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ABSTRACT
This project examined Corporate Social Responsibility in Nigeria’s Telecommunication Sector with particular reference to Globacom Nigeria Limited. It focuses on the extent to which Globacom is involved in its social responsibility and the factors that motivate them. It also seeks to determine if the organization’s involvement in corporate social responsibility has an effect on the company and its host community, and the benefits a company derives from its involvement. The study uses primary source of data by administering questionnaires to both customers and staff of Glo.Chisquare analysis was used in presenting the data collected.The research finding of the project work revealed that social responsibility programmes are necessary and it also unveiled that Globacom Nigeria, a telecommunication firm carries out its social responsibility programme in its host community. The researcher recommended that the company should increase and expand its social responsibility programmers as it create a favorable public image to the organization. Corporate social responsibility is therefore something that a company should try and get right in implementing. It is something that business today should wholeheartedly be committed to. The danger of ignoring social responsibility is too dangerous.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
	Corporate Social Responsibility, an essentially American phenomenon has over the years become a major concern in Western Europe and in other countries of the world following the western model of development. According to Drucker, (1986:66).The genesis of the debate on the concept of corporate social responsibility has been traced to the wave of crisis in social values that engulfed America in the post-World War II period and most especially in the sixties. The Chief Executive of General Motors who observed the changing trend could not help observing: “I am concerned about a society that has demonstrably lost confidence in its institutions – in the government, in the press, in the church, in the military, as well as in business”. Business to America has had a most unique history.  Its development growth and impact on social life in America since the civil war II is almost common knowledge.  What may not be common knowledge, however, is the fact that business which has hitherto shaped and controlled the lives of millions of Americans some two hundred years ago is today being threatened by a wave of protests from various publics it uses to serve.  The crisis of confidence in the social role of business has made explicit in debates on corporate social responsibility points to the fact that America sees big business as a big powerful machine gone out of control and efforts to control and at least re-orientate its directions form the core of the argument of all who urge business to change with the times.  One of the protagonists viewed the concept of corporate social responsibility as a crude blend of long-run profit-making and altruism, a doctrine which fuses social values with profit maximization goals. According to Drucker, (1986:96) the debate on corporate social responsibility did not only take place in the United States of America.  The noise of the debate filtered through to other countries that share similar business cultures with America most especially the Western European countries.  While the western European nations have responded positively to the debate, accepted and even implemented some of its own far reaching conclusions it is pertinent to know if the discussions and conclusion so far reached have had an impact on the countries  periphery. One of the objectives of this study is to investigate to what extent the current debate on corporate social responsibility and its conclusion has trickled down to the periphery of Nigeria in particular and how it is applied here by firms who have embarked on such projects in Nigeria.  In striving to satisfy its corporate goals and achieve its objectives the organization cannot operate in isolation from its environment. The performance of corporate social responsibility is not undertaken to boost profit at the short-run but to meet some social needs, aspirations, and profit at the long-run. These days, social responsibility of business is on what should or might be done to tackle and solve problems of society, although foreign corporate bodies operating in host countries especially in the third world countries are most likely to pay lip service to its principles. The emphasis is on what contribution they can make to such social problems as protection and restoration of physical environment, racial discrimination or discrimination Organization who holds this view of corporate social responsibility believes that once it does what is expected of it by law and its host community the organization is socially responsible. Owing to the vastness of this topic, we shall have to restrict our investigation to manageable proportions by focusing attention on telecommunication sector Nigeria, using Globacom Nigeria Limited.  The telecommunication industry is one of the fastest growing sectors in Nigeria.  There are so many telecommunication companies owned by foreign and local corporate bodies in Nigeria and have covered a large area in Nigeria from urban to rural areas in the country.  As a result of this, the researcher has selected one out of the many telecommunication companies to take a look at its corporate social responsibility project. The researcher has decided to pick on Globacom Nigeria Limited, Ilorin Zone, and has decided to look into its corporate social responsibility activities, and to see how the company has gone in performing its social responsibility to the host community.
1.2	STATEMENT OF THE PROBLEM:
  In the recent years there have been series of arguments, debates and controversies among businessmen, academics, government officials and the society in general on what should be the principle objectives or business enterprises. Over the years, managers have neglected the problems created by corporate firms to their host communities. These problems pose a lot of threat and sometimes make life difficult for these communities.  The privilege giving to organization to operate in the society stems from the act that society believes that there is a mutual interdependency existing between them, that is, the organization and the society. The relationship between organizations and their host community has become increasingly important.  The decision made in an organization may influence community prosperity and also national and even internationally economic activity might be affected.  An example of these problems is the on-going crisis in the Niger Delta region which has led to the destruction of lives and properties. The problem that led to these is due to the carelessness of the oil industry which made the region to experience a loss of 40% of its inhabitable terrain. Another reason was due to spills caused by sabotage and thieves as a result of the poor maintenance by the oil companies which led to the destruction of vegetation and agricultural land. There are accusations from the youths in these areas that companies misdirect their efforts and resources that they should have used to develop the community to bribe opinion leaders in order to overlook their responsibilities to the community, and these have caused a lot of acrimonies between the two parties, community and the firm. Despite the roles played by organizations carrying out corporate social responsibility and the growing importance of social responsibility, the following issues have not been fully addressed:
1. Why should organizations be socially responsible to their environment?
1. What benefits do organizations get from performing its corporate social responsibility?
1. Why is social responsibility considered as a waste of business resources?
1. Are organizations in Nigeria socially responsible?
	In view of these, the researcher has taken up the issue of social responsibility in the telecommunication sector in Nigeria and used Globacom Nigeria as a case study to examine the extent of the company’s involvement in corporate social responsibility.

1.3	RESEARCH QUESTIONS
1. Why is social responsibility necessary in an organization?
1. How does the immediate environment benefit from the planning and implementation of corporate social responsibility?
1. To what extent does the telecommunication industry involvement in social responsibility have an effect on the company and its host community?
1. What factors motivate the company in carrying out social responsibility activities?

1.4	OBJECTIVES OF THE STUDY:
	For organizations to successfully survive in business, it must recognize the importance of social responsibility to the society.  The specific objectives of the study are to –
i.	Examine the argument for and against corporate social responsibility.
ii.	To examine whether the immediate environments are taking into cognizance during planning and implementation of social responsibility.
iii.	To determine the extent to which telecommunication companies have    been involved in their corporate social responsibility to their environment.
iv.	To know the factors that motivates the adoption of corporate social responsibility.

1.5	RESEARCH HYPOTHESES
	In pursuit of the objective of identifying the effectiveness and workability of corporate social responsibility the following Hypotheses have been formulated. 
Ho1:	The organization involvement in social responsibility does not have an effect on the company and its host community.
Ho2:	The organizations in social responsibility activities have an effect on the company and its host community.	
Ho3:	Globacom corporate social responsibility programme does not enhance organization-societal relationship.				
Ho4:	Globacom corporate social responsibility programme enhances organization-societal relationship.

1.6	SCOPE OF THE STUDY
	The study shall be designed in a way that it will discuss the necessary literature and to determine how and to what extent corporate social responsibility has been implemented in the telecommunication industry in Nigeria with particular reference to GLOBACOM NIGERIA, ILORIN BRANCH.  The limitation of this study came from the fact that most business organizations hardly give out complete information regarding them due to fear. Secondly, because of financial constraints, the scope and dimension of this study could not be extended beyond this limit. Lastly, despite the fact that GLOBACOM ILORIN BRANCH is a representation of its headquarters and act on directives from them, the researcher is still limited to the information released by them. However, the researcher will try as much as possible not to allow any of these constraints affect the quality of the research work

1.7	SIGNIFICANCE OF THE STUDY:
	The study of social responsibility of a business organization is hoped to be of benefits not only to student, businessmen, government, customers, community, stockholders, academics but the whole society. There has been a debate over the beneficiaries of social service is for community development while others opposed that it is for profit making gimmicks. The study also hopes to highlight the problem associated with social responsibility and to make use of the analysis to improve the working situations thereby minimizing the problems social responsibility conflict in that organization and its environment as well. The study is significant in analyzing the practice of corporate social responsibility and discovering its real essence, it helps to explore the impact of CSR on employees commitment and it reveals the perception of the beneficiaries of corporate social responsibility of company towards the company. Finally, the study will inform all at large, the need for corporate social responsibility not only to the firm, but to the society at large.

