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ABSTRACT 

 

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 programs provides extra advantages to the 

company. 

 

This research found out number of issues in telecommunication sector in selected 

companies in Dar es Salaam Tanzania .It explored the knowledge and other 

important key issues in corporate social responsibilities.  

 

Furthermore, this study also determines the motives and the most influencing factors 

in their concentration of involvement in CSR. Generally, involvements in CSR 

activities are inspired by several construct motivational factors and follow the agency 

theory assumption. 

 

It stressed much on motives of social corporate responsibilities in telecommunication 

sector since the popularity of corporate social responsibility is growing each and 

everyday. 

 

This research provided the series of answers to the society, companies and also 

academicians. 
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CHAPTER ONE 

 

INTRODUCTION 

 

1.1 Background Information 

The nature and scope of corporate social responsibility has changed over time. The 

concept of CSR is a relatively new one the phrase has only been in wide use since the 

1960s. But, while the economic, legal, ethical, and discretionary expectations placed 

on organizations may differ, it is probably accurate to say that all societies at all 

points in time have had some degree of expectation that organizations would act 

responsibly, by some definition. 

 

In the eighteenth century the great economist and philosopher Adam Smith expressed 

the traditional or classical economic model of business. In essence, this model 

suggested that the needs and desires of society could best be met by the unfettered 

interaction of individuals and organizations in the marketplace. By acting in a self-

interested manner, individuals would produce and deliver the goods and services that 

would earn them a profit, but also meet the needs of others. The viewpoint expressed 

by Adam Smith over 200 years ago still forms the basis for free-market economies in 

the twenty-first century. However, even Smith recognized that the free market did 

not always perform perfectly and he stated that marketplace participants must act 

honestly and justly toward each other if the ideals of the free market are to be 

achieved. 

 

In the century after Adam Smith, the Industrial revolution contributed to radical 

change, especially in Europe and the other parts of the world. 

 

Corporate Social Responsibility means the way in which business firms integrate 

environmental, economic and social concerns into their culture, values, strategy, 

decision making and operations in an accountable and transparent manner and, 

therefore, leading to better creation of wealth, an improved society and better 

practices. There have been increased demands from employees, customers and 
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government bodies for businesses to be more open about their activities and that they 

reach and maintain acceptable standards in their business practice. 

For employers, CSR is now seen as an important way to increase competitive 

advantage, protect and raise brand awareness and build trust with customers and 

employees. 

 

Activists, the media and governments all over the world have become adept by 

holding their organizations or enterprises to account for the social impacts of their 

actions. It is in this response that the use of Corporate Social Responsibility (CSR) 

has emerged to be one of the inescapable top priorities for various business leaders or 

managers all over the globe. 

 

However, the fact remains that many current approaches to Corporate Social 

Responsibility are quite disconnected from the initial strategy of various companies 

or firms using it. In order for business enterprises to contribute significantly towards 

their key competencies, then they should treat Corporate Social Responsibility as 

something that is central and vital towards their business strategy.  

 

Any corporation’s business goal is to provide value and incentive to its shareholders. 

Therefore, profit-oriented business entity as adapted to contribute to the values and 

expectations of society (Joyner, Payne & Raiborn, 2002; Coldwell, 2000; Grunig, 

1979). CSR is also the continuing commitments by any business organization 

whereby they emphasize the ethical elements in their management and overall 

organizational structure (Richardson et. al, 1999). Over the past several decades, the 

corporate world has experienced a pronounced increase in focus on organizations’ 

ethical behaviors and responsibilities towards their environments. This is evident in 

the shift in focus from shareholder value (i.e. maximizing profit) to stakeholder 

value, where companies are striving at balancing people, planet and profit.  

 

The new tendency is a consequence of the fact that progressively more power rely 

with stakeholders, who demand transparency in organizational communication and 

expect companies to acknowledge their impact on their surroundings. These societal 
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expectations pressure companies to act responsible with regards to their external as 

well as internal environments (Du, Bhattacharya & Sen., 2010; Issaksson & 

Jørgensen, 2010; Waller & Conaway, 2011)At the same time, companies are 

responsible for national economic development by improving the quality of life of 

the whole workforce and their families as well (Abbott & Monsen, 1979). 

 

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. Corporate social 

responsibility (CSR) is defined as categories of economic, legal, ethical and 

discretionary activities.(Waller et al 2011) 

 

According to Bugomola (2009) argues that the forces that are driving CSR today are 

essentially due to the overwhelming shift in the interaction of the state, the 

individuals, and the market. The core drivers of CSR are the growth in stakeholder 

expectations, the responsibility for the supply chains, the diminishing role of the state 

and the increasing pressure from the shareholders. 

 

 A firm that is committed to employee development and empowerment is, de facto, 

already practicing some components of CSR. A firm that openly shares information 

with employees about a move toward downsizing, and then helps displaced 

employees find new jobs,is actively practicing CSR. Moreover, a firm that is 

committed to the production of safe,reliable, and innovative products or services in 

line with customer needs is strategically involved in CSR. CSR is, therefore, a 

management approach that takes into consideration an integrated communication 

within and outside organization.(Richardson et al 1999) 

 

The terminology for this organizational shift is Corporate Social Responsibility 

(CSR), which Du et al. (2010) broadly define as ―a commitment to improve [societal] 

well-being through discretionary business practices and contributions of corporate 
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resources (p. 8). Since its introduction in the 1950s, CSR has increasingly gained 

importance and influence within the corporate world and has evolved from revolving 

mainly around philanthropy of powerful individuals to incorporating corporate 

social, ethical and environmental responsibility (Waddock, 2008).  

 

Despite the rather complex categorization of the phenomena, CSR is generally 

perceived of as both ethical and moral correct, as well as it is an approach believed to 

be benefitting all stakeholders Third, other research would suggest that values are not 

enough. To a large degree, the effective implementation of CSR can be complex, 

sometimes requiring the balancing of seemingly disparate interests of various 

constituent groups. To lead CSR, an executive may need to help followers see the 

connection between what may appear to be competing goals. For example, followers 

may need to be able to better envision how the pursuit of profits or other strategic 

goals can be balanced with the firm’s desire to contribute to the welfare and 

economic development of the greater community, nation, or even the world in which 

the firm exists. (Du et al., 2010; Waddock, 2008,). 

 

Waddock (2008) found that today, a major part of corporations’ assets are found in 

intangible assets such as goodwill, reputation, and human capital, which supports the 

claim that CSR approaches are important for corporate success and legitimization. 

Again, the power of various stakeholders is emphasized since goodwill and 

reputation is constituted by how stakeholders perceive an organization, i.e. how the 

corporate communicative tools are interpreted. This furthermore illustrates that CSR 

is an important area within public relations (PR), when relating to the definition of 

PR as ―… the process of establishing and maintaining mutually beneficial relations 

between an organization and [the]publics on whom it depends‖ (Cutliip, Center & 

Broom, 1995, qtd. in Hallahan, 1999, p. 207).  

 

It should be acknowledged, though, that PR theorists and practitioners have 

questioned and criticized this conception of CSR as an ethically correct approach. 

The arguments claim that CSR is not necessarily the optimal ethical approach as it is 
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counteracting the goal of maximizing shareholders revenue, which is deeply rooted 

in the corporate paradigm (Mitra, 2011). 

 

This leaves corporations in a dilemma where they on one hand are facing a pressure 

from stakeholders, who demand transparent and responsible actions, and on the other 

hand pressure from shareholders, who expect performance and maximized profit.  

 

Debate continues on how businesses can balance these conflicting goals and how 

they should communicate to the different stakeholders in a legit manner. Stakeholder 

groups, such as conscious consumers, activists and investors, put major pressure on 

organizations to live up to the high expectations concerning CSR (Du et al., 2010). 

 

With the world being increasingly globalized, businesses, environments, people and 

profit are highly interlinked and seen in tight context. Major organizations, with great 

power and influence, are targets for different behavioral accusations and their actions 

are being scrutinized. This puts even higher pressure on such businesses to attempt to 

live up to the societal expectations and sustain their organizational legitimacy 

(Suchman, 1995; Waddock, 2008).  

 

CSR activities is not enough though, as stakeholders’ awareness hereof is essential, 

but not given. Therefore, the PR practitioners must focus on framing their messages 

in appropriate ways and tailor them to specific stakeholder groups, as well as 

consider what channels to utilize in order to accomplish this (Du et al., 2010, 

Hallahan, 1999).  

 

CSR aims to ensure that companies conduct their business in a way that is ethical. 

This means taking account of their social, economic and environmental impact, and 

consideration of human rights.   

 

CSR involves various aspects such as economic factors, legal requirements, and 

ethical orders and discretionary demands. In this high-tech era, business 

environments are Susceptible to changes in these factors. In order to be a leading 
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mobile telecommunication provider, each firm must be fully aware and sensitive to 

the impact of these factors. The effect of these factors may add to the firm’s 

corporate image and financial performance.  

 

CSR actually portrays the image of the firm itself. It shows what the company has 

done to fulfill its corporate duty to ensure the firm is not only good in providing the 

service but also plays its roles by contributing something to the community. The 

amount of positive media coverage a corporation receives can have a significant 

impact on the company’s bottom line. How much good a company does in its 

community or beyond reflects its corporate social responsibility values. And the 

more positive the benefits to the community, the more media coverage a company 

will likely receive. On the other hand, the media will often also cover corporations 

that participate in production or activities resulting in negative community impact. 

Media visibility is only useful when it sheds a positive light on your organization 

Positive Workplace Environment (Tilt, 1994). 

 

In order to have a good relationship with the community, the firm should do 

something beneficial for the community. Within the company itself, there is also a 

platform for social contribution especially to the employees. For example, in Maxis 

Communication Berhad, there are a lot of privileges that have 

 

This rapid growth has been possible due to various proactive and positive decisions 

of the Government and contribution of both by the public and the private sector. The 

rapid strides in the telecom sector have been facilitated by liberal policies of the 

Government that provide easy market access for telecom equipment and a fair 

regulatory framework for offering telecom services to the Indian consumers at 

affordable prices. Bugomola (2009) 

 

Jacquie (2011) in his book pr concepts, practice and critique indicates that companies 

have to take positions on public issues not just company’s activities now days since 

many larger companies now publish information on their CSR activities on their 

websites. There are also a number of indices such as the following: Business in the 
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Community - Top 100 companies from the Corporate Responsibility Index 2011. 

FTSE4Good - can help you identify environmentally and socially responsible 

companies. 

