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ABSTRACT 

The study is entitled; the role of corporate social responsibility in enhancing 

company performance. The general objective of the study was to assess the role of 

corporate social responsibility towards performance of an organization. The study 

was guided by five specific objectives which were; to determine the contribution of 

CSR towards company profit, to determine the contribution of CSR towards 

increasing number of customers, to determine the contribution of CSR towards 

retaining customers, to determine the contribution of CSR towards company 

coverage and to determine the contribution of CSR towards company competitive 

advantage 

The case study was at Vodacom Company. Respondents of the study were 

subordinate employees who were obtained through simple random sampling 

technique and management members who were obtained through purposive 

sampling technique. The data collection methods used in the study were 

questionnaire methods, interview method and documentary review. 

The findings revealed that corporate social responsibility has led to increase in 

profit. And has led to increase in number of customers. Moreover, the findings have 

revealed that corporate social responsibility has increased retention of customers. 

Last but not least, the findings have revealed that corporate social responsibility had 

increased network coverage of the company. In the final objective of the study, the 

findings have revealed that corporate social responsibility has led to increase in 

competitive advantage of the company. 

Even though CRS had led to improvements in both financial and non-financial 

performance indicators, still the implementation has not been effective due to slow 

rate of improvement in performance. The company should consider increasing 

trainings, increasing employee participation, awareness among community and 

building relationship between company and local government authority.  
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DEFINITION OF TERMS 

Corporate Social Responsibility (CSR) 

Corporate social responsibility refers to a way for companies to take responsibility 

for the social and environmental impacts of their business operations Caramela, 

(2018). This aims at ensuring that an organization operates under ethical means 

meaning that considering the social, economic and environmental impacts and 

taking into consideration the basic human rights.  

Organization 

According to Decenzo (2013), organization refers to collection of people who work 

together to achieve a specific purpose. Also, organization can be defined as group or 

team of peoples, in a large or small structure, working together toward achieving 

common goals. Organization is made up by task, people, structure and technology in 

formal or informal way. 

Organizational performance 

According to Chen, et al. (2006), organizational performance means the 

“transformation of inputs into outputs for achieving certain outcomes. About its 

content, performance informs about the relation between minimal and effective cost 

(economy), between effective cost and realized output (efficiency) and between 

output and achieved the outcome (effectiveness)”. 

Carroll, (1979) considers CSR as a framework which includes economic, legal, 

moral and discretionary expectations that are predicted to be accrued from the 

corporation at a given point. 

Chen (2019) defines corporate social responsibility as, “a self-regulating business 

model that helps a company be socially accountable to itself, its stakeholders, and 

the public”. It is a business strategy which makes companies conscious on the 

impacts they have towards different aspects of the society including economic, 

social and environmental aspects.
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CHAPTER ONE 

1.0 Introduction 

1.1 Background of study 

Ability of organizations to survive in the competitive environment depends on the 

extent to which their abilities to confront social and economic issues by being 

socially responsible (Collier & Esteban, 2007). In recent years, corporate social 

responsibility has become increasingly important among companies as every 

company across the world has been trying to engage in this strategy. Companies 

have been engaging corporate social responsibility in their business strategies 

through including various activities such as empowering women, helping the 

environment or trying to eliminate poverty (Murphy, 2018). Murphy added that, the 

social issues of which companies are likely to focus on may be local, national or 

global, but the concern for the health and wellness of those who do not involve sales 

can be seen as recommendable.  

Chen (2019) defines corporate social responsibility as, “a self-regulating business 

model that helps a company be socially accountable to itself, its stakeholders, and 

the public”. It is a business strategy which makes companies conscious on the 

impacts they have towards different aspects of the society including economic, 

social and environmental aspects. Engagement in corporate social responsibility 

makes companies operate in manners that enhance the wellbeing of the society and 

not affecting societies negatively (Chen, 2019). Osei-tete (2012) asserted that, 

“Corporate social responsibility means addressing the legal, ethical, commercial and 

other expectations society has for business, and making decisions that fairly balance 

the claims of all stakeholders”. 

According to Tennent (2015), corporate social responsibility is regarded as a 

sustainability strategy which increases competitive advantage of a company. Every 

company must adopt it by having effective policies and procedures which integrate 

social, environmental, ethical, human rights or consumer concerns into business 
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operations and core strategy. Tennent further added that, the overall objective of 

corporate social responsibility in most of companies is to create positive impact to 

the society surrounding companies while at the same time maximizing the creation 

of shared value for owners, employees, shareholders and also stakeholders. This 

shows that corporate social responsibility does not only benefit the society but 

rather, affects the performance of a company engaged in social issues.  

The reason behind increased interests among organizations in emphasizing on social 

responsibility is the economic benefits that organizations gain from social 

responsibility (Mensah et al, 2017). Corporate Social Responsibility (CSR) is 

described as a primary avenue of organizations and businesses to respond to the 

needs of various groups of people who are found in the environment in which such 

organizations operate. This is why it is considered to be a must as both society and 

company practicing corporate social responsibility will benefit (Okwemba et al, 

2014).  

Telecommunications industry is among the industries whose companies have been 

highly engaging in corporate social responsibility. Each mobile communication 

company differs from other companies on how it implements its corporate social 

responsibility. The differences among these companies are based on the size of 

companies, company’s corporations and even the nature of the society companies 

operate. Regardless of these differences in implementation, the focus of CSR 

practices among telecommunication companies has been improving socio-economic 

aspects of societies and improving business aspects of companies (Ogunswano et al, 

2018). 

According to Mader (2012), the corporate social responsibility landscape in 

Tanzania is growing faster due to the influence of the international business sector, 

anti-corruption movements in politics and local and regional business initiatives 

which wish to increase the visibility of corporate social responsibility.  Furthermore, 

the motivation behind increased CSR practices among local organizations including 

telecommunication companies was because, the organizations had the desire to 
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attract foreign investors which requires sustainable performance, new supply chain 

norms by clients and consumers, and anticipation of risks which includes the change 

in human resource market (Mader, 2012).  

Vodacom Tanzania as one among telecommunication companies has also tried much 

in ensuring that it participates in various social responsibilities as part and parcel of 

the practices of corporate social responsibility in the company. The company 

through Vodacom Foundation injected funds in projects which had aimed at 

improving maternal health, reducing child mortality rate, combating diseases such as 

malaria and cervical cancer, fistula and reducing the level of poverty among society 

members through financial inclusion (IC, 2016). This shows that this company also 

practices corporate social responsibility strategy with the aim of improving the 

wellbeing of the company as well as the society the company operates. Therefore, 

the study was focused on how corporate social responsibility benefits the company 

especially in aspects such as number of customers, coverage, profit and competitive 

advantage. 

1.2 Statement of problem 

Corporate Social Responsibility has been increasingly practiced by organizations in 

all parts of the world. It includes commitment and activities pertaining to; 

environmental stewardship, human rights, sustainable development, industrial 

relations, community involvement, development and investment, involvement of and 

respect of diverse culture and disadvantaged people, customer satisfaction and 

adherence to the principles of fair competition, anti-bribery and anti-corruption 

measures (Joe, 2014). 
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Vodacom Company has put much emphasis on social responsibility as part of its 

strategies in improving the well-being of society members. In the past 3 financial 

years, Vodacom Tanzania has invested over 3 billion/Tsh in Corporate Social 

Responsibility to bankroll projects on health education, health, environmental, 

financial as well as social welfare (IC, 2016). Almost 34% of the funds injected by 

the company were directed to health education related projects including “Hakuna 

Wasichoweza” initiative which had aimed at providing education to young girls on 

the importance of using sanitary pads (IC, 2016). 

Vodacom company came up with the Moyo project which it partnered with 

Community Based Rehabilitation Tanzania (CCBRT) and the government of 

Tanzania to reduce cases of Vesicovaginal Fistula and donated 8billion shillings 

raised by Vodafone Group to transform lives of 31,000 women in Tanzania by year 

2016.  A total of 551 surgeries were carried out in different hospitals whereby other 

operations increased by 75% in the previous year (Vodacom Group Limited, 2013). 

Despite of such spending by Vodacom Company on corporate social responsibility, 

yet it is not clear on how far the performance of the company improved as a result of 

such expenditure. This study then assessed the role played by corporate social 

responsibility towards company coverage, profit, competitive advantage and 

increase in customers with the focus being Vodacom Company.  

1.3 Research objectives 

1.3.1 General objective 

The general objective of this study is to assess the role of corporate social 

responsibility in enhancing company revenues, profit, coverage and increase in 

customers. 
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1.3.2 Specific objectives 

This study will be guided by the following specific objectives 

i. To determine the contribution of CSR towards company profit 

ii. To determine the contribution of CSR towards increasing number of 

customers 

iii. To determine the contribution of CSR towards retaining customers 

iv. To determine the contribution of CSR towards company coverage 

v. To determine the contribution of CSR towards company competitive 

advantage 

1.4 Research questions 

This study will aim at answering the following questions 

i. What are the contributions of corporate social responsibility towards 

increasing in company profit? 

ii. What are the contributions of corporate social responsibility towards 

increasing number of customers? 

iii. What are the contributions of corporate social responsibility towards 

retaining customers? 

iv. What are the contributions of corporate social responsibility towards 

increasing company coverage? 

v. What are the contributions of corporate social responsibility towards 

company competitive advantage? 
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1.5 Significance of the study 

Corporate social responsibility has been practiced in most of companies including 

Vodacom Company. Less is known on how corporate social responsibility 

contributes to company revenues, number of customers as well as coverage. This 

study revealed the contributions of corporate social responsibility towards company 

revenues, number of customers and coverage. These findings will act as a motive 

behind increased practice of corporate social responsibility among companies which 

have the desire of increasing revenues, number of customers and coverage.   

The findings from this study will also be helpful to academicians and researchers 

who did not once recognize the contribution of corporate social responsibility 

towards the level of revenues of companies, number of customers as well as 

coverage of companies. They will now have a knowledge on how corporate social 

responsibility contribute to those aspects of performance of companies. Researchers 

will be able to establish their gaps using the findings of this study.  

 

1.6 Limitations of the study 

One of the challenges which emerged during data collection was limited access to 

sources of information. These sources included respondents as well as documents 

which had information on how CSR has been implemented and how it affected 

Vodacom company profit, coverage, customers and even competitive advantage. 

The challenge was solved by convincing employees in the company to provide 

cooperation in accomplishing the study. It was also necessary to visit the website of 

the company to come up with annual reports and financial statements which had 

information on improvement in performance of the company in various aspects.  
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The other challenge was time. This is because, the available length of time was not 

enough to investigate the problem and measure the stability of corporate social 

responsibility in the company from time to time. This was solved by putting focus 

on few projects initiated by the company which were part of implementation of 

corporate social responsibility. The focus of contribution to the performance of the 

company was limited to issues of coverage, number of customers, profit and 

competitive advantage to ensure that the study is accomplished within the provided 

time.  

Another challenge emerged was that there was no inclusion of other questions which 

would be helpful in addressing issues which emerged during the study. Therefore, 

the study provided recommendations for future studies to address the issues emerged 

during data collection which could not be covered in this study. These include 

differences among respondents of the same company on their views on contribution 

of CSR towards performance of the company. 