CHAPTER TWO
LITRATURE REVIEW
2.1     THE CONCEPT OF ENVIRONMENT:
	No business enterprise exists and operates in a vacuum. Business operates in a dynamic environment. The growth and survival of a business is dependent on the environment and other factors. A better understanding of the environment and how it works will help in the understanding of the social responsibility of business. According to Edgar (1982:61) business organization is a system, and a system can be defined as a set of interdependent parts which come together to make up the whole business. Each of these component or part contributes and in return receives something from the whole which in turn is interdependent on the environment. A system may be closed or open. A system is said to be closed when it does not receive input from outside, that is its external environment nor does it contribute output to the external environment. A system can be said to be an open system when it exchanges inputs and outputs with its environment and the case study which is Globacom Nigeria is an example of an open system as it receives inputs and gives outputs to the environment. Environment can be defined as surroundings, especially the materials and other influences which affect the growth, development and existence of a living being or a business organization. Enudu (1999: 98), citing Onuoha (1991:121) defined an environment as a set of conditions and forces which surround and have direct/indirect influence on the organization. Generally speaking, environmental variables that affect business organizations may be classified into internal and external environmental variables. An organization’s survival is dependent upon a series of exchange and the continual interaction with the environment gives rise to a number of broader responsibilities to society in general. To understand the business organizational environments, we must borrow some concepts from systems theory. One of the basic assumptions of systems theory is that business organizations are neither self-Sufficient nor self-constrained. Rather, they exchange resources with and care, dependent on the external environment. Thus, business organizations take inputs such as raw materials, money, labour and energy from the external environment, transform them into products or services and then send them back as outputs to the external environment. Koontz et al (1980:89) maintained that the relationship between a business organization and its environment can be examined in three main ways:- First, a business organization can be viewed as importing various kinds of inputs such as man, materials, money and machine.  These inputs are then transformed to produce outputs such as products and services, Secondly, the study of the relationships between business organization and its environment is to focus on those publics which the business organization must serve. These publics are, Employees, consumers, suppliers, stakeholders, government and the community where the business organization is located. The third approach is to view the business organization as operating in an external environment of opportunities and constraints which some authorities classified as economic, political, legal, technology etc. Thus, all managers whether they operate in a small or medium or large business organization, take into consideration the elements and force of their external environment. It is necessary for us to discuss the various environment of a business.
ELEMENTS OF DIRECT AND INDIRECT ACTION ENVIRONMENT OF AN ORGANIZATION:
Fig. 4.
[image: Description: Picture1]
Sources: Onuoha: Management (1999:121)			
2.1.1	ELEMENTS OF DIRECT ACTION ENVIRONMENT.
	Direct-action elements are elements of the environment that directly influence a business organization’s activities. Some people prefer to refer to “direct-action” as the task environment. The direct-action environment is made up of stakeholder. The stakeholders fall into two categories: External and Internal stakeholders.  Stakeholders are defined as individual or groups that are directly or indirectly affected by business organization’s pursuit of its objectives.

INTERNAL STAKEHOLDERS:
	These are groups or individuals such as employees, shareholders that are not strictly part of a business organization’s environment but for whom an individual manager remains responsible. They are a part of the environment for which an individual manager is responsible.

EMPLOYEES:
	The employees of a business organization render services. They are also involved in the production of goods or services which the business organization sell. Therefore, managers must always seek to get the right caliber of workers in the workforce,

SHAREHOLDERS:
	The shareholders are primarily interested in the return on investment but in recent time, managers and shareholders have become interested in how a business is run. The governing structure of a large company allows shareholders to influence a company by exercising their voting rights.

MANAGEMENT:
	The management of an organization is responsible for the smooth running of the organization while they deal with multiple shareholders and balancing conflicting claims.

EXTERNAL STAKEHOLDERS:
CUSTOMERS:
	Consumers are those people and organizations that buy the organization’s products and services. They therefore, exchange resources, usually in form of money. Their patronage or lack of it determines whether a business organization’s operations will be successful or not.  Customers and market situation determines selling tactics that should be employed by the organization in marketing the organization’s products or services. Globacom managers understand the need for a marketing manager to analyse the potential customers and market conditions and direct the company based on the analysis. That is why they make sure that their product quality is unbeatable and prices less so that competitors will not have an edge over them in the market. They also make sure that they have their products readily available for distributors at all time, and this they do by having depots all over the nation.

SUPPLIERS:
	Suppliers are those people and organizations that provide the materials, equipment and spare parts with which business organization operates. Every organization buys inputs – raw materials, services, energy, equipment and labour – from the environment and uses them to produce output. What the organization brings in from the environment and what it does with the price of its final products. Organizations are therefore dependent upon suppliers of materials and labour and will try to take advantage of competition among suppliers to obtain lower prices, better quality work and faster deliveries.

GOVERNMENT:
	In Nigeria, the relationship between government and business organizations has been that of restrictive control in nature. Government had acted as a protector of business through maintaining domestic peace and security. Government has shown interest in the private sector of the economy and this they do by regulating the activities of all productive organizations to public interest and reinforcing laws and establishing agencies or regulatory bodies to ensure that these laws are adhered to.

MEDIA
	The economy and business activity have always been covered by the media, since these topics affect so many people. There is an increase reports of business activities in the media, therefore, managers who regularly deal with the media should often seek for professional coaching to improve their ability to present information and opinions clearly and effectively.
LABOUR UNIONS:	
	Labour Unions seek to improve the quality of work-life of members of another by giving workers more control over what they do and how they do it. Managers through collective bargaining try to negotiate wages, working conditions, hours, etc. They have improved workers sense of responsibility and participation.
FINANCIAL INSTITUTIONS:
	Business organizations depend on a variety of financial institutions, including commercial banks, investment banks and insurance companies to supply funds for maintaining and expanding their activities. Both old and new or well established business may rely on short-term loans to build new facilities. Managers have to establish and maintain a working relationship with these institutions.

COMPETITORS:
	A firm must always seek to increase its market share by gaining additional customers or it must beat its competitors in entering and exploiting and expanding market. These it must do by defining its marketing strategy.
2.1.2  ELEMENTS OF INDIRECT-ACTION ENVIRONMENT:
	These are elements of the external environment that affect the climate in which a business organization’s activities take place, but do not affect the business organization directly Stoner et al (1996:63). Some people refer to indirect-action as the “General environment”. The following are factors that influence business organization in an indirect-action environment:-
ECONOMIC VARIABLES:
	These are factors, such as inflations, recessions, price stability, tax, etc, that affects business. These are general economic conditions and trends that may be factors in an organization. Other important economic variables are capital, economic stability and government fiscal policies. In addition to these, Farmer and Richman (1965:56), identified three other economic variables, one of them they referred to as “factor endowment”, which is the extent to which a country has available natural resources, adequate and useful labour, and capital which can be employed for efficient production. Another one is the size of market and the third major pervasive economic constraint is the extent to which social overhead capital is available.
SOCIAL VARIABLES:
	These are factors such as demographics, lifestyles and social values that may influence and organization from its external environment.
POLITICAL VARIABLES:
	These are factors that may influence an organization’s activities as a result of political process or climate. The political process involves competition between different interest groups, each seeking to advance its own values and goals. Political legal variable also refer to political and legal environment which relate primarily to compel of laws, regulations and government agencies and their actions which affects all kinds of enterprises.
TECHNOLOGICAL VARIABLES:
	One of the most pervasive factors in the environment is technology. The term ‘Technology’ refers to the sum total of knowledge we have of ways to do things, which affects an organization’s activities.
2.2	APPROACHES TO SOCIAL RESPONSIBILITY.
	By approaches to social responsibility, we mean the perception or view of people about the concept. While it is no longer news that social responsibility of business is necessary, there is still no consensus on what actually constitutes social responsibility. The various perceptions of social responsibility are:
1. Social obligation
1. Social Reactions
1. Social Responsiveness.

