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Abstract 

CORPORATE SOCIAL RESPONSIBILITY PRACTICES IN TRANSPORTATION SECTOR 

IN UGANDA - A STUDY OF SELECTED BUS OPERATING COMPANIES 

Aitaa Sam Kilimvi 

Unicaf University 

Corporate Social Responsibility (CSR) is a socially responsive practice adopted by businesses 

that benefit the community. It demonstrates a gesture of responsibility to the people and the 

environment. CSR is a “self-regulating business model”. The modern CSR is premised on 

Carroll’s pyramid of CSR developed in 1996. The concept is relatively new in Uganda. 

Implementation of CSR presents fears and challenges to companies. The main objective of this 

study was to understand Corporate Social Responsibility practices in Uganda.  

The study adopted the mixed-methods approach. Simple random sampling and purposive sampling 

techniques were employed in selection of participants. The data collected was analyzed using 

SPSS statistical software tool. The variables were measured, quantified and analyzed by regression 

analysis and presented by frequency tables, charts and graphs. Percentage, Mean and standard 

deviations were the statistics for basing opinions. Pearson’s chi square test was employed to test 

the hypothesis. The statistical techniques were chosen due to the function of their convenience and 

ability to present effective comparisons of various responses 

From the results, the main CSR approach employed by the companies was community support 

pointing to philanthropy. The general perception has been that management is responsible in 

implementing CSR activities. On sustainability, CSR practices were in place but not sustainable. 
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The main motives for practicing CSR included providing benefit to the community and attracting 

more customers. The study uncovered  that although stakeholder theory had been widely adopted 

to support CSR practices, the philanthropic approach employed without any laws or regulations 

in place has a linkage to the ‘Theory of planned behaviour’. It has been evident that the selected 

companies’ focus on CSR was too narrow and conceptualization primitive.  

The implications of this finding are that CSR is ever evolving; the CSR position in developed 

economies is not comparable to developing economies; philanthropy is seen as the primary 

approach; and Stakeholder theory widely considered for CSR is relative and not universal.  
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CHAPTER 1: INTRODUCTION 

 

Background 

Corporate Social Responsibility (CSR) refers to responsive practices of businesses or 

organizations that involves initiatives that benefit the society. It demonstrates the organization’s 

gestures of responsibility to the community and environment in which it operates. Corporate Social 

Responsibility also referred to as corporate citizenship or Business Social Responsibility may be 

seen as a self-regulated business philosophy that is integrated in the business strategy. Embracing 

CSR holds businesses and organizations accountable to the society. Such organizations seek to 

redeem their image by having a positive impact on the community, the environment, and the 

society by upholding socially responsible behaviour.  

Given a deeper understanding, CSR can also be presumed as a belief that depicts businesses to 

have a social obligation to the society that surpasses the commitment to the owners of the business 

and the financiers. “Additional to profits generation, businesses are expected to show 

responsibility to other stakeholders such as the employees; customers; communities; and the 

environment” (Weinstein, 2019).  

It’s incredibly important that your company operates in a way that demonstrates social 

responsibility. Although it’s not a legal requirement, it’s seen as a good practice for you 

to take into account social and environmental issues. Social responsibility and ethical 

practices are vital to your success (Collier, 2018; the Hub Pg 1) 
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This implies that other than generating profits, companies should also have some responsibility to 

stakeholders and the environment too. This denotes that businesses or organizations practicing 

CSR should commit to economic responsibility, improvement of fair labour practices, embracing 

fair trading practices, mitigation of damages to the environment, giving back to the people, and 

fostering employee contentment. (Weinstein, 2019).  

Quoting the words of Weinstein (2019), “CSR practices include corporations being economically 

responsible, improving labour practices, embracing fair trade, mitigating environmental damage, 

giving back to the community, and increasing employee satisfaction”. In a nutshell, CSR can 

therefore be considered as a response of businesses to the “call of sustainable co-existence” (Zang, 

Morse & Kambhampati, 2017). 

 

Many organizations promulgate their CSR efforts by way of influencing public perception, 

attracting more customers, and consolidating favourable relations with the stakeholders. This in 

effect propagates goodwill. In some countries, public companies are often made to present their 

CSR policies and activities in the annual reports. Others prepare separate documents or use their 

websites to publicize their CSR related efforts (Weinstein, 2019). 

Businesses or organizations portray their Corporate social responsibility practices through 

philanthropic gestures such as making donations to charities and designing programs that 

encourage employee voluntarism. Other organizations seek to have greater impact through 

initiatives that incorporate social responsibility and environmental considerations in the strategic 

and operational plans.  

https://www.researchgate.net/profile/Uma-Kambhampati
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Because CSR is, at heart, a commitment from business towards improving the well-being 

of a community through responsible business practices and the contribution of corporate 

resources, businesses can have a significant influence on economic and societal life in 

general. To the extent that businesses are also required to be profitable, they need to 

consider whether there is a contradiction between their CSR objectives and their economic 

bottom line (Zang, Morse & Kambhampati, 2017; Pg.1) 

 

The interrelation between businesses and the society has existed time immemorial. Businesses 

operate through people: they employ workers, pay their wages, provide services and goods to the 

people who in turn pay for these services and goods. The people therefore impact greatly on 

business performance.  

Put in a simple yet broad context, Corporate social responsibility is regarded as the ethical role of 

business to society. The main objective for implementing Corporate social responsibility is 

enhancement of long term profitability and shareholder confidence through positive public 

interaction and ethical practices. It is not just about businesses amassing profits but also 

considering the expectations of the society – building societal trust. As stated by Zong et al (2017), 

“CSR strategies encourage the company to make a positive impact on the environment and 

stakeholders—that is, all of the parties who have a stake in the performance and output of the 

corporation” (Zang, Morse & Kambhampati, 2017). 

The origin of the concept of CSR from recorded evidence has been traced to exist around 1700 BC 

in ancient Mesopotamia where businesses were made to fund military campaigns (Tripathi & 

https://www.researchgate.net/profile/Uma-Kambhampati
https://www.researchgate.net/profile/Uma-Kambhampati
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Bains, 2013). The concept later spread to Rome, India and in 1790, consumers’ boycott in England 

compelled the traders to embrace free labour sourcing.  

In the 18th Century, the Cadbury Chocolate makers’ family became the first recognized company 

to successfully adopt CSR practices where benefits to the workforce were introduced. In the 19th 

Century, Kellogg Company broadened the scope of CSR to include environmental protection, 

offering nourishing products, promoting healthy lifestyle and safety of its workforce (Tripathi & 

Bains, 2013). 

The foundation of modern Corporate Social Responsibility practice is premised on Archie 

Carroll’s pyramid of CSR developed in 1996 (Berenyi, 2018). The four-part pyramid defines 

economic responsibility as the bottom line of CSR practice; this is the cardinal step businesses 

considering CSR practices enter into. Economic responsibility inclines about having fair trade 

practices, not over pricing products, giving incentives to customers and taking into consideration 

the profitability of the business. Sustainability of the businesses and CSR practices are critical at 

this point. At the next level of the pyramid is the legal responsibility – CSR implementation should 

be within the provisions of the laws and regulations at play. This is followed by ethical 

responsibility and on the apex is philanthropic responsibility (Riley, 2010; Carroll, 2016). The set 

of above responsibilities provide a basis for businesses to develop their responsibility to the society 

(Carrol, 2016) emanating that CSR is more than one element concept (Atan & Fadhilah, 2015).  
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Figure 1 Carroll's pyramid of CSR (Archie B. Carroll, 1996) 

CSR has now evolved into a business practice where sustainable development has been 

incorporated into the business strategy and practice that positively impacts on the economy, the 

society, and business environment (Schooley, 2019). The notion of CSR has expanded and 

companies now strive to present an image that is socially conscious. Stakeholders, employees and 

consumers now prefer to deal with a company that upholds social justice and portends 

consciousness to environmental concerns (Schooley, 2019). 

Consequently, the Commission of the European Communities (2002) thereby redefined CSR as “a 

concept whereby companies integrate social and environmental concerns in their business 

operations and in their interaction with their stakeholders on a voluntary basis”. Companies 
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demonstrate this gesture through considerate waste management and pollution control, supporting 

social programs, conservation of environment and providing services to the needy.  

Although earlier scholars had a critical view about CSR, the concept has withstood this criticism 

and continues to grow in impact and importance (Carroll, 2016). Caramela (2018) identified some 

broad categorization of CSR practices that a number of organizations follow.  

These include saving and conserving the environment, philanthropic gestures, having ethical 

labour practices and volunteering. 

Conceptually, CSR portends that business is a subset of social environment whose operations 

should be managed in a manner that honours mutual co-existence with society. To this effect, 

bodies like United Nations Global Compact (2002), Organization of Economic Co-operation and 

Development (OECD), and International Organization for Standards (ISO 26000), have developed 

guidelines on the management of Corporate Social Responsibility (Frost, 2011).  

While CSR is readily embraced, documented and regulated in developed countries, this is not the 

case with African countries. It is a strong belief that CSR is unknown, misconceived or 

misrepresented in Africa and Uganda in particular. Most of African companies or organizations 

initiate CSR practices informally. In the Ugandan case, most businesses with exception of few 

multinational corporations do not have strategic engagements in specific terms to pilot CSR 

concept (Katamba & Nkiko, 2016).  
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It is of recent that CSR phenomenon in African economies has gained heightened interest among 

scholars and intellectuals (Cheruiyot, 2016). In the African context, CSR has gained popularity 

basically from social dimensions which is quite incomprehensive and unenforceable in law. 

Notwithstanding the fore mentioned, more has to be done to unearth and understand CSR 

implementation and its practices in Africa where there is a sense of information gap – and urgently 

so due to the uniqueness of the situation.  

In Uganda, the concept of CSR is relatively new (Katamba, 2012). Organizations and business 

entities are being motivated by external factors (such as attraction and retention of customers, 

striving for competitive advantage and building positive reputation) contrary to consolidating on 

the internal factors (business policies, welfare of employees, communications and reporting). 

Uganda Investment Authority (UIA) in an effort to popularize the concept of CSR organized an 

awards function to reward organizations “that exhibited exemplary social responsibility, 

environmental protection and economic success” (UIA, 2016). This was intended to encourage 

and entice public, private and not-for-profit organizations in Uganda to emulate, develop and 

sustain activities that entrench the concept of CSR and enlighten the public perception on CSR 

principles.  

Being a relatively new concept in Uganda (Nkiko & Katamba, 2010): “CSR management has 

become more challenging, especially given the scenario where there is no definitive consensus on 

what CSR actually means” (KPMG, 2008). Other studies (UNIDO 2005a; UNIDO 2005b) have 

intimated clustering business and organizations to rationalize the contextual understanding of the 

CSR concept.  
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In a communication (European Commission, 2012), CSR practices of the transport sector should 

aim at contributing “sustainable development through the delivery of social, economic and 

environmental dividends to all”. One of the biggest challenges in the transport sector is 

transparency (Akora & Katamba, 2017).  

In the recent years, customers have inclined to seeking benefit in the products and services they 

consume and demand for sustainable development. CSR is being weighed as the main contribution 

of organizations to sustainable development (Tripathi, 2013). According to Katamba et al (2017), 

the key aspects of CSR include: stakeholder involvement, addressing challenges and management 

of conflicts arising from implementation of CSR programmes, communication, feedback 

management and appraisal f performance. 

In the modern context, companies have ceased to base their commercial strategies on the traditional 

‘four Ps’ (price, product, promotion, and place) in achieving competitive advantages, as these have 

been used to externalize negative impacts. Consequently, the ‘four Rs’ (reliability, responsiveness, 

resilience, and relationships) are being considered for provision of real value addition; logistics 

has played a crucial role in all of them (Waters 2010).  It is further argued that some specific drivers 

to CSR success should not be ignored (Akora & Katamba, 2017). Although it is common for CSR 

activities to be geared towards community through philanthropic gestures, other drivers such 

financial profitability, financial commitment and CSR communication should also be considered 

(Katamba, 2017). It is therefore important that business owners understand the benefits and 

limitations of social responsibility programs in order to choose an initiative that benefits both the 
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community and the business. Many companies face challenges of identifying the benefits to offer, 

the beneficiaries and financing these programs. 

Transportation of passengers and other logistical services are the fundamental pillars of the 

transport sector which is complementary to other sectors in the economy such as: Manufacturing, 

Agriculture, Tourism, Forestry, Mining, Housing development, Oil and Gas, and Information 

Communication Technology. 

The transport sector consists of two subsectors: transport infrastructure and transport services. 

Transport sector is in a favourable position to spearhead a strategic role in supply-chain-wide 

initiatives, because they connect and interrelate with greater number of stakeholders and have more 

impact on societal and environmental concerns (Piecyk & Björklund, 2015). A research carried 

out by Fryca-Knop & Majecka (2018) showed that transport companies face the challenge of 

having socially-responsible business which has led to diversity in strategic direction, 

characteristics and strength. In addition, the transport sector impacts significantly on economic 

and social development. The transport sector accelerates the integration of markets hence 

increasing the Gross Domestic Product (Arimany-Serrat, Sabata-Aliberch & Salazar, 2019). The 

transport sector is a critical sector of the country because other sectors either directly or indirectly 

depend on it. 

The transport sector in particular is a major driving force of the economy but there is scanty 

literature concerning Corporate Social Responsibility (CSR) practices of the sector, hence the role 

of the service provides in CSR programmes is yet to be explored (Piecyk & Björklund, 2015). As 
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stated by Luo, Bi & Kuang (2021), Jeon (2019); Corporate social responsibility has become an 

increasingly prevalent research area, but there is little research about CSR practices in developing 

countries or emerging economies as the research object. Arimany-Serrat, Sabata-Aliberch and 

Salazar (2019) also concurred that “there are few studies that refer to Corporate Social 

Responsibility in passenger transport companies, and it is a means of transport that has a 

significant economic and environmental impact”. Being a sector that drives the economy and 

having a significant impact on society where there is connection and interaction with greater 

number of stakeholders, this research was intended to generate a reliable inventory on CSR in 

this crucial sector.  

Secondly, given the scanty research undertaken on this sector in regards to CSR practices in the 

passenger transport services (Arimany-Serrat, Sabata-Aliberch and Salazar, 2019), this research 

has therefore been motivated by this gap to explore on CSR in the transportation sector in 

Uganda with specific focus on Bus operating Companies that provide passenger transportation 

services. 

In Uganda, the prevalent transportation services include road transport, air, railway, and water 

transport systems (Arimany-Serrat, Sabata-Aliberch & Salazar, 2019) and the majority of people 

use public transport by road. The Bus operating companies deal in transportation of people and 

luggage by road. The Eye Magazine (2018) put a total of 16 registered Bus companies in the public 

transport sector in Uganda. Five bus operating companies were selected from the 16 based 

principally on the spread of their operations covering the northern, eastern and central Uganda 
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regions traversing the cities and towns. The other companies operate within the central region and 

some few extending to western region. 

This study therefore was designed to investigate Corporate Social Responsibility practices in 

Uganda with a specific focus on the transport sector in. This is apparently intended to draw up a 

precise picture and generate a reliable inventory on CSR paradox. The study aims to establish 

how CSR is perceived in a developing country like Uganda, the challenges it faces and whether 

there are lessons that can be learned to develop a framework for competitive advantage. For the 

purpose of this research, Corporate Social Responsibility practice is conceived from a combination 

of behaviourist theories and stakeholder theory (Lantos, 2001). 

Statement of the Problem 

Although the debate on CSR has generated as much interests as the controversies, the spread 

of CSR across continents has been witnessed in the last decades. CSR has been seen 

instrumental in transformation of businesses. Many private sector businesses have taken up 

seriously the stakeholder interests. A number of them have as well incorporated 

environmental concerns in their business strategies (Barry, 2015). The social responsibility 

and governance issues have predominantly featured in the business operations.  

While CSR has become a global movement in reality and major international businesses and 

organizations have reproduced regulations and guidelines to provide minimum standards 

achievable by the private sector, this is still a dream in African block (Wong, 2015).  
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In most countries in sub-Saharan Africa the public debate on corporate social 

responsibility (CSR) is still in an embryonic phase. African actors in general have very 

little awareness of international initiatives in this area and businesses with an independent 

CSR strategy or policy remain few in number (Wong, 2015; Pg. 2). 

CSR is being readily embraced, documented and regulated globally in developed countries but this 

is not the case with African countries. It is a strong belief that CSR in Africa and Uganda in 

particular is unknown, misconceived or misrepresented. Most of African companies or 

organizations initiate CSR practices informally. In the Ugandan case, most businesses with 

exception of few multinational corporations do not have strategic engagements in specific terms 

to pilot CSR concept (Katamba & Nkiko, 2016).  

It is of recent that CSR phenomenon in African economies has gained heightened interest among 

scholars and intellectuals (Cheruiyot, 2016). In the African context, CSR has gained popularity 

basically from social dimensions which is quite incomprehensive and unenforceable in law. 

Notwithstanding the fore mentioned, more has to be done to unearth and understand CSR 

implementation and its practices in Africa where there is a sense of information gap. 

The recent decade has witnessed conceptualization of CSR which has increasingly become 

widespread in Africa and is being recognised by increasing number of private sector actors. “… 

the awareness levels in sub-Saharan Africa remain low, and few businesses implement formalized 

CSR initiatives” (Barry, 2015). If CSR was to be supported, and businesses and organizations 

encouraged to adapt the CSR reality, this could be an effective pivot to sustainable development. 
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Corporate social responsibility in Africa is relatively at a low profile in the public sector and private 

actors. Few businesses and organizations have entrenched CSR practices in their business policies 

that align to the internationally accepted definition. Holistically, the African culture is 

predominantly that of corporate sponsorship rather than the acclaimed corporate responsibility. 

Companies often receive requests for social support during periods of disasters, healthcare support 

and educational interventions but these are isolated occurrences and not a routine program that is 

enshrined in strategic plans. Philanthropic investments in communities are viewed as corporate 

sponsorships. Where there is some iota of CSR envisaged, it is normally a prerogative of the 

international and multinational organizations that have operations in Africa which often extend to 

satellite programs. Such isolated schemes do not have much impact on the continent. “Even so it 

is difficult to accurately assess the current state of play for CSR in Africa today, partly because the 

concept itself is a relatively new introduction on the continent and because many African 

businesses are setting up CSR initiatives without formalizing them as such” (Barry, 2015). 

Organizational studies on CSR in Africa has as far, been revolving around conceptual issues, 

organizational processes, cultural dimensions, contextual CSR practices and antecedent CSR 

awareness. Other facets identified relative to CSR are corporate human rights (Cheruiyot, 2016). 

“While CSR is increasingly being regulated in developed countries, it is not the case for most 

developing economies and particularly those in Africa (Cheruiyot, 2016). 

In a broad sense, Corporate Social Responsibility entails the adoption by organizations of wide 

range of compromises that cover social, environmental and economic dimensions and translating 

them into processes applied over the whole organization. Katamba (2017), states that the key 
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aspects of CSR include: stakeholders’ involvement, Implementation challenges, management of 

conflicts arising from implementation, communication, management of feedback and appraisal of 

performance. 

CSR has emerged as the modern approach incorporating reliability, responsiveness, resilience, and 

relationships (Waters 2010).  Furthermore, the success of CSR has been hinged on some specific 

drivers such as profitability, sustained commitment, welfare and communication (Katamba, 2017) 

that cannot be ignored (Akora & Katamba, 2017).  

Implementing CSR practices has not been a smooth ride. Entities have been threatened with fears 

and challenges of financing such programs, integrating the concept in company policies, 

communication to stakeholders and identifying the specific benefits to offer and beneficiaries. CSR 

is anticipated to be a win-win context. The companies make profits while the society benefits as 

well through CSR activities. The query remains: who really wins? Is there a benefit to society? 

There is need to understand how the companies finance such activities, the drivers that motivate 

them to embrace CSR practices and whether such practices are integrated in the business strategy.  

Although an old concept that was rudimentarily implemented, the formal CSR practices in Uganda 

have just gained momentum. 

Corporate Social Responsibility (CSR) is a very old concept and practice in Uganda. 

Literature roots it in the African culture and values, which are well described by the 

African Traditional Society (ATS). Interestingly however, its formal and modern traces 
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start in the years of 1950s, with the strategic twist gaining significance in the early 2010s 

(Katamba & Nkiko, 2016; Pg. 2). 

There is some literature on CSR practices in the transportation/ logistical sector, but the role of 

Logistical Service Provides (LSPs) in CSR programmes is still unexplored. LSPs are in a 

comparative position to play a strategic role in supply chain-wide initiatives, because they 

interconnect and interact with greater number of stakeholders and have more impact on societal 

and environmental concerns (Piecyk & Björklund, 2015).  

Being a relatively new concept in Uganda (Katamba & Nkiko, 2016), this research was intended 

to investigate the CSR practices in the transport sector which stimulates economic growth that 

affects more stakeholders (Ssempijja, 2019). This study has been designed to understand Corporate 

Social Responsibility practices in Uganda with a specific focus on the transport sector. The 

research was to provide an insight into the bigger picture that might be unveiled and not as 

conclusive evidence. It was intended to provide a better perception of the problem and present a 

basis for further research into the phenomenon. The intent is to draw up a precise picture and 

generate a reliable inventory on CSR paradox. This research aims to establish how CSR is 

perceived in a developing economy like Uganda, the challenges faced and whether there are 

strategies to be identified to develop a framework for competitive advantage. 
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Purpose of the Study, Research Aims, and Objectives  

Purpose 

As highlighted before, research on Corporate Social Responsibility in Africa have so far been 

consumed in conceptual issues, contextual processes; cultural dimensions, and preliminary CSR 

awareness. While advancement of CSR is being readily embraced, documented and regulated 

globally in developed countries, this is not the case with African countries. It is a strong belief that 

CSR in Africa and Uganda in particular is unknown, misconceived or misrepresented. Most of 

African companies or organizations initiate CSR practices informally.  

CSR experience in African economies has gained heightened interest among scholars and 

intellectuals recently (Cheruiyot, 2016). In the African context, CSR has gained popularity 

basically from incomprehensive social dimensions. Notwithstanding the fore mentioned, more has 

to be done to unearth and understand CSR implementation and its practices in Africa where there 

is a sense of information gap. 

Conceptualization of CSR which has increasingly become widespread in Africa and is being 

supported by an increasing number of private sector actors has been witnessed in recent decade. 

The awareness level of CSR in sub-Saharan Africa still remains low. As a consequence, CSR in 

Africa has still remained at a low-profile among the government and private actors. The African 

culture is predominantly that of corporate sponsorship rather than the acclaimed social 

responsibility. Philanthropic investments in communities are viewed as corporate sponsorships. 

The current state of CSR in Africa today is assessed with some difficulty, primarily due to being 
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a relatively new phenomenon and a number of African businesses have set up CSR initiatives 

without formalization (Barry, 2015). 

In implementing CSR practices, businesses have been pressurized with fears and challenges of 

financing such programs, integrating the concept in company policies, communication to 

stakeholders and identifying the specific benefits to offer and beneficiaries. Although CSR is 

presumed to be a win-win affair where the businesses or organizations make profits and society 

benefits as well through CSR activities it still poses some unanswered questions. There is need to 

understand the drivers that motivate these organizations to embrace CSR practices, how they 

sustainably finance such activities, and whether such practices are integrated in the business 

strategic policy. 

Although an old concept that was rudimentarily implemented, the formal CSR practices in Uganda 

have just gained momentum. Being a relatively new concept in Uganda (Katamba & Nkiko, 2016), 

the intention of this study was to understand Corporate Social Responsibility practices in Uganda. 

This is to draw up a precise picture and generate a reliable inventory on CSR paradox. The 

research aims to establish how CSR is perceived in a developing economy like Uganda, the 

challenges faced and whether there are strategies learnt to develop a framework for competitive 

advantage. 

The purpose of this study has been to understand Corporate Social Responsibility practices in the 

Ugandan context with specific focus on the transport sector. It included identifying the key CSR 

practices of the selected companies; knowing the perception and behaviour of top executives and 
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employees towards the implementation of CSR practices; exploring what motivates the companies 

to practice CSR and developing a framework through which companies can create competitive 

advantage through implementation of CSR activities.   

In this Ugandan case, most businesses with exception of few multinational corporations do not 

have strategic engagements in specific terms to pilot CSR concept (Katamba & Nkiko, 2016). 

Considering this position, it has been apparent to investigate CSR practices in Uganda to draw 

up a precise picture and reliable inventory on CSR paradox.  

CSR phenomenon in African economies has of recent gained heightened interest among scholars 

and intellectuals generally attributed to the inequalities and high-level poverty indexed compared 

to those economies with sustainable development policies where CSR is resonated among local 

communities and the public domain (Cheruiyot, 2016). In the African context, CSR has gained 

popularity basically from social dimensions. Given this background, more has to be done to 

unearth and understand CSR implementation and its practices in this “dark continent” – “dark” in 

the sense of information gap – and urgently so due to the uniqueness of the situation. To explore 

on this CSR phenomenon, this investigation premised on a few management facets.  

Research Aims and Objectives 

The main objective of this study was to understand Corporate Social Responsibility practices in 

Uganda and more specifically the transport sector. The transport sector is a major driving force of 

the economy. As identified by Piecyk & Björklund (2015), there is some written work on CSR 

practices in the transport/ logistical sector, but the pivotal role of Logistical Service Providers 



19 

 

 

 

(LSPs) in CSR is yet to be explored. LSPs are in a primate position to play a strategic function in 

supply-chain-wide initiatives, because they interconnect and have interaction with greater number 

of stakeholders and have more impact on societal and environmental concerns (Piecyk & 

Björklund, 2015). 

To expound on this investigation, the main objective was split into specific secondary objectives 

that include: 

1. To identify key CSR practices of the selected companies. 

2. To know the perception and behaviour of top executives and employees towards the 

implementation of CSR practices. 

3. To explore the motivations for practicing CSR activities in selected companies 

4. To explore the strategies and develop a framework through which companies can create 

competitive advantage through implementation of CSR activities.   

It is believed that these objectives could guide the investigation and provide a silver lining to 

understand Corporate Social Responsibility practices in Uganda. The findings can be used to draw 

up a precise picture and generate a reliable inventory on CSR paradox. Going by the objectives 

could also establish how CSR is perceived in a developing economy like Uganda, the challenges 

faced and whether there are strategies identified to develop a framework for competitive 

advantage. 
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The main purpose of this study has been to understand Corporate Social Responsibility practices 

in the Ugandan context with specific focus on the transport sector. Therefore, the specific 

objectives guide in identifying the key CSR practices of the selected companies; knowing the 

perception and behaviour of top executives and employees towards the implementation of CSR 

practices; exploring what motivates the companies to practice CSR and developing a framework 

through which companies can create competitive advantage through implementation of CSR 

activities.   

Nature and significance of the study 

Nature of the study 

This research was carried out using a mixed-methods approach where both qualitative and 

quantitative research approaches have been used. The qualitative method has been descriptive in 

nature where facts were gathered and described to the audience. The researcher had little control 

over the unfolding events. Qualitative research involved collection, analysis, and interpretation of 

non-numerical data. This approach has been used to understand the individual’s subjective 

perception and thus giving meaning to the social realism. It is the best method to understand 

conceptual issues, pertinent opinions and experiences.  

The mixed-methods approach has been used before to obtain in-depth insights into a phenomenon 

and generating new idea from the investigation. Qualitative method was chosen in order to obtain 

“a more realistic feel of the world that cannot be experienced in the numerical data” and providing 
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the platform “to interact with the research subjects in their own language and on their own terms” 

which could yield more results than the quantitative approach (Kirk & Miller, 1986).  

The quantitative method presents an analytical view to the study. The emphasis of a quantitative 

research is to objectively measure, and statistically, mathematically or numerically analyze the 

collected data through the designed data collection tools and manipulation of the data using data 

analysis techniques or statistical packages. Qualitative research process involves collection of data 

to present patterns, averages and make predictions based on tests of casual relationships in order 

to provide generalized results to the greater population through inference. This method has been 

widely used by researchers in the field of humanity, social sciences, psychology, economics, 

etcetera (Bhandari, 2020). 

The facts or data already collected were analyzed in order to make a critical evaluation of the 

results. Quantitative method was appropriate since the research problems had been stated in 

specific and certain terms; “the independent and the dependent variables were clearly specified 

and the original set of research goals were firmly followed; arriving at more objective conclusions 

and testing of hypothesis” (Kealey & Protheroe, 1996). 

Purposive and random selection of participants (sampling methods) were employed to identify the 

respondents. Purposive sampling was employed to identify respondents suggested to have rich 

information on the matter under investigation and could provide better insight into the subject 

matter.  
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Purposeful sampling is widely used in qualitative research for the identification and 

selection of information-rich cases related to the phenomenon of interest. Although there 

are several different purposeful sampling strategies, criterion sampling appears to be used 

most commonly in implementation research. However, combining sampling strategies may 

be more appropriate to the aims of implementation research and more consistent with 

recent developments in quantitative methods (Lawrence et al, 2016; Pg. 533). 

Purposive sampling is a non-probability sampling method which if often referred to as subjective 

sampling or selective sampling in which the researcher heavily relies on his personal conviction 

in identifying the respondents who get involved in the research process. The researcher should 

have a previous knowledge on what is under investigation in order to correctly identify the 

respondents presumed to be eligible. Purposive sampling method is often chosen by researchers to 

access a particular group of respondents with a predetermined profile. 

Simple random sampling is a sampling approach in which every sample has an equal chance of 

being chosen. A randomly chosen sample is conceived to be an unbiased representation of the total 

population. All items in the population have an equal chance of being selected to form the sample.  

The consent of the respondents was obtained before being engaged in the investigation. Voluntary 

and wilful participation of individuals in a research was of prime significance. The participants 

were explained the purpose of the research, what was expected of them and how the research 

process would proceed so that they could make up their mind either to participate or decline. They 

had to make an informed decision having understood the procedures involved. Consent forms were 

https://www.ncbi.nlm.nih.gov/pubmed/?term=Palinkas%20LA%5BAuthor%5D&cauthor=true&cauthor_uid=24193818
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designed for the participants to fill accompanied with their information sheets before the research 

commenced.  

The raw data was collected using questionnaires and interview guides. The data collection process 

involved giving out structured questionnaires and having interviews with managers and selected 

stakeholders of the selected enterprises. 

The collected data was analysed using SPSS (Statistical Package for Social Science) and presented 

graphically using tables, charts and graphs. Percentages, Mean and coefficients were the statistics 

for basing opinions. The choice of these statistical techniques was a function of their convenience 

and their ability to present effective comparisons of various responses. Best practices for the 

management and confidentiality of Questionnaires and data collected were adopted. 

Significance of the study 

Literally, significance of a study defines the importance of the study. Although CSR may not be a 

legal obligation in many countries, it is apparent that businesses undertake their operations in a 

socially responsive manner. This has to be demonstrated and not just a theoretical position in the 

strategies adopted. Social responsibility and ethical justice are very vital for the success of any 

business in the current global dimension. CSR should be demonstrated on the way a business takes 

interest in environmental and social concerns and not been subjective to the profit motive.  

This research would wish to understand and examine if what other scholars had acclaimed as 

importance of CSR resonate with the Ugandan context. In particular, the research will highlight 
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on whether, practicing CSR can improve company image, and whether it is cost saving and can 

create advantage over other competitors. 

Since CSR phenomenon in African has now gained heightened interest among scholars and 

intellectuals This research would add to the effort put to evaluate CSR practices and add to the 

literature about CSR in Africa. It will provide an insight into the CSR norms, practices and any 

other uniqueness to the continent. Believing that the objectives guide the investigation and provide 

an insight of Corporate Social Responsibility practices in Uganda, the findings can be used to 

draw up a precise picture and generate a reliable inventory of literature on CSR paradox.   

The research will also establish the perception of CSR in a developing economy like Uganda. 

Perception refers to a cognitive function but the behaviour exhibited can be measured. This 

research is also significant in that it will identify what motivates the businesses to undertake CSR 

practices if a tall it is evident and the challenges they face.  The results will ostensibly illuminate 

on whether there are strategies to be adopted to develop a framework for competitive advantage. 

Since the main purpose of this research was to understand Corporate Social Responsibility 

practices in the Ugandan context with specific focus on the transport sector,  the specific objectives 

would guide in identifying the key CSR practices of the selected companies; knowing the 

perception and behaviour of top executives and employees towards the implementation of CSR 

practices; exploring what motivates the companies to practice CSR and developing a framework 

through which companies can create competitive advantage through implementation of CSR 

activities.   
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Being a new phenomenon in Uganda in particular, the study on Corporate Social Responsibility 

would have the following exclusive significance: 

• Authorities in the industry will use this study to improve the contextual and conceptual 

understanding of CSR and integrate Corporate social responsibility practices as a 

management philosophy 

• Through the research, strategies will be explored and a framework developed which 

companies can use to create competitive advantage through implementation of CSR 

framework.   

• The study would also benefit other researchers who may wish to investigate deeper into 

this subject matter as it would have identified some areas and gaps for further research. 

• The research is also undertaken in partial fulfilment of the award of Doctorate of Business 

Administration 

Research Questions and Hypotheses 

Research Questions 

The foundation of any study research are the research questions and hypothesis. The research 

approach is dependent on the research questions developed. The research questions guide the 

direction of the research. The study aims at providing answers to the questions formulated. On the 

other hand, hypothesis is the researcher’s guess. It a statement the study research sets out to 

disprove or prove. While research questions are inquisitive in nature, hypothesis are predictive. 
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In undertaking a study to understand Corporate Social Responsibility practice in the transportation 

sector in Uganda, some guiding questions were developed. These questions directed the research 

since the study was to provide responses to the specific questions. The questions developed were 

not conclusive but sufficient enough within the scope of the study.  

Corporate Social Responsibility has increasingly become an important part of doing business of 

late globally and has also infiltrated though isolatedly in the developing countries. Considering a 

deeper evaluation of CSR philosophy, it can be presumed as a belief that depicts businesses 

obligation to the society that is beyond the profiteering commitment to the owners of the business 

and the financiers. Businesses are expected to have some responsibility to stakeholders in addition 

to wealth creation. 

This denotes that businesses or organizations practicing CSR should commit to economic 

responsibility, improvement of fair labour practices, embracing fair trading practices, mitigation 

of damages to the environment, giving back to the people, and increasing employee contention. 

In consideration of this dimension on CSR, the research has been guided by the following research 

questions: 

1. What are the key CSR practices of the selected companies? 

2. How is the perception and behaviour of top executives and employees towards the 

implementation of CSR practices? 

3. What are the motivations for practicing CSR activities in selected companies? 
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4. Which strategies can be identified to develop a framework through which companies can 

create competitive advantage through implementation of CSR activities?   

The interrelation between businesses and the society has existed time immemorial. Businesses 

operate through people: they employ workers, pay their wages, provide services and goods to the 

people who in turn pay for these services and goods. The people therefore impact greatly on 

business performance. CSR is therefore perceived as a concept where companies incorporate social 

and environmental dimensions in their business strategy and in their interrelation with the 

stakeholders voluntarily. Companies articulate this gesture through waste management and 

pollution control, supporting social programs, conservation of environment and providing services 

to the needy.  

Caramela (2018) identified some broad categories of CSR that many organizations practice. These 

included saving and conserving the environment, philanthropic gestures, having ethical labour 

practices and volunteering. In recent years, corporate ethical responsibility and sustainability has 

received an increased attention but conceptualized in varying approaches. It has been associated 

with other similar concepts such as corporate moral agency, strategic philanthropy, corporate 

citizenship, business ethics, corporate accountability, stakeholder management, and social 

entrepreneurship (Miska et al, 2017). Recent review of Lee (2008) and Secchi (2007) showed that 

the concept of CSR is ever evolving in its understanding and practice. The initial context of CSR 

in the earlier times was tagged to philanthropy (Zang, Morse & Kambhampati, 2017) but has over 

time shifted to include business-society relationships and environmental concerns.  

https://www.sciencedirect.com/topics/economics-econometrics-and-finance/philanthropy
https://www.sciencedirect.com/topics/economics-econometrics-and-finance/business-ethics
https://www.researchgate.net/profile/Uma-Kambhampati
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With CSR in many developing countries being in its early stages, it still manifests as 

philanthropy rather than a broader concern with how profits are made. It is important to 

emphasize that while CSR may be in its early stages in developing countries, philanthropy 

has a long and rich history (Zang, Morse & Kambhampati, 2017; Pg.1). 

It therefore important to invigorate the key CSR practices of the selected companies so as to 

evaluate if they are in tandem the ones highlighted here or there are some variations. The research 

would inquest into deviations from the traditional practices and identify any uniqueness in the 

practices undertaken. 

Some major CSR practices employed today include: environmental protection and sustainability 

through “limiting pollution and greenhouse emissions”; Philanthropic gestures that include: 

monetary and material donations to facilitate charitable organizations based locally, nationally 

or at international level; Ethical Business practices that include embracing fair labor practices 

for employees and suppliers through equitable pay and living wage considerations (Krohn, 

2018). Other practices that are practical and specific to the transportation industry include: 

Reduction of carbon footprints; Improvement in labor policies; practice of fair-trade; giving to 

charities; Volunteerism in the community and making corporate strategies and policies that benefit 

the environment and community. 

