffs of MTN to the question of any relationship between Corporate 

Social Responsibility and Economic growth; the responses revealed that 20 (31%) of the respondents strongly 

agrees, (5) with the statement. This was followed by 10 (15%) who agreed, 20 (31%) were undecided (3), 10 

(15%) disagreed (2) and 5 (8%) strongly disagreed (1). A mean of 3.46 on the average indicates that, the 

respondents agreed with the statement. 
 

On if large firms promote sustainability through the market by advancing corporate social responsibility. 20 

(31%) of the respondents who agreed (4) with the statement. 15 (25%) of the respondents who agreed (4) with the 

statement. 15 (25%) of the respondents were undecided (3), 5 (8%) disagreed (2) while 10 (15%) strongly 

disagreed (1).  



www.ijrbmnet.com           International Journal of Research in Business and Management           Vol. 2 No. 3; July 2020 

34 

 

The responses show that the majority of the respondents support the statements. The mean of 3.46 indicates that 

on the average, the respondents agreed with the statement. 
 

A sizeable proportion of the respondents; that 25 (38%) strongly agreed (5) that corporate social responsibility 

impact on the growth of the country positively. Similarly, 15 (23%) of the respondents agreed (4) with the 

statement. 5 (8%) were undecided (3), 15 (23%) disagreed, (2) while 5 (8%) strongly agreed (1). The mean of 

3.62 indicates that on the average the respondents agreed with the statement. 
 

30 (47%) of the respondents strongly agreed (5) that unpleasant corporate social responsibility affects the country. 

10 (15%) agreed (4) 10% were undecided (3), 5 (8%) disagreed (2) while 10 (15%) strongly disagreed (1) with 

the statement. The mean of 3.69 indicates that on the average, the respondents agreed with the statement. 
 

A total number of 30 (47%) of the respondents strongly agreed (5) that advertising activities should be 

differentiated from that of corporate social responsibility 15 (23%) agreed (4). 5 (8%) were undecided (3), 10 

(15%) disagreed (2) and 5 (8%) strongly disagreed (1) with the statement. The mean of 3.85 indicates that, on the 

average, the respondents agreed with the statement. 
 

40 (62%) of the respondents strongly agreed (5) that good corporate social responsibility practices by organization 

have a major effect on the country. 15 (23%) agreed (4) while, 10 (15%) strongly disagreed (1) with the 

statement. The mean of 3.38 indicates that on the average, the respondents were undecided with the statement. 
 

40 (62%) of the respondents strongly agreed (5) with the statement number 7. 5 (8%) were undecided (3), 10 

(15%) disagreed (2) and 10 (15%) strongly disagreed (1) with the statement. The mean of 3.38 indicates that on 

the average the respondents agreed with that statement. 
 

35 (57%) of the respondents strongly agreed (5) with statement number 8, that government should enforce better 

governmental and international regulations than the voluntary measures of corporate social responsibility. 5 

(23%) disagreed. The mean of 3.89 indicates that, on the average, the respondents agreed with statement. 
 

30 (46%) of the respondents strongly agree (15) with statement number 9,which is “corporations purpose is to 

maximize returns to its shareholders and not genuinely interested in corporate social responsibility” 20 (31%) 

agreed (4) and 10 (15%) disagreed (2). The mean of 4.12 indicates that, on the average, the respondents agreed 

with that statement. 
 

20 (31%) of the respondent strongly agreed (5) with the statement if corporate social responsibility means 

business ethics. 30 (46%) agreed (4). 5 (8%) strongly disagreed (1) with the statement. The mean of 3.85 indicates 

that on the average respondents agreed with the statement. 
 

20 (31%) of the respondents strongly agreed with statement number 11. 10 (15%) agreed (4), 5 (8%) were 

undecided (3), but 25 (38%) disagreed (2) while 5 (8%) strongly disagreed (1) with the statement. The mean of 

3.23 indicates that on the average, the respondents were undecided. 
 

30 (47%) of the respondents strongly agreed (5) with statement number 12. 10 (15%) agreed (4) while 10 (15%) 

agreed (3) and 10 (15%) disagreed (2) 10 (15%) strongly disagreed (1). The mean of 3.85 indicates that on the 

average, the respondents were undecided with that statement. 
 