SOCIAL OBLIGATION: Those who hold this view of social responsibility believes that once the organization does what is expected of it by the law, that it is socially responsible. They believe that the major role of business in the society is to make profit. Once this objective is achieved within the ambit of the law, the business is socially responsible. Their target therefore is to meet government standards and not to exceed it even if it would benefit society more. The proponents of social obligation believe that the first obligation of business is to return high profit to its shareholders for whom it is primarily accountable. They also believe that the duty of executing social programmes is that of the government and not business. Organizations are socially responsible when they pay taxes to government to enable it embark on these programmes. Furthermore, the cost of social responsibility will ultimately be added to the cost of the goods and services offered by the companies, thereby leading to higher prices. This then means that it is the people who are paying for social service and not the company.

SOCIAL REACTIONS: This view of social responsibility believes that business must be concerned about the social costs of its activities. It should exceed legal set targets in its attempt to responsive behavior. In doing this, it is helping to solve some of the societal problems arising from activities and even those that are traceable to it. Social reaction therefore according to Seithi (1976:66) means behavior in reaction to currently prevailing social norms, values and expectations to various groups in the society for it to be socially responsible. Consequently any business that does not react favorably to the demands of societal groups is not socially responsible even if it means its legal obligation to society.

SOCIAL RESPONSIVENESS:  Business is socially responsible if its actions are anticipatory and preventive instead of reactive and restorative Seithi. To this group, social responsibility means acting in anticipation of the future needs of society. A socially responsive organization sees itself as part of the society and as such takes stand on public issues and contributes its quota toward solving societal problems.  It does not have to wait for groups to make demands on it before it acts rather, it initiates social  programmes which it feels would help society and execute them without prompting from any quarters.

2.3	DEFINITIONS AND CONCEPTS OF CORPORATE SOCIAL RESPONSIBILITY.

	The concept “Corporate Social Responsibility” has been defined in many ways – Most writers on social responsibility sees the concept as a disposition of an organization to exhibit “Missionary rather than “Mercenary” attitude towards the society. Holmes and watts (2000:19) on behalf of the World Business Council for Sustainable Development provide a reasonable representative definition as: The continuing commitment by business to behave ethically and contribute to economic development while improving the quality of life of the workforce and other families as well as those of the local community and society at large. Caroll (1979:96) proposed a four-part definition of corporate social responsibility. It consists of Economic, Legal, Ethical and Altruistic or discretionary corporate social responsibility. An organization’s economic responsibility to the society entails producing goods and services that society wants and setting them at a fair price that society wants and accepts. The goods and services must be of quality standard. The Legal responsibility that a company has to its society is to comply with the law and “play by the rules of the game”. (Lantos 2001:6).  Ethical responsibility embraces the range of norms, standards and expectations that reflect a concern for what consumers, employees, share-holders and the community regard as fair, just or in keeping with respect for or protection of stakeholders moral rights. Caroll, (1997:100). Discretionary responsibilities are purely voluntary and often guided by the personal values of an individual within a company. They go beyond the legal and are not generally expected in ethical sense. Caroll definition remains a useful basis for analysis as it encompasses the crucial elements of a company’s responsibility to society. According to Andrews (1977:43), the concept of corporate social responsibility can be described as the intelligent and objective concern which constrain individuals no matter how profitable, and leads them in the direction of the positive contribution to human betterment. Luttons and Hodget (1976: 24) noted it as the means to pursue those policies, to make decision, or to follow these line of action which are desirable in terms of objective and value of the society.  Imoiseh (1985:27) noted that the major limitation of these conceptions about social responsibility is the failure to take into account:’
1. Who determines what action of an organization constitutes social responsibility?
1. Where should be the “arena” for the organization to perform social responsibility?
According to Caroll, (1979:56) corporate social responsibility is about businesses and Corporate social responsibility can be best understood in terms of the changing relationship other organizations going beyond the legal, obligations to manage the impact they have on the environment and society. In particular, this could include how organizations interact with their employees, suppliers, customers and the communities in which they operate, as well as the extent to which they attempt to protect the environment.  The notion of a company to look beyond profit to their role in society is generally termed corporate social responsibility; it involves a company linking itself with ethical, values, transparency, employee relations, compliance with legal requirements and overall respect for the community in which it operates. It goes beyond the occasional community service action, however, as CSR is a corporate philosophy that drives strategic decision making, partner selection, hiring practices and ultimately brand development Corporate social responsibility also known as corporate responsibilities, corporate citizenship, responsible business or corporate social performance, is a form of corporate self-regulation integrated into a business model. 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. Essentially CSR is the deliberate inclusion of public interest into corporate decision making and the honoring of a triple bottom line: People, Planet and Profit. The entirety of corporate social responsibility can be discerned from the three words obtained within its title phrase: ‘Corporate’, ‘Social’, and ‘Responsibility’. Therefore, in broad terms, corporate social responsibility covers the responsibilities corporations or other profit organizations have to the society within which they are based and operate.

2.3.1	CATEGORIES OF CORPORATE SOCIAL RESPONSIBILITY:
	Public relations scholars have classified corporate social responsibility into various categories.  Sam Black’s four categories of corporate social responsibility are Enterprise, Education, Arts and Culture and environment.  Of recent, many organizations added sports to their corporate social responsibility activities. Again, Seithi (1987) provides what he calls a partial list of social responsibility categories to include being responsible for:
1. Product Lines; not producing dangerous products, maintaining good product standard that are environmentally safe.
1. Marketing Practices; responding to consumer complaints setting fair prices and maintaining fair advertising message contents.
1. Employee Services; training, counseling, granting allowances for the welfare of employees.
1. Corporate Philanthropy; contributing to community development activities and involving social projects.
1. Employee Safety and Health; setting effective work environment policies, accident safeguard, food and medical facilities.
	Through these categories of corporate social responsibility, a company is able to provide a healthy business environment for its operations and contribute to the well-being of the community

2.4.    CURRENT LITERATURE ON THEORIES AS POSTULATED.
2.4.1ARGUMENT AGAINST CORPORATE SOCIAL RESPONSIBILITY
	The most eminent personality against social responsibility is the late Milton Friedman who argued against social responsibility on social and economic ground. Milton Friedman in his word said that “there is one and only one social responsibility of business – to use resources and engage in activities designed to increase its profit so long as it stays within the rules of the game, which is to say, engage in open and free competition without deception or fraud”. He argues that managers are agents to stakeholders but if they spend corporate funds for social purpose they are essentially stealing from stakeholders. David Henderson puts it as follows – companies will best discharge the responsibilities which specifically belong to them by taking profitability as a guide, subject always acting within the law, and that they should not go out of their way to define and promote wider self chosen objective. Some arguments are stated thus:-
1. LESS ECONOMIC EFFIENCY: The primary task of business is to maximize profit by focusing strictly on economic activities. This school of thought believes that concentrating resources in the social area could lead to less economic efficiency and therefore  become detrimental to the society. It holds that when business organization concentrates resources that supposed to be used for other meaningful economic activities on social are ars, there is tendency that it will reduce the economic efficiency of the organization.
1. EXCESSIVE COST THAN BENEFITS TO SOCIETY:  Cost incurred in undertaking some of these social responsibility programmes are higher than the benefits society will derive from them and business organization knows the way of passing this burden to society in terms of raising prices of their product or services to excessive levels to the detriment of the consumers.
1. VIOLATION OF BUSINESS DECISION-MAKING: There is a believe that undertaking some social responsibility activities violates sound economic business decision making that should rightfully concentrate on earning profit.

1. LACK OF SKILLS ON THE PART OF MANAGERS DETERMINE SOCIALLY DESIRABLE PROJECTS:  Managers are neither trained nor do them posses the skills and knowledge of resources to determine which social desirable project to support. Even where they have the knowledge, it may not be easy as they think because of the technicalities involved.

