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ABSTRACT 

The study was about “Assessing the Commitment of Business Entities to Corporate 

Social Responsibility in Tanzania: A Case of Vodacom Tanzania Limited”. In this 

researcher pertinent was interested to determine how different business entities had 

played a positive part in the implementation of the corporate social responsibility (CSR) 

to communities and sustenance of CSR programs within it.  

 

Descriptive design describes a situation typically using measurements and frequencies. 

Investigating what is happening and clarifying the situation is a vital part of this study 

and necessary in order to answer the research questions. It picked information using 

several methodological approaches to get the real picture of the study problem. The 

study used both primary and secondary data to supplement the relevant information.  

Data collected through interview, questionnaires and sometimes direct observation. The 

researcher accommodated the collecting tool and documentary reviews used to collect 

data from units of inquiry that included clients and staff. The descriptive statistical 

methods used to analyse data that presented in frequency tables, charts, percentages, and 

ratios. 

 

It was further observed that explored the implications of introducing the CSR and its 

implementation on the socio-economic in Tanzania. The majority of respondents (80%) 

see the CSR as a way for enhancing the socio-economic development to the people. The 

building good relationship with the surrounding community is another motivation for 

the firm. The study recommends that, the firms whether local or international should 

return what they earned to the public.  

 

The researcher recommended that the company should increase and expand its social 

responsibility programmes. Corporate social responsibility is therefore something that a 

company should try to get right in implementing. It is something that business today 

should wholeheartedly be committed. The danger of ignoring social responsibility is too 

dangerous. 
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CHAPTER ONE 

 

BACKGROUND OF THE PROBLEM 

 

1.1 Introduction and Background Information 

Corporate Social Responsibility (CSR) is a form of corporate self regulation integrated 

into a business model (Wood, 1991). It is an ethical or ideological theory that an entity 

whether it is a government, corporation, organization or individual has a responsibility 

to society. It generally refers to transparent business practices that are based on ethical 

values, compliance with legal requirements, and respect for people, communities and 

the environment. The notion of companies looking beyond profits to their role in the 

society is generally termed Corporate Social Responsibility. It refers to a company 

linking itself with ethical values, transparency, employee’s relations, compliance with 

legal requirements and overall aspects of communities in which they operate(McComb, 

2002). 

 

Corporate Social Responsibility is about businesses and other organization 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, customer’s communities at large and their attempt to protect the 

environment. 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 as per western model of development. Currently, there are many references to 

corporate social responsibility (CSR), sometimes referred to as corporate citizenship, in 

our workplaces, in the media, in the government, in our communities. While there is no 

agreed-upon definition, the World Business Council for Sustainable Development 

defines CSR as the business commitment and contribution to the quality of life of 

employees, their families and the local community and society overall to support 

sustainable economic development. As Menard (2000) simply puts it, the business case 

for CSR--establishing a positive company reputation and brand in the public eye 

through good work that yields a competitive edge while at the same time contributing to 

others--demands that organizations shift from solely focusing on making a profit to 

including financial, environmental and social responsibility in their core business 
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strategies. Despite what the phrase corporate social responsibility suggests, the concept 

is not restricted to corporations but rather is intended for most types of organizations, 

such as associations, labour unions, organizations that serve the community for 

scientific, educational, artistic, public health or charitable purposes, and governmental 

agencies. 

 

In the late 1990s, CSR began to gain momentum as pressure from consumers, the 

media, activists and various public organizations demanded that companies should 

contribute to the society. In large part, the increasing focus on CSR has been fuelled by 

a number of events in recent years, such as the highly publicized financial scandals of 

Enron and WorldCom, alleged sweatshop labour by retail clothing and sports shoe 

manufacturers and the alleged "under-the-table" deals that companies such as 

Halliburton have received. Now, reputation, brand, integrity, and trust increasingly 

considered important measures of corporate social responsibility (Carroll & Gannon, 

1997).The increased global interdependence, privatisation and environmentalism 

characterizing the business world of today is creating higher demands on managers to 

take a positive stance on issues regarding social responsibility and ethical behaviour 

(Schwartz & Gibb, 1999; Carroll & Gannon, 1997). 

When companies are global, an important challenge in garnering success is to respect 

other cultures and workforce environments and start forming a global profile or social 

consciousness.  

 

Recognize the differences with a sound Corporate Social Responsibility (CSR) plan that 

can simultaneously increase shareholder value, boost employee engagement, and 

increase employer brand recognition. 

According to Drucker (1986) 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.”  
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It is arguable also that foreign corporate bodies operating in host countries especially in 

the Third World countries are most likely to pay lip service to such principles as 

corporate social responsibility which are most likely to be of benefit to their host 

countries. In addition, local or indigenous organizations can neglect this principle of 

corporate social responsibility to their host communities (Drucker, 1986). 

 

These days, social responsibility of business is on what should or might be done to 

tackle and solve problems of society. The emphasis is on what contribution they can 

make to such social problems as protected and restoration of physical environment, 

racial discrimination, or social discrimination (Menard, 2000).In striving to satisfy its 

corporate goals and achieve its objectives the organization cannot operate in isolation 

from its environment. The telecom industry is one of the fastest growing sectors in 

Tanzania. There are so many companies owned by foreign and local corporate bodies in 

the country. These companies have covered a large area in Tanzania especially urban 

areas like Dar es Salaam. Because of this, the researcher selected one out of the many 

telecom companies to look at its corporate social responsibility strategy. 

 

1.2 Statement of Problem 

In recent years, there have been series of arguments, debates and controversies among 

businesspersons, academics, government officials and the society in general on what 

should be the principle objectives of   business enterprises.  

Proponents argue that there is a strong business case for Corporate Social 

Responsibility, in that corporations benefit in multiple ways broader and longer than 

their own immediate, short-term profits, others argue that it is an attempt to pre-empt 

the role of government as a watchdog over powerful multinational corporations (Yadav, 

2009). 

 

Interest in the subject of Corporate Social Responsibility is internationally widespread, 

which is an indication of its importance for the business development and for society as 

a whole. Over the years, managers have neglected the problems created by corporate 

firms to their host communities. These problems possess a lot of threat and sometimes 

make life difficult for these communities. The privilege of giving the organization to 
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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 national and even internationally economic activities might be affected. 

This prompted the researcher with deep sense of burden to these communities to 

unravelled the need for these large firms to see the need in helping the society solve 

some of its problems, most especially those they help to create, and involve in 

philanthropic donations to the needs of these communities and provide the community 

with some social amenities (Yadav, 2009). In view of the above, the researcher took up 

the issue of social responsibility in the telecommunication sector in Tanzania and used 

Vodacom Tanzania Limited as a case study to assess the extent of the company’s 

involvement in corporate social responsibility. 

 

1.3 Objectives of the Study 

 The general objective of this study was to investigate how telecom companies commit 

themselves to  the CSR. Specifically the study intends to: 

i. Explore the perception of people towards corporate social responsibility 

with respect to Tanzanian settings, 

ii. Determine whether Vodacom Tanzania Limited has been involved in social 

responsibility activities,  

iii. Assess the effect of CSR to the company and the host community, and 

iv. Determine the factors that motivated the Vodacom Tanzania Limited to 

adopt corporate social responsibility programmes 

 

1.4 Research Questions 

 

In pursuit of the objective of identifying the effectiveness and workability of corporate 

social responsibility, the following research questions formulated: 

i. How do all Tanzanians   perceive   CSR? 

ii. To what extent does Vodacom (T) Limited involve itself to social responsibility? 

iii. What are the   effects   of CSR to the company and host community? 
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iv. What factors motivates the company in carrying out social responsibility 

activities? 

 

1.5 Significance of the Study 

The study of social responsibility of a business organization is expected to be of benefits 

not only to students, businesspersons, government, customers, community, 

stockholders, academics, but also the whole society. 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. 

Finally, the study will inform all at large, the need for corporate social responsibility not 

only to the firm, but also to the society. 

 

1.6 Scope of the Study  

In defining the scope of the research, this study focused mainly on the telecom 

industry in Tanzania, but with particular reference to Vodacom (T) Limited. This 

research work carried on the specified period of time for data collection, processing, 

analysis and generation of the required information. 

 

1.7 Limitation of the Study  

Vodacom (T) Limited is operating almost in all districts of Tanzania in the area of 

telecommunication industry but base on geographical coverage undertaking a study for 

all of them was not possible in terms of time limitations and costs implications. The 

attitude of many respondents to the supply of data to researchers due to fear is another 

limitation expected to be experienced in the course of data collection.  

 

1.8 Delimitations of the Study  

The researcher intends to do the following in order to overcome the limitations that have 

been expressed in the preceded section: 

 Time implication: to manage this, the researcher selected respondents from 

proximity areas who were ready to cooperate and offer their time with neither 

hesitation nor payment. 
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 Cost implication: The researcher chosen only areas which are easily reachable. 

 The results from this study: The results might be limited in terms of 

geographical coverage as the study is concentrated in few selected areas, in this 

case generalization of the results was affected; however, this does not 

necessarily mean that the results from this study was not be reliable and 

accurate. 
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CHAPTER TWO 

 

LITERATURE REVIEW 

 

2.1 Introduction to Literature Review 

This chapter brings about the critical reviews of the relevant literature findings 

concerning the whole subject of Corporate Social Responsibility through different 

perspectives and understanding made easy by the assistances from theories and 

empirical studies. 

 

Conceptual Definitions 

In academia and business various definitions of the concept of corporate social 

responsibility have been proposed and, at the moment, there is no universally accepted 

definition. The terms used are sometimes too general and overlap with other concepts, 

sometimes take particular connotations, depending on the geographical area or the 

environment where they are used. For example, in the UK the term most often used is 

CSR but there are situations when the short term Social Responsibility is used. In Chile, 

the term referring to Social Responsibility comes from the Spanish Responsabilidad 

Social Empresarial, the English equivalent of Entrepreneurial Social Responsibility. In 

South Africa, in addition to the term Corporate Social Responsibility is also used other 

expressions such as sustainable development, corporate sustainability, corporate social 

investment, corporate citizenship. 

A review of the literature states that CSR is a concept with multiple meanings generated 

by different ways of defining the term. 

 

Corporate social responsibility can be defined as a principle stating that corporations 

should be accountable for the effects of any of their actions on their community and 

environment (Fredrick, Post and Davis, 1992). 

 

Corporate social responsibility is the overall relationship of the corporation with all of 

its stakeholders. These include customers, employees, communities, owners/investors, 

government, suppliers, and competitors. Elements of social responsibility include 

investment in community outreach, employee relations, creation and maintenance of 
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employment, environmental stewardship, and financial performance (Khoury, Rostami 

and Turnbull, 1999). 

 

CSR is a concept whereby companies decide voluntarily to contribute to a better society 

and a cleaner environment. Further, CSR is the concept whereby companies integrate 

social and environmental concerns in their business operations and in their interaction 

with their stakeholders on a voluntary basis (The European Union, 2004). 

 

With regards to this Study, Corporate Social Responsibility can be defined as the 

continuing commitment by business to behave ethically responsive and accountable to 

consumers’ needs and interests. This concept generally entails about how companies 

manage the business processes to produce an overall positive impact on society. 

 

2.1.1Theoretical Framework: The Concept of Corporate Social Responsibility 

2.1.2The Current Situation of Corporate Social Responsibility in Tanzania 

In Tanzania, the state of CSR is still in early stages but development indicates 

encouraging signs. Concept of social responsibility is imbedded in Tanzanian culture 

(self – reliance). Promotion of CSR has been marked with initiatives in both 

government and private sectors. Most companies in “compliance stage” they adopt 

policy-based compliance as a cost of doing business. Some have reached the 

“managerial stage” where they embed societal issues in their core management process. 