 

Rachman (1998) argues that the owner of the business is entitled to keep whatever 

profit the business generates to the society. The major reason for giving is the 

severity of the needs those organization with disposable funds available have a moral 

In today’s world, CSR can be defined as regards to all aspects of business behavior 

so that the impacts of these activities are incorporated in every corporate agenda 

Most consumers agree that while achieving business targets, companies should do 

CSR at the same time. However not all CSR activities are popular. Most consumers 

believe companies doing charity will receive a positive response. Somerville also 

found that consumers are loyal and willing to spend more on retailers that support 

charity. Consumers also believe that retailers selling local products will gain loyalty.  

 

Smith (2013) shares the belief that marketing local products will gain consumer trust. 

However, environmental efforts are receiving negative views given the belief that 

this would affect customer service.  

 

Oppewal et al. (2006) found that not all CSR activities are attractive to consumers. 

They recommended that retailers focus on one activity. Becker-Olsen (2006) found 

that if the social initiative done by the company is not aligned with other company 

goals it will have a negative impact. Mohr et al.(2001) and Groza et al. (2011)  also 

emphasise the importance of reaching the consumer..  

 

(Orgrizek, 2001; Coldwell, 2001). So, with the literatures definition of CSR, it can be 

concluded that CSR is the continuing commitment taken by business organizations to 

strengthen their ethical concepts and social involvement in society, contribute to 

economic development, sponsor charitable programs, and improve the quality of the 

workforce and also the increment of services provided. However on the other hand,  
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Freeman & Liedtka (1991) argue that CSR can promote incompetence by leading the 

managers to get them involved in areas beyond their expertise, that is, trying to repair 

society’s ill. Obligation to address themselves to the imbalances to their societies 

many firms give to their society because they feel not giving is bad business.  

 

The amount of positive media coverage impact on the company’s bottom line a 

corporation receives can have a significant. How much good a company does in its 

community or beyond reflects its corporate social responsibility values. And the 

more positive the benefits to the community, the more media coverage a company 

will likely receive. Rachman (1998) 

 

In today’s world, CSR can be defined as regards to all aspects of business behavior 

so that the impacts of these activities are incorporated in every corporate agenda 

(Orgrizek, 2001; Coldwell, 2001). So, with the literatures definition of CSR, it can be 

concluded that CSR is the continuing commitment taken by business organizations to 

strengthen their ethical concepts and social involvement in society, contribute to 

economic development, sponsor charitable programs, and improve the quality of the 

workforce and also the increment of services provided. However on the other hand,  

 

Freeman & Liedtka (1991) argue that CSR can promote incompetence by leading the 

managers to get themselves involved in areas beyond their expertise, that is, trying to 

repair society’s ill.On the other hand, the media will often also cover corporations 

that participate in production or activities resulting in negative community impact. 

Media visibility is only useful when it sheds a positive light on your organization. 

 

Corporate social responsibility is titled to aid an organizations mission as well as a 

guide to what the company stands for and will uphold to its consumers. it create an  

identity means the sum of all the ways a company chooses to identify itself to all it is 

public also manage development process a company will focus on those elements 

that it can control growth Jacquie (2011) 

 



9 

According to Cutlip (2001) the concept of corporate social responsibilities means 

that the organization have moral ethical and philanthropic responsibilities in 

additional to their responsibilities to earn a fair return for investors to comply with all 

legal dimensions. 

 

Carrol and Buchholtz (2002) indicates that  Corporate social responsibilities can be 

defined as the economic, legal, ethical and discretionary expectations that society has 

of organization at a given point of time. Corporate social responsibility this is 

important for companies that want to be viewed as ethical.  

 

David (1985) In business is broadly defined as all the work involved in providing 

people with goods and services for a profit the belief that the owner of business is 

entitled to keep whatever profits the business generates to the society that is what 

corporate social responsibility. Primary role of business is to produce goods and 

services that society wants and needs. 

 

According to Coldwell (2001), a business only contributes fully to a society if it is 

highly efficient, highly profitable and has socially responsible agendas. Based on the 

literatures definition of CSR, CSR behaviors are not constant over time or space. 

Social expectations and pressure for specific types of CSR have varied over time and 

are contingent on the nature of the company (Richardson, Welker & Hutchinson, 

1999). 

 

A study by Windsor (2001) showed that social responsibility is achieved when the 

corporation conforms to the prevailing norms and expectations of social performance 

in a given society.  

 

In Tanzania there are a numbers of companies that involve in CSR particularly the 

banking industry as well as telecommunication sector. These companies are 

involving themselves due to the fact that: The surrounding society constitutes a 

source for their labor inputs. In many cases the employees of the organization live in 

the surrounding areas. African culture practices of good neighborhood it requires the  
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organization to be part of their  problems and events of its neighbors in the same way 

a good neighbor takes part in wedding, funeral events as well as road construction 

and other social projects. 

 

Refers to measures undertaken by private and Governmental, profit and non profit 

organizations to finance mainly non-profit community projects with the aim of 

improving welfare of a certain segment of society, while increasing marketing 

products of the company. Bugomola (2009) 

 

Fraser (1995) Misalignment between business and CSR strategies can be traced to 

how companies structure, fund, and staff their CSR departments. Most large 

corporations implement their social projects through a corporate contributions office, 

community relations office or a corporate foundation, which tend to be isolated from 

line management and business decisions. They are frequently staffed by managers 

who wield minimal influence inside the company such as junior managers, former 

executives, who are close to retirement, or fundraisers recruited from non profit 

organizations (Himmelstein, 1997). 

 

Brown (1956) argues that while few corporations are responding successfully to 

these diverse stakeholders’ expectations, the majority of global companies continue 

to struggle with these issues. Stakeholders are requiring companies to go beyond the 

notion of strategic philanthropy and international codes of conduct. Investors want to 

see financial gains from their firms. Some governments have required large 

companies to conduct business in ways that make significant contributions to 

national and regional social and economic development  

 

Christian Homburg, Marcel Stierl, and Torsten Bornemann (2013) analyses that a 

firm’s level of CSR depend on its size, level of diversification, research and 

development, advertising, government sales, consumer income, labor income, labor 

market condition In Tanzania there are a number of companies that involve in CSR 

particularly the banking industry. These companies are involving themselves due to 

the fact that: Non governmental organizations and other civil society groups have 
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demanded that companies adhere to very high standards to protect the environment 

and human rights as well as provide resources to local communities (Reich, 1998),  

 

Non  governmental organizations and other civil society groups have demanded that 

companies adhere to very high standards to protect the environment and human 

rights as well as provide resources to local communities and to help the society in 

anyhow (Reich, 1998),  

 

Apart from the telecommunication sector there a lot of other companies which are 

practicing corporate social responsibility there are several studies like Kibodya 

(2007) made a study aiming at examining views of from BP Tanzania stakeholders 

pertaining to company's Corporate Social Responsibility (CSR) practices. The study 

looked specifically at establishing stakeholders' understanding of CSR phenomenon; 

identifying prioritization given by the company stakeholders regarding CSR 

components and finding out how stakeholders rate BP Tanzania's CSR performance.  

 

With the growing popularity of corporate social responsibilities in the last few years 

especially in Europe and more recently in US a number of Public Relations firms 

have responded by establishing specialist corporate social responsibility practice 

groups wit relationship between CSR and financial performance. 

 

In review of role in social corporate responsibility programs Lisa Roner(2002) wrote  

in ethical corporation that many early efforts to communicate or corporate social 

responsibility have been high on production value. 

 

Currently corporate social responsibility has been very popular in Tanzania as well 

especially in telecommunication industry. Corporate Social Responsibility (CSR) has 

developed much attention that supports and critiques its principle of the "triple 

bottom line." Moreover, public-private partnerships (PPPs) are increasingly 

promoted by the multi- and bi-lateral Donors as means to increase investment in 

Africa, in an aid-dependent economy such as Tanzania. The expansion of 

Information and communication Technology could draw the Information sector 
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closer to the global market and private investments. However, this same expansion 

also impacts the country's livelihoods and communities.  

 

Vodacom is the leading telecommunication company to practice corporate social 

responsibilities and others like TIGO they just even launch some programs and 

competitions for social responsibility purpose, In Tanzania social corporate 

responsibility known as social performance or sustainable responsible business. 

 

1.2 Problem Statement 

Motive for corporate social responsibilities are not clear if Telecommunication 

Company conducts social corporate responsibilities for profit maximization or to 

help the society as they always claim.  

 

Most of the corporate social responsibility does not specifically suggest the urge for 

the firms to develop the society they serve through the social corporate responsibility 

as claimed by organizations but rather other contributing factors as relationship and 

brand royalty. The researcher is going to find out the true motives behind the 

corporate social responsibilities in telecommunication companies. 

 

1.3 Objectives 

General Objectives 

To analyze different motives in corporate social responsibilities practices in 

telecommunication sector in Tanzania. 

 

Specific Objectives 

(i.) To identify different benefits of corporate social responsibility practices in 

selected communication companies in Tanzania. 

(ii.) To access the motives behind corporate social responsibilities engagement in 

telecommunication companies. 

(iii.) To identify the customer perception of corporate social responsibility 

practices adopted by companies. 
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(iv.) To suggest measures for need base corporate social responsibility 

engagement in Tanzania companies. 

 

1.4 Research Questions 

(i.) What are different benefits for practicing corporate social 

responsibility in telecommunication   sector in Tanzania? 

(ii.) What are the motives of social corporate responsibility in 

telecommunication sector? 

(iii.) Why do telecommunication companies involve in corporate social 

responsibilities practices? 

(iv.) What are the customer perceptions of corporate social responsibility 

practices adopted by companies? 

 

1.5 Significance of the Study 

This research sets a stage for   other researchers as a reference to other researchers   

who are going to conduct research topic or other studies related to corporate social 

responsibilities and communication industries. 

 

Moreover it will help the society as well as the companies to improve their 

knowledge and to know much about social corporate responsibilities. 

 

It will play a big role in educating the telecommunication sector and other companies 

on importance of corporate social responsibility. 

 

1.6  Scope of the Study 

The study was conducted in Dar es Salaam Tanzania covering the both customers 

and the officers who works in telecommunication. It included three districts which 

are Kinondoni, Ilala and Temeke.  

 

The researcher selected those three districts because they are representing the ideas 

of the whole dare s salaam city since the city has constituent of those mentioned 

districts. 
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1.7 Limitation of the Study 

Since the   study was conducted through interview and questionnaire it was very hard 

for the respondent to allow the researcher to conduct within their offices premise so 

the researcher thought of the convenient venue which led to a lot of inconvenient and 

cost.  