On perception and behaviours of management and employees, CSR is now understood as the 

practices and policies of a company that impacts on the stakeholders and the environment. Such 

practices apply beyond the legal requirement (Samra, 2016). Previous studies on CSR generally 

https://www.researchgate.net/profile/Uma-Kambhampati
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focused on the external stakeholders such as the customers, community and suppliers (Dilling, 

2011) than internal stakeholders such as the employees and the management. Earlier studies had 

concentrated much on corporate dimensions and consumer protection including consumer 

attachment, loyalty and retention which are more related to the external environment of the 

company to portray a better image. The internal environment consisting of the management, 

employees, policies and operations were not given much attention.  

The focus here is to evaluate the perception of CSR as regards the internal environment consisting 

of Employees and the management. Management plays a cardinal role in implementing CSR 

policies and practices. The interrelation between business and the society has transformed from 

paternalistic patronage of philanthropy to realigning the various roles, responsibilities and rights 

of business and society (Murthy, 2014). This has redefined CSR in relation to business 

responsiveness to society in regards to social, ethical, environmental and legal expectations 

(Carrol, 2008). To achieve all the above expectations, the management is central to realize the 

outcomes and at the same time to ensure the business spurs to growth. 

A number of surveys have been conducted to assess the perception of management on CSR and 

the results show a mixed opinion on the subject pointing to a gap in the knowledge (Murthy, 2014). 

In the words of Wood (1991), the success is in the management of expectations of the stakeholders 

and not the management’s intention as a driver to socially-responsible behaviour. The assessment 

of managements behaviour towards CSR only provides an indication of the inclination of 

management to respond to CSR issues. In another view of Leonidas et al (2012), The approach of 
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management to CSR programmes depends on the size and focus of the organization. It is therefore 

imperative that we investigate the perception of management and employees in CSR programme.  

Because CSR is a commitment from business towards improving the well-being of a 

community through responsible business practices and the contribution of corporate 

resources, businesses can have a significant influence on economic and societal life in 

general. To the extent that businesses are also required to be profitable, they need to 

consider whether there is a contradiction between their CSR objectives and their economic 

bottom line (Zang, Morse & Kambhampati, 2017; Pg. 1).  

This presents Corporate social responsibility as the ethical face of business to society. The main 

objective of implementing CSR relates to enhancement of long-term profitability and shareholder 

confidence through positive interrelations and high ethical practices. It is not just about profit 

generation but also consideration the expectations of the society – building societal trust. 

In Uganda, the concept of CSR, organizations and business entities are being motivated by external 

factors (such as attraction and retention of customers, striving for competitive advantage and 

building positive reputation) contrary to consolidating on the internal factors (business policies, 

welfare of employees, communications and reporting). It has further been argued that some 

organization-specific drivers or motivations to CSR success should not be ignored (Akora & 

Katamba, 2017). Although it is common for CSR activities to be geared towards community 

through philanthropic gestures, other motives such financial profitability, financial commitment 

https://www.researchgate.net/profile/Uma-Kambhampati
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and CSR communication should also be considered (Katamba, 2017). The study therefore intended 

to answer the research question: What motivates these companies to practice CSR? 

In addition, “CSR strategies encourage the company to make a positive impact on the environment 

and stakeholders—that is, all of the parties who have a stake in the performance and output of the 

corporation” (Zang, Morse & Kambhampati, 2017). CSR has now evolved into a business practice 

where sustainable development has been incorporated into the business strategy and practice that 

positively impacts on the economy, society, and the environment (Schooley, 2019). In order to 

achieve this focus, what strategies can be identified to develop a framework through which 

companies can create competitive advantage through implementation of CSR activities?   

Hypothesis 

In general terms, this research was to test the Null hypothesis (H10) that: CSR practice is not a new 

phenomenon in Uganda. What had to be proved is the adoption of CSR practices as a business 

strategy in the transportation sector. However, aligning the hypothesis to the research questions: 

H11 There are key CSR practices employed by the selected companies 

H12 The perception and behaviour of top executives and employees towards the implementation 

of CSR practices is predictable 

H13 There are drivers that motivate companies to practice CSR 

H14 Strategies can be identified to develop a framework through which companies can create 

competitive advantage through implementation of CSR activities 

https://www.researchgate.net/profile/Uma-Kambhampati
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CHAPTER 2: LITERATURE REVIEW 

Introduction 

The main purpose (or objective) of this study was to understand Corporate Social Responsibility 

practices in the transport sector in Uganda. The secondary objectives of the research were: To 

identify key CSR practices of the selected companies; To know the perception and behaviour of 

top executives and employees towards the implementation of CSR practices; To understand the 

motivations for practicing CSR activities in the selected companies; and to explore the strategies 

than can be used to develop a framework through which companies can create competitive 

advantage through implementation of CSR activities.  

This chapter discusses the literature themes that include the theoretical context and conceptual 

framework; The history of Corporate Social Responsibility that is explored extensively from the 

time of creation, CSR in the contemporary world, CSR practices in the transport sector, 

management and employee perception on CSR, and the behaviour of top executives and employees 

towards implementation of CSR practices. Other themes include motivating factors for practicing 

CSR and strategies for developing a framework through which companies can get competitive 

advantage by use of CSR practices. 

The literature reviewed for the purpose of this study were mainly from peer reviewed journals, 

seminal literature and other publications from credible organizations/sites and universities. 

Literature from the e-library of Unicaf University have also been extensively searched and cited 

too. Majority of the literature have been selected from the period ranging between 2013 and 2019. 
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The Theoretical constructs and conceptual framework that guide the literature review are discussed 

below followed by other themes that consolidate the literature review.  

KEY WORDS: The main search terms adopted for this literature review were: Corporate 

social responsibility; transport industry, perception of management and 

employees; motivation, and behaviour. 

Theoretical/ Conceptual Framework 

A theoretical framework is an important element to justify a research process (Lederman, 2017). 

The framework consists of concepts that have to demonstrate an understanding of the theory that 

is relevant to the study (Gabriel, 2008; Swanson, 2013). A theoretical framework guides the 

researcher to make a choice of the research method used and forms a basis for the hypothesis. It 

also connects the researcher with an existing knowledge such that he explores more on the 

knowledge (Gabriel, 2013). A good theory illuminates the meaning, nature and challenges 

associated with a phenomenon.  

Theoretical and conceptual frameworks are developed to highlight a methodological and 

philosophical model that helps in designing the researcher’s work. It provides the contextual 

direction for the outcomes of the research (Imelda, 2014). The theoretical frame work provides the 

structure and vision for the research and presents the evidence of academic standards and 

procedures employed.   
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It is important for every research proposal to have a theoretical foundation that can be used to 

evaluate the research problem and outcomes of the research. The framework presents the core 

conceptual issues in the research and defines the relationships between the variables. An 

appropriate theoretical framework presents the researcher with a pronounced scientific base that 

demonstrate the application of an existing knowledge. It is used to evaluate the hypothesis. It 

allows for interpretation and generalization of the findings. 

Overview of a theory 

Apparently, there is no consensus on a universal definition of a theory. That is why defining a 

theory generates several different answers (Abend, 2008). According to Wacker (1998) a theory 

“is a statement of concepts and their relationships that shows how and why a phenomenon occurs”. 

Sarokin (2017) states that a theory is a “well established scientific principle” that is supported by 

a convincing observational and experimental evidence. Theories are composed of principles and 

concepts.  

Udo-Akang (2012) emphasizes that there is a strong interrelationship between theory and research’ 

For a meaningful sense of construct, one must depend on the other. The relationships between the 

constructs and concepts are expressed through the principles. 

Theories Related to Corporate Social Responsibility 

Corporate Social Responsibility is an emerging business philosophy that looks at sustainability 

and developmental models in a business environment that impacts on the socio-economic and 

environmental prosperity of the society the business operates in (Schooley, 2019). The main aim 
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of CSR is to ensure that organizations or business entities conduct their business in an ethical way 

– taking into account the impact of their activities on the social and economic wellbeing of the 

society and environment. CSR can also be seen as the entity’s gesture to responsibly handle its 

social, economic and environmental outcomes of its operations that align to expectations of the 

community.  

According to Baker (2004), “Corporate social responsibility refers to how companies manage 

their business processes to produce an overall positive impact on society. It covers 

sustainability, social impact and ethics, and not just add-on extras such as philanthropy”. 

In undertaking research on Corporate Social responsibility, various theories/ theoretical 

frameworks are important to justify the research process (Lederman, 2017). Some of the common 

theories cited are the Stakeholder Theory, Expectancy Theory and Behaviourist theories. In this 

discussion I would wish to include the Theory of Planned Behaviour too. 

Stakeholder Theory: This theory has been widely cited in any business journal today. Businesses 

do not exist and operate in seclusion. The operation of a business is affected by and also affects 

stakeholders like employees, suppliers, customers, the surrounding population and the ecological 

environment. The conception in stakeholder theory is that business ought to benefit the 

stakeholders too and not only creating value for the owners. The notion to fully involve and engage 

the stakeholders is now widely considered at both tactical and strategic business decision making. 

Stakeholder Theory is a contextual framework for business ethics that addresses issues of morality 

and ethical concerns in the operations of a business or organization. The stakeholder theory was 
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first pronounced in the book “Strategic Management: A Stakeholder Approach” by R. Edward 

Freeman and outlined how management could address the concerns of stakeholders in a business. 

A stakeholder in this case is considered as “a person, group or organization that has interest or 

concern in an organization” (Businessdictionary.com, 2019). “Stakeholders can affect or be 

affected by the organization's actions, objectives and policies (Baker, 2004)”. Stakeholders to the 

business may include creditors, lenders, Top Management, suppliers, employees, government (and 

its agencies), Trade unions, shareholders, and the community where the business derives its 

resource pool. The logic for considering this theory is that the existence of a business should not 

be hinged on making profits alone but to improve on the state of the world and value of others. 

In the view of Pesqueux and Damak-Ayadi (2005), “Those who use stakeholder theory as a 

reference underline the correlation between facts and a certain conceptualization thereof, and try 

to make the necessary shift from a panoptic analysis akin to a panoramic vision of texts and 

positions, to an in‐depth one geared towards an understanding of their foundations”. Stakeholder 

theory portents a relational model that answers the questions: “who actually works with and in the 

firm?” 

Although the Stakeholder Theory has a universal acceptance among scholars, it has some 

limitations too. Orts (2002), argues that the theory has limitations in the focus and individual 

interests of the stakeholders. Every stakeholder has his peculiar interest which cannot be 

individually addressed. There is also the limitation of not providing a credible ethical principle to 

deal with complex situations such as the environment. McGew (2014) on the other hand wonders 
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how a business can address the interests of competitors who are inclusive in the definition of a 

stakeholder. Narbel (2017) comments that the theory is anchored on the traditional definition of a 

firm; and that it is not suitable for the modern global business environment. 

Expectancy Theory: Victor Vroom’s Expectancy Theory first published in 1970 suggests that 

one’s behaviour is a result of conscious choice from alternatives with the main purpose to 

maximize pleasure or pain. The theory presents that one’s behaviour at work and performance is 

based on individual factors. The expectancy theory holds that one can be motivated to behave and 

perform if he believes that effort put has a positive correlation to performance; and a satisfactory 

performance results in a desired reward; and the reward gratifies an important need. Therefore, 

“the desire to satisfy the need justifies the effort put” (Vroom, 1983).  

The Expectancy theory deals with motivation in management. It suggests that all strategies 

developed in management are as a result of motivation to fulfil a need. The theory attempts to 

explain why people behave the way they do. The expectancy theory emphasizes on an individual’s 

maximum satisfaction stressed upon expectations and perception. 

Corporate Social Responsibility is therefore seen as a win-win responsive intervention to address 

the conflict between the expectations of the business and that of the stakeholders that may to the 

extreme result into boycotts (Barakat, 2017), employee strikes, uprising or blacklisting products. 

In a study carried by Khan et al (2014) it was found that: “there is a significant relationship between 

extrinsic rewards, external CSR to the local communities, external CSR to business partner and 

employee motivation”.  



38 

 

 

 

The expectancy theory however has some limitations. The theory portents an ideal situation of 

expectation when in actual fact idealism is superficial. Secondly, it presents a high degree of 

correlation between rewards and performance. Thirdly, the application of the theory is limited due 

to limitations in the definition of an ideal expectation. One’s expectation is not necessarily the 

expectation of another. 

Behaviourist Theory: According to Phillips (2011): “Behaviourism is a learning theory 

that only focuses on objectively observable behaviours and discounts any independent activities 

of the mind”. Behaviourism defines learning as acquiring new behaviour based on environmental 

conditioning and disregarding other changes as a result of learning. The behaviourist theory is 

quite simple to comprehend since it relies only on observed behaviour.  

The introduction of CSR in business practices and philosophy is seen as a learned behaviour 

resulting from pressers from external and internal business environments. The pressures come 

from the employees, customers, consumers, competitors, the society and the natural environment. 

Theory of Planned Behaviour: The Theory of Planned Behaviour initially started as Theory 

of Reasoned Action (TRA) in 1980s to predict a person’s behaviour. Its intention was to explain 

behaviours that individuals have self-control over. That, behaviour intentions are influenced by 

the “attitude about the likelihood that the behaviour will have the expected outcome and the 

subjective evaluation of the risks and benefits of that outcome” (LaMorte, 2018). The theory 

overtime has been used to predict and explain a wide range of behaviours and intentions. The 
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theory is hinged on the following core facets: attitudes, behaviour intention, subjective norm, 

social norms and perceived power or influence. 

Curiosity is the nature of human beings and they will always want to find a reason that underlie 

why people behave the way they do. You cannot engage in a business venture unless there is a 

reason to start such a business: could be for profit maximization, philanthropy, giving employment 

to others - the list is endless. In the same way, you cannot include a business decision in a business 

plan unless there is a strategic reason behind it. This explains why the theory of planned behaviour 

could be suitably used to investigate a business phenomenon in regards to CSR. 

Developing a measure utilizing the Theory of Planned Behaviour is highly dependent upon the 

topic being considered. Measures should assess all main components of the theory: attitude toward 

behaviour, subjective norms, perceived behavioural control, and intention. Measures follow a 

Likert-style format and can range in length from a few succinct questions to much longer and more 

comprehensive surveys (Minnesota State University, 2019) 

In a study carried out by Chuanmin et al (2019) it is highlighted that governments and other bodies 

have made efforts to promote CSR policies and activities through making several relevant 

regulations. Despite these efforts, however international scandals have reduced CSR to a mere 

business slogan. The study sought out to understand the factors behind adaptation of CSR practice 

by companies and the intentions underlying. In particular, the study was interested in the 

behavioural intention behind CSR practice that resonates with the Theory of Reasoned Action.  
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The results showed that there were several determinants that empirically affect behaviour 

intentions towards CSR practice. In their own words: “… the current study might be a pioneer in 

using theory of reasoned action to discuss the behavioural models for corporate social 

responsibility practices and discussing the applicability of the theory of reasoned action based on 

empirical data”. 

I am inclined to adopt this theory to expand on the existing knowledge on the reasons behind the 

reluctance of some entities in embracing CSR practices despite a number of efforts and regulations 

in place to encourage them. 

Other Theories of CSR 

The practice of CSR is not limited to the above theories. Other theories that can be applied to 

conceptualize CSR include the following: 

The Stakeholder Theory: This theory has gained fame as a direct alternative to the Shareholder 

Value Theory (Freeman, 1984; Rahul, 2012). It is argued that the forces of stakeholder groups can 

impact on the business operations and that this force should not be underrated. Business interests 

should not be vested on the shareholders alone but on the stakeholders too.  

The Business Ethics Theory:  This theory is based on a broader social and moral obligation 

that businesses have to the society. The Business Ethics Theory underscores CSR ethical practice 

in three interrelated grounds: social responsiveness to expected social problems; Social justice and 

fairness to the community and corporate citizenship (Freeman, 1984; Rahul, 2012). 
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Shareholder Value Theory:  The Shareholder Value theory of Milton (1970) presents that 

the social responsibility of a business should follow legal norms in making its profits. It presents 

that business operations provide dividends to the economy that benefits all and should not be 

tagged to other social obligatory functions that the business performs (Rahul, 2012). 

The Integrated Social Contract Theory: This theory assumes that there is an existing contact 

between the business and the society it operates in called the social contract. This theory was 

originated by Donaldson and Dunfee (Flamand, 2017). “The goal of Integrative Social Contracts 

Theory is to provide a framework by which managerial and business decisions can be made 

with respect to their impact on relevant communities, ethical norms and possible universal 

moral standards” (Flamand, 2017). 

In conclusion, a theoretical framework guides the researcher to make a choice of the research 

method used and forms a basis for the hypothesis. It also connects the researcher with an existing 

knowledge such that he explores more on the knowledge. There is apparently no universally 

accepted definition of a theory however a theory is a statement of concepts and their relationships 

that shows how and why a phenomenon occurs. In undertaking research on CSR, various 

theories/ theoretical frameworks are important to justify the research process. Some of the 

common theories cited are the Stakeholder Theory, Expectancy Theory and Behaviourist theories. 

In this discussion I have also included the Theory of planned Behaviour as an alternative theory to 

understand the reasons behind encompassing or reluctantly accepting to embrace CSR practices. 
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Conceptual Framework 

In developing the conceptual framework, four components of potential indicators were considered, 

each having a resultant context on the implementation of CSR. These potential indicators included 

the behavioural aspect, the normative perception, corporate practices and motivating factors. The 

behavioural aspects of ethical conviction, organization culture, beliefs, reputation and image have 

a considerate influence on the management attitude. On the other concern is normative perception 

that include management perception, employee perception, demands from the society or societal 

perception and environmental concerns. The behavioural aspect contributes a lot to the acumen.  

Conceptual Framework 

Behavioral concerns 

Ethical Conviction 

Organization Culture and belief    Management 

Organization image and reputation   Attitude 

 

Normative Perception 

Management Perception 

Employee perception     Social and  

Customer expectations                  Environmental 

Societal demands     Pressures 

Environmental concerns                                                                      Sustainable and                             

                                                                                                                                                responsive CSR  

Corporate Practices                     Implementation 

Stakeholder involvement 

Management of challenges  

and conflicts 
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Communication and feedback    Corporate 

Resilience and appraisal     Sustainability 

Economic responsibility 

 

Motivating Factors 

Profitability 

Commitment      Responsible 

Ethical responsibility     Behaviour 

Legal and regulatory aspects 

 

Figure 2 Conceptual Framework 

Source: Developed by the Researcher (August, 2019) 

 

The third indicator considered is the corporate practices. Addressed under this indicator are the 

involvement of the stakeholders, the management of challenges and conflicts, communication and 

feedback. Also of importance is the economic responsibility and resilience of management to the 

new business challenges and commitment to the sustainability of the business. All these have a 

direct effect on the corporate sustainability which is also affected by the motivating factors.  

Discussed under the motivating factors are the concerns for profitability, management 

commitment, ethical responsibility and legal and regulatory conditions on the organization. 

Considerations of the above lead to a responsible behaviour. 

In a nutshell, a meaningful discussion on CSR should address all the four potential indicators and 

the resultant outcomes that compound to a sustainable and responsible CSR implementation in any 

organization. This shows how the manager’s attitude to a responsible behaviour, the subjective 
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norm and his perceived behavioural control leads to intention and implementation of a responsible 

action. 

History of Corporate Social Responsibility (CSR) 

The trend of doing business has changed over time. Corporate Social Responsibility (CSR) is now 

seen as one of the emerging business practices that upholds responsible behaviour to society, 

sustainable business operations and environmental concerns in business strategies that have social-

economic and environmental impact on the social environment the business operates in (Schooley, 

2019). The pillar of CSR is that businesses or organizations carry out their businesses in a manner 

that is ethical taking into consideration the effect of their activities on the environment and to the 

society. CSR is also seen as “the entity’s commitment to responsibly manage its social, economic 

and environmental effects of its operations that aligns to expectations of the community” (Udo-

Akang, 2012). As stated by Baker (2004), “CSR refers to how companies manage their business 

processes to produce an overall positive impact on society. It covers sustainability, social 

impact and ethics, and not just add-on extras such as philanthropy”. 

This concept of CSR is however rhetorical. Most corporate advisors and managers agree that 

strategizing in such social and ethical behaviour is prudent for survival of businesses, but 

there is apparently no justified and empirically proved foundation for this conviction. 

Concurring that such practices increase business profitability just offers a partial justification. 

To undertake such business strategy, profit seeking behaviour looks at maximizing the 
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shareholders wealth which negates the intention to involve in ethical social behaviour 

(Chaffee, 2017). 

Despite these antagonisms, many businesses today are embracing the concept of CSR with 

religious passion and have benefited tremendously. This concept of CSR has flourished and 

manifested its dominance expanding from the traditional non- corporate form of business and a 

few stakeholders to becoming a global business phenomenon that is fully integrated and 

institutionalized in management strategy (Carroll, 2008).  

To explain this phenomenon, several theories have been developed overtime to understand the 

relationships of these constructs that were expressed in principle application of the business 

strategies coined in the CSR philosophy. Some of the major theories include the ‘stakeholder 

theory’, ‘Behaviourist theory’, ‘Expectancy theory’, ‘Theory of planned behaviour’ among many 

others. The theories on CSR are mainly grouped into four categories considering “different aspects 

of the social reality: economics, politics, social integration, and ethics” (Mele, 2008).  

However, for the purpose of this section, particular interest is put on how CSR came into existence. 

In specific terms, we need to understand the genesis and developments that culminated into the 

concept of CSR – its history. 

Pre-medieval construct 

Although many scholars have traced the origin of CSR to the industrial revolution of the 18th 

Century where some formal writings were evident, the existence of Social Responsibility practices 

https://corpgov.law.harvard.edu/contributor/eric-chaffee/


46 

 

 

 

can be traced as far back as the time of creation where there were still no corporations. Corporate 

Social Responsibility is actually a modified version of Social Responsibility hinged to corporations 

and corporate management. Responsible organizations had existed far more than a century before 

the term Corporate Social Responsibility was formally coined by American economist Howard 

Bowen in his publication Social Responsibilities of the Businessman in 1953. As such, Bowen has 

often been referred to as the father of CSR (Agudelo, Johannsdotirr& Davidsdotirr, 2019). 

Corporate social responsibility is a concept that can be described as being multi-

disciplinary and multi-level, which has undergone significant changes in the way it is 

understood and conceptualised (Moura-Leite & Padgett 2011; Pg. 528) 

The history associated with the evolution of the concept of Corporate Social Responsibility (CSR) 

is long and varied. “A historical review is missing in the academic literature that portrays the 

evolution of the academic understanding of the concept alongside with the public and international 

events that influenced the social expectations with regards to corporate behaviour” (Agudelo, 

Johannsdotirr& Davidsdotirr, 2019). However, traditional norms, beliefs and customs were 

abundantly engrossed with social responsibility. This builds on the argument that the concept of 

CSR is actually as old as humanity although the term Corporate Social Responsibility has been 

recently coined by Bowen (Agudelo, Johannsdotirr& Davidsdotirr, 2019). 

According to Chaffee (2017), the origin of the social component of corporate behaviour can be 

traced back to the ancient Roman Laws and seen in entities such as asylums, homes for the poor 

and old, hospitals and orphanages. This notion of corporations as social enterprises was carried on 
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with the English Law during the Middle Ages in academic, municipal and religious institutions. 

Later, it expanded into the sixteenth and seventeenth centuries with the influence of the English 

Crown, which saw corporations as an instrument for social development (Chaffee 2017). 

The concept of CSR varies in understanding and definition across the globe and this makes it 

difficult to get a universal definition.  Concepts such as sustainable business, corporate citizenship, 

triple bottom line, social accountability, social and environmental accountability, environmental 

responsibility, corporate accountability and business ethics are in context all interrelated to 

corporate social responsibility. Quoting Husted (2015): “Service; Civic mindedness; Welfare 

work; Trusteeship; These were the terms by which authors and business people referred to 

corporate social responsibility from the mid-nineteenth century to the First World War. These 

terms may be unfamiliar, but the contours of the concepts and practices that they embody sit at the 

very heart of CSR research”. Although this term came into dominance in the 20th century, the concept 

had ever existed before and known in different terminology. The earlier concepts were pinned to 

supporting the community and philanthropy.  

The last decade of the twentieth century witnessed a shift in focus from charity and 

traditional philanthropy towards a more direct engagement of business in mainstream 

development, and concern for disadvantaged groups in society (Banerjee, 2019; Pg. 1). 

The earlier convictions on CSR were shaped by the traditional norms, customs and cultures of the 

societies. Social beliefs played also an important role among the communities too. “CSR has been 

informally practiced in ancient times in form of charity to the poor and disadvantaged. Indian 

https://jcsr.springeropen.com/articles/10.1186/s40991-018-0039-y#ref-CR18
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scriptures have at several places mentioned the importance of sharing one’s earning with the 

deprived section of society” (Banerjee, 2019). 

Religion also played a major role in promoting the concept of CSR. Islam had a law called 

‘Zakaat’, which rules that a portion of one’s earning must be shared with the poor in form of 

donations. Merchants belonging to Hindu religion gave alms, got temples and night shelters made 

for the poorer class. Hindus followed ‘Dharmada’ where the manufacturer or seller charged a 

specific amount from the purchaser, which was used for charity. The amount was known as charity 

amount or ‘Dharmada’. In the same fashion, Sikhs followed ‘Daashaant’. (Banerjee, 2019). 

In the historical scripts of the Jews, it is noted that although everything was created by God for the 

consumption and benefit of man, man was to give back to God in appreciation for God’s generosity 

to provide for their wellbeing and existence (New-Living-Translation: Application Study Bible 

2015; Genesis 4:3-4). Such practices of offering for God’s work or commonly referred to as 

offering to God (Genesis 24:1-18; Numbers 28 and 29), giving to the needy, protection of the 

environment and loving one another dominate God’s command to mankind (African Bible, 2005; 

New-Living-Translation: Application Study Bible, 2015). I view these as the foundation of 

Corporate Social Responsibility.  

In Genesis 4:9, God made Cain account for the absence of his brother Abel as a quest for social 

responsibility to others. In addition, the concept of preserving nature (environmental protection) 

was coined in the instructions of God to Adam and Eve not to touch or “eat of the tree in the middle 

of the garden of Eden” (Genesis 2:15-17).  
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The Lord placed the man in the Garden of Eden to tend and watch over it. But the Lord 

God warned him: You may freely eat the fruit of every tree in the garden – except the tree 

of knowledge of good and evil. If you eat its fruits, you are sure to die (Genesis 2:15-17). 

In other parts of the world especially in Canada, Kloin (2017) quoted Tom Heintzman the President 

Bullfrog Power company that: “Canadian culture has long been influenced by our relationship to 

the environment and that energy played a significant role in the Canadian story of that business-

culture relationship, and that consumers have a unique ability to change the world”.  

In the African traditional view, The Kings were expected to provide social and basic physical needs 

to their subjects including provision of security. In turn, the subjects contribute food and pay 

allegiance to the Kings. The periods of our Great Grand Fathers saw nurturing and welfare of an 

orphan as a communal function. Those that had wealth would annually organize customary 

festivities to feast the community. Some would provide local brews, slaughter animals and variety 

of foods for the local community to enjoy and feast on. Dances were part of such customary 

festivity. In the same vein some tree species were considered sacred and no one was allowed to 

cut or destroy such trees – a disguise of environmental protection (Source: Oral History of 

Lugbara). 

The Period before 18th Century 

The notion of CSR can be sketched to 1700 BC in the Ancient Mesopotamia and Ancient Roman 

dominion. In Ancient Mesopotamia, the then King Hammurabi passed a decree to put to death any 

inn-keeper, builder or a farmer who out of negligence causes the death of another person or 

http://www.bullfrogpower.com/
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inconveniences locals. For the case of Ancient Rome, businesses were made to contribute funds 

to finance the military conquests during the expansion of the Roman Empire (Smith, 1987).  

The concept of CSR within business organizations as social enterprises became dominant in the 

middle-ages with the British colonization and hence adoption of the English law. This was carried 

on within the municipal, religious and academic circles. The CSR notion later expanded in the 

sixteenth century and part of seventeenth century under the influence of the Crown law which 

depicted corporations as pivotal in social development (Chaffee, 2017). With the expansion of the 

British colonial empire in the following centuries, conquering more empires, the Crown law was 

exported to American colonies (Chaffee, 2017) 

In Dutch East India, shareholders in 1622 disgruntled about management’s secrecy in operations 

and enriching themselves without having due consideration of other stakeholders of the company 

(Smith, 1987). Chaffee (2017), also concurred that “the origins of the social component in 

corporate behaviour can be traced back to the ancient Roman Laws and can be seen in entities 

such as asylums, homes for the poor and old, hospitals and orphanages’. It is further noted that 

the concept of Social Responsibility (SR) was embedded in social enterprises and corporations 

through the inscriptions of the English Law in municipal and religious institutions and also in 

the academia during the Middle Ages.  

In Ancient Rome senators grumbled about the failure of businesses to contribute sufficient 

taxes to fund their military campaigns, while in1622 disgruntled shareholders in the Dutch 

https://link.springer.com/article/10.1186/s40991-018-0039-y#CR18
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East India Company started issuing pamphlets complaining about management secrecy 

and “self-enrichment” (Tripathi & Bains, 2013; Pg. 788) 

This later expanded into the sixteenth and seventeenth century influenced by the English Crown 

Law that figured corporations as a social development instrument (Chaffee, 2017). As stated by 

Chaffee (2017), “… the British Crown disseminated its corporate law into its American colonies 

where corporations had played a social-function to some extent”  

“… there are scholars who trace CSR to provisions in the Code of Hammurabi (1772 BC) 

for damages caused by builders to innocent bystanders, and others to Vedic sources in 

ancient India (1500–1000 BC) I would argue that the most interesting antecedents, and 

those most closely related to CSR, are probably those of companies and their leaders 

starting in the Industrial Revolution beginning around 1750 in Britain and spreading to 

Europe, the United States, and then Japan” (Husted, 2015; Pg. 125). 

According to Carroll (2011), philanthropy emerged on the scenes of CSR during the late 1800s, 

but was quite difficult to segregate between individual philanthropy such as for Cornelius 

Vanderbilt or John D. Rockefeller or business philanthropy.  

 

 

The Period from 18th to 19th Century 
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In the Eighteenth century, Adam Smith, an economist and a philosopher published a number of 

articles regarding social responsibility. He expressly stated that the needs of a society are met by 

the free interfaces of people and the organization in the open market with honesty (Tripathi and 

Bains, 2013). “During the late 1800’s and early 1900’s, the creation of welfare schemes took a 

paternalistic approach aimed at protecting and retaining employees and some companies even 

looked into improving their quality of life” (Carroll, 2008) 

One of the actual business practices of CSR was evidenced by Cadbury chocolate makers in the 

18th century when they introduced benefits to its workers in form of medical services, education 

fund, employee training and pensions (Tripathi and Bains, 2013). Agudelo et al (2019) state that 

during the eighteenth century, the approach of the Christian religious philosophy to the abridging 

social context were seen as a resurrective response to the moral failure of society, which was 

plausibly visible in terms of poverty that stuck the overall population in the English Empire and 

some parts of Europe. “This religious approach gave way to social reforms and to the Victorian 

philanthropy which perceived a series of social problems revolving around poverty and ignorance 

as well as child and female labour (Agudelo, Johannsdotirr& Davidsdotirr, 2019; Carroll, 2008).  

The religious roots of the Victorian social conscience gave Victorian Philanthropists a high level 

of idealism and humanism, and by the late 1800’s, the philanthropic efforts focused on the working 

class and the creation of welfare schemes with examples that could be seen in practice both in 

Europe as in the United States of America (USA) A clear case was the creation of the Young 

Men’s Christian Association (YMCA), a movement that begun in London in 1844 (Carroll, 2008). 

https://jcsr.springeropen.com/articles/10.1186/s40991-018-0039-y#ref-CR14
https://jcsr.springeropen.com/articles/10.1186/s40991-018-0039-y#ref-CR14
https://jcsr.springeropen.com/articles/10.1186/s40991-018-0039-y#ref-CR14


53 

 

 

 

As stated by Carroll (2008), “…During the late 1800’s and early 1900’s, the creation of welfare 

schemes took a paternalistic approach aimed at protecting and retaining employees and some 

companies even looked into improving their quality of life”.  

Robert Owen was one of the first philosophers and business person who dedicated significant 

attention to the social responsibility of businesses in the United Kingdom. He made social 

experiments in New Lanark Mill which management he initiated in 1810. His landmark 

achievement was to reduce the initial working hours from thirteen hours a day to twelve hours, 

and later on to ten hours a day. He also refused to employ children less than ten years old though 

when he took over management of the firm, there were even children of up to five years working 

in the Mill. He also introduced schools for children of his employees in addition to paying them 

hefty wages and providing them with decent accommodation. This left a great positive impact and 

a great legacy since the Mill became very profitable (Husted, 2015). It was argued that when 

employees are treated well, this would result into returns on investment of up to fifty or 100 

percent. 

With the beginning of industrialization in the 19th century, jobs were created and the people’s 

living standards improved. This impacted greatly on the business operations, social interactions 

and natural environment. The flourishing businesses reaped fortunes however, few showed 

concern to the welfare of their workers, society and the environment (Bains, 2013).  

In the United Kingdom, one of the first business people and thinkers to dedicate significant 

attention to the social responsibilities of business was Robert Owen (Husted, 2014). His legacy 
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includes the social experiment at New Lanark Mill, the management of which he initiated in 1810, 

as well as the less successful project at New Harmony, Indiana. He initially reduced the working 

day from thirteen hours a day to twelve, and then to ten hours. To replicate what Owen had done, 

“In 1862 George and Richard Cadbury took over the family chocolate company. In 1879 the 

Cadburys moved the chocolate factory out of the centre of Birmingham to the village of 

Bourneville. By 1893 they started building houses for employees adjacent to the Bourneville 

factory (Husted, 2015) 

Giving Examples of positive practices of CSR in the 18th century, a caption from the article by 

Tripathi and Bains (2013) states that: 

Macy’s in the USA, in 1875 contributed funds to an orphan asylum and by 1887 labelled 

their charity donations as Miscellaneous Expenses within their accounting books, and the 

case of Pullman Palace Car Company which created a model industrial community in 1893 

with the aim of improving the quality of life of its employees (Tripathi and Bains, 2013). 

In the United States, the late 19th century experienced the principle of stewardship holding that 

business owners should invest their wealth for the public for a common good in the interest of 

serving God. This in itself was a manifestation of the influence of religion on business. In that 

period, businesses were not separated from the business owners and their responsibilities remained 

inseparable (Husted, 2015).  

A dip was witnessed in the early 19th Century when industrialization began and new technology 

lead to creation of jobs and improvement of living standards which impacted greatly on the 
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businesses, society, and environment. “Businesses flourished and industrialists in Europe and the 

USA amassed huge fortunes. However, few of these wealthy new industrialists were concerned 

about the wellbeing of their employees, society and the environment. (Tripathi & Bains, 2013). 

Corporate welfare became controversial given the predominant laissez-faire approach of the 

times. “In the 1870s, the United States experienced a transportation revolution based on the 

railroad, which created both social and environmental problems.  

Overall, these companies became reluctant to participate (Husted, 2015) in social reforms, basing 

their opposition on the associated costs. The railroad executives were divided between those who 

favoured government intervention and those who preferred a laissez-faire approach. Another 

illustrative case was the response of businesses to smoke regulations and corruption in Chicago in 

the second half of the nineteenth century. This first regulation failed (Husted, 2015).  

In Japan, the labour relations were similar to that in the west that saw a considerable conflict 

between management and workers. The Japanese businesses were advertently distrusted by the 

public. “Ishida and the merchants proposed an ethic of public service that provided the foundation 

for business during the Meiji Restoration Husted, 2015). Unlike the Japanese fiasco, the Indian 

merchants were highly esteemed and accorded respect by the society during the nineteenth century. 

The merchants were involved in giving to the community, providing access to credit: this was a 

result of Merchant Charity reform that was streamlined and based on some religious convictions 

of giving to the deity. “Toward the end of the nineteenth century, the merchants diversified their 

giving so as to encompass broader humanitarian needs, consisting of poverty alleviation efforts, 

disaster relief, reforestation, and the building of schools and temples” (Husted, 2015) 
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History of Modern CSR 

The notion of CSR has evolved from ‘a nice thing to do’ to ‘a necessity for business survival’ in 

this period. Formal writings about CSR became prominent in the 20th century (Carroll, 2008). As 

published in Association of Corporate Citizenship Professionals website: “In 1914, Frederick 

Goff, a well-known banker in Cleveland, founded the Cleveland Foundation, a trustee of the 

Cleveland Trust Company. Its purpose was to give power to the community by accepting gifts 

from multiple donors rather than from one fortune, who could collectively assess needs and 

respond to the community. This was the first community foundation. It was until 1940s that 

businesses owners or shareholders supported charities. 

According to Carroll (1999), the 1930’s and 40’s saw the role of Corporate Executives and the 

social responsibility of corporations started featuring in the literature. Authors began addressing 

the specific socially responsible practices of companies. In the decades to follow, the concept of 

Corporate Social Responsibility changed as the social expectations towards corporate behaviour 

changed too. 