A few in “strategic stage” is where companies integrate societal issues in their core 

business strategies. Most CSR efforts are “philanthropic” in nature with education and 

health being the main recipients. Growing internal expressions of CSR linked to 

operations of the organization with companies promoting employee involvement.  

 

With regards to Zain’s operation in Tanzania, the company found that Zain (Tanzania) 

Limited has done a lot in supporting African countries. . In Tanzania, the major CSR 

initiative is called “Build Our Nation” (BON). To date, more than 670 schools have 

received teaching aids from BON. In most government and community owned schools, 

the ratio of student – book ratio reduced from 1:10 to 1:5 and the goal is to reduce to at 

least 1:3 (Zain Tanzania Corporate Manual 2011). 
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Moreover, the company expanded the programs to include fully funded scholarships for 

top 8 boys and girls every year who are selected to join universities in the country. 

Currently, there are 32 students in the program and 10 other students are currently 

working with reputable corporate organizations today. The company also supports the 

Inter-University quiz competition, the Zain Africa Challenge which is now at regional 

level with universities from 8 African countries participating. The competition provides 

knowledge and builds lasting relationships to our future leaders (Ibid, 2011). 

 

In the non-education sector, Zain continued to support the annual Geita Gold Mine 

Kilimanjaro Challenge. That aim at supporting the fight against HIV/AIDS, by 

collecting funds to support affected communities through the climbing of the Mount 

Kilimanjaro. 

 

As part of the MDGs, Zain has partnered with the Earth Institute & Ericsson to provide 

mobile telephones in remote areas, (Mbola in Tabora is one of the villages), to monitor 

improvements in economy, quality of living and Data connectivity. The company also 

works with Global Humanitarian Forum (GHF) to monitor weather data collection on 

how to serve the world by protecting the environment. Zain and Ericsson, have also 

upgraded Zain’s existing infrastructure around the Lake Victoria and build an additional 

21 radio sites to provide mobile coverage of up to 20 kilometres into the lake. This will 

provide mobile coverage to coverage to over 90 percent of the fishing zones, where up 

to 5,000 people die each year from accident and piracy. About 30 million people in 

Tanzania, Kenya and Uganda who live in the immediate vicinity of the lake will benefit 

from this project. It has been found that, the response unit around Lake Victoria has 

reduced loss of life to the fishermen and improves socio – economic welfare. The 

response unit pilot was launched in Kenya and Uganda in July 2007 and it is expected to 

be launched in Tanzania this year. Today Zain has over 4 powered sites in Tanzania and 

its aim is to have more similar sites rolled throughout the country (Ibid, 2011). 

 

In partnership with WWF (World Wide Fund), Zain has managed to send bulk short 

message services (sms) to raise awareness about the climate change films broadcasted 

on local televisions in the country. Zain continues to support conferences and took part 
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at the recent African Union Conference which took place in Arusha early this year. In 

the campaign against the use of Charcoal, Zain is working with WWF to raise 

awareness about the danger of cutting down trees and use of excessive charcoal. In Dar 

es Salaam alone residents use an average of 16000 tonnes of charcoal every day. Zain 

and WWF are driving awareness towards the need to take action on climate change, this 

year, during the Earth Hour (a global event organized by WWF), which was held on the 

last Saturday of March, Tanzania households and businesses are requested to either 

plant a tree, reduce the use of charcoal or turn off non-essential lights and other 

electrical appliances for one hour to mark the 60 Earth Hour day (Ibid, 2011). 

 

Building on a long history of providing successful disease prevention programs in 

Tanzania, in 2008 Barrick launched the Lake Zone Health Initiative in an effort to 

improve health services to underserved populations in the Lake Zone region. Home to 

nine million residents, Tanzania’s Lake Zone wraps around Lake Victoria and spans 

seven regions, including the Mara and Kahama districts where the Bulyanhulu, Buzwagi 

and North Mara mines are located. While these mines are now operated by African 

Barrick Gold, the new public company created by Barrick earlier this year, the 

commitment to continue this flagship community health program remains as strong as 

ever. 

 

The public-private sector health initiative is making it possible for companies, the 

government, health NGOs and donors like USAID to work collaboratively together to 

combat HIV, malaria and TB. “Our hope is that all future health programs in this area 

will be filtered through the Lake Zone Health Initiative so that no program is 

overlapping or duplicating another,” says Dr. Rob Barbour, Barrick’s Chief Medical 

Officer. “We support existing government efforts to enhance health services and enable 

all stakeholders to contribute to common health care goals in a cohesive way.” (WHO, 

2009). 

 

2.1.3 Theoretical Reviews 

Corporate Social Responsibility (CSR) is a form of corporate self-regulation integrated 

into a business model. It is an ethical or ideological theory that an entity whether it is a 
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government, corporation, organization or individual has a responsibility to society. It 

generally refers to transparent business. The notion of companies looking beyond profits 

to their role in the society is generally termed Corporate Social Responsibility. It refers 

to a company linking itself with ethical values, transparency, employee’s relations, 

compliance with legal requirements and overall aspects of communities in which they 

operate (Edgar, 1982). 

 

Corporate Social Responsibility is about businesses and other organization 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, customers and the communities in which they attempt to protect the 

environment (Edgar, 1982). 

 

CSR means a commitment by a company to manage its roles in a society in a 

responsible and sustainable manner (Akegeyik, 2005). Corporate Social Responsibly 

covers all aspects of business’ day to day operations. Everything an organization does in 

some way interact with one or more of its stakeholders groups. Companies today need 

to build a watertight brand with respect to all s stakeholders and it is directly linked to 

the strength of its brand. 

 

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), 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 components or parts contributes and in return receives 

something from the whole that 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 inputs 

from outside, that is its external environment, nor does it contribute output to the 

external environment. 



12 

 

A system can be said to be an open system when it exchanges inputs and outputs with 

its environment. It gives output to the environment and in return receives inputs from 

the environment. The case study, which is Vodacom (T) Limited, is an example of an 

open system as it receives inputs and gives outputs to the environment.  

 

Environment 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), citing Onuoha (1991) defined an environment as a set of 

conditions and forces, which surround and have direct or indirect influence on the 

organization. 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 environment, 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 (Edgar, 1982). 

 

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) 

maintained that the relationship between a business organization and its environment 

could 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.  
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Secondly, in the study of the relationships between business organization and its 

environment is to focus on those publics that the business organization must service. 

These publics are employees, consumers, suppliers, stakeholders, government, and the 

community where the business organization is located. 

 

A  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. 

 

Figure 2.1: Elements of direct and indirect action: environment of an organization 

 

Social

Variables

Techonolgical

Variables

Economic

Variables
Political 

Variables

The Media
Special Interest

Groups

Shareholders and the Board of Directors

THE ORGANIZATION

Competitors Customers

Suppliers

Government

Financial

Institution

Labour

Union

Employees

 

Sources: Onuoha: Management (1999) 

    

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 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 (Davis, 1960). 
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(i) 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. 

(a) Employees 

The employees of a business organization render services. They also involve in the 

production of goods or services that the business organization sell. Therefore, managers 

must always seek to get the right caliber of workers in the workforce (Patton, 2002). 

 

(b) 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. 

 

(c) 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. 

(ii) External stakeholders: 

(a) 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. 

Usually, a marketing manager analyses the potential customers and market conditions 

and direct a marketing company based on that analysis. 

  

Vodacom (T) Limited managers understands this, that is why they make sure that their 

product quality is unbeatable and prices less so that competitors will not have an edge 
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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 (Vodacom Foundation Manual 2010). 

 

(b) Suppliers: 

Suppliers are those people and organizations that provide the materials, equipment and 

spare parts with which business organizations operate. 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 (Asika, 1991). 

 

(c) Government: 

In Tanzania, 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 adhered to. 

 

Like consumers and environment advocates, are social critics who use the political 

process to further a position on particular issues. Managers have to study and defect 

groups formed to oppose the company on any issue. Special interest groups can use the 

media to gain attention; therefore, managers must consider both present and future 

special interest groups when setting organization strategy. 

 

(d) 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 deals with the media should often seek for 
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professional coaching to improve their ability to present information and opinions 

clearly and effectively. 

 

(e) 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 (Asika, 1991). 

 

(f) 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 (Asika, 1991). 

 

(g) Competitors: 

A firm must always seek to increase its market share by gaining additional customers or 

it must beat its competitors in entering, exploiting, and expanding market. These it must 

do by defining its marketing strategy (Davis, 1960). 

 

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). Some people refer to indirect-action as the “General 

environment”. The following are factors that influence business organization in an 

indirect-action environment:- 

 

(i) Economic variables: 

These are factors, such as inflations, recessions, price stability, tax, etc, that affects 

business. These general economic conditions and trends may be factors in an 
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organization. Other important economic variables are capital, economic stability and 

government fiscal policies. 

 

In addition to the above economic controls, Farmer and Richman (1965), 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. 

 

(ii) Social variables: 

These are factors such as demographics, lifestyles and social values that may influence 

and organization from its external environment. 

 

(iii) Political variables: 

These factors may influence an organization’s activities because 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 that relate primarily 

to compel of laws, regulations, government agencies, and their actions which affects all 

kinds of enterprises. 

(iv) 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. 

 

2.1.4 The Pyramid of Corporate Social Responsibility 

For CSR to be accepted by a conscientious businessperson, it should be framed in such 

a way that the entire range of business responsibilities is embraced (Caroll, 1991). 

Caroll suggested here four kinds of social responsibilities constitute total CSR: 

economic, legal, ethical and philanthropic. Furthermore, these four categories or 
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components of CSR might be depicted as a pyramid as referred to Table 2.1. To be sure, 

all of these kinds of responsibilities have always existed to some extent. Nevertheless, it 

has only been in recent years that ethical and philanthropic functions have taken a 

significant place. Each of these four categories deserves closer consideration.  

(i) Economic Responsibilities  

Historically, business organizations were created as economic entities designed to 

provide goods and services to societal members. The profit motive was established as 

the primary incentive for entrepreneurship. Before it was anything else, business 

organization was the basic economic unit in our society. As such, its principal role was 

to produce goods and services that consumers needed and wanted and to make an 

acceptable profit in the process. At some point the idea of the profit motive got 

transformed into a notion of maximum profits, and this has been an enduring value ever 

since. All other business responsibilities are predicated upon the economic 

responsibility of the firm, because without it the others become moot considerations 

(Caroll, 1991).  

 

(ii) Legal Responsibilities  

Society has not only sanctioned business to operate according to the profit motive; at the 

same time business is expected to comply with the laws and regulations promulgated by 

federal, state, and local governments as the ground rules under which business must 

operate. As a partial fulfilment of the "social contract" between business and society, 

firms are expected to pursue their economic missions within the framework of the law. 

Legal responsibilities reflect a view of "codified ethics" in the sense that they embody 

basic notions of fair operations as established by our lawmakers. They are depicted as 

the next layer on the pyramid to portray their historical development, but they are 

appropriately seen as coexisting with economic responsibilities as fundamental precepts 

of the free enterprise system (Caroll, 1991).  
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Table 2.1: Ethical and Philanthropic Components of Corporate Social 

Responsibility  

 

Ethical Components 

(Responsibilities) 

Philanthropic Components 

(Responsibilities) 

1. It is important to perform in a manner 

consistent with expectations of societal mores 

and ethical norms. 