1. NO COMPLETE SUPPORT FOR INVOLVEMENT IN SOCIAL RESPONSIBILITY:  Consequently, disagreements among groups with different viewpoints will cause friction. However, it should be noted that Friedman criticism was directed solely against the introduction of corporate social responsibility within profit-making business organizations in the private sectors.
2.4.2     ARGUMENT FOR SOCIAL RESPONSIBILITY:
	The arguments for social responsibility rest on the notion that accepting social responsibility is the correct moral position of the firm.  People who argue in favour of social responsibility claims that our modern industrial society faces many serious social problems brought by larger corporations such as water, land and air pollution and resources depletion, they should play a major role in solving this problem. Other factors on which the argument for social responsibility is based are:-

1. The improvement of internal opportunities and the creation of better job environment.
1. The business firms controls so many resources and can devote some of the resources to the betterment of the society.
1. Social investments create a favorable public image thus a firm may attract customers, employees and investors.
1. It is better to prevent problems than to cure them.  It may be easier to help hardcore unemployed than to cope with social unrest.
1. Social responsibility actions may increase profit in the long-run.  There are certain actions of the business in relation to social responsibility which may increase the company’s profitability.  For example, identifying consumer needs and wants, producing goods tailored to these needs may not produce desired result in the short run but on the long run.  More profit can be realized with increased productivity.  Social responsibility makes business organization have more concern for the society because the society is affected by business operation.

2.4.3 	FACTORS MOTIVATING THE ADOPTION OF CORPORATE   SOCIAL RESPONSIBILITY.
	Business operates in a global market where companies are increasing in the public eye. It is difficult for companies to hide in discrepancies as they are highly visible and vulnerable to attacks from stakeholders. Companies need to be sensitive to societal anxiety if they are to avoid damage to their reputation. These anxieties changes over time as different issues come into the public eye.  So companies must be dynamic in the way they respond. The main factors that may motivate companies to carry out social responsibility are stakeholder management, financial performance, consumer pressure, risk management, attracting employees and personal values.

STAKEHOLDER MANAGEMENT:
	Stakeholder management is a generally accepted concept in the business community. Stakeholders have been discarded as “the groups and individual who benefit from or are harmed by, and whose rights are violated or respected by, corporate actions (Freeman 2006:20). Increasingly, corporations are motivated to become more socially responsible because their most important stakeholders expect them to understand and address the social and community issues that are relevant to them. Understanding what is important to employees is business benefits that can be derived from increased employee engagement. The motivation here is for business to become involved in corporate social responsibility by addressing the wide range and constant set of demands made by stakeholders.

FINANCIAL PERFORMANCE:
	Since the early 1980s a significant body of corporate social responsibility research has centered on the debate over the relationship between corporate social responsibility and strong financial performance. Government agencies and organizations promoting the corporate social responsibility agenda seems to be convinced that, assuming a social responsibility role will bring financial gain to the business world. Being involved in social responsibility is a win- win opportunity not just for companies and financial investors but also for the society at large.
CONSUMERS:
	Consumer’s pressure and damage to the global image of a popular brand is one of the reasons why companies may be motivated to assume the mantle of social responsibility. In Nigeria, organizations and agencies like National Food and Drug Administration Campaign, Standard Organization of Nigeria and National Drug Law Enforcement Agency, has been an advocate for consumer’s protection especial in the current climate of concern about public health. 
RISK MANAGEMENT:
	Risk management centers on problems that can be caused by consumer’s pressure. However, today’s management encompasses a wider range of stakeholders, each of which must be considered if a company is to avoid variety pitfalls and protect its reputation. Companies often conduct business in areas where they can be at low risk especially working in a densely populated area or with companies with irresponsible practices. Social responsibility activities can be use to mitigate this risk.
EMPLOYEES:
	Many studies has shown that investing in employees can bring direct benefits to a company both financially and in terms of increased employee loyalty and productivity. Such investment can include schemes like provision of healthcare services to employees, childcare facilities, flexible work hours and job sharing. Employee’s investment is an essential aspect of social responsibility as the workforce is also the community, especially in companies where a substantial portion of employees are likely to come from the local community. Involving employees in social responsibility activities is another way in investing in them
PERSONAL VALUES:
	Companies and individual within an organization may be motivated to carry out social responsibility for moral reasons. Managers of organization may carryout social responsibility activities because of the respect accorded to them for being involved in such activities by members of the society. This approach to corporate social responsibility is described in literature as voluntary or philanthropic social responsibility

2.4.4	THE BENEFITS OF CORPORATE SOCIAL 	RESPONSIBILITY:
	Drucker emphasizes the importance of the exercise of social responsibility by business and by managers. This responsibility can no longer be based on the assumption that the self-interest of the owner of property will lead to the public good, or that self-interest and public good can be kept apart and considered to have nothing to do with each other. On the contrary, it requires of the manager that he assume responsibility for the public good, that he subordinate his actions to an ethical standard of conduct. Some of the benefits accruing to business organization that is involved in social responsibility include the following.

1.	ENHANCED REPUTATION:
	Good company performance in relation to sustainability issues can both build reputation while poor performance when exposed can damage brand value. In the course of this research work, it was noted that Globacom Nigeria Limited has a very good reputation in the community where it exists.

II.	INCREASED ABILITY TO RECRUIT, DEVELOP AND RETAIN STAFF:
	These can be direct or indirect. The 1999 business Ethics study found that employees are more likely to be loyal when they believe their workplace has ethical practices. An organization that engages in corporate social responsibility 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 forward to extending their business. Diligence in meeting social and environmental concerns can result in a reduction in red tapism and a more cooperative relationship with government departments which gives the company significant competitive benefits.

IV.	ENJOYING PREFERRED BUSINESS PARTNER STATUS: 
	Given the opportunity to choose among several bidders for a potential project, some governments are more likely to choose a company with the best reputation with respect to indigenous relations and human rights practices. For instance, Globacom Nigeria has gained a lot of good reputation in the government circle and these are shown by the different award that the management has received both nationally and internationally.

2.4.5	CORPORATE SOCIAL RESPONSIBILITY FOCUS IN THE TELECOMMUNICATION INDUSTRY:

	Service industries such as the banking, insurance retail and telecommunication industries are generally perceived as corporate ‘bodies’ and have an image of modern and clean business. Although, their direct social and environmental foot print is often relatively small; their role as market gatekeepers means that they can have substantial influence. Corporate social responsibility leaders in these sectors tend to be motivated by the strategic need to innovate in fast moving industries as well as the competitive “war for talent”. The telecommunication industry is the fastest growing sector in Nigeria. As such, corporate social responsibility is a strategy used by these companies to gain their ground and to provide sustainable development to the country and to their host community. They focus on the potentials of information communication technologies to empower enterprise development, educational opportunities and the capacity to respond to emergencies.  Developments such as tele-banking, internet trade and others has the potential to save energy, paperwork and the need to travel, reducing air pollution and resources waste. Many companies in the telecommunication industry are aligning themselves towards the commercial opportunities that sustainable development could offer the industry, by bringing services to those communities that are currently on the wrong side of the digital world.  As such, corporate social responsibility is part of their core business strategy and is seen as a way of gaining competitive edge over competitors.

2.4.6 THE IMPLICATIONS OF SOCIAL RESPONSIBILITY IN 	NIGERIA’S TELECOMMUNICATION INDUSTRIES:
	From the foregoing we will have understood what social responsibility means. The questions that should be asked is, what is the implication of social responsibility to Nigeria’s telecommunication industries? In the case of Telecommunication Industries in Nigeria, concerns about corporate social and environmental responsibility have advanced alongside consumer health and safety concerns. Companies in the telecommunication industry are being regulated by laws on how to carry out their service process to make sure that their product and services does not have negative effect on the health of the consumers. In view of these, this research work was actually carried out to see the extent to which telecommunication industries in Nigeria get themselves involved in social responsibility and the researcher decided to use Globacom Nigeria Limited as a case study.



2.4.7     PLANNING AND CORPORATE SOCIAL RESPONSIBILITY:
	Planning is the life wire of every management, and the organization in general, as it is always said that anyone who fails to plan plans to fail.  Any organization that wishes to stay ahead of its rival must determine to plan all moment and at all level of the organization set up. Managers of organizations intending to be socially responsible must have an organized plan towards incorporating social responsibility activities into the organization’s policy.  According to Akpanenua (2001:5) planning is the analysis of the relevant information from the past and an assessment of probable or likely future development so that a course of action may be determined that enables the organization to meet its stated objectives. Social responsibility issue should therefore be included in the formal strategic planning process to give it adequate attention, which it requires by top management, and then be operationalized.  It is no more enough for companies to say that they accept the concept of corporate social responsibility in principle. Fredrick, T (1978:96). Outlined a ‘conceptual transaction’ from the philosophical-ethical concept of corporate social responsibility to the action-orientated managerial concept of corporate social responsibility. Responsibility implies a state of having assumed an obligation, whereas responsiveness is a more dynamic term implying action that needs to be taken. In short, responsiveness assumes an obligation that has been undertaken, and relates to the more pragmatic managerial decisions that companies must carry out.  To be socially responsive, companies must be sensitive to the dynamic nature of society.  Once a firm has established the need for social responsibility, it has to:
· Determine the issues to be addressed.
· Select the response strategies
· Put the implementation plans into effect.