 

The willingness and readiness of the workers from telecommunication companies to 

give cooperation to a researcher so the researcher used some trick interview question 

to solve the problem though it resulted to create prolonged stories.  

 

Time was also another limitation since the researcher had a lot of other commitment 

like office duties, family rather than conducting this research 

 

Fund was another challenge since the research requires some amount of money 

especially in field work and there was a lot of emergency money needed 

 

There is no enough literature especially books so the researcher used journals and 

online materials to solve that deficit.     
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CHAPTER TWO 

 

LITERATURE REVIEW 

 

2.1 Introduction 

In this chapter a researcher will demonstrate the familiarity with existing scholarly 

work in the field of the study to demonstrate knowledge of the research problem and 

to show the understanding of the theoretical framework and as well as researches 

related to the study and to point out how the study  differs from other  researches . It 

shares with the reader the results of other studies that are closely related to this study. 

 

2.2 Conceptual Framework 

The Concept of Corporate Social Responsibility  

The concept of corporate social responsibility (CSR), calls for a lengthy discussion 

due to its varied history. In the past, there have been traces of evidence in the 

business community that showed their concerns for society in general. Although 

there are many definitions of CSR available, we center our attention on more recent 

concepts of CSR.  

 

According to Richardson, Welker and Hutchinson (1999), CSR behaviors can be 

defined as discretionary actions undertaken by companies that are intended to 

advance their social issues.  

 

Joyner, Payne & Raiborn (2002) noted that CSR are categories of economic, legal, 

ethical and discretionary activities of a business entity as adapted to the values and 

expectations from society.  

 

Organizations today are experiencing increased pressure from their surrounding 

environments to act as good social citizens while still being profitable. Acting social 

and ethical responsible has become an expectation rather than a differentiation 

strategy to obtain organizational legitimacy.     
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Over the past several decades, the corporate world has experienced a pronounced 

increase in focus on organizations’ ethical behaviors and responsibilities towards 

their environments.  

 

This is evident in the shift in focus from shareholder value (i.e. maximizing profit) to 

stakeholder value, where companies are striving at balancing people, planet and 

profit. 

 

The new tendency is a consequence of the fact that progressively more power rely 

with stakeholders, who demand transparency in organizational communication and 

expect companies to acknowledge their impact on their surroundings.  

 

These societal expectations pressure companies to act responsible with regards to 

their external as well as internal environments (Du, Bhattacharya & Sen., 2010; 

Issaksson & Jørgensen, 2010; Waller & Conaway, 2011)  

 

The terminology for this organizational shift is Corporate Social Responsibility 

(CSR), which Du et al. (2010) broadly define as ―a commitment to improve [societal] 

well-being through discretionary business practices and contributions of corporate 

resources (p. 8). Since its introduction in the 1950s, CSR has increasingly gained 

importance and influence within the corporate world and has evolved from revolving 

mainly around philanthropy of powerful individuals to incorporating corporate 

social, ethical and environmental responsibility (Waddock, 2008). 

 

They also added that, CSR are the basic expectations of the company regarding 

initiatives that take the form of protection to public health, public safety, and the 

environment. In this concept, they explained that values and ethics influence the 

extent of a corporation's perceived social responsibility that is influenced by societal 

activities, norms or standard.  

 

In today’s world, CSR can be defined as regards to all aspects of business behavior 

so that the impacts of these activities are incorporated in every corporate agenda 
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(Orgrizek, 2001; Coldwell, 2001). So, with the literatures definition of CSR, it can be 

concluded that CSR is the continuing commitment taken by business organizations to 

strengthen their ethical concepts and social involvement in society, contribute to 

economic development, sponsor charitable programs, and improve the quality of the 

workforce and also the increment of services provided. 

 

However on the other hand, Freeman & Liedtka (1991) argue that CSR can promote 

incompetence by leading the managers to get themselves involved in areas beyond 

their expertise, that is, trying to repair society’s ill. 

 

According to Cole(1981) social corporate responsibility is defined as a social norm 

this social norm holds that any social institution including the smallest family unit 

and the largest corporation is responsible for the behavior of its members and maybe 

held accountable for their misdeeds, social responsibilities has to be treated just like 

any other management displine. 

 

Cutlip (1985) indicates the concept of corporate social responsibility means the 

organization have moral ethical and philanthropic responsibilities in addition to 

responsibilities to earn a fair return for investors to comply with the law. 

 

Corporate social responsibility is composed of four obligations which are the 

economic responsibility, legal responsibility, the ethical responsibility and 

philanthropic responsibility.  

 

Non  governmental organizations and other civil society groups have demanded that 

companies adhere to very high standards to protect the environment and human 

rights as well as provide resources to local communities (Reich, 1998),  

 

The term "corporate social responsibility" is often used interchangeably with 

corporate responsibility, corporate citizenship, social enterprise, sustainability, 

sustainable development, triple-bottom line, corporate ethics, and in some cases 

corporate governance. Though these terms are different, they all point in the same 
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direction: throughout the industrialized world and in many developing countries 

there has been a sharp escalation in the social roles corporations are expected to play. 

Companies are facing new demands to engage in public-private partnerships and are 

under growing pressure to be accountable not only to shareholders, but also to 

stakeholders such as employees, consumers, suppliers, local communities, 

policymakers, and society-at-large. Robert (1981) 

 

There have been increased demands from employees, customers and government 

bodies for businesses to be more open about their activities and that they reach and 

maintain acceptable standards in their business practice.  

 

For employers, CSR is now seen as an important way to increase competitive 

advantage, protect and raise brand awareness and build trust with customers and 

employees. Corporate Social responsibility (CSR)is not going to solve the world’s 

problems. That said CSR is a way for companies to benefit themselves while also 

benefiting society. 

 

Though there are some arguments that are negative and are against CSR If the 

arguments for a socially responsible approach were widely accepted, nobody would 

even using the label "CSR" because everyone would be doing it. Those of us who 

spend our time marshalling the case for would do well to spend a little time hearing 

the case against, and considering what should be the response. 

Of course, one of the challenges in considering cases "for" and "against" CSR is the 

wide variety of definitions of CSR that people use. We assume here we are talking 

about responsibility in how the company carries out its core function - not simply 

about companies giving money away to charity. 

 

Below are some of the key arguments most often used against CSR and some 

responses. 

(i.) Business are owned by their shareholders - money spent on CSR by managers 

is theft of the rightful property of the owners 

http://www.mallenbaker.net/csr/against.php#shareholdertheft
http://www.mallenbaker.net/csr/against.php#shareholdertheft
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(ii.) The leading companies who report on their social responsibility are basket 

cases - the most effective business leaders don't waste time with this stuff 

(iii.)  Companies are too busy surviving hard times to do this.They can't afford to 

take their eye off the ball - they have to focus on core business 

(iv.) It's the responsibility of the politicians to deal with all this stuff. It's not their 

role to get involved 

They has no time for CSR. They have got to get out and sell more to make 

our profit line. 

(v.) Corporations don't really care - they're just out to screw the poor and the 

environment to make their obscene profits that since large corporations create 

many social problems, they should attempt to address and solve them. Those 

holding this view criticize the production, marketing, accounting, and 

environmental practices of corporations. They suggest that corporations can 

do a better job of producing quality, safe products, and in conducting their 

operations in an open and honest manner.  

(vi.) A very different argument in favor of corporate social responsibility is the 

"self-interest" argument. This is a long-term perspective that suggests 

corporations should conduct themselves in such a way in the present as to 

assure themselves of a favorable operating environment in the future. This 

view holds that companies must look beyond the short-term, bottom-line 

perspective and realize that investments in society today will reap them 

benefits in the future. Furthermore, it may be in the corporate world's best 

interests to engage in socially responsive activities because, by doing so, the 

corporate world may forestall governmental intervention in the form of new 

legislation and regulation, according to Carroll and Buchholtz.  

(vii.) Finally, some suggest that businesses should assume social responsibilities 

because they are among the few private entities that have the resources to do 

so. The corporate world has some of the brightest minds in the world, and it 

possesses tremendous financial resources. (Wal-Mart, for example, has 

annual revenues that exceed the annual GNP of some countries.) Thus, 

businesses should utilize some of their human and financial capital in order to 

"make the world a better place."  

http://www.mallenbaker.net/csr/against.php#basketcase
http://www.mallenbaker.net/csr/against.php#basketcase
http://www.mallenbaker.net/csr/against.php#justsurviving
http://www.mallenbaker.net/csr/against.php#justsurviving
http://www.mallenbaker.net/csr/against.php#notourjob
http://www.mallenbaker.net/csr/against.php#notourjob
http://www.mallenbaker.net/csr/against.php#sellsellsell
http://www.mallenbaker.net/csr/against.php#sellsellsell
http://www.mallenbaker.net/csr/against.php#antiprofit
http://www.mallenbaker.net/csr/against.php#antiprofit
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Those are some of arguments provided by different managers and executives.those 

are some of the arguments provided by Robert (1981) 

 

2.3 Empirical Review 

Seitel (1995) defines corporate social responsibility as measures undertaken by 

private and Governmental, profit and non profit organizations to finance mainly non-

profit community projects with the aim of improving welfare of a certain segment of 

society, while increasing marketing products of the company. Corporate Social 

Responsibility is a form of corporate self-regulation, principles of which are 

integrated into a business model and strategy. Preferably, CSR policy should be a 

mechanism that functions independently and is purely built-in the corporation. In the 

framework of this policy the business is expected to supervise and guarantee the 

observance of law, ethical standards, and domestic and international norms. A 

corporation should hold responsibility for the impact of its activities on the 

consumers, environment, employees, stakeholders and all other members of the 

society. 

 

In addition, it should vigorously support the public interest eliminate practices that 

harm people, regardless of legality or profitability. For all intents and purposes, 

corporate social responsibility should be based on three ―P principles‖, that are: 

People, Planet, and Profit (Friedman). Corporations are usually influenced to adopt 

CSR policies by ―ethical consumerism‖ that is especially appropriate today when our 

planets became so vulnerable. Other drivers are market forces and laws and 

regulations, as well as stakeholder priorities. The latter is named to be a CSR driver 

because companies are expected to be aware of their responsibilities by their 

important stakeholders. This is so because the players of big business today 

understand and value the importance of the social and community issues that have to 

be addressed (Roberts, 2000).  