1. It is important to perform in a manner 

consistent with the philanthropic and 

charitable expectations of society. 

2. It is important to recognize and respect new or 

evolving ethical moral norms adopted by society. 

2. It is important to assist the fine and 

performing arts. 

3. It is important to prevent ethical norms from 

being compromised in order to achieve corporate 

goals. 

3. It is important that managers and 

employees participate in voluntary and 

charitable activities within their local 

communities. 

4. It is important that good corporate citizenship 

be defined as doing what is expected morally or 

ethically. 

4. It is important to provide assistance to 

private and public educational institutions. 

5. It is important to recognize that corporate 

integrity and ethical behaviour go beyond mere 

compliance with laws and regulations. 

5. It is important to assist voluntarily those 

projects that enhance a community’s 

"quality of life." 

 

Source: Adopted from The Pyramid of Corporate Social Responsibility: Toward the  

Moral Management of Organizational Stakeholders, Business Horizons, July - August 

1991 

 

(iii) Ethical Responsibilities  

Although economic and legal responsibilities embody ethical norms about fairness and 

justice, ethical responsibilities embrace those activities and practices that are expected 

or prohibited by societal members even though they are not codified into law. Ethical 

responsibilities embody those standards, norms, or expectations that reflect a concern 
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for what consumers, employees, shareholders, and the community regard as fair, just, or 

in keeping with the respect or protection of stakeholders' moral rights (Caroll, 1991).  

In one sense, changing ethics or values pre- cede the establishment of law because they 

become the driving force behind the very creation of laws or regulations. For example, 

the environmental, civil rights, and consumer movements reflected basic alterations in 

societal values and thus may be seen as ethical bellwethers foreshadowing and resulting 

in the later legislation. In another sense, ethical responsibilities may be seen as 

embracing newly emerging values and norms society expects business to meet, even 

though such values and norms may reflect a higher standard of performance than that 

currently required by law. Ethical responsibilities in this sense are often ill-defined or 

continually under public debate as to their legitimacy, and thus are frequently difficult 

for business to deal with (Caroll, 1991).  

 

Carol continues to say that, superimposed on these ethical expectations emanating from 

societal groups are the implied levels of ethical performance suggested by a 

consideration of the great ethical principles of moral philosophy. This would include 

such principles as justice, rights, and utilitarianism.  

 

The business ethics movement of the past decade has firmly established an ethical 

responsibility as a legitimate CSR component. Though it is depicted as the next layer of 

the CSR pyramid, it must be constantly recognized that it is in dynamic interplay with 

the legal responsibility category. That is, it is constantly pushing the legal responsibility 

category to broaden or expand while at the same time placing ever higher expectations 

on businesspersons to operate at levels above that required by law. Table 2 depicts 

statements that help characterize ethical responsibilities. The table also summarizes 

philanthropic responsibilities, discussed next (Caroll, 1991). 

 

(iv) Philanthropic Responsibilities  

Carol emphasizes that, philanthropy encompasses those corporate actions that are in 

response to society’s expectation that businesses be good corporate citizens. This 

includes actively engaging in acts or programs to promote human welfare or goodwill. 

Examples of philanthropy include business contributions to financial resources or 
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executive time, such as contributions to the arts, education, or the community. A 

loaned-executive program that provides leadership for a community’s United Way 

campaign is one illustration of philanthropy. 

The distinguishing feature between philanthropy and ethical responsibilities is that the 

former are not expected in an ethical or moral sense. Communities desire firms to 

contribute their money, facilities, and employee time to humanitarian programs or 

purposes, but they do not regard the firms as unethical if they do not provide the desired 

level. Therefore, philanthropy is more discretionary or voluntary on the part of 

businesses even though there is always the societal expectation that businesses provide 

it (Caroll, 1991).   

 

One notable reason for making the distinction between philanthropic and ethical 

responsibilities is that some firms feel they are being socially responsible if they are just 

good citizens in the community. This distinction brings home the vital point that CSR 

includes philanthropic contributions but is not limited to them.  

In fact, it would be argued here that philanthropy is highly desired and prized but 

actually less important than the other three categories of social responsibility, In a sense, 

philanthropy is icing on the cake—or on the pyramid, using our metaphor (Caroll, 

1991).  The four components of CSR, beginning with the basic building block notion 

that economic performance undergirds all else. At the same time, business is expected 

to obey the law because the law is society's codification of acceptable and unacceptable 

behaviour. Next is business's responsibility to be ethical. At its most fundamental level, 

this is the obligation to do what is right, just, and fair, and to avoid or minimize harm to 

stakeholders (employees, consumers, the environment, and others). Finally, business is 

expected to be a good corporate citizen. This is captured in the philanthropic 

responsibility, wherein business is expected to contribute financial and human resources 

to the community and to improve the quality of life (Caroll, 1991).   

 

No metaphor is perfect, and the CSR pyramid is no exception. It is intended to portray 

that the total CSR of business comprises distinct components that, taken together, 

constitute the whole. Though the components have been treated as separate concepts for 

discussion purposes, they are not mutually exclusive and are not intended to juxtapose a 
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firm’s economic responsibilities with its other responsibilities. At the same time, a 

consideration of the separate components helps the manager see that the different types 

of obligations are in a constant but dynamic tension with one another. The most critical 

tensions, of course, would be between economic and legal, economic and ethical, and 

economic and philanthropic. The traditionalist might see this as a conflict between a 

firm’s "concern for profits versus its "concern for society," but it is suggested here that 

this is an oversimplification. A CSR or stakeholder perspective would recognize these 

tensions as organizational realities, but focus on the total pyramid as a unified whole 

and how the firm might engage in decisions, actions, and programs that substantially 

fulfil all its component parts (Caroll, 1991). 

In summary, the total corporate social responsibility of business entails the simultaneous 

fulfilment of the firm's economic, legal, ethical, and philanthropic responsibilities. 

Stated in more pragmatic and managerial terms, the CSR firm should strive to make a 

profit, obey the law, be ethical, and be a good corporate citizen.  

 

2.2  Key Potential Benefits for Firms Implementing CSR 

Orlitzky, Schimidt, and Rynes (2003) provide a “breakthrough” in the CSR literature 

with meta-analytic evidence showing a significant positive effect of corporate 

social/environmental performance on corporate financial performance. Mackey and 

Barney (2005) theorize with a supply and demand model that investing in socially 

responsible initiatives will maximize the market value of the firm.  

 

In two studies Greening and Turban (1997 and 2000) found those job applicants’ 

perceptions of a firm’s corporate social performance influenced their desire to work for 

the firm. With regard to CSR initiatives within the organization, it found that under 

unjust conditions, employees reciprocate through lowered performance and vengeful 

behaviours (Ambrose et al., 2002; Aquino et al, 2001; Tripp et al., 2002). 

 

Research shows that when organizational authorities are trustworthy, unbiased, and 

honest, employees feel pride and affiliation and behave in ways that are beneficial to the 

organization (Huo et al., 1996; Tyler & Degoey, 1995; Tyler et al., 1996).  
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Organizational actors are likely to engage in CSR to emulate their peers in order to 

preserve their social legitimacy (Schuman, 2004) by preventing negative perceptions, 

and to ensure the organization’s long-term survival (Meyer & Rowan, 1977) and social 

license to operate (Livesey, 2001). Corporate social responsibility (CSR) has become a 

key component of a firm’s reputation (Argenti and Druckenmiller, 2004; Fombrun, 

2005; Schnietz and Epstein, 2005).  

 

2.3 Challenges in CSR Implementation 

Nevertheless, generally speaking, every CSR instrument has some major challenges to 

address.  The challenges identified are securing funds, securing partners in 

implementation, securing commitment from management, securing commitment from 

employees, Securing commitment from company headquarters, scepticism of other 

stakeholders on the real motives of CSR, lack of time, lack of cooperation from 

beneficiaries (Yoro, 2006).  

 

In India, the CSR multi-stakeholder approaches still rather fragmented, and interaction 

between business and civil society organizations, especially trade unions, is still rare 

and takes place, at best, on an ad-hoc basis (Taijana and Chahoud, 2007).  According to 

various surveys (including UNDP et al., 2002), WEF, 2003), the monitoring problem 

persists and constitutes a possible obstacle to further CSR engagement. Several of the 

stakeholders included in the survey questioned the extent to which companies 

incorporate CSR into their business processes, and doubts have been expressed by other 

empirical studies (Arora and Puranik 2004). The vast majority of Indian companies 

include only the external dimension in their understanding of CSR. Indian companies 

put considerable effort into identifying beneficiaries, since they regard correct 

identification as one of the major challenges in their CSR engagement (Taijana 

Chahoud et al., 2007). Generally Indian companies claim that they try to engage with 

their external stakeholders in a sustainable manner. However, what they meant by 

“sustainable engagement” was not clear from the companies’ answers (ibid, 2007). The 

empirical results of the present study show that Indian CSR is still in a confused state in 

India (Arora and Puranik, 2004). 
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As the concept of CSR becomes more widely accepted and integrated in business, it is 

helpful in this discussion to understand that the development of CSR in organizations 

was in transition (see Table 2.1 below). There are basically three "generations" of CSR 

in varying stages of sophistication. The first generation has demonstrated that 

companies can contribute to society without risking commercial success. Today, the 

second generation is developing more fully as CSR gradually becomes an integral part 

of companies' long-term business strategies. Finally, the third generation addresses 

significant societal issues, such as poverty and cleanup of the environment. 

 

Table 2.2: Old and New Company Ethics  

Old Ethic                             New Ethic 

Do the minimum required by law        Do the right thing 

 

Keep a low profile                    Show you are doing the right thing 

 

Downplay public concerns              Seek to identify and address public concerns 

 

Reply to shareholders inquiries       Be responsible to stakeholders when 

necessary 

 

Communicate on a need-to-know basis     Communicate openly 

 

Make decisions on the bottom line and laws 

alone                   

Integrate all of the above into decision-

making 

 

Source: Adapted from Dunphy, D., Griffiths, A., & Benn, S. (2003).  

 

The very idea of managing stakeholders is that the process of value creation is a joint 

process. Companies need to show returns to its shareholders, meet obligations to all. In 

so doing, the company shows its core purpose is not only to gain profit(s) but also 

serving the entire community. 

 

 

 



25 

 

2.4 Making the Business Case for CSR 

In recent years, intangible assets--company values, human and intellectual capital, 

reputation and brand equity--have become increasingly important to organizations. (6) 

Companies that exhibit good corporate citizenship are likely to gain a competitive edge 

(Low& Kalafut, 2002). Below are just a few examples of today's CSR success factors 

that are fast becoming the primary measures of an organization's credibility. 

 

2.5 Reputation and Brand Enhancement 

Company reputation and brand are greatly influenced by public perception. For 

example, in the largest global survey of the public's expectations, the Millennium Poll 

on Corporate Social Responsibility documented that over 25,000 individuals across 23 

countries on six continents revealed they form their impressions of companies by 

focusing on corporate citizenship and two out of three people want companies to go 

beyond making money and contribute to broader society goals. Increasingly, there are 

success stories that show companies are listening to the public. A recent example is that 

of Ecolab of St. Paul, Minnesota, that quickly developed new products to address 

unexpected hazards with an antimicrobial disinfectant product in response to foot and 

mouth disease in livestock and another new product to combat SARS at the Toronto 

airport. (Environics International Ltd, 1999 & Spring, 2004). 