Determining Issues to be addressed:
	Social Responsibility issue tends to change over time.  The firm addresses some issues voluntarily while the government or other groups thrust some others upon them.
The most prominent factor in the areas of social involvement are:
i,	Matching a social need to a corporate need or ability to help.	
ii.	Ranking the seriousness of the need
iii.	Determining the interest of top executives.
iv.	Evaluating the public relations value of social activities
v.	Dealing with Government pressures.
Selecting the Response Strategy:
	In being socially responsive, there are different strategies employed by companies:

1.	A Reactive Strategy:
	In this case the company reacts or fights governmental or public pressure.  The company behaves aggressive and maintains a hard stand.
2.	A Defensive Strategy:
	Here the company defends itself less aggressively and accepts changes more programmatically.
3.	The Strategy of Accommodation:
	This approach is more progressive.  It accepts the idea of social changes and the necessity for the firm to develop a positive response to it.
	Lastly the firm takes the lead in dealing with emerging issues and not waiting for critical social pressure.
Implementing Social Programmes:
	When social issues are determined and the response strategy selected, then, organizations should move on to implement the issues based management support.





















CHAPTER THREE
3.0	METHODOLOGY
	This chapter is designed specifically to analyze the impact of corporate social responsibility in Nigeria Telecommunication industry using Globacom Nigeria Limited as a case study. It focuses attention on the methodology employed in this research and the way of gathering information that could lead to possible solution to the research problems. It consist of historical background of Globacom Nigeria limited, research design, sources of data collection, population of the study, sample design and determination of sample size, method of data collection and data analysis.
3.1	HISTORICAL BACKGROUND OF GLOBACOM NIGERIA LIMITED
Globacom Limited is a Nigeria multinational telecommunication company. Glo is a privately owned telecommunication company that started operations on the 29th August, 2003 in Nigeria. Globacom is privately owned by Mike Adenuga Group which consists of Equitorial Trust Bank, Conoil Plc., and a petroleum marketing company producing a crude exploration company. The sole aim of introducing and launching Globacom in Nigeria was to provide telecommunication service to the people of Nigeria as a means of solving the problem of inadequate communication flow. Although Glo Mobile was the fourth telecommunication operator in Nigeria, within seven years of the company’s operation, its subscriber base has grown to over 25 million. Glo has an estimate of over 25 million subscribers. It has a reputation as one of the fastest growing multinational carrier in the world and the vision for Glo is to be the biggest and best carrier in Africa. Globacom currently operates in four countries in West Africa namely Republic of Benin, Ghana, Ivory Coast and Nigeria. Its Headquarter is in Lagos, Nigeria because it is 100 percent a Nigerian owned company. According to Globacom Annual Report: (2009:6). In August, 2003, Glo Mobile was launched in Nigeria and it introduced lower tariffs, pay per second billing and along other value added services. Glo Mobile is a subsidiary of Glo, its Glo Mobile Network Unit. Globacom ability to become the best telecommunication company in Africa and all over the world is due to the strategies they design in other to carry out their business smoothly. In 2005, Glo Mobile introduced Glo fleet manager which is the most comprehensive Vehicle Tracking solution offered to save time and money. Glo fleet manager helps managers, transporters fleet operator manage their fleet effectively and efficiently. They also introduced the Glo Mobile Internet Service which provides subscribers with speed access to all popular Internet sites which have been customized for mobile phone browsing. The company in 2006 introduced Black Berry which is the leading wireless solution that keeps mobile professionals around the world connected to people and information. In 2009, Globacom launched Blackberry prepaid service which gives subscribers options to pay daily, weekly or monthly for the service The company now provides coverage to over 85 cities and towns and well over 5000 communities and villages spinning every geo-political zone and 36 of Nigeria’s States. Under the chairmanship of Otunba Michael Adeniyi Ishola Adenuga Jr., Globacom has turned out to become the fastest and best telecommunication industry in West Africa.  Recently, Glo mobile was launched in Republic of Benin. Glo Mobile showed unprecedented growth through sales of 600,000 Sim Cards in the first ten days of operation. Glo acquired an operating license through its Glo Mobile division in Ghana and currently has about 11 millions subscribers in Ghana, and in 2009, the company acquired submarine cable landing rights and international gateway services in Ivory coast Globacom Nigeria Limited is a leading telecommunication company in Nigeria, which has been at the forefront of promoting sustainable development and high standards of corporate governance and is one of the few signatories that keep date to the convention of business integrity. According to Frank Nweke, (2006.5. guardian newspaper) “Glo is an authentic Nigeria Company. What is has achieved in the past years demonstrates great potentials, great opportunities, drive for excellence and commitment to Nigeria”. Recently, Mike Adenuga foundation donated relief materials worth  70million naira to those affected in Balyelsa flood. The Nigerian communication commission awarded the company as the second national operator driven by the success of Globacom in Nigeria.

3.2     RESEARCH DESIGN
In defining research design, Nwana, (1981:19) stated that research design is a term used to describe a number of decisions. A descriptive method of research is used for this study, it is of great importance to identify the method and procedure adopted in this research work since it gives the reader background information on how to evaluate the findings and conclusions

3.3	SOURCES OF DATA COLLECTION
          In adopting any method in research study, it is imperative to put into consideration the approach that will yield the most productive result relevant to the problems at hand. In this regard, data for this study were gathered from the following sources.
· Primary source
· Secondary source
3.3.1    PRIMARY SOURCE OF DATA
           Primary data are first hand data obtained from the respondents. The research used both structured interviews and questionnaires including observation method to obtain relevant data from the respondents.
3.3.2    SECONDARY SOURCE OF DATA
            Secondary data are obtained from review of related literatures of opinions of expects in the subject matter. These data were obtained from management text books, magazines, newspapers, from public and academic libraries and Glo publications.

3.4      POPULATION OF THE STUDY
Asika (1991:52) assess population of the study as a census of all items or subject that possess the characteristics, or that have knowledge of the phenomenon being studied. The population of the study was composed of staff of Globacom customer centre Ilorin and the customers of Glo. The researcher has decided to use 20 Glo staff as a representative of their total population and chooses 80 Glo customers. Thus, the sample population is 100.

3.5    SAMPLE DESIGN AND DETERMINATION OF SAMPLE SIZE
       Sample according to Nwabueke (1993:8), is the population of the total population of the universe to be studied. Since the population is a finite one, application of statistical formula becomes imperative in determining the sample size. The sample size according to Okeke (1995:25) can be determined by using Yamani (1964) Formula: 
              n   =           N      

                           1 + N(e)²
    Where    n  =  Sample size
                   N =  Population of the study  
                   e  =  Tolerable error (5%)
              n  =         100 
                      1 + 100 (0.05)²
               n  =         100
                      1 + 100 (0.0025)
               n  =         100

                           1 + 0.25
               n =          100
                             1.25
  =    80
              n  =  80
Using Bourley’s proportional allocation formula:
              n  =     n (n)  
                          N
Where n = Element within the sample frame. i.e number allocated to each        employees and customers.
               n = Sample or proportion of the universe used for the study (total sample size)
               N = Population of the study.
Staff:           n =  20 x 80
                              100         

 =   1600
                         100       
                       =    16
   Customer:   
              n = 80 x 80
                         100      =   6400
                                           100         =   64
          To cross check:
16  64 = 80 (Sample size)

3.6      METHODS OF DATA COLLECTION
       The researcher constructed a questionnaire which consist of 25 item that where both open and close ended questions. The  questionnaires will involve questions for both staff and customers of Globacom Nigeria. Secondary data was collected from the statement of accounts and annual reports of Glo for various years and their different publications.