According to Padgett (2011), the primary focus of CSR on business responsibility to society and 

doing good-deeds for society was in the 1950s. In the 1960s, people and ideas were instrumental 

as key events characteristic to the social focus ushered in during this decade. Moura‐Leite (2011) 

also concurs that in the 1950s the main focus of CSR was on business responsibility to society and 

doing good-deeds for society. The key events in the 1960s was that people and ideas became 

instrumental in reshaping the social context of business. “In the 1970s business managers applied 

https://www.clevelandfoundation100.org/foundation-of-change/invention/goffs-vision/
https://www.clevelandfoundation100.org/foundation-of-change/invention/goffs-vision/
https://www.clevelandfoundation100.org/foundation-of-change/invention/introduction/
https://www.emerald.com/insight/search?q=Rosamaria%20C.%20Moura%E2%80%90Leite
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the traditional management functions when dealing with CSR issues, while, in the 1980s, business 

and social interest came closer and firms became more responsive to their stakeholders” Carroll 

(2011). During the 1990s the idea of CSR became a globally universal concept. In the 2000s, CSR 

became definitively an important strategic issue. 

In recent years, corporate ethical responsibility and sustainability has received an increased 

attention but conceptualized in varying approaches. It has been associated with other similar 

concepts such as corporate moral agency, strategic philanthropy, corporate social 

responsibility,  corporate citizenship, business ethics, corporate accountability, stakeholder 

management, and social entrepreneurship (Miska et al, 2017) 

Some regions especially Africa suffers from the curse of plenty which has instead turned as a 

source of insecurity, under development and exploitation. CSR concept in Africa has been largely 

misunderstood, misrepresented, misused or abused due to the divergent conceptualization, 

interpretation and application across the world (Cheruiyot, 2017). Afrin (2017) presents that the 

modern CSR was born in Rio De Jeneiro during the Earth Summit where an endorsement of 

voluntary conviction than regulatory obligation to CSR was passed.  

Whereas the debate on the history of CSR continues to heat up, the concept of Social 

Responsibility has always been and shall continue to evolve as the human development and world 

ecosystems evolve. From the traditional concept of philanthropy, to the modern ethical 

responsibility to society and the environment, the evolution continues. The constraining factor has 

been the lack of literature to understand how CSR evolved in the years prior to 18th Century. 

https://www.sciencedirect.com/topics/economics-econometrics-and-finance/philanthropy
https://www.sciencedirect.com/topics/economics-econometrics-and-finance/corporate-social-responsibility
https://www.sciencedirect.com/topics/economics-econometrics-and-finance/corporate-social-responsibility
https://www.sciencedirect.com/topics/economics-econometrics-and-finance/business-ethics
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Although CSR has been embraced globally, its interpretation varies from country to country. It is 

yet to be institutionalized and legally supported in Africa. 

CSR in the contemporary world 

The debate on Corporate Social Responsibility has been ongoing right from the 1950s. Recent 

review of Lee (2008) and Secchi (2007) showed that the concept of CSR is ever evolving in its 

meaning and practical aspects. The initial context of CSR in the earlier times was tagged to 

philanthropy but has over time shifted to include business-society relationships and environmental 

concerns. 

This shift has arisen as managers took initiatives to raise standards of ethical behaviour and social 

justice (Bitcha, 2003). In so doing, businesses have created wealth in the society where they 

operate and provided better standards of living to the society. In the contemporary world, people 

have become conscious of their choices. The business environment is socially conscious too 

(Schooley, 2019). The contemporary world now sees CSR as corporate citizenship or responsible 

business practices where businesses take into consideration the interest of the society and take 

liability for the consequences of their actions on the community, shareholders, workers and 

business partners (consumers and suppliers). Environmental issues have also become an integral 

part in developing business strategies. 

According to the Freedictionary.com (Retrieved 2019) ‘contemporary world’ is defined as “the 

circumstances and ideas of the present age - in the modern times like these; modern times; modern 

world or present times. Similarly, Definitions.net also defines Contemporary world as “modern 

https://www.thefreedictionary.com/modern+times
https://www.thefreedictionary.com/modern+world
https://www.thefreedictionary.com/modern+world
https://www.thefreedictionary.com/present+times
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times, present times, modern world, the circumstances and ideas of the present age”. It can also 

mean "in modern times like these". This theme therefore discusses the practices of Corporate 

Social Responsibility in the modern business times like today. 

CSR Practices today 

CSR has now evolved into a business practice where sustainable development has been 

incorporated into the business strategy and practice that positively impacts on the economy society, 

and the environment (Schooley, 2019). The notion of CSR has expanded and companies now strive 

to present an image that is socially conscious. Stakeholders, employees and consumers now prefer 

to deal with a company that upholds social justice and portends consciousness to environmental 

concerns (Schooley, 2019). This makes the company to become accountable for their actions and 

change to the demands of the stakeholders. Companies therefore have to demonstrate their 

corporate citizenship to minimize external risks associated to social and environmental leverage. 

The next generation of employees is seeking out employers that are focused on the triple bottom 

line: people, planet and revenue. Having come out of the recession, corporate revenue has been 

getting stronger. Companies are encouraged to put that increased profit into programs that give 

back (Schmitz, 2012) 

In an analysis carried out to explore the empirical validation of the changed face of CSR reporting 

in the Italian phenomenon considering the past practice and the ever-increasing importance 

attached to CSR, it was discovered that “… there is a common ground for organizations in socially 
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responsible behaviour, but also that this common ground fits the need of every single organization” 

which however is not in a universal format (Secchi, 2005). 

The statements in Corporate Social Responsibility in today's socially and politically active world 

include a commitment to diversity, equity, and inclusion, reducing environmental impact, 

increasing community outreach, promoting sustainability, and the elimination of prejudice and 

corporate bias (Clark, 2021). 

In an article published by Payseno (2018), a number of CSR practices that organizations practice 

today have been highlighted. In the Article, one organization – Marcs Jacobs – a charity 

organization that rescues abandoned dogs in an attempt to express their social responsibility 

rescued over a thousand puppies after the ravage by Hurricane Maria. In another example, the 

publishing giant Indigo.ca offers a fifteen to twenty percent on sales back to athletic or educational 

programmes in a way to fundraise for them. IKEA a mega-chain company in Sweden supports 

communities that are in crisis by building for them schools, facilitating access to clean water and 

donating toys; a gesture of philanthropy. 

In other examples, Abercrombie and Fitch an American Company supports children’s community 

base camp and programs specially for children with grave sicknesses. Bosch, “one of the largest 

and most active philanthropic organizations in the EU, this year is focusing on peace, integration, 

inclusion, and dialogue, through a variety of initiatives including supporting struggling schools, 

funding community projects, and training health professionals in short-staffed fields such as 

nursing” Payseno (2018).  
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Also included in the article is provision of coffee trees to farmers by Starbucks; Coca Cola dealing 

in women empowerment through a matching gift program with its employees; Apple a US 

company choosing to provide an up to date and accurate information for the upcoming US midterm 

elections. Twitter, a microblogging site also offers Non-profit Organizations and NGOs access to 

promote their agenda through free online communication…. the list is endless. 

In the view of Secchi (2007) and Bitcha (2003), most of the social responsibility practices fall into 

either of the following categories: environmental protection, conservation and reduction in carbon 

emissions; Philanthropy through donation of finances, service provision or products to the society 

to benefit charitable organizations and local community; Ethical labour practices that considers 

fair and ethical treatment of the employees and being involved in volunteering. 

According to Krohn (2018), the major CSR practices employed today include: environmental 

protection and sustainability through “limiting pollution and greenhouse emissions”; 

Philanthropic initiatives that include donation of money, time, and other resources to facilitate 

charitable organizations at local, national or international levels; Ethical Business practices that  

include embracing fair labour practices for employees and suppliers through equitable pay and 

living wage considerations. The last practice mentioned is focusing on Economic responsibility 

that “facilitates the long-term growth of the business, while also meeting the standards set for 

ethical, environmental and philanthropic practices”. 

In view of Tabaczynski (2019), “corporate social responsibility initiatives are classified into 4 

categories. These include philanthropic giving, volunteering support, labor and diversity practices, 

https://wdet.org/author/199/
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and environmental conservation”. In another article published by Digital Marketing Institute 

(2019), some examples of the most common practices of CSR include: Reduction of carbon 

footprints, Improvement in labor policies, practice of fair-trade, giving to charities, Volunteerism 

in the community, making Corporate strategies and policies that is beneficial to the environment 

and undertaking “socially and environmentally conscious” business investments 

Economic growth must now be more inclusive and more sustainable. The onus is on firms 

to produce more jobs, products, services and infrastructure for more people, while putting 

more emphasis on decent work and fairness, and less strain on natural resources. 

Voluntary action by corporate leaders themselves has played a role, both individually and 

collectively, to embed CSR into core business practices, to account publicly for 

performance, and scale up impact (Nelson, 2019; Pg. 1). 

Bello et al (2017) summarizes the above viewpoint stating that: Business enterprises of today are 

commonly involved in responsible behaviour through a modern business strategic policy that takes 

account of the triple bottom-line (Elkington, 1997). This innovation involves three key 

characteristics of business visually profitability, planet and people. Companies therefore have to 

strive to achieve sustainable profits, while considering reduction in environmental-footprint 

(planet), balancing these strategies with people involvement; “from employees to the overall 

community” CSR therefore is pillared in philanthropic, ethical, legal and economic responsibilities 

Carroll model (Berenyi, 2018; Carrol, 2008).  
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Undertaking a strategic approach to Corporate Social Responsibility has increasingly become 

important considering its viability in competitive advantage.  CSR has been associated to cost 

reduction, business risk management, easy access to capital, and improving customer relations. 

CSR has also featured prominently in improving business innovativeness through responsive 

human resource practices. Consumer confidence is boosted through social and environmental 

strategies that benefit the community at large. Many large companies have drawn from CSR 

principles to define their strategic decisions.  

Although the earlier scholars had tagged the concept of CSR on philanthropy, CSR has continued 

to evolve both in context and content: the meaning and practice (Lee, 2008; Secchi, 2007). There 

is now a remarkable shift to environmental concerns and business relations with society as 

managers attempt to raise standards of ethical behaviour and social justice (Warren, 2007). The 

issue of sustainable development has also been integrated into the CSR strategy and practices that 

has positively impacted on the economy, society, and the environment (Schooley, 2019).  

The community approach is supported by Padgett (2011), that the primary focus of CSR on 

business responsibility to society and doing good-deeds for society was in the 1950s. In the 1960s, 

people and ideas were instrumental as key events characteristic to the social focus ushered in 

during this decade. Moura‐Leite (2011) also concurs that in the 1950s the main focus of CSR was 

on business responsibility to society and doing good-deeds for society. 

This means that the companies consider philanthropy most important other than the economic, 

legal and ethical responsibility. Lee (2008) and Secchi (2007) showed that the concept of CSR is 

https://www.emerald.com/insight/search?q=Rosamaria%20C.%20Moura%E2%80%90Leite
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ever evolving in its meaning and practical aspects. The initial context of CSR in the earlier times 

was tagged to philanthropy but has over time shifted to include business-society relationships and 

environmental concerns. 

However, philanthropy sounds dominant as one way of practicing CSR (Tabaczynski, 2019; 

Bitcha, (2003). Ethical responsibility is manifested in the workplace approach which comes second 

after philanthropy. It is my conviction that though CSR is seemingly embraced globally, its 

interpretation, application and the importance attached to it varies from country to country. 

CSR has now been closely allied to marketing strategies, public relations, human capital 

development and inclusive employee rights amidst diversity and multiculturalism. In the words of 

Ledeck (2020), “CSR plays a leading role in telling brands’ stories and attracting top talent. More 

importantly, brands have leveraged CSR to orient their company’s purpose and vision”. CSR today 

portrays a global outlook. Organizations that embrace CSR have embarked on programs of training 

employees and sensitization of stakeholders to embrace global labour market.  

Corporate social responsibility today reflects a global mind set. Companies have embraced 

a globalizing labour market with training and education programs that reach across 

borders to engage potential employees and younger generations. (Ledecky, 2020) 

It is now a consensus that businesses should exist to provide value to all stakeholders. “Companies 

with CSR policies stand out from their competition because building good relationships with 

customers and their neighborhoods have helped them to build their unique brand image” (Roddick, 

2018). 

https://wdet.org/author/199/
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The future of CSR is excitingly prospective. The trends and innovations in CSR today suggest that 

CSR will influence how companies strategize on businesses and direct engagement with the 

communities (Ledecky, 2020). Companies will be forced to adopt approaches that promote social 

justice.  

CSR is about striking a balance between business and societal interest by creating a 

cohesive society and sustainable global economy, where the labor, 

markets and communities can function better based on ethically correct business practices. 

(Roddick, 2018). 

It is through CSR that companies will build relationships with customers, employees and other 

stakeholders. When companies are seen to support the community in a just cause, their image is 

resoundingly boosted and positively viewed by the society which in turn resonates into increased 

sales. Companies supporting charitable cause are also positively viewed by the society (Roddick, 

2018). “When CSR policy is incorporated with the company’s business model it attracts positive 

publicity, wins the trust and loyalty of the consumers, builds a long-term relationship with the 

customers and communities, improves the sales, and therefore, boosts the financial 

success” (Roddick, 2018). 

CSR in the African Context 

The historical developments in Africa are littered with as much failures as with successes. For 

centuries, Africa has remained one of the well-known continents with biodiversity where the 

community treasure the natural canopy and live in harmony with the environment. Despite 
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exploitation from industrialization, the biodiversity remains coherent and the communities thrive 

and sustainably utilize the resources in relative harmony. It is one of the least polluted continents 

in the world. 

While socio-economic development is critical in sustainability of political capital, businesses play 

a pivotal role too in economic transformation of the society. The greatest puzzle presents in 

sustaining the dividends from the social development brought in by the private sector. The 

interventions through social development encompasses initiatives that spread from assisting the 

marginalized, poor and desolate community members to improving welfare of the people through 

individual and corporate interventions. This is where companies or businesses come in to provide 

support to the community they operate in. It has existed time immemorial that the well-to-do within 

the community socially support the vulnerable in the society as dictated by the social norms and 

practices. The kings and chiefs were pioneers of this noble cause. 

While the basic support in form of community welfare is necessary, they may not be sustainable 

at all. In the prevailing economic status, businesses possess the strong potential of contributing to 

sustainable development programmes within the social dimensions. They in particular provide 

support in strategies for livelihood for those excluded in the productive economy. The dismal 

performance of African economies is hinged to lack of functional sustainable development goals. 

Some countries have tried to put these goals on paper but remain unimplemented.  

The continent is burdened with the crisis of lack of basic but inclusive education, threats from 

disease outbreaks coupled with desirable health systems, unemployment and ethical decay in 
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society. In a nutshell, most young people have come of age in a society that lacks educational and 

employment opportunities. Many are perpetrators of conflict while some are survivors. 

While CSR is being readily embraced, documented and regulated in developed countries in 

Europe, Asia and America, this is not the case with African countries. It is strongly believed that 

CSR is unknown, misconceived or misrepresented in Africa. This is partly attributed to lack of 

literature available to trace existence of CSR practices in Africa. Most of African companies or 

organizations initiate CSR practices informally and documentation of such practices are lacking. 

In the Ugandan case, most businesses with exception of few multinational corporations do not 

have strategic engagements in specific terms to pilot CSR concept (Katamba & Nkiko, 2016).  

It has been of recent that CSR phenomenon in African economies has gained heightened interest 

among scholars and intellectuals (Cheruiyot, 2016). In the African context, CSR has gained 

popularity basically from social norms and dimensions which is quite incomprehensive, 

undocumented and unenforceable in law. Notwithstanding the fore-mentioned, more has to be 

done to unearth and understand CSR implementation and its practices in Africa where there is a 

sense of information gap. “Prior studies on CSR generally have provided little attention to African 

unique situations” (Cheruiyot, 2016). 

It is argued that corporate social responsibility concept in Africa has been grossly “misperceived, 

misunderstood, abused or misused” both practically and in theory (Cheruiyot, 2016). The 

misunderstanding is due to the divergent operationalization and conceptualization of the term. CSR 

synonyms has become overabundant: corporate accountability, corporate responsibility, corporate 
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citizenship, corporate ethics, ‘sustainability’, triple-bottom-line, stewardship, corporate 

governance, corporate social investment, social and environmental obligations and responsible 

business - all bundled around and often interchangeably and incorrectly used thereby exacerbating 

the confusion leading to misconception of the idea. This implies that every scholar, and so 

practitioner, perceives CSR differently based on individual convictions. The resultant effect is that 

what is considered to be CSR in Africa is factually not (Cheruiyot, 2016). “For instance, most CSR 

initiatives in Africa are cash, food or other material donations that are purely philanthropic, knee 

jerk reactions not based on long term social perspectives” (Cheruiyot, 2016). 

At a critical view, literature illuminating CSR practices in Africa and its alignment to development 

is just emerging. It is potentially characteristic of varying diversity in context and perspective. 

“While the analysis of the CSR-development nexus in Africa has been particularly insightful, there 

is often the lack of sufficiently grounded systematically accumulated empirical evidence” 

(Idemudia, 2014). The value and meaning of CSR differ in various contexts depending on the 

cultural, environmental, regulatory frameworks, norms and traditional viewpoints leading to lack 

of universal position on CSR (Cheruiyot, 2016). 

Africa has a unique sense of CSR inadvertently due to its locus of being a region remarkably 

infested with conflicts, degradation of environment, adverse poverty, and often coined “the dark 

continent” therefore rendering the corporate participants in an ethical dilemma of prioritizing the 

social responsibility concerns. More often than not, the prevailing local needs override the 

internationally acclaimed social responsibility standards. 

https://onlinelibrary.wiley.com/action/doSearch?ContribAuthorRaw=Idemudia%2C+Uwafiokun
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In an effort to shed more light on this context, and given Africa’s unique situations of having low 

levels of development and high unemployment rates, Visser (2006) re-examined Carroll’s pyramid 

from an African perspective. Visser (2006) proposed that the economic responsibility of leading 

businesses in Africa should be core among the CSR priorities, this should be followed by the 

philanthropic responsibility, legal responsibility and ethical responsibilities (Rampersad & 

Skinner, 2014). 

Although publications have helped obtain more insight into CSR in developing regions, 

there is the realization that Africa is much less well researched than other regions in this 

regard. It has been noted that empirical studies that cover African countries usually involve 

South Africa and Nigeria (Rampersad & Skinner, 2014; Pg. 731) 

“In a study by Visser (2006) on African CSR literature between 1995 and 2005, it was discovered 

that only 12 of Africa’s 53 countries have had any research published in core CSR journals, with 

57 per cent of all articles focused on South Africa and 16 per cent on Nigeria” (Rampersad & 

Skinner, 2014). Inspite of the grossly negative publicity, there has been pronounced progress on 

CSR in the continent over the preceding decade. 

It is a common suggestion that Achie Carrol’s pyramid of CSR was inclined to the American 

context. Several studies have pointed to the fact that cultural practices play a critical role on 

perception of CSR priorities in the pyramid. When Crane and Matten examined Carroll’s pyramid 

from the European context (Rampersad & Skinner, 2014), they conclusively discovered that “all 

levels of CSR play a role in Europe, but they have different significance, and furthermore are 
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interlinked in a somewhat different manner” (Rampersad & Skinner, 2014). Given the 

aforementioned, examining the pyramid in the African context will present a different viewpoint 

which can set another milestone in research into CSR in Africa. 

“Although no comparative empirical study has been conducted, it is speculatively argued that the 

order of the layers in Africa … differs from Carroll’s classic pyramid. In Africa, economic 

responsibilities still get the most emphasis. However, philanthropy is given second highest priority, 

followed by legal and then ethical responsibilities”  (Visser, 2005). 

In general terms, CSR practices in Africa is believed to have been adopted from Western business 

philosophies although there has been evidence to confirm that Western CSR philosophies are not 

adoptable in Africa. This is attributed to divergences in motives or causes of CSR in the West and 

in Africa, in addition to culture and management traits in Africa  (Dartey-Baah, 2011). 

Benefits accrued from CSR Practices 

In general terms, CSR describes how a business works towards improving the living conditions of 

the people and the environment. It is a mutual process by which businesses benefit from the society 

while the society also benefits from the companies. CSR cannot eliminate the problems the world 

faces at once since the demands are ever increasing per day. However, it is rational to appreciate 

the little that CSR can do to alleviate some of these problems. Demonstrating social responsibility 

is conceived differently depending on the philosophy of the business, the region or social demands 

of the people. Some companies make donations to charities, others are involved in programmes 
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for environmental protection, and others foster on employee attraction and retention programmes. 

Whatever the case, CSR implementation is as multifaceted as the terms adduced to it. 

If implemented well, CSR has the capability to improve the business operations through 

interrelation between the business and the people. The dividends may be small in the beginning 

but invariably exhibit the company’s commitment to support the community and uphold co-

existence. The efforts however small or big it may be express a lot about the business. Such 

businesses do not just literally indulge into CSR rather there are some benefits accrued that trigger 

this response.  

The benefits can be aggregated into those to the business or organization, benefits to the 

community and benefits to the environment as discussed below. 

a) To the organization 

The evolution of Corporate Social Responsibility from a suggestive origin to becoming basic 

global concept of how businesses manage their operations has come with some benefits to the 

society, environment and the businesses too. Although it has suffered some resistance from some 

business executives and management treating it as an unnecessary leakage to inflows and a burden, 

companies that have religiously implemented CSR have reported greater benefits than the 

sacrifice. CSR has transformed into a broad term that defines the means through which companies/ 

organizations direct their efforts for the benefit of the society. It is through CSR that companies 

demonstrate their shared values.  
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Effective implementation of CSR has positive dividends for the mutual gain of business and 

society. The benefits come as a result of the good deeds arising from the public perception on such 

businesses. Many businesses that practice CSR have increased public image. They gain respect 

from the public and gain exposure through their involvement with the community (Russel, 2018).  

Companies have a positive influence on the community through acting ethically and being 

considerate of the effects of their operations on the people and the environment. Some 

organizations deliberately make changes in the value chain or service delivery systems in order to 

provide benefit the community (Muir, 2015). Practicing CSR has been reported to have several 

benefits to the organization. Some of the benefits are discussed here. 

Implementing CSR builds public trust. Consumers willingly spend their hard-earned income on 

products of businesses that supports the community and engages in programmes for the welfare of 

the society at large. Helping the individuals in the community or the society at large through 

donations and voluntary work makes the company gain public trust and becomes popular (Lin, 

2019). Having gained public trust, effective CSR practices the perception of the consumers on the 

brands. “Consumers prefer products they perceive as good; as a consequence, they begin trusting, 

buying and promoting those brands” (Richardson-Cooke, 2019). This behavioural alignment not 

only boosts the brand image but opportunely distinguish the brand from others hence providing an 

edge among the competitors (Richardson-Cooke, 2019). 

CSR has been linked to increased customer loyalty. Business products and services that have 

entrenched themselves and gained social recognition attract higher purchasing power due to its 

high community commitment. “Customers are more likely to be loyal to your brand if your 

https://www.brandingstrategyinsider.com/2015/01/brands-face-a-new-era-in-social-responsibility.html#.XbEQNlUzaUk
https://www.brandingstrategyinsider.com/2015/01/brands-face-a-new-era-in-social-responsibility.html#.XbEQNlUzaUk
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corporate values align with their personal ones” (Russell, 2018). Businesses that seek customer 

loyalty to have a comparatively larger market share and retain the customers should acknowledge 

that customers attach loyalty to brands that have corporate values and beliefs aligned to the 

consumer expectations (Vaughan, 2021). 

Consumers are increasingly aware of the importance of social responsibility, and actively 

seek products from businesses that operate ethically. CSR demonstrates that you’re a 

business that takes an interest in wider social issues, rather than just those that impact 

your profit margins, which will attract customers who share the same values (Collier, 

2018; Pg. 1). 

CSR also improves the public image of the company or business organization. Companies that 

practice CSR are more exposed to the public than those that have not. They are praised and upheld 

in esteem for their involvement in supporting the community and having welfare schemes for the 

society. “Consumers feel good when they buy products and services from companies that are 

helping their community” Russell, 2018. Consumers often evaluate the public image before 

choosing to buy your products or use the services you provide (Collier, 2018).  

According to Richardson-Cooke (2019), an improved public image favours a business in sourcing 

for federal grants and other funding opportunities. “In fact, a corporation’s CSR policies may be 

an advantage when it is tendering for government contracts – proof of positive community 

engagement will often be looked upon favourably in the tendering process” Richardson-Cooke, 

2019. When the local community witness companies putting effort to help out in one way or 
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another, this tremendously boosts those companies’ positive reputation and increases business 

(Vaughan, 2021). 

CSR also improves the organization’s public value outcome. Simply put, public value looks at the 

contribution of the organization to the society (Muir, 2015). Practicing CSR also improves 

employee loyalty to the organization hence increasing employee satisfaction. When employees 

feel they are respected and have support in their jobs, they concentrate on productivity and gain 

satisfaction of their job. Companies should strive to create a sense of ‘community’ within their 

organizations. Such employees become brand ambassadors within the community (Russel, 2018). 

CSR enhances positive relationships between the business and the community it operates in. As 

companies build public trust, they are in turn building on positive relationship with the community. 

Even though the communities have no direct connection to the company, they end up being proud 

of it through its CSR practices. CSR therefore leads to a healthier company-community 

relationship (Lin, 2019) 

Embracing CSR makes companies become more sustainable which is one important long-term 

benefit to the company. For example, if a company embarks on reduction of carbon emissions and 

adopt renewable energy protocols, turning on light only when needed, or switching off unnecessary 

and idle equipment, which of course are socially responsible behaviour, a lot is saved from utility 

expenses. Such savings sustain the growth of the company. 

It is a common saying that you have to make a sacrifice in order to increase profits. The sacrifice 

here is the investment in CSR projects or practices (Lin, 2019). As consumers devote their 
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willingness to buy from companies that they have trust and confidence in, profits will increase 

since a circular effect on consumer promotions attract more customers hence more turnover. 

Similar to customer engagement, through CSR, you can achieve greater employee commitment. 

You have to ensure that the employees understand the CSR strategy and are fully involved in its 

inception, operationalization and implementation. Employees cherish working in a company 

where they are valued and a company that has a positive image among the population (Collier, 

2018) “It’s proven that employees enjoy working more for a company that has a good public image 

than one that doesn’t” (Collier, 2018).  

There are also a range of benefits for your employees when you embrace CSR. Your 

workplace will be a more positive and productive place to work, and by promoting things 

like volunteering, you encourage personal and professional growth (Collier, 2018; Pg. 1)  

Another critical benefit of CSR to the business is stretching an advantage over competitors. 

Through CSR, companies can possess competitive advantage over their rivals. The company 

stands out in the industry and establishes itself as one committed to supporting the social and 

environmental concerns of the community. This in itself should involve flexibility on the part of 

management and innovativeness or creativity on the part of the employees. As confirmed by 

Vaughan (2021):  

“Another benefit of CSR initiatives is that they work as a way to encourage and restore 

lost motivation in employees. Through social involvement, workers are motivated to 

https://www.highspeedtraining.co.uk/hub/author/ellie/
https://www.highspeedtraining.co.uk/hub/author/ellie/
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participate in company discussions and put forward any ideas, thoughts, and opinions they 

have” (Vaughan, 2021; Pg. 1). 

Motivated employees enhance creativity in the organization. CSR practices encourages the 

employees to try or bring in new ideas since they feel empowered to contribute to the bigger goal 

through their social community. How a company treats its employees plays an important role in 

the overall success. If employees are not appreciated and develop a belief that they are simply a 

means to an end for their employers to make money, it greatly affects their output (Vaughan, 2021). 

How a company treats the community has implication on how the company treats employees. 

Workers that feel respected and supported in their jobs are often more productive and satisfied at 

work. Giving your employees opportunities to volunteer, especially during working hours, creates 

a sense of community within your organization, as well as a connection to the surrounding 

community. Employees will gain motivation and pride in their work through these personal-

development opportunities (Russell, 2018). 

CSR also encourages employee development either professionally or on personal development 

basis. Involving employees in the organization’s CSR activities translates into teaching them new 

skills that are applied at the workplace (Muir, 2015). By taking part in activities outside their 

routine work responsibilities, employees gain the potential to contribute to activities they feel 

passionately about, or learn new things which can enrich their personal perspectives (Muir, 2015). 
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CSR also leads to increased customer loyalty. “Customers are more likely to be loyal to your brand 

if your corporate values align with their personal ones” Russel, 2018). Additionally, your brand 

image improves. 

The NIBUSINESS Info (2019) summarizes benefits of CSR to the organization as: Positive 

Business reputation; having a better brand reception and recognition; increased customer loyalty 

that leads to increased sales; better and sustainable fiscal performance; capacity to attract and retain 

employees and easy access to investment funds. Building a reputation through CSR practices leads 

to competitive advantage. 

b) To the Community 

Keeping CSR at the core of the philosophy makes businesses to act ethically. It helps businesses 

to be sceptical about the effect of their operations on the community. Businesses hence try as much 

as possible to avoid the negative impacts it would have on the people. As a result, the business 

starts to find ways of changing their value chain or service in order to deliver benefit to the society. 

CSR will therefore have a positive effect on the people (Chandra, 2019). 

In the same way as CSR provides wide range of benefits to the business, the business in turn 

provides benefits to the people too.  Some of the benefits may be to the individuals in the society 

while others benefit the whole community in the society (Chandra, 2019). Some scholars argue 

that rendering benefit to the whole society could be an important driver to start and continue with 

CSR practices but this insinuation is relative and not conclusive. It depends on several factors such 
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as the financial implications, status of growth of the business, the demands of the society, 

regulatory factors among others.  

Generally, most researchers focus on the advantage of social responsibility to enterprises and … 

there are only a few that mention the gains of society.  The involvement of corporations in the 

local community’s problems helps to create a better ambience in its surroundings. Those who have 

been helped by the company’s activity are happier and also benefit from a higher standard of living 

(Chandra, 2019). 

Businesses that positively contribute to the society indirectly promote their image and definitely 

benefit in the process. “The companies benefit through lower operating costs, increased sales and 

customer loyalty, greater productivity, gaining the ability to attract and keep skilled employees, 

getting access to more capital through more willing investors, etc” (Richardson-Cooke, 2019). 

Caring for the wellbeing of the individuals in a society or the needs of the society at large improves 

livelihood and interrelations. There is harmony and co-existence between the business and the 

society. 

According to Chandra (2019), “Seeing that corporations care for communities’ betterment helps 

in making everyone feel safer and also notably decreases corruption within society”. Providing 

superior quality of products alone benefits both the business and the community. 

A strong CSR framework builds and maintains trust between the organization and the community. 

It strengthens ties, foster good working relations and builds alliance. This can be realized through 
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having partnerships or pro-bono services with non-profit organizations that support public value 

whose resources are limited (Muir, 2015). 

In the view of Nafi (2018), the first thing to do is to communicate your CSR activities to the 

community such that they get to appreciate your efforts. Organizations may take up activities 

including making direct and indirect contribution to the society either by providing subsidies or 

price cuts, bonus schemes through which customers realize some savings (Nafi, 2018). According 

to Ksiezak (2016), people who have directly benefited from a company’s CSR have lived a higher 

standard of life. The people feel a sense of security. Organizations can give to the society through 

philanthropic activities (that is helping the needy in society), cost reduction policies that make 

products available to those who could not afford before, inspiring and promoting talent in the 

community, and creating emotional benefit to people through their charities. Some organizations 

draw workforce from within the community or surrounding vicinity as a gesture for CSR practice. 

One other way to benefit the community is to organize trainings and awareness campaigns that can 

influence behaviour and equip the people with useful skills that help the community members in 

life. Awareness can be on health issues, use of some technology, life-saving practices or response 

to disasters.  

Some activities that benefit the community include construction of infrastructure such as health 

facilities, schools and roads that the community within can also access. Having social amenities 

meant for the staff but accessible by the neighbouring community is another gesture of CSR (Nafi, 

2018). 
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The Nibusiness Info (2019) enlists the following as benefits of CSR to the Society: Supporting 

charities innovations of staff and that of local community; Sponsoring events; Organizing clean-

up programs and events; Taking up volunteer projects in schools and community activities; Giving 

staff paid time-off for carrying out volunteer activities; Encouraging staff/ employees to contribute 

tax free donations for the good of the society. 

Responsible behaviour of the business inspires the society to emulate such behaviour too. CSR has 

inadvertently improved the financial and social powers of many businesses. Most people believe 

in what they see.  “As a result, in a philanthropic context, CSR programmes have become 

increasingly valuable to communities, because they play a pivotal role in protecting the 

environment and providing services” (Richardson-Cooke, 2019). In some parts of the world, 

philanthropy and initiatives led by the private sector are being viewed as the practical aspects of 

CSR that the community believe in and companies consolidate on this to achieve a lasting imprint 

on the community. 

Locally, private funding for community ventures (a key aspect of CSR), such as sporting 

teams and community groups, is vital for the continued operation of such ventures. CSR 

programmes provide an opportunity for corporations and companies to positively engage 

with communities across all levels of society. (Richardson-Cooke, 2019). 

CSR therefore does not just mean donating money to the people but includes more programmes 

such as investing in the health of the society or the community within the periphery of operations, 

social welfare of the people and programmes that improve the general social status of the people. 
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It is advisable to let the people know about your CSR programmes because this will enlighten them 

of what you are doing. Such initiatives become pointless and will bear no significance if the people 

are not aware about it. CSR being a way of showing human face of the business to the people, a 

number of such examples can be cited here:  

Through charitable contributions to local or national organizations, businesses can help society. 

Businesses can delve in social initiatives such as investments in educational programs for the poor 

and street children, caring programmes for refugees and homeless people. Local charities can be 

supported through donations. A restaurant owner, can provide food to local homeless groups or to 

orphanages free of cost. 

Businesses may introduce material recycling, produce better and durable products with improved 

functionality and using more of the renewable resources that come at lower costs to keep the 

environment clean. Contributing to social welfare has become a prevalent condition to creating a 

successful business. Companies have to strategize themselves as socially responsive and good 

corporate citizens to add greater value to their businesses.   

c) To the Environment 

In the words of Nafi (2018), to save the environment from degradation and degeneration, 

businesses can “… pay attention to material recyclability, develop better product durability and 

functionality and use more renewable resources at lesser costs to keep the environment as clean as 

possible and contribute to the ecology of the country”.  
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The operations of businesses today present detrimental effect on the environment. The existing 

natural resources are overused, depleted and some extinct through industrial exploitation. There is 

pollution of the environment due to emission of hazardous substances in the air, degradation of 

ecosystems, displacement of fauna and sauna through technological advancements, and threats to 

biodiversity.  This has necessitated the need to undertake remedial actions to mitigate the effect of 

business operations on the environment. In effect to this call, CSR has been routed as a solution. 

Businesses today have increasingly contributed to the progressive degradation of natural 

ecosystems by emission of huge amounts of dangerous pollutants and excessive utilization of 

existing natural resources that cause a serious threat to biodiversity (Zelazna, Bojar &Bojar, 2020). 

The initiatives derived for mere neutralization of pollutants produced are no longer efficient and 

sustainable. This has necessitated the urgent need to align business operations in a way that reduces 

the burden on the environment caused by business activities “at all phases of the production 

process, from the designing stage and production planning to every stage of the manufacturing 

process” (Zelazna, Bojar & Bojar, 2020).  

It is presumed that businesses that are socially responsible have the willingness to bear the 

consequences of their activities specially on the environment. Such businesses have designed 

strategies to reduce pollution, eliminate production of dangerous substances, and taken strategies 

to maximize the efficient use of resources without having severe effect on the environment. This 

explains why to some scholars; the philosophy of CSR is synonymous with sustainability. Some 

have added that the three key pillars of corporate level sustainability carry social, economic and 
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environmental dimensions (Zelazna, Bojar & Bojar, 2020). Emphasizing sustainability in CSR 

reduces business risk, improves company reputation and provides cost saving opportunities. 

In the words of Nafi (2018), to save the environment from degradation and degeneration, 

businesses can “… pay attention to material recyclability, develop better product durability and 

functionality and use more renewable resources at lesser costs to keep the environment as clean as 

possible and contribute to the ecology of the country”.  

Observing that CSR is a strategy for some companies to demonstrate their responsible behaviour 

and provide accountability to stakeholders, customers and employees, the company is not seen in 

isolation but as an integral part of the society. Such companies therefore strive to foster 

interrelations through socially responsible behaviour that minimizes risks to society and the 

environment and improvement of positive image. 

One good stride in achieving this objective is to protect the environment through initiatives that 

may directly or indirectly involve the community. Social responsibility programmes have been 

developed to include promotion of environmental protection and the need to foster green 

environment principles. The following are examples of strategies for protection of the environment 

that several companies have adopted and are operationalizing. 

It is now beyond legal and regulatory requirement for companies to check on their waste 

production and strive to eliminate or enhance waste reduction protocols. The different waste 

streams within the business are identified, their waste load examined and corrective actions taken 

to eliminate or reduce the waste. Some common wastes include harmful chemicals and bi-products, 
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garbage, residues of primary inputs that stream to the water affluent, horrifying smells, smoke, 

paper waste, etc. Most of the waste come from industrial processes while others come from 

operational activities. 