1.7 Scope of the study 

Considering that the purpose of this study is on understanding the role played by 

corporate social responsibility in enhancing the performance of the organization, the 

scope of this study was confined at Vodacom Tanzania Company.  
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction 

2.1 Key concepts used in the study 

2.1.1 Corporate Social Responsibility 

Guchait, Anner and Wu (2012) view Corporate Social Responsibility (CSR) as, 

“obligations that companies have to integrate environmental and social parameters 

into their modus operandi and long-term development policies”. This means that 

companies have obligations of considering various social and economic aspects into 

their policies. The aim of integrating these economic and social aspects is to ensure 

that the operations of customers do not affect the wellbeing of society members 

negatively through affecting economic and social aspects of society members. Mohr 

et al. (2001) characterize the CSR as "an organization's responsibility to limiting or 

dispensing with any unsafe impacts and augmenting its long-run helpful effect on 

society".  

McWilliams et al. (2001) outlines CSR as “action that shows up to similarly some 

social accurate past the hobbies of the corporations and that which is required by 

means of law”. Carroll, (1979) considers CSR as a framework which includes 

economic, legal, moral and discretionary expectations that are predicted to be 

accrued from the corporation at a given point. This means that corporate social 

responsibility is all about adherence to legal and ethical issues in the operations of 

companies.  

Malovicsa, Csigene and Kraus (2008) came with the argument that,” Corporate 

Social Responsibility (CSR) is centered on the notion that the business sector should 

not only concentrate on profit oriented commercial activities but also play a 

noneconomic role in society”. This means that, companies must not only focus on 

gaining profit from society members through selling their services and products. 
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Companies must also seek to undertake social activities which do not directly bring 

them profit gains but rather improve the wellbeing of the society who will later 

contribute to the company. 

Pitt (2012) defined corporate social responsibility in terms of their dimensions which 

were; “environmental corporate social responsibility, external social corporate social 

responsibility and internal social corporate social responsibility”. According to Pitt, 

environmental corporate social responsibility comprises of actions which promote 

environmental sustainability, external social corporate social responsibility 

comprises deals with actions by companies which are aimed at improving social 

needs of community members. Also, social corporate social responsibility deals with 

issues undertaken by companies which address social asymmetries about gender, 

race, sexual orientation and disability. This shows that corporate social responsibility 

is not only about improving the welfare of society members; it also means actions 

which improve environmental sustainability.  

Chen (2019) defines corporate social responsibility as, “a self-regulating business 

model that helps a company be socially accountable to itself, its stakeholders, and 

the public”. It is a business strategy which makes companies conscious on the 

impacts they have towards different aspects of the society including economic, 

social and environmental aspects. Engagement in corporate social responsibility 

makes companies operate in manners that enhance the wellbeing of the society and 

not affecting societies negatively (Chen, 2019). Osei-tete (2012) asserted that, 

“Corporate social responsibility means addressing the legal, ethical, commercial and 

other expectations society has for business, and making decisions that fairly balance 

the claims of all stakeholders”. In consideration of definition that was brought up by 

Osei-tete, companies consider legal procedures that are governed by the law before 

undertaking corporate social responsibility, ethical ways that preserve peoples’ 

culture and respect in the community and commercial-wise in a sense that society 

believes companies make profit and therefore this is their way of giving back to the 

community. 
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2.1.2 Company performance 

IGI (2018) defines company performance as, “a measure of performance of a 

company that may not only depend on the efficiency of the company itself but also 

on the market where it operates”. It is also regarded as the financial stability of a 

company which can be determined by considering the performances of some 

financial indicators of the company. These indicators include revenue, return on 

equity, return on assets, profit margin, sales growth, capital assts and other factors. It 

can also be determined by considering non-financial performance indicators such as 

reputation of the company, customer satisfaction, customer retention and image of 

the company (IGI, 2018).  

Seidel (2019) argued that for a company to be able to determine how well it 

performs, there is a need for comparing the results of initiatives to objectives and 

evaluate the extent to which the targets have been met. Seidel further added that, to 

determine the level of performance of the company, key operational variables of 

sales and profitability have to be measured. This is through measuring the extent to 

which has achieved increase in sales volume which in turn lead to increase in profit 

margin. Also, the company must measure its performance in the market by 

considering indicators such as market share and market ranking by sales volume. 

Furthermore, company performance can be determined by considering the extent to 

which the company has been able to satisfy its customers. Satisfaction of customers 

can be determined by looking at the number of new customers joining as well as the 

rate of retaining customers (Seidel, 2019). Company performance is evident in ranks 

of market share of the company and its annual sales respectively. 

2.2 Rationale behind the growth of CSR 

Some variables have risen in the path of current years which have introduced 

problems of CSR into alarming interest. The following are the necessary reasons 

which gave rise to the need for corporate social responsibility; 
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It is a competitive advantage. One of the reasons as to why corporate social 

responsibility has grown to be of interests in recent years is that it is considered as a 

competitive advantage. Every company currently need a unique position-doing thing 

differently from competitors (Harvard business review). A company which will 

invest in corporate social responsibility will be able to create opportunities, increase 

innovation and competitive advantage. This is to mean that as corporate social 

responsibility will be directed towards improvement in the well-being of the society, 

a company would be able to benefit from such relationship with the community. 

Therefore, corporate social responsibility has been practices simply because it will 

make a company improve its picture in front of the community and thus earning 

competitive advantage.  

Another reason as to why corporate social responsibility grows is the need to 

safeguard reputations. The 2017 global study revealed that, 77 per cent of customers 

said that they would choose to pay more to purchase from companies demonstrating 

community responsibility (Zendesk, 2018). This means that corporate social 

responsibility has been growing to be important as companies are striving to 

improve their images to the society members. Improvement in reputation of 

companies would make these companies attract many customers. These customers 

will opt to buy to companies which have commitment towards improving the well-

being of the society.  

Another reason for growth of corporate social responsibility is that it makes 

companies more marketable. Basler 2018 argued that, standing out from the 

competition can be challenging when the market place is already crowded. However, 

companies that demonstrate an obligation to various philanthropic causes are general 

perceived as more marketable that companies whose social responsibility are 

seemingly nonexistent. This means that companies have grown the interest of 

practicing corporate social responsibility to mane customers perceive them as more 

marketable and shift to these companies. These companies will be able to attract 
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consumers with the mindsets towards the environment, social issues and economic 

growth.  

Increased partner activism. This means that there has been growing efforts among 

companies to bring social changes in the society. customers are brisk relying on 

organizations as a choice than the administration, to manipulate social issues and 

have stop up all the extra tense (Van sanctum Inde, 2004). Having seen that 

organizations are considered as the choice for bringing social changes in the 

societies, it is obvious that corporate social responsibility has grown to meet those 

wishes of communities. This is to mean that corporate social responsibility is 

considered as the only strategy by companies which would bring changes in the 

social life of society members.  

2.3 Corporate Social Responsibility and Company Performance 

2.3.1 Corporate social responsibility and company profit 

Robins (2015) revealed that most of large companies engage in corporate social 

responsibility simply because, corporate social responsibility has a return to the 

companies through increasing level of profit. This is because; CSR promotes the 

respect of companies in the market place and thus resulting to higher sales, enhance 

employee loyalty and better personnel to the firm. Robins further revealed that, CSR 

activities of a company which will focus on sustainability issues will lead to 

lowering of costs and improve efficiency. All these increase the rate of profit 

generation by a company which will implement CSR effectively.  

The study by Barnett and Salomon (2012) had revealed that, companies which had 

low engagement in corporate social responsibility experienced high level of financial 

performances while companies with moderate corporate social responsibility had 

experienced lower levels of financial performances. Also, it was revealed that 

companies with higher levels of corporate social responsibility had experienced 

highest levels of financial performance. This shows that effectiveness in corporate 
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social responsibility increased the level of financial performance of a company and 

thus leading to profit maximization.  

2.3.2 Corporate social responsibility and competitive advantage 

Kagendo (2013) conducted a study entitled, “corporate social responsibility and 

competitive advantage by commercial banks in Kenya”. The findings from the study 

revealed that there was a significant relationship between corporate social 

responsibility and competitive advantage. CSR was helpful in increasing awareness 

among customers on core function and product offered, improved loyalty among 

customers, improved product marketability and improved the image of the 

organization. It was recommended that banks should improve practices of corporate 

social responsibility to earn competitive advantage.  

According to Vamicha (2018), companies have moral obligations to the society 

which must be adhered. Adherence to those moral obligations through implementing 

corporate social responsibility and consideration of ethics when developing business 

strategy makes companies earn competitive advantage. Also, it is argued that 

practicing corporate social responsibility makes companies friendlier to community 

members. This improves the image of companies and thus earning competitive 

advantage. This shows that at first corporate social responsibility impress 

community members who become major customers of the company.  

Balmer (1998) revealed that one of the major strategies which companies are 

seeking for is building reputation. Reputation is what makes companies earn 

competitive advantage. Balmer further provided that corporate reputation comes 

from stakeholders who include society members. Engaging in corporate social 

responsibility makes companies easily reach their stakeholders and build reputation. 

The result of the reputation built through corporate social responsibility is 

competitive advantage.  
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2.3.3 Corporate Social Responsibility and customer retention 

Henderson and Arora (2010) suggested that, “engaging in corporate social 

responsibility is more worthwhile strategy for less solid, well known, and successful 

companies to build positive attitude and loyalty among customers”. This argument 

means that successful companies are those engaging in CSR which build loyalty and 

positive attitude among customers and thus increasing their retention. Similarly, the 

study by Van Doorn et al (2017) revealed that companies which do better in social 

issues are rewarded with more positive attitudes among customers and higher levels 

of retention of customers.  

2.3.4 Corporate Social Responsibility and number of customers 

Murphy (2018) argued that, “building relation with customers is the cornerstone of a 

successful company and having a social responsibility policy can impact the buying 

decisions of customers”. Murphy further added that, a company which is active to 

the community by providing community members with social needs will be 

perceived positively by community members. Increased positive perception among 

community members will make the company benefit from many community 

members who will join the services of the company. This shows that being active to 

the community through CSR leads to an increase in number of new customers and 

thus expanding sales and profit levels.  

The study by Cole (2017) revealed that, corporate social responsibility can be an 

effective strategy than advertising especially when a company needs to attract more 

customers. This is because, society members will aim at rewarding the company for 

the direct impacts which were brought by corporate social responsibility in their 

societies. More customers will be attracted from society where CSR has been 

implemented and has brought positive impacts to the society.  
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Elizaveta (2010) claimed that, “CSR business attracts the best workers and bring 

more customers to any organization”. She further added that, “companies without 

CSR most often fail sooner or later and that big organizations appear to understand 

this, thereby they set up strategies to assure stakeholders of being socially 

responsible”. This means that companies with effective strategies which promote 

implementation of customer relationship management are in best position of 

attracting skillful employees as well as attracting many customers.  