 

There are three main approaches to CSR. The Classic Approach suggests that only 

those who are on top of the corporation are accountable to shareholders. This is so 

because the mangers are purely selfish and are seeking only to enlarge their profits. 
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Socio-Economic Approach ―relies on the basis of the relationship of State-Civil 

Society‖. It assumes that the company’s behavior depends mainly on the country it is 

situated in, because the state governs this company and its actions. Thus, the state is 

considered to be fully responsible. The Humanistic Approach is applied when 

various organizations, decide at the Forum on World Goodwill as to who holds the 

responsibility for corporate actions (Legrand).  

 

There are many benefits for a corporation that values the principles of corporate 

social responsibility. First of all, high CSR makes an enterprise attractive for the new 

employees, the latter, of course, are more willing to be employed in the company that 

cares about the outside world, assuming it would give more care to their needs as 

well.  

 

Secondly, corporate social responsibility creates a good image and reputation for a 

company and it can use this prestige when dealing with possible business problems. 

Lastly, when showing awareness and readiness to implement CSR policies, it makes 

it obvious for the government and the public that it follows honest business politics 

and has nothing to hide 

 

Jacquie (2011) in his book pr concepts, practice and critique indicates that companies 

have to take positions on public issues not just company’s activities. 

 

Rachman (1998) in his book Business today argues that the owner of the business is 

entitled to keep whatever profit the business generates to the society. The major 

reason for giving is the severity of the needs those organization with disposable 

funds available have a moral obligation to address themselves to the imbalances to 

their societies many firms give to their society because they feel not giving is bad 

business. 

 

According to Ogrizek (2001), business leaders are starting to acknowledge some of 

the market benefits and competitive advantages for companies who put into place a 

comprehensive CSR policy. This means that a business with a strong stance in 
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corporate responsibility will attract top talent and reputation. However, most of the 

respondents in a study by Zabid and Saadiatul, (2002), did not agree that business 

leaders who have too much social power should not engage in social activities that 

might increase their social power. It shows that the political power that they possess 

might have a direct relationship with the companies’ social agendas. Profitability or 

financial performance also has an influence on CSR. 

 

A study by Cochran & Wood (1984), found that within industry groups, the financial 

variable that most strongly correlated with CSR is asset age and that omission of this 

variable results in a spurious correlation of CSR and financial performance. In other 

words, firms with older assets have lower CSR ratings. 

 

 Aupperle, Can-oil and Hatfield (1985), tested the association between social 

involvement and profitability and reported it as a positive correlation. Meanwhile 

Abbott and Monsen (1979) stated that there is no conclusive evidence that there is a 

clear linkage in any direction between corporate social activities 

 

2.4 Social Corporate Responsibilities in Tanzania 

In Tanzania, a developing country, the business environment is typically 

characterized by powerful business enterprises, a legal environment aimed at ethical 

behaviors on the part of businesses, and societal expectations that businesses should 

be more ethical and socially responsible. Along with that, in developing countries the 

organizations need to be more competitive, therefore, issues of customer service and 

satisfaction is of great importance. Thus, in decision making processes, companies 

try to avoid actions that may breach any regulation or negatively impact their 

reputation in order to avoid consumer dissatisfaction. 

 

According to the study conducted by REPOA (1998)In Tanzania there are measures 

undertaken by private and Governmental, profit and non profit organizations to 

finance mainly non-profit community projects with the aim of improving welfare of 

a certain segment of society, while increasing marketing products of the company. In 

the early 1900s the mission of business organizations was exclusively economic, 
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purely for profit. Similarly, the missions of all other types of organizations  

exclusively the production of whatever goods or services they were primarily 

established to produce, with very little other consideration of their actions to society. 

The new thinking today is that all organizations are social and they should be 

managed in a manner that respects their social responsibility to society. according to 

this new thinking ,the question of social responsibility, which was originally 

associated to business organizations only, is extended to various other types of 

organizations e.g. governments, universities, non  profit organizations, churches, 

mosques, etc (Ngirwa 2007).  

 

Kibodya (2007) made a study aiming at examining views of from BP Tanzania 

stakeholders pertaining to company's Corporate Social Responsibility (CSR) 

practices. The study looked specifically at establishing stakeholders' understanding  

 

Fraser (1995) Misalignment between business and CSR strategies can be traced to 

how companies structure, fund, and staff their CSR departments. Most large 

corporations implement their social projects through a corporate contributions office, 

community relations office or a corporate foundation, which tend to be isolated from 

line management and business decisions.  

 

Most of the telecommunication companies in Tanzania they are frequently staffed by 

managers who wield minimal influence inside the company such as junior managers, 

former executives, who are close to retirement, or fundraisers recruited from non 

profit organizations (Kibodya, 2007). 

 

Brown (1956) argues that while few corporations are responding successfully to 

these diverse stakeholders’ expectations, the majority of global companies continue 

to struggle with these issues. Stakeholders are requiring companies to go beyond the 

notion of strategic philanthropy and international codes of conduct. Investors want to 

see financial gains from their firms. Some governments have required large 

companies to conduct business in ways that make significant contributions to 

national and regional social and economic development  
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Christian Homburg, Marcel Stierl, and Torsten Bornemann (2013) analyses that a 

firm’s level of CSR depend on its size, level of diversification, research and 

development, advertising, government sales, consumer income, labor income, labor 

market condition In Tanzania there are a number of companies that involve in CSR 

particularly the banking industry. These companies are involving themselves due to 

the fact that:  CSR phenomenon; identifying prioritization given by the company 

stakeholders regarding CSR components and finding out how stakeholders rate BP 

Tanzania's CSR performance.  

 

Jacquie (2011) in his book pr concepts, practice and critique indicates that companies 

have to take positions on public issues not just company’s activities. Rachman (1998) 

in his book Business today argues that the owner of the business is entitled to keep 

whatever profit the business generates to the society.  

 

The major reason for giving is the severity of the needs those organization with 

disposable funds available have a moral obligation to address themselves to the 

imbalances to their societies many firms give to their society because they feel not 

giving is bad business. 

 

Milton Friedman et al have argued that a corporation's purpose is to maximize 

returns to its shareholders, and that since only people can have social responsibilities, 

corporations are only responsible to their shareholders and not to society as a whole. 

Although they accept that corporations should obey the laws of the countries within 

which they work, they assert that corporations have no other obligation to society. 

Some people perceive CSR as incongruent with the very nature and purpose of 

business, and indeed a hindrance to free trade. There is misalignment between CSR 

and competitive strategy. Despite the massive business corporations in Tanzania and 

the world at large, only few engage in CSR, even those which involve in, only give 

back a little amount compared to the huge amount which they receive from the 

society. They have therefore been criticized, particularly by consumers as well as 

NGOs for not taking due account of the developmental impact of their services. 
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The effectiveness of these companies attested significantly to support the contention 

that productivity and efficiency resulted from CSR. There are some assertions which 

raise doubt as to whether companies are obliged to comply with public laws and 

regulations (pay taxes and obey environmental regulations or not.)  

 

While few corporations are responding successfully to these diverse stakeholders’ 

expectations, the majority of global companies continue to struggle with these issues. 

Stakeholders are requiring companies to go beyond the notion of strategic 

philanthropy and international codes of conduct. Investors want to see financial gains 

from their firms. 

 

Some governments have required large companies to conduct business in ways that 

make significant contributions to national and regional social and economic 

development CSR managers are given relatively restricted budgets and guidelines 

regarding how these resources are to be allocated to charitable organizations 

(Tillman, 1997). 

 

 It should be acknowledged, though, that PR theorists and practitioners have 

questioned and criticized this conception of CSR as an ethically correct approach. 

The arguments claim that CSR is not necessarily the optimal ethical approach as it is 

counteracting the goal of maximizing shareholders revenue, which is deeply rooted 

in the corporate paradigm (Mitra, 2011). This leaves corporations in a dilemma 

where they on one hand are facing a pressure from stakeholders, who demand 

transparent and responsible actions, and on the other hand pressure from 

shareholders, who expect performance and maximized profit.  

 

2.5 Corporate Social Responsibility in Africa 

The notion of corporate social responsibilities is popular and high practiced in South 

Africa, Nigeria and many other African countries with the growing popularity of 

corporate social responsibilities in the last few years especially in South Africa and 

more recently in East Africa number of PR firms have responded by establishing 

specialist corporate social responsibility practice groups within their countries. In 
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review of role in social corporate responsibility programs Tillman (1997) wrote in 

Ethical Corporation that many early efforts to communicate or corporate social 

responsibility have been high on production value. 

 

According to the Lisa Roner research conducted in (1995) most of the African 

companies give because it is a firm obligation to improve it is positive effects on 

society and reduce it is negative effects being social responsible sometimes requires 

difficult trade off. 

 

Lattimore et al (2011) once indicates in African society if business is to be treated 

and trusted as a central force in society it must address issues perceived as crucial to 

the society. Business must be visibly involved in public issues making substantial 

commitment in time, energy, resources and displine towards solving problems of 

public importance. 

 

In Namibia, Telecom Namibia is a signatory to the United   Nations Global Compact   

committed to upholding 10 principles across the areas of human rights, labor 

standards, environment and anti-corruption also a member of the Namibian Compact 

network, a society which aims to further the CSR movement nationally. Corporate 

social responsibility (CSR) is fundamental to Telecom Namibia’s culture and core 

values.  

 

These commitments drive them to perform with the highest standards of good 

governance and ethics; provide products and services that meet the rising 

expectations of their customers and business partners; attract and   retain quality 

employees; provide meaningful support in their communities; and improve the social 

and environmental impacts of our business practices and those of our suppliers. 

 

CSR activities are built on  shared values, and  rely for their success on the 

commitment of our employees to live those values their goal is to take responsibility 

for the impact of their activities on our various stakeholders — and society as a 

whole.  
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Accordingly, Telecom Namibia is committed to: 

(i.) Maximise and protect shareholder value 

(ii.) Ensure client satisfaction 

(iii.) Build a positive work environment where all our employees can grow and 

excel 

(iv.) Sustain the environment 

(v.) Serve our communities 

(vi.) Build socially responsible supplier relationships 

 

According to (2004) survey conducted by APCO worldwide more than 400 opinion 

elites members of the 10% of the society social corporate responsibility information 

has led 72% of the respondents to purchase a company’s product or services and 

61% to recommend the company to others. 

 

CSR involves various aspects such as economic factors, legal requirements, ethical 

orders and discretionary demands. In this high-tech era, business environments are 

susceptible to changes in these factors. In order to be a leading mobile 

telecommunication provider, each firm must be fully aware and sensitive to the 

impact of these factors. The effect of these factors may add to the firm’s corporate 

image and financial performance.  