Another good example of waste management is recycling of products. This is now commonly seen 

with recycling of water waste through purification, recycling of paper products, plastic materials 

and many others. Switching to recyclable materials provides a suitable solution. 

Reducing on office waste through reduction of printing can also save a lot both in terms of costs 

and destruction to environment. Most companies have now adopted use of alternative methods for 

circulating mails specially using social media platforms or using e-mails. 

Carbon emissions have been one of the greatest contributors to air pollution. Reduction in use of 

fossil fuels and travel frequencies can resolve emission of carbon dioxide. Adoption of energy 

saving schemes or alternate communication schemes can fight air pollution. 

As presented by a Staff writer on Research Gate (2016), one important aspect of CSR to the 

environment is to reduce or minimize the organization’s impact on the environment through good 

waste management practices. The best strategies to embrace in corporate environmental 

responsibility include: Waste reduction, waste recycling, adopting energy saving measures, 

reduction of carbon footprint related to travels, changing the culture of printing in office only when 

it is necessary and making products green. 
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Although it is argued that CSR activities on the environment pose additional cost to the 

organization thus constraining the financial returns, the environmental CSR activities can trigger 

a chain effect on innovations, reduced operating costs, saving resources and leading to competitive 

advantage (Adelka et al, 2016). 

“Aside from pollution prevention, companies must think about environmental 

improvements in order to achieve higher resource productivity. Resource productivity 

means energy savings, labour improvements and efficiency in the use of raw materials as 

well as control and reduction of waste.  If investment in environmental protection actually 

increases profitability, is it necessary to have regulations” (Andelka, 2016; Pg. 2) 

Obstacles to CSR in the contemporary world 

Whereas CSR practices have been glorified and linked to numerous benefits to the organization, 

community and the environment, it too has some attendant constraints that deter other firms from 

undertaking this noble practice. The debate on CSR has emerged as an indispensable priority 

among scholars and corporate gurus in the globalized economy of today. Although there is ample 

literature focusing on CSR, the focus is limited to the benefits accrued from CSR practices.  

Limited literature focuses on examination and identification of the challenges and barriers 

impeding CSR implementation (Yuem & Lim, 2016). At the worst part, CSR coverage in 

developing economies has been overlooked in the literature. So, much of the discussions here are 

based on challenges impeding CSR implementation in the context of developed countries. It is 

apparent that “global models cannot be replicated by developing economies without prior 
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examination due to the macro environmental conditions and country-specific contextual 

determinants” (Majumdar, Alam, Coghill & Samaratunge, 2018).  

Secchi (2007) and Bitcha (2003), present that most of the social responsibility practices fall into 

either of the following categories: environmental protection; conservation and reduction in carbon 

emissions; philanthropy through donation of finances; provision of products or services to the 

society to benefit charitable organizations and local community; ethical labor practices that 

consider fair and ethical treatment of the employees; and involvement in voluntarism. 

Considering the challenges organizations face in implementing CSR, a number of barriers have 

been identified. In the view of Luisa and Alwyia (2020), the barriers can be grouped into two 

categories: the subjective barriers and objective barriers. “… the subjective ones perceived by 

managers are: philanthropy, charity and public relations, while the objective CSR barriers are financial 

availability, human resources and time to implement CSR practices” (Luisa & Alwyia, 2020). It has 

also been deponed that these challenges or barriers are dependent on the size of the firm, the location 

and industry the firm operates in. CSR operations in small firms is lower than that of large corporations. 

This may partly be due to conception and attitude of management (Luisa & Alwyia, 2020).  

In small firms, the involvement in CSR practices is lower than in larger firms due that the 

conception of CSR is more limited for managers of small companies and their firms tend to 

present more barriers. The higher involvement for CSR can be explained by the fact that 

managers of larger firms have a broader conception of CSR (Luisa & Alwyia, 2020; Pg. 260). 
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One of the major constraints is the negative attitude of the management to embrace CSR practices. 

The unwillingness of the top management greatly affects implementation of such practice since it 

may not be included in the business strategy of the organization. Managers of small firms view 

CSR as an unnecessary leakage in the inflows and often tend to ignore CSR in operational 

standards. Although few have tried to incorporate CSR practices at their minimal level such as 

placing garbage bins for public use, this have not been publicised or recognized as affluent.  

The architect to this good reputation and positive performance is the manager or top executive. 

The executive articulates the multidimensional matrix of CSR benefits through adoption of a 

servant-leader approach. Top executives are drivers to CSR planning and implementation by 

playing a social enterprise role (Swanson, 2008). This position is however contrasted by Soltani 

(2015) that: “Although these studies have made significant contributions toward 

conceptualization of CSR, there remains a need for a critical analysis of the national and industry 

contexts that influence managerial attitudes toward CSR”.  

The inherent role of top executives in CSR practice has gaps in the consideration of the personal 

attributes of the senior management which has a contributing effect on the engagement in CSR 

policies and practices. 

Another most common constraint cited is financial incapacity or lack of finances to sustain such a 

practice. Costs incurred on the community or to save the environment may be enormous and often 

unrecoverable (Elkington, 1997). Effective implementation of CSR activities requires 

considerable amounts of resources that include financial resources, human capital, knowledge and 
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expertise and time. It is often discovered that the budget lines allocated for CSR are inadequate. In 

some organizations CSR projects are fused with other activities thus making disaggregation of 

resource allocation difficult. In addition, “most companies do not have a dedicated department that 

manages CSR. In many cases, the responsibility to manage CSR is assigned to other departments 

whose performances are appraised based on their original scope of duties” (Yuem and Lim, 2016). 

 

Lack of strategic vision is another barrier in implementing CSR activities. This is always attributed 

to lack of commitment by the top management. Werther & Chandler, (2005) reasoned that the 

crusade on CSR should be introduces, led and formalized from the top of the organization chart. 

One approach in portraying commitment to CSR could be by accommodating CSR activities in 

the strategic plans, Company vision and mission statements. The cause of absence of strategic 

vision can be attributed to the orientation of businesses to short-term goals directed to profits. CSR 

activities entail committing short term expenses whose benefits are realized in the long term. 

 

There is apparent lack of systems for measuring CSR performance. This alone has negatively 

motivated companies to get involved in such practices. Most often than not, attention is paid to 

large and dominant companies neglecting the dismal contributions by the smaller companies. Such 

contributions appear dismal in the broader sense but comparatively a lot on the side of these smaller 

firms. 

Measurement systems are required to quantify the benefits for implementing CSR. 

Subsequently, they serve as a useful tool for the evaluation and control of CSR 

https://www.sciencedirect.com/science/article/pii/S2092521216300062#bib0295
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performances, and as a basis for rewards. However, CSR is a fuzzy terminology and is 

understood to contain different meaning by managers (Murillo & Lozano, 2006, Pg. 227). 

Presently, there exist limited environmental and social indicators universally endorsed by 

organizations for measuring CSR performance. Although ISO 26000 provides directions for the 

voluntary practice of CSR, this has not been well perceived and no real measurement or 

benchmarking techniques have been introduced. 

Compounded to lack of systems is the challenge of not rewarding companies that have excelled in 

CSR implementation. Despite recent publications that consumers are increasingly assessing the 

value of companies based on their involvement in CSR (Shin & Thai, 2014), there are no 

appropriate measures for adequate reward for CSR efforts. Arguably, CSR may only serve as a 

qualifier when price and operational performance are equal. 

In the developed countries where CSR has been regulated and minimum standards developed, the 

standards set are prohibitively high. “While complying with these standards offers preventive 

benefits … CSR only confers limited market benefits” (Yuem & Lim, 2016).  

Another constraint in my view could be the competence of the organization to involve in the social 

action projects. Entering into projects that you are not competent enough to undertake may have 

negative dividends instead on the organization. There is need to have the skills required. 

Additionally, organizations should draw a boundary between what is within their scope to 

undertake and what is legitimate and socially acceptable. Organizations should not indulge in areas 

that they do not have competent authority over or that is illegitimate and socially unwanted.  

https://www.sciencedirect.com/science/article/pii/S2092521216300062#bib0240
https://www.sciencedirect.com/science/article/pii/S2092521216300062#bib0265
https://www.sciencedirect.com/science/article/pii/S2092521216300062#bib0045
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There is also the challenge of lack of state support leaving organizations with nothing else than 

self-support. “… The self‑regulation approach, in which companies decide for themselves how 

far they engage in CSR and which CSR activities they wish to implement. The role of the state is 

limited. Legal regulation, in which the government plays the most important role. This is reflected 

in multinational initiatives which are based on binding legal commitments (Ryszard, 2017)”. 

Lastly the demands or expectations of the community is endless and one organization cannot meet 

all the demands and expect to survive. It is quoted thus: 

Today, a very serious dilemma has arisen in the form of the question: What are the expected 

limits of CSR, and how far can it go in meeting the demands of local communities? There 

are many well known cases when local authorities go too far in their expectations (Ryszard, 

2017; Pg 149). 

In the developing countries there is still the limitation of access to information and lack of legal 

backup to upscale CSR practices. 

To sum up, the concept of CSR is ever changing in its meaning and practical aspects that has over 

time shifted to include business-society relationships and environmental concerns. The 

contemporary world sees CSR as corporate citizenship or responsible business practices where 

businesses take into consideration the expectations of the society and take consideration for the 

influence of their actions on the community, shareholders and business partners. CSR has now 

evolved into a business practice where sustainable development has been incorporated into the 

business strategy and practice that positively impact on the society, economy and the environment. 
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Most of the socially responsive practices fall into either of the following categories: environmental 

protection, conservation and reduction in carbon emissions; Philanthropy through free donation, 

provision of social services or introducing socially accepted products to the taste of society to 

benefit charities and local community; Ethical labour practices that considers fair and ethical 

treatment of the employees and being involved in volunteering. 

There are some benefits accrued that trigger this response. The benefits can be aggregated into 

those to the business or organization, benefits to the community and benefits to the environment. 

However, CSR practices have been glorified and linked to numerous benefits to the organization, 

community and the environment, it too has some attendant constraints that deter other firms from 

undertaking this noble practice. 

CSR practices in the Transport Industry  

Corporate Social Responsibility is been practiced in several organizations and entities that operate 

in a number of industries such as Hospitality Industry, Wholesale and retail Industry, 

Manufacturing industry, Health care and social assistance, Finance and Insurance industry, Real 

estate Business and Government (Lewin, 2019). It is therefore not an omission to say there should 

be CSR practices seen in the transport industry too. Epstein-Reeves (2012) observes that many of 

the businesses embrace CSR practices for various reasons. Some of the reasons include: Saving 

costs, retention of customers, brand differentiation, innovation and employee retention. Other 

reasons are for long term strategy for competitive advantage. 
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The transport sector of the economy is a sector that provides services of moving persons and 

luggage from one place to another. In a deeper sense, the industry also includes the infrastructure 

needed to move the people and goods. According to Investopedia (2019), “… Technically, 

transportation is an industry group under the industrials stock sector as provided in the Global 

Industry Classification Standard (GICS)”. Activities considered under transport industry include: 

Airfreight and airlines, marine business, logistics, road and rail transportation, trucking and ports 

(Kenton, 2018). The transport industry therefore consists of industries that provide movement or 

transportation of passengers, cargo, warehousing and storage facilities for goods, and all related 

support activities. 

CSR Practices in the transport industry 

According to Piecyk & Björklund (2015), “… There is a body of literature on Corporate Social 

Responsibility (CSR) issues in relation to logistics function, but the role of Logistics Service 

Provides (LSPs) in CSR programmes is yet to be explored”. 

Piecyk et al (2015) further state that: 

Although the concept of CSR has a long history of applications, CSR within logistics 

emerged only recently and are not yet widely adopted. Many researchers note that CSR 

considerations within the discipline have attracted relatively little attention from the 

academic community. Even where different dimensions of CSR have been investigated to 

some extent in the logistics literature, these topics tend to be considered in isolation, 

https://www.investopedia.com/terms/g/gics.asp
https://www.investopedia.com/terms/g/gics.asp
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without consideration of their relationship to one another (Piecyk & Björklun, 2015; Pg. 

462). 

The current market economy is characteristic of significant dynamics of demand and supply 

trends that are relative to the changes in market behaviour. Businesses irrespective of the sector 

strive to fulfil their economic responsibilities while reducing attendant risks. Such businesses look 

for employees who can fulfil this expectation. The employees on their part are also looking for 

businesses or organizations that are socially responsible and pride in working for such 

organizations. The interplay of the market forces has a different impact on the transportation 

sector (Fryca-Knop & Majecka, 2018). The transport sector continues to experience important 

changes due to the ever-increasing trends in the market and society.  

 

On the one hand, globalization and increasing competition are creating incentives for these 

companies to cooperate in different ways – with the aim of becoming more efficient by 

sharing resources and reducing costs. On the other hand, the increasing sustainability 

awareness within society is pressuring transport companies to integrate CSR principles 

into their strategies and policies (Leon & Juan, 2019; Pg. 79). 

 

The logistical services of the transport sector are important pillars for social and economic 

development. They move people and cargo across the globe thus contributing to economic 

development. However, this comes with a cost to the environment and the society. One of the 

many CSR activities emphasized in the transport and Logistics industry is the reduction in the 
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carbon footprint which in turn increases efficiency of the transporting vessels. Emphasis on 

reducing empty mileages also minimizes fuel consumption which further reduces carbon emission 

to the atmosphere. CSR should not be limited to these practices but extends to sustainable 

management of client relations which commitment improves the company image, builds client 

satisfaction and used as a tool to capture more clients (Piecyk et al, 2015). 

The carbon dioxide emissions have become a threat to both the environment and society. Efforts 

have been put to encourage the companies to reduce their carbon emissions. In an article published 

by Leon & Juan (2019), “Specifically, CO2 emissions in the transport sector represent around 20% 

of Greenhouse Gas Emissions (GGE) of the European Union (EU), and according to the Climate 

Change objectives of the 2015 Paris Agreement, these emissions need to be reduced by 60% by 

2050”. This has a great effect on the transport sector and consequently, many companies have 

faced the uphill task of identifying suitable means of transportation that are sustainable and emit 

less carbon dioxide to the atmosphere.  

Some industry players are looking at providing fleets of ‘busses’ that use electrical energy or 

compressed natural gas or a hybrid that uses both electrical power and fossil fuel which of course 

involves investment of colossal sums of money. Considering this pressure from CSR players, and 

the imminent budgetary allocation to such innovations, the players I the transportation sector are 

left in a dilemma. “That is to say, the interaction of financial and non-financial data as integrated 

information is necessary in order to take appropriate economic decisions in this sector of economic 

activity” (Arimany-Serrat, Sabata-Aliberch, & Salazar, 2019). Despite the above insinuation, 



95 

 

 

 

there are some notable CSR practices being published by the respective companies and academic 

authors as discussed below: 

According to Leon (2019), CSR practices in the transport sector is widely referred to as “Logistics 

Social responsibility”. Companies are expected to act in consonance to the set policies and 

practices of CSR that includes transparency, stakeholder engagement, ethical practices to 

environment and society among others however, under logistical social responsibility, some 

peculiar activities are embedded such as “sustainable management of supply chain” (Leon, 2019). 

The proactive management of supply chain includes activities such as transport management, 

packaging and warehousing and purchase management.  

Regarding sustainable environmental issues, a high value has been put on the environmental 

performance (Leon, 2019). As mentioned by Massaroni (2016), Global Reporting Initiative (GRI) 

published the conclusive bulletin of the pilot survey on sector supplement for logistics and 

transportation as early as 2006.  

What is interesting, however, are the two apparent gaps in the literature: On the one hand, 

only 13% of world's largest Logistic Service Providers (LSPs) produce a formal CSR 

report and release at least some CSR associated aspects (Massaroni, 2016; Pg. 41). 

Guja (2014) reported that companies in the transport sector are involved in the education and 

sensitization of their clients, employees, distributors, suppliers and local community on the 

operational best practices of their products and services. Through education and sensitization, the 

stakeholders are enlightened on the issue of human rights, natural resource conservation best 
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practices, consumer responsibility and disaster management. The companies also engage in 

environmentally friendly solutions to operations such as reduction of paper work which has 

minimized the degrading effect on the environment. A number of companies in the transport sector 

have also joined in the battle to contain waste disposal in an ethical manner. The largest waste 

product from the transport and logistics sector is pollution. 

In analyzing the notion of Logistics Social responsibility (LSR), responsible behaviour such as 

providing employees and clients with safety gears to enhance their work safety, spearheading 

consumer rights and enhancing safety of products is key. There should be a balanced attention 

given to procurement, transportation and safe storage or disposal of goods.  

It should be noted that in Uganda the transport industry has embraced the philanthropic gesture of 

supporting school children, contributing to community projects like road rehabilitation, church 

projects and community education on environmental issues (Katamba et al, 2015). 

Challenges faced in the implementation of CSR practices in the industry 

The biggest challenge in implementing CSR activities in the transport sector is not paying equal 

attention to the three areas of social, economic and environmental contexts. Most companies are 

interested more on the business aspect and think volunteering in community actions and 

environmental protection is irrelevant (Singh & Associates, 2012). 

In the presentation of Maina (2012) close supervision and evaluations done by company staff 

showed that the CSR practices identified remain on paper. implementation is slow or delayed. This 

https://www.lexology.com/contributors/26793/
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points to another challenge. Further review showed that lack of finances was the major hinderance 

to implementation of CSR practices. (FaiYuen, 2016). This is further coupled with absence of 

strategic goals in the organization plans, absence of a functional system to measure outcomes and 

unwillingness to pay for CSR activities. In addition, the highly recognized firms practicing CSR 

(LSR) are not rewarded thus demotivating them. 

“… the practice of strategic CSR is contingent on both the firm's macro-environment and 

micro-environment, albeit to a lesser extent. Understanding these potential barriers can 

help companies avoid or overcome these barriers and improve their chances of 

successfully implementing strategic CSR” (FaiYuen, 2016; Pg. 49). 

There is also the challenge of lack of state support leaving organizations with nothing else than 

self-support. “… The self‑regulation approach, in which companies decide for themselves how far 

they engage in CSR and which CSR activities they wish to implement. The role of the state is 

limited. Legal regulation, in which the government plays the most important role. This is reflected 

in multinational initiatives which are based on binding legal commitments (Ryszard, 2017)”. 

As stated by Luisa and Alwyia (2020), the challenges faced by businesses in the transport sector 

can also be grouped into two categories: the subjective barriers and Objective barriers. “… the 

subjective ones perceived by managers are: philanthropy, charity and public relations, while the 

objective CSR barriers are financial availability, human resources and time to implement CSR 

practices” (Luisa & Alwyia, 2020). These challenges depend on the size of the firm and the industry 
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specific challenges. CSR operations in small firms is lower than that of large corporations (Luisa & 

Alwyia, 2020).  

The negative attitude of the management to embrace CSR practices is cited as one of the major 

challenges given that there is stiff competition, pressure from environmentalists and organizational 

philosophy. The unwillingness of the top management greatly affects implementation of such 

practice since it may not be included in the business strategy of the organization. The managers of 

these small firms view CSR as an unnecessary leakage in the inflows and often tend to ignore CSR 

in operational standards. Few though have tried to incorporate CSR practices at their minimal level 

such as placing garbage bins for public use, building waiting shelters for passengers, getting 

involved in charitable activities and providing donations to the needy, this have not been publicised 

or recognized.  

Financial incapacity or lack of finances to sustain such a practice is a big constraint to businesses 

wanting to venture into CSR. Costs incurred on the community or to save the environment may be 

enormous and often unrecoverable (Elkington, 1997). Effective implementation of CSR activities 

requires considerable amounts of resources. In some organizations CSR projects are fused with 

other activities thus making disaggregation of resource allocation difficult.  

Lack of strategic vision is another barrier in implementing CSR activities. This often is attributed 

to lack of commitment from the top management. (Werther & Chandler, 2005) reasoned that the 

crusade on CSR should be introduced, formalized and led from the top of the organization chart. 

An approach in expressing consideration for CSR could be by including CSR activities in the 

https://www.sciencedirect.com/science/article/pii/S2092521216300062#bib0295
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strategic plans, Company vision and mission statements. The cause of lack of strategic vision can 

be attributed to the orientation of businesses to short-term goals directed to profits. CSR activities 

entail committing short term expenses whose benefits are realized in the long term. 

The apparent lack of systems for measuring CSR performance also affects players in the transport 

sector. This alone has negatively motivated companies to get involved in such practices. Most 

often than not, attention is paid to large and dominant companies neglecting the dismal 

contributions by the smaller companies. Presently, there exist limited environmental and social 

pointers that have universal endorsement by organizations used to measure CSR performance. 

Although ISO 26000 provides directions for the wilful practice of CSR, this has not been well 

conceived and no real measurement or benchmarking approaches have been introduced. 

In the developed countries where CSR has been regulated and minimum standards developed, the 

standards set are prohibitively high. “While compliance to these standards offer preventive benefits 

… CSR only bestows limited market benefits” (Yuem and Lim, 2016).  

Some challenges identified in implementing CSR practices include Stiff competition in business 

that drains company resources which is coupled with inadequate financial resources to facilitate 

the operations. In addition, there is poor government backing in the strategy. The rigidity in 

changing traditional business practices have also become a constraining factor in CSR 

implementation. The lack of expertise on the part of management and management capability have 

also been identifies as barriers too (Aseghehey, 2018). 

https://www.sciencedirect.com/science/article/pii/S2092521216300062#bib0045


100 

 

 

 

Lastly the demands or expectations of the community is endless and one organization cannot meet 

all the demands and expect to survive. It is pertinent to note here that the lack of literature on the 

implementation of CSR in the transport sector is also a big challenge.  

In summary, CSR practices have been noted in a number of industries including the transport 

sector of the economy that provides services of moving persons and property from one place to 

another. The widely accepted name of CSR in the Transport and Logistics sector is Logistical 

Social Responsibility (LSR). In analyzing the notion of Logistics Social responsibility (LSR), 

responsible behaviour such as providing employees and clients with safety gears to enhance their 

work safety, spearheading consumer rights and enhancing safety of products is key. 

One of the greatest obstacles in implementing CSR activities in the transport industry is not paying 

equal attention to the three areas of social, economic and environmental contexts. Other challenges 

have also been identified too. Lack of literature on the implementation of CSR in the transport 

sector is also a big challenge.  

Behavioural concerns on CSR 

In developing the conceptual framework, four components of potential indicators were considered, 

each having a resultant context on the implementation of CSR. These potential indicators include 

the behavioural aspect, the normative perception, corporate practices and motivating factors. The 

behavioural aspects of ethical conviction, organization culture, beliefs, reputation and image have 

a considerate influence on the management attitude. On the other concern is normative perception 

that include management perception, employee perception, demands from the society or societal 
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perception and environmental concerns all related to social and environmental pressures addressed 

by CSR. The behavioural aspect contributes a lot to the acumen.  

The third indicator considered is the corporate practices. Addressed under this indicator are the 

involvement of the stakeholders, the management of challenges and conflicts, communication and 

feedback. Also of importance is the economic responsibility and resilience of management to the 

new business philosophy and commitment to sustainability of the venture. All these have a direct 

effect on the corporate sustainability. The corporate sustainability is also equally affected by the 

motivating factors.  

In respect to the behavioural aspect, the notion of Corporate Social Responsibility is widely 

researched on and discussed for decades now. There is however no universal position on what 

constitutes corporate behaviour – there is no definition acceptable by consensus. CSR has always 

been perceived to mean a ‘value-laden’ practice. It has been depicted as if the values are 

representative in business decisions. This leads to the primitive question – whose values are being 

considered? Is it the values of the society or that of the organization? Notwithstanding, CSR has 

been practiced for three basic purposes: to respond to demands of the society, to fulfil desires of 

influential investors and to improve competitive advantage. 

Carroll (2006) portrayed that CSR encompasses economic, legal, ethical and philanthropic 

expectations. These are virtually what the society demands of organizations anyway. “This 

definition suggests that CSR embraces the range of economic, legal, ethical, and discretionary 
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actions and obligations that directly or indirectly affect the future economic performance of the 

firm” (Onafide, 2020). 

Re-examining the concept of responsibility, it should be reviewed at two angles: “responsibility 

among firms to meet the needs of their stakeholders and a responsibility among stakeholders to 

hold firms to account for their actions.” (Onafide, 2020). This is a fair definition which provides a 

more comprehensive view because it emphasizes the reciprocal role of stakeholders holding firms 

to account.  

Evidently therefore, organizations that demonstrate ethical behaviour through their social, 

economic and environmental responsibilities benefit from positive reputation. They are less 

affected by negative publicity and possible legal actions arising from their unsuitable business 

decisions (Luu, 2012). Therefore, ethical business practice is solely the rules and regulations of a 

business that are hinged on some norms and values (Singh & Singh, 2018) while the ethical part 

involves doing the right thing in-line with business perspective (Khan, Khan, Ahmed & Ali, 2012). 

This makes CSR to be regarded as a corporate engagement between the society and the business. 

It denotes a social contract where businesses or organizations offer core economic and social 

values to the society through their actions and operations (Khan, Khan, Ahmed & Ali2012). CSR 

therefore provides avenue for expressing the moral responsibility of the business to society by 

meeting the socio-economic expectations of the people within the community. “In other words, 

CSR is the act of ensuring the safety of the society and thereby optimizing profit” (Luu 2012).  
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This review qualifies CSR to be a liquid concept – it is seemingly both the means and the end. 

CSR forms an integral part of business policy and a justification for the existence of business in 

the larger society.  

CSR is an argument of moral reasoning that reflects the relationship between a company 

and the society within which it operates. It assumes businesses recognize that for-profit 

entities do not exist in a vacuum and that their ability to operate and achieve ongoing 

success comes as much from societal resources … and consent (Onafide, 2020; Pg 1). 

In a nutshell, CSR has emerged from the mutual interdependence and interaction between business 

and society. It is a behavioural concern that is hinged on values. CSR is shaped by moral standards 

of society and values attached to interdependence. The values define the extend of consideration 

of social justice and human rights. In the words of Onafide (2020), the accomplishment of a 

business depends on the community “that provides the infrastructure, employees, consumers, and 

other elements that are central to success”.  

Social morality is a behavioural responsibility which is an integral portion of business ethics. 

“A business is responsible not only for treating its employees and customers well, but also for 

keeping up its end of the bargain with society at large” (Button, 2017). Minimizing impact on 

the environment, giving donations to the needy, recalling products that are dangerous to people 

and environment, and supporting charities are some of the moral responsibilities of the business 

to the society. “… the problems with responsibility and business ethics sometimes occur when 
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a business has to weigh these responsibilities against its responsibility to shareholders’ (Button, 

2017). 

A critical analysis by Stobierski (2021) showed that it was in the initial period businesses were run 

exclusively for making profits. Profit maximization was determined every action taken within the 

business initiatives and actions pursued. However, in the past decade, business owners have come 

to the realization that they have a moral obligation to the society – ‘a responsibility to do more 

than simply maximize profits for shareholders and executives”. These moral obligations came to 

be referred to as social responsibility towards the people, planet and the society. 

Firms that embrace corporate social responsibility are typically organized in a manner 

that empowers them to be and act in a socially responsible way. It’s a form of self-

regulation that can be expressed in initiatives or strategies, depending on an 

organization’s goals (Stobierski, 2021; Pg.1). 

In the view of Hamza and Jarboui (2020), focusing on corporate social responsibility from the 

point of morality means that businesses are socially obliged to all stakeholders and have to act in 

a responsible manner. The moral obligation for social responsibility is either derived from ethical 

principles or moral philosophy or from religious doctrines. It is further stressed that moral actions 

need not be upheld by any reason or consequence rather for its own sake. Therefore, businesses 

should simply portray their moral obligation just as the right thing to do and not because of 

expected business fortunes and reputation. This particular insight brings another dimension to 

https://online.hbs.edu/blog/?author=Tim+Stobierski
https://online.hbs.edu/blog/?author=Tim+Stobierski
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moral responsibility which intrinsically denotes behavioural orientation of businesses to social 

responsibility. 

Some recent scandals in business operations have re-directed academics and researchers to focus 

on CSR strategies and the motives that drive businesses to such a practice. This in the academic 

cycles is still a puzzle (Hamza and Jarboui, 2020). The consequential effect shall be that the ability 

to get engaged in CSR may dilute its moral values if the actions are justified by some hidden 

reasons and anticipated consequences. 

The moral obligation of businesses to society and environment should not be pegged on expected 

benefits or rewards from society and government. If such is considered, then the morality in the 

behaviour is doubted. Moral obligations cannot be equated to legal and regulatory obligations. It 

has to be propelled by a conviction of responsibility and not imposed by duty or regulation. 

Management and Employee perception on CSR 

CSR is now understood as the practices and policies of a company that impacts on the stakeholders 

and the environment. Such practices apply beyond the legal requirement (Samra, 2016). Previous 

studies on CSR generally focused on the external stakeholders such as the customers, community 

and suppliers (Dilling, 2011) than internal stakeholders such as the employees and the 

management.  

Collins dictionary defines perception as “the way that you think about something or 

the impression you have of it” (Collins.com, 2019). In other words, it is the feeling you have about 

https://www.collinsdictionary.com/dictionary/english/think_1
https://www.collinsdictionary.com/dictionary/english/impression
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something. Perception is also seen as the “organization, identification, and interpretation 

of sensory information in order to represent and understand the presented information, or the 

environment” (Wikipedia, 2019). Perception is greatly influenced by the perceiver’s experiences, 

expectations and attention. It is an internal factor to the individual. 

Whereas several studies have been conducted to investigate the understanding and interpretation 

of CSR by the customers (Samra, 2016), external stakeholders (Dilling 2011), consumers (Smith, 

2010) and corporate reputation (Yadav, 2018), there is need to understand the perception of CSR 

within the internal environment of the company. As put by Sarfraz (2018): “Prior studies are 

mainly concerned about CSR effect on the external environments, such as corporate reputation 

and corporate image. Fewer studies have been conducted on employees CSR perception 

relationship with the extra-role behaviours, such as organizational citizenship behaviour (OCB)”. 

These earlier studies have concentrated much on corporate dimensions and consumer protection 

including consumer attachment, loyalty and retention which are more related to the external 

environment of the company to portray a better image. The internal environment consists of the 

management, employees, policies and operations. The focus of this theme is to understand the 

perception of CSR as regards the internal environment consisting of Employees and the 

management. Just as we interest ourselves on the importance of CSR practices, we also need to 

understand the perception of CSR too. 

Management perception on CSR 

https://en.wikipedia.org/wiki/Sense
https://en.wikipedia.org/wiki/Information
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Management and employees play a very important function in implementation of CSR practices. 

With the ever-evolving meaning and practice of CSR, the societal context has transformed from 

the initial philanthropic patronage to responsive behaviour towards society and the environment 

(Murthy, 2014; Carrol, 2016). In achieving all these, the management is responsible by giving 

guidance and direction. This justifies the ever-growing interest to investigate management’s 

perception on CSR practices and implementation.  

Perception is an intrinsic factor- an infelt feeling about something. It is your impression about 

something or the way you think about it (Collins.com, 2019). Perception is also seen as the 

“organization, identification, and interpretation of sensory data in order to represent and 

understand the presented information, or the environment” (Wikipedia, 2019). Perception is 

greatly influenced by the perceiver’s experiences, expectations and attention. It is a cognitively 

internal process within the individual. 

The conceptual framework presented that perception is understood from the management and 

employees’ context conceived towards the customer expectations, societal demands and 

environmental concerns which arise out of societal pressures that yields to sustainable and 

responsive CSR implementation. The behavioural element aligns with management attitude. 

Management plays an important function in implementation of CSR policies and practices. For the 

purpose of this paper, management includes both the top management or senior management and 

the middle level management. According to Murthy (2014), the past decade has witnessed a radical 

transformational orientation in the relationships between business and society. Among these 

transformational changes are the drivers of globalization, size of businesses, market influence, 
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business repositioning, government interventions and increased attachment of importance to 

relations with stakeholders. Other drivers include consumer awareness and brand reputation. 

Several surveys conducted to assess the perception of management on CSR implementation have 

showed a mixed opinion on the context pointing to “a gap in the knowledge” (Murthy, 2014). 

Many organizations investigated adopted varying words or languages to operationalize CSR terms 

although there have been specific parameters to define each (Rachel, 2019). In a nutshell, the 

management approach to CSR largely depends on the focus of the company and the size of the 

organization. 

In the same vein, the interrelation between business and the society has transformed from 

paternalistic patronage of philanthropy to realigning the various roles, responsibilities and rights 

of business and society (Murthy, 2014). This has redefined CSR in relation to business 

responsiveness to society in regards to social, ethical, environmental and legal expectations 

(Carrol, 2008). To achieve all the above expectations, the management is central to realize the 

outcomes and at the same time to ensure the business spurs to growth. This justifies why of late 

there is a rising interest to investigate the perception of management on CSR. Further 

investigations have been carried out to understand the actions management takes in regard to these 

socially-responsible concerns. 

In the words of Wood (1991), the success is in the management of expectations of the stakeholders 

and not the management’s intention as a driver to socially-responsible behaviour. The assessment 

of managements behaviour towards CSR only provides an indication of the inclination of 
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management to respond to CSR issues. In another view of Leonidas et al (2012), The approach of 

management to CSR programmes is dependent on the size and focus of the organization. Most 

companies implore an internal managerial function to execute CSR policies and programmes. 

The perception of management on CSR can best be understood if viewed from the following areas 

of responsibility: the philanthropic responsibility, ethical responsibility, legal responsibility, 

economic responsibility and environmental responsibility – which are the key components of CSR 

that the management is expected to address. The initiatives used by organizations to engage in 

social interventions include Shared value, CSR and Corporate philanthropy. Many organizations 

adopt varying words or languages to operationalize these terms although there are specific 

parameters to define each. (Rachel, 2019). Management often act beyond the law to incorporate 

community and social demand in their proactive measures aimed at improving the quality of living 

for both the employees and the community. Organizations consider social responsibility strategies 

differently dependent on the direction and size of the organization but all focusing on ethical 

considerations for business that include business responsibility, economic responsibility, legal 

responsibility and philanthropic responsibility (Watters, 2019). 

It is suggested that organizations should be aware of the social values and standards of operations 

in doing business. This makes reference to ethical business practices. Such businesses should 

provide for safe working environment to its employees, abide by the existing labour laws and 

should be willing to operate in a competitive environment (Waters, 2019). The dilemma the 

corporate manager contemplates on is whether to stick to shareholder wealth creation or bow down 

to stakeholder demands. The economic purpose of an organization may be to make profits or 
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realize resources to meet its strategic goals. However, the economic dimension of CSR portends 

that the organization satisfies the demands of its employees taking into consideration equitable and 

non-discriminatory wage policies. 

CSR in the perception of the management also goes beyond this escarpment. The management 

should be aware of the local, national, regional or global rules, regulations and statues. These often 

vary from region to region. While struggling to meet its economic and ethical responsibilities, the 

management should show great concern to the legal regimes to avoid unnecessary litigations 

(Rachel, 2019; Murthy, 2014).  

Given that perception is intrinsic and that what can be felt is the behavioural changes, then CSR is 

aligned to the Behaviourist Theory (Phillips, 2011) which states that: “Behaviourism is a learning 

theory that only focuses on objectively observable behaviours and discounts any independent 

activities of the mind”. The introduction of CSR in business practices and philosophy is seen as a 

learned behaviour that is not entrenched yet. 

Based on the environment the company or organization operates in, CSR is perceived to provide 

more challenge to managers by requiring the organizations to look beyond financial gains but look 

at humanity too. Companies should use their time and resources to invest on the community they 

operate within in the form of assistance to the needy, educational scholarships – all as a gesture of 

philanthropic responsibility (Watters, 2019). Given such a demanding scope, management 

perceives CSR as an extra burden to the organization. What is however not clearly understood is 

the effect of the long-term CSR practice and dividends accrued from it. 
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Employee perception  

A number of studies conducted on CSR have concluded that there is a positive balance in the role 

played by CSR practices leading to increased efficiency, good reputation of management and 

increased employee performance (Cavali, 2018). As stated, “CSR helps to attract talented 

individuals, it ensures that employees feel good in a company and consequently increase their 

commitment and the pleasure of business which leads to a better business performance”. Although 

this is a generalized position, there may be some variations noted due to diversity at workplace 

and the work environments because research in some locations is still inept.  

Previous research on corporate social responsibility (CSR) investigates customers' 

perceptions; however, employees' view of CSR remains largely unexplored. Corporate 

culture and its capabilities become resources for the competitive advantage and employee 

perceptions of CSR activities play an important role in employee attachment to their 

company as well as corporate performance (Lee, 2013; Pg. 1716). 

In the view of Lee (2013), employees’ perception of CSR is greatly influenced by “perceived 

cultural fit”, organizational justice and organizational citizenship which has a significant effect on 

employee affection to the organization and performance. Organizational justice is viewed in the 

dimensions of distributive justice and procedural justice (Azim, 2014). 

According to Deborah Rupp (2017), “Organizational justice refers to employee perceptions of 

fairness in the workplace which can be classified into four categories: distributive, procedural, 
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informational, and interactional. Distributive justice reflects perceptions regarding fairness of 

outcomes, while procedural justice reflects perceptions of processes that lead to these outcomes”.  