2.3.5 Corporate Social Responsibility and company coverage 

Cahan et al (2015) carried out a study on corporate social responsibility and media 

coverage. The general objective of their study was to determine whether corporate 

social responsibility increases the rate of media coverage of a companies. The 

findings from their study revealed that corporate social responsibility increases 

coverage of companies by making companies receive more favorable news 

reporting. It was recommended that firms can improve their media coverage by 

improving performances in corporate social responsibility.  

Guzman et al (2017) revealed that, corporate social responsibility builds a strong 

relationship between the company and its customers. A company which succeeds in 

building strong relationship with its customers succeeds in expanding its business in 

different parts of the society. This shows that for the case of mobile network 

operators, the benefit will be expansion in network coverage. Malkawi (2017) 

revealed that corporate social responsibility is considered as a source of business 

expansion, profit gaining and improve performance while at the same time 

considering the society.  
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2.4 Theoretical literature review 

2.4.1 Monetary approach (fiscal speculation) 

The previous battles that the agency wants to put extra endeavors on being reliable 

closer to its traders by using concentrating greater on the financial facet of the 

obligation issue. In any case, with time other gathering's assumes unmatched job in 

the responsibility of the firm, for example, buyers, monetary specialists, providers, 

employees of the agency and directors inside the organization (Kotler, 2000). In 

such manner, the precept fear of the cash related methodology for the partnership is 

to make benefit, but ought to be done intentionally in column with concurred 

standards, for example, official necessities in regard to property rights, free market 

to make reference to a couple.  

This rivalry is upheld by means of Milton Friedman the conspicuous monetary 

professional in the twentieth century who relied on that, if the organization expands 

benefit as indicated with the aid of society's lawful system; it would be in the 

conventional enthusiasm of the regularly occurring public and make riches. 

Relating the approach with this study, it is obvious that one of the motives behind 

organization’s decision to practice corporate social responsibility is financial benefit. 

An organization will be willing to engage in corporate social responsibilities to be 

able to earn trust from its clients and thus increase the number of customers. This at 

the end will lead to financial gaining as the organization will be able to sell greater 

quantity of its products or services to the societies it operates. Even in case of 

Vodacom Company, the company will be keen to practice CSR to expand its 

coverage and increase the number of its services users.  

2.4.2 Ethical approach (Moral methodology) 

Corporate Social Responsibility ought to be in line to commercial enterprise practice 

that plans to pursue likely a few standards, strategies or qualities that in probable a 

few cases are recognizable as socially dependable. One of the key ethical facilities is 
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that; the corporate ought to increase advantage as properly as must reflect on 

consideration on no longer exacerbating the corporate tomorrow. At the quilt of the 

day, below ethical factor of view the enterprise's momentary pursuits ought not strife 

the lengthy haul goals of being a piece of the regular public and verifying the riches 

for future age (UN, 2000). 

It is obvious that, organizations ought to practice corporate social responsibility as 

part and parcel of their desire to match with ethical needs of a particular society. 

Engaging in social interaction with community members enables companies to learn 

a lot about the acceptable and unacceptable ethical standards of such community. 

This will in turn assist companies in ensuring that their practices are in line with the 

requirements of those acceptable ethical standards.  

2.4.3 Stakeholder Theory 

Normative theory of stakeholder is used to interpret the function of the corporation 

and identify moral or philosophical guideline for corporation operations. This theory 

puts forward on what happens in response to moral values of a particular society. As 

per the views of this theory, individuals acting as stakeholders have the right to be 

treated as ends and not just treating them as means to an end (Shank man, 1999).  

The relationship between this theory and the study is that, companies have to treat 

their customers and other society members as ends and not using them as means for 

them to meet their objectives, It means that, practicing corporate social 

responsibility will be using individuals as ends as not only companies will be 

benefiting from the existing relationship, but also society members will be benefiting 

from initiatives provided by a particular company. Companies will operate in 

response to moral values of their stakeholders something which will ensure that 

there is highly observation of morality during companies’ operations.  
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2.4.4 Corporate Social Responsibility Theory 

The theory proposed by Friedman in 1993 provides explanations on how firms are 

not only legal units with responsibilities but also moral units that have ethical 

obligations similar to those populations in a society (Friedman, 1993). The theory 

has its components which point that the CSR has two meanings of which the first 

one being the overall term for any theory of a business. This focuses on the need 

responsibility of registering profits while the other one focus on the responsibility to 

have an interaction with the society. William and Siegel (2001) infer that “CSR is 

also a specific conception of that responsibility to profit while playing a role in 

broader questions of community welfare”. Further to the above, William and Siegel 

(2001) suggest, “As a specific theory of the means by which companies interact with 

the surrounding community and larger world, CSR is comprising of four 

responsibilities. One of the obligations is the economic responsibility to make 

money.  

The other obligation is legal responsibility to adhere to rules and regulations. The 

third obligation is ethical responsibility that involves doing what is right even when 

not required by the letter or spirit of law. The fourth responsibility is the 

philanthropic responsibility to contribute to society’s projects even when they are 

independent of the given a business endeavor”. 

2.5 Empirical literature review 

Asamoah (2015) carried out a study which was entitled, “the effect of corporate 

social responsibility on competitiveness of firms in the mobile telecommunication 

industry in Ghana. The study had the objectives of determining the implementation 

of CSR, the factors for engaging in CSR, the contribution of CSR in enhancing 

competitive advantage and also the challenges facing implementation of CSR. The 

findings of the study revealed that the companies performed well in the areas of 

community support, environmental issues and ethics. It was also revealed that 

engagement of companies in corporate social responsibility was driven by several 
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reasons including improving performance, gaining competitive advantage, 

improving the brand of companies and creating positive image. Companies engaged 

in CSR gained moderate extent competitive advantage. It was recommended for 

increase commitment among stakeholders in practicing corporate social 

responsibility.  

The study by Weber (2008) revealed that corporate social responsibility has many 

significances to the company. These include positive effects on the image of the 

company and reputation, positive effect on employee motivation, retention and 

recruitment, increased revenues from higher sales and market share and also 

expansion in the coverage of the operations of company. This shows that corporate 

social responsibility affects both financial and non-financial performance indicators 

of a company.  

Vazeous (2018) highlighted that, an organization which will practice corporate 

social responsibility will benefit from increased employees’ satisfaction as they will 

feel like being respected and supported. Also, there will be improved image of the 

organization to the public as letting the public know about the organization and its 

products will increase brand’s public image. Vazeous further added that, an 

organization which will practice CSR will benefit from increased customer loyalty 

and also, there will be increased creativity as this strategy encourages employees to 

try new things and re-energized by their jobs.  

The study by Saxena (2016) on issues and challenges of corporate social 

responsibility came up with various challenges which face CSR in India. These 

challenges included, lack of community participation in CSR issues, absence of 

well-organized non-governmental organizations, lack of transparency among 

organizations, poor communication system in some of the parts, narrow perception 

towards CSR initiatives and also lack of consensus in implementing CSR initiatives. 

Several recommendations were given in this study which could be helpful in 

improving the effectiveness of CSR initiatives. These included creation of awareness 
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among public members and also building collaborative relationships and effective 

networks with all involved in implementing CSR initiatives. 

Boafo and Kokuma (2016) addressed the issue by assessing the impact of Corporate 

Social Responsibility on organizational performance. Data collection method which 

was used in collecting data was questionnaire method. The findings from this study 

revealed that corporate social responsibility had positive impacts on performance 

indicators. These included finance, organizational performance overtime, reputation, 

employee commitment and brand differentiation. The study by Adebesi and Taiwo 

(2014) revealed that corporate social responsibility had significant impact to mobile 

service company through increased coverage of networks, customers and 

profitability.  

Corporations face difficulty in CSR implementation and in its effectiveness (Jonker 

& Witte 2006). One of the major challenges that corporations face when trying to 

implement CSR is high costs of implementation as these corporations will require 

enough finances in training their staff. Apart from financial challenge, there are also 

other challenges such as steady competitive tension among corporations and also 

inadequate backing from the government as well as other non-government 

organizations. Other challenges include lack of support from customers and 

investors and lack of managers’ expertise and capability to successful implement 

desired changes (Jonker & Witte, 2006).  

The study conducted by Ali et al (2010) revealed that, there is an existing 

relationship between CSR and employees’ organizational commitment, CSR and 

organizational performance, and organizational commitment and organizational 

performance. As per these findings, an organization can be able to raise the level of 

commitment among its employees by involving them in different social activities 

such as identifying the needs of community members and fulfilling those needs. 

Also, employees can be engaged in working for better environment, producing 

quality goods for customers and complying with both rules and regulations of the 
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government. All these will have positive influence on employees’ commitment 

which will in turn improve performance of the organization.  

The study by Ismail (2009) revealed that, corporate social responsibility involves 

several activities that companies do undertake. These include working in partnership 

with local communities, socially investment, developing relationships with 

employees, customers and families, and also environmental conservation and 

sustainability. The study further revealed that, CSR contributes to community 

development through sharing the negative consequences of industrialization, 

maintaining close relationship between corporations and community members, 

protecting environment and also transfer of technology.  

Heal (2000) asserted that, poor shouldering of CSR cost organizations dearly 

through the loss of reputation and goodwill. This means that companies need to 

consider CSR as part of their strategies, they have to develop effective programs 

which will facilitate the implementation of CSR and also effectively implementing 

it. Companies which will be able to implement CSR effectively will be able enjoy 

high reputations and also accumulate high reputational assets. Heal further asserted 

that, CSR in an organization will be helpful in reducing costs of capital through 

financial cousin of such particular organization which is described as Social 

Responsibility Investing (SRI).  

Furthermore, Kanwal et al (2013) conducted a study on the impact of corporate 

social responsibility on financial performance of the firm. The findings from this 

study revealed that, strong financial performance contributes to effective 

implementation of CSR simply because, strong financial performance leads to 

provision of fund and investments necessary for undertaking social activities of an 

organization. The end result of these social activities in not only enhancing the social 

value of an organization and its reputation but also, increasing profitability level. 

The study recommended that companies need to invest in performing CSR simply 

because, this will enable these firms earn financial benefits. It was further 
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recommended that, companies should not only implement CSR but rather should 

also disclose their expenditure in CSR to their stakeholders.  

According to Balsamo (2013), a company which is committed to corporate social 

responsibility will be able to support various projects in the society it operates. 

These include projects like lowering pollution, lowering energy output, or 

sometimes giving portions of its profit to charities. Balsamo further added that, a 

company which is more committed to corporate social responsibility will help the 

community surrounding it by allowing employees in such company to volunteer for 

community building non-profit projects. This reveals that the community surrounded 

by a certain company will benefit from corporate social responsibility practices of 

such particular company.  

Arisi and Mugambi (2015) conducted a study on factors affecting performance of 

corporate social responsibility of Equity group foundation in Kenya. The findings 

from this study revealed that, there was a positive relationship between project 

communication, individual communication and social networks and perceived 

performance. The conclusion from this study was that, for an organization to be able 

to effectively implement CSR there should be established channels of 

communication, social networks and also individual commitment.  