 

CSR actually portrays the image of the firm itself. It shows what the company has 

done to fulfill its corporate duty to ensure the firm is not only good in providing the 

service but also plays its roles by contributing something to the community (Tilt, 

1994).  

 

A corporation’s public image is at the mercy of it’s social responsibility programs. 

According to a study by Cone Communications, 9 out of 10 consumers would refrain 

from doing business with a corporation if there existed no corporate social 

responsibility plan.For example, if a company is heavily involved in the practice of 

donating funds or goods to local nonprofit organizations and schools, consumers are 

more likely to use their product. Or if a corporation takes great care to ensure the 
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materials used in its products are environmentally safe and the process is sustainable, 

this goes a long way in the eye of the public. Consumers feel good shopping at 

institutions that help the community. And that’s good for business. Tilt (1994) 

 

In order to have a good relationship with the community, the firm should do 

something beneficial for the community. Within the company itself, there is also a 

platform for social contribution especially to the employees. For example, in Maxis 

Communication Berhad, there are a lot of privileges that have been provided to the 

staff such as medical treatment, advantages in communication services, increment of 

salary and etc.  

 

This telecommunication industry has its own unique features compared to other 

industries. The distinctiveness of this industry is mainly due to the restriction 

imposed by government has restricted the number of players allowed to operate in 

this industry. 

 

Another interesting aspect of this industry is its contribution, when in 2003 the 

industry contributed a lot in Tanzania industry (Annual Economic Report 2003). 

Another industry feature is the stiff competition amongst each other to attract as 

many customers as possible. As the customer is their main target, welfare of the 

customer is of great importance. 

 

Thus, all the players in this industry compete on gaining a strong customer basis. 

They work very hard to attract as many customers by adapting a comprehensive 

marketing strategy, offering valuable packages or schemes as well as high quality 

service. As any other service oriented provider, all players need to maintain a high 

customer satisfaction level in order to ensure their survival in the industry (Dennis et. 

al, 1998).   

 

In addition, all of the providers offered places to students in public universities to 

undergo practical training at their firms. All these activities actually help the 

companies  
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2.6 Theoretical Review 

Stakeholder Concept 

According to Post, Lawrence, and Weber, stakeholders are individuals and groups 

that are affected by an organization's policies, procedures, and actions. A "stake" 

implies that one has an interest or share in the organization and its operations, per 

Carroll and Buchholtz.  

 

Some stakeholders, such as employees and owners, may have specific legal rights 

and expectations in regard to the organization's operations. Other stakeholders may 

not have specific rights granted by law, but may perceive that they have moral rights 

related to the organization's operations. For example, an environmental group may 

not have a legal right in regard to a company's use of natural resources, but may 

believe that they have a moral right to question the firm's environmental policies and 

to lobby the organization to develop environmentally friendly policies.  

 

Stakeholder groups, such as conscious consumers, activists and investors, put major 

pressure on organizations to live up to the high expectations concerning CSR (Du et 

al., 2010). With the world being increasingly globalized, businesses, environments, 

profit are highly interlinked and seen in tight context. 

 

Major organizations, with great power and influence, are targets for different 

behavioral accusations and their actions are being scrutinized. This puts even higher 

pressure on such businesses to attempt to live up to the societal expectations and 

sustain their organizational legitimacy (Suchman, 1995; Waddock, 2008). 

 

Simply engaging in CSR activities is not enough though, as stakeholders’ awareness 

hereof is essential, but not given. Therefore, the PR practitioners must focus on 

framing their messages in appropriate ways and tailor them to specific stakeholder 

groups, as well as consider what channels to utilize in order to accomplish this (Du et 

al., 2010, Hallahan, 1999). 
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All companies, especially large corporations, have multiple stakeholders. One way of 

classifying stakeholder groups is to classify them as primary or secondary 

stakeholders. Primary stakeholders have some direct interest or stake in the 

organization. Secondary stakeholders, in contrast, are public or special interest 

groups that do not have a direct stake in the organization but are still affected by its 

people and operations.  

 

The owners of a firm are among the primary stakeholders of the firm. An 

organization has legal and moral obligations to its owners. These obligations include, 

but are not limited to, attempting to ensure that owners receive an adequate return on 

their investment. Employees are also primary stakeholders who have both legal and 

moral claims on the organization. Organizations also have specific responsibilities to 

their customers in terms of producing and marketing goods and services that offer 

functionality, safety, and value; to local communities, which can be greatly affected 

by the actions of resident organizations and thus have a direct stake in their 

operations; and to the other companies with whom they do business. Many social 

commentators also suggest that companies have a direct responsibility to future 

generations and to the natural environment.  

 

An organization's responsibilities are not limited to primary stakeholders. Although 

governmental bodies and regulatory agencies do not usually have ownership stakes 

in companies in free-market economies, they do play an active role in trying to 

ensure that organizations accept and meet their responsibilities to primary 

stakeholder groups. Organizations are accountable to these secondary stakeholders.  

 

Organizations must also contend with civic and special interest groups that purport to 

act on behalf of a wide variety of constituencies. Trade associations and industry 

groups are also affected by an organization's actions and its reputation. The media 

reports on and investigates the actions of many companies, particularly large 

organizations, and most companies accept that they must contend with and 

effectively "manage" their relationship with the media. Finally, even an 

organization's competitors can be considered secondary stakeholders, as they are 
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obviously affected by organizational actions. For example, one might argue that 

organizations have a social responsibility to compete in the marketplace in a manner 

that is consistent with the law and with the best practices of their industry, so that all 

competitors will have a fair chance to succeed.  

 

The Stakeholder Theory 

The stakeholder theory which has been described by Edward Freeman and others is 

the mirror image of corporate social responsibility it states that those whose lives are 

touched by a corporation hold a right and obligation to participate in directing it. this 

theory instead of starting with a business and looking out in the world to see what 

ethical obligation are there it starts in the world it lists and describe those individuals 

and groups who will be affected by or affect the company actions and asks what are 

their legitimate claims on the business? What rights do they have with respect to the 

company’s actions? 

 

What kind of responsibilities and obligation can be justifiably imposed on a 

particular business? Corporate social responsibility (CSR) takes all this into account 

and can help you create and maintain effective relationships with your stakeholders. 

It isn't about being "right on", or mounting an expensive publicity exercise. It means 

taking a responsible attitude, going beyond the minimum legal requirements and 

following straightforward principles that apply whatever the size of your business. , 

and this has been known as Corporate Social Responsibility (CSR) since the 1970s. 

 

While few corporations are responding successfully to these diverse stakeholders’ 

expectations, the majority of global companies continue to struggle with these issues. 

Stakeholders are requiring companies to go beyond the notion of strategic 

philanthropy and international codes of conduct. Investors want to see financial gains 

from their firms. Some governments have required large companies to conduct 

business in ways that make significant contributions to national and regional social 

and economic development. Freeman (2003) 
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The conceptualization of CSR activities offered by Hay and Gray (1974) were 

characterized into three periods or phases of social responsibility which are profit 

maximizing, the emergence of trustee management and a shift towards quality of life 

management. Profit maximizing management emphasizes profits, wealth 

accumulation, productivity, and stockholder interest, and is less concerned about 

product quality, job security and social values. While the trustee manager attempts to 

offer quality products at fair prices but is less tending to support environmental 

conservation, cultural values, or employee rights. In conclusion, they noted that a 

high quality of manager should have many of the ethical values ranked high and be 

concerned with employee rights, social justice and the quality of the environment 

 

The researcher is going also to analyse some parts of the research under this theory 

concept. Looking back at all the researches done, it does not specifically suggest the 

urge for the firms to develop the society that they serve through the CSR as claimed 

by organizations, but rather other contributing factors to the firm development, like 

relationship and customer satisfaction, increase in financial value. 

 

There are also some models that describe social corporate responsibility described by 

Schwartz and Carroll (2003). A Three Domain Approach 
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Figure 2.1: The Three Domain Model of Corporate Social Responsibility 

Source: Schwartz & Carroll (2003). Corporate Social Responsibility: A Three-

Domain Approach 

 

The economic domain (motive: to be profitable) includes those activities which are 

intended to have either a direct or an indirect positive economic impact on the 

company. This can be seen in terms of maximizing shareholder value or maximizing 

profit. Activities with a direct impact need not be much explained as it refers to any 

action, which will resolve in an immediate increase in either profit or shareholder 

value.  

 

The indirect economic impact, however, is less definable. It can be activities, which 

improve a company’s image and then eventually lead to increased sales, or activities 

improving the conditions for suppliers or other members of the value-chain, which in 

turn increases the quality of the products/services offered by the company. There are 

many examples of CSR activities, which can have an indirect economic effect. In this 

relation, it is reasonable to argue that the motives behind CSR activities are 

fundamentally economic in nature. 
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This argument has its origin in Friedman’s (1970) theory, which centers on the claim 

that the social responsibility of business is to increase its profits. However, this 

approach is, as aforementioned, no longer enough. Several contemporary theorists 

agree that companies, who act based on economic interests alone, often neglect to 

realize the impact their operations have on stakeholders, societies, and nature and 

thereby damage their legitimacy (Waddock, 2008; Marrewijk, 2003; Schwartz & 

Carroll, 2003). Therefore, the two other domains are important to include as well.  

 

The legal domain (motive: to obey the law) refers to a company’s responsiveness to 

and compliance with legal expectations and laws about different standards. It 

includes both standards about waste, resources, working conditions, products, 

services, packaging, suppliers etc. Hence, the infrastructure of the environment in 

which an organization exists. These standards can be validated by various NGO’s, 

governments and other regulators, with whom a company cooperates.  

 

The ethical domain (motive: to sustain legitimization) submits an organization’s 

ethical (and social) responsibility to its environment. This responsibility is the 

aggregated societal expectations from all stakeholders (external, internal, active, and 

passive), i.e. the ethical domain constitutes the complexity of CSR. This also 

explains why the economic domain is not sufficient if an organization wants to 

sustain its legitimacy. 

 

The motive of maximizing profit or shareholder value may always be present; 

however, it is vital that an organization incorporates and makes salient the ethical 

and legal domain in its CSR strategy as well, in order to comply with the societal 

expectations. Figure 1 illustrates that the three domains are often overlapping, which 

is due to the interrelated nature of the concepts. An ideal CSR activity would 

consequently be present in the very middle where all three motives overlap.  

 

Seeing as the motives behind CSR endorsement have been presented, the focus will 

return to the effective CSR communication framework. 
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2.7 Literature Gap 

The existing studies materials are based on foreign countries like USA, Malaysia, 

Australia and other Europe countries that is the reason why a researcher decided to 

conduct the study concerning Social corporate responsibilities specifically in 

Tanzania. Looking back at all the researches done, it does not specifically suggest the 

urge for the firms to develop the society that they serve through the CSR as claimed 

by organizations, but rather other contributing factors to the firm development, like 

relationship and customer satisfaction, increase in financial value. 