3.6.1	QUESTIONNAIRE DESIGN, DIISTRIBUTION AND COLLECTION OF RESPONSE.
In designing the questionnaires, conscious efforts were made to structure the questions into multiple choice question which gave the respondent the opportunity of answering either Yes or No or choose from the range answers. The researcher used simple random sampling technique to choose the respondents or the sample size from the population without bias.

3.7	METHODS OF DATA ANALYSIS
     In analyzing the data collected using questionnaire, the researcher used descriptive sample percentage tables and chi – square statistical tools which is used in testing two random samples.
      Chi – square is given as:
                          X² = Σ (o – e)² 
                                          e
           Where     X² = Chi – square
                          o = Observed frequency
                          e = Expected frequency
		 Σ = Summation of the frequency.
This text is based strictly on the primary data gotten from the useof questionnaire.
DECISION RULE: Reject Null Hypothesis if calculated value of (X²) is greater than the critical value and accept Null Hypothesis if calculated value of (X²) is less than the critical value.











CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0    INTRODUCTION
This chapter focuses on presentation, analysis and interpretation of data collected through the use of questionnaire that was distributed to both staff and customers of Glo. This analysis of data is necessary to bring out the result of the research work done and to enable comment to be made on data collected and draw conclusion based on it.  The information gathered in the course of this study through questionnaires are reported and critically analyzed. For the purpose of clarity, simple percentage and chi square (X2) were used, and the responses are presented in tabular forms

4.1	ANALYSIS OF RESPONSES TO PERSONALINFORMATION BY CUSTOMERS
Below are the tabular presentations of responses to personal information on the questionnaires distributed to the customers.
	TABLE4.1.1:ANALYSIS OF RESPONSES TO GENDER

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	MALE
	37
	46.2
	46.8
	46.8

	
	FEMALE
	42
	52.5
	53.2
	100.0

	
	Total
	79
	98.8
	100.0
	

	Missing
	System
	1
	1.2
	
	

	Total
	80
	100.0
	
	


Source: Field Survey, 2025
Table 4.1.1 above shows that out of eighty (80) questionnaires filled and returned by the respondents, thirty seven (37) representing about 46.2% were male and forty two (42) representing 52.5% were female, while one (1) representing  1.2%  that refuse to give information about his/her gender.  This implies that majority of the respondents were female.
	TABLE 4.1.2 ANALYSIS OF  RESPONSES TOAGE DISTRIBUTION

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	13-20
	33
	41.2
	41.2
	41.2

	
	21-40
	42
	52.5
	52.5
	93.8

	
	41-60
	5
	6.2
	6.2
	100.0

	
	Total
	80
	100.0
	100.0
	


Source: Field Survey, 2025
	TABLE 4.1.3: ANALYSIS OF RESPONDENTS TO EDUCATIONAL QUALIFICATION

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	FSLC
SSCE
	0
10
	0
12.5
	0
12.5
	0
12.5

	
	NCE/OND
	22
	27.5
	27.5
	40.0

	
	HND/BSc
	48
	60.0
	60.0
	100.0

	
	Total
	80
	100.0
	100.0
	


Table 4.1.2 shows that out of eighty (80) questionnaires filled and returned  by the customers, thirty three (33) representing about 41.2% were between the ages range of 13 – 20 years, forty  two (42) representing about 52.5%were between the ages range of 21 – 40years and five (5) representing about 6.2%  were between the ages range of 41 – 60years. It can be deduced from the above analysis that majority of the customers were within the working age groning

Source: Field Survey, 2025
Table 4.1.3 above shows that out of eighty (80) questionnaires filled and returned by the respondents, ten (10) representing about 12.5% were SSCE holder, twenty two (22) representing 27.5% were and forty eight representing 60% were HND/BSC holder.  This implies that majority of the customers are academically qualified.
	TABLE 4.1.4 ANALYSIS OF RESPONDENTS ON ASSESSING THE PERFORMANCE OF ORGANIZATION TO SOCIAL RESPONSISSBILITY ACTIVIES

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	VERY SATISFACTORY
	23
	28.8
	28.8
	28.8

	
	FAIRLY SATISFACTORY
	32
	40.0
	40.0
	68.8

	
	SATISFACTORY
	24
	30.0
	30.0
	98.8

	
	NOT SATISFACTORY
	1
	1.2
	1.2
	100.0

	
	Total
	80
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.1.4 above shows that out of eighty (80) questionnaires filled and returned by the respondents, twenty three (23) representing about 28.8% were very satisfactory to organization social responsibility, thirty two (32) representing 40% were fairly satisfactory to organization social responsibility, twenty four (24) representing 30% were satisfactory to organization social responsibility and only one (1) representing 1.2% were not satisfactory to organization social responsibility. This implies that majority of the respondents are satisfactory to organization social responsibility activities.
	TABLE 4.1.5: ANALYSIS OF RESPONDENTS TO HOW LONG HAVECUSTOMERS BEEN BENEFITING FROM GLOBACOM SOCIAL RESPONSIBILITY ACTIVITES

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0-4YRS
	46
	57.5
	57.5
	57.5

	
	5-10YRS
	31
	38.8
	38.8
	96.2

	
	10YRS&ABOVE
	3
	3.8
	3.8
	100.0

	
	Total
	80
	100.0
	100.0
	





Source: Field Survey, 2025
Table 4.1.5  shows that out of seventy seven questionnaires filled and returned by the respondents, forty  six (46) representing about 57.5% have benefitted for 0 – 4 years, thirty one (31) representing about 38.8% have benefitted for 5 – 10 years and  three (3)representing about 3.8% have benefitted for 10 years and above. This implies that majority of the customers have benefitted from social responsibilities provided by Globacom Nigeria Ltd, Ilorin.

4.2	ANALYSIS OF RESPONSES TO PERSONAL INFORMATION BY STAFF OF GLOBACOM NIGERIA LTD, ILORIN
Below are the tabular presentations of responses to personal information on the questionnaires distributed to the staffs of Globacom Nigeria Ltd.

	TABLE 4.2.1:   ANALYSIS OF RESPONSES TO GENDER

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	MALE
	10
	50.0
	50.0
	50.0

	
	FEMALE
	10
	50.0
	50.0
	100.0

	
	Total
	20
	100.0
	100.0
	




Source: Field Survey, 2025
Table 4.2.1 above shows that out of twenty (20) questionnaires filled and returned by the respondents, ten (10) representing 50.0% were male and ten (10) representing 50% were female.
	TABLE 4.2.2 ANALYSIS OF  RESPONSES TO AGE DISTRIBUTION

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-30
	11
	55.0
	55.0
	55.0

	
	31-50
	9
	45.0
	45.0
	100.0

	
	50&ABO
Total
	0
20
	0.0
100.0
	
100.0
	


Source: Field Survey, 2025
Table 4.2.2 shows that out of twenty (20) questionnaires filled and returned  by the customers, eleven (11) representing 55% were between the age range of 18 – 30 years, nine (9) representing 45% were between the age range of 31 – 50years and no response for 50 years and above. It can be deduced from the above analysis that majority of the staffs were within the working age
TABLE 4.2.3: ANALYSIS OF RESPONSES TO EDUCATIONALQUALIFICATION
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE
NCE/OND
	0
3
	0.0
15.0
	0.0
15.0
	0.0
15.0

	
	BSC/HND
	12
	60.0
	60.0
	75.0

	
	MBA/PHD
	5
	25.0
	25.0
	100.0

	
	Total
	20
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.3 above shows that out of twenty (20) questionnaires filled and returned by the respondents, there was no response for SSCE holder,three (3) representing 15% were NCE/OND,twelve (12) representing 60% were HND/BSC holder and five (5) representing 25% were MBA/PHD.  This implies that majority of the respondents are educationally qualified.

	TABLE 4.2.4: ANALYSIS OF RESPONSES TO EDUCATIONAL QUALIFICATION

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0-4YRS
	6
	30.0
	30.0
	30.0

	
	5-10YRS
	13
	65.0
	65.0
	95.0

	
	11&ABOVE
	1
	5.0
	5.0
	100.0

	
	Total
	20
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.4 shows that out of twenty (20) questionnaires filled and returned  by the customers, six (6) representing 30% have 0 – 4 years working  experience, thirteen (13) representing 65% have 5 – 10years and only one (1) representing 5% have eleven (11) years and above. It can be deduced from the above analysis that majority of the staffs that responded to the questionnaires have been working long with Globacom Nigeria Ltd.