 

Today, companies are also seeking avenues of public acknowledgment of their 

employer brand. For example, Business Ethics Corporate Social Responsibility Report 

publishes a list of the 100 best corporate citizens. Companies are ranked by social 

scores regarding environment, community and customer relations, employee 

relationships, and diversity. One of the 2004 winners was Proctor & Gamble, which 

donated funds to help disadvantaged youth in Vietnam, combat childhood malnutrition 

in India and provide earthquake relief in Turkey (Ibid) 

Another critical aspect of reputation and brand, as a CSR success factor, is the impact 

on a company's sustainability--that is, the conditions or characteristics that support an 

organization to continue its business, including environmental, social and economic 

aspects of the company. Ultimately, the environmental, social and economic health of a 

company transfers into dollars that either directly or indirectly affect reputation and 
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brand, and thus the bottom line. For example, a company whose product contributes to 

the safety of the environment will likely be favorably viewed by the public. Or, a 

company that supports community events may generate public approval. Both examples 

may yield additional applications for employment or employee referrals, thus 

potentially lowering the time and cost per hire.  

The final CSR report card is directly linked to the company's sustainability and 

consequently influences critical success factors such as reputation and brand. 

 

Figure  2.1: Five Keys of CSR Strategy 

1. A coherent CSR strategy, based on integrity, sound values and a long-

term approach, offers clear business benefits to companies and a positive contribution 

to the well-being of society. 

2. A CSR strategy provides the opportunity to demonstrate the human 

face of business. 

3. A strong CSR strategy requires engagement in open dialogue and 

constructive partnerships with government at various levels, such as with IGOs 

(intergovernmental organizations), NGOs (nongovernmental organizations) and local 

communities. 

4. In implementing their CSR strategies, companies should recognize and 

respect local and cultural differences while maintaining high and consistent global 

standards and policies. 

5. Companies should be responsive to local differences by taking specific 

initiatives. 

 

 

2.6 Insights from Empirical Studies 

In the past few years, organizations worldwide have begun to embrace corporate social 

responsibility (CSR) both as a social responsibility and for competitive advantage.  

Recently, corporate social responsibility has received considerable attention from both 

academics and practitioners (See Smith 1996; Jones 1997; Griffin and Mahon, 1997; 

Waddock and Graves, 1997; Maignan and Ferrell, 2001; Maignan and Ralston 2002, 

Graafland et al, 2003; Durant 2006). This may be explained by the fact that although 

some studies postulated a negative relationship (e.g., Vance 1975) or no relationship 

(e.g., Aupperle et al, 1985) between the corporate social responsibility (CSR) and 
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business performance, more recent studies provided the empirical evidence that there is 

a positive relationship between those two constructs (Abratt and Sacks 1988, Russo and 

Fouts 1997, Waddock and Graves 1997).  

 

In addition, the empirical evidence suggests that CSR could have other benefits to a 

firm. For instance, a recent survey (Smith, 1996) found that 88 percent of consumers in 

the study are more likely to buy from a company that is socially responsible, suggesting 

that CSR could be an effective marketing tool in the future. It is also reported that 

corporate social responsibility could have positive effects in helping companies to 

attract more talented and committed employees (Maignan et al 1999). In contrast to a 

growing body of research supporting the importance of corporate social responsibility, 

the issues relating to the determinants and development of a corporate social 

responsibility are still relatively under-researched. In addition, most of the research to 

date has been conducted in the developed countries, mainly in the US and Europe. 

Consequently, there is limited knowledge on how corporate social responsibility is 

perceived and implemented by companies in developing countries (Al-Khatib et al, 

2004). 

 

Past research on corporate social responsibility is mainly concerned with 

conceptualising as well as empirically assessing its impact on business performance. For 

example, a number of studies have been conducted in an attempt to link corporate social 

responsibility with financial performance (i.e., Aupperle et al, 1985, Abratt and Sacks 

1988, Russo and Fouts 1997, Waddock and Graves 1997). In addition to corporate 

performance, recent studies also examined the impact of corporate social responsibility 

on other stakeholders of the companies. For example, Mohr et al (2001) looked the 

impact of CSR on the customer buying behaviour while Turban and Greening (1996) 

examined the impact of corporate social responsibility on the organisational 

attractiveness to employees. 

 

Compared with the growing body of literature on the nature of and consequences of 

corporate social responsibilities, however, the issue of how to improve the companies' 

level of CSR has received relatively limited attention. Two noticeable exceptions are 
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Thomas and Simerly (1995) and Maignan et al (1999). Thomas and Simerly (1995) 

examined the relationship between the background of top managers evaluated in terms 

of internal versus external orientation and corporate citizenship, using a sample of 574 

top executives in the US. A key finding of their research is that the internal orientation 

of top executive has negative impact on a company's corporate social performance. 

Looking beyond the individual's effects on CSR, Maignan et al (1999) investigates 

whether three specific dimensions of organisational culture affect corporate citizenship, 

including market orientation, humanistic orientation and competitive orientation.  

 

CSR is a means of analyzing the inter-dependent relationships that exist between 

businesses and economic systems, and the communities within which they are based. 

CSR is a means of discussing the extent of any obligations a business has to its 

immediate society; a way of proposing policy ideas on how those obligations can be 

met; as well as a tool by which the benefits to a business for meeting those obligations 

can be identified (Henriques, A. 2003). 

“In the flat world, with lengthy global supply chains, the balance of power between 

global companies and the individual communities in which they operate is tilting more 

and more in favour of the companies…. As such these companies are going to 

command more power, not only to create value but also to transmit values, than any 

other institution on the planet.” (Thomas L. Friedman, The World is Flat, 2005). 

 

According to Henriques, A. (2003), it is important to stress that the study of CSR 

focuses largely on the margins of a business’ discretionary actions and obligations. This 

is rather than any legal or regulatory obligations individuals and corporations face in the 

day-to-day management of operations within any specific industry. To break these rules 

and regulations is to break the law. Such infractions are simply actions that are illegal. 

Of course, adhering to the law is an important component of an ethical organization’s 

ethos, but it is not the primary concern of CSR, which primarily deals with decisions 

incorporating discretionary actions. CSR is a business strategy and, therefore, represents 

actions that need to be positively selected, or avoided. CSR advocates believe there is 

strategic advantage to a company that makes these choices.  

 



29 

 

It is also important that CSR focuses on areas of immediate relevance to an 

organization’s sphere of operations. CSR is not about pursuing the CEO’s pet interest 

and ‘saving the whales.’ CSR should be distinguished from concepts such as ‘strategic 

philosophy’ and ‘cause-related marketing,’ which are valid business strategies and form 

an element of an organization’s CSR policy, but are not a central component of CSR. 

CSR is a much more holistic approach to business, which is designed to enhance 

corporate success because of its relevance, rather than represent something unconnected 

to an organization’s core business (Henriques, A. 2003). 

 

A Practical Example 

Millicom International Cellular, also known as Tigo, is a mobile phone network 

provider in America and Africa. Based in Luxembourg, the company provides mobile 

services in 14 countries. With operations across Central America, South America, and 

Africa, using GSM, CDMA and TDMA on America, GSM and UMTS over Africa.  

 

Millicom provides affordable, widely accessible and readily available prepaid cellular 

telephony services to more than 30 million customers in 13 emerging markets in Latin 

America and Africa where the basic telephone service is often inadequate and where 

economic development and rising personal income levels are creating increasing 

demand for communication services. 

 

For Millicom, corporate and social responsibility means understanding the expectations 

of its stakeholders; be they customers, governments, regulators, suppliers, employees, 

investors, or communities, and its commitment to this responsibility enables it to deliver 

a consistently high level of performance and to generate, protect and enhance value for 

all of them. 

 

Customers: Millicom aims to build enduring relationships by understanding and 

anticipating its customers’ needs. Its subscribers around the world today enjoy and have 

come to expect an affordable, accessible and available mobile service, embodied by the 

Tigo brand. Millicom values the reputation that its Tigo brand has earned and the trust 

its customers place in it and endeavors to enhance this reputation by continually 
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improving its products and services. In 2007 Millicom continued to drive down prices 

and reload values, facilitated by its e-PIN service of over-the-air top-up and today offers 

the most affordable service available in many of its markets. To improve accessibility, 

Millicom added over 180,000 new connection and reload outlets and more are opened 

every day. Millicom now has over 480,000 outlets across its markets. The affordability 

and accessibility of services must be improved in conjunction with their availability 

and, throughout 2007 Millicom has focused on extending network coverage and 

capacity where necessary to ensure consistent reliability. By the end of the year, 

Millicom had a total of some 10,000 cell sites, up from just over 6,000 at the end of 

2006. 

 

Governments and regulators: Millicom strongly supports aggressive yet equal 

competition and its position as a leading operator of mobile telephony services gives it 

the leverage to encourage fair legislation and the correct application of 

telecommunications regulations in its markets, ultimately benefiting the customer. As a 

NASDAQ listed company, Millicom complies with the US Foreign Corrupt Practices 

Act (“FCPA”) which prohibits payments to foreign officials for obtaining or keeping 

business and requires compliance with its accounting provisions, including the keeping 

of records that accurately reflect all transactions and the maintenance of an adequate 

system of internal controls. 

 

Suppliers: Millicom’s intention is to only work with suppliers, subcontractors and other 

third parties whose working practices and business standards are aligned with its own in 

the countries in which it operates. Millicom is carrying out a planned review of it 

supplier relationships and in Q4 2008 will issue an updated set of guidelines in a new 

Supplier Code of Conduct, outlining how it works with suppliers and what standards are 

expected of them and their subcontractors. 

 

Society and environment: Millicom contributes to the sustainable economic and social 

development of the emerging markets in which it operates by providing 

telecommunications infrastructure and the means to communicate. Across 16 countries, 

Millicom’s employees are focused every day on providing mobile telephony services 
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that are highly affordable, readily accessible and constantly available to everyone. 

Millicom also has a history of, and a reputation for, responsible and proactive 

citizenship in its markets and of giving something back to local communities. In the 

past, its initiatives have centered on education, housing, poverty and support in the 

aftermath of natural disaster. In 2007, Millicom continued with its focus on education in 

Latin America in a number of ways: by making a donation to a national program in El 

Salvador working to improve literacy rates; by sponsoring agencies in Honduras that 

promote academic excellence in students with scarce economic resources; by 

establishing the Tigo Library in Paraguay which donates text books to schools and, in 

Bolivia, by signing an agreement with a university to run a “Maths Olympic Games”. 

Elsewhere in Latin America, Tigo provides material and monetary support to specific 

cultural initiatives and projects, for example in Colombia, Tigo sponsors Swing Latino, 

the world Salsa champions, from Cali (Nwachukwu, 2006). 

 

In Africa, the focus has been primarily on healthcare. Initiatives in 2007 included 

sponsorship of an AIDS awareness concert in Ghana, the donation of water pumps and 

water treatment systems in Tanzania, the donation of wheelchairs for children in Chad 

and the creation of the “Tigo Foundation” in Senegal whose first campaign focused on 

health education for the young. In Cambodia in our Asian cluster, the MobiTel 

Foundation similarly supports educational and healthcare projects, the most notable of 

which is Operation Smile to support cleft palate surgery for children. Going forward the 

Board has approved significant expenditure on community initiatives which will be 

approved and evaluated by a central coordinating function and governed by strict 

operating guidelines. In keeping with the young persona of the Tigo brand, Millicom 

will continue to support education and initiatives for the young as its primary concern, 

under the theme “Access to Today’s World through Education”. By 2010, 80% of 

Millicom’s expenditure on community initiatives will fall under this theme (Ibid, 2006). 