 

This research will come up with different findings different from other findings 

where other researcher come up with, This study is going to explore different 

motives about corporate social responsibilities and telecommunication companies in 

Tanzania. 

 

Figure 2.2: Conceptual Framework 
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CHAPTER THREE 

 

RESEARCH METHODOLOGY 

 

3.1 Introduction 

This study looks on the corporate social responsibilities in selected 

telecommunication companies in Tanzania so as to explore the motives and to 

suggest viable solutions to this common problem and an ambiguity practices. This 

chapter highlights methodologies including research design, data collection, 

sampling sample studied and data analysis. 

 

3.2 Research Design 

This study   used qualitative approach and it is descriptive study, the study intends to 

explore the views from people who work in telecommunication companies and 

consumers themselves and come up with a new knowledge on status of corporate 

social responsibilities practices in Tanzania. The researcher used  this design so as to 

develop easily an approach of the problem and exploring the reasons for corporate 

social responsibility 

 

3.3 Area of Study 

This research was conducted in dare s salaam Tanzania particular in three districts 

which are Ilala, Kinondoni and Temeke. The researcher selected since those three 

districts so as to get the views which in a whole representing Dar es salaam region 

and to balance views from different Dar es salaam region. 

 

3.4 Sampling Plan 

The sample study were customers of the telecommunication companies in Dar e s 

salaam region in selected district Kinondoni ,Ilala and Temeke also   

telecommunication companies staff in CSR department considering gender and age 

group as well. 
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Table 3.1: Summary of the Sample Composition from Telecommunication 

Sector 

COMPANY EMPLOYEES CUSTOMERS 

VODACOM 10 10 

AIRTEL 10 10 

ZANTEL 10 10 

TIGO 10 10 

 

3.5 Data Collection and Analysis 

This study   used interview, observation and questionnaires methods. Interview is a 

kind of qualitative method which has a series of questions it will fit to find the 

objectives since it will expand the understanding .also personal Contact with 

participants might elicit richer and more detailed responses. 

 

In Observation the researcher went to the corporate social responsibility event which 

was organized by TIGO an observed series of events starting from branding, 

publicity and media coverage.   

 

The researcher asked questions in an interactive manner in interview This allowed 

the   participants to be comfortable to express their views, perception, opinions 

regarding corporate social responsibilities practices in telecommunication 

companies. The researcher used number of questions targeting to explore new 

knowledge from interviewees.  

 

3.6 Data Analysis 

The data was collected and analyzed .The researcher started to identify emerging 

themes from these themes the researcher determined variables for analysis. In 

analyzing the data the researcher contrasted and compared participant’s views from 

two different sides’ means consumers and staff from telecommunication companies 

across the variables. 
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3.7 Data Validity and Reliability 

The data collection technique took three month period in depth study was conducted, 

questionnaire and interview were used so as to get reliable data.  The researcher used 

multiple sources to reflect a great reliability also the researcher had a totally 

transparent, systematic approach to data collection so as to ensure validity and 

reliability of data. The researcher made a sample as representative as possible. 
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CHAPTER FOUR 

 

DATA PRESENTATION AND INTERPRETATION OF FINDINGS 

 

4.1  Introduction 

The study was aimed at establishing whether corporate social responsibility has a 

role to play in the   community. The study area was in Dar es Salaam. The literature 

reviewed showed that social corporate responsibilities  has supported different 

countries as a strategy to eradicate poverty especially in developing countries, has 

also evolved from small to big organizations providing the services. 

 

The respondents were selected using purposeful sampling in order to get the key 

informants and a total of thirty respondents were included in the study. The tools for 

data collection were interviews, observation and the questionnaires which gave the 

focus for the presentation in this chapter. 

 

This chapter shall present the findings established through the data collected from the 

respondents. The respondents were people who are working in telecommunication 

industry and customers. These provided the findings that are presented in this 

chapter. 

 

4.2 Demographic Characteristics of the Respondents 

It was important to find out from the respondents their gender, age, education levels 

these specific characteristics would affect their views about social corporate 

responsibilities practices in telecommunication companies. 

 

4.2.1  Gender 

Fifty percent of the respondents were female and fifty percent were males as 

indicated in table 4.1. 

This was because the researcher was focused on balanced views from both gender to 

avoid gender biased. 
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Table 4.1: Gender of Respondents 

Respondent’s sex Responses Percentage of respondents 

Male  20 50% 

Female  20 50% 

Total  40 100% 

Source: Field Data, 2014 

 

4.2.2 Age Group of Respondents 

 

Table 4.2: Age of Respondents 

Age group  Responses  Percentage of respondents  

15 – 25 1 3.4% 

25 – 35 4 13.3% 

35 – 45 15 33.3% 

Above 45 20 50% 

Total  30 100% 

Source: Field Data, 2014 

 

Figure 4.1: Age of Respondents 

 

Source: Field Data, 2014 
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The majority of respondents who were fifty five percent were older than forty years. 

This could be attributed to the fact that this age group has several responsibilities and 

at least most of them can analyses issues in a certain perceptive. 

 

4.2.3 Educational Level 

 

Table 4.3: Educational Level of Respondents 

Respondent’s education level Responses Percentage of respondents 

Primary education  4 16% 

Secondary education  6 24% 

Diploma  10 20% 

Degree  20 40% 

Total  40 100% 

Source: Field Data, 2014 

 

Figure 4.2: Educational Level of Respondents 

 

Source: Field Data, 2014 
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The respondents exhibited a degree of education attainment that could be attributed 

with their views the educated persons could also have been the key informants who 

are professionally employed and they are well informed about social corporate 

responsibility issues in more educative way and professional 

 

Table 4.4: Motives behind Corporate Social Responsibilities Engagement in 

Telecommunication Companies 

Motives Responses Percentage of respondents 

Marketing 38 98% 

image 34 85% 

reputation 32 83% 

Company recognition 37 97% 

Helping society 20 50% 

Total  40 100% 

Source: Field Data, 2014 

 

Figure 4.3: Motives behind Corporate Social Responsibilities Engagement in 

Telecommunication Companies 

 

Source: Field Data, 2014 
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The respondents in the questionnaires which were provided to them were asked to 

tick to the mentioned  reasons for the motives of corporate social responsibility and 

the motives which was the most suggested was marketing ,followed by company 

recognition, then image, reputation the last motive was helping society. The above 

table and graph shows and describes the motives. 

 

The researcher conducted other method known as observation where by the 

researcher attended the CSR event conducted  by  TIGO where by all the staff from 

TIGO were wearing their t shirts which were well branded, TIGO banners, flags and 

other were all over the place not only that but media coverage was highly practiced 

since journalists from almost all the Television ,radio and  news paper were there this 

is an indicator that  CSR was not only intended to help the community but also to get 

some marketing benefits over that CSR events. 

 

During interview session the respondents mentioned the above reasons also though 

they differ from one company to another for example VODACOM,TIGO and 

AIRTEL their motive was different with ZANTEL since company recognition was 

the leading reason for ZANTEL other reason were just the same. 

 

Though some of the respondents mentioned that One of the primary motive is the 

belief that CSR can increase long term profitability and sustainability of the company 

as well as enhance the reputation of the organization both companies show 

satisfactory level of involvement in five (5) main categories; environmental 

concerns, welfare or charity, community involvement, products or services 

improvement and natural disasters awareness programs. This research has 

determined that the mobile telecommunication companies will actively be involved 

in CSR as the customer-oriented factors in their business operation are of utmost 

importance in involvement in CSR activities had several construct motives and was 

inline with the agency theory assumptions.  
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All mobile companies showed satisfactory involvement in five main categories of 

CSR, namely environmental concerns, welfare or charity, community involvement, 

products or services improvement and also natural disasters awareness. General 

  

Table 4.5:  Customers Perception of Social Corporate Responsibility 

Adopted by Telecommunication Companies 

Customers perceptions Responses 

Increase profit 23 

helping society 8 

marketing 37 

image 38 

reputation 32 

Media coverage 36 

Total  40 

Source: Field Data, 2014 

 

Figure 4.4:  Customers Perception of Social Corporate Responsibility 

Adopted by Telecommunication Companies 

 

Source: Field Data, 2014 
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The above table and graph shows the customers perception about different corporate 

social responsibilities practices and the above mentioned were the reasons they 

identified since a big number mentioned image, marketing, media coverage, publicity 

,increase profit and lastly helping society. 

  

Though the researcher found some interesting answers during interviews with the 

customers CSR information than positive CSR information when evaluating the 

company. More specifically, all consumers reacted negatively to negative CSR 

information, whereas only those most supportive of the CSR issues reacted positively 

to positive CSR information. For the effect of CSR on product purchase intentions, 

the researchers found that CSR influenced consumer's product purchase intentions in 

a more complex manner than its straightforward positive effect on their company 

evaluations.  

 

Specifically, this suggested that a company’s CSR effort can affect consumers' 

intentions to purchase its product both directly and indirectly. The researchers stated 

that people often identify with a company they belong to for their self-consistency 

and self-enhancement. They also suggest that customers did believe about the trade-

offs. A company in such a situation would benefit from informing customers that 

CSR actions do not detract from its ability to produce quality products or improving 

its product offering. It also can help the company to dodge the wrong perception 

from the customers about the CSR. 

 

Table 4.6: Benefits for CSR Practicing in Telecommunication Sector 

Benefits for CSR Number of respondents  

Cost reduction for the company in advertising 36 

Building positive image and reputation 26 

Building strong business 32 

Good relationship with the customers 37 

To improve peoples lives 6 

Total  40 

Source: Field Data, 2014 
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Figure 4.5: Benefits for CSR Practicing in Telecommunication Sector 

 

Source: Field Data, 2014 

 

Most of the respondents mentioned above points as the benefits of corporate social 

responsibility since most of the benefits are for the company benefits not society. 

 

During interview with 5 among the interviewed staffs from telecommunication 

company were mentioned the same reasons so it seems that companies practicing 

corporate social responsibilities for their own reasons rather than society reasons. 