Recent research on CSR has given great attention to employee engagement because the success of 

an organization depends on employee performance and financial position. Employee outcomes are 

predicted by employee engagement (Azim, 2014). Scientific evidence shows that CSR has 

emerged as a driving force to enhance employee engagement – being one of the pertinent 

stakeholders in any organization. Employees are directly and indirectly affected by CSR practices 

and they can also affect the activities of the organization.  

Organizations consider employee training, incentives and procedural justice as an antecedent for 

employee satisfaction and commitment as an internal CSR. This however should be conjoined to 

other moderating attributes such as organizational commitment and job satisfaction.  According to 

Sarah (2010), “Organizational commitment enhances employees’ ratings of corporate image and 

positive image increases employees’ commitment”.  

Studies have proved that employees are proud and committed to companies that have CSR 

interventions which in turn improve the employee perception of the organization. Employees feel 

associated to a company that serves the world and feel they too are serving the world through the 

company which improves identity. 

Data from CCL’s World Leadership Study also support this finding: employees’ 

perceptions of their organizations’ concern for community and environment is linked to 
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their level of organizational commitment. perceptions of CSR make a unique and positive 

contribution to overall commitment (Sarah, 2010; Pg. 2). 

Employee commitment translates into favourable outcomes for the organization. These include: 

reduced turnover, improved job satisfaction, increased output and organizational citizenship and 

culture. In the view of Schaefer (2019), employees associate themselves according to social 

categories which are hinged on several attributes such as the organization they work for, the 

industry, service to others, which propounds to the ‘social identity theory’ and that “… the 

membership in these social categories influences an individual's self-concept” (Schaefer, 2019). 

In such a regard, employees seek to identify with organizations that have dominant CSR policies 

and practices. They feel to experience the successes and failures of such organization. As suggested 

by the Social Identity Theory, employees get engaged in behaviour that helps the organization to 

achieve its goal since the perceived CSR practices of the organization tremendously influences job 

satisfaction and performance. 

Reklitis (2018) affirms that the value of an organization is rooted in the loyalty, knowledge and 

abilities of its employees in addition to being grounded to the interrelations with the customers, 

community and other stakeholders. It is therefore imperative that the perception of employees on 

CSR practices of the organization is related significantly to the performance, behaviour and 

attitude at the workplace. 

In conclusion, the motivation of this theme is to examine the perception of CSR as regards the 

internal environment consisting of Employees and the management. Management plays an integral 
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role in implementation of CSR policies and practices. It is important to note that the interrelation 

between business and the society has transformed from philanthropy to realigning the various 

roles, responsibilities and rights of business and society. CSR is therefore perceived to provide 

more challenges to managers. 

The perception of employees on CSR practices of the organization is related significantly to the 

performance, behaviour and attitude at the workplace. Employees’ perception of CSR is greatly 

influenced by conceptualized cultural fit, organizational justice and organizational citizenship 

which has a significant effect on employee affection to the organization and performance 

Employee commitment translates into favourable outcomes for the organization. 

Therefore, the perception of CSR by the employees varies with that of the management quite 

drastically. Employees view CSR as a solution to their grievances while management views it as 

a challenge to strategically handle. 

Behaviour of Top Executives and Employees to CSR  

The debate on CSR has of late attracted public interest which has caused several companies to 

include social strategies in the economic policies in order to earn respect for their management 

principles and contribute to socio-economic and environmental decadence (Boubakary, 2016). 

CSR is now seen as a microeconomics for sustainable development that reconciles socio-economic 

development. It is now considered as the company’s approach to strike a balance between interests 

of all stakeholders and not just to increase the wealth of the shareholders. 
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In the view of Hohnen (2017), the business cause of CSR varies from entity to entity depending 

on a number of facets such as the size, location, activities involved in, the products and 

management orientation. Entities also use different approaches to take on CSR activities ranging 

from strategic approach; incremental approach; or goal-oriented CSR leadership.  

Considering the Agent-Steward relationship, the manager’s profile models the entity’s approach 

to CSR implementation hinging on the perception of ethical and responsible behaviour (Jose-Luis, 

2011). This connotation is summed up in the phrase that: There cannot be a socially responsive 

behaviour without having a socially responsible manager who can deliberately sacrifice corporate 

interests and objectives for the sake of socially responsible behaviour.  

Whetten (2013) suggests that: “The micro-foundation of corporate social responsibility lies on 

how managers influence organizational activities relying on their individual traits, behaviours, and 

shared leadership as antecedents to corporate social responsibility”. Whereas most reviews on CSR 

are hinged on factors external to the organization, the relatively ignored internal factors concerning 

the management response and attitude of implementing CSR activities and attention to employee 

and work conditions needs to be emphasized here since it is the management’s perception and 

attitude or behaviour towards CSR that motivates the employees to embrace CSR practices 

(Cavazotte, 2017). The behaviour of top executives and employees towards the implementation of 

CSR practices is therefore discussed below. 

Behaviour of top executives towards the implementation of CSR practices 
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There is a great distinction between having a good business and operating a responsible business. 

According to Hohnen (2007), “… companies which may have a good reputation can risk losing 

their hard-earned name when they fail to put systematic approaches in place to ensure continued 

positive performance”. The architect to this good reputation and positive performance is the 

manager or top executive. The executive articulates the multidimensional matrix of CSR benefits 

through adoption of a servant-leader approach.  

The Resulting combinations in the matrix highlight the multidimensional nature of 

corporate social responsibility and the benefits of focusing on emerging work on servant 

leadership. Merging the corporate social responsibility and leadership literatures 

demonstrates how each can strengthen the other and illustrates new types of individual-

level questions to explore when drawing on such connections (Hohnen, 2007; Pg. 2).  

Top executives are drivers to CSR planning and implementation by playing a social enterprise role 

(Swanson, 2008). This position is however contrasted by Soltani (2015) that: “Although these 

studies have made significant contributions toward conceptualization of CSR, there remains a 

need for a critical analysis of the national and industry contexts that influence managerial 

attitudes toward CSR”. The inherent function of top executives in CSR practice has gaps in the 

consideration of the personal attributes of the senior management which has a contributing effect 

on the engagement in CSR policies and practices. 

The personal attributes include the managerial mindset to influence acceptance and 

implementation of CSR practices. This mental attitude motivates the executive to respond to the 
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entity’s commitment and responsibility to societal and environmental concerns. It is the 

manager’s responsibility to influence others to understand what is to be done and agree on the 

best approach to do it (Soltani, 2015). 

The social issues in the CSR matrix presents the manager with a complex decision trap that requires 

a “process of conducting strategic and organizational change”. The first step is to gain awareness 

of the social issue and formulate a policy to address it. Secondly the manager has to design 

responsive mechanisms to tackle the issue. Lastly the manager designs an approach to entrench 

the organizational involvement and commitment to the social cause.  

This however is not a smooth ride for the management or top executives. 

“… from a subjective perspective, CSR is an umbrella term that summarizes how business-

society relationships should be developed. From this perspective, CSR responds to a 

manager’s subjective perception of what this relationship should be like, considering 

ethical, moral or philanthropic issues. On the other hand, from an objective perspective, 

CSR has an instrumental use where CSR gets outcomes and represents a mechanism with 

which to respond to the institutional pressures perceived by managers, to secure long-term 

benefits, and to obtain competitive advantages which result in supernormal profit, among 

other aspects (Salvador, 2017; Pg. 2). 

The top executive therefore needs to find a fit between company reputation and economic stability 

in order not to collapse the company. They need to get the fit between their subjective perception 
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and the objective perspective of CSR. There is need to revisit the current management models in 

order to integrate CSR concerns into the management model (Lindgreen, 2009). 

The actions of the top executives may positively or negatively affect the well-being of stakeholders 

and organizational outcomes in the long run. There should be a mutual correlation between 

Corporate Social Responsibility activities and the stakeholders. Several studies have been directed 

to understanding this relationship and explore reasons why the relationship is relevant. It has been 

unearthed that CSR practices that are reliant on corporate governance practices has a direct 

relationship to the traits of the executive’s personality that mitigates or enhances the relationship 

(Salhi, 2021).  

This notwithstanding, however, there are several other factors that influence CSR engagement and 

the manager’s role is prominent and of a particular importance. The Executive play an important 

role of decision making and giving direction to the company. Therefore, their characteristics have 

influence on perception of CSR (Salhi, 2021). 

Behaviour of employees towards the implementation of CSR practices 

The image of an organization is seen in the behaviour of the employees. In any discussion on 

internal context of CSR, the employees are the central stakeholder to be affected. “… employees 

often emerge as the most important stakeholder group toward whom the corporation must 

exercise its social responsibility” (Lindgreen, 2009). It is a common position that CSR strategy 

encourages organizations to develop positive behaviour in the workers and reduces negative 

performance. “Positive behaviour improves employee performance which increase profitability 
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and will lead to good reputation of the company as well whereas negative attitude /conduct increase 

firm liabilities” Khan (2014). 

The employees’ behaviour is greatly defined by the organization’s objectives and policies. The 

employees find it more attractive to identify with the organization that focuses profoundly on CSR 

practices. Managers therefore strive to develop a strategy that strengthen the relationship between 

the employees and the organization to strengthen this emotional attachment. Such employees feel 

satisfaction with the organization, always speak good of the organization and commit to 

concentrate on their work. Therefore, for an organization to involve in CSR activities enhances the 

self-image of the employee (Khan, 2014; Lindgreen, 2009). 

It is important for an organization to comprehend how the employees respond to and evaluate the 

CSR strategies and practices in order to effectively design, implement and communicate the CSR 

engagements. Previous investigations have poised that involving in CSR practices without 

considerable evaluation of the strategy can diminish employee morale and bring to despair the 

employee-organization relationship (Farooq, 2014). 

Employees are the greatest asset any organization has. Managing them to achieve great results 

involves designing some specific tools to identify their priorities. This enhances their morale, 

motivates them and improves performance and commitment (Gazzola, 2016). 

If the companies accept that employees are the greatest asset, they have to decide what the 

priorities in human resource management are and what tools are available to achieve the best 
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results. With CSR the companies can address the efforts to enhance employee morale, motivation, 

commitment and performance (Tuffrey, 2003). 

“… the relationship between CSR and employee engagement is seen like a set of techniques 

which takes people’s experiences and their verbal expression seriously, while checking 

their value, meaningfulness and applicability” (Gazzola, 2016; Pg. 485). 

Most companies or organizations hence rely on employee engagement as a tool for success. 

Employees play a strategic role through their performance, commitment and relations with external 

stakeholders. This cross-sector alliance provides an innovative strategy to business success. 

Employees view CSR as a solution to their challenges if appropriately implemented or it becomes 

a demotivator if not strategically reviewed. 

CSR instills in the employees the value of organizational citizenship. They view the organization 

as doing the right thing and expect more to be done and consequently also do the right thing- to 

get engaged in corporate behaviour. They portray a great sense of belonging and identity with the 

organization. This entrenches social responsibility which is greater than economic success. The 

positive feeling about the organization increases the employee affinity to stay in the organization 

which is a sign of positive attitude (Griek, 2017). 

The behaviour of employees to CSR is therefore dependent on the application and conviction of 

the organization to include employee matters in the strategy. A good strategy improves morale, 

creates sense of identity and belonging and improves performance and linkage with the external 
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stakeholders. It is therefore imperative that the behaviour of the employees is critically examined 

to design CSR strategies that can motivate them. 

In summary, the micro-foundation of CSR lies on how managers influence organizational 

activities. Top executives are drivers to CSR planning and implementation by playing a social-

enterprise role given their unique attributes. The personal attributes include the managerial 

mindset to influence acceptance and implementation of CSR practices. The social issues in the 

CSR matrix presents the manager with a complex decision trap. The top executive therefore needs 

to find a fit between company reputation and economic stability. 

Employees are the greatest asset of any organization. Most companies or organizations hence rely 

on employee engagement as a tool for success. CSR instills in the employees the value of 

organizational citizenship. The behaviour of employees to CSR is therefore dependent on the 

application and conviction of the organization to include employee matters in the strategy. 

Motivating factors for CSR  

CSR has in the recent periods gained increased attention from businesses and organizations and 

been entrenched as a fundamental part of the organization. It has also claimed considerable 

responsiveness from the academic world as well. CSR has therefore become a widespread 

phenomenon that many businesses and organizations has incorporated CSR practices in their 

strategies and philosophy (Sontaite, 2015). The question that deserves some critical thinking and 

perhaps practical answer is: What drives such organizations to endorse CSR practice as a business 
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policy or in the strategic plans? What motivates the decision makers to embrace such a costly 

venture and sustain it? 

Merriam-Webster Dictionary (2019) defines a motive as “something (such as a need or desire) that 

causes a person to act”. It is the incentive, impulse or inducement that stimulates an action. A 

motive also implies the desire or emotion that operates on the will of a person causing the person 

to act. Impulse denotes “a driving power arising from personal temperament or constitution”.  

Motive can also be viewed as a need or desire that causes a person to act. It is the incentive that 

induces or stimulates an action. Motive can also be seen as the emotion which operates on the 

will of a person which causes the person to act. Impulse denotes “a driving power arising from 

personal temperament or constitution”. In view of Graafland (2012), factors that motivate 

organizations or businesses to practice CSR consists of extrinsic and intrinsic factors.  An extrinsic 

motive looks at the financial aspect while the intrinsic motive looks at the ethical issues to people 

and the environment.  

Sonitaite (2015) affirms that “many businesses and organizations have motivations for 

incorporating CSR practices in their strategy and philosophy”. In the view of Graafland (2012), 

considerations towards the people entail social responsibility while issues to do with the planet 

addresses the ecological and environmental context. Yin (2015) further contends that the 

environment is a major force, the motivator, that impulses organizations to embrace CSR practices. 

The environment consists of both internal and external business environment. The internal 

environment consisting of corporate culture and management attitude while external environment 
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is composed of political, social and globalization pressures. Nzovah (2012) affirms that 

organizations that engage with their stakeholders often develop valuable CSR related practices.  

Given such a viewpoint on what a motive is and what it can result into, Sonitaite (2015) suggests 

that the pressure from stakeholders on social and environmental issues could be a responsible 

motivator that makes such organizations introduce CSR practices in their operations. 

Indeed, nowadays organizations are facing growing expectations from various stakeholder 

groups. Organizations attract great attention and pressure on social and environmental 

issues. Being socially and environmentally responsible is very important to organizations 

of all types and sizes, (Sonitaite, 2015; Pg. 503). 

According to Nzovah (2012), organizations that engage with their stakeholders often develop 

valuable CSR related practices. Such valuable practices address the triple “P” bottom line of 

People, Profit and Planet (Ven, 2006). It is observed that considerations towards the people entails 

social responsibility while issues to do with the planet addresses the ecological and environmental 

context (Graafland, 2012). Amidst all these is the business survival based on the profit motive. 

The engagements come from the motivations of the management. That is why the companies chose 

providing benefit to the community and giving back to the community as the basic practices that 

can attract more customers and promote their corporate image. 

In an article by Graafland (2012), a deeper review of factors that motivate businesses and 

organizations to embrace CSR practices have been discussed. Three motives have been identified 

in relation to “labour, environment and social aspects” as consisting of extrinsic motives and 
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intrinsic motives. Extrinsic motive looks at the financial aspects while the intrinsic motive looks 

at the ethical issues to people and the environment. 

The financial motive is an extrinsic motive of CSR. It encourages CSR because it has 

instrumental value for profit or income. Non-financial motives often reflect intrinsic 

motives that perceive CSR as an end in itself, independent from (financial) benefits and the 

moral duty to be socially responsible can be derived from ethical principles of moral 

philosophy or from religious principles (Graafland, 2012; Pg. 380). 

These motivating factors normally affect and is also affected by the managements attitude; the 

social and environmental pressures, issues of sustainability and responsible behaviour. Policy 

makers may determine to incorporate CSR in the business or organization policy but the attitude 

of the management determines whether to fully incorporate in in the operational plans or not. A 

positive attitude embraces the practice while a negative attitude becomes detrimental to the policy. 

Conversely, considering the associated costs involved in sustaining CSR practices, the level of 

income prevails over any hopes of being involved in such practices. 

At a further analysis, the factors that motivate organizations to embrace CSR practices may also 

be grouped into internal factors and external factors. Internal factors look at the personal interest 

of the management and employees while external factors consist of the pressures from clients, 

media, competitors, suppliers and government. External factors normally follow some reward 

system that compels certain behaviour. To sum it all a judgement must be taken albeit concerns of 

profitability, commitment, ethical responsibility and legal and regulatory concerns. 
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Dokpesi (2014) opines that a considerable pressure is exerted on a business by the environment it 

operates in. The demands put by the facets of the environment makes CSR as a vital tool for 

business survival. “The external environment of an organization has evolved over time to become 

a major stakeholder in the success of the organization and could also pose challenges to such 

organization when the needs are not met” (Dokpesi 2014). It should be noted that businesses only 

enjoy to maximize their shareholder’s wealth when they operate in a conducive environment. 

Yin (2015) concurs with the allusion that environment is a driving force that makes organizations 

embrace CSR practices. In the words of Yin (2015) internal factors consisting of organizational 

culture and management attitude while external factors are composed of political, social and 

globalization pressures: 

“… internal institutional factors, including ethical corporate culture and top management 

commitment, and external institutional factors, including globalization pressure, political 

embeddedness, and normative social pressure, will affect the likelihood of firms to act in 

socially responsible ways. In particular, implicit ethical corporate culture plays a key role 

in predicting different aspects of corporate social responsibility (CSR), while external 

institutional mechanisms mainly predict market-oriented CSR initiatives” (Yin, 2015; Pg. 

673). 

While Sonitaite (2015) and Yin (2015) suggested that pressure from stakeholders could be a 

responsible motivator that makes such organizations introduce CSR practices in their operations, 

some findings weakly support this conviction. Dokpesi (2014) had also opined in a similar voice 
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that the environment exerts a considerable pressure on the businesses to embrace CSR. In 

prevailing circumstances where CSR is still a new concept and the stakeholders have not fully 

recognized their contribution, a lot is still desired. It is therefore apparent to say that the practice 

of CSR by the companies is hinged on the benefits they enjoy from such practices and not from 

any pressures. 

In an article published by Marketing Study Guide (Contributor, 2019), the current trend identified 

from especially big organizations that adopt socially responsible behaviour shows the following 

motivating factors or drivers to CSR: Government policies and regulations; consumer 

expectations; social media; costs involved; type of industry; prospects for competitive advantage 

and corporate culture. 

Most countries have enacted laws and regulations that compel business organizations to carry out 

business in a prescribed manner. Such business organizations impacted by the legislations have to 

comply to the requirements of the Act or regulation. Hence the legislation becomes a driving force 

or a motivator to get involved in CSR practices although quite unwillingly (Sink & Associates, 

2012). In addition, the consumer awareness has grown in the areas of social responsibility and 

environmental contexts. These concerns about the environment and public expectations define the 

consumer purchasing decisions hence putting pressure on the businesses to bow to the public 

demand (Chaffee, 2017). 

The Study Guide (2019) also presents social media platforms as another driver that compels 

organizations to practice CSR. Consumers may form lobby groups in the social media to attract 
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attention or publish adverse coverages that if not addressed may have negative consequences to 

the organization (Cavali, 2018). A win-win puzzle will definitely compel the organization to 

embrace CSR practices (Atan & Fadhilah, 2015). 

The type of industry the organization operates in to a greater extend determines whether such a 

business should consider engaging in CSR. There are industries where the society puts great 

pressure and expectations on such as the manufacturing industry and banking industry 

(Contributor, 2019; Sink & Associates, 2012). The positioning of the industry whether in a 

developed country or a developing country also matters in such a decision matrix. 

Another motivating factor is the potential for competitive advantage that the organization or 

business may anticipate or explore. Building a core image around responsible behaviour can yield 

considerable dividends to the company image (Addelka, 2016; Marketing Study Guide, 2019). 

One final motivator to CSR is the predefined corporate culture. CSR is the reflection of the 

corporate culture especially adopted by the top management (Afrin, 2013; Cavali, 2018). 

In conclusion, there are considerable factors that influence businesses and organizations to 

embrace CSR practices. A considerable pressure is exerted on a business by the environment it 

operates in. The pressure from stakeholders on social and environmental issues can be a motivator 

that makes such organizations introduce CSR practices in their operations. Such motivators or 

drivers are internal while others are external to the organization. It is the management attitude that 

prevails on whether the organization adopts CSR practices or not considering the Legal aspects, 

the industry the organization is in, the commitment and profitability of the business. 
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Strategies for developing a framework for competitive advantage  

Most big businesses and organizations have reached to the peak through competitive advantage 

(Cavali, 2018). In the business sense, “The term competitive advantage refers to the ability gained 

through attributes and resources to perform at a higher level than others in the same industry or 

market” Wikipedia, 2019. Competitive advantage is the attribute that makes a business perform 

better than the competitors. In ordinal sense, such attributes may include preferential access to 

natural resources, having highly skilled labour-force, a perfect geographical location and access to 

more advanced technology. Competitive advantage presents in three forms: Cost leadership, 

differential strategy and focus strategy. 

Competitive advantage can be defined as the attribute that makes a business perform better than 

the competitors. It is the control that businesses gain over the competitors through offering 

customers better value for their choice which translates into brand loyalty. Amadeo (2019) adopts 

three strategies through which businesses can gain competitive advantage: the benefit the product 

provides, the target population and the competition available. Meanwhile, Michael Porter’s 

cognizant framework for achieving competitive advantage looks at differentiation advantage and 

cost advantage. Cost advantage happens when a business provides the same services or products 

at a lower cost while differentiation advantage occurs when the business provides better services 

and products than its competitors. 

In the view of Amadeo (2019) there are three strategies through which businesses can gain 

competitive advantage- the benefit provided by the product, the population targeted and 

availability of competitors. According to Ma (1999), competitive advantage can be seen through 
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the framework of positional advantage and compound advantage. Positional advantage looks at 

the strategic locus of the business and its accessibility while compound advantage exists when 

there is integration of multiple advantages. 

A framework is a strategic tool that guides businesses to think differently to achieve their goals. 

The frameworks are used in analyzing strategic business concerns (Lome, 2019). In consideration 

of the findings, the best framework can be built around expounding on the philanthropic axis. 

Comparative advantage can be achieved if the organization has a better way to address concerns 

of the consumers, the society and the environment while considering the philanthropic approach 

(Cavali, 2018). 

In the view of Ma (1999), competitive advantage can be analysed based on the following 

framework: 

The first framework looks at Positional advantage due to the company’s unique attributes and 

endowments that generate economic benefits or Kinetic advantage through consolidating its 

knowledge base and capabilities.  

Secondly, Homogenous advantage where a company has similar strengths and skills as its 

competitors but does the same thing better than the competitors; or heterogeneous advantage in 

which a company boasts of having varies skills and capabilities that are superior to that of the 

competitors. 

The third framework analyses competitive advantage in the viewpoint of Discrete advantage and 

Compound advantage. Discrete advantage occurs when there is a stand-alone advantage while 



130 

 

 

 

compound advantage exists when there are multiple advantages that are integrated into a whole 

(Ma, 1999). Example of a discrete advantage is when a company has modern equipment compared 

to the other competitors whereas compound advantage exists when the modern equipment is 

combined with superior labour force and efficient distribution. 

A framework is a strategic tool that guides businesses to think differently to achieve their goals. 

The frameworks are used in analyzing strategic business concerns (Lome, 2019). Selecting a 

framework to employ needs careful consideration of the objectives of the organization, what you 

want to achieve, the strengths and weaknesses. The Strategic framework should consider the nature 

of rivalry with the competitors, threats from products that substitute yours, the bargaining power 

of consumers, threats of new competitors in the market and the bargaining power of the suppliers. 

This therefore calls for identification and understanding of the forces that can over perform you in 

the industry; and examination of the strengths and weaknesses of all participants in the marketplace 

(Lome, 2019). 

In an environment of rapid change, events can render market forecasts obsolete almost 

overnight. Having repeatedly experienced such frustrations, planners begin to lose their faith 

in forecasting and instead try to understand the basic marketplace phenomena driving 

change. The result is often a new grasp of the key determinants of business success and a new 

level of planning (Walleck, 2019; Pg. 3). 

According to Graham (2019): “We are in an amazing era of innovation, with start-ups and 

businesses ripping up norms and bringing value to consumers through more choice and utility”. 

However, for one reason or another many start-ups ultimately fail due to following a mentality of 
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“If you build it, they will come”. This presents in situations where start-ups get out-maneuverer in 

the market by not consolidating on how they can win competitive advantage. 

Based on the above reviews, it is pertinent that businesses and organizations can employ CSR to 

gain competitive advantage through developing strategies that address the core notions that 

motivate them to embrace CSR practices. Specific attention could be drawn to improving on the 

management attitude (Graafland, 2012), social and environmental pressures (Chaffee, 2017; Yin, 

2015), and corporate sustainability (Cavali, 2018).  

Comparative advantage can be achieved if the organization has a better way to address concerns 

of the consumers, the society and the environment (Sink and Associates, 2012). Adopting a 

combined framework of compound advantage and kinetic advantage can spur a business to excel 

in CSR practices. 

Whereas the internal environment is crucial in managing CSR issues, a special attention should be 

given to the external environment that consists of the government legal and regulatory framework 

(Dokperi, 2014), the demands of consumers and environmental concerns (Contributor, Marketing 

Study Guide, 2019; Cavali, 2018). 

The development of a framework through which businesses can gain a competitive advantage by 

use of CSR can easily be promulgated particularly in developing economies where the notion of 

CSR is still emerging. Such businesses positioned in such countries can easily achieve competitive 

advantage over other competitors. The only obstacle to address is the management attitude and the 

profitability of the business given that CSR implementation comes with associated costs.  
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It is important to note that: competitive advantage is the attribute that makes a business perform 

better than the competitors. It presents in the forms of Cost leadership, differential strategy and 

focus strategy. In this era of innovations and changing business environment, and in an environment 

of drastic changes, circumstances can render market forecasts obsolete overnight. The development 

of a framework through which businesses can gain competitive advantage by employing CSR can 

easily be promulgated. 

Summary 

The main purpose of this study was to understand Corporate Social Responsibility practices in the 

transport sector in Uganda. The secondary objectives were: To identify key CSR practices of the 

selected companies; To know the perception and behaviour of top executives and employees 

towards the implementation of CSR practices; To understand the motivations for practicing CSR 

activities in the selected companies; and to explore the strategies than can be used to develop a 

framework through which companies can create competitive advantage through implementation 

of CSR activities. The main search terms adopted for this literature review were: Corporate social 

responsibility; transport industry, perception of management and employees; and behaviour. 

It is important for every research proposal to have a theoretical foundation that can be used to 

evaluate the research problem and outcomes of the research. A theoretical framework is an 

important element to justify a research process. The framework consists of concepts that have to 

demonstrate an understanding of the theory that is relevant to the study A theoretical framework 

guides the researcher to make a choice of the research method used and forms a basis for the 
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hypothesis. It also connects the researcher with an existing knowledge such that he explores more 

on the knowledge. A good theory illuminates the meaning, nature and challenges associated with 

a phenomenon. Notwithstanding, there is apparently no universal definition of a theory; however, 

a theory is seen as a statement of concepts and their relationship that explains how and why a 

phenomenon occurs.  

In undertaking research on CSR, various theories/ theoretical frameworks were important to 

justify the research process. Some of the common theories explored in this literature review were 

the Stakeholder Theory, Expectancy Theory and Behaviourist theories. In this discussion I have 

also included the Theory of planned Behaviour as an alternative theory to understand the reasons 

behind encompassing or reluctantly accepting to embrace CSR practices.  

In developing the conceptual framework, four components of potential indicators were considered, 

each having a resultant context on the implementation of CSR. These potential indicators included 

the behavioural aspect, the normative perception, corporate practices and motivating factors.  

The concept of Social Responsibility has always been and shall continue to evolve as the human 

development and world ecosystems evolve. From the traditional concept of philanthropy, to the 

modern ethical responsibility to society and the environment, the evolution continues. The trend 

of doing business has changed too over time. Corporate Social Responsibility (CSR) is now seen 

as one of the emerging business practices that upholds responsible behaviour to society, 

sustainable business operations and environmental concerns in business strategies that have social-

economic and environmental impact on the social environment the business operates in. The 
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constraining factor has been the lack of literature to understand how CSR evolved in the years 

prior to 18th Century.  

Most countries have enacted laws and regulations that compel business organizations to carry out 

business in a prescribed manner. Such business organizations impacted by the legislations have to 

comply to the requirements of the Act or regulation. Hence the legislation becomes a driving force 

or a motivator to get involved in CSR practices although quite unwillingly. 

Despite these successes, the concept of CSR is however rhetorical. Most corporate advisors 

and managers agree that strategizing in such social and ethical behaviour is prudent for 

survival of businesses, but there is apparently no justified and empirically proved foundation 

for this conviction. Concurring that such practices increase business profitability just offers a 

partial justification. 

Although many scholars have traced the origin of CSR to the industrial revolution of the 18th 

Century where some formal writings were evident, the existence of social responsibility practices 

can be sketched as far back as the time of existence of man where there were still no corporations. 

Corporate Social Responsibility is actually a modified version of Social Responsibility hinged to 

corporations and corporate management. Responsible organizations had existed far more than 

centuries before the term Corporate Social Responsibility was formally devised by American 

economist Howard Bowen in his publication “Social Responsibilities of the Businessman” in 1953. 

Although CSR has been embraced globally, its interpretation varies from country to country. It is 

yet to be institutionalized and legally supported in Africa. The concept of CSR is ever changing in 
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its meaning and practical aspects that has over time shifted to include business-society 

relationships and environmental concerns. The contemporary world sees CSR as corporate 

citizenship or responsible business practices where businesses take into consideration the interest 

of the society and take responsibility for the influence of their actions on the community, 

shareholders, employees and business partners. 

CSR has now evolved into a business practice where sustainable development has been 

incorporated into the business strategy and practice that positively impacted on the society, 

economy and the environment. Most of the socially responsible practices fall into either of the 

following categories: environmental protection, conservation and reduction in carbon emissions; 

Philanthropy through free donation, provision of social services or introducing socially accepted 

products to the taste of society to benefit charities and local community; Ethical labour practices 

that considers fair and ethical treatment of the employees and being involved in volunteering. 

In general terms, CSR describes how a business works to improve the livelihood of the community 

it operates in and the environment. Corporate Social Responsibility is a mutual process by which 

companies benefit from the society while the society also benefits from the companies. There are 

some benefits accrued that trigger this response. The benefits can be aggregated into those to the 

business or organization, benefits to the community and benefits to the environment. However, 

CSR practices have been glorified and linked to numerous benefits to the organization, community 

and the environment, it too has some attendant constraints that deter other firms from undertaking 

this noble practice.  
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CSR practices have been noted in a number of industries including the transport sector of the 

economy that provides services of moving persons and goods from one place to another. The 

widely accepted name of CSR in the Transportation and Logistical sector is Logistical Social 

Responsibility (LSR). In analyzing the notion of Logistics Social responsibility (LSR), responsible 

behaviour such as providing employees and clients with safety gears to enhance their work safety, 

spearheading consumer rights and enhancing safety of products is key. 

Whereas CSR practices have been glorified and linked to numerous benefits to the organization, 

community and the environment, it too has some attendant constraints that deter other firms from 

undertaking this noble practice. Incidentally, limited literature focuses on examination and 

identification of the challenges and barriers impeding CSR implementation. Some of the 

challenges or barriers can be grouped into two categories: the subjective barriers and objective 

barriers. The subjective barriers perceived by managers are: philanthropy, charity and public relations, 

while the objective barriers include financial availability, human resources and time to implement CSR 

practices. It has also been deponed that these barriers are dependent on the size of the firm, the location 

and industry the firm operates in. CSR operations in small firms is lower than that of large corporations. 

This may partly be due to conception and attitude of management. 

CSR has emerged from the mutual interdependence and interaction between business and society. 

It is a behavioural concern that is hinged on values. CSR is shaped by moral standards of society 

and values attached to interdependence. The values define the extend of consideration of social 

justice and human rights. In the words of. The success of a business is dependent on the community 

that provides the workforce, infrastructure, customers, and other elements central to success.  
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A critical analysis by Stobierski (2021) showed that it was in the initial period businesses were run 

exclusively for making profits. Profit maximization was determined every action taken within the 

business initiatives and actions pursued. However, in the past decade, business owners have come 

to the realization that they have a moral obligation to the society. The interrelation between 

business and the society has transformed from paternal patronage of philanthropy to realigning the 

various roles, responsibilities and rights of business and society. This has redefined CSR in relation 

to business responsiveness to society in regards to social, ethical, environmental and legal 

expectations. To achieve all the above expectations, the management is central to realize the 

outcomes and at the same time to ensure the business spurs to growth. 

Management and employees play a very important function in implementation of CSR practices. 

With the ever-evolving meaning and practice of CSR, the societal context has transformed from 

the initial philanthropic patronage to responsive behaviour towards society and the environment. 

In achieving all these, the management is responsible by giving guidance and direction. The 

perception of management on CSR can best be understood if viewed from the following areas of 

responsibility: Ethical responsibility; philanthropic responsibility; economic responsibility; legal 

responsibility; and environmental responsibility – which are the key components of CSR that the 

management is expected to address. 

Based on the environment the organization operates in, CSR is perceived to provide more 

challenge to management by requiring the organizations to look beyond financial gains but look 

at humanity too. 

https://online.hbs.edu/blog/?author=Tim+Stobierski
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The perception of employees on CSR practices of the organization is related significantly to the 

performance, behaviour and attitude at the workplace. Employees’ perception of CSR is greatly 

influenced by conceptualized cultural fit, organizational justice and organizational citizenship 

which has a significant effect on employee affection to the organization and performance. 

Employee commitment translates into favourable outcomes for the organization. These include: 

reduced turnover, improved job satisfaction, increased output and organizational citizenship and 

culture. Organizations consider employee training, incentives and procedural justice as an 

antecedent for employee satisfaction and commitment as an internal CSR. This however should 

be conjoined to other moderating attributes such as job satisfaction and organizational 

commitment. 

Employee commitment translates into favourable outcomes for the organization. Therefore, the 

perception of CSR by the employees varies with that of the management quite drastically. 

Employees view CSR as a solution to their grievances while management views it as a challenge 

to strategically handle.  

The micro-foundation of corporate social responsibility lies on how managers influence 

organizational activities. Top executives are drivers to CSR planning and implementation by 

playing a social-enterprise role given their unique attributes. The personal attributes include the 

managerial mindset to influence acceptance and implementation of CSR practices. The social 

issues in the CSR matrix presents the manager with a complex decision trap. The top executive 

therefore needs to find a fit between company reputation and economic stability. 
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Employees are the greatest asset of any organization. Most companies or organizations hence rely 

on employee engagement as a tool for success. CSR instills in the employees the value of 

organizational citizenship. The behaviour of employees to CSR is therefore dependent on the 

application and conviction of the organization to include employee matters in the strategy. 

Many businesses and organizations have motivations for incorporating CSR practices in their 

strategy and philosophy; consideration towards the people entail social responsibility while issues 

to do with the planet addresses the ecological and environmental context. The environment is a 

major force, the motivator, that impulses organizations to embrace CSR practices. The pressure 

from stakeholders on social and environmental issues could be a responsible motivator that makes 

such organizations introduce CSR practices in their operations. 

These motivating factors normally affect and are also affected by the managements attitude; the 

social and environmental pressures, issues of sustainability and responsible behaviour. Policy 

makers may determine to incorporate CSR in the business or organization policy but the attitude 

of the management determines whether to fully incorporate in in the operational plans or not. A 

positive attitude embraces the practice while a negative attitude becomes detrimental to the policy. 

Several countries have enacted legislations and regulations that compel business organizations to 

carry out business in a prescribed manner. Such business organizations impacted by the 

legislations have to comply to the requirements of the Act or regulation. Hence the legislation 

becomes a driving force or a motivator to get involved in CSR practices although quite unwillingly. 
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Most big businesses and organizations have reached to the peak through competitive advantage 

Competitive advantage is the attribute that makes a business perform better than the competitors. 

In ordinal sense, such attributes may include preferential access to natural resources, having highly 

skilled labour-force, a perfect geographical location and access to more advanced technology. 

Competitive advantage presents in three forms: Cost leadership, differential locus and focus 

strategy. Competitive advantage is the attribute that makes a business perform better than the 

competitors. It presents in the forms of Cost leadership, differential strategy and focus strategy.  

In this era of innovations and changing business environment, and in an environment of tremendous 

changes, circumstances can render market forecasts obsolete overnight. The development of a 

framework through which businesses can gain a competitive advantage by use of CSR can easily 

be promulgated. There are three strategies through which businesses can gain competitive 

advantage - the benefit provided by the product, the population targeted and availability of 

competitors. Comparative advantage can be achieved if the organization has a better way to 

address concerns of the consumers, the society and the environment.  

Adopting a combined framework of compound advantage and kinetic advantage can spur a 

business to excel in CSR practices. Whereas the internal environment is crucial in managing CSR 

issues, a special attention should be given to the external environment that consists of the 

government legal and regulatory framework. The development of a framework through which 

businesses can gain a competitive advantage by use of CSR can easily be promulgated particularly 

in the developing economies where the notion of CSR is still emerging. Such businesses positioned 

in such countries can easily achieve competitive advantage over other competitors. The only 
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obstacle to address is the management attitude and the profitability of the business given that CSR 

implementation comes with associated costs.  