 

Employees: Millicom seeks diversity among its 6,000 employees to foster creativity and 

corporate success. Recognizing that exceptional quality begins with people, Millicom 

allows individuals to use their capabilities to the fullest to satisfy their customers in 

accordance with the Millicom Corporate Policy Manual, which sets out the code of 
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conduct for all employees. Millicom’s corporate environment promotes and encourages 

continuous learning and personal growth as well as active participation in local 

community initiatives which fosters the Tigo team spirit and ensures that everyone can 

contribute to the continued success of the Company (Kotter, 2005). 

 

Shareholders: Millicom aims to generate shareholder value by seizing opportunities in 

the mobile telephony sector in emerging markets, building on its current business and 

focusing on high growth segments whilst achieving the highest standards of integrity, 

customer satisfaction and employee motivation. In 2007, Millicom’s share price rose by 

91%. Millicom adheres to the standards and requirements for foreign private issuers of 

the US Sarbanes-Oxley Act of 2002, also known as the Public Company Accounting 

Reform and Investor Protection Act of 2002, which legislates for corporate governance, 

financial disclosure and the practice of public accounting in the interest of equity 

investors. Millicom’s corporate and social responsibility initiatives are continually 

evolving and developing but governed by values set out in the Corporate Policy Manual 

and Code of Ethics to which all employees must adhere. Going forward, Millicom will 

also be drafting Corporate Position Papers on key issues affecting its business and the 

wider industry. Millicom’s governing values will continue to be communicated to 

employees via induction processes and group briefings, and, by observing them every 

day, Millicom endeavors to provide outstanding services to its customers, to earn 

leadership positions in its business and to provide a superior return to its shareholders 

(Kotter, 2005). 

 

2.7 Conceptual Framework of the Study 

The findings from literature review reveals that Corporate Social Responsibility is a 

concept which in one way contributes  much to the practices that are bases on ethical 

values, compliance with legal requirements, and respect for people, communities and 

the environment. From the literature review described a summary of the dimensions to 

be considered when assessing the commitment of business entities to Corporate Social 

Responsibility, a case of Vodacom (T) Limited. 
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Figure 2.2: A Model for Assessing the Commitment of Business Entities to CSR - A 

Case of Vodacom (T) Limited 

 

Source: Developed by researcher, 2013 

 

2.8 The element or variable 

A variable is attribute or quality of the case that we measure or record. It is a 

characteristic (of man or his environment) that can take on different values. Objects are 

usually not considered as variables - but their characteristics are variables. For research 

purpose, it is necessary to distinguish clearly between the two major forms of variables; 

the dependent and independent variables. 

 

2.9 Dependent variable 

A dependent variable is one which depends upon or is a consequence of the other 

variable (Kothari 2000: 42). Usually there is only one dependent variable, and it is the 

outcome variable the researcher is attempting to predict. It is therefore that, 

Public/Private corporations practicing CSR is the dependent variable in the study. 

Variation in the dependent variable is what the researcher is trying to explain. 

 

(Independent Variable) 

CSR practices in Tanzania  

 People/community perceptions 

 Company’s involvement in 

CSR 

 Motivating factors in engaging 

in CSR 

 Corporate governance and 

management practices 

 Impacts of CSR to both 

Company and host community. 

 

Adherence to CSR 

Practices 

(Dependent Variable) 

 
Corporations practicing 

CSR 
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2.10 Independent variable 

The independent variables are also known as the explanatory variables. These are the 

factors that the researcher thinks explain variation in the dependent variable. According 

to Landman (1988: 98) the independent variable is the circumstances or characteristics 

which the researcher can manipulate in his effort to determine what their connection 

with the observed phenomenon is. This means that the researcher has direct control over 

the variable. The independent variables in this study are practices of CSR in Tanzania. 

The practices include: Social impact; Organization’s cultural impact; People/community 

perceptions; Company’s involvement in CSR; Motivating factors in engaging in CSR; 

Corporate governance and management practices; and, Impacts of CSR to both 

Company and host community. 

 

2.11 Emerging Issues/Research Gap 

Different scholars and authors have written on CSR particularly its role in the economy 

and as well as its impact on development of both Industrialised countries and the less 

developed countries (LDCs).  

 

Corporate Responsibility offers a means by which companies can manage and influence 

the attitudes and perceptions of their stakeholders, building their trust and enabling the 

benefits of positive relationships to deliver business advantage. 

 

Corporate Responsibility provides a means by which companies better understand and 

manage risk. All businesses take risks and make judgments about the level of risk that is 

appropriate. Many corporations are broadening their definition of risk to encompass 

wider and longer-term risks that incorporate social and environmental issues.  

In addition, they are engaging with a wider external audience to understand needs and 

expectations and take action where appropriate. 

 

Corporate Responsibility offers more effective management of risk, helping companies 

to reduce avoidable losses, identify new emerging issues and use positions of leadership 

as a means to gain competitive advantage by influencing new regulation to strengthen 

competitive advantage. 
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The literature review above without exception has stressed on how CSR is undertaken 

basing on the different interventions undertaken by focus of serving the majority of the 

needy populations. Nevertheless, the literature reviewed did not reveal the specific 

lessons learned from Africa and particularly, Tanzania. Therefore, research aims at 

assessing the commitments of business entities to Corporate Social Responsibility in 

Tanzania taking Vodacom (T) Limited as a case study. 

 



36 

 

CHAPTER THREE 

 

RESEARCH METHODOLOGY 

 

 

3.1 Introduction to Research Methodology 

Chapter 3 outlines research design, the research method, the population under study, the 

sampling procedure and sample size, and the method that used to collect data. 

In addition, the data analysis process discussed. The reliability and validity of the 

research instrument addressed.  

 

3.2 Research Design  

A research design is a framework for specifying the relationship among the study 

variables and plan for selecting the sources and types of information used in answering 

the research question. Research design is a plan of action through which a researcher 

organizes his/her work from data collection, data organization to data analysis (Kothari, 

1997). Again, according to Kothari (1999), a research design is conceived as the overall 

conceptual structure through and within which research conducted.  It constitutes a blue 

print for collection, measurement and analyses of data or arrangement of conditions for 

collection and in the manner that aims to combine relevance to the research purpose 

with economy in procedure.  These determine what observed and analysed why and 

how. The study used a case study design to obtain the quantitative and qualitative data.  

The case study was very useful for giving information and data in detailed forms.  

 

3.3 Population of the Study 

Polit and Hungler (1999) refer to the population as an aggregate or totality of all the 

objects, subjects, or members that conform to a set of specifications.  

Asika (1991) 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. 

Hair et al., (1998) explained that the small size sample could limit the probability of 

detecting a relationship where one exists as compared to large sample. According to 

Nwabueke (1993), population of the study is the total population of the universe to the 
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study area. Since the population is a finite one, application of statistical formula 

becomes imperative in determining the sample size.  

 

In this study, the population was Tanzanians of all races, age groups, educational status, 

socio-economic status and residential areas who get services from Vodacom Tanzania 

Limited. The population of the study composed of staff and customers of Vodacom 

Tanzania Limited.  

 

3.4 Sampling Procedures and Sample Size 

3.4.1The Sampling Procedure 

The process of selecting a portion of the population to present the entire population is 

known as sampling (LoBiondo-Wood & Haber, 1998; Polit & Hungler, 1999). Nesbary 

(2000), suggests the larger the sample size, the greater the probability the sample will 

reflect the general population. However, sample size alone does not constitute the 

ability to generalize. 

 

Patten (2004), states that obtaining an unbiased sample is the main criterion when 

evaluating the adequacy of a sample. Patten also identifies an unbiased sample as one in 

which every member of a population has an equal opportunity of being selected in the 

sample. Therefore, random sampling used in this study to help ensure an unbiased 

sample population. Because random sampling may introduce sampling errors, efforts 

made to reduce sampling errors, and thus increasing precision, by increasing the sample 

size and by using stratified random sampling. To obtain a stratified random sample, the 

population was dividing into strata according to institutions as shown in Table 2. 

Typically, for stratified random sampling, the same percentage of participants, not the 

same number of participants, drawn from each stratum (Patten, 2004). 

  

Simple random sampling gave a room free classification errors. In the study, all 

respondents have equal chances of being selected to make the sample (Ndunguru, 

2004). 
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3.5. Sample size 

A sample is a subset of a population selected to participate in the study, it is a fraction 

of the whole, selected to participate in the research project (Brink, 1996; Polit & 

Hungler, 1999). A sample size is a list of all sampling units or areas available for 

selection in the sampling process. A general rule of the thumb is always using the 

largest sample possible. The larger the sample the more representative it is going to be, 

smaller samples produce less accurate results because they are likely to be less 

representative of the population (LoBiondo-Wood & Haber, 1998; Polit & Hungler, 

1999).  

In this study, 25 respondents were obtained in the community level where Vodacom 

Tanzania Limited provides its services. Therefore, staffs of company were 14 from the 

data needed. The researcher conveniently chooses 33 customers of the company. Thus, 

the population of the study was 72. Thus, the sampling frame consisted of all 

Tanzanians, as summarized in Table 2.1. 

 

Table 3.1: Sampling Distribution Table 

S/N Description Number of respondents 

1. Members of community 25 

2. Customers 33 

3. Company’ staff 14 

Total 72 

 

3.6  Primary Data 

For this kind of investigations, there are two different sources of information which are 

primary sources and secondary sources. Significant for primary sources is the closeness 

between them and the phenomenon they describe; they have personal experience of it. 

Secondary sources on the other hand provide information gathered from other (primary) 

sources (Holme & Solvang, 1997). 

 

In order to fill information gaps primary data were collected through observation and 

interview by using questionnaires at the study area, that is Vodacom (T) ltd. and 
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targeted study’s respondents at the selected department and sections. These were key 

informants for this study whereby guided interviews, formal discussions and 

consultation undertaken by the researcher with strong emphasis on institutional analysis. 

Thus, information collected from the public/government to ensure inclusion of policy-

making levels and field operation levels. 

 

3.7 Secondary Data 

Secondary information and data about the problem at hand could exist in form of 

published or unpublished documents such as maps, government reports and records, 

company production and/or sales as well as personnel files. The use of preliminary 

secondary information during problem definition and formulation paves the way for a 

more focused primary and secondary data collection (Kosura, 2004). 

 

The other secondary source of data involved reviews of literature from documentary 

sources such as journals, magazines, periodicals and relevant materials from the 

Company’s Annual Implementation and Performance Reports. Moreover, materials 

were sought from the internet to supplement existing available materials. 

 

3.8 Data Collections Methods and Instruments 

In adopting any method in research study, it is imperative to put into consideration the 

approach that yield the most productive result relevant to the problems at hand. In this 

regard, data for this research study gathered from the following sources, primary and 

secondary sources. 

 

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. The structured interview tool formulated to capture 

the information from the members of the community; also, questionnaires designed for 

those customers and staff of the Vodacom Tanzania Limited. It was quite satisfying 

when most of the interviewees gave a positive feedback regarding the questionnaire. 

Three interviews carried out both in Kiswahili and English.  
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Also using of secondary data in this study was very necessary. Secondary data were 

data obtained from review of related literatures of opinions of expects in the subject 

matter. These data were obtaining from textbooks, magazine, newspaper, private 

professionals, public and academic libraries. 

 

In addition, supplementary information from each group collected as a complement 

source of information to feed this investigation.  