Other than the listed influences and motivation here, there were other reasons that 

encourage these four companies involvement. One of the reasons was the ideology of 

humanism for the organization. The concept of the CSR itself means the 

responsibility to the country citizens and also for the company. The contribution 

made to the public through CSR activities is the rewards for the society who support 

their business directly or indirectly.   
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One of the staff of a certain telecommunication company said Corporate social 

responsibility (CSR) is not going to solve the world’s problems rather they have the 

following reasons below 

Innovation – The context of CSR, innovation is a huge benefit to a company and 

society.  Without sustainability, the company’s research and development efforts 

possibly wouldn’t have led to such a product. 

 

Cost savings – One of the easiest places for a company to start engaging in 

sustainability is to use it as a way to cut costs. Whether it’s using less packaging or 

less energy, these savings add up quickly. 

 

Brand differentiation – In the past, brand differentiation was one of the primary 

reasons companies embraced CSR. Companies such as Timberland were able to find 

their voice and incorporate the company’s values into their business model. 

However, as CSR has become more commonplace, using it to differentiate your 

brand is getting harder to do. He said ―I see the diminishing returns on brand 

differentiation as a sign that CSR is taking hold and is not just a fad‖. 

 

Long-term thinking – he also insist ―The only reason we’re doing sustainability is 

to drive CSR is an effort to look at the company’s long-term interest and ensuring 

that the company’s future is… well… sustainable. Hence, that’s why I prefer the 

term sustainability to CSR.  It is a shift from worrying about the next fiscal quarter’s 

financial results to the impact business decisions today have on financial (and social) 

results ten years from now. 

 

Customer engagement – What’s the point of doing CSR if no one knows about it?  

Using CSR can help you engage with your customers in new ways. Since the 

message is about something ―good,‖ it can often be an easier way to talk to your 

customers. This is an underused tool for business-to-business company 

communication. 
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Employee engagement – Along similar lines, if your own employees don’t know 

what’s going on within your organization, you’re missing an opportunity.  

 

Also another respondent in an interview session was mentioned the following 

reasons for the adoption of CSR she said 

The adoption of Corporate Social Responsibility by business organizations is 

beneficial because it leads to improved financial performance by the company, 

increased customer loyalty and sales, reduced regulatory oversight, workforce 

diversity, decreased liability, access to capital and product safety, more ability in 

attraction and retention of employees by the company, lower operational costs, 

greater quality and productivity and enhanced brand reputation and brand image 

among others. Strategic decisions that are faced by business enterprises when trying 

to enhance or improve their performance of CSR: 

 

One of the correspondent said, various telecommunication company have been faced 

with an uphill task in making decisions of whether they should adopt and implement 

the use of Corporate Social Responsibility in their enterprise. However, majority of 

the business firms have fully supported the adoption and use of Corporate Social 

Responsibility because of the various benefits that arise as a result of its application.  

 

Business firms who have failed to adopt and apply the use of CSR within their midst 

have attributed this failure to lack of funds toes enable the use of various strategies 

and poor management or leadership styles of the business managers or leaders. y, 

decreased liability, access to capital and product safety, more ability in attraction and 

retention of employees by the company, lower operational costs, greater quality and 

productivity and enhanced brand reputation and brand image among others. Strategic 

decisions that are faced by business enterprises when trying to enhance or improve 

their performance of CSR: 

 

Another correspondent said CSR is also influenced by the ethics of the firm or 

organizations. Ethical motivation can guide the business or organization to do the 

right thing without any external pressure or governmental constrain. Correspondent 
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contended that people believe businesses are amoral, when in fact they generally 

embrace the values of ethics in doing business. They cited several factors that serve 

to legitimize their position and one of the factors is society, which expects moral 

behavior of the business when it cries out against immoral labor practices or 

environmental policies.  

 

According to the interview with CSR leaders are starting to acknowledge some of the 

market benefits and competitive advantages for companies who put into place a 

comprehensive CSR policy. This means that a business with a strong stance in 

corporate responsibility will attract top talent and reputation.  

 

Profitability or financial performance also has an influence on CSR.  Found that 

within industry groups, the financial variable that most strongly correlated with CSR 

is asset age and that omission of these variable results in a spurious correlation of 

CSR and financial performance. In other words, firms with older assets have lower 

CSR ratings.  Tested the association between social involvement and profitability 

and reported it as a positive correlation. 

 

One of the primary motive is the belief that CSR can increase long term profitability 

and sustainability of the company as well as enhance the reputation of the 

organization both companies show satisfactory level of involvement in five (5) main 

categories; environmental concerns, welfare or charity, community involvement, 

products or services improvement and natural disasters awareness programs. This 

research has determined that the mobile telecommunication companies will actively 

be involved in CSR as the customer-oriented factors in their business operation are of 

utmost importance 

 

In researcher observation session the researcher observed that in CSR they are 

obsessed with coverage, publicity, image rather than what the so called helping 

society. 
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Table 4.7: Suggestions to Measures for Need Base Corporate Social 

Responsibility in Tanzania Companies 

Suggested solution number of the respondents 

Reduce publicity during CSR 12 

To favor other groups rather than children and women 6 

To give relevant help which are equal or nearly their company 

income 

14 

Should be conducted regularly 8 

Total 40 

Source: Field Data, 2014 

 

Figure 4.6: Suggestions to Measures for Need Base Corporate Social 

Responsibility in Tanzania Companies 

 

Source: Field Data, 2014 

 

Respondents have mentioned number of suggestions for  CSR in Tanzania that they 

should reduce publicity since the whole CSR process have a lot of branding and 

publicity ,also a group of other respondents suggested that CSR should also 

sometimes gives a concern to men rather than basing to women and children, 
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Respondents have mentioned that the money that the telecommunication spends in 

CSR is not relevant to their income so they should try to offer at least equally to what 

they are earning. 

 

Should be conducted   regularly not only when they need to lift up  their brand or to 

acquire new customers. Most of the interviewed respondents they suggested that 

since social corporate responsibility is highly practiced in telecommunication 

industry there should be a known timetable and should atleast be to different groups 

in society. 
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CHAPTER FIVE 

 

SUMMARYOF THE FINDINGS, CONCLUSION AND 

RECOMMENDATIONS 

 

5.1 Introduction 

This chapter is organizing reflecting the objectives and research questions of the 

study. It includes sub topics such as summary of findings, conclusion and 

recommendation.  

 

5.2 Summary of the Findings 

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 programs provides extra advantages to the 

company. This study examines the concentration of CSR activities of mobile 

telecommunication companies in Tanzania. Furthermore, this study also determines 

the motives and the most influencing factors in their concentration of involvement in 

CSR. Generally, involvements in CSR activities are inspired by several construct 

motivational factors and follow the agency theory assumption. 

 

The  customers perception about different corporate social responsibilities practices 

and the above mentioned were the reasons they identified since a big number 

mentioned image, marketing, media coverage, publicity ,increase profit and lastly 

helping society. 

 

The adoption of Corporate Social Responsibility by business organizations is 

beneficial because it leads to improved financial performance by the company, 

increased customer loyalty and sales, reduced regulatory oversight, workforce 

diversity, decreased liability, access to capital and product safety, more ability in 

attraction and retention of employees by the company, lower operational costs, 

greater quality and productivity and enhanced brand reputation and brand image 
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among others. Strategic decisions that are faced by business enterprises when trying 

to enhance or improve their performance of CSR: 

 

 CSR is also influenced by the ethics of the firm or organizations. Ethical motivation 

can guide the business or organization to do the right thing without any external 

pressure or governmental constrain. Correspondent contended that people believe 

businesses are amoral, when in fact they generally embrace the values of ethics in 

doing business. They cited several factors that serve to legitimize their position and 

one of the factors is society, which expects moral behavior of the business when it 

cries out against immoral labor practices or environmental policies.  

 

According to the interview with CSR leaders are starting to acknowledge some of the 

market benefits and competitive advantages for companies who put into place a 

comprehensive CSR policy. This means that a business with a strong stance in 

corporate responsibility will attract top talent and reputation.  

 

Profitability or financial performance also has an influence on CSR.  Found that 

within industry groups, the financial variable that most strongly correlated with CSR 

is asset age and that omission of these variable results in a spurious correlation of 

CSR and financial performance. In other words, firms with older assets have lower 

CSR ratings.  Tested the association between social involvement and profitability 

and reported it as a positive correlation. 

 

One of the primary motive is the belief that CSR can increase long term profitability 

and sustainability of the company as well as enhance the reputation of the 

organization both companies show satisfactory level of involvement in five (5) main 

categories; environmental concerns, welfare or charity, community involvement, 

products or services improvement and natural disasters awareness programs. This 

research has determined that the mobile telecommunication companies will actively 

be involved in CSR as the customer-oriented factors in their business operation are of 

utmost importance.  
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The respondents in the questionnaires which were provided to them were asked to 

tick to the mentioned  reasons for the motives of corporate social responsibility and 

the motives which was the most suggested was marketing ,followed by company 

recognition, then image, reputation the last motive was helping society. The above 

table and graph shows and describes the motives. 

 

 Overall, it can be concluded that all of the four mobile telecommunication 

companies in Tanzania have high initiative in CSR activities with several 

constructive motives.  

 

This study has come up with a number of results from both questions which the 

researcher asked several questions to explore knowledge through interview, 

observation and questionnaires. 

 

The researcher come up with the result that telecommunication companies 

conducting CSR for more company and business development rather than society as 

they claim since their motives and benefits are relying much to the company than 

society. 

 

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 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.  

Though telecommunications company always claim the most fully influenced factor 
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that organizations involvement in CSR was the main objective to improve the quality 

of life of the community, which benefits the society more than the company. 

However Companies did not fully agree that this was an influential factor. Overall, 

the companies strived to portray themselves as highly socially responsible companies 

to compete with rivals. The image of always supporting social constructive programs 

has proved that it would be beneficial to the company’s competitive advantages. Like 

most global, reputable mobile operators, VODACOM used this kind of strategy by 

giving more pages of disclosure on their CSR activity in their Annual Report for four 

consecutive years from 2000 to 2004.  

 

In general, involvement in CSR activities had several construct motives and was 

inline with the agency theory assumptions. All mobile companies showed 

satisfactory involvement in five main categories of CSR, namely environmental 

concerns, welfare or charity, community involvement, products or services 

improvement and also natural disasters awareness. 

 

The study has conclusively confirmed that corporate social responsibility plays a 

very big role directly or indirectly in the growth of telecommunication sector and 

socio-economic development.   