These act as essential pre-requisites which need to be taken into consideration before 

implementing corporate social responsibility in a particular organization.  

The study by Wanjala (2011) on factors influencing the practice of corporate social 

responsibility revealed that, the forces behind increased corporate social 

responsibility practices include; shifting paradigm and criticality of stakeholders’ 

relationships, shrinking of role of government, increased customer interest and 

changes in their preferences as well as the growing pressure of investors. The 

findings further revealed that, the benefits resulted from practices of CSR included 

improvement in the image of the corporate, reputation, acquisition of new customers 

as well as enhancement of good governance relations.  
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2.6 Research gap 

Corporate social responsibility seems to be an important strategy which is practiced 

by most of organizations which aims at improving the well-being of societies and 

organizations at larger. Previous studies have shown how much organizations 

benefit from practicing corporate social responsibility as well as, how societies 

benefit from this strategy. Vodacom company has been one of mobile companies in 

the country which has invested in corporate social responsibility through social 

supporting projects such as moyo project. The company has been investing billions 

of funds in supporting the projects. It has not been specified on how the company 

has benefited from the costs incurred in implementing corporate social 

responsibility. This acted as a gap which was filled in this study as an assessment 

was made on how corporate social responsibility has affected company profit, 

coverage, competitive advantage and number of customers.  

2.7 Conceptual framework 

The conceptual framework of this study is comprised of two variables which are 

independent variables and dependent variable. The independent variable in this 

study is corporate social responsibility while the dependent variable is organizational 

performance. The relationship among these two variables is that, performance of an 

organization will depend on how well the organization has implemented corporate 

social responsibility. The implementation process of corporate social responsibility 

will be influenced by the facilitating factors present in the organization.  
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Figure 2.1: Conceptual framework 

Independent variable     Dependent variable 

 

 

 

 

  

  

 

 

Source: (Researcher, 2019) 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.0 Introduction 

This chapter covers the research methodologies which were used in data collection 

process. These had greater influence towards achieving the objectives of the study as 

they ensured acquisition of required information. These methodologies include study 

area, research design, and targeted population, sampling techniques, sample size, 

data collection methods and ethical consideration. 

3.1 Study area 

This study took place in Vodacom Tanzania Company Headquarter offices located 

in the City of Dar es Salaam, Tanzania. The researcher used this company as a study 

area simply because Vodacom Tanzania was the second telecom company to enter 

the market in Africa and he is familiar with the study area, it is near to him and 

therefore he found it easy for him to get data with minimum cost in terms of fund 

and time. In the context of Tanzania, the company has been engaging in various 

corporate social responsibility practices such as providing funds for health education 

and others. Therefore, the researcher thought that it is important to choose this 

company in order to determine the extent to which the expenditures of this company 

in CSR has enhanced performance of the company.  

3.2 Research design 

The research design which was used in this study was case study design. The reason 

behind selection of case study design as the design of the study is that, with case 

study design, the researcher was able to reduce the scope of the study from broader 

view to a single company and thus making it simple to assess the problem within a 

single area. It was easy to determine the extent to which the company has been 

implementing corporate social responsibility and also how CSR has been enhancing 
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performance of the company. Data collection process was simplified as a result of 

case study design as a focus was only on available respondents in the company. 

3.3 Target Population 

This study used two groups of populations which were subordinate employees 

working at Vodacom Company as well as management members in the organization. 

Subordinate employees are the ones who were supposed to implement strategies 

formulated by management including corporate social responsibility. They were 

helpful in obtaining enough information on how corporate social responsibility has 

affected company profit, coverage, number of customers, retainment of customers 

and competitive advantage. Management members are the ones with the 

responsibility of supervising the implementation of corporate social responsibility in 

the organization. They were helpful in providing information on how corporate 

social responsibility has affected company profit, coverage, number of customers, 

retainment of customers and competitive advantage. The target population in this 

study was 570 employees in the company both management and subordinate 

employees.  

3.4 Sampling techniques and sample size 

3.4.1 Sampling Techniques 

The sampling techniques which was used in this study was simple random sampling 

technique and purposive sampling technique. 

Simple random sampling technique 

This sampling technique was used in selecting employees in Vodacom Tanzania 

Company who participated in the study by attempting questionnaires which were 

prepared. The researcher used this sampling technique in order to provide equal 

chance to employees to participate in the study. Respondents were picked randomly 

from different departments in the organization. There was no inclusion of criteria for 

participation such as age, sex or education level.  
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To achieve this, the researcher had to prepare pieces of papers which had numbers 

written both even numbers and odd numbers. Employees in departments who had 

papers with even numbers were sorted and provided with questionnaires. This was 

conducted for subordinate employees in departments of the company.  

Purposive sampling technique 

This technique was used in selecting management members of the company who 

participated in an interview with the researcher. This technique was used as the 

researcher wished to select respondents basing on judgements. The other purpose of 

using this technique was to make generalization from the selected sample to the 

population of interest. Following the purposes of the study, purposive sampling 

technique was regarded useful in selecting respondents among management 

members who would assist in meeting the purposes of the study.  

3.4.2 Sample size 

A sample size of 85 respondents was used in this study including 80 respondents 

who were selected using simple random sampling technique and also 5 respondents 

who were selected using purposive sampling technique. The sample size of this 

study was selected in response to the demands of the formula or computing sample 

size which was suggested by Yamane in the year 1967. This formula is 

n= N/1+N (e)2.  

Where; 

n= sample size 

N= Target population 

e= Probability of error 

Then; n=570/1+570 (0.1)2 

n=570/6.7= 85.07 which is approximated as 85 

This means that, n= 85. 
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Table 3.1: Sample size distribution 

Population Sample size Percentage (%) 

Management 5 6 

Subordinate employees 80 94 

TOTAL 85 100 

 

3.5 Data collection methods 

Within this study, there were three methods of data collection which were used, and 

these were questionnaire method and interview method. 

3.5.1 Questionnaire method 

This is the method of data collection which included pieces of papers containing 

questions which were distributed to respondents who participated in the study. The 

questions in those papers were prepared in response to research objectives presented 

under chapter one of the study. These questions were both open ended questions and 

closed ended questions. Open ended questions provided room for respondents to 

provide more explanations on the answers they provided while closed ended 

questions did not provide room for explanations. This method assisted in collecting 

information from many respondents within a short time and thus assist in time 

management. A total of 80 questionnaires were prepared and distributed to 

respondents.  

3.5.2 Interview method 

Interview was also considered as an important tool for collection of information 

from respondents of the study. An interview was conducted with management 

members who provided information onthe implementation process of moyo project, 

the influence of moyo towards performance of the company as well as the 

challenges that hindered effective implementation of the project. This tool for 

collection of information was rich in information as it allowed for extra questions 

related to the problem under study. The extra information collected during interview 
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added value to the information collected from already prepared questions. An 

interview was conducted with 5 management members of Vodacom Company.  

3.5.3 Documentary review 

Documents were reviewed in order to obtain more information concerning the 

influence of moyo project on performance of the company. Documents reviewed 

were annual reports of years 2017 and 2018 in order to determine whether there are 

any improvements in number of customers, profit of the company, revenues of the 

company and sales of the company. These were helpful in determining the influence 

of project in performance of the company.  

3.6 Data analysis 

Both qualitative and quantitative methods were used for data analysis. For 

quantitative before data analysis; the data were gathered and processed in various 

categories through coding, graphs supported by Microsoft Excel. Data analysis 

depends on the proposed research questions. Therefore, planning and data analysis 

processing involved: Preparation of data for analysis, drawing appropriate tables and 

diagrams, formation of statistics to examine relationships or shapes. The analysis 

involved creating simple summary statistics, tables and diagrams that show 

frequency and percentage of occurrences and measure of shapes. In qualitative 

analysis, information collected from respondents was recorded in pieces of papers 

and then presented using quotation marks. Before presentation of the responses, 

word-based analysis was used in order to examine the mostly influential statements 

which related to the demands of the study. 
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3.7 Ethical Considerations 

For the purpose of ensuring that data collection process is carried out legally, a 

permit was requested from top management in the organization. This was helpful in 

increasing legality of the study and thus making respondents confident in providing 

information with the belief that the process of providing information has already 

been authorized.  

Even before providing them with questionnaires or interviewing them, respondents 

were informed on the purposes of the study and also, were provided with freedom to 

either opt to participate or reject. Using respondents who have the will of 

participating in the study assisted in collecting enough information and accurate one.  

The questionnaires prepared did not involve an option of writing names of 

respondents. This increased confidence among respondents and made them ready to 

provide accurate information with the belief that no one would get to know who 

provided certain information. The information collected from respondents was used 

for the targeted purpose only which was academic use.  
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CHAPTER FOUR 

ANALYSIS OF FINDINGS 

4.0 Introduction 

The chapter provides an analysis of research findings which were obtained from 

respondents participated in the study through questionnaire method and interview 

method. The analysis covers the demographic characteristics of respondents and the 

findings from each objective of the study.  The specific objectives of the study were; 

to determine the contribution of corporate social responsibility towards increasing 

company profit, to determine the contribution of corporate social responsibility 

towards increasing number of customers, to determine the contribution of corporate 

social responsibility towards retaining customers, to determine the contribution of 

corporate social responsibility towards company coverage and lastly to determine 

the contribution of corporate social responsibility towards company competitive 

advantage. 

4.1 Demographic characteristics of respondents 

Before presentation of the key findings from each objective, demographic 

characteristics of respondents participated in the study are provided. The preferred 

demographic characteristics of respondents were age of respondents, sex of 

respondents, education level of respondents and working experience of respondents.  
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Table 4.1: Demographic characteristics of respondents 

Characteristic Category Frequency Percent 

Age 20-25 5 6.2 

  26-31 23 8.8 

  32-37 30 37.5 

  38-43 14 17.5 

 44 and above 8 10 

        

Sex Male 49 61.2 

  Female 31 38.8 

        

Education level Certificate 11 13.7 

  Diploma 20 25 

  Degree 39 48.8 

  Masters 10 12.5 

        

Working experience 0-5 years 28 35 

  6-11 years 43 53.8 

  Above 12 9 11.2 

Source: Field data, 2019 

Age 

Table 4.1 shows that, respondents with age between 20-25 were 5 which is equal to 

6.2% of all respondents. Those with age between 26-31 were 23 same as 28.8% 

while those with age between 32-37 were 30 same as 37.5% of all respondents. 

Furthermore, respondents with age between 38-43 were 14 same as 17.5% while 

those with age between 44 years and above were 8 same as 10% of all respondents 

participated in the study. Most of respondents participated were aged between 32-37 

years. This shows that Vodacom Company has large number of employees with age 

ranging from 32-37 years.  

Sex 

The findings in table 4.1 show that respondents who selected male sex were 49 same 

as 61.2% of all respondents participated in the study while respondents who selected 

female sex were 31 same as 38.8% of all respondents. The company also seem to 

have large number of male employees compared to female employees.  
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Education level 

The findings from table 4.1 show that respondents with bachelor’s degree level of 

education were many than others. These were 39 same as 48.5% of all respondents 

followed by holders of diploma level of education who were 20 same as 25% of all 

respondents. They were again followed by holders of certificate level of education 

who were 11 same as 13.7% and finally holders of master’s degree who were 10 

same as 12.5% of all respondents. This means that Vodacom company has provided 

priority for employees with different levels of education to work in the organization.  