4.1.1 Discussion 
 

The theory of corporate social responsibility (CSR) typically sees the modern corporation as a network of 

stakeholders, including the shareholders, senior management, employers, suppliers, customers, and the 

communities in which the corporation operates. Also, Johnson (2002) asserted that, senior managers should work 

to improve the conditions of all stakeholders, even if this will lower profits and shareholders‟ value. 
 

It is accepted that, profits are necessary to make the organization sustainable. But that beyond this, shareholders 

interest cannot count for any more than the interests of any of the other stakeholders. The chief executives have 

the task of defining the concept of social performers that are relevant for his company, although, most managers, 

along with some economist and other observers of current pressures for changes patterns of business behavior are 

disturbed and antagonized by reference to corporate social responsibility.  
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Corporate social initiatives are major activities undertaken by a corporation to support social causes and to fulfill 

commitment to corporate social responsibility, most corporate social initiatives under the corporate social 

responsibility (CSR) umbrella fall within one of the following distinct categories; cause promotions, course 

related marketing corporate social marketing, corporate philanthropy, community volunteering and social 

responsible business practices. 
 

The second hypothesis states that there is significant relationship between good corporate social responsibility 

(CSR) in MTN, Nigeria and the society at large. 
 

This hypothesis was in agreement with European Commission, (2001; 366), when they asserted that corporate 

social responsibility (CSR) is companies integrating social and environment concerns in their daily business 

operations and in their interactions with stakeholders on a daily basis. Corporate social responsibility (CSR), also 

known as corporate responsibility, corporate citizenship responsible business, sustainable responsible business 

(SRB), or corporate social performers is a form of corporate self-regulation integrated into a business model 

directly corporate social responsibility policy would monitor and ensure its adherence to law, ethical standards 

and international norms. Consequently, business would enable responsibility for the impact of its activities on the 

environment, consumers, employers, communities, stakeholders and all other members of the public sphere. 

However, corporate social responsibility (CSR), also known as corporate responsibility, corporate citizenship, 

responsible business and corporate social opportunity is a form of corporate self-regulation integrated into a 

business model. Ideally, CSR policy would function as a built-in, self-regulating mechanism whereby business 

would monitor and ensure their adherence to law, ethical standards and international norms (Zahra and Pearce, 

1984). CSR suggest a business obligation to deliver benefits to society beyond producing goods and services with 

the objective of maximizing return on invested capital, while operating in compliance with all applicable law and 

government regulations. Business would embrace responsibility for the impact of their activities on the 

environment, consumers, employees, communities, stakeholders and all other members of the public sphere. 

Furthermore, business would proactively promote the public interest by encouraging community growth and 

development and voluntarily eliminating practices that harm the public sphere regardless of legality. 
 

5.0   Conclusion and Recommendations: 
 

5.1 Conclusion 
 

The result of the first hypothesis states that, there is significant relationship between MTN corporate social 

responsibility practices and operation of the government. The result was in agreement with Goldon (2002), who 

asserted that, many advocates of corporate social responsibility including government try to sell corporate social 

responsibility to businesses by emphasizing the connection between doing good (Ethics) and doing well (profits) 

in businesses. 
 

Although, they share a common vocabulary of corporate social responsibility, critics and supporters of modern 

business, the left and the right, still diverge deeply on just what is actually involved in operating a truly 

responsible business. 
 

The most radical of these stakeholders‟ theories claim that managers have special obligations to all of these 

stakeholders group equally. As Kerim Gibson has articulated this claim, “in the same way that businesses owe 

special and particular duties to its investors, it also has different duties to the investors‟ stakeholders groups”. One 

implication of this view is that, shareholders are just other stakeholders no more or less important than the others. 

Specifically, suppliers, customers, employees, stakeholders and the local community as well as management play 

its role as agents for this group. Each of these stakeholders groups has a right not to be treated as a means to some 

end and therefore must participate in determining the future direction of the firm in which they have a stake 

(Johnson, 2002). This is radical precisely because corporate law in most countries like Nigeria currently gives 

shareholders a very special position among stakeholders. 
 

Although, social needs seem endless and the options to provide support can be overwhelming, one key definition 

of corporate social responsibility (CSR) is commitment to improve community wellbeing through discretionary 

business practice and contributions of corporate resources. 
 