 

 

 

 

 

 

CHAPTER 3: RESEARCH METHODOLOGY 

Introduction 

As Earlier seen, Corporate Social Responsibility refers to business practices that comprise 

initiatives that that are regarded beneficial to society. CSR also refers to a company's sensation 

of obligation towards the community and environment in which it operates. The origin of the 

concept of CSR has been traced to exist around 1700 BC in ancient Mesopotamia where 

businesses were made to fund military campaigns (Tripathi & Bains, 2013). The concept later 

spread to Rome, India and other places from 1790. However, the foundation of modern Corporate 

Social Responsibility practices is premised on Archie Carroll’s pyramid of CSR developed in 

1996 (Bhat, 2019). The four-part pyramid defines economic responsibility as the bottom line of 

CSR practice; this is followed by the legal responsibility. The third is ethical responsibility and 
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at the top of the pyramid stands the philanthropic responsibility (Riley, 2010; Carroll, 2016). The 

set of above responsibilities provide a basis for businesses to develop their responsibility to the 

society (Carrol, 2016) 

In a broad sense, Corporate Social Responsibility entails the adoption by organizations of wide 

range of strategies, compromises and polices that cover economic, social and environmental 

dimensions and the translations into activities applied over the whole organization’s operations. 

Katamba (2017), states that the key aspects of CSR include: stakeholders’ involvement, managing 

the conflicts and challenges arising from implementation of CSR programs, communication and 

response management and performance appraisal. 

Since organizations no longer ancor their business strategies in achieving competitive advantages 

on the traditional context of product, price, promotion, and place (4Ps), which can lead to external 

negative consequences, CSR emerges as the modern approach incorporating responsiveness, 

reliability, resilience, and relationships (Waters 2010).  Furthermore, the success of CSR is hinged 

on some specific drivers such as profitability, sustained commitment, welfare and communication 

that cannot be ignored (Katamba, 2017; Akora & Katamba, 2017). These are cardinal in 

determining the responsiveness of the companies or organizations that have embraced CSR 

practices. 

Implementing CSR practices is not however a smooth ride. Entities are threatened with fears and 

challenges of financing such programs, challenges of integrating the concept in company policies, 

fears of communication to stakeholders and identifying the specific benefits to offer. The other 
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dilemma comes in determining the beneficiaries. CSR is perceived to be a win-win affair. The 

businesses generate profits and society benefits as well through CSR activities. The question 

remains: who really wins? Is there a benefit to society? This concept of CSR is however 

rhetorical. Most corporate advisors and managers agree that strategizing in such social and 

ethical behaviour is prudent for businesses for survival, but there is apparently no justified 

and empirically proved foundation for this conviction. Concurring that such practices increase 

business profitability just offers a partial justification to undertake such business strategy 

because profit seeking behaviour looks at maximizing the shareholders wealth which negates 

the intention to involve in ethical social behaviour (Chaffee, 2017). 

Despite these antagonisms, many businesses today are embracing the concept of CSR with 

religious passion and have benefited tremendously. This concept of CSR has flourished and 

manifested its dominance expanding from the traditional non- corporate form of business and a 

few stakeholders to becoming a global business phenomenon that is fully integrated and 

institutionalized in management strategy (Carroll, 2016). There is need to understand how the 

companies finance such activities, the drivers that motivate them to embrace CSR practices and 

whether such practices are integrated in the business strategy.  

Being a relatively new concept in Uganda (Nkiko & Katamba, 2010), this research was intended 

to investigate the CSR practices in the transport sector which stimulates economic growth that 

affects more stakeholders (Ssempijja, 2019).  

https://corpgov.law.harvard.edu/contributor/eric-chaffee/
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The main purpose of this research was to understand Corporate Social Responsibility practices in 

the transport sector in Uganda. It included identifying the key CSR practices of the selected 

companies; knowing the perception and behaviour of top executives and employees towards the 

implementation of CSR practices; exploring what motivates the companies to practice CSR and to 

develop a framework through which companies can create competitive advantage when engaged 

in implementation of CSR activities.   

The research focused on a partial component of management facets. A mixed-methods approach 

of qualitative and quantitative methodologies was employed. The data was collected using 

questionnaires as the main tool. Interviews were also conducted through adoption of purposive 

and random sampling techniques.  

The main objective (or intention) of this study was to understand Corporate Social Responsibility 

practices in the transport sector in Uganda. The secondary objectives of the research included: 

identifying key CSR practices of the selected companies; knowing the perception and behaviour 

of top executives and employees towards the implementation of CSR practices; exploring the 

motivations for practicing CSR activities in selected companies and exploring the strategies to 

develop a framework through which companies can create competitive advantage through 

implementation of CSR activities.   

This chapter covers the research approach and research design, the population and sample of the 

study, material instrumentation and research tools to employ. Other topics discussed in the chapter 
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include the research variables, study procedure and ethical assurances. Data collection process is 

also highlighted too. 

Research Approach and Design  

A Research approach consists of procedures and plans adopted in research that spells out the steps 

to be employed from the hypothesis or broad postulations to the detailed method to collect, 

analyze, and interpret data. It is “the detailed procedure employed for collection, analysis and 

interpretation of data”, (Chetty, 2016). The two-broad categorization of research approach consists 

of how data will be collected and how to analyze and interpret the data. The main research 

approaches often used by researchers include the quantitative approach, qualitative approach and 

the mixed methods approach or triangulation.  

Researchers are often puzzled on which research method to choose. The jinx between using 

quantitative approach or deciding on qualitative approach is solved by the choice of the research 

design and the nature of the problem (Bhandari, 2020). Qualitative research is regarded as 

exploratory in nature and is commonly used to uncover trends in opinions, feelings, experiences 

and thoughts, while quantitative research quantifies the problem by generating numerical data or 

through transformation of non-numerical data into suitable statistics. The common assumption in 

qualitative research is that knowledge is subjective and that the researcher can learn from the 

participants the meaning they attribute to the world around them in order to understand their 

feelings. 
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Quantitative approach emphasizes objective dimensions and scientific, arithmetic analysis of data 

collected using the tools designed. It can also be used to manipulate some existing data using data 

analysis techniques. This method is primarily concerned with numbers and figures. 

In the words of Bhandari (2020), “Quantitative research is the process of collecting and analysing 

numerical data. It can be used to find patterns and averages, make predictions, test causal 

relationships, and generalize results to wider populations”. Quantitative research method is also 

used during descriptive, experimental or correlational research. It is used to summarize findings 

from large data in statistical measurements of averages, dispersal or to determine the relationships 

between the variables through correlation analysis. Collection of quantitative data requires use of 

operation definitions of the variables under study and translating them into abstract and measurable 

concepts.  

On the other hand, qualitative research method usually focuses on obtaining data through open-

ended and conversational communication. This method explores on not only what comes to 

people’s minds or what they think but also understanding why they think so. “Qualitative research 

methods are designed in a manner that help reveal the behavior and perception of a target audience 

with reference to a particular topic” (Teherani et al, 2015). The various types of qualitative research 

method include having in depth interviews, conducting focus group discussions, undertaking 

ethnographic research, pursuing content analysis, and carrying out case study investigations. The 

outcome of qualitative methods is usually explanatory in nature and inferences drawn from the 

information collected and analyzed quite easily. 
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Qualitative research starts from a fundamentally different set of beliefs—or paradigms—

than those that underpin quantitative research. Quantitative research is based 

on positivist beliefs that there is a singular reality that can be discovered with the 

appropriate experimental methods. Post-positivist researchers agree with the positivist 

paradigm, but believe that environmental and individual differences, such as the learners' 

capacity to learn and learning culture influence this reality, and that these differences are 

important (Teherani et al, 2015; Pg. 669). 

Qualitative research inexplicably or implicitly describes the intention of the investigation, the role 

played by the researchers, the stages of investigation, and the methods used for data analysis 

(Trochim, 2018). 

Other approached used by researchers are the deductive approach, abductive approach and 

inductive approach. 

Deductive approach tests the validity of assumptions (or theories/hypotheses) in hand, 

whereas inductive approach contributes to the emergence of new theories and 

generalizations. Abductive research, on the other hand, starts with ‘surprising facts or 

puzzles and the research process is devoted their explanation (Bryman & Bell, 2015; Pg. 

24). 

A deductive research approach is used to confirm or reject a formulated hypothesis. In employing 

the deductive approach, the research process starts with identification of the theory related to the 
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research, then you derive or state your hypothesis. Following construction of the hypothesis is the 

process of data collection through observations or tools designed. Analysis of the collected data 

will confirm or reject the hypothesis (Bryman &Bell, 2015). The alternative inductive approach 

does not dwell on formulation of the research hypothesis. It begins with the research questions, 

then the research aims and objectives are formulated. These aims and objectives are what should 

be achieved in the research process.  

The process of inductive approach starts with framing the research questions, determining the 

research aims and objectives, undertaking observations or tests, examining the patterns and finally 

developing or aligning the results to a theory. Abductive approach unilaterally is devoted to 

explaining missing gaps in the research process. It uncovers incomplete observations, surprise 

discoveries or situations that are difficult to comprehend and labours to fix these puzzles. “In 

abductive approach, the research process is devoted to explanation of ‘incomplete observations’, 

‘surprising facts’ or ‘puzzles’ specified at the beginning of the study” (Bryman &Bell, 2015). 

This investigation adopted the mixed-methods approach (Fonceca, 2014; Cook & Kamalodeen, 

2021) where qualitative and quantitative research designs were used concurrently. Quantitative 

data was generated from questionnaires as the main data collection tool while qualitative data was 

generated from interviews.  The appropriateness of quantitative method was attributed to the 

research problems that were stated in specific and set terms: “both the independent and the 

dependent variables were clearly specified and the original set of research goals were firmly 

followed, arriving at more objective conclusions and testing of hypothesis”, (Bryman, 2006). The 

variables were measured, quantified and analyzed by regression analysis. 
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In adopting the mixed methods approach (Cook & Kamalodeen, 2021), it was conceived that the 

quantitative method allowed for a broader study, that involved a bigger number of subjects, and 

the method enhanced easier manipulation and generalization of the results. It also allowed for 

greater objectivity and accuracy of the results. In general terms, quantitative techniques have 

been developed to present statistical summaries of data that supports generalization about the 

phenomenon under study. 

Quantitative approach was used to quantify perception, opinions, attitudes, and other quantifiable 

parameters and generalizations were made from the larger population. The quantitative method 

used the quantified data to articulate the facts and it revealed patterns in the investigation. 

Statistical and mathematical tools were used to derive the results. Quantitative research was 

preferred due to its ability of being more scientific, objective, fast, focused and acceptable. 

This method is more scientific in that a large amount of data that was generated was analyzed 

statistically with ease. This erased biasness, and if other researchers analyzed the same data, they 

would even end up with the same results. The researcher also had control over the investigation 

which is one good attribute of quantitative research. The research design gave the focus of the 

investigation- how the study would begin, what theories to conceptualize, the research questions 

to answer and the hypothesis to test. Quantitative research aimed at making predictions, 

establishing facts and testing the hypotheses that had already been stated. Evidence was 

accumulated that supported the investigation. Qualitative research approach was also more 

structures specially in the choice and use of the data collection tools. 
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The Qualitative approach was chosen due to its ability to obtain a more realistic and in-depth 

experience of the phenomenon that could not be qualified in the numerical quantitative approach. 

This approach was chosen for its capability of interacting with the subjects under investigation in 

their own language and terms yielding results that could not be obtained using the quantitative 

approach (Temple, 2004). A case-study qualified the use of this approach. 

Research design depicts the overall strategy chosen “to integrate the different components 

of the study in a coherent and logical way, thereby, ensuring you will effectively address the 

research problem; it constitutes the blueprint for the collection, measurement, and analysis 

of data” (De Vaus, 2001). It is the framework of techniques and methods chosen by the 

researcher. The research design enables the researcher to adopt methods which are appropriate for 

the investigation and provides basis to structure the studies. The role of research design is to 

guarantee that the evidence obtained effectively addresses the research problems with clarity. 

This study adopted the exploratory research design. Exploratory research design was chosen for 

its suitability for conducting research on a research problem where there are no previous data or 

only scanty studies are available for reference (Bhat, 2019). “It serves as a tool for initial research 

that provides a hypothetical or theoretical idea of the research problem”, (Saunders, 2012). Taken 

for the case of Uganda, very limited published information is available on CSR since the concept 

is seen as a new phenomenon in the country.  Worst still, no clear information is available on CSR 

practices in the transport sector, neither are there statutes to enforce it.  
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The exploratory approach endeavours to explore the answers to an inexplicable question. The 

explanatory approach is suitable to investigate causal relationships. “The typical study includes 

the collection of empirical data for the formulation of hypotheses or less pretentious hunches and 

the subsequent test of these hypotheses by any one of a number of ways available to the researcher” 

(Lecture Notes, 2019). In exploratory research, the research questions are extensively explored but 

are not intended offer conclusive and final solutions to identified problem (Bhat, 2019).  

Therefore, this research was conducted to provide an insight into the bigger picture that might be 

unveiled and not as conclusive evidence. It was intended to provide a better perception of the 

problem and present a basis for further research into the phenomenon. It was the research problem 

that defined the research approach and design. Hypothesis was relevant to the study to give a clear 

distinction between inductive and deductive approaches. A deductive approach was used to test 

the validity of the assumptions (theories and hypothesis), while inductive approach postulated new 

emerging theories and generalizations. For the case of this investigation, it attempted to test the 

Null hypothesis (H10) that: “Corporate Social Responsibility practice is not a relatively new 

concept in Uganda”. What had to be proved is the adoption of CSR practices as a business strategy 

in the transportation sector.  

In scientific research, “quantitative research involves the systematic investigation of observable 

phenomena in order to explain and predict behaviours, often with the goal to identify patterns of 

behaviour” (Allen, 2017). In a quantitative hypothesis, investigative research contents the 

prevalence of one single reality on which a researcher conducts an objective, value-neutral 

investigation within the world-view.  
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The goal of quantitative research methods is to collect numerical data from a group of 

people, then generalize those results to a larger group of people to explain a phenomenon. 

Researchers generally use quantitative research when they want get objective, conclusive 

answers (Bhatia, 2018). 

In the words of Allen (2017), “precise measurement is important in this paradigm” because it links 

scientific study to the explanations of variations or relationship between the variables. The 

information that is collected from quantitative approach is numerical in nature and often takes the 

form of explanation through frequencies, degrees, values, and intensity of a variables.  

The steps involved in this quantitative research included: identification of the research problem; 

defining the research questions; review of existing literature and development of the research plan. 

The research plan addressed the issues of selection of the research site, identification and selection 

of the respondents, how to collect data and method to process the data collected. Thompson (2017) 

gives detailed steps involved in quantitative study. The first is to identify a theoretical view.  The 

connotation that quantitative research begins with a theory implies that it broadly encompasses a 

deductive dimension that identifies the relationships among the theory and research problems. 

Secondly, the hypothesis is developed. This is the researcher’s assumption that needs to be rested. 

The Research design is then developed.  

The operationalization concept of research approach involves the break-down of the nonfigurative 

sociological concept into more specific measurements that can easily be understandable to the 

respondents. Selection of the research site and the respondents then follow. The processes of data 
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collection, analysis and presentation then follow. Based on the data analyzed, the researcher then 

interprets the results (Thompson, 2017).   

Quantitative research approach was one of the best means to investigate a phenomenon: how wide-

spread it is? and how easily it would change over time. After identification of the problem, 

quantitative research prostrated a reliable solution identified basing on the numerical data that was 

collected using standard techniques (Bhatia, 2018). 

Adopting mixed method approach presented several advantages. It offered strengths that 

complemented the individual deficiencies of quantitative and qualitative approaches. In the event 

that quantitative approach was deficient in explaining the context or settings, qualitative approach 

made up for the deficit. Thus, by using both approaches, the strengths of each approach 

compensated the weakness of the other. A comprehensive and complete understanding of the 

research problem was achieved.  

Mixed methods approach defined development of a better and content specific research instrument 

(Fischler, 2020). For example, by employing qualitative approach, it was possible to collect data 

about the construct or topic in order to develop a tool that had a greater construct validity, that is: 

an instrument that was able to measure the construct that it was intended to measure. The mixed 

methods approach also helped to explain how the causal processes interrelated.  

A mixed methods research design is a procedure for collecting, analyzing, and “mixing” 

both quantitative and qualitative research and methods in a single study to understand a 

research problem. Mixed methods approach is used when both quantitative and qualitative 
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data, together, provide a better understanding of your research problem than either type 

by itself. Secondly, one type of research (qualitative or quantitative) is not enough to 

address the research problem or answer the research questions (Fischler, 2020; Pg. 3). 

Using random selection, the respondents in the population had equivalent chance of being picked 

but due to the infinity of the population, few are randomly picked to participate with the probability 

of n/N where: “n is the total number of units that was sampled and N being the number of units in 

the total population” (Stephanie, 2017). The research participants were drawn from the 

management, staff and clients of the company. No minors were involved in the study.  

The key CSR practices were measured from the actual occurrences and existence of such gestures 

to the community, employees, environment and other stakeholders. Perception was measured by 

existence of a particular behaviour towards or against the practice of CSR evidenced in willingness 

or activities approved to be involved in and whether such activities have been done. Motivation on 

the other hand is a psychological force that drives action and concerns those internal processes that 

give behaviour its energy, direction, and persistence” (Sounders, 2020). When behaviour has 

intensity and strength, it is attributed to the presence of energy. When this behaviour is directed 

towards some particular goal or outcome, it is said to have a purpose. When this behaviour is 

sustained over time and across different situations, it implies persistence. Therefore, motivating 

factors were measured by the persistence of outcomes or CSR practices of the companies. 
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Population and Sample of the Research Study  

The term “population” in research has quite a different meaning from the ordinary day application 

or conception. In research the term “population” refers to the totality of elements in a group such 

as individuals, objects institutions and so forth with similar characteristics which are the interest of 

the researcher. “The common characteristics of the groups distinguish them from other individual, 

institutions, objects and so forth” (Rafeedaile, 2020).  Population can be finite on infinite. In other 

words, a population is a complete set of items with identical characteristics. The study 

population is therefore the subset of the target population available for study. It constitutes of the 

participants specific to the study that have equal probability of being selected for the study. This 

implies that it is from the population that a sample size is selected.  

As stated by Hu (2014) and quoted: “Study population is a subset of the target population from 

which the sample is actually selected. It is broader than the concept sample frame. It may be 

appropriate to say that sample frame is an operationalized form of study population”.  In the 

words of Banerjee and Chaudhury (2010); 

In selecting a population for study, the research question or purpose of the study will 

suggest a suitable definition of the population to be studied, in terms of location and 

restriction to a particular age group, sex or occupation. The population must be fully 

defined so that those to be included and excluded are clearly spelt out (Banerjee & 

Chaudhury, 2010) 

https://doi.org/10.1007/978-94-007-0753-5_2551
https://doi.org/10.1007/978-94-007-0753-5_2551
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In practice it was impossible to approach all the individual elements in a population for the purpose 

of collecting data. That is why a representative group of the individuals or elements that fall under 

the intended population with similar characteristics were selected or approached to collect the 

required data regarding the group (Rafeedaile, 2020). Basing on the results, generalizations were 

made on the attributes of the representative group as the features of population. Thus, the small 

group that is representative of the larger group picked from the population was referred to as 

the sample. A sample is a subset of the population. A sample can therefore be defined as the small 

group out of a population that is selected for a study. The chosen sample clearly represented the 

attributes of intended group.  

A sample is therefore the selected group of elements from the totality of the population. It is 

through studying the sample that something is discovered or expressed about the whole population. 

The assumption here is that what is discovered or expressed about a sample will be true about the 

whole population. 

In drawing conclusions about populations from a sample, it is important to use inferences, which 

enables us to understand the attributes of the population by directly observing the sample. Samples 

are obtained from the population in any research for many several reasons as it is quite impractical 

and almost uneconomical to undertake study on the whole population. Collecting data from a 

sample saves time and reduces on the volume of data that would be generated. Sampling also 

avoids distractions that could arrive if the whole population was considered.  It is advertent to say 

that there is accuracy of data collected if sampling is preferred. 
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The sample of the study was the chosen from the intended population. Investigations are usually 

constricted to one or more samples drawn from the population. A well identified sample normally 

provides most of the information required from the study population (Rafeedaile, 2020). The 

interrelations between the sample and the population should provide for true inferences to be made 

about the population based on that sample. Consequently, the most important characteristic of a 

sample is that every member in the population from which it is drawn should have an equal chance 

of being selected (Rafeedaile, 2020).  

The study population consisted of the stakeholders that included the members in the management, 

the staff and clients of the bus operating companies. These had common attributes that was the 

interest of the researcher. The common attributes of the group distinguished it from other 

individuals, institutions and objects. These were stakeholders in the transport industry.  

It was estimated as a target population that these companies had 130 people working with the five 

selected companies (Management and staff) and that of the clients estimated at 500 people. In total 

we were looking at a population of 630 people. Most of the companies employed on average 30 

staff who were both full time and part time workers (UBOS, 2017).  

The clients consisted of mixed group of travellers, people who transact in delivering and receiving 

parcels and goods in transit, and community where the companies operated. In totality we were 

looking at a sample of participants to be recruited from the travellers and people who received 

services such as currier, cargo delivery and other services from the companies. 
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For purposes of consistency and accuracy, the sample size was determined using a software that 

made it easy to determine the sample of the study considering the confidence level and interval 

levels. The “Online sample size calculator” from Survey Systems was employed as the preferred 

tool. In determining the sample size from the software from Survey Systems, using level of 

confidence 95% and confidence interval of 5, and given the population being 630 people, the 

sample size was 239 participants. However, at 99% confidence level and confidence interval of 5, 

the sample size was projected at 324 participants. 

The results from the Sample size calculator were as follows: 

At: Confidence Level: 95%; Confidence Interval: 5; Population: 630;  

Sample size needed: 239 

Meaning that the considering confidence level of 95% and given the confidence interval at 5, the 

desired sample size would be 239 participants. However, making adjustments below: 

At: Confidence Level:  99%;  Confidence Interval: 5; and Population: 630;   

Sample size needed: 324 

Considering confidence level of 95% and confidence interval of 5, the sample size would be 324 

participants.  

Considering the above scenario, and adjusting the confidence level to 4,1 and at confidence level 

of 95%, the sample size was 300 participants as presented below: 
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Population: 630; Confidence Level: 95%; Confidence Interval: 4.1; Sample Size: 300 

Source: The Survey Systems – Sample size calculator 

Retrieved from: https://www.surveysystem.com/sscalc.htm 

This research therefore targeted to recruit a sample size of 300 participants which is a reasonable 

representation of the population under study even if we use 95% confidence level and confidence 

interval of 5, given the population of 630 people where the sample could have been 234 

participants. Therefore, the sample size chosen was a little more than that estimated by the sample 

size calculator that is 300 participants instead of 234 participants from a population of 630 people. 

The research participants were drawn from the staff and clients of the company. No minors were 

involved in the study. Out of the targeted 300 participants, 20 top level management of the selected 

companies were purposively selected for interview considering the nature of their duty and wealth 

of information they could provide, the other 50 Participants were staff randomly selected to 

respond to the questionnaires and the remaining 230 participants were clients who were also 

randomly selected to answer the questionnaires. All the companies under study were privately 

owned.  

Table 1 Showing sample size of participants 

Category Data collection tool Sampling method No. of participants 

https://www.surveysystem.com/sscalc.htm
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Top level Management Interview Guide Purposive 20 

Staff Questionnaire Simple random 50 

Clients Questionnaire Simple random 230 

Total   300 

 

Two measurements affect the accuracy of the data. First is the confidence intervals or margin of 

error. This in short is the deviation (positive and negative) that is allowed on your survey results 

for purposes of sampling. Secondly, there is the confidence level.  

The sample was therefore representative of the population given a margin of error at 99% and 

confidence level at 4.1. The characteristics of the management, staff and clients in the sample were 

the same as that of the population. Thirdly, every person of the population had an equal probability 

of being selected. 

It is hereby emphasized that representative sample of a population is one that seeks to accurately 

reflect the characteristics of the larger group.  

A representative sample is one that accurately represents, reflects, or “is like” your 

population. A representative sample should be an unbiased reflection of what the 

population is like. There are many ways to evaluate representativeness—gender, age, 

socioeconomic status, profession, education, chronic illness, even personality or pet 
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ownership. It all depends on how detailed you want to get, the scope of your study, and 

what information about your population is available (Statistic solutions.com, 2020). 

Research assistants were involved in the recruitment of the respondents having obtained their 

wilful consent by filling the consent forms. The participants were recruited from the waiting sheds 

of the Companies; no posters or adverts were used in this research. Voluntary and wilful 

participation was encouraged without coercion or being forced against their will. Participants made 

an informed decision having understood the procedures involved. A presumptive consent was also 

considered for respondents such as clients of the company. Consent forms were designed for the 

participants to fill accompanied with their information sheets before the research commenced. 

Materials/Instrumentation of Research Tools  

A research instrument can loosely be referred to as the tool used to collect data from which 

measurements and analysis related to the study are carried. Such instruments used include 

checklists, questionnaires, surveys and interviews. The instruments to use were determined earlier 

in the research planning process - at the point of developing the methodology. A research 

instrument can also be described as an instrument used to collect and quantify data from 

participants that is analyzed within the methodology prescribed.  

The decision on which instrument to use relied heavily on the research approach adopted, and in 

this case, the mixed methods approach where both the quantitative and qualitative techniques were 

concurrently used. This determined the selection of questionnaires and interview guide as the 

appropriate tools for this research. The term instrument is used in general terms by researchers to 
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mean the devise used for measuring the outcomes. In precise terms, an instrument is the device 

while instrumentation refers to the process of developing, testing and using the device. Simply put, 

instrumentation is the course of action. 

Put in a broader way, instrumentation signifies the tools or means used by investigators to measure 

variables or items of interest in the process of collecting data. Instrumentation does not only relate 

to designing, selecting, constructing and assessment of the tools but also the conditions under 

which the instruments will be administered. Attention is greatly put on the process of calibrating 

the instruments to eliminate biasness in the research process. Therefore, instrumentation is also a 

contextual term in regards to threats to internal validity in research.  

For the purpose of this research, data was generated using questionnaires and interviews. 

Structured questionnaires that had both open ended and closed questions were given to respondents 

to fill while semi structured interview guide was employed to obtain additional insight from the 

management of the selected Bus operating Companies.  

Questionnaires were chosen because of being inexpensive or cost effective. Using questionnaires 

was a practical way to collect large information from a diversity of respondents in the shortest time 

possible (Debois, 2019). The data collected was easily quantified, analyzed and interpreted 

(Picincu, 2018). Although there could arise the problem of interpretation and understanding of 

questions, this was managed by putting the questions in a simple language that could be easily 

understood and by providing relevant instructions to the respondent. 
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On the other part, interviews were quite flexible and the researcher had control over the process. 

Interviews also portended a better response rate (DeFranco, 2014). The researcher got detailed 

understanding of the phenomenon through conducting interviews (Trochim, 2019). 

The instrumentation process of constructing the questionnaire which had sets of systematically 

arranged questions that were carefully organized to provide answers to the research problems 

followed the following steps: 

Two types of questions were pondered on and constructed to yield the requires results: open ended 

questions and closed type questions. These were presented as self-standing questions and some 

arranged in a Likert scale response. In the open-ended question form, the questions were listed in 

a way the allowed the respondent to freely express his opinion or suggestion on the subject matter. 

There were no alternative responses enumerated for the respondent to choose from. The alternative 

closed type or fixed answer questions allowed for the respondent to choose from a list of answers 

predetermined by the researcher. In such a case, the number of responses were limited to the 

available ones on the presented list. The questionnaire included clear instructions to the respondent 

on what should be done for each case. Every questionnaire carried a cover page that was 

courteously composed and neatly organized presenting to the respondent the introductory 

greetings, the subject matter of the research, a briefing on the roles and responsibility of the 

respondent, the purpose for carrying out the research and a clause for confidentiality of the 

information collected.  
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The questions were not just stumbled over. It took some time and effort. The question content, 

wording and order of arrangements were critically evaluated before coming up with the final tool 

that was presumed could collect the intended information. The questionnaire was carefully 

developed after considering the research objectives, the research questions and hypothesis 

prescribed that needed to be tested using reliable data. The development of the questionnaire 

underwent some critical steps as discussed below. 

The initial step in the development process considered the goal of the questionnaire. It answered 

the question: What kind of information should be gathered from the questionnaire? Are the 

objectives of the research addressed? The questionnaire was of course believed to be the best way 

to collect considerable information.  

Following this step was the decision on what type of questions to include. There were several 

options available on the type of question to include in the tool. The questions were a mix of 

dichotomous questions, multiple choice questions, open ended questions, rank-order questions and 

rating questions. 

Dichotomous questions that offered only two options of yes or no; and true or false; were identified 

as appropriate and included in the research tool. Although they presented some weaknesses of not 

being a highly sensitive measure, they were however one of the easiest and quickest questions to 

answer and analyze. They were chosen for their strength of being a bait to the respondent and 

provided a leading question that would invoke more answers. Trochim (2018) supports this 

position by stating that “When a question has two possible responses, we consider it dichotomous. 
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Surveys often use dichotomous questions that ask for a Yes/No, True/False or Agree/Disagree 

response. There are a variety of ways to lay these questions out on a questionnaire”. 

The second type of questions chosen were the open-ended questions. These enabled the respondent 

to give responses or answers in his own view and words. Open-ended questions are questions have 

no definite answer and cannot be answered with a simple 'yes' or 'no'. They require the respondent 

to elaborate on their responses. “Open-ended questions help you see things from a customer's 

perspective as you get feedback in their own words instead of stock answers” (Weller et al, 2018). 

“Open-ended questions are used alone or in combination with other interviewing 

techniques to explore topics in depth, to understand processes, and to identify potential 

causes of observed correlations. Open-ended questions may produce lists, short answers, 

or lengthy narratives …” (Weller et al, 2018; Pg. 2) 

Such questions were considered useful in gaining insight into the ‘feelings’ of the respondent. 

They however presented some challenge in analysis since they had to undergo the process of 

identification of key terms to develop themes for grouping such responses.  

Multiple choice questions were also included in the questionnaire. These are questions that provide 

three or more mutually exclusive answers and the responded is to choose one answer or more as 

the instructions could dictate. Responses from such questions were easy to analyze. However, the 

challenge could be in offering the respondent limited answers to choose from which may not 

exactly be the answer he would wish to give. Such instances were minimized by giving a provision 

for other responses not included such as “others”. 
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Researchers can utilize both closed-ended and open-ended questions on a survey. For 

closed-ended questions, one of the most common types is multiple-choice questions, which 

provide respondents with a certain number of specific response options as possible 

answers. Researchers use multiple-choice questions on surveys to gather information 

about behaviours, attitudes, and demographic characteristics of the respondents. Response 

options can be ordered or non-ordered when using multiple-choice questions, and 

researchers can give respondents the option of choosing only one answer or multiple 

answers (Allen, 2017; Pg. 2). 

The questionnaire also included rank-order or ordinal scale questions too. Such questions required 

the respondent to choose or rank items presented in a particular order. For example, asking 

respondents to rank benefits accrued starting with the most to the least benefit. The rank order 

questions were used to understand the order of importance from the multiple alternatives given to 

the respondents. The advantage of rank-order questions over other types of questions is that you 

collect critical data about a participant’s preference of one item as compared to another—versus 

selecting from multiple answers without rating or ranking on an individual basis. 

The last type of questions that were considered relevant for the study were the rating scale 

questions that were presented on a Likert scale. The questions required the respondent to assess 

the contextual issue and provide his conceptual dimension based on choices ranging from 

‘Strongly agree’ to ‘Strongly disagree’ on a five-scale rating. 
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Having concluded the process of determining the question types, the possible questions were then 

developed. Emphasis was put on clarity of the questions, conciseness, and being direct to the point. 

This was to ensure that the best possible answers were obtained from the respondents. The 

questions were written in a simple and succinct way for the respondents to easily understand and 

interpret what is required of the question. No technical jargons or complex terms were used since 

such terms would to the best just confuse the respondent and lead to random or incorrect response. 

To avoid confusion, one question was to be responded at a time. Care was taken not to ask private 

or sensitive questions as these would infuriate the respondent. For questions such as asking for age 

and gender, they were made anonymous. Questions of “I don’t know” nature were eliminated as 

these pose threats of missing data. 

The length of the questions was restricted to being as short as possible since many respondents 

prefer answering shorter questions that do not pose any confusion in understanding them. 

Redundant questions were also eliminated in preference for questions that were seen to be relevant 

to the investigation. 

In writing the questionnaire, the cover page included information on who I am and whether I was 

working alone or in collaboration with others. The name of the academic institution where I was 

studying was also included. A paragraph explained the purpose of the research – why I needed to 

collect data.  

The research instruments underwent a test of validity and reliability. The validity of the 

instruments was conducted by experts for content validity, criterion validity, and construct related 
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validity to ascertain their appropriateness and relevance to generate required information for the 

researcher to draw conclusion from. The reliability of the research instruments was proved though 

a pre-test survey to determine the consistency of results generated in repeated measurements 

(Carmines & Zeller, 1979). 

Operational Definition of Variables 

While research requires careful planning, the use of operational definition in measuring the 

variables and constructs is key. The operational definition relates to the variables under study and 

the terms preferably used in the research context. Operational definition enables the researcher to 

define or depict in certain terms what is meant when the term is used. In a simple statement, we 

could say operational definition is a statement of procedures the researcher employs to measure a 

specific variable. It presents the specific way in which a variable is measured in a particular study. 

Critical definition of variables provides credibility to the research approach and ensures the results 

of the research are reproducible with ease. This avoids disparities when two or more studies 

identifies the same variable differently hence eliminating comparison difficulties. 

Operationalization defines the “measurement of a phenomenon that is not directly measurable, 

though its existence is inferred by other phenomena” (Bhattacherjee, 2012). Operationalization 

uncovers the incoherent concept so as to make it clearly measurable, distinguishable and easily 

understood through observing the phenomenon (Card, 2015). It helps infer the existence of the 

phenomena of interest through observing and comparing the measurable relationships they have. 

https://en.wikipedia.org/wiki/Measurement
https://www.google.com/search?tbm=bks&tbm=bks&q=inauthor:%22Anol+Bhattacherjee%22&sa=X&ved=2ahUKEwiYtc74v_nqAhWOGBQKHWQLC_YQ9AgwAXoECAUQBQ
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A construct refers to a broad concept or topic for a study. Constructs are contextually defined since 

they have theoretical meaning. Constructs can be non-figurative and may not necessarily require 

to be observed directly (Card, 2015). Inadvertently, constructs vary in their ease of measurement. 

Some constructs are relatively easy to measure such as lifespan while others require refined or 

indirect measurement (Widaman, 2020). Study variables are formulated by remodelling the 

construct into a form that is measurable. By definition, a variable corresponds to any attribute that 

varies. Therefore, a variable has at least two possible values.   

For the case of this research some of the variables defined included age of participants, number of 

years in the organization, perception, behaviour, awareness and many more that are discussed 

below.  

Variables go hand-in-hand with operational definitions. “Operational definitions specifically 

identify how the variables are measured for the purposes of the research” (Bhattacherjee, 2012). 

An operational definition identifies how the variable is calculated or recorded as a numeric 

value. In addition, the operational definition specifies the range of possible values and the 

variable’s level of measurement - nominal, ordinal, or interval (Card, 2015; Widaman, 

2020). 

Variable 1:  Gender of respondents:  Gender has been viewed as a socially-constructed 

definition of men and women. Sex defines the biological functions of men and women but gender 

is pronounced by the concept of functions, tasks and roles attributed to men and women in society, 

in private or public life (Wijk and Francis, 1999). Gender dimension is distinct in that it focuses 

https://www.google.com/search?tbm=bks&tbm=bks&q=inauthor:%22Anol+Bhattacherjee%22&sa=X&ved=2ahUKEwiYtc74v_nqAhWOGBQKHWQLC_YQ9AgwAXoECAUQBQ
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on both men and women and not on women alone. It illuminates the differences between the 

interests of men and women within the same environment.  

Gender also highlights on the convention and hierarchy which determines the position of women 

and men in a family, community or in the social environment at large, where women are often 

dominated by men; and the discrepancies between women and men based on ethnic background, 

wealth, age and other factors. “Gender roles and relations change, often quite rapidly, as a result 

of social, economic and technological trends” (Wijk and Francis, 1999) 

Based on the above, gender was chosen as a predictor variable that gave precedence to understand 

the different likes, expectations and sense of judgement relative to the two groups. Gender was 

measured on a nominal scale: - male or female. Data on gender was obtained from both the 

questionnaire and the interview guide.  

A number of researches had included gender as a variable such as: Designing and Conducting 

Gender, Sex, and Health Research by  John L. Oliffe, Lorraine Greaves (2011); Gender and 

Practice: Insights From the Field by Vasilikie Demos, Marcia Texler Segal, Kristy Kelly (2019); 

Gender and the Journal: Diaries and Academic Discourse by Cinthia Gannett (1992) - All retrieved 

from Google books. 