Working experience 

The findings from table 4.1 show that majority of respondents participated in the 

study have a working experience 6-11 years. These were 43 same as 53.8% followed 

by those with working experience between 0-5 years who were 28 same as 35%. 

Finally, there were other respondents with working experience of more than 12 years 

who were 9 same as 11.2% of all respondents provided with questionnaires. 

Working experience was an important factor which guided respondents in providing 

information concerning the practice of corporate social responsibility in the 

company. 

The above 4.1 demographic table has 80 in demographic character because the it’s 

the actual number of questionnaires to be given to the subordinate employees and 5 

to the management members for a structured interview. 

4.2 The contribution of CSR towards company profit 

The first objective of the study was prepared in order to determine whether corporate 

social responsibility had had any impacts on the level of profit within the 

organization. This means that whether Vodacom company has been able to generate 

profit following the costs incurred in implementing corporate social responsibility 

through supportive social projects such as Moyo project. Respondents were asked to 

comment on whether corporate social responsibility has led to increase in profit level 
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within the company. They were to rate their responses in a five Likert scale with 

options of strongly agree, agree, neutral, disagree and strongly disagree.  

 

Table 4.2: Whether CSR has increased company profit 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Strongly Agree 10 12.5 12.5 12.5 

Agree 34 42.5 42.5 55 

Neutral 7 8.8 8.8 63.8 

Disagree 20 25.0 25.0 88.8 

Strongly Disagree 9 11.2 11.2 100.0 

Total 80 100.0 100.0  

Source: Field data, 2019 

Table 4.2 shows responses on whether corporate social responsibility has been 

helpful in increasing profit margin at Vodacom company. The findings show that 10 

respondents same as 12.5% of all respondents strongly agreed that CSR has 

increased profit in the company while 34 respondents same as 42.5% of all 

respondents agreed. Also, there were 20 respondents same as 25% who disagreed, 9 

respondents same as 11.2% who strongly disagreed and 7 respondents same as 8.8% 

who were neutral. The findings show that more than 50% of all respondents 

participated agreed that corporate social responsibility has increased profit of the 

company. This shows that practice of corporate social responsibility by Vodacom 

company especially through its social projects such as Moyo project has been 

helpful in boosting profit level of the company.  

Not all respondents agreed that CSR has increased profit flow in the company as 

there were others who disagreed with the provided question. This shows that the rate 

of profit has not been too higher to impress employees in the company. There are 

other employees of the company who lack access to information on profit growth in 

the company. They fail to determine whether corporate social responsibility has been 

among the factors for increased sales and revenue in the company or not.  
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The above 4.2 table shows 80 respondents because that is the number of 

questionnaires given to the subordinate employees to answer and the other 5 

respondents were directed to management members for a structured interview. 

One of management members of the company who was interviewed said; 

Engaging in affairs of the society has been helpful in increasing 

sales of our services. It looks like society members have decided to 

repay the we had shown to them through our social projects such 

as those related to improvement in health wellbeing of women. The 

projects resulted into free health services to pregnant mothers and 

those who are victims of fistula. We are not planning to increase 

more participation in relationship with society members in order 

to increase the rate of revenue flow while improving the wellbeing 

of the whole society.  

The reviewed document was Annual Report of Vodacom Tanzania Public Company 

Limited for the year ended 31st March 2017. The report had shown that there had 

been an increase in sales for 0.9% as the sales were 931.5 billion shillings. The 

report further indicated that there had been growth in M. Pesa revenues for 11.2% 

and thus making the revenues be 249 billion. Growth in revenues and sales has led to 

increase in profit level in the company after implementation of corporate social 

responsibility through social projects such as moyo project.  

Also, the 2018 Vodacom Report had indicated that, Vodacom Tanzania Limited’s 

service revenue grew 3.9% to TZS497.8 billion resulting from data and M-Pesa 

whose revenue grew to TZS157.1 billion translating to a 10.9%. M-Pesa revenue 

accounts for 31.6% of service revenue. The ‘Just 4 You’ platform contributed to the 

8.8% growth of the company’s customer base. Revenue grew to TZS501.1 billion by 

3.1%. Vodacom’s EBIT grew 10.5% to TZS49.3 billion. It was also reported that 

Operating profit grew 29.7% to TZS49.3 billion. The growth in revenues led to 

increase in profit of the company which was contributed by engagement of the 

company in CSR especially through moyo project. 
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4.3 The contribution of CSR towards increasing number of customers 

The other objective of the study was prepared in order to determine the contribution 

of corporate social responsibility towards the number of customers at Vodacom 

company. Respondents of the study were asked whether implementation of 

corporate social responsibility by Vodacom company has been helpful in increasing 

the number of customers in the company. They were to comment by rating their 

answers in a five Likert scale with options of strongly agree, agree, neutral, disagree 

and strongly disagree.  

Table 4.3: Whether CSR has increased number of customers 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Strongly Agree 12 15.0 15.0 15.0 

Agree 40 50.0 50.0 65.0 

Neutral 7 8.8 8.8 73.8 

Disagree 17 21.2 21.2 95 

Strongly Disagree 4 5.0 5.0 100.0 

Total 80 100.0 100.0  

Source: Field data, 2019 

Table 4.3 shows responses on whether corporate social responsibility has increased 

number of customers at Vodacom company or not. The findings show that 12 

respondents same as 15% of all respondents strongly agreed while 40 respondents 

same as 50% agreed. Also, 17 respondents same as 21.2% of all respondents 

disagreed, 4 respondents same as 5% of all respondents strongly disagreed while 7 

respondents same as 8.8% of all respondents were neutral. The findings show that 

the number of respondents who agreed with the question was larger as compared to 

other respondents. This means that engagement in corporate social responsibility 

through social projects such as moyo project has led to an increase in number of 

customers at Vodacom company.  

It means that corporate social responsibility has made Vodacom company to attract 

many society members across the country who decided to join the services of the 

company. This is an indication that corporate social responsibility through social 

projects has been helpful in improving the wellbeing of community members. It has 
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also made the company more famous in interior parts of the country to the extent of 

attracting more customers. Not all respondents agreed as there were others who 

disagree with the question asked something which indicates that the rate of increase 

in customers has not higher. Access to information among employees in the 

company is still a problem to some of employees as others do not know whether 

there has been an increase in number of customers or not. 

 The above table of 4.3 shows 80 respondents simply because that is the planned 

number of questionnaires to the subordinate employees and the other remaining 5 

respondents was to be interviewed directly. 

An interview with management members of the company was conducted in order to 

determine whether there has been an increase in number of customers as a result of 

CSR or not. Participant no1 was quoted explaining that; 

Corporate social responsibility has been helpful in expanding and 

improving the image of our company. Society members have been 

able to realize that our company is not only focused in gaining 

profit, but rather the company also is concerned about the well-

being of society embers especially women. Those who heard of 

social projects joined the services of the organization in order to 

benefit from the services of the company. This was helpful in 

increasing the number of customers who joined our services.  

Also, Participant no 5 said; 

You know women a part of our customers. We have to show them 

support with what we have benefited from this business. Those who 

were reached by the service build strong loyalty to the company 

something which increased their desire to use services of the 

organization. Even their relatives and other community members 

who witnessed the assistance from the company became happy with 

Vodacom services. Those who were using other mobile networks 

decided to join our network services. So, we have succeeded in 

increasing customers and retaining previously customers.  

The reviewed document was Annual Report of Vodacom Tanzania Public Company 

Limited for the year ended 31st March 2017. The report indicated that there had been 

growth in M. Pesa revenues for 11.2% and thus making the revenues be 249 billion. 
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This was attributed by the increase in number of customers who used M. Pesa 

services for 13.3% (8 million) (Vodacom Tanzania, 2017). This report shows that 

there had been an improvement in performance of the company through increased 

number of customers. This was contributed by several factors including engagement 

in CSR particularly through social projects such as moyo project. 

4.4 Contribution of CSR towards retaining customers 

The other objective of the study was to determine whether corporate social 

responsibility has enabled Vodacom company to retain its customers. Respondents 

were asked whether corporate social responsibility has led to retaining of customers 

of the company. Their responses were measured through five Likert scale. They 

were supposed to pick either strongly agree, agree, neutral, disagree and strongly 

disagree as their responses. Findings from this objective are presented in table 4.4 

below.  

Table 4.4: Whether CSR has led to retaining of customers 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Strongly Agree 14 17.5 17.5 17.5 

Agree 41 51.2 51.2 68.7 

Neutral 6 7.5 7.5 76.2 

Disagree 14 17.5 17.5 93.7 

Strongly Disagree 5 6.3 6.3 100.0 

Total 80 100.0 100.0  

Source: Field data, 2019 

Table 4.4 shows responses on whether corporate social responsibility has enabled 

Vodacom company to retain its customers. The findings show that 14 respondents 

(17.5%) strongly agreed, 41 respondents (51.2%) agreed, 14 respondents (17.5%) 

disagreed, 6 respondents (7.5%) were neutral and 5 respondents (6.5%) strongly 

disagreed. The findings show that more than 50% of all respondents participated in 

the study agreed with the question. This means that participation of Vodacom 

company in social affairs has been helpful in retaining its customers. Participation 

through various social projects such as moyo project which aim at improving the 
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wellbeing of society members has increased the rate of customers who are loyal and 

always wish to enjoy from services offered by the company.  

The above table of 4.4 shows only 80 respondents because that is the number of 

questionnaires to be filled by the subordinates and collecting direct information 

through one on one interview with the other 5 management members separately. 

This happens as society members who have benefited from the assistance provided 

by the company as well as the positive relationship built by the company repay the 

faith. Retaining customers makes the company in better chance of succeeding in the 

business and continue growing. There were other respondents who disagreed with 

the question. This shows that even the rate of customers who opt to shift to other 

mobile networks is not higher to the extent of affecting the operations of the 

company. During an interview with management members on the influence of 

corporate social project towards retaining customers, participant 2 explained that; 

Loyalty of customers is built in many ways and one of them is 

through providing them with social support without making them pay 

anything. Providing social services such as health services and 

education services has helped us in building the positive image of the 

company to the general society. They have kept believing that we are 

not only profit-oriented but also touched with social issues such as 

sponsoring sports and games and providing health services to 

pregnant mothers and victims of fistula. These have been helpful in 

building loyal customers and thus avoiding loss of customers to 

other companies.  

The Annual Report of Vodacom Tanzania Public Company Limited for the year 

ended 31st March 2017 indicated that, there had been growth in M. Pesa revenues for 

11.2% and thus making the revenues be 249 billion. This was attributed by the 

increase in number of customers who used M. Pesa services for 13.3% (8 million) 

(Vodacom Tanzania, 2017). As from this report, the company has been experiencing 

growth in number of customers with no reduction in number of customers. This 

shows that new customers plus the existing customers have been helpful in 

increasing growth of sales. It can be concluded that the company has succeeded in 

retaining its customers and this is why the number of customers has been increasing 
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from year to year and not decreasing. All these have been attributed by several 

factors including engagement in corporate social responsibility through social 

supporting projects such as moyo project.  