 

3.9 Data Analysis Procedures 

Processing and analyzing data involves a number of closely related operations which are 

performed with the purpose of summarizing the collected data and organizing these in a 

manner that they answer the stated research questions /objectives. 

Both qualitative and quantitative analytical approaches were employed to analyse the 

data. The descriptive and statistical analyses have also been conducted basing on data 

and information to be collected from primary and secondary sources. 

 

The qualitative analysis involved descriptions, interpretations and implications of the 

results using bar charts for pictorial presentations. Quantitative data have been analysed 

with the aid of Microsoft Excel to compute percentages and frequencies of responses. 

 

3.10 Validity and Reliability 

Validity can be defined as a measure of truth or falsity of the data obtained through 

using the research instrument (Burns & Grove, 2001). Reliability is the degree of 

consistency with which the instrument measures an attribute (Polit & Hungler, 1999). It 

further refers to the extent to which independent administration of the same instrument 

yields the same results under comparable conditions (De Vos, 1998). The less variation 

the instrument produces in repeated measurements of an attribute of the higher the 

reliability. There is also a relationship between reliability and validity. An instrument 

that is not valid cannot possibly be reliable (Polit & Hungler, 1999). 

 

In ensuring reliability in this study, the responses that were obtained through the 

interview schedule were splited into two equal halves; they were scored independently 
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to check their correctiveness.According to Nachmias and Nachmias (1996), the 

researcher must provide supporting evidence that a measuring instrument does infact; 

measure what it appears to measure. Thus, interviewing single respondent at a time and 

doing the Focus Group Discussion. 
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CHAPTER FOUR 

DATA PRESENTATION AND ANALYSIS 

 

4.1 Introduction  

This chapter presents research results, findings and the discussion of data that analyzed 

in this study. The overall objective of this study was to explore the engagement of 

business entities in CSR activities at all levels. Data collected through 

questionnaires, interviews and observation. Meanwhile, the analysis and study 

findings for this study are presented into two parts. The first part is presents the general 

profile of the respondents which include education level, marital status as well as type 

of business of the clients. The remaining part presents the empirical findings entailing 

the engagement of business entities in corporate social responsibility (CSR) 

programmes. 

 

4.2 Gueneral Findings 

4.2.1 Field Work Execution 

The fieldwork exercise that comprised of distribution of questionnaires, interviews, and 

collectiyon of secondary data took five weeks from 24
th

 March to 21
st
 May 2013. There 

after I took almost a one-month period to do the data analysis from 29
th

 May to 27
th

 

June 2013, and it took about three weeks for report writing. 

 

Questionnaires were distributed to the staff selected randomly from the company’ 

mentioned departments/units. The aim was to collecting data relating to variables that 

have relations with the way Vodacom Tanzania Limited engaging herself in CSR 

activities at all levels operationalization. 

 

4.2.2 Demographic Characteristics of Respondents 

It was important for the study to get information on the demographic 

characteristics of the respondents that is information based on gender, age, 

marital status, as well as educational qualifications of respondents. 
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4.2.3 Gender profile of respondents 

The study was carried out in Dar es Salaam where the selected company is located and 

headquarter is. The survey included both men and women who were staff and 

stakeholders of selected firm. Gender distribution of the surveyed respondents is as 

shown in the Table 4.1 below. 

 

Table 4.1: Gender Profile of Respondents 

 Frequency Percentage (%) 

Female 39 54.16 

Male 33 45.83 

Total 72 100 

Source: Field Study, 2013 

 

The information in Table 4.1 shows that there were 39 ( 54.16%)  of the respondents 

who joined in the study were female and the rest of the respondents are the male. This 

shows a balanced number of respondents. 

 

4.2.4 The Income Level of Respondents 

Table 4.2: Average Income per Day 

 Frequency % Valid % Cumulative % 

Valid average 45 62.5 62.5 62.5 

Rich 27 37.5 37.5 100 

Total 72 100 100  

Source: Field Study, 2013 

 

Economic status of the majority of the respondents was established to be average i.e. a 

majority of the respondents reported to earn more than 1 USD per day. Table 4.2 gives 

a summary of the reported economic status of the respondents. 62.5% of the 

respondents reported to have average earnings while 37.5% reported to have above 

average earnings. 
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Figure 4.1: Income earning per day 

 

Source: Field Study, 2013 

 

For example Dar Es Salaam is a highly populated area with blooming economic 

activities and its residents have a relatively better living conditions compared to other 

parts of Tanzania. This may have contributed to the fact that there are people accessing 

to company products and informed on how Vodacom do to the community. 

 

Table 4.3: Age of the Respondents (N= 72) 

           

 

 

 

 

 

 

Source: Field Data, 2013 

 

 

Table 4.4 above show the age groups of the respondents that is 71.73 percent of 

respondents are 30 years and above.  

Age group Frequency Percentage 

Less than 30 years 27 37.5 

30-39 years 20 27.7 

40-49 years 15 20.8 

50 years and above 10 13.8 

Total 72 100 
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This is the age group that most people are engaged in development activities in their 

locality and most of them contribute anything as required to do so.  

 

Table 4.4: Marital Status (N=72) 

 

 
Age group Frequency Percentage 

Single 29 40 

Married 43 60 

Total 72 100 

 Source: Field Data, 2013 

 

The findings in Table 4.4 show that 43(60%)  of respondents who participated fully in 

this study are married and 40 percent are not married (single).  

 

Table 4.5: Level of Education Qualifications for respondents (N=46) 

 

 

 

 

 

 

 

 

Source: Field Data, 2013 

 

The findings in Table 4.5 show that the respondents have different levels of education, 

ranging from primary education, secondary education, college education and university 

education. However, the findings showed more 67.38 percent (almost a half of the 

respondents) possessing higher learning education level (i.e. college and university 

Category Frequency Percentage 

Primary education 4 8.69 

Secondary education 9 19.56 

College education 14 30.43 

University education 17 36.95 

No formal education 2 4.34 

Total 72 100 
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level), however there are some respondents who have no formal educational 

qualifications comprises of 4.34 percent of the respondents.  

 

4.3 Presentation and Analysis According to Key Research Questions 

4.3.1How do Tanzanians  perceive the CSR? 

This study that revealed the level of consumer awareness in Tanzania particularly on 

consumers’ rights, perception and attitudes with respect to businesses’ accountability 

and responsiveness to consumers’ needs and interests in Tanzania. 

 

This survey was conducted in Dar es Salaam Region whereby the area represents and 

reflect the number of Tanzanians, and the firm’s headquarter is located here. There is 

very low Corporate Social Responsibility (CSR) in Tanzania Consumer survey 

revealed. 

 

About 72 Respondents were asked to mention five unfair business practices they 

experienced for the past 12 months. The information received was of diverse in nature; 

therefore the report here is not sequentially arranged, what appears down below is 

randomly picked of the most common severe forms of consumer rights violation by 

businesses found in Tanzania market. 84.7% of respondents believed that there is very 

low level of corporate social responsibility in Tanzania as a result of a sharp increase of 

consumer’s rights violations. The situation is a result of consumer’s lack of 

understanding on their Consumer’s Rights. Consumers continued to suffer while 

businesses are making super profit out of consumer’s unawareness and ignorance. 

 

It is high time for the lawmakers to look into these lines; and see what they can do to 

protect these innocent consumers from professional misconducts.  
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Table 4.6: Benefiting on Vodacom’s CSR Programmes 

Character Frequency Percentage 

Yes 72 100 

No - - 

Total 72 100 

Source: Field Study, 2013 

 

It should be strongly noted that regardless of low level of awareness on CSR, but 

Tanzanians do perceive that the strategy is very much encouraging and foster socio-

economic development in the country. By this, it is evidenced that majority of 

Tanzanians have seen at least some of projects done in their localities by Vodacom 

Tanzania Limited and even other firms. This is confirmed by the table 4.6 above which 

provides findings from the field when respondents were asked whether they have 

benefited from Vodacom’s CSR programmes in their locality. 

 

Figure 4.2: Perception of People on Level of CSR Programmes in Tanzania 

 

Source: Field Data, 2013 

 

It is surprising that respondents’ perception on CSR is very low as the findings from the 

field revealed whereby 85% of all respondents claimed so. Apart from all of them being 

benefited from Vodacom’s efforts still they are not aware that these activities are part 
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and parcel of CSR programmes in the country. This shows that, most of them they take 

these activities as a normal support to the community or are even entitled to them. 

 

Picture 4.1: The photo of toilet at Kiomboi Village in Iramba District where 

Vodacom Foundation had granted 

 

 

 

From the picture above, this is one of the fruit of Vodacom’s CSR programme in the 

country. With this evidence, it shows that company is doing tangible but the community 

does not recognise these efforts on the other hand. 
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Picture 4.2: The Vodacom Tanzania Limited (Vodacom Foundation) Staff at 

handover event of classes at Ntundualao Secondary Schools in Mbinga District 

 

 

 

4.3.2 What is the Effect of CSR to the Company and Host Community 

According to the data available, the company, assessing her CSR activities, utilizes the 

methods of public image survey, customer satisfaction survey and return on investment 

(ROI). The results present that 80% of them (people) mostly know and appreciate the 

existence of CSR programmes to their societies. In another words, since the companies 

formulate their CSR activities for getting a good public image, they automatically 

increase the performance of their CSR activities to the community which are final 

recipients of these social investments.  

Additionally, customer satisfaction is a key success criterion when CSR activities used 

as a marketing means especially. One-fourth (1/4) of the respondents appraise their CSR 

activities by saying that they are satisfied with the overall programmes within them.  

 

For the case study, CSR is a major pillar for their business. Vodacom Tanzania Limited 

continues to support Tanzanians particularly in education, culture, music, and the 

environment and it promise to remain committed to supporting local communities. Also 
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sponsors advisory services, training, consultants and sponsoring sports and games to 

youth under 20 years of age and Vodacom Premier League. It is noted that, two-third 

(62%) of interviewed sample was aware of the firm’s responsibility for such provisions, 

only 24% of respondents were not aware to that. 

 

In Tanzania, the state of CSR is still in early stages but development indicates 

encouraging signs. Concept of social responsibility is imbedded in Tanzanian culture 

(self – reliance). Promotion of CSR has been marked with initiatives in both 

government and private sectors. Most companies in “compliance stage” they adopt 

policy-based compliance as a cost of doing business. Some have reached the 

“managerial stage” where they embed societal issues in their core management process. 

A few in “strategic stage” is where companies integrate societal issues in their core 

business strategies. Most CSR efforts are “philanthropic” in nature with education and 

health being the main recipients. Growing internal expressions of CSR linked to 

operations of the organization with companies promoting employee involvement.  

 

Concerning Vodacom’s operation in Tanzania, the study found that Vodacom Tanzania 

Limited has done a lot in supporting African countries. In Tanzania, the major CSR 

initiative is operating under Vodacom Foundation. To date, more than 100 schools have 

received teaching aids from Vodacom Foundation. In most government and community 

owned schools, the ratio of student – book ratio has been reduced from 1:10 to 1:5 and 

the goal is to reduce to at least 1:3, this is according to Vodacom Foundation’s Annual 

Performance Report of year 2012. 

 

Moreover, the company expanded the programs to include fully funded scholarships for 

top eight boys and girls every year who are selected to join universities in the country. 

Currently, there are 32 students in the program and 10 other students are currently 

working with reputable corporate organizations today.  