The practice of  Corporate Social Responsibility (CSR) can subject to much debate and critics, society responsible 

business practices re where the cop ration adapts and conduct discretionary business and investments  that support 

social courses to improve community over being and protect the environment.  
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It requires a clear understanding and humanitarian mind on members of the board to maintain and differentiate 

between advertising and Organization of or high standards of corporate social Responsibility (CSR). This should 

be characterized by commitment to compliance and laid down rules and policies guiding cooperate social 

organization. MTN have promised unequalled access to opportunities for business and relationships. Also, Keith 

Davis (1973) agree with the finding where he described corporate social responsibility (CSR) as “the Firms 

Consideration of and responses to issues beyond the Narrow economic, Technical and legal requirements of the 

firms. 
 

The view of Archie Carroll (1979), that the social responsibility of business encompasses the economic legal, 

ethical and discretionary expectations the society has of organization at a given point in time. 
 

In Brown and Dacin (1997), viewed Corporate Social Responsibility (CSR) as a company‟s status and activities 

with respect to its perceived societal or stakeholder‟s obligation. Matten and Moon (2004), defines Corporate 

Social Responsibility (CSR) as a “Cluster concept which overlaps with such concept as business ethics, corporate 

philanthropy, corporate citizenship, sustainability and environmental responsibility. It is of important to note that 

it is almost impossible to give a definite definition of Corporate Social Responsibility (CSR). 
 

Corporate Social Responsibility in MTN must function as a built-in self regulating mechanism whereby it could 

monitor and ensure its adherence to law, ethical standards and intentional norms. 
 

The corporate Social Responsibility Structure in MTN  requires  a proactive, focused state of the mind on the part 

of officers, who must be committed to the success of their respective commands through maintenance of the 

highest standards of social accountability and ethics of service. 
 

Having gone through the theoretical framework of corporate social responsibility using    MTN as a case study, it 

is quite clear that good corporate social responsibility is crucial to the attainment of growth and development of a 

nation; and that corporate social responsibility is crucial to the attainment of corporate objective of MTN, while 

the existence of corporate social responsibility in MTN is paramount to the attainment of objectives and efficient 

performance of service delivery. 
 

In the light of the above stated facts, the following conclusions have been drawn from the study. 
 

1. Good corporate social responsibility is essential for the growth and development of a country. 

2. Large firms promote sustainability through the market by advancing corporate social responsibility. 

3. Government should enforce better government and international regulation of corporate social 

responsibility that will be in tandem with the amount demand, international standards and global best 

practices. 

4. That, advertising should be in no way replace corporate social responsibility. 

5. Corporate social responsibility initiatives have help to unleash Nigeria‟s development potentials through 

the provision of world class communication. 

6. Corporation‟s purpose is to maximize return to its shareholders and not genuinely interested in corporate 

social responsibility. 

7. Promos that is basically more self-serving than beneficiary to customer should be ruled out.  
 

5.2 Recommendations  
 

In line with the finding and conclusions drawn from this study, the following recommendations are made to MTN, 

in order to improve value service and the objectives to which it has set up.  
 

To improve on it service, MTN should embark on an in-depth orientation and educating the workers on the 

implementation of effective corporate social responsibility. This, will in a way improve the effectiveness of 

management, the first requirement for effective management is that the chief executive officer of MTN, should 

put social objective in managing the business, this commitment must be communicated by precepts and example 

to all managers. Also, volunteer programmes are said to have contributed to building strong and enduring 

relationship with local communities, attracting and retaining certified and motivated employees.  
 

There has argument that Corporate Social Responsibility (CSR) distracts from fundamental economy role of 

businesses, while some argue that, it‟s nothing more than a windor dressing another class also argue that the 

corporate social responsibility is an attempt to pre-empt the role of government as a watch dog over powerful 

multi-national corporations. MTN should strive in decency, honesty and fairness in implementation of corporate 

social responsibility.  
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Corporate social responsibility also means a consent whereby organization takes responsibility for their impact on 

the society and environment and how companies carryout it core function and not simply about companies giving 

away money for charity. MTN must distinguish charity work from corporate social responsibility, and in quest for 

improved salaries and promotion, through corporate goals and objectives as prescribed by management in some 

cases, management should check the activities of the various commands to avoid the attainment of individual and 

command goals at the expense of MTN.  
 

MTN must have corporate planning path, which will seek to address better strategic decision through improved 

analyses, more concern about the feature, more effective coordination of different functions and activities, and 

wider management movement in the planning progress.  
 

Finally, it is recommended that this research should be subjected to further studies by researching in other part of 

the cities in the country so that generalized conclusion can be drawn.  
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