 4.5 Contribution of CSR towards company coverage 

Also, the other objective of the study was prepared with the purpose of realizing 

whether corporate social responsibility has assisted Vodacom company in increasing 

its coverage.  Respondents provided with questionnaires were asked on whether 

corporate social responsibility has increased network coverage of the company. 

They were to respond by picking one among the options provided which were; 

strongly agree, agree, neutral, disagree and strongly disagree. Their responses are 

provided in table 4.5 below.  

Table 4.5: Whether CSR has increased coverage of the company 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Strongly Agree 10 12.5 12.5 12.5 

Agree 38 47.5 47.5 60.0 

Neutral 10 12.5 12.5 72.5 

Disagree 20 25.0 25.0 97.5 

Strongly Disagree 2 2.5 2.5 100.0 

Total 80 100.0 100.0  

Source: Field data, 2019 

Table 4.5 shows responses on whether corporate social responsibility has increased 

network coverage of Vodacom company. The findings show that 10 respondents 

(12.5%) strongly agreed while 38 respondents (47.5%) agreed that CSR has 

increased network coverage. Also, there were 20 respondents (25%) who disagreed, 

10 respondents (12.5%) who were neutral and 2 respondents (2.5%) who strongly 

disagreed. The findings show that more than 505 of all respondents who participated 

in the study through attempting questionnaires agreed that corporate social 

responsibility has increased network coverage of the company.  
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Expansion in network coverage does not only benefit the company from probability 

of increasing sales, but also assists other community members especially those living 

in remote areas to benefit from services provided by Vodacom company. The 

findings show that even though most of respondents agreed, still there were other 

respondents who disagreed that corporate social responsibility has increased network 

coverage of the company. This indicates that the company has not yet reached all 

remote areas as there are other places within the country with limited access to 

network services especially 3G service.  

The above table of 4.5 shows 80 respondents because that is the number of 

subordinate employees to be provided with the questionnaires and the other 5 

management employees to be directly interviewed one on one. 

During an interview with management members of the company, participant 3 

explained that; 

Engaging in social matters has provided us with extra information 

on the difficulties society members face especially in accessing 

quality communication services from mobile companies in the 

country. We were able to estimate the amount of funds to be put in 

place in order to reach society members who live in remote areas. 

This was helpful in forecasting our demand for more customers and 

the supply of customers available in the external environment. We 

then made the decision of expanding our network coverage to remote 

areas after realizing that there are many society members who wish 

for or services but could not get access to our services.   

A report by Vodacom Tanzania in 2018 had shown that there had been an increased 

coverage of 3G with HSDPA in Dar es Salaam, Arusha, Moshi, Mwanza, Mbeya, 

Bukoba, Kahama, Geita, Shinyanga, Tabora, Singida, Namanga, Dodoma, 

Morogoro, Makambako, Mbeya, Tunduma, Lindi, Mtwara and Masasi. This shows 

that Vodacom company has been able to expand its network coverage. This is 

because, engagement in corporate social responsibility through social projects such 

as moyo project has enabled the company to learn the external environment and 

determine the demand for network among community members.  
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4.6 Contribution of CSR towards company competitive advantage 

The final objective of the study had aimed at determining the contribution of 

corporate social responsibility towards competitive advantage of the company. This 

means the extent to which engagement in corporate social responsibility has earned 

Vodacom company a competitive advantage upon other companies. Respondents 

were asked whether corporate social responsibility has helped the company in 

earning competitive advantage. Five Likert scale was used in measuring responses 

with options of strongly agree, agree, neutral, disagree and strongly disagree being 

used.  

Table 4.6: Whether CSR has increased competitive advantage 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Strongly Agree 8 10.0 10.0 10.0 

Agree 39 48.7 48.7 58.7 

Neutral 12 15.0 15.0 73.7 

Disagree 18 22.5 22.5 96.2 

Strongly Disagree 3 3.8 3.8 100.0 

Total 80 100.0 100.0  

Source: Field data, 2019 

Table 4.6 shows responses on whether corporate social responsibility has earned 

Vodacom company a competitive advantage. The findings show that 8 respondents 

(10%) strongly agreed, 39 respondents (48.7%) agreed, 12 respondents (15%) were 

neutral, 18 respondents (22.5%) disagreed while 3 respondents (3.8%) strongly 

disagreed. The findings show that most of respondents who attempted questionnaires 

agreed that corporate social responsibility had earned competitive advantage to 

Vodacom company. It means that corporate social responsibility strategy at 

Vodacom company which has been implemented trough social supporting projects 

such as moyo project has had a greater influence towards competitive advantage of 

Vodacom company. 

The above table of 4.6 shows 80 respondents who were the subordinate employees 

being provided with questionnaires and the remaining 5 management members were 

included in the structured one on one interview to get more informative.   
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There were other respondents who disagreed that corporate social responsibility has 

earned competitive advantage of the company. They perceive the strategy as with no 

influence on the rate of acquisition of customers and even the rate of sales and 

revenue flow which all these symbolize the domination of the company in the 

market. It indicates that implementation of corporate social responsibility strategy 

through social supporting projects such as moyo project has not been perfect as there 

have been weaknesses in reaching all society members with social needs. Therefore, 

other employees in the company still view the strategy as less helpful in increasing 

competitive advantage.  

The Quarterly Communications Statistics of 2018 had shown that Vodacom 

company was the leading company with highest market share than other Tanzanian 

mobile telephone operators. The report had shown that Vodacom company has 

14,143,657 customers while market share percentage being 32.42 followed by Tigo 

with 12,583,640 customers while market share being 28.85%. This shows that 

Vodacom company has been able to have a competitive advantage to the extent of 

dominating the market share percentage. This has been brought by several factors 

including participation of the company in corporate social responsibility through 

social supporting projects such as moyo project.  
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CHAPTER FIVE 

DISCUSSION OF FINDINGS 

5.0 Introduction 

This chapter provides a discussion of research findings which were obtained from 

Vodacom company employees both subordinate employees and management 

members of the company. The discussion concentrates how corporate social 

responsibility has increased profit of the company, how it has increased number of 

customers, how it has affected customer retention, how it has affected network 

coverage of the company and also how it has affected competitive advantage of the 

company.  

5.1 Contribution of CSR towards company profit 

The findings which have been obtained in this objective have shown that corporate 

social responsibility has contributed much towards increase in level of profit of 

Vodacom company. This means that the company has been able to increase the rate 

of sales, revenue collection and finally growth in profit. The increased profit margin 

has been brought by increase in number of customers of the company’s services. It is 

obvious that corporate social responsibility has also been among strategies of the 

company which attracted many customers to join services of the company. 

Attraction of these customers make corporate social responsibility earn credit that it 

has also been influential towards the growth of profit in the company. The growth of 

profit margin proves that the company has been the leading mobile services 

provision company in the country with larger number of services users.  

Robins (2015) revealed that most of large companies engage in corporate social 

responsibility simply because, corporate social responsibility has a return to the 

companies through increasing level of profit. This is because; CSR promotes the 

respect of companies in the market place and thus resulting to higher sales, enhance 

employee loyalty and better personnel to the firm. Similarly, Vodacom company 
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through social supporting projects such as moyo project which are among the 

projects designed to implement corporate social responsibility has been able to 

increase its profit margin. The company has been able increase sales as the company 

has promoted respect to the society members.  

The report of Vodacom of 2017 had shown that there had been an increase in sales 

for 0.9% as the sales were 931.5 billion shillings. The report further indicated that 

there had been growth in M-Pesa revenues for 11.2% and thus making the revenues 

be 249 billion. The increase in sales and revenues contributed to increase in profit 

margin. This was brought by increase in number of service users of whom others 

joined after benefiting from projects initiated by Vodacom company as part of 

implementing corporate social responsibility.  

The intention of the company to engage in corporate social responsibility was not 

only to seek for profit but was to provide support to community members who are 

primary customers of services provide by the company. Corporate social 

responsibility through social supporting projects such as moyo project was able to 

improve health wellbeing of pregnant mothers as well as victims of fistula. Other 

corporate social responsibility activities of the company such, as supporting young 

girls to get from the verge of circumcision and even sponsoring entertainment 

competitions have built respect of the company. Society members who are primary 

users of services of the company were more motivated to use services of the 

company. This is why the rate of profit growth increased from time to time.  

Also, the annual financial report ended March 31, 2018 indicated that there has been 

growth in M-Pesa revenues for 26.7% to TZS 291.2 billion. The growth of profit 

level made the company have a strategic look of improving support provided to its 

customers while identifying future needs of business in Tanzania. The commitment 

of the company has been improving services provision to its customers, improving 

well-being of its customers through social support and meeting high level of 

customer satisfaction.  This shows that the community will continue to benefit from 

improved services provided by Vodacom company while also enjoying social 
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support from the company. The profit margin of the company will grow more and 

more as more customers will join the services of the company.  

The findings from this objective relate to the findings from the study by Kanwal et al 

(2013) whose study revealed that, strong financial performance contributes to 

effective implementation of CSR simply because, strong financial performance leads 

to provision of fund and investments necessary for undertaking social activities of an 

organization. The end result of these social activities in not only enhancing the social 

value of an organization and its reputation but also, increasing profitability level. 

This means that, strong financial performance of Vodacom company is what has led 

to implementation of CSR. This is because projects associated with CSR such as 

moyo project demanded huge amount of funds. The company has been able to 

benefit from profit increase as a return for participating in social matters and attract 

more services users.  

The profit generated as a result of corporate social responsibility has not been too 

impressive. This is because, there were other employees who disagreed that CSR has 

led to increase in profit. Most of projects initiated by Vodacom company as part of 

implementing CSR have been implemented in recent years. Profit growth is a matter 

of time which cannot occur within a short period of time. There have been 

improvements in profit growth and profit will continue growing if CSR will be 

effectively implemented. Respondents who disagreed also provide a picture that the 

implementation of CSR had not been effective as it was associated with several 

obstacles. Also, not all employees in the company have access to information on rate 

of profit growth and the key factors behind profit growth.  
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5.2 Contribution of CSR towards increase in customers 

The other objective of the study was to determine whether corporate social 

responsibility has led to increase in number of customers of the company. It has 

been revealed that CSR has been helpful in increasing the number of customers who 

join the services of the company. This indicates that corporate social responsibility 

at Vodacom company through social supporting projects has been able to attract 

more community members. These are particularly those who had no access to 

services provided by Vodacom company. They have learnt on how the company 

cares for the wellbeing of all society members including pregnant mothers and other 

victims of fistula. Many customers joined the services of the company after realizing 

the concern of the company towards marginalized groups. Those who were not 

enrolled into the services of the company begun to join the services of the company.  