 

The public-private sector health initiative is making it possible for companies, the 

government, health NGOs and donors like USAID to work collaboratively together to 

combat HIV, malaria and TB. “Our hope is that all future health programs in this area 
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will be filtered through the Lake Zone Health Initiative so that no program is 

overlapping or duplicating another,” says Dr. Rob Barbour, Barrick’s Chief Medical 

Officer. “We support existing government efforts to enhance health services and enable 

all stakeholders to contribute to common health care goals in a cohesive way.” 

 

Dr. Barbour and Stephen Kisakye, the company’s community health coordinators in 

Tanzania, are making it happen on the ground. The initiative already has a number of 

prominent partners, including the Touch Foundation, Populations Services International, 

and Engender Health among others. “We know that HIV poses a serious threat not only 

to our workforce but to the community at large,” Dr. Barbour said. To counter this 

threat, the company has an extensive HIV/AIDS education and treatment program at all 

of its Tanzanian operations. The program promotes voluntary testing and involves teams 

of peer health educators who engage with employees and the wider community, raising 

awareness about HIV transmission and prevention. 

 

Specifically, based on the situation before and after accessing services before the 

introduction of CSR programmes in the study area, the study revealed that about 90 

percent of respondents interviewed indicated that the contribution of Vodacom’s CSR is 

about hundred percent as compared to the previous situation. That means, the 

companies are investing to the local communities based on their Returns on Investment.  

 

This means that 82.2 percent of respondents agreed that there is a significant 

contribution of CSR which empowers them in their social life. (See figure 4.3 below) 
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Figure 4.3: Situation with respect to Corporate Social Responsibility in Tanzania 
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Source: Research Survey, 2013 

 

Picture 4.3: The Vodacom Managing Director Mr. Dietlof Mare mingles with 

pupils at the desk handover event at Kigogo Mapinduzi Primary School, where all 

6 recipients’ schools had converged to receive their desks. 

 



53 

 

The above captions show the contribution of Vodacom’s CSR programme in the 

education sector in Tanzania especially in providing desks for primary schools’ pupils 

in different part of the country. 

 

Figure 4.4: CSR Policy and Profit Making 

          

 Source: Field Data, 2013 

 

The information above (figure 4.4) implies that corporate social responsibility (CSR) 

marked much contribution to the society’s development rather than making the profit 

from the environment. This is was justified by the respondents themselves when they 

said that the CSR activities are there for pulling them from hardship life in terms of 

making a quality life to them. 
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Picture 4.4: The Vodacom Tanzania Limited (Vodacom Foundation) Staff at 

handover event of classes at Ntundualao Secondary Schools in Mbinga District 

 

 

4.3.4 What Factors Motivate the Company in Carrying out Social Responsibility 

Activities? 

Through different secondary data, this study found that currently there are no 

government policy, laws and regulations that govern the adoption of CSR strategies in 

the country. Socially responsible actions have costs, and it is questionable whether 

businesses would incur these costs voluntarily. It is clear however, that if some firms do 

act in a social responsible manner while others do not, then socially responsible firms 

will be at disadvantage in attracting capital. Does this mean that firms should not 

exercise social responsibility? Not at all, but it does mean that most significant cost 

increasing actions will have to be put on a mandatory rather than voluntary basis, at 

least initially to insure that their burdens fall uniformly across the all businesses. 

 

With the introduction of The Public Private Partnership Act, 2010 in Tanzania, give 

effect to the National Public Private Partnership Policy of November 2009 so as to 

provide for institutional frameworks, the implementation of public – private agreements 
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between the public sector and private sector entities; to set rules, guidelines and 

procedures, for development and implementation of public private partnership and to 

provide for other matters. This facilitate the establishment of efficient and quality socio 

– economic public private partnership within the country and to allow principles of 

Corporate Social Responsibilities to be adhered to. 

 

Instead, companies like Vodacom Tanzania Limited, during their CSR’s 

implementation they do abide on the laws of the land. For instance, Vodacom Tanzania 

Limited in all its projects with special attention to those located in conserved areas 

conducts Environmental Impact Assessment as per Environmental Management Act 

Cap. 191 of 2004 and EIA & Regulations GN. 349 of 2005, also in education projects 

follow education policy and frameworks. 

 

Picture 4.5: The Vodacom Tanzania Limited (Vodacom Foundation) Staff at 

handover event of classes at Ntundualao Secondary Schools in Mbinga District. 
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Picture 4.6: Picture 4.6: The Vodacom Tanzania Limited (Vodacom Foundation) 

Staff at handover event of classes at Ntundualao Secondary Schools in Mbinga 

District 

 

 

 

Table 4.7: Determinants of Firm Conducting CSR Programmes 

Character Number of respondent Percentage % 

Public pressure 15 20.8 

Voluntary action 51 70.8 

No idea 6 8.3 

Total 72 100 

Source: Field Survey, 2013 

 

From the table 4.7 above, 15 respondent representing 20.8% are of the opinion that 

public pressure motivate the company in carrying out their social responsibility 

activities, 51 respondent representing 70.8% indicate the company voluntary action 

while 5 respondent representing 8.3% indicate no idea. It can be conclude that, the 

company carryout their social responsibility activities voluntarily. 

Cooperation with stakeholders in determining of CSR policy is one way that companies 

can increase acceptance and receptiveness to their CSR practices, and helps facilitate 

their success (Zappala & Cronin, 2002).  
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The research findings suggests that the respondent companies view in order of 

importance the general public opinion, the Private Sector, NGOs and their employees as 

the key stakeholders to consult with regarding to the CSR. 

  

Figure 4.5: Techniques used by in CSR Programmes 

 

Source: Field Data, 2013 

 

Many of the respondents reported that the practitioners tend to involve the community 

in the activities at their localities. About 78.26 percent reported that they are being 

involved, remaining 15.21% said not involved while 6.52% they know nothing. 

 

One of the respondents said… “The private sector participation is positive todate, and 

they not leave almost everything in the hands of governments. This is quite 

satisfactory,” he said.  
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Picture 4.7: The Vodacom Tanzania Limited (Vodacom Foundation) Staff at 

handover event of classes at Ntundualao Secondary Schools in Mbinga District 
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Picture 4.8: The Vodacom Tanzania Limited (Vodacom Foundation) and CCBRT 

Staff at handover event of medical facilities at CCBRT Hospital at Msasani, Dar es 

salaam 
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CHAPTER FIVE 

DISCUSSION OF RESEARCH FINDINGS 

 

5.1 Introduction to the Discussion of Findings 

The overall objective of this research was to investigate how telecom companies 

commit themselves to the CSR. This chapter discusses the findings as been provided in 

the previous chapter four. 

 

5.2 Demographic Characteristics of Respondents 

As it was stated in the previous chapter, the demographic characteristics of the 

respondents that are information based on gender, age, marital status, as well as 

educational qualifications of respondents were important to be known. Findings 

reveal that respondents were characterized by large number of females 

(54.16%) as compared to males. This statistics implying that most, if not all when 

you call a certain urgent and thing of necessity women are active; it then may be after 

the male realizing that women can do positively in developmental issues. 

 

Approximately two-thirds of respondents live above 1 USD per day as per field 

data depict.  This means, they are in a position of contributing positively to the 

welfare of the nation. These findings also imply that this segment of population 

also enjoys the access to Vodacom’s products and hence they have the rights to 

enjoy also the returns from this company in other way round.  

 

The respondents seem to be matured enough in terms of age distribution since 

majority are above 30 years above (70% of all respondents) and in addition to 

this, 60 percent of all respondents are married. The findings showed more 67.38 

percent (almost a half of the respondents) possessing higher learning education level 

(i.e. college and university level), however there are some respondents who have no 

formal educational qualifications comprises of 4.34 percent of the respondents. This is 

the age group that most people are engaged in development activities in their locality 

and most of them contribute anything as required to do so. By this information it 

implies that when a firm (Vodacom Tanzania Limited) is involved in their locality has a 
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chance to design which sectoral programme to implement by looking priorities. What 

we can say this is an active age group in development programme participation 

 

5.3 Perception of Tanzanians on the CSR 

From secondary data it was found that there is very low Corporate Social Responsibility 

(CSR) in Tanzania as per Consumer survey revealed. But it was indifferent when 

respondents asked if they have benefited with Vodacom’s CSR programme. All the 

respondents agreed to have benefited from the social investment done by this company. 

This implies that the company has invested a lot across the country but majority are not 

aware of these investments. 85 percent of respondents have lower perception of CSR 

programmes in the country but this does not mean they have not seen any efforts taken 

by some corporations in investing in social services. This implies that companies like 

Vodacom do not publicise their social investments as their pay back to the community 

(CSR programme) 

 

The result is that the negative effects a company’s bad behavior may have on the 

community seem to be more substantial than the positive effects of its good behavior; 

which, in turn, relates to how a company’s CSR initiatives impact stakeholders‟ 

perception of the quality of the company’s products. 

 

If a company’s CSR activities are perceived as positive by consumers, this company’s 

products will be believed to be of superior quality. On the other hand, if CSR activities 

are perceived as negative, consumers will automatically believe that this company’s 

products are of poor quality. Broad groups of constituencies, including customers, 

shareholders, employees, local communities, financial institutions, competitors, and the 

media are increasingly interested in the way corporations behave. If consumers feel they 

can make a difference through supporting companies that engage in socially responsible 

actions, this is likely to contribute to a long term positive attitude toward those 

companies. 

 

 

 



62 

 

5.4 Effect of CSR to the Company and Host Community 

Research suggests that companies may receive external benefits from implementing 

CSR policies. Field based and laboratory studies have found that CSR is linked to more 

favorable corporate evaluations, increased purchase behavior (Lichtenstein et al, 2004), 

higher customer satisfaction and market value of a firm (Luo & Bhattacharya, 2006) – 

all of which is believed to translate into increased profitability for the corporation. 

Though immediate benefits might be few, it is likely that the importance of CSR will 

increase in years to come as people become more interested in the social and 

environmental effects of corporations. This is supported by the findings which show 

that 80% of respondents mostly know and appreciate the existence of CSR programmes 

to their societies. Also about 62 percent of interviewed sample are aware of the firm’s 

responsibility in different sectors including sports and entertainment industry. 

 

There has been observed a more obvious need of the companies to appeal to community 

in order to find the necessary support and resources to accomplish their mission and 

objectives. For the society to develop, the population and the business sector must 

involve in communication and social responsibility programmes. The state is added to 

these two elements, which can act as a catalyst in making every one responsible. A 

major potential can be identified at the consumer’s level in what concerns his 

availability towards the company and its products. 

 

The company also promotes Academic Excellencies in secondary school through 

providing fully funded scholarships for top eight boys and girls every year who are 

selected to join universities in the country. Currently, there are 32 students in the 

program and 10 other students are currently working with reputable corporate 

organizations today.  

The perception of CSR from the respondents’ perspective, study results reveal that from 

the Tanzanian consumer perspective, the dimensions attributed to CSR are economic 

responsibilities (59%), philanthropic responsibilities (59%), environmental 

responsibilities (54%), and societal responsibilities (32%). Economic responsibilities 

include obligations to produce goods of quality, to build a good company's image and to 

be financially accountable. Philanthropic responsibilities mean for Tanzania consumers 
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the commitments of companies to contribute to the welfare of their community at large. 