Variable 2: Age of respondents: Merriam Webster (2020) defines age as: “the period 

contemporary with a person's lifetime or with his or her active life or an individual's 

development measured in terms of the number of years requisite for development of an average 

individual”. Dictionary.com also defined age as: “the length of time during which a being or 

https://books.google.co.ug/books?id=Y1zPxX3dfQMC&printsec=frontcover&dq=gender+in+research+journals&hl=en&sa=X&ved=2ahUKEwjbweDLzvnqAhWuz4UKHUZlAkgQ6AEwAnoECAIQAg
https://books.google.co.ug/books?id=Y1zPxX3dfQMC&printsec=frontcover&dq=gender+in+research+journals&hl=en&sa=X&ved=2ahUKEwjbweDLzvnqAhWuz4UKHUZlAkgQ6AEwAnoECAIQAg
https://www.google.co.ug/search?hl=en&tbm=bks&tbm=bks&q=inauthor:%22Cinthia+Gannett%22&sa=X&ved=2ahUKEwjbweDLzvnqAhWuz4UKHUZlAkgQ9AgwAXoECAEQBg
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thing has existed; length of life or existence to the time spoken of or referred to”. In other words, 

age is the period of human existence, measured in years from birth. Age is usually denoted by a 

degree of mental or physical development that involves capacity and legal responsibility 

(Dictionary.com, 2020).  

For the purpose of this research, age was quantified on an ordinal scale in years ranging from 1 to 

over 80 for ease of analysis and interpretation. The primary data on age was obtained from both 

the questionnaire and the interview guide. Age had often been used before in research findings by 

many scholars. Statistical measures such as mean, standard deviation and range were used to 

analyze and interpret the data on age. A few examples researches that used age include: 

Inflammation, Advancing Age and Nutrition Research by Irfan Rahman, Debasis Bagchi (2013); 

The Scientific Article in the Age of Digitization by John Mackenzie Owen (2006) and Global 

Perspectives on Health Communication in the Age of technology by Sekalala, Seif, Niezgoda and 

Brandon C. (2018): All retrieved from Google books.com 

Variable 3: Level of education:  This represents a broad section of the education “ladder” 

progressing from very elementary to more complicated learning experience that embraces all fields 

and programme groups that occur at that particular level (Glossary of statistical terms, 2003). Level 

of education considered for this research was the highest level ever achieved in life. The 

measurement of level of education follows an ordinal scale and varies from country to country. 

For the purpose of this study, the levels of education considered were Ordinary level (O Level), 

Advanced level (A Level), First degree, Masters, PhD and others as the case could be per the 

https://www.google.co.ug/search?hl=en&tbm=bks&tbm=bks&q=inauthor:%22John+Mackenzie+Owen%22&sa=X&ved=2ahUKEwjY1avo1PnqAhWRHxQKHT10C-YQ9AgwBHoECAMQBQ
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individual respondent. Statistics such as frequency and range were used to analyze and interpret 

the data. 

Variable 4: Awareness:  According to Merriam Webster (2020), awareness is the knowledge 

or perception of a fact or situation. It defines awareness as “the quality or state of 

being aware : knowledge and understanding that something is happening or exists” . 

Dictionary.com on the other hand considers awareness as: “the state or condition of being aware; 

having knowledge and being consciousness”   

Awareness is an independent variable and the primary data on awareness was obtained from the 

questionnaires and interview conducted. It was measured in a nominal scale of yes or no and 

investigated in-depth on the knowledge of areas the company mostly support the community such 

as education, culture, sports, health care, poverty and environmental protection. The number of 

occurrences of the responses constitute the data from which statistical inferences such as range 

(least to most common) were derived from the frequency distribution.  

The primary construct associated with the research question was the knowledge that companies 

practice CSR. The statistical techniques like Pearson’s correlation coefficient, one-way ANOVA 

statistics were used. Results were produced from statistical software SPSS. This had been used as 

well in a research on “Statistical Analysis for Assessing Knowledge and Attitude on HIV/AIDS” 

by A.V. Wadagale et al (2015). The data will be generated from the questionnaires and interviews. 

https://www.merriam-webster.com/dictionary/aware
https://www.dictionary.com/browse/aware
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Variable 5: The key CSR practices: Key refers to the main item, issue or pattern; the main 

construct. The key CSR practices can be measured from the actual occurrences and existence of 

such gestures to the employees, community, stakeholders and environment.  

The key CSR practice was an independent variable and the primary data on awareness was 

obtained from the questionnaires and interview conducted; and investigated in-depth on the 

practice from areas the company was involved in and the main CSR approaches the company 

adopted such as at workplace, on the community, on environmental issues or at the marketplace. 

It was further gauged on the consideration on the people, the environment, profits and business 

growth or sustainability of CSR activities. 

The number of occurrences of the responses constituted the data from which statistical inferences 

such as frequency and range (least to most common) were derived from the responses. The 

qualitative analysis was used in order to make the comparisons as was applied by Srivastava et al 

(2019) in a study of “Comparing of the key CSR practices being practiced by selected private and 

public sector companies: A Descriptive Analysis”. Pearson’s chi squire test was employed to test 

the hypothesis H11 that “there are predetermined key CSR practices employed by the selected 

companies” (Kádeková, 2020). Results were produced from statistical software SPSS and 

presented in form of graphs and tables for clarity and ease of interpretation. 

Variable 6: Perception: This is measured by existence of a particular behaviour towards or 

against the practice or CSR evidenced in willingness or activities approved to be involved in and 

whether such activities have been done. Merriam Webster (2020) defines perception as “the act or 
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faculty of perceiving, or apprehending by means of the senses or of the mind; cognition; 

understanding. immediate or intuitive recognition or appreciation, as of moral, psychological, or 

aesthetic qualities; insight; intuition; discernment”.  

Perception was measured based on the behaviour exhibited and calibrated on a Likert scale on the 

level of agreement to the statements or behaviour ranging from strongly disagree at the least to 

strongly agree at the highest range. It has an ordinal scale. It was measured also by way of 

magnitude estimation, matching and detection or discrimination. qualitative statistics was used in 

order to make the comparisons as was applied by Srivastava et al (2019). 

The statistical techniques like Pearson’s chi test was employed to test the hypothesis H12 that the 

perception and behaviour of top executives and employees towards the implementation of CSR 

practices is predictable (Kádeková, 2020; Rossi, 2009). 

Variable 7: Motivation:  This refers to a psychological force that triggers action and concerns 

those internal processes that give behaviour its energy, direction, and persistence (Sounders, 2020). 

Behaviour that has strength and intensity is attributed to the presence of energy. When behaviour 

is directed towards some particular outcome or goal, it is said to have a purpose. Persistence is 

when the behaviour endures and is sustained over time and across different situations. Therefore, 

motivating factors are measured by the persistence of outcomes or CSR practices of the companies.  

Motivation just like perception have common link to felt responses. They have a commonality in 

psychological processes. Motivation was measured based on the behaviour exhibited and 

calibrated on a Likert scale on the level of agreement to the statements or responses ranging from 

https://www.dictionary.com/browse/perceive
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strongly disagree at the least to strongly agree at the highest range. It had an ordinal scale. 

Descriptive statistics were used in order to make the comparisons as was applied by Srivastava et 

al (2019). The statistical technique like Pearson’s chi test was employed to test the hypothesis H13 

that there are drivers that motivate companies to practice CSR (Kádeková, 2020; Rossi, 2009). 

The results were also produced on statistical software SPSS and presented in form of tables and 

graphs for clarity and ease of interpretation. 

Variable 8: Benefit:  Benefit is something that produces good or helpful results or 

effects or that promotes well-being. In view of this research, benefit refers to the positive 

outcome, a reward someone gets. Benefits are measured by the level of satisfaction and 

appreciation of the context.   Some of the criteria used in measuring benefit include choice on 

decisions of Influence our customer’s buying decisions, Improvement in employee commitment 

to the company and Improvement in the company’s image in media or society.  

It had an ordinal data presented on the Likert scale. Qualitative statistics were used in order to 

make the comparisons as was applied by Srivastava et al (2019). The number of occurrences of 

the responses constituted the data from which statistical inferences such as range (least to most 

common) were derived from the frequency distribution. The descriptive statistics was used in order 

to make the comparisons as was applied by Srivastava et al (2019) The statistical technique like 

Pearson’s chi test was employed to test the hypothesis H13 that there are drivers that motivate 

companies to practice CSR (Kádeková, 2020; Rossi, 2009). These drivers are the benefits 

associated to the motivating factor. 
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Study Procedures and Ethical Assurances   

Study Procedure 

In undertaking this research to understand Corporate Social Responsibility practices in the 

transport sector in Uganda, the research objectives were defined and included: identifying key 

CSR practices of the selected companies; knowing the perception and behaviour of top executives 

and employees towards the implementation of CSR practices; exploring the motivations for 

practicing CSR activities in selected companies and exploring the strategies to develop a 

framework through which companies can create competitive advantage through implementation 

of CSR activities. Research questions that guided the investigation were also developed relative to 

the objectives. The research methodology and design were also determined to guide the research 

process. 

This study received approval from the Unicaf Research Ethics Committee (UREC) prior to 

collection of data and being granted permission to proceed. Human subjects were employed in the 

research. Participants were recruited from the waiting sheds of the companies. Voluntary and 

wilful participation of the respondents was encouraged without being coerced or forced against 

their will. They were explained the purpose of the research, what was expected of them and how 

the research process would proceed so that they make up their mind either to participate or decline. 

They had to make an informed decision having understood the procedures involved. The 

participants filled consent forms that were designed for this purpose. 
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The researcher tried as much as possible to conceal the identity of the participants. It was not the 

legal obligation of the researcher to disclose the identities of the participants. This was achieved 

through coding of the research tools and not asking for names of the respondents. The duty to the 

participants subdues the duty to the community.  

This research was carried out using a mixed methods approach where qualitative and quantitative 

research approaches were concurrently used. The qualitative method was descriptive in nature 

where facts were gathered and described to the audience. The researcher had little control over the 

unfolding events. Qualitative research involved collection, analysis, and interpretation of non-

numerical data. This approach has been used by other researchers earlier on to understand the 

individual’s subjective perception and thus giving meaning to the social realism. It was considered 

the best option to understand conceptual issues, opinions, or experiences that the research intended 

to uncover specifically in this Ugandan case where little literature is available.  

It has been used to collect in-depth information on a phenomenon and generating new ideas for 

from the study. Qualitative method was chosen in order to obtain a more pragmatic feeling of the 

world that cannot be expressed with numerical data and providing the platform to interact with the 

respondents in their own language and terms which could yield more results than the quantitative 

approach (Kirk & Miller, 1986).  

The quantitative method presented an analytical view to the research. The emphasis of employing 

quantitative research was to objectively measure, and statistically analyze the collected data 

through the designed data collection tools such as questionnaires and manipulation of the data 
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using data analysis techniques or statistical packages. Qualitative research process involved 

collecting data to present patterns, averages and make predictions based on tests of casual 

relationships in order to provide generalized results to the greater population through inference. 

This method has been widely used by researchers in the field of humanity, social sciences, 

psychology, economics, etcetera (Bhandari, 2020) 

The facts or data already collected were analyzed to make a critical evaluation of the outcomes. 

Quantitative approach was appropriate since the research problems had been stated in specific and 

certain terms; both the independent and dependent variables were clearly specified and the original 

set of research goals were firmly followed; arriving at more objective conclusions and testing of 

hypothesis (Kealey & Protheroe, 1996). 

Purposive and random selection of participants (sampling methods) were employed to identify the 

respondents. Purposive sampling was employed to identify respondents suggested to have rich 

information on the matter under investigation and could provide better insight into the subject 

matter.  

Purposeful sampling is widely used in qualitative research for the identification and 

selection of information-rich cases related to the phenomenon of interest. Although there 

are several different purposeful sampling strategies, criterion sampling appears to be used 

most commonly in implementation research. However, combining sampling strategies may 

be more appropriate to the aims of implementation research and more consistent with 

recent developments in quantitative methods (Palinkas et al, 2016). 

https://www.ncbi.nlm.nih.gov/pubmed/?term=Palinkas%20LA%5BAuthor%5D&cauthor=true&cauthor_uid=24193818
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Purposive sampling belongs to the group of non-probability sampling method which if often 

referred to as subjective sampling or selective sampling where the researcher heavily depends on 

his personal assessment in choosing the respondents who participate in the study. The researcher 

should have a previous knowledge on what is under investigation in order to correctly identify the 

respondents presumed to be eligible. Purposive sampling method is often chosen by researchers to 

access a particular group of respondents with a predetermined profile. 

Random sampling belongs to sampling techniques in which each sample has an equal chance of 

being selected. A sample selected randomly is meant to be an unbiased representation of the total 

study population. All elements in the population have an equal probability of being chosen to form 

the sample. In conducting this research, simple random sampling technique was employed. 

The participants’ consent was obtained before being engaged in the research process. The 

voluntary and wilful participation of individuals in a research was of prime significance. The 

participants were explained the purpose of the research, what was expected of them and how the 

research process would proceed so that they could make up their mind either to participate or 

decline. They had to make an informed decision having understood the procedures involved. 

Consent forms were designed for the participants to fill accompanied with their information sheets 

before the research commenced.  

Raw data was obtained using questionnaires and interview guides. The data collection process 

involved giving out structured questionnaires and having interviews with managers and selected 

stakeholders of the selected enterprises. 
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The collected data was analysed with the help of SPSS (Statistical Package for Social Science) and 

presented by tables, charts and graphs. Percentages, Mean and coefficients were the statistics for 

basing opinions. The choice of these statistical techniques was a function of their convenience and 

their ability to present effective comparisons of various responses. Best practices for the 

management and confidentiality of Questionnaires and data collected were adopted. 

Ethical Assurances  

Ethics is all about morality: what is right and what is wrong in a society. It applies to all disciplines 

of life from the community where you live in, to spirituality, education, science, sociology and 

even in research. According to Miller and Bell (2017), “Ethics are the norms or standards for 

conduct that distinguish between right and wrong”. It is the yardstick for determining what is 

acceptable and what is unacceptable. Rensik (2015) concurs with this position by affirming that 

ethics is the norm applied to one’s conduct “that distinguishes between acceptable and 

unacceptable behaviour”. 

Ethics helped the researcher to identify what was morally right or wrong in conducting research. 

The integrity, validity and reliability of research project depended on how critical the researcher 

followed the ethical principles and guidelines. There was notable evidence that the researcher 

followed the prescribed guidelines relating to human rights, compliance with laws, health and 

safety considerations and due care and skill.  

“We have a moral responsibility to protect research participants from harm”, states McLeod 

(2015). The ethical principles or codes of conduct that guided this research were issues relating to 
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honesty, objectiveness, respect for humanity, reverence to intellectual property, and confidentiality 

of information. Others included non-discrimination and social responsibility.  

These underlying principles are discussed below: 

Informed Consent:  The wilful and voluntary participation of persons is of prime 

importance in research. Participants should not be subjected to coercion or forced to participate in 

the research without their consent. As stated in the lecture notes (2017), “the researcher should 

obtain the consent of the participant”.  

The participants were explained the purpose of the research, what it entails, what was expected of 

them as participants and how the research process would be concluded. The procedure of the 

research was also communicated to the participants so that they could make an informed decision 

either to take part in the study or absolve from it.  

No juveniles were recruited in this research. The issue of getting voluntary consent arose from the 

Tuskee Syphilis Study (Lecture Notes, 2017). McLeod (2015) suggests that “where it is impossible 

for the researcher to ask the actual participants, a similar group of people can be asked. If they say 

participating in the research is good, then it is assumed that the real participants will find it 

acceptable”. This he termed as presumptive consent. Consent forms have to be filled and 

accompanied with information sheets before starting the study. 

The inconsistency with consent is that there may be disparity between how the participants think 

they will behave in the study and how they eventually behave during the study. Another challenge 
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with consent comes in when the participants do not want to take part in the research and yet they 

have been purposively selected to participate. The research may likely lose its meaning. Thirdly, 

consent from animals and other living and non-living samples apart from humans will never be 

sought. The principle of obtaining consent therefore is limited to human participants. For the case 

of this research, all the respondents that gave consent fully took part in the research. 

Debrief: Getting back to the participants after the research has been concluded is important. 

The participants will be given the chance to know if the research process was successful and 

whether the findings or outcomes have been achieved. They will be involved in discussion of 

issues that could have arisen in the course of the study. McLeod (2015) emphasizes that “They 

must be given a general idea of what the researcher was investigating and the findings”. 

Participants need to know if they have been deceived or not. They will be given the chamce to ask 

questions that should be honestly answered. McLeod prostates the view of Aronson (1998) that: 

“The aim of debriefing is not just to provide information but to help the participant leave the 

experimental situation in a similar frame of mind as when he entered the experiment”. It removes 

misconceptions the participants could have had and detonates anxiety. 

Protection of Participants: Participants were not subjected to any stress nor mental discomfort. 

Distress leads to mental harm. It may also postulate to physical harm. The participants were 

protected from mental harm or physical harm. It was a common logic not to embarrass the 

participants. The researcher did not frighten the participant. It was an obligation of the researcher 

to care for the vulnerable persons too (the elderly, disabled and children) these groups needed 
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special attention and care. The elderly often present with complex cases of loss of memory hence 

these was kept in mind.  

Mcleod (2015) stated that: “The risk of harm should be no greater than in ordinary life”. Resnik 

(2015) also suggests that “when conducting research on human subjects minimize harms and risks 

and maximize benefits”. The researcher should “accord appropriate respect to the fundamental 

rights, dignity and worth of all people” (APA, 1992). 

Deception: Deception refers to the action of the researcher for wrongly informing and 

misleading participants about the goals and objectives of the research. Some researchers 

deceptively conduct research on one topic when actually their intention is different. For example, 

conducting research on blood groups of people when the researcher has a hidden agenda of 

investigating the prevalence of AIDS in the participants! Deception can be of two forms: deliberate 

deception and deception by omission.  

Deception was avoided as much as possible during the course of the investigation. No situation 

arose where staged manipulations or using confederates could be employed. We had to protect the 

outcome of the research in case the participants objected or got distressed by the debriefing results 

that could make the research become void and unacceptable. 

McLeod argues that deception should not be justified in research since it violates the person’s right 

to decide to participate, it is questionable in building a speciality and leads to mistrust of 

researchers. 
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Confidentiality: Unless there is consent from the participants, the information obtained from 

them should be kept confidential. The researcher tried as much as possible to conceal the identity 

of the participants. It was not the legal obligation of the researcher to disclose criminal acts of the 

participants. The duty to the participants subdues the duty to the community. Revealing such 

confidential information could lead to some participants withdrawing from the study because they 

might feel uncomfortable with it. 

In conclusion, the ethical principles in research guided the researcher in conducting the research 

professionally keeping in mind the sacredness of humanity. The researcher showed reverence to 

human dignity, respected the privacy of the participant, and never deceived the participants. The 

participants needed to be protected and information obtained from them kept confidential unless 

they consent to have it public. The researcher is obliged to debrief the participants after the 

conclusion of the research. 

The participants were explained the purpose of the research and they have made an informed 

decision having understood the procedures involved. Presumptive consent was not considered for 

respondents such as clients of the company since all consented voluntarily to take part in the 

research. Consent forms were designed for the participants to fill accompanied with their 

information sheets before the research commenced.  

This position was stressed by the following researchers that: the respondents’ consent will be 

sought before being engaged in the research process. The voluntary and wilful participation of 

individuals in a research is of prime significance (Mc Leod, 2019). The participant will be 
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explained the purpose of the research, what is expected of them and how the research process will 

proceed so that they make up their mind either to participate or decline (Trochim, 2019). They 

have to make an informed decision having understood the procedures involved. Consent forms 

will be designed for the participants to fill accompanied with their information sheets before the 

research commences. 

Data Collection and Analysis   

An essential component of ensuring integrity of data is the accuracy and appropriateness of 

analyzing the research findings. In simple terms, data analysis is the process of systematically 

applying logical or statistical techniques to describe, illustrate, condense and evaluate data. It is 

the process of cleaning, transforming, and modelling data to discover useful information for 

decision-making, generalization and inference. In other words, data analysis is the process of 

collecting, modelling, and analyzing data to identify insights that support a theory or hypothesis.  

There are various methods and techniques employed for data analysis depending on the study and 

the aim of the analysis. The organised application of statistical and logical techniques to describe 

the data scope, modularize the data structure, condense the data and represent it illustratively using 

images, tables, and graphs, and evaluating the statistical inclinations, probability, and deriving 

meaningful conclusions constitute data analysis. These analytical procedures enable us to induce 

the underlying inference from data by eliminating the unnecessary chaos created by its raw form. 

Data generation is a continual process; this makes data analysis a continuous, iterative process. 

Ensuring data integrity is one of the essential components of data analysis.  



186 

 

 

 

The objective of data analysis is to abstract useful information from data for taking decision based 

upon the abstracted information. The intention behind data analysis in research is presentation 

accurate and reliable data. Statistical errors should be avoided as far as possible and a way to deal 

with everyday challenges like outliers, missing data, data altering, data mining, or developing 

graphical representation should be found. Data analysis is the critical part of any study. Analyzing 

data provides a summary of the collected data. Data analysis also involves interpretation of data 

through the use of analytical and logical reasoning to determine patterns, correlations or trends.  

In carrying out any research process, a lot of data is generated. Quantitative research generates 

more data than qualitative research (Lecture Notes, 2020). The data has to be grouped or 

summarized, analyzed and presented in a form that can be easily understood and interpreted. 

Graphs, charts, cross-tabulation are some of the ways to present data graphically. Further analysis 

that builds on the relationships in data collected can be done through performing regression 

analysis, and calculating statistics such as mean, standard deviations and variance analysis (Archer, 

2018). 

Conducting qualitative data analysis can be daunting to any novice (and even experienced) 

researcher. To add to this complexity, analysis no longer need be conducted manually; 

you can now make use of any one of a host of different Computer-Aided Qualitative Data 

Analysis (CAQDAS) software, available either commercially or as open-source Software 

(Archer, 2018; Pg. 1). 
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The research instruments used were questionnaires and interview guide for collection of primary 

data. Questionnaires provide quantitative data that were of ordinal or nominal type. A variable is 

a measured quantity or quality whose value keeps on changing across the population. The changing 

values can be grouped as nominal or ordinal data. Nominal data refers to variables that are placed 

without a specific order, while ordinal data presents as variables placed in order. Although, they 

are both non-parametric variables, the difference between them is the fact that ordinal data is 

placed into some kind of order by their position. 

The level of measurement of a variable decides the type of statistical test to be used. The numerical 

nature of a variable is considered as the level of measurement. Nominal scale refers to a naming 

scale, where variables are simply labelled, with no specific order in the labelling. Ordinal scale has 

all its variables in a specific order, beyond just naming them. Interval scale offers labels, order, as 

well as, a specific interval between each of its variable options.   

Upon importing the data from any variable into the SPSS input file, it takes it as a scale variable 

by default since the data essentially contains numeric values. Such a data is then changed from the 

default setting to either nominal or ordinal or keep it as scale depending on the variable the data 

represents. 

Ordinal Scale simply depicts the order of variables and not the differences between each of the 

variables. These scales are generally used to depict non-mathematical prescriptions such as 

frequency, level of satisfaction, etc. It is quite straightforward to remember the implementation of 

this scale since ‘ordinal’ emanates from ‘order’, which is succinctly the purpose of this scale. The 

https://www.questionpro.com/blog/ordinal-scale/
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scale presents descriptive qualities along with an intrinsic order but is void of an origin of scale. 

The interval between the variables cannot be precisely calculated. Descriptive qualities indicate 

that similar properties are tagged together to the nominal scale.  

Qualitative information was obtained from the interviews conducted. In the process of collecting 

data, the questionnaires were hand delivered to the respondents after obtaining consent from them. 

They filled the questionnaire that were later on collected back. The data collected from the 

questionnaires fell within the two groupings – nominal or ordinal and not beyond this. The results 

were then coded and inputted into SPSS for analysis. In a similar way, face to face interviews were 

conducted with the purposively identified respondents. The recordings and scripts were 

transcribed, indexed for ease of retrieval and identification. Once this was done, identification of 

themes was carried out to make it easy to regroup the data in way of re-coding. The re-coded data 

was then inputted in the software – SPSS for manipulation. 

It should be noted that in computing any inferential statistic on SPSS, it is necessary to code the 

data, enter data and then do exploratory analysis. To code is to assign numbers to the values or 

levels of each variable. Coding ensures that all data entered are numeric. Say for this research, if 

entering data on gender of respondents, M for male and F for female will not suffice. Values such 

as (1) for male and (2) for female is appropriate so long as the data type is correctly identified, and 

for this case a nominal data where the order of 1 or 2 does not matter at all and has no ranking base 

at all.  
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There are however a number of statistical software available to perform statistical analysis, other 

than Statistical Package for Social Sciences (SPSS), such as Smart PLS, AMOS, R-programming, 

STATA, and many more (Puteh, 2017). SPSS is a statistical package designed by IBM Corporation 

and used widely by researchers and academics worldwide. It is easier to use and a number of 

statistical tests could be conducted using the software. For Smart PLS it is primarily designed “by 

a team of software developers from the academia in Germany” (Ringle et al., 2015). It was 

developed to undertake statistical analysis using the ordinary least squire estimation method for 

exploring theories. AMOS that has been designed by a team at IBM Corporation is widely used to 

confirm a theory (Byrne, 2010).  

To accommodate this research where a mixed-methods approach was used (both qualitative and 

quantitative research approaches were used concurrently), the best statistical data analysis 

technique employed was SPSS due to its convenience. Data analysis in this case refers to 

manipulation of data to generate the desired output.  

The data collected was analyzed using statistical software tool and in particular SPSS (Statistical 

Package for Social Science). The analyzed data was presented by frequency tables, charts and 

graphs. Percentage, Mean and standard deviations were the statistics for basing opinions on 

variables such as gender, Age, level of education. For testing hypothesis, the statistical technique 

like Pearson’s chi square test was employed to test the hypothesis. For other variables regression 

analysis was also adopted. 
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 The statistical techniques were chosen due to the function of their convenience and ability to 

present effective comparisons of various responses. Best practices for the management and 

confidentiality of data collected was adopted. 

SPSS software can be used for both batched and non-batched statistical analysis. It is a popular 

statistical package that can perform highly complex data manipulations and analysis with simple 

instructions. SPSS can generate “tabulated reports, charts and plots of distributions and trends, 

descriptive statistics and conduct complex statistical analyses” (Byrne, 2010).  It is beneficial for 

both qualitative and quantitative data. SPSS has an advantage of giving a perfect graphical 

representation and also an appropriate result for the data that has been entered. SPSS is designed 

to handle a large set of variable data formats. It transforms data, does regression analysis, carries 

out analysis of variances (ANOVA) between dependent and interdependent variables that are stored 

in a data file.  The package can also be used to conduct t-tests to understand the differences between 

two sample types. 

On the type of data collected, awareness on CSR was rated on a nominal scale. The frequency of 

the responses defined the consensus that was presented in form of graph. Perception and behaviour 

were also measured in nominal scale but presented on a Likert scale for ease of choice by the 

respondents to show their preference.  The benefits accrued from CSR practices were quantified 

and presented on an ordinal scale. In the biographical data, the gender of the respondents was 

measured on a nominal scale of male or female. Age measured on an ordinal scale ease of analysis 

and presentation. Similarly, the level of education was also measured on an ordinal scale since 
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each level attained has some importance attached to them. The instruments employed attempted 

to answer the research questions as comprehensively as possible. 

Using SPSS therefore strengthened the research analysis process by analyzing and presenting data 

in form of frequency tables, charts and graphs. Percentages, Mean and standard deviations were 

generated for basing opinions. The relationship between the dependent and independent variables 

were investigated and analyzed using regression analysis and Chi square-test. 

Summary  

The main objective of this research was to understand CSR practices in the transport sector in 

Uganda. A mixed-methods approach was employed. The data was generated using questionnaires 

as the main tool and interviews conducted through adoption of random and purposive sampling 

techniques. The quantitative data was obtained using questionnaires as the main tool while 

qualitative data was generated from interviews. The variables were measured, quantified and 

analyzed by regression analysis. Qualitative method was used to obtain a more realistic and in-

depth feel of the phenomenon that could not be expressed in the numerical quantitative approach. 

This research adopted the exploratory research design. This design was chosen for its suitability 

for conducting research on a context when there are no past data or only scanty studies for 

reference. The exploratory approach explored the answers to an inexplicable question. It was the 

research problem that defined the research design and methodology. 
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The operationalization concepts of research approach involved disaggregating abstract 

sociological concepts into more specific measurements. The key CSR practices were measured 

from the actual occurrences and existence of such gestures to the community, employees, 

environment and other stakeholders. Perception was measured by existence of a particular 

behaviour towards or against the practice of CSR evidenced in willingness or activities approved 

to be involved in and whether such activities have been done. The population of the research 

constituted of 630 members in the management, the staff and clients of the bus operating 

companies. The research therefore recruited a sample size of 300 participants which was a 

reasonable representation of the study population even if we used 95% confidence level and 

interval of 5. The research instruments underwent validity and reliability tests.  

This research received approval from the Unicaf Research Ethics Committee (UREC) prior to 

collection of data and being granted permission to proceed. Human subjects were employed in the 

research. Voluntary and wilful participation of the participants was encouraged without coercion 

or being forced against their will. The collected data underwent scientific analysis using SPSS.  
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CHAPTER FOUR: DISCUSSION OF RESEARCH FINDINGS 

Introduction 

The main objective of this study was to understand Corporate Social Responsibility practices in 

Uganda with specific focus on the transport sector. It included identifying the key CSR practices 

of the selected companies; knowing the perception and behaviour of top executives and employees 

towards the implementation of CSR practices; exploring what motivates the companies to practice 

CSR and developing a framework through which companies can create competitive advantage 

through implementation of CSR activities.   

While CSR is being readily embraced, documented and regulated in developed countries, this is 

not the case with African countries. It is a strong belief that CSR is unknown in Africa and Uganda 

in particular. The authorities in public and private sector however take vantage of the 

internationally acclaimed CSR practices in their organizational policies. Most such African 

companies or organizations initiate CSR practices informally. In the Ugandan case, most 

businesses with exception of few multinational corporations do not have strategic engagements in 

specific terms to pilot CSR concept (Katamba & Nkiko, 2016). Considering this position, it has 

been apparent to investigate CSR practices in Uganda to draw up a precise picture and reliable 

inventory on CSR paradox.  

CSR phenomenon in African economies has of recent gained heightened interest among scholars 

and intellectuals generally attributed to the inequalities and high-level poverty indexed compared 

to those economies with sustainable development policies where CSR is resonated among local 
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communities and the public domain (Cheruiyot, 2016). In the African context, CSR has gained 

popularity basically from social dimensions which is quite incomprehensive and unenforceable in 

law. Given this background, more has to be done to unearth and understand CSR implementation 

and its practices in this “dark continent” – “dark” in the sense of information gap – and urgently 

so due to the uniqueness of the situation. To explore on this CSR phenomenon, this investigation 

revolved around a limited number of management facades.  

This study was therefore to understand Corporate Social Responsibility practice in Uganda with a 

specific attention on the transport sector in Uganda. Being a new global phenomenon, CSR has 

increasingly become an important element of doing business in recent years, as more customers 

get affiliated to businesses and organizations with policies that match their own expectations when 

it comes to issues of environment and societal expectations.  

The research attempted to provide responses to the following research questions: What are the key 

CSR practices of the selected companies? How is the perception and behaviour of top executives 

and employees towards the implementation of CSR practices? What are the motivations for 

practicing CSR activities in selected companies? Which strategies can be identified to develop a 

framework through which companies can create competitive advantage through implementation 

of CSR activities?   

The results of the findings were presented in three parts: Part 1 looked at the demographic 

characteristics of the respondents. The basic demographic information required of the participants 

were their age, gender, highest level of education and number of years they have been associated 
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with the company. Age was an important factor here to disclose whether minors were 

unconsciously recruited in the investigation. Secondly it was to prove the reliability of the 

responses since a person above the minority age can provide reliable response. 

Part 2 was meant to understand information regarding the selected companies. The information 

required from this section included: Name of the Bus company, status of company registration, 

number of years in operation, whether the company has any CSR practices in place and the areas 

in which the company mostly supports the community.  

Part 3 answered the research questions: the key Corporate Social Responsibility Practices; the 

perception and behaviour of top executives and employees on CSR; motives for practicing CSR 

and strategies used for developing a framework for competitive advantage.  

The key CSR practices was investigated further by examining the main CSR approaches used by 

the companies in implementing their CSR practices whether it was the community approach, 

workplace approach or marketplace approach. On the main considerations for practicing CSR, 

more insight was sought on whether CSR was practiced to cater for community interests – that is 

people, the environment, profitability and business growth, or sustainability of CSR activities. 

The perception and behaviour of top executives and employees on implementation of CSR 

practices was tested on a Likert scale measuring the level of agreements to the leading statements. 

The participants were asked to give their views on whether CSR implementation is the 

responsibility of top management; whether there are laws and regulations in place that compel 

companies to adopt CSR practices. Other matters investigated under perception were on presence 
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of CSR policies in company plans, sustainability of CSR practices and the main focus of CSR 

program. 

The third research question directed investigation on the motives for practicing CSR activities. 

The respondents were given opportunity to express their agreement to the statements presented on 

a five-point Likert scale ranging from strongly disagree to strongly agree.  

The last section of part 3 was designed to gather information on the strategies that can be employed 

to develop a framework for competitive advantage. The strategies tested were developed from 

literature that include looking at profitability and economic benefits that would accrue to the 

company; evaluation of economic benefits of CSR practices; going by the legal and regulatory 

requirements of the state; or consideration of the ethical responsibility of the company. Other 

strategies investigated were based on the company’s inclination to philanthropic responsibility and 

appeasement of political systems.  

In general terms, this research was to test the Null hypothesis (H10) that: Corporate Social 

Responsibility practice is not a relatively new concept in Uganda. What had to be proved was the 

adoption of CSR practices as a business strategy in the transportation sector. The results of the 

findings were discussed in order of  the research questions directed to test each of the hypothesis 

as follows: 

H11 There are key CSR practices employed by the selected companies 

H12 The perception and behaviour of top executives and employees towards the implementation 

of CSR practices is predictable 



197 

 

 

 

H13 There are drivers that motivate companies to practice CSR 

H14 Strategies can be identified to develop a framework through which companies can create 

competitive advantage through implementation of CSR activities  

Following the finalization of collection of primary data using the tools developed, and successfully 

importing the data into the statistical software, this chapter reports the findings from the analysis 

of the collected primary data. The data was analyzed using SPSS as the preferred analysis software. 

This chapter starts with providing information about the trustworthiness of data collected, 

reliability and validity of the research instruments, the results obtained from the data collection 

process and evaluation of the findings. A summary to the chapter is also presented. 

Trustworthiness of data 

The achievement of any data analysis process is hinged on the satisfaction of the audience. It 

depends on whether the audience can trust the analysis as well as the presenter of the data (Peng, 

2018). Trustworthiness has become an important concept in qualitative research because it enables 

the researcher to give in-depth narrative of the parametric virtues that synonymously apply to the 

research. Trustworthiness virtually addresses issues of whether the data is credible, transferable, 

dependable, and can be confirmed. “Researchers have continued to adapt and refine the criteria to 

ensure the quality of the data and findings” (Laura, 2020). 

Trustworthiness or rigor of a study refers to the degree of confidence in data, 

interpretation, and methods used to ensure the quality of a study (Pilot & Beck, 2014). … 
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Credibility of the study, or the confidence in the truth of the study and therefore the 

findings, is the most important criterion (Polit & Beck, 2014). 

Several criteria for evaluating trustworthiness of data have been proposed. One of the common 

features of the criterion has been the aspiration to trustworthiness by accurately reporting the 

content analysis process. Elo and Kanste (2014) proposed four alternatives to consider in 

assessment of the trustworthiness of data. These include: the credibility of the data, whether the 

data is dependable (dependability), conformability and whether it is transferable. A fifth criterion 

of authenticity was added later on. 

From the perspective of establishing credibility, researchers must ensure that those 

participating in research are identified and described accurately. Dependability refers to 

the stability of data over time and under different conditions. Conformability refers to the 

objectivity, that is, the potential for congruence between two or more independent people 

about the data’s accuracy, relevance, or meaning. Transferability refers to the potential 

for extrapolation. It relies on the reasoning that findings can be generalized or transferred 

to other settings or groups (Polit & Beck, 2014). 

The last criterion of authenticity denotes the extent of fairly and faithfully showing a range of the 

reality by the researchers (Elo& Kanste, 2014). 

Expressed in simple terms, trustworthiness in quantitative data is measured by the validity and 

reliability of the research instruments while in qualitative studies, the concept is put in more 
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obscure terms. It “is pertinent to address how qualitative researchers establish that the research 

study’s findings are credible, transferable, confirmable, and dependable” (Elo & Kanste, 2014). 

 

Credibility looks at the confident the researcher has on the truthfulness of the findings of the 

investigation. Most often, researchers use mixed methods approach or triangulations to prove that 

the research findings are credible. Transferability implies the possibility of replicating the findings 

to show that they are applicable in other similar population, phenomenon or situations. 