This was part and parcel of the efforts of community members to show appreciation 

to the aid of the company. The company was able to create positive relationship with 

majority of Tanzanians especially those who lived in rural areas. There was also a 

sense of trust between Vodacom company and community members. This was 

helpful in motivating them to opt to use services of the company with the belief of 

continuing receiving aids from the company. This is an indication that continuing 

practicing corporate social project especially by implementing projects which 

improve the wellbeing of society members will lead to increase in more customers.  

The increase in number of customers was as a result of improvement in the image of 

the company in the outside environment. The reputation of the company increased as 

community members perceive the company as not only profit oriented, but also 

perceived it as servitor of marginalized groups. Transmission of news on the 

implemented social projects in other parts of the country led to growth in number of 

users of services of the company.  
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The study by Cole (2017) revealed that, corporate social responsibility can be an 

effective strategy than advertising especially when a company needs to attract more 

customers. This is because, society members will aim at rewarding the company for 

the direct impacts which were brought by corporate social responsibility in their 

societies. This shows that Vodacom company realized the importance of using 

corporate social responsibility as a strategy to gain appreciation from community 

members. Advertisements by Vodacom company have not been too helpful in 

motivating society members to join the company especially those who lack access to 

mass medias. Corporate social responsibility through social supporting projects has 

been able to meet those who knew nothing about Vodacom company.  

The Annual Report of Vodacom company of 2017 had shown that the number of 

customers who use M-Pesa services grew for 13.3%. This was verified by the 

growth in revenues which were collected from M-Pesa services. This is an indication 

that the number of customers of the company grew as a result of increased reputation 

of the company. The reputation of the company was brought by corporate social 

responsibility through social supporting projects such as moyo project. The project 

reached majority of marginalized society members who live in interior parts of 

different regions of the country. They joined company services including M-Pesa 

services something which prove that corporate social responsibility has been among 

the factors behind increase in customers of the company.  

Elizaveta (2010) claimed that, “CSR business attracts the best workers and bring 

more customers to any organization”. She further added that, “companies without 

CSR most often fail sooner or later and that big organizations appear to understand 

this, thereby they set up strategies to assure stakeholders of being socially 

responsible”. This means that Vodacom company learnt from other companies 

which failed to attract more customers. The lesson learnt by the company led to 

implementation of CSR which attracted customers and employees. Employees who 

were attracted provided quality services to customers to the extent of attracting more 

customers.  
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Also, another report which has shown that the company has been able to attract more 

customers to the extent of making the company at the top is the Quarterly 

Communications Statistics of 2018. The report had shown that Vodacom company 

has 14,143,657 customers followed by Tigo with 12,583,640, Airtel with 10,954,621 

customers, Halotel with 3,942,237 customers, TTCL with 711,411 customers and 

Smart with 132,292 customers. This shows that participation of the company in 

corporate social responsibility through social supporting projects such as moyo 

project has also contributed to the growth of number of customers.  

On the other side, despite that most of respondents agreed that corporate social 

responsibility has led to increase in number of customers, there were still others who 

disagreed. This shows that the company has not been able to reach all societies in the 

country with society members who need social support. This led to slow rate of 

growth in number of new customers joined the company. Inability of Vodacom 

company to reach all societies through its social supporting projects which are part 

of implementing CSR has been brought by existence of huge society with social 

needs. They would not be accommodated by the company at once and thus showing 

that there are other societies with members who have not yet joined the services of 

the company.  

5.3 Contribution of CSR towards retaining customers 

One of the objectives of most of organizations which depend on customers for their 

survival is retaining its customers. Retaining customers is achieved when an 

organization builds loyal customers through improved services. Corporate social 

responsibly has been among the strategies employed by Vodacom company in 

ensuring that available companies are retained for success of the company. The 

findings have shown that corporate governance has been helpful in retaining 

customers who were already users of services provided by Vodacom company.  
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Corporate social responsibility through its social supporting projects such as moyo 

project improved the perception of community members over the company 

activities. They began believing that the company is the best mobile 

communication’s services provider. Customers always become loyal to the 

organization which cares for the well-being of its customers. Providing aid to 

marginalized groups in the society particularly women had been an important 

strategy towards retaining customers of Vodacom company. Retaining customers 

increases chances for survival in the business as customers become an integral part 

of business. 

Ability to retain previous customers of the company makes the company continue 

enjoy from revenues collected from its customers. This is because they will continue 

use services such as SMS bundles, Internet bundles, M. Pesa transactions and other 

services. Retaining customers will make the company earn more word of mouth 

referrals something which will impress others to join the company. Retaining 

customers will also help the organization in improving the image of the company. It 

will also create long-term relationship between Vodacom company and its 

customers.  

The study by Wanjala (2011) revealed that, the benefits resulted from practices of 

CSR included improvement in the image of the corporate, reputation, acquisition of 

new customers as well as enhancement of good governance relations. This is similar 

to practice of CSR at Vodacom company as implementation of the strategy has been 

associated with increased loyalty among customers and acquisition of new 

customers. This shows how important corporate social responsibility through social 

projects is for both financial and non-financial performances of an organization. 

Henderson and Arora (2010) suggested that, “engaging in corporate social 

responsibility is more worthwhile strategy for less solid, well known, and successful 

companies to build positive attitude and loyalty among customers”. Van Doorn et al 

(2017) revealed that companies which do better in social issues are rewarded with 

more positive attitudes among customers and higher levels of retention of customers.  
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Vodacom company has tried much to deal with social issues by implementing social 

supporting projects as part of implementation of corporate social responsibility of 

the company. This has led to creation of loyal customers who have opted to remain 

in the company and thus increasing the rate of retention of customers.  

5.4 Contribution of CSR towards company coverage 

The findings from this objective have revealed that corporate social responsibility 

has been helpful in increasing the coverage of Vodacom company services. This 

means that the company has been able to expand its services to other areas which 

had no Vodacom services. Every organization seeks for expanding its area of 

operation in order to ensure maximum acquisition of customers. Expansion of 

coverage also increases opportunities for success in business by being able to attend 

a larger number of customers while earning more profit. The strategy which has 

enabled Vodacom company to expand its coverage is corporate social responsibility 

through social supporting projects such as moyo project.  

Exposure of Vodacom ambassadors in the remote areas plus the need of community 

members to have access to the network services led to the installation of network 

devices in these areas. The coverage of Vodacom services was not only in urban 

areas as before, even rural areas were able to access Vodacom services as a result of 

corporate social responsibility. This shows that expansion of coverage of Vodacom 

services does not only benefit the company. It also benefits community members 

especially those who had no access to services provided by Vodacom company in 

previous time.  
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A report by Vodacom Tanzania in 2018 had shown that there had been an increased 

coverage of 3G with HSDPA in Dar es Salaam, Arusha, Moshi, Mwanza, Mbeya, 

Bukoba, Kahama, Geita, Shinyanga, Tabora, Singida, Namanga, Dodoma, 

Morogoro, Makambako, Mbeya, Tunduma, Lindi, Mtwara and Masasi. Expansion of 

network coverage in these areas was also contributed by the social projects of 

Vodacom company including moyo project. Expansion of network coverage has 

been a symbol of growth of communication sector in the country and thus improving 

communication among society members.  

The study by Adebesi and Taiwo (2014) revealed that corporate social responsibility 

had significant impact to mobile service company through increased coverage of 

networks, customers and profitability. This is similar to Vodacom company as 

practice of corporate social responsibility through social supporting projects such as 

moyo project has led to increase in network coverage. Communities have been 

exposed and the weaknesses in those communities have been identified. The 

company has already taken steps forward which include installation of 3G services 

in some parts of the country. 

There were other respondents who disagreed that corporate social responsibility has 

led to increase in network coverage. This means that the coverage is still limited to 

some parts while other areas missing access to Vodacom services especially 3G 

services. This is because Vodacom social projects which are initiated as part of 

implementing corporate social responsibility have not reached all communities. The 

company has not yet been able to realize network problem in some of the rural areas. 

Also, the contribution of corporate social responsibility is limited by the obstacles 

which hinder effectiveness of CSR activities. Also, as most of projects which are 

part of CSR activities have been initiated recently, the rate of coverage is yet to be 

higher as a result of those projects.  
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5.5 Contribution of corporate social responsibility towards competitive 

advantage 

The final objective of the study was on the contribution of corporate social towards 

increase in competitive advantage. The current business environment has been 

demanding for an organization to have unique strategies which ca be put in place 

and assist the organization earn competitive advantage. Implementation of CSR by 

Vodacom company increased interaction between Vodacom company and 

community members in different communities across the country. It provided an 

opportunity for the company to improve its image in front of community members 

who are primary customers of company services. Creation of market advantage has 

resulted from increased number of customers as a result of the projects as well as 

expansion of the coverage of company services. The company has been able to win 

the race of competition in the business of communication in the country. This is why 

it has always been the leading company for many services users and even profit. 

This has been resulted from the engagement of the company in social affairs such as 

moyo project which had aimed at improving the well-being of women in societies. It 

had aimed at identifying victims of fistula and send them to CCBRT for treatments. 

It was also aiming at saving pregnant mothers by paying taxi drivers who responded 

to calls from pregnant mothers and take them to the health facilities. This has been 

helpful in reducing the number of maternal complications including deaths. It has 

also reduced health related effects associated with growth of obstetric fistula. 

Community members have repaid the faith of the company by joining the services 

provided by the company and thus leading to competitive advantage.   
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More projects which will help to improve the well-being of community members are 

expected to be initiated by Vodacom company especially after the company has 

realized that it will continue winning competitive advantage. More mobile 

companies have grown in the country such as Tigo, Airtel, TTCL and Halotel. 

Growth of these mobile companies has been increasing competition in the business 

something which requires companies to think twice on how to win the minds of 

Tanzanians. It is obvious that social projects are the only measure towards winning 

the minds of Tanzanians and winning the race of competition in communication 

sector.  

The Quarterly Communications Statistics of 2018 had shown that Vodacom 

company was the leading company with highest market share than other Tanzanian 

mobile telephone operators. The report had shown that Vodacom company has 

14,143,657 customers while market share percentage being 32.42 followed by Tigo 

with 12,583,640 customers while market share being 28.85%. This is a proof that the 

company has been able to win the competitive advantage by dominating the market 

share than other mobile network operators. This has been resulted from the strategy 

of corporate social responsibility as the company has been engaging much in social 

issues of supporting society members.  

The study by Kagendo (2013) revealed that there was a significant relationship 

between corporate social responsibility and competitive advantage. CSR was helpful 

in increasing awareness among customers on core function and product offered, 

improved loyalty among customers, improved product marketability and also 

improved the image of the organization. Similarly, in case of Vodacom company, 

corporate social responsibility through social supporting projects has led to increased 

awareness among customers, loyalty among customers, and improved the image of 

the company something which has led to competitive advantage of the company.  

Vamicha (2018) argued that, companies have moral obligations and adherence to 

moral obligations through implementing corporate social responsibility and also 

consideration of ethics when developing business strategy makes companies earn 
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competitive advantage. This shows that implementation of corporate social 

responsibility by Vodacom company has made the company adhere to moral 

obligations. The company has also been able to adhere to ethics of society 

surrounding its operations something which has created competitive advantage.  