 

They realised providing for the needs of a customer is not sufficient. Some truly 

enlightened companies always ensure that their interest is in line with societal needs 

and they will take this into consideration in their business planning. This study 

mainly focuses on the involvement of mobile telecommunication companies in CSR 

activities. Moreover it is vital to highlight the several unique features of this industry, 

such as stiff competition between the companies for a strong customer base, various 

new issues that arise from customer services and satisfaction and the fact that the 

companies operation is largely based on customers’ needs and technological 

demands as most of the correspondents responded. Also, to ensure CSR has been 

fulfilled by a firm, a lot of programs that has been organized by a firm.  
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Respondents have mentioned number of suggestions for CSR in Tanzania that they 

should reduce publicity since the whole CSR process have a lot of branding and 

publicity, also a group of other respondents suggested that CSR should also 

sometimes gives a concern to men rather than basing to women and children, 

Respondents have mentioned that the money that the telecommunication spends in 

CSR is not relevant to their income so they should try to offer at least equally to what 

they are earning. Should be conducted   regularly not only when they need to lift up 

their brand or to acquire new customers 

 

Consumer perception   about different corporate social responsibilities practices and 

the reasons they identified a big number of correspondents mentioned image, 

marketing, media coverage, publicity, increase profit and lastly helping society. 

 

The results showed that reactions from customers to CSR initiative for each company 

was positive when there was a similarity between the company's character and their 

own CSR activities carried out.  Using real CSR and product information about a 

company, the researchers found that the positive effect of CSR initiatives on a 

consumer's company evaluations were mediated by their perceptions of self company 

congruence and moderated by their support of the CSR domain.  

 

Furthermore, the researchers found that consumers' were more sensitive to negative 

CSR information than positive CSR information when evaluating the company. More 

specifically, all consumers reacted negatively to CSR information, whereas only 

those most supportive of the CSR issues reacted positively to positive CSR 

information. For the effect of CSR on product purchase intentions, the researchers 

found that CSR influenced consumer's product purchase intentions in a more 

complex manner than its straightforward positive effect on their company 

evaluations. 

 

Specifically, this suggested that a company’s CSR effort can affect consumers' 

intentions to purchase its product both directly and indirectly. The researchers stated 

that people often identify with a company they belong to for their self-consistency 



57 

and self-enhancement. They also suggest that customers did believe about the trade-

offs.  It also can help the company to dodge the wrong perception from the customers 

about the CSR. 

 

This study finds out that the benefits for CSR are innovation, cost savings, brand 

differentiation, long term thinking, customer engagement and employee engagement. 

Those are some of the benefits that have been mentioned by correspondents. 

 

5.3 Recommendations from the Research 

This research result recommend that telecommunication sector should find a way to 

conduct CSR not only for their company benefits should also be for the society 

development there should be win win situation. Most of the companies’ officers 

could not provide the exact amount of contribution because some of the programs is 

annual agenda in which the lump sum provision have been made at the early period 

and cannot be broken down easily to specific period. To overcome this problem, the 

companies gave estimated figures and to contribute equally to what they earn. 

 

The limitation was not very significant to affect the reliability of the study because 

the research was descriptive in nature. Financial data that was provided in order to 

determine the scale of CSR intensiveness was not constructive because the 

companies just provided an estimate taken from the internal budget schemes even 

though the period had already ended.  

 

Most of the companies’ officers could not provide the exact amount of contribution 

because some of the programs is annual agenda in which the lump sum provision 

have been made at the early period and cannot be broken down easily to specific 

period. To overcome this problem, the companies gave estimated figures. Beside 

that, the information from the interview also has been amended accordingly to meet 

the research objectives. Moreover, some companies refused to disclose certain 

information due to company policies. So, we could only determine the scale based on 

the interview that was conducted and other publicly known information from sources 

like Annual Reports. 
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5.3  Recommendations from Telecommunication Clients 

The respondents recommended that Telecommunication companies should at least 

conduct such social responsibilities activities which are appropriate to the income 

that they earn so as to be more practically and to help the society as they always 

claim. 

 

The respondents recommended that telecommunication companies should also 

sometimes considering men and other groups in society rather than basing to children 

and women. 

 

5.4 Recommendations for Further Research 

The respondents recommended further research to be carried out on the managerial 

motives of the corporate social responsibilities and   community social development 

impact. 

 

Moreover, some companies refused to disclose certain information due to company 

policies. So, we could only determine the scale based on the interview that was 

conducted and other publicly known information from sources like Annual Reports.  

 

Further research needs to integrate the detailed CSR definition by the 

telecommunication that includes innovations of the product and services, 

extraordinary promotion packages and rewarding systems.  

 

The future research findings may help telecommunication companies to formulate 

better policies especially for Consumer Code and Governance Guidelines in the 

telecommunication industry. The time period covered in this research was before the 

CSR reporting became mandatory. It would provide valuable insight and an 

interesting study to compare this present study with the period after CSR became 

mandatory. 
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Also the researcher recommended another research to be conducted on consumers or 

customers themselves to evaluate the response of Tanzanians consumers to corporate 

social responsibility (CSR) initiatives accompanied by a price increase. To 

demonstrate that the extent to which Tanzanian consumers perceives a company to 

be socially responsible (i.e., their CSR perceptions) is related to both the basic 

transactional outcome of purchase intentions as well as two relational outcomes: the 

likelihood to switch to a competitor and to complain about the CSR-based price 

increase. More interestingly, to find out if that relationships are jointly mediated by 

the consumers' perceptions of price fairness and feelings of personal satisfaction. The 

reason the researcher suggested that is because there is no enough researches on 

consumers and CSR. 

 

5.5  Areas for Further Studies 

This study was limited to Corporate socially responsibility in telecommunication 

sector. There are some areas which were ignored in the study and therefore further 

research can be carried out especially in Corporate Social responsibility in Banking , 

assessment of Corporate social responsibility to the society so as to know if social 

corporate responsibility has the impact to the society, also corporate social 

responsibility in customer base if the customers benefits anything from corporate 

social responsibility. 

 

5.6 Conclusion 

Research would suggest that values are not enough. To a large degree, the effective 

implementation of CSR can be complex, sometimes requiring the balancing of 

seemingly disparate interests of various constituent groups. To lead CSR, an 

executive may need to help followers see the connection between what may appear 

to be competing goals. For example, followers may need to be able to better envision 

how the pursuit of profits or other strategic goals can be balanced with the firm’s 

desire to contribute to the welfare and economic development of the greater 

community, nation, or even the world in which the firm exists. 
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Corporate social responsibility is a complex topic. There is no question that the legal, 

ethical, and discretionary expectations placed on businesses are greater than ever 

before. Few companies totally disregard social issues and problems. Most purpose to 

pursue not only the goal of increased revenues and profits, but also the goal of 

community and societal betterment. 

 

Research come up with the result that those telecommunication companies that 

develop a reputation as being socially responsive and ethical enjoy higher levels of 

performance. However, the ultimate motivation for corporations to practice social 

responsibility should not be a financial motivation, but a moral and ethical one. 

 

Findings from scientific research are becoming increasingly clear with regard to how 

CSR is essential for the long-term. At the same time people should understand that 

Corporate social responsibility (CSR) is not going to solve the world’s problems 

rather sustainability of a firm. Firms that blindly and narrowly pursue the profit 

motive, without concern for the broad spectrum of Stakeholders that are relevant to 

the long run, are increasingly shown to lack sustainability. 
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APPENDICES 

 

Appendix 1:  Questionnaire 

Questionnaire answered by Telecommunication workers 

I. RESPONDENT BACKGROUND (please tick one)  

1. Name of the organization  

(i.) TIGO        (           ) 

(ii.) VODACOM      (           ) 

(iii.) AIRTEL      (           ) 

(iv.) ZANTEL      (           ) 

 

2. Respondent age  

(i.) Below25yrs      (           ) 

(ii.) 25-35yrs      (           ) 

(iii.) 36-45yrs      (           ) 

(iv.) 46-55yrs      (           ) 

(v.) Above 55 yrs       (           ) 

 

3. Sex 

(i.) Male       (           ) 

(ii.) Female       (           ) 

 

4. Education level 

(i.) Certificate      (           ) 

(ii.) Diploma      (           ) 

(iii.) Advanced diploma     (           ) 

(iv.) Bachelor degree     (           ) 

(v.) Masters       (           ) 

 

5. Does your organization participate in CSR?  

(i.) Yes       (           ) 

(ii.) No       (           ) 
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6. Tick the reasons for the company to practice corporate social responsibility? 

(i.) Marketing      (           ) 

(ii.) Image       (           ) 

(iii.) Reputation      (           ) 

(iv.) Organisation recognition    (           ) 

 

7. What benefits do you get as a company for conducting CSR? 

______________________________________________________________

______________________________________________________________

______________________________________________________________ 
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Appendix 2: Questionnaire  

Questionnaire answered by Telecommunication customers 

II: RESPONDENT BACKGROUND  

(Please tick one)  

1. Name of the company the customer belong 

(i.) Airtel       (           ) 

(ii.) Tigo       (           ) 

(iii.) Vodacom      (           ) 

(iv.) Zantel       (           ) 

(v.) Others       (           ) 

 

2. Age of the customer 

(i.) Below25yrs      (           ) 

(ii.) 25-35yrs      (           ) 

(iii.) 36--45yrs      (           ) 

(iv.) 46-55yrs      (           ) 

(v.) Above 55 yrs       (           ) 

 

3. Respondent sex  

(i.) Male       (           ) 

(ii.) Female       (           ) 

 

4. Education level  

(i.) Certificate      (           ) 

(ii.) Diploma      (           ) 

(iii.) Advanced diploma     (           ) 

(iv.) Bachelor degree     (           ) 

(v.) Masters degree     (  )           
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5. Below are the reasons for corporate social responsibility. Please tick where 

you think are the reasons for your telecom service provider to conduct social 

corporate responsibility 

(i.) Marketing      (           ) 

(ii.) Image       (           ) 

(iii.) Reputation      (           ) 

(iv.) Company recognition     (           ) 

(v.) Helping society     (           ) 

 

 

6. What are your perceptions concerning CSR adopted by different 

telecommunication companies? 

______________________________________________________________

______________________________________________________________

______________________________________________________________ 

 

7. What do you think are benefits to practice CSR? 

______________________________________________________________

______________________________________________________________

______________________________________________________________ 

 

8. What are your suggestions about CSR Practice in Telecommunication sector? 

______________________________________________________________

______________________________________________________________

______________________________________________________________ 
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Appendix 3: INTERVIEW GUIDE QUESTIONS 

1. Why is your company practice CSR? 

2. Why do you think CSR is important to the society? 

3. Is helping society the only motive your company has for practicing CSR? If 

NO what are others? 

4. What do you think are benefits for your company to practice CSR? 

5. What are your suggestions as far as CSR practice is concerned? 