Confirmability pastorates the degree of neutrality of the study findings. It is a measure of reliance 

on the participants’ responses. This is to prove that there were no elements of bias or manipulation 

by the researcher for personal motives. In the same context of understanding trustworthiness, 

dependability measures “… the extent that the study could be repeated by other researchers and 

that the findings would be consistent … if a person wanted to replicate your study, they should 

have enough information from your research report to do so and obtain similar findings as your 

study did” (Polit & Beck, 2014; Elo & Kanste, 2014). 

In conducting this research, selection of the method of data collection was one pertinent issue to 

determine the credibility of the data collected because credibility examines the focus of the 

research and is in direct reference to how well the data addressed the intention of the research. A 

lot of thought was put in determining the most suitable method to collect the appropriate and 

relevant data. 
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“The strategy to ensure trustworthiness of content analysis starts by choosing the best data 

collection method to answer the research questions of interest. In most studies where content 

analysis is used, the collected data are unstructured” (Elo & Kyngas, 2008). The appropriate 

method chosen after critical thought was conducting interviews in addition to dispensing 

questionnaires. The interview guide was semi-structured to provide option for in-depth 

investigation. During the interview process, the participants’ answers were guided within the scope 

of the investigation. This was to avoid cases of diverting from the contextual setting of the research 

objectives. 

For the purpose of defining credibility of the instrument, the suitability of the interview questions 

was examined through pretesting. Preliminary interview helped to evaluate whether the interview 

questions were suitable for obtaining required data that answered the proposed research questions. 

Though analysis of the sampling methods was carried out to evaluate the possible options before 

considering purposive and simple random sampling as the best choice considering the environment 

the research was carried out in. The sampling method is an important factor to consider in 

qualitative studies (Kabir, 2016).  

In qualitative research, the sampling strategy is usually chosen based on the methodology 

and topic, and not by the need for generalizability of the findings Types of qualitative 

sampling include convenience, purposive, theoretical, selective, within-case and snowball 

sampling However, the sample must be appropriate and comprise participants who best 

represent or have knowledge of the research topic (Creswell, 2013; Pg. 230). 

https://journals.sagepub.com/doi/full/10.1177/2158244014522633
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As proposed by Elo and Kyngas (2014), the most oftenly used method in content analysis studies 

is purposive sampling. “… purposive sampling is suitable for qualitative studies where the 

researcher is interested in informants who have the best knowledge concerning the research topic".  

When using purposeful sampling, decisions need to be made about who or what is sampled, what 

form the sampling should take, and how many people or sites need to be sampled (Creswell, 2013).  

Dependability refers to the stability of data over time and under different conditions. Therefore, it 

is important to state the principles and criteria used to select participants and detail the participants’ 

main characteristics so that the transferability of the results to other contexts can be assessed  

In reverence to the above, the process of data collection and analysis followed approval of the 

Research Ethics Application Form (REAF) and the data collection tools by the Unicaf University 

Research Ethics Committee (UREC).  

This investigation used the mixed-methods approach where both qualitative and quantitative 

research approaches were used concurrently. Quantitative data was generated from questionnaires 

as the main data collection tool while qualitative data was generated from interviews.  The 

appropriateness of quantitative approach was because of the research problems that were stated in 

specific and set terms (Bryman, 2006). The variables were measurable, quantifiable and analyzed 

statistically. 

The Qualitative approach was chosen due to its ability to obtain a more realistic and in-depth 

experience of the phenomenon that could not be qualified in the numerical quantitative approach 

https://journals.sagepub.com/doi/full/10.1177/2158244014522633
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and to interact with the respondents in their own language to yield more results than the 

quantitative approach (Temple, 2004).  Exploratory research design was adopted due to its 

suitability for conducting research on a research problem where there are scanty past data or few 

studies available for reference (Bhat, 2019). 

During the process of collecting primary data, the gatekeeper letter was signed by the management 

of the selected companies to grant permission to recruit participants for the research and interact 

with them. No adverts were made for participant recruitment, rather random sampling technique 

employed to select the participants who were explained the purpose of the research and their 

willful participation sought before signing the informed consent form.  

Three hundred participants were recruited for the research of which 20 top level management of 

the selected companies were interviewed considering the nature of their duty and wealth of 

information they could provide and 280 other respondents comprising of 50-staff and 230-clients 

filled questionnaires.  

The four staff purposively selected for interview included the Managing Director, Operations 

manager, Branch managers and HR/Admin officers of the selected companies. Each interview 

lasted approximately twenty minutes and were conducted from 08th to 16th August 2020 except for 

California Bus Company that was conducted later from 26th to 27th September, 2020 due to delays 

in approval by the Director. 

The questionnaires were hand delivered to the randomly selected participants who had consented 

to taking part in the research. They filled the questionnaires and returned them to the research 
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team. The data collection process started on 08th August 2020 and lasted up to 16th August 2020. 

The research did not discriminate against gender and no minors were recruited. 

It is the researcher’s belief that the data collected has been dependable, primary in its nature for 

the purpose of the research, trustworthy and credibly collected. The variables constructed were 

considered suitable to generate results for the assumptions of the statistical analysis.  

There were apparently no hiccups in the whole process. Although there was some resistance from 

one company branch to grant permission for engagement with staff and clients, persuasion and 

engagement with higher management level made them to relent and the data collection process 

proceeded without any hindrance. The wrath of Covid-19 lockdown almost affected data collection 

process but thankfully, the extension of the period into dissertation stage 4 made it comfortable to 

collect all the required data - a time when the lockdown had been eased. 

Reliability and validity of research instruments 

The quality of research is often evaluated from whether the instruments are valid and reliable. 

Validity and reliability address how well a test-tool, technique or an instrument measure 

something. “Reliability and validity of measurements are important for the interpretation and 

generalization of research findings” (Odawa & Kaseje, 2014). Reliability is principally about 

the constancy of measurements, and validity explains the accuracy of the measurement. When the 

results are reproducible during a repeated investigation and considering the same underlying 

conditions, then we say the results are reliable. A reliable measure may not necessarily be valid 

but a valid measure is reliable. Validity therefore refers to the extent to which the instruments 



204 

 

 

 

measure what they are intended to measure. A valid measurement is generally reliable: if a test 

produces accurate results, they should be reproducible. 

Reliability refers to how consistently a method measures something. If the same result can 

be consistently achieved by using the same methods under the same circumstances, the 

measurement is considered reliable. Validity refers to how accurately a method measures 

what it is intended to measure. If research has high validity, that means it produces results 

that correspond to real properties, characteristics, and variations in the physical or social 

world (Middleton, 2019; Pg. 1). 

Validity explains how well the collected data covers the actual area of investigation. The main 

types of validity are: face validity, content validity, construct validity and criterion validity. By 

face validity is meant the operationalization of a construct.  

Face validity is the degree to which a measure appears to be related to a specific construct, in the 

judgment of non-experts such as test takers and representatives of the legal system. That is, a test 

has face validity if its content simply looks relevant to the person taking the test. It evaluates the 

appearance of the questionnaire in terms of feasibility, readability, consistency of style and 

formatting. The clarity of the language used is also evaluated (Middleton 2019). The questionnaire 

that was developed underwent this rigours process of face validity. The questions were validated 

based on their arrangement of flow of constructs. The clarity of the questions was also validated 

to prove that each question was simple, easy to understand and clearly readable. There was 



205 

 

 

 

consistency maintained in presentation of the questions. Consistent formatting was done too to 

make the tool presentable, readable and fitting to the sight of the reader. 

Content validity defined the degree to which the items in a research instrument reflected the 

content in totality which allowed for easy generalization. In general, content validity involved 

evaluation of a new survey instrument in order to ensure that it was inclusive of all the items that 

were deemed essential.  This eliminated undesirable items that appeared in the instrument. In the 

paper published by Taherdoost (2016), Content validity was defined as “the degree to which items 

in an instrument reflect the content universe to which the instrument will be generalized”. 

Quoting (Rossiter, 2008), Koller, Levenson and Gluck (2017) state thus: Content validity is 

defined as “the degree to which elements of an assessment instrument are relevant to a 

representative of the targeted construct for a particular assessment purpose”. Content validity 

comprises a number of aspects, e.g., the clarity of the instructions, the validity and 

representativeness of the definition of the construct, linguistic aspects of the items (e.g., content, 

grammar), the adequacy of the response format and representativeness of the item pool. 

The Delphi technique was demonstrably used to validate the contents of the instrument where 

experts in the field reviewed the constructs of items in the tool and assessed the characteristic 

importance to determine if the construct can be relevant to the research objective. “Delphi method 

which is predominantly used in medical research, is a structural iterative communication technique 

where experts assess the importance of characteristics, symptoms, or items for a target construct” 

(Koller, Levenson & Gluck, 2017). 

https://www.frontiersin.org/articles/10.3389/fpsyg.2017.00126/full#B47
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Construct validity on the other hand reviewed the relationships between constructs. The cause-

and-effect behaviour of constructs. It dealt with how well a concept was translated and transformed 

to provide a functional and operational reality. Put in plain terms, construct validity defines the 

extent to which the measure consistently behaved in relation to the theoretical hypothesis and 

represented how well scores on the instrument are indicative of the theoretical construct. As 

supported by Strauss and Smith (2009), “Construct validation concerns the simultaneous process 

of measure and theory validation”. 

The construct validity was evaluated through correlations of the measures that were examined in 

terms of the behaviour of variables known to be related to the construct. The main approach for 

evaluating construct validity was through Factor Analysis,  

It is important to note that a single study does not test construct validity, as it is a 

continuous process of evaluation, revaluation, refinement and development. Correlations 

that fit the expected pattern contribute to the evidence of construct validity (Borah, 2015). 

The research instruments underwent a validity and reliability test. The validity of the research 

instruments was conducted by experts for construct validity, content validity, and criterion validity 

to ascertain their appropriateness and relevance to generate required information for the researcher 

to draw conclusions from. This was to conform to Middleton (2019) view that Validity presents 

how precisely a method measures that it is defined to measure. If a study has high validity, it 

portends that the results produced correspond to real characteristics, properties, and variations in 

the social or physical realism (Middleton 2019). 
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The process of data collection followed approval of the Research Ethics Application Form (REAF) 

and the data collection tools by the Unicaf University Research Ethics Committee (UREC) during 

dissertation stage 3. The questions on the questionnaire and interview guide were thoroughly 

scrutinized, screened and modifications done before final approval to proceed with the data 

collection. 

The further strengthen the reliability of the research instruments, a pre-test survey was conducted 

at Baby Coaches Bus Company to determine the consistency of results generated in repeated 

measurements (Carmines & Zeller, 1979). The participants in the pre-test survey had similar 

characteristics as that of the final group identified to take part in the research. 

In this study, primary data was generated using questionnaires and interviews. Structured 

questionnaires were given to respondents to fill while semi structured interview guide was 

employed to obtain additional insight from the management and staff of the selected Bus operating 

Companies. Questionnaires were chosen because of being inexpensive and cost effective. Using 

questionnaires was considered a practical way to collect large information from a diversity of 

respondents in the shortest time possible (Debois, 2019). The data collected could easily be 

quantified, analyzed and interpreted (Picincu, 2018). The problem of interpretation and 

understanding of questions was averted by putting the questions in a simple language that could 

be easily understood and provision of relevant instructions to the respondents. 
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On the other part, interviews were quite flexible and the researcher had control over the process. 

Interviews also portended a better response rate (DeFranco, 2014). The researcher could get 

detailed understanding of the phenomenon through conducting interviews (Trochim, 2019).  

It is my conviction that the process of collected primary data followed ethical considerations to 

generate reliable, trustworthy and dependable data. 

Results of findings 

The results of the findings are from the analyzed primary data which was collected from 

questionnaires and interview scripts. They were generated from SPSS software and presented in 

using tables, graphs and charts. Explanatory notes have also been included. The results have been 

presented in three parts in consonance to the research questions and relative to testing the specific 

hypothesis as defined here: 

Part 1:  Demographic Data of Respondents 

Part 2:  Company Information   

Part 3:  (a) Key Corporate social responsibility Practices 

  (b) Perception and behaviour of top executives and employees on CSR 

(c) Motives for practicing CSR 

(d) Strategies used for developing a framework for competitive advantage 
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The raw data from the responses were inputted in SPSS, analyzed, summarized and presented 

categorically. This research used the mixed model approach in analysis of the data generated. Some 

mixed methods research designs carefully merge both quantitative and qualitative approaches 

within or across the stages of the research process (Johnson & Onwuegbuzie, 2004).  

(Some researchers) suggest the term mixed model be used to differentiate research designs 

integrating qualitative and quantitative data from those who merely employ both types of 

data. These include transformative designs that change one form of data into another (most 

often qualitative to quantitative data) so that the data collected by mixed methods designs 

can be merged (Onwuegbuzie and Teddlie 2003) (Driccoll, 2007, Pg. 20) 

The term “quantitizing” has been framed to describe the practice of transforming coded qualitative 

data into quantitative information (Driccoll, 2007). The recordings and scripts from the face to 

face interviews were transcribed, indexed for ease of retrieval and identification. Once this was 

done, identification of themes was carried out to make it easy to regroup the data in way of re-

coding. The re-coded data was then inputted in the software – SPSS for manipulation. The 

qualitative data was scientifically transformed and “quantitized” to enable embedded analysis of 

the data. 

Research instruments administered and retrieved 

20 interviews were conducted with the 20 purposively selected participants who expressed 

willingness to give their views recording 100% response rate. In addition, 280 questionnaires were 

administered to the 280 randomly selected participants who had consented to participate and all 
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the questionnaires were retrieved too indicating 100% recovery rate. Participation was willful and 

the sampling methods used were convenient to yield such results. 

Part 1:  Demographic data 

The basic demographic information required of the respondents were their Age, Gender, highest 

level of education and number of years they have been with the company. The responses are 

presented below. 

Gender of Respondents  

A total of 300 respondents took part in the research. Analysis of the data showed that 188 of the 

respondents (62.7%) were males and 112 (37.3%) were females as presented below: 

 

 

Figure 3 Showing gender of Respondents 

63%

37%

Pie Chart Showing gender of 
Respondents

Male Female
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This showed that both females and males were represented and participated in the research. 

Although there were more males than females that participated, it was beyond the scope of this 

research to understand why it was so. 

Age of Respondents 

Age has been referred to as the period of human lifespan, measured in years from birth. Age is 

demonstrably marked by some degree of mental or physical development that involves capacity 

and legal responsibility. The attributes of legal responsibility and capacity were considered crucial 

in carrying out such research which required independence of judgement and clear mental capacity 

to understand and express personal opinion on the matters raised. 

For the purpose of this research, age was quantified on an ordinal scale in years ranging from 1 to 

over 80 for ease of analysis and interpretation. The primary data on age was obtained from both 

the questionnaire and the interview guide. Age had often been used before in research findings by 

many scholars. Statistical measures such as mean, standard deviation and range were used to 

analyze and interpret the data on age. 

The results from the analyzed data showed that the respondents’ age ranged from 18 years to 73 

years old implying that no minors were recruited in the investigation. On further analysis, it was 

uncovered that the average age was 28.66 years. This is presented in Table 1.  
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Table 2 Showing Age of Respondents 

 N Minimum Maximum Mean 

Age 300 18 73 28.66 

Valid N (listwise) 300    

 

Detailed presentation of age of respondents 

 

Figure 4 Detailed age of Respondents 
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It was deemed that the respondents were old enough, mature in mind and had the capacity to make 

independent judgement and freely express their views that could be relied on. A Modal age was 

25 years consisting of 10% of the respondents i.e 30 participants. Majority of the participants were 

clustered below 35 years meaning they were still in their youthful age. 

Highest Level of Education 

The level of education represented a broad section of the education “ladder” progressing from very 

elementary to more complicated learning experiences that embraced all fields and programme 

groups that occurred at that particular level. Level of education considered for this research was 

the highest level ever achieved in the respondent’s life. The measurement of level of education 

followed an ordinal scale. For the rationale of this study, the levels of education considered were 

Ordinary level (O Level), Advanced level (A Level), First degree, Masters, PhD and others as the 

case could be per the individual respondent. 

Out of the 300 respondents, 78 of them representing 26% had at least attained the basic Ordinary 

Level of Education (O Level), while 63 of the respondents (21%) had attained A level (Advanced 

level). 75 of the respondents were Diploma holders irrespective of the field of study (25%) while 

67 had at least reached Graduate level representing 22.3% of the respondents.  

Table 3 Showing Highest Level of Education of Respondents 

 Frequency Percent 
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Valid O Level 78 26.0 

A Level 63 21.0 

Diploma 75 25.0 

First Degree 67 22.3 

Masters 5 1.7 

Others 12 4.0 

Total 300 100.0 

There were 5 Respondents at Masters level and 12 with qualifications considered as “Others” and 

included in this category are the certificate holders.  Further analysis showed that 49% of the 

respondents had qualifications from Diploma and above while 51% did not attain any diploma at 

all. However, all the respondents had at least the basic educational requirement which makes them 

literate enough to understand the questions and make informed choices. Breaugh (2009) confers 

that people who have attained the basic educational level are literate enough to read and understand 

the context of the investigation. They are analytical, knowledgeable and possess problem solving 

skills. 

https://www.sciencedirect.com/science/article/abs/pii/S1053482209000151#!
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Figure 5 Showing highest level of education 

Number of Years with the company 

This inquiry was made to understand for how long the client has known and been using the bus 

company, or how long the staff has been with the company. The longer one has been with or has 

used the company, the more informed the person was.  

The detailed analysis of age of respondents is shown below: 

 

 

Table 4 Showing Number of Years with Organization 

Years in Organization   
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Graph showing Highest Level of Education
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N Valid 300 

Missing 0 

Mean 4.33 

Minimum 1 

Maximum 23 

 

From the above table, it is evident that the average year reported is 4 years with minimum of 1 

year and maximum of 23 years with the bus company. Such people have vast experience and are 

knowledgeable about the company’s operations. 

Part 2:  Company Information 

The information required from this section included: Name of the Bus company, status of company 

registration, number of years in operation, whether the company has any CSR practices in place 

and the areas in which the company mostly supports the community. The findings are presented 

below. 

From the Table 5, five Bus companies were selected for this investigation. The company that had 

been the longest in operation was 30 years, followed by one with 18 years in operation, then 11 

years, 10 years and the least in operation is yet one year old. All the respondents concurred that 

the companies are registered in Uganda.  
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Table 5 Showing years the selected companies have been in operation 

S/No Name of Bus Company Years in operation 

1 Nile Coach 30 

2 Gaa Gaa Bus Co 18 

3 KKT 11 

4 California 10 

5 Nile Star 1 

 

One of the parameters that was measured under company information was awareness about CSR 

practices. Awareness was perceived as the knowledge or perception of a fact or situation. It was 

defined “the quality or state of being aware : knowledge and understanding that something is 

happening or exists”. Using a dichotomous scale, we measured the state or condition of 

being aware; having knowledge and being consciousness.   

Awareness is an independent variable and the primary data on awareness was obtained from the 

questionnaires and interview conducted. It was measured in a nominal scale of yes or no and 

https://www.merriam-webster.com/dictionary/aware
https://www.dictionary.com/browse/aware
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investigated in-depth on the knowledge of areas the company mostly support the community such 

as education, culture, sports, health care, poverty and environmental protection.  

The number of occurrences of the responses constituted the data from which statistical inferences 

were derived from the frequency distribution. The primary construct associated with the research 

question was the knowledge that companies practiced CSR. 

 

Table 6 Awareness about CSR 

Response Frequency Percent 

Valid Yes 283 94.3 

No 17 5.7 

Total 300 100.0 

 

From Table 6, 94.3 percent of the respondents concurred that they were aware and had knowledge 

about corporate social responsibility where 283 responded to the affirmative. However, 17 

respondents representing 5.7% of the responses expressed a negative view that they are not aware 

about CSR practices. Further analysis by correlation in Table 7 represents positive correlation 

between awareness of CSR practices and companies having CSR practices in place at 0.904 
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coefficient. The correlation is significant at 0.01 level (2-tailed test). It is because of being aware 

that the companies get involved in CSR. 

Table 7 Pearson's correlation analysis on awareness 

Correlations 

 

Are you aware of 

CSR 

Does Co Have 

CSR Practices 

Are you aware of CSR Pearson Correlation 1 .904** 

Sig. (2-tailed)  .000 

N 300 300 

Does Co Have CSR Practices Pearson Correlation .904** 1 

Sig. (2-tailed) .000  

N 300 300 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 8 represents the areas companies normally support the community. 25.3% of the respondents 

said the companies support in Education while 23.0 % said the support has been in Health care. 

Other areas mentioned included culture (14.0%), sports (18.3%), environmental protection (7.7%), 

Housing (0.7%) and Politics (0.3%) among other responses. This is presented in Table 7. 
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Table 8 Showing the area the companies normally support the community 

Rank Area Frequency Percent 

1 Education 76 25.3 

2 Health Care 69 23.0 

3 Sports 55 18.3 

4 Culture 42 14 

5 Environment Protection 23 7.7 

6 Poverty Alleviation 22 7.3 

7 Govt Programmes 5 1.7 

8 Others 5 1.7 

9 Housing 2 0.7 

10 Politics 1 0.3 

  Total  300 100 



221 

 

 

 

 

Part 3:  (a) Key Corporate social responsibility Practices   

Having employed the Principal Component Analysis (PCA) technique to reduce the dimension of 

the Likert-scale datasets and increase its interpretability, and minimizing information loss (Winter 

& Dodou, 2016; Jolliffe & Cadima, 2016), only questions with Eigen values greater than 1 were 

maintained for further analysis as per Cramer’s Rule (Goodwin, 2012). The results are presented 

below: 

Under the key CSR practices, two components were extracted: the main consideration for CSR 

and the approaches employed by the companies. 

Table 9 Analysis of Variance (ANOVA) 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression .447 1 .447 .972 .325b 

Residual 127.949 278 .460   

Total 128.396 279    

a. Dependent Variable: Main CSR Approach 



222 

 

 

 

b. Predictors: (Constant), Main CSR Consideration 

Table 9 tested the null hypothesis that there are predetermined CSR practices employed by the 

companies. Given p-value 0.325 and the F-value 0.972; in such a circumstance the Null Hypothesis 

is upheld since the p-value is greater than significance level of 0.05. In the words of Frost (2020), 

“If the p-value is greater than the significance level, you do not have enough evidence to reject the 

null hypothesis”. This is further strengthened by Sullivan (2020) that if the F-value is close to 1, 

then the null hypothesis is true. ANOVA is preferred because there are two independent groups 

and the procedure is used to compare the means of the comparison groups.  ANOVA refines the 

impulse of one or more factors by comparison of the means of different variables (Singh, 2018). 

In the first group, the investigation revealed that the main CSR approach used by the companies is 

to the Community (63%) and the workplace approach (27%) as presented in Table 10. In the 

second group of variables appearing in Table 11, the main consideration for practicing CSR is the 

people (49.6%) while Environment (8.6%) and sustainability of CSR activities (7.9%) received 

little mention. 

Table 10 The main CSR Approaches used 

 Frequency Percent 

Valid Community 189 63 

Work place 81 27 
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Environmental issues 22 7.3 

Marketplace 8 2.7 

Total 300 100.0 

 

Table 11 Main considerations for CSR 

Consideration Frequency Percent 

The people 159       53.0  

Profits and Biz Growth 95       31.7  

The environment 24         8.0  

Sustainability of CSR activities 22         7.3  

Total 300 100 

Part 3:  (b) Perception and behaviour of top executives and employees on CSR 

The perception and behaviour of top executives and employees on implementation of CSR 

practices was tested on a Likert scale measuring the level of agreements to the leading statements. 

The responses are presented below. 
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On the inquiry of whether CSR is the responsibility of top management, 80 out of the 230 clients 

agreed (34.6%) while 27 representing 11.7% strongly agreed. On the contrary only 26.4 disagreed. 

In a similar voice, 56% of the staff also concurred that implementation of CSR practices is the 

responsibility of top management while 32% disagreed. These are presented in Table 12 and 13 

below. 

Table 12 Showing client response on whether CSR is the responsibility of top management. 

 Frequency Percent 

Valid Strongly Disagree 29 12.6 

Disagree 61 26.4 

Neither Disagree nor Agree 33 14.3 

Agree 80 35.0 

Strongly Agree 27 11.7 

Total 230 100 

Total 231 100.0 
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Table 13 Showing staff response on whether CSR is the responsibility of top management. 

 Frequency Percent 

Valid Disagree 16 32.0 

Neither Disagree nor Agree 1 2.0 

Agree 28 56.0 

Strongly Agree 5 10.0 

Total 50 100.0 

 

It was Hypothesized in H12 that the perception and behaviour of top executives and employees 

towards the implementation of CSR practices is predictable.  

Table 14 Proof of H12 using ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 7.901 3 2.634 2.314 .076b 

Residual 314.099 276 1.138   

Total 322.000 279    

a. Dependent Variable: Main CSR Consideration 

b. Predictors: (Constant), Perception on Profits, Perception on Obligation, Perception on Focus 
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Table 15 Significance level for proof of H12 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. Correlations 

B 

Std. 

Error Beta   

Zero-

order Partial Part 

1 (Constant) 1.029 .430  2.395 .017    

Perception on 

Focus 

.136 .075 .109 1.797 .073 .122 .108 .107 

Perception on 

Obligation 

.120 .080 .090 1.504 .134 .103 .090 .089 

Perception on 

Profits 

.047 .085 .033 .547 .585 .059 .033 .032 

a. Dependent Variable: Main CSR Consideration 

 

Tables 14 and 15 show that the perception of management on implementation of CSR is 

predictable given that the main CSR consideration depends slightly on the perception with 
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significance of 0.076. The perception towards profits is highly correlated to the main 

consideration. Therefore, H12 that the perception and behaviour of top executives and employees 

towards the implementation of CSR practices is predictable is upheld. 

On the side of management, 85% agreed that CSR is the responsibility of top management while 

15% negated as in Chart below. 

 

Figure 6 Chart showing CSR responsibility of top mgt 

Although majority of the respondents concurred that there are laws and regulations on CSR (53% 

strongly disagreed and disagreed) as in Table 16, and that the companies have CSR policies in 

place represented by 61% (Table 17), 47.3% said CSR practices in place but not sustainable (Table 

18). 38.6% disagreed while 14% could neither agree nor disagree. 

 

 

85%

15%

Chart showing CSR responsibility of 
top mgt

Yes No
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Table 16 Showing whether there are no Laws and regulations on CSR 

 Frequency Percent 

Valid Strongly Disagree 69 23.0 

Disagree 90 30.0 

Neither Disagree nor Agree 67 22.3 

Agree 47 15.7 

Strongly Agree 27 9.0 

Total 300 100.0 

 

Table 17 Showing whether there are no CSR Policy of Co 

 Frequency Percent 

Valid Strongly Disagree 47 15.7 

Disagree 136 45.3 

Neither Disagree nor Agree 48 16.0 

Agree 52 17.3 

Strongly Agree 17 5.7 

Total 300 100.0 
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Table 18 Showing whether there are CSR practices in place but not sustainable 

 Frequency Percent 

Valid Strongly Disagree 19 6.3 

Disagree 97 32.3 

Neither Disagree nor Agree 42 14.0 

Agree 111 37.0 

Strongly Agree 31 10.3 

Total 300 100.0 

 

Analysis of results on focus of CSR on community revealed that 70% of management team (Table 

19) confirmed that the focus of CSR should be on the community; 74% of staff agreed too (Table 

20). This resonates well with Table 9 and 10 that the main approach used for CSR implementation 

is the community approach with the main consideration is to the people. 

This position contrasts with focus on environment where 70% of management said CSR should 

not be focused on environment (Table 21); 52% of staff also disagreeing to the statement (Table 

22) and 53.6% of clients also echoing the same position that CSR should not only focus on 

environment (Table 23) which clearly indicates the perception and behaviour of top management 

and employees in regards to profits, community and environmental issues. 
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Table 19 Showing response of management on focus of CSR on community 

 Frequency Percent 

Valid True 14 70.0 

False 6 30.0 

Total 20 100.0 

 

Table 20 Response of staff on focus of CSR only on Community 

  Frequency Percent 

Valid Strongly Disagree 2 4.0 

Disagree 5 10.0 

Neither Disagree nor Agree 6 12.0 

Agree 34 68.0 

Strongly Agree 3 6.0 

Total 50 100.0 
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Table 21 Response of clients on CSR Focus only on Community 

 Frequency Percent 

Valid Strongly Disagree 38 16.5 

Disagree 58 25.1 

Neither Disagree nor Agree 26 11.3 

Agree 58 25.5 

Strongly Agree 50 21.6 

Total 230 100.0 

Total 230 100.0 

 

Table 22 Response of management on focus of CSR on Environment 

 Frequency Percent 

Valid True 6 30.0 

False 14 70.0 

Total 20 100.0 
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Table 23 Response of clients on focus of CSR on Environment 

 Frequency Percent 

Valid Strongly Disagree 44 19.6 

Disagree 80 34.6 

Neither Disagree nor Agree 68 29.4 

Agree 31 13.4 

Strongly Agree 7 3.0 

Total 230 100.0 

Total 230 100.0 

 

Part 3:  (c) Motives for practicing CSR 

This section was to investigate the motives for practicing CSR activities. The respondents were 

given opportunity to express their agreement to the statements and the responses are presented 

below. 
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Table 24 Main motives for practicing CSR 

Between-Subjects Factors     

    Value Label N Percent 

To Promote Corp Image 1 Strongly Disagree 2 6.09 

  2 Disagree 12   

  3 Neither Disagree nor Agree 19   

  4 Agree 115 85.65 

  5 Strongly Agree 82   

Take Competitive Adv 1 Strongly Disagree 8 10.43 

  2 Disagree 16   

  3 Neither Disagree nor Agree 24   

  4 Agree 91 79.13 

  5 Strongly Agree 91   

Provide benefit to Community 1 Strongly Disagree 2 2.61 

  2 Disagree 4   

  3 Neither Disagree nor Agree 9   

  4 Agree 95 93.48 
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  5 Strongly Agree 120   

Attract public incentives 1 Strongly Disagree 6 10.43 

  2 Disagree 18   

  3 Neither Disagree nor Agree 26   

  4 Agree 110 78.26 

  5 Strongly Agree 70   

To attract more customers 1 Strongly Disagree 2 4.35 

  2 Disagree 8   

  3 Neither Disagree nor Agree 21   

  4 Agree 101 86.52 

  5 Strongly Agree 98   

Give back to community 1 Strongly Disagree 9 11.3 

  2 Disagree 17   

  3 Neither Disagree nor Agree 17   

  4 Agree 70 81.3 

  5 Strongly Agree 117   
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From the summary in table 24 above, the main motives for practicing CSR in organizations where 

the respondents agreed and highly agreed inclusive in order of rating include:  

1. To provide benefit to the community   93.48% 

2. Attract more customers    86.52% 

3. Promoting Corporate image    85.65% 

4. Give back to community    81.30% 

5. For Competitive advantage    79.13% 

6. Attract Public incentive    78.26% 

 

Other motivators such as being in good books with the ruling party; political recognition; pressures 

from customers and government: received low rating below 45%.  

The respondents also rated the following in order of score as the benefits accrued from 

implementing CSR practices which may indirectly act as motivators or drivers to embrace CSR 

practices: 

1 Improve Company image 83.91 

2 Obtain new customers 79.13 

3 Improve employee commitment 76.96 

4 Develop new Businesses 73.17 
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5 Influence customer decision 60.87 

In hypothesis H13, it was stated that: there are drivers that motivate companies to practice CSR. 

Using regression analysis, it is shown in Table 25 below that pressures from government and 

consumers has a negative correlation to competition (p=-0.082; and -0.171) but instead has a 

positive relationship with development of new business products (P=0.225).  

Table 25 Matrix on drivers that motivate companies to practice CSR 

Correlations Matrix 

 

Motivating 

Factor 

Pressers 

Motivating 

Factor 

Competition 

Benefit New 

Business 

Products 

Motivating Factor 

Pressers 

Pearson Correlation 1 -.082 .225** 

Sig. (2-tailed)  .171 .000 

N 280 280 280 

Motivating Factor 

Competition 

Pearson Correlation -.082 1 .147* 

Sig. (2-tailed) .171  .014 

N 280 280 280 

Benefit New Business 

Products 

Pearson Correlation .225** .147* 1 

Sig. (2-tailed) .000 .014  
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N 280 280 280 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

This position is confirmed in Table 26 that pressures from Government and customers is 

significant as a driver to practice CSR (p=0.01) while competition has a strong relationship at 

p=0.174. Hence, H13 that there are drivers that motivate companies to practice CSR is upheld. 

Table 26 Analysis of variance on motivating factors 

ANOVA 

 

Sum of 

Squares df Mean Square F Sig. 

Motivating 

Factor 

Pressers 

Between Groups 24.876 8 3.109 3.367 .001 

Within Groups 250.267 271 .923   

Total 275.143 279    

Between Groups 5.561 8 .695 1.454 .174 

Within Groups 129.550 271 .478   
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Motivating 

Factor 

Competition 

Total 135.111 279 

   

Part 3:  (d) Strategies used for developing a framework for competitive advantage 

The opinion of the respondents was sought to examine the strategies that can be employed to 

develop a framework for competitive advantage. From the table 27 and 28 below, the views of the 

clients and staff were sought. 

45.7% of the respondents suggested that basing on the philanthropic responsibility can gain 

competitive advantage, while 25.2% opted for evaluation of the economic benefits before engaging 

in such ventures. 11.3% suggested looking at the economic responsibility of the company to build 

competitive advantage. According to the staff (Table 28), the best two options are Looking at the 

economic responsibility (42%) followed by Philanthropic responsibility (40%). 

The Management Team concurred with the above observation by majority stating that the best 

strategy to adopt for competitive advantage is considering the philanthropic responsibility (55.0%) 

– Table 29.  

 Table 27 Strategies to develop framework for competitive advantage by clients 

 Frequency Percent 
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Valid Looking at economic Responsibility 26 11.3 

Evaluating economic benefit first 58 25.2 

Go by legal responsibility 20 8.7 

Consider ethical responsibility 14 6.1 

Philanthropic responsibility 105 45.7 

Go by desire of political regime 7 3.0 

Total 230 100.0 

 

Table 28 Strategies to develop framework for competitive advantage by staff 

 Frequency Percent 

Valid Looking at economic Responsibility 21 42.0 

Evaluating economic benefit first 2 4.0 

Go by legal responsibility 2 4.0 

Consider ethical responsibility 5 10.0 

Philanthropic responsibility 20 40.0 
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Total 50 100.0 

 

Table 29 Best strategy to develop for competitive advantage from MGT 

 Frequency Percent 

Valid Evaluating the economic benefits 5 25.0 

Going by legal responsibility 2 10.0 

Consideration of ethical responsibility 2 10.0 

Consider philanthropic responsibility 11 55.0 

Total 20 100.0 

 

On what advice to give to the companies considering implementation of CSR practices, support to 

the community and protection of the environment were the major issues raised. According to 

management response, this is done to get more customers (30%) and to build good relations with 

the people (20%) (Table 30). 

Table 30 Advise to Cos on CSR 

 Frequency Percent 

Valid Embrace CSR for competition 3 15.0 
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Use CSR to give back to Communiy 3 15.0 

Implement CSR for good relations 4 20.0 

Get more customers 6 30.0 

Team work 2 10.0 

Boost income more profits 1 5.0 

CSR should be part of Co 1 5.0 

Total 20 100.0 

 

Evaluation of Findings  

Considering the results of the findings, this section reports on what the findings mean and presents 

an in-depth examination and interpretation of the results. The interpretations of the findings are 

presented without drawing any conclusions since conclusions are reported in Chapter Five. The 

presentations have been arranged in accordance to the research questions. The findings have been 

interpreted in line with the hypothesis and conceptual framework. The results from the data 

analysis were also discussed quoting literature that supports it. Any deviating, unexpected or 

conflicting findings have been categorically highlighted too. 

As earlier noted, Corporate Social Responsibility is a practice that manifests the obligation of 

business to the community and environment. CSR is a philosophy where a business integrates 

social and environmental contexts in the business strategy and operations. The practice includes 
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conservation of the environment, philanthropic practices, demonstrating ethical labour practices 

and volunteerism. Despite disapprovals about CSR by the earlier scholars, the concept withstood 

criticisms and has grown in impact and significance. Being a relatively unfamiliar concept in 

Uganda this research intended to expound on the CSR practices and envisage development of a 

framework that businesses can embrace for competitive advantage. The evaluations of the findings 

are therefore discussed below. 

(a) Key Corporate social responsibility Practices 

Research question one prompted the investigator to understand what the key CSR practices of the 

Bus Companies were. Although the earlier scholars had tagged the concept of CSR on 

philanthropy, CSR has continued to evolve both in context and content: the meaning and practice 

(Lee, 2008; Secchi, 2007; Collier, 2017). There is now a remarkable shift to environmental 

concerns and business relations with society as managers attempt to raise standards of ethical 

behaviour and social justice (Warren, 2007).  

As a foundation to modern CSR, Carroll identified four categories presented in a pyramid shape: 

economic responsibility as the base of the pyramid; legal responsibility at the next level of the 

pyramid