	TABLE 4.2.5 ANALYSIS OF RESPONSES TO SECTORS OF THE ECONONOMY COMPANY’S SOCIAL RESPONSIBILITY FOCUSED ON

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	HEALTH
EDUCATION
	0
10
	0
50.0
	0
50.0
	0
50.0

	
	RECREATION
	2
	10.0
	10.0
	60.0

	
	SPORTS
	8
	40.0
	40.0
	100.0

	
	Total
	20
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.5 above shows that out of twenty (20) questionnaires filled and returned by the respondents, ten (10) representing 50%   indicated that the company’s social responsibility focused on education sector, two (2) representing 10% indicated recreation and eight (8) indicated sports sector. This implies that majority of the company’s social responsibility focused on education sector.
4.3	HYPOTHESIS TESTING
The hypotheses stated earlier in chapter one are tested in this section, using Chi Square (X2) as statistical tool. A table of frequency is constructed first to enable the computation of responses to item statements.
4.3.1	HYPOTHESIS I
H0: 	The organization involvement in social responsibility does not have effect on the company and its host community.
H1: 	The organization involvement in social responsibility has effect on the company and its host community.
This hypothesis is tested using staff questionnaire distributed to the respondents, and the results are shown below:

	TABLE 4.3.1: CROSS TABULATION BETWEEN INVOLVEMENT IN SOCIAL RESPONSIBILITY AND EFFECT ON COMPANY

	
	
	
	INVOLVEMENT IN SOCIAL RESPONSIBILITY
	Total

	
	
	
	YES
	NO
	

	COMPANY
	YES
	Count
	15
	1
	16

	
	
	Expected Count
	13.6
	2.4
	16.0

	
	NO
	Count
	2
	2
	4

	
	
	Expected Count
	3.4
	.6
	4.0

	Total
	Count
	17
	3
	20

	
	Expected Count
	17.0
	3.0
	20.0


Source: SPSS result, 2025
Table 4.3.1 above show the cross tabulation matrix output presents tabulations (counts) for the dependent variable (effect on company) separated across the group of the independent variables (involvement in social responsibility). Here, the involvements in social responsibility are presented in the columns and effects on company are presented in the rows. Within each cell the observed values are listed first (labeled as “Count” in the row heading) and the expected values are listed below the observed (labeled as “Expected Count” in the row heading).


	

	
	Value
	df
	Asymp. Sig. (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	4.804a
	1
	.028
	
	

	Continuity Correctionb
	1.985
	1
	.159
	
	

	Likelihood Ratio
	3.882
	1
	.049
	
	

	Fisher's Exact Test
	
	
	
	.088
	.088

	Linear-by-Linear Association
	4.564
	1
	.033
	
	

	N of Valid Casesb
	20
	
	
	
	


Source: SPSS result, 2025
Table 4.3.2 above shows the chi-square tests; the chi-square obtained, the degrees of freedom [df = (R-1)(C-1)] and the exact level of significance. In this case,
The chi-square test is 19.251
Degree of freedom [df = (2-1)(2-1)] is 1
ThePearson Chi-Square which is used to check if any of the variables are significant (Asyp. Sig) is 0.004.  Since the “Asyp. Sig” value (0.004) is less than the critical value (0.05), the null hypothesis is rejected and the alternative is accepted. Hence, organization involvement in social responsibility activities will have an effect on the company and the community.
4.3.2	HYPOTHESIS II
H0: 	Globacom corporate social responsibility programme does not enhance organizational-societal relationship.
H1:	Globacom corporate social responsibility programme enhance organizational-societal relationship.
This hypothesis is tested using customer questionnaires distributed to the respondents, and the results are shown below:
	TABLE 4.4.2: CROSS TABULATION BETWEEN GLOBACOM SOCIAL RESPONSIBILITY PROGRAMME AND ORGANIZATIONAL-SOCIETAL RELATIONSHIP

	
	
	
	GLOBACOM SOCIAL RESPONSIBILITY PROGRAMME
	Total

	
	
	
	YES
	NO
	

	ORGANIZATIONAL-SOCIETAL RELATI
ONSHIP
	YES
	Count
	46
	7
	53

	
	
	Expected Count
	39.1
	13.9
	53.0

	
	NO
	Count
	13
	14
	27

	
	
	Expected Count
	19.9
	7.1
	27.0

	Total
	Count
	59
	21
	80

	
	Expected Count
	59.0
	21.0
	80.0


Source: Field Survey, 2025
Table 4.4.2 above show the cross tabulation matrix output presents tabulations (counts) for the dependent variable (organizational-societal relationship) separated across the group of the independent variables (globacom social responsibility programme). Here, the globacom social responsibility programme are presented in the columns and organizational-societal relationship are presented in the rows. Within each cell the observed values are listed first (labeled as “Count” in the row heading) and the expected values are listed below the observed (labeled as “Expected Count” in the row heading).
	TABLE 4.4.3:  Chi-Square Tests

	
	Value
	Df
	Asymp. Sig. (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	13.798a
	1
	.000
	
	

	Continuity Correctionb
	11.874
	1
	.001
	
	

	Likelihood Ratio
	13.339
	1
	.000
	
	

	Fisher's Exact Test
	
	
	
	.000
	.000

	Linear-by-Linear Association
	13.626
	1
	.000
	
	

	N of Valid Casesb
	80
	
	
	
	


Source: SPSS result, 2025
Table 4.4.2 above shows the chi-square tests; the chi-square obtained, the degrees of freedom [df = (R-1)(C-1)] and the exact level of significance. In this case,
The Pearson chi-square test is13.789 Degree of freedom [df = (2-1)(2-1)] is 1
ThePearson Chi-Square which is used to check if any of the variables are significant (Asyp. Sig) is 0.000.  Since the “Asyp. Sig” value (0.000) is less than the critical value (0.05), the null hypothesis is rejected and the alternative is accepted. Hence, Globacom corporate social responsibility programme will enhance organizational-societal relationship.










CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS:
	Social responsibility has been a hot topic in every business area, from corporate boardroom to the door of the classroom as to whether or not organizations should be socially responsible to its immediate environment. Taking a critical look into the context of this research work, it is easy to say that an enlightened business is one that recognizes that it is in its own interest to be socially responsible, since an enhanced public image is more likely to be attractive to investors, employees, customers, suppliers, consumers and its host community and government. It was discovered from the research conducted that Globacom Nigeria Limited has been involved in corporate social responsibility activities to its host community since its establishment in the country.  The company has seen the need to involve itself in its community affairs by facilitating sport activities, providing educational facilities and also providing entertainment services to its immediate environment. But as beautiful as it may sound, a lot of factors are standing against a business performing what it owes its immediate environment.
1. Political instability and various communal and inter-tribal clashes have served as a factor that militates against a firm’s involvement in corporate social responsibility activities.  In places where the political environment is not stable, organizations do not like to invest or sink their funds in performing social activities.
1. Value system of the nation or community: 
The value system of this country is so eroded that finance budgeted for quotas can be easily shared among the top ranking officers/executives of the company and the traditional rulers of such locality thereby, “closing” the mouth of those who may have the “voice” to speak for the community.
1. The society is becoming ungrateful and unappreciative of the efforts of the company’s social responsibility roles.  This always makes the community to ask for more. 
D.  Another militating factor is the State of the Economy: Instability in the economy such as, inflation, economic meltdown, recession, etc, will make the firm not to sink their funds into social responsibility activities.  Despite all these militating factors, it was discovered that many people in the community have benefited in one way or the other from Globacom apart from the fact that most of its employees are selected from its immediate environment.  This shows that Globacom Nigeria Limited is not reluctant in rendering some social responsibility programmes to its immediate environment where she operates and to the entire nation as a whole. From the fore-going, it can be deduced that in-spite of profit motives, Globacom Nigeria has demonstrated corporate social consciousness as she ought to do. It was also discovered and revealed that social responsibility is a legitimate action of the firm and that the firms involvement in social responsibility has a great positive impact on the firm and that the assessment of the community to the company’s social activities has been satisfactory.  The research also revealed that the quality of the company’s services is perfect which gives value to the sum of money spent for it and that the company’s social responsibility activities has enhanced organization – community relationship.