The findings from this study relate to the study by Heal (2000) who asserted that, 

companies have to develop effective programs which will facilitate the 

implementation of CSR and also effectively implementing it. Companies which will 

be able to implement CSR effectively will be able enjoy high reputations and also 

accumulate high reputational assets. Kanwal et al (2013) added that, strong financial 

performance leads to provision of fund and investments necessary for undertaking 

social activities of an organization. The end result of these social activities in not 

only enhancing the social value of an organization and its reputation but also, 

increasing profitability level. This shows that financial investment of Vodacom 

company in providing social support has improved the reputation of the company 

and led to growth of profit margin.  

This means that through implementation of corporate social responsibility, Vodacom 

company has been able to increase rate of profit, increase number of customers, 

increase retention of customers, increase network coverage and also increase 

competitive advantage. These have been brought by expenditure of the company in 

implementing corporate social responsibility through social supporting projects such 

as moyo project. The company has managed to build strong reputation to the outside 

environment which has its key stakeholders. This is why corporate social 

responsibility has managed to affect both financial and non-financial indicators of 

the company positively.  
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CHAPTER SIX 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

6.0 Introduction 

This chapter provides the summary of the study, conclusion of the study and 

recommendations. The summary of the study summarizes the whole study in very 

brief ranging from the general objective of the study, specific objectives of the 

study, methodologies used in the study and also the findings from each specific 

objective of the study. The conclusion of the study is all about what has generally 

been seen in the study while recommendation will be on what to be done in order to 

make more improvements in order to increase effectiveness of social projects.  

6.1 Summary 

This study took place in Vodacom Tanzania Company Headquarter offices located 

in the City of Dar es Salaam, Tanzania. The study was entitled, the role of corporate 

social responsibility in enhancing performance. The general objective of the study 

was to assess the role of corporate social responsibility in enhancing company 

performance. The study was guided by five specific objectives which were; to 

determine the contribution of CSR towards company profit, to determine the 

contribution of CSR towards increasing number of customers, to determine the 

contribution of CSR towards retaining customers, to determine the contribution of 

CSR towards company coverage and to determine the contribution of CSR towards 

company competitive advantage. 
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The case study of the study was Vodacom company and the study took place at 

Vodacom company head offices. The target population of the study was subordinate 

employees working in different departments of the company as well as management 

members of the company. Sampling techniques used in obtaining respondents were 

simple random sampling technique for subordinate employees and purposive 

sampling technique for management members. The data collection methods used in 

the study were questionnaire methods, interview method and documentary review.  

In the first objective which was identifying the contribution of corporate social 

responsibility towards profit of the company, the findings revealed that corporate 

social responsibility has led to increase in profit. This is because, corporate social 

responsibility through social supporting projects as led to increased revenue flow in 

the company. This is after increase in sales of services provided by the company as a 

result of increased number of users as well as increase in rate of purchasing services 

among communities benefited from social assistance from the company.  

In the second objective which was to determine the contribution of corporate social 

responsibility towards increase in customers, the findings revealed that CSR has led 

to increase in number of customers. This is because, corporate social responsibility 

has led to provision of social support to marginalized community members who 

were non-users of services of the company. Corporate social responsibility has 

increased positive image of the company to its stakeholders something which has led 

to influx of more customers who join the company services.  

In the third objective which was to determine the contribution of corporate social 

responsibility towards customer retention, the findings have revealed that corporate 

social responsibility has increased retention of customers. This is because, through 

participating in social affairs through social supporting projects such as moyo 

project, the company has been perceived positively by its customers. Positive 

perception among customers towards the company has led to the decision among 

customers to continue using services of the company and not shifting to other mobile 

network operators.  
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In the fourth objective which was to determine the contribution of corporate social 

responsibility towards network coverage of the company, the findings have revealed 

that corporate social responsibility had increased network coverage of the company. 

This is because, implementers of corporate social responsibility projects such as 

moyo project were able to learn the demand of the services of the company by 

community members. They used the lesson in expanding network coverage through 

installation of systems such as 3G network system in remote areas which had no 

such system before initiation of corporate social responsibility.  

In the final objective of the study which was to determine the contribution of 

corporate social responsibility towards competitive advantage of the company, the 

findings have revealed that corporate social responsibility has led to increase in 

competitive advantage of the company. The company has been able to stay at the top 

with highest market share among all mobile network operators in the country. This is 

because, the company has built strong reputation to its stakeholders.  

6.2 Conclusion 

It has been revealed that corporate social responsibility is among effective strategies 

which when effectively practiced by a company can be helpful in improving the 

performance of the company. Practicing corporate social responsibility through 

implementing social project helps marginalized groups on communities such as 

women, people with disabilities, elders and children improve their well-being. The 

end result of these social supports is repayment of the kindness of companies by 

community member who will become loyal to the company. This leads to increased 

number of customers, increased sales, increased profit and retention rate. Even 

though CSR practices at Vodacom company have been able to bring fruits to both 

community members and the company, still there are challenges which hider the 

effectiveness of these projects. The company is supposed to come up with effective 

strategies which will make future projects more productive to both community 

members and the company.  
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6.3 Recommendations 

 Having seen that there were challenges which reduced the effectiveness of 

implementation of moyo project, below are some of the recommendations on what 

Vodacom company needs to do in order to ensure effectiveness of its future social 

projects. 

For the company to be able to generate more profit apart from current level of profit, 

there should be huge investment in social projects in all local areas around Tanzania. 

The company should make an assessment on social difficulties facing community 

members in all local areas and initiate further projects. These will help the company 

attract many customers and thus increase its level of profit generation.  

In case of increasing number of customers and retaining customer, there should be 

an increased awareness creation programs to community members on importance of 

participating in social projects initiated by companies. Increasing awareness among 

community members will enable them to understand why they are supposed to 

participate and their role towards implementation of projects. They will also benefit 

more from the aids provided by the company and thus increasing their loyalty 

towards services provided by the company. They will also help in preserving the 

image of the company to other community members who will be motivated to join 

the services provided by the company.  

For the company to be able to increase its coverage through social projects, there 

should also be improvement in interaction and communication between companies 

and local government authorities. As most of corporate social projects are aiming 

society members, it is better for companies to stay in contact with local government 

leaders in order to encourage them to supply information to community members. 

Such interaction will enable the company reach interior parts of Tanzania and thus 

being sable to learn on the coverage of networks in those areas. This will lead to 

increase in coverage of company network services especially after working on the 

areas which have limited network coverage.  
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For social projects to be able to increase competitive advantage of the company, 

there should be increased employees’ participation in decision making and 

implementing corporate social responsibility. Employees must build a sense of 

ownership of corporate social projects of their companies. The involvement of 

employees should not only focus on few employees in the company but rather 

should target all employees in the organization. This will increase motivation among 

employees who will lay all their efforts in implementing the projects. This will lead 

to effectiveness of corporate social responsibility of the company which will in turn 

increase competitive advantage of the company. 

6.4 Area for further studies 

This study has revealed the extent to which corporate social responsibility affect the 

performance of the company in both financial and non-financial performance 

indicators. The study could not address how corporate social responsibility affect the 

community and also why employees from the same company differ in their 

perceptions on the contribution of corporate social responsibility towards 

performance of the company. Therefore, area for further studies will enable 

researchers have a deep insight on corporate social responsibility aspect and tackle 

point of differences in views among employees in the same organization concerning 

the same matter.  
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APPENDICES 

Appendix 1: Questionnaire to Vodacom employees 

Introduction 

Dear respondents, 

My name is Jan Aggrey, a student of Mzumbe University-Dar es Salaam Campus 

pursuing Master of Science in Human Resources Management. As part of 

requirements for accomplishment of my studies, I expect to conduct a research on 

the role of corporate social responsibility in enhancing organizational performance, a 

case of Vodacom Company. Below are questions which will be helpful in providing 

information related to the problem under study. I request for your cooperation in 

attempting the questions and I assure you of maximum confidentiality.  

PART 1: Personal information 

1. Age: 20-25  ( ) 

26-31  ( ) 

32-37  ( ) 

38-43  ( ) 

44 and above ( ) 

 

2. Sex: Male  ( ) 

Female  ( ) 

 

3. Education level: Certificate ( ) 

Diploma ( ) 

Degree  ( ) 

Masters ( ) 
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4. Working experience: 0-5 Years ( ) 

    6-11Years ( ) 

    12 and above ( ) 

PART 2: Information related to the study 

1. Does your organization engage in social responsibility issues? 

(a.) Yes      (              ) 

(b.) No      (              ) 

2. If the answer is Yes, What type of social responsibility does your 

organization engaged in among the following? (Please tick all that applies) 

(a.) Charity and support for sports   (              ) 

(b.) Support for education services  (              ) 

(c.) Support for health services   (              ) 

(d.) Support for water services   (              ) 

(e.) Support disaster affected persons/families (              ) 

(f.) support for social matters (Disabled persons, marginalized 

children, orphans, marginalized women)  (              ) 

(g.) Others (please specify) _______________________________ 

 

3. Please show implementation process of CSR in Vodacom company. 

Key: 3= Yes, 2= No, 1= I don’t know 

S/N Statement 3 2 1 

1 Did your company realize the costs which would result from CSR?    

2 Did employees participate in implementation of CSR?    

2 Did community members participate in CSR?    

3 Were there appropriate training provided to employees before 

implementing CSR? 

   

 

4.If yes employees participated in the implementation process, can the process be 

identified……………………………………………………………………………… 
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5.Please comment on whether CSR has affectedthe following performance 

indicators. 

Key:  2=No, 1= yes 

S/N Items 2 1 

1 Did CSR increase number of customers?   

2 Did CSR retain number of customers?   

3 Did CSR lead to expansion of network coverage?   

4 Did CSR create competitive advantage?   

5 Did CSR increase profit margin?   

 

6.Please provide any more financial performance indicator and how it is has 

been affected byCSR ----------------------------------------------------------------------- 

7.Please comment on factors which hinder implementation process of CSR 

Key:  5= Strongly agree, 4= Agree, 3= Neutral, 2= Disagree, 1= Strongly 

disagree 

 

8.Please provide any other challenge-------------------------------------------- 

 

 

 

 

 

 

S/N Statement 5 4 3 2 1 

1 The government provide enough support      

2 The cost of implementation reduced effectiveness      

3 Victimized women provided full support      

4 The number of women needed support was larger      

5 Language differences brought difficulties in communicating with 

women 
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Appendix 2: Interview questions to Vodacom Company management 

1. Did employees participate in implementation of CSR? Did community 

members participate in CSR? Was the appropriate training provided to the 

employees before implementing CSR? If yes employees participated in the 

implementation process of CSR, can the process be identified?  

2. Did CSR increase the number of customers? Did CSR retain the number of 

its customers? Did CSR lead o expansion of network coverage? Did CSR 

create competitive advantage? Did CSR increase the profit margin? Please 

provide any more financial performance indicator and how it has been 

affected by CSR? 

3. Was implementation of CSR successful? Are there any other challenges 

which hindered implementation of CSR? Did the victimized women of 

fistula show cooperation in the project? 

 

 

 

 

 

 