What is specific in the Tanzanian conceptualization of CSR is the lack of knowledge 

about corporate obligations towards different types of stakeholders as suggested in the 

stakeholder theory. In fact, their importance attributed to business stakeholders in this 

survey supports this argument. 87% of interviewees think that companies have 

commitments to customers and the community at large whereas only 20% say 

companies should also make commitments to their employees. This can be seen in the 

findings whereby about 90 percent of respondents interviewed indicated that the 

contribution of Vodacom’s CSR is about hundred percent as compared to the previous 

situation. That means, the companies are investing to the local communities based on 

their Returns on Investment. In addition, 82.2 percent of respondents agreed that there is 

a significant contribution of CSR which empowers them in their social life. 

 

5.5 Factors Motivate the Company in Carrying out Social Responsibility Activities 

In a very competitive global market, mobile telecommunication companies must strive 

to portray a picture of themselves as highly socially responsible companies. Active 

involvement in socially beneficial programmes provides extra advantages to the 

company. Corporate social responsibility is an intentional decision by a business to 

invest in practices, equipment, services and products that reduce the external costs of its 

business to society. Corporate social responsibility is usually defined in terms of three 

broad categories: environmental responsibility, social justice and economic growth. 

Businesses considered to be socially responsible position themselves in the market as 

organizations committed to reducing their environmental impact, treating their 

employees or suppliers equitably and delivering value for their shareholders. 

 

Any corporation’s business goal is to provide value and incentive to its shareholders. 

Therefore, profit-oriented corporations or organizations are not a charitable organization 

although sometimes it is in their direct interest to support charitable activities. 

Furthermore, sometimes corporations or organizations carry out certain activities that 

governments should undertake, although they are not government agencies. It is 

beneficial for the corporations to carry out such socially responsible activities. 
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Furthermore, a causal effect exists between business size and industry on the amount of 

social disclosure (Tilt, 1994). This interaction indicates that the size effect is most 

obvious in sensitive industries.  

 

According to Mcguire, Sundgren and Shneeweis (1988), CSR is a core corporate duty 

which consists of corporate decision making, the relationship of the firm’s social and 

ethical concerns with financial performance. The issue that emerges here is the 

relationship between the firm's social responsibility and their financial performance. A 

theoretical framework was used in the research based on the stock market results and it 

did not show any relationship between financial performance and the firm’s social 

involvement. On the contrary, using the accounting based performance the relationship 

was established. In order to overcome the weakness of this method, the authors used 

performance in controlling pollution as a proxy measure. Corporate social responsibility 

can be achieved if the firm considers the influence prior to its performance and should 

be stressed theoretically and empirically. 

 

Analyzing the factors that influence each company’s involvement depends on their 

motivational factors in each of these activities. But all the listed factors had some 

influence on their CSR activity. The most highly influential factors were which were 

that the organizations believed that involvement in corporate social responsibility would 

increase long term profitability and sustainability of the company; and also an 

organization that wished to have a good reputation in the eyes of the public had to show 

that they are highly socially responsible. These two factors illustrated that the factors 

most influential in contributions are those that are for the benefit of the organization 

rather than for societal benefits. Improving the quality of life of the community, which 

almost fully influenced the organizations involvement in CSR was the main objective to 

improve the quality of life of the community, which benefits the society more. 

 

The discussion above is supported by the findings from the field which show that 15 

respondent representing 20.8% are of the opinion that public pressure motivate the 

company in carrying out their social responsibility activities, 51 respondent representing 

70.8% indicate the company voluntary action while 5 respondent representing 8.3% 
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indicate no idea.  On the other hand, the respondents (about 78.26 percent) reported that 

they are also involved in carrying out CSR programmes in their localities, remaining 

15.21% said not involved while 6.52% they know nothing. 
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CHAPTER SIX 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

6.1 Summary 

Generally, it observed that, many firms through implementation of corporate social 

responsibility strategy have changed the life of poor people in a positive way. People in 

their locality have improved their life by receiving great support in terms of education, 

health, finances, training, even advisory one. For instance at Mtundualo in Mbinga 

District class constructions increase the access to numerous of young people to 

secondary education. Meanwhile, in doing such through CSR the firms make positive 

achievements in their business activities. To a large extent commitment of firms, 

operation in Tanzania has brought about positive changes in the standard of living of 

people who access their services. Although some of the places have not benefited, most 

of them complained that, these firms are there for financial purposes and not for public 

image.  

 

However, by considering and engaging with all stakeholders, which include employees' 

families, local communities, environmental groups. This is good for the business as well 

as good for stakeholders. 

 

Though is true because it takes us to understand after almost more than 84% of 

respondents disagree on the awareness in companies those carrying out the overall 

processes in Corporate Social Responsibility to local communities 

 

6.2 Conclusion 

The study was about “Assessing the Commitment of Business Entities to Corporate 

Social Responsibility in Tanzania: A Case of Vodacom Tanzania Limited”. In this 

researcher pertinent was interested to determine how different business entities had 

played a positive part in the implementation of the corporate social responsibility (CSR) 

to communities and sustenance of CSR programmes within it.  

 

The findings and discussions show the positive role by business entities in designing 

and implementing strategies towards corporate social responsibility Tanzania and 
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contribution in development of people in a particular area. As we have seen from the 

data presented and discussions, the study is obviously was important in paving the way 

for the development sectors in the country.  

. 

6.3 Recommendations 

The following recommendations are put forward in order to improve design, managing 

and operations of CSR frameworks for the development of the local communities in 

Tanzania: 

i. The researcher proposes that the Human Resources function has a responsibility 

to be proactive in leading the establishment of a CSR-enabled culture within 

any business.  

ii. HR Managers should lead processes to CSR within communities and make 

sustainability strategy at each stage of project life-cycle and create chances to 

participation of the local people.  

iii. HR Managers should develop a CSR-mindset, whether or not there is a 

corporate CSR strategy which directs them to do so and whether or not their 

next career move depends on it. Why? Because CSR for HR is an imperative.  

iv. Today, Tanzania is faced by many challenges like unemployment, which have 

been compounded by the ongoing world economic financial crisis. Does this 

have anything to do with CSR? Yes, by all means. Most companies, when 

faced with such problems, they rush to reduce the workforce. I appeal to 

companies retrenching staff due to the ongoing hard times, to consider reduced 

profits, and maintain their staff in the spirit of CSR. This study urges that, 

companies and institutions not to reduce workforce but rather sacrifice profit 

margins, for the greater good in the long run, despite the global credit crunch. 

Sacking people due to the hard times will only compound social problems. 

 

v. The study noted there are hardly notable CSR activities in the most important 

area for the country. Companies should be responsible to a” social need of a 

time” by being proactive in controlling situations while making things happen. 

. With issues like “Kilimo Kwanza Compaign” and the East Africa Common 

Market, more CSR awareness on the human resource development and 
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activities should be directed there. This will therefore enhance sustainable 

development. 

vi. The importance of the day lies in its complementary role alongside other 

previous events which could reveal the practical experiences of leading 

companies in adopting social responsibility principles and also what are the 

expectations of recipients of social aid.  
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APPENDIX I: 

 

Dear Respondents, 

 

 I am a master student of Business Administration (Corporate Management), 

Mzumbe University, carrying out research on the topic “Assessing the Commitment of 

Business Entities to Corporate Social Responsibility: A Case of Vodacom Tanzania 

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. 

 

 The confidentiality of any information provided by you is guarantee. 

Thank you. 

 

      

                                                  Apaisaria Raymond Nkya 

 

 

 

 

 

 

 

 

 

 

 

1.   Gender. 
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           Male (  )     Female (   ) 

 

2. Age: 

     18 - 30 (   )    30 – 51 (   )     50 and above (   ) 

 

3. Educational Qualification: 

 O’Level (   ),   A’Level (   ), Degree (   ), Postgraduate (   ) 

 

4. How long have you been known Vodacom Tanzania Limited? 

 0 – 4 yrs (  ),  4 – 10yrs,  (   )  10 and above  (   ) 

 

5. Is social responsibility activities incorporate into the organization policy? 

 Yes (   )     No   (   ) 

 

1. How long has Vodacom Tanzania Limited been involved in corporate social  

      responsibility? 

             

      (Specify)… 

  

7. Does the organization’s involvement in social responsibility has any  

 effect On the company?       Yes   (   )      No (    ) 

 

      

 8        If “yes” what is the nature of the effect? 

 Favourable  (   )     Unfavourable)   (    ) 

9. Do your organization consider her immediate enrolment in corporate social    

           responsibility activities?   Yes (   )   No (   ). 

 

10.    Do your organization invite come members of the host community for 

consultation in matters relating to Corporate Social Responsibility? 

    Yes   (   )     No    (   ) 
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11. Does Vodacom Tanzania Limited corporate social responsibility activities 

improve the organizations productivity?   Yes   (   )     No   (  ). 

 

12. Do you think Vodacom Tanzania Limited social responsibility initiative has an 

impact on Tanzanian economy and its host community?                                                                        

  Yes (   )     No   (    ) 

 

13. Is Vodacom Tanzania Limited totally committed to corporate social 

responsibility? 

            Yes   (   )     No    (    ) 

 

14.   Does the involvement of Vodacom Tanzania Limited in corporate social 

responsibility beneficial to both the organization and its host community? 

               Yes (    )    No   (    ) 

 

15.      Does the organization involvement in corporate social responsibility   

            improve the marketing of the organization products? 

           Yes (   )    No (    ) 

16. Does your corporate social responsibility project come up as a result of  

           pressure from government or immediate environment where your  

           organization operates? 

                 Yes (   )     No   (     ) 

 

17.     Does your company’s corporate social responsibility programme focus  on all      

          sector of the economy? 

   Yes  (   )     No  (   ). 

 

18. Does government intervene in your corporate social responsibility  

 activities?        Yes (   )     No (   ) 

 

19. If yes, how often? 

  Very often (   ),   Quite often (   )    Often   (   )   Not often (    ) 
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20. Do you benefit from the company’s social responsibility activities? 

Yes  (    )      No   (    ) 

 

21. In what area of the social responsibility activity of the company have you 

 benefited from? 

 

a................................................................................................ 

 

b................................................................................................. 

 

c................................................................................................. 

 

d..................................................................................................... 

 

 

1. Gender:            Male   (   )           Female (   ) 

 

2. Age: 

 13 – 20 (   ), 41 – 60 (   )   61 and above   (   ) 

3. Educational Qualification: 

 O’Level (   ),   A’Level (   ), Degree (   ), Postgraduate (   ) 

 

4. Do you benefit from Vodacom Tanzania Limited corporate social responsibility  

activities? To this community?    Yes (   )     No (   ) 

 

5. If yes, how often? 

 Very often (  ), Quite often (  ), Often (   ) Not often (   ) 

 

6. How can you assess their performance on social responsibility activities? 

 Very satisfactory (   ) fairly satisfactory (   ) Satisfactory (   ) 

 Not satisfactory (  ). 
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7. For how long have you been benefiting from Vodacom Tanzania Limited social     

responsibilities activities?   …………………………………… 

 

8. Does the company’s social responsibility activities come as a result of public 

pressure or voluntary? 

         Public pressure (   )    Voluntary (  ) 

 

9.       Does the company’s social responsibility activities enhance organizational social         

           relationship?        Yes (   )    No  (   ). 

10. Does Vodacom Tanzania Limited corporate social responsibility programme  have 

an impact on your well-being? 

 Yes   (   )     No (   ) 

 

11. Do you think Vodacom Tanzania Limited corporate social responsibility initiative 

has impact on Tanzanian economy and its host community? 

 Yes (   )     No   (   ) 

 

12. Does the involvement of Vodacom Tanzania Limited in corporate social 

responsibility beneficial to both the organization and its host community? 

 Yes (   )     No   (   ). 

 

 

 

 

 

 

 

 

 