FINDINGS:
	No business organization exists in a vacuum, but has among itself an interacting variable – The business environment – for which it is a part.  Social responsibility is an aspect that organizations should not neglect as it has a great impact on the organization. The case study focuses on the approach Globacom Nigeria Limited takes to social responsibilities.  The company is proud that in addition to being among the world best telecommunication service providing company, it still takes an active responsibility interest in individuals and communities at a local level where ever it operates. This research work reveals that, Globacom social responsibility focuses on three aspects – Sport, Education and Entertainment. Their sport sponsorship has helped this nation in so many ways, youth who ought to have been involved in armed robbery are now using the same strength in playing football and some cheering and encouraging the team playing (Supporter Club). For example, In Nigeria Glo sponsored the Nigerian Premier league. Nigeria National Football Teams. Nigeria Football Federation, the Confederation of African Football and African player of the year Award. The entertainment sector has helped to easy to stress from people by making them feel relaxed, laugh, have much to eat and drink, listen to music and joke which due to their busy or tight work schedule will not permit them to listen to.  Also it helped people meet lost friends or relations. Furthermore, the entertainment aspect helps most especially young ones display their talent to the world, so that people can see that the youths are loaded and not just roaming about wasting their lives. The Education aspect has help in improving the quality of education in their host country and also giving out scholarship and other facilities that will aid in the effective functioning of the education sector. They organize seminars in schools to educate students on important issues that will enlighten their knowledge and widen their horizon. Globacom has also provided employment for people especially members of its host communities, which has help reduce the level of unemployment in the country. Many times, the company involves active strategy to social responsibility activities in the community, but sometimes encounters pressure from the public. Since all parties benefit from Globacom social responsibility activities, it can now be said with air of certainty that the force that moved Globacom to the top of the telecommunication industry is their leadership role in social responsibility.  As far as they maintain this policy, they are bound to remain at the peak of the telecommunication industries. The government has played some part in recent times.  We can only hope that business will reciprocate just as Globacom Nigeria Limited has done by getting involved in corporate social responsibility activities to its host community and the country at large.  
5.2	CONCLUSION
	The survival of any organization is dependent upon series of exchange between the organization and its environment. The involvement and participation of Globacom Nigeria Limited in social responsibility practices shows that the company is socially responsible to its immediate environment. For any organization to survive, it has to properly take part in social responsibility activity.  Most organizations and government agencies agrees that social responsibility is well and truly on the agenda in the business world because businesses operate in an environment where her resources are sourced, and for this citizens will be looking up to them with high expectations and if this expectations are dashed, it will not go well with both the organization and the citizens. Where shareholders refuse the approval of social responsibility they may receive wrath from the government and its host community. Having said this, organizations should take up the issue of social responsibility seriously.  If a company fails to meet stakeholders’ expectations, it can put its own future at risk. In conclusion, corporate social responsibility can therefore be best described as a total approach to business.  Corporate social responsibility creeps into all aspect of operations.  Like quality it is something that you know when you see it.  It is something that business today should genuinely and wholeheartedly be committed to.  The dangers of ignoring social responsibility are too dangerous

5.3	RECOMMENDATIONS.
	The idea that the only function of business organization is profit maximization for the shareholders should be erased and become obsolete and thus they should shift emphasis to a newer term “social responsibility”.  To this effect Nigeria businessmen and women would protect their long-term interest by redefining their objectives to include those of the communities in which they carry out their business operations, In view of the above, the following recommendations are made which will be based on the findings presented in the study.	
· The company should expand their activities by going into other areas like health, charity giving, instead of focusing on only sport, education and entertainment. 
· The organization should provide adequate amenities to its immediate environment.
· The company should improve on their service; most times the network reception is very poor.
· Despite the fact that Glo does not cover many rural areas in Nigeria, their social responsibility programme should not only center in the urban areas.  Their social responsibility project should also be shifted to rural areas where there is no network coverage.
· A committee should be established to oversee their social responsibility activities.
· The company should partner with the government to ensure effectiveness in running their social responsibility programmes. Without endangering corporate survival, businessmen should realize the advantages of giving grants to universities and other institutions and to its community.  Businessmen or organizations should realize that an increase in the entrepreneur spirit of the populace can only be beneficial to the business sector and that the government cannot do this all alone.
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APPENDIX
				Department of Business Administration and management
				Kwara State Polytechnic, Ilorin Kwara State

Dear Respondent,
	I am a final year student of the above named institution carrying out research on the topic, ‘Effect of Corporate Social Responsibility on the performance of telecommunication Services in Nigeria with special reference to Globacom Nigeria Limited. The purpose of this research is to enable me collect detailed information on the above subject matter. Kindly give an unbiased response to the questions; to the best of your knowledge by filling or ticking on the right option most suitable to your organization. I guarantee the confidentiality of any information provided by you.

Thank you.

							                      Yours Faithfully,
						       AKANBI  NASIRUDEEN OLAREWAJU
		HND/23/BAM/FT/1070
			


QUESTIONNAIRE FOR STAFF.
1.  	Gender.                                                                                                                                         Male (  )     Female (   )
2.	Age:
	18 - 30 (   )    30 – 51 (   )     50 and above (   )
3.	Educational Qualification:
	SSCE (   ),   NCE/OND (   ), BSc/HND (   ), MBA/PhD (   )
4.	How long have you been with Globacom?
	0 – 4 yrs.(  ),  4 – 10yrs,  (   )  10 and above  (   )
5.	Is social responsibility activities incorporate into the organization policy?
	Yes (   )     No (   )
6.	Does the organization’s involvement in social responsibility have any 
	effect On the company?       Yes   (   )      No (    )
 7.       If “yes” what is the nature of the effect?
	Favourable  (   )     Unfavourable)   (    )
8.	Does your organization consider her immediate enrolment in corporate social responsibility activities?   Yes (   )   No (   ).
9.	Does your organization invite come members of the host community for consultation in matters relating to Corporate Social Responsibility?
	Yes   (   )     No    (   )
10.	Does Globacom corporate social responsibility activities improve the organizations productivity?   Yes   (   )     No   (  ).
11.	Do you think Globacom social responsibility initiative has an impact on Nigeria economy and its host community?                                                                       
Yes (   )     No   (    )
12..	Is Globacom totally committed to corporate social responsibility?
          Yes   (   )     No    (    )
13.  	Does the involvement of Globacom in corporate social responsibility beneficial to both the organization and its host community?
          Yes (    )    No   (    )
14.      Does the organization involvement in corporate social responsibility  
            improve the marketing of the organization products?
      Yes (   )    No (    )
15.	Does your corporate social responsibility project come up as a resultof pressure from government or immediate environment where your 
          organization operates?
          Yes (   )     No   (     )
16. 	Which sectors of the economy does your company’s corporate social responsibility focused on?
 Health (  )  Education (  )   Recreation (  )   Sports (   )  Others  (   )
                 
                     
 CUSTOMERS QUESTIONNAIRE.
1.	Gender:            Male   (   )           Female (   )
2.	Age:
	13 – 20 (   ), 41 – 60 (   )   61 and above   (   )
3.	Educational Qualification:
	FSLC (   ), SSCE (   ), NCE/OND (   ), HND/BSc (  ), MBA (   )
	Others (   )
4.	How can you assess their performance on social responsibility activities?
	Very satisfactory (   ) fairly satisfactory (   ) Satisfactory (   )
	Not satisfactory (  ).
5.	For how long have you been benefiting from Globacom social     responsibilities activities?
            0-4years (   )   4-10years  (    )    10years and above (    )
6.	Does the company’s social responsibility activities come as a result of public pressure or voluntary?
	Public pressure (   )    Voluntary (  )
7.  Does the company’s social responsibility activities enhance organizational societal  relationship?        Yes (   )    No  (   ).
8.	Does Globacom corporate social responsibility programme have an impact on your well-being?
	Yes   (   )     No (   )
9.	Do you think Globacom corporate social responsibility initiative has impact on Nigeria economy and its host community?
	Yes (   )     No   (   )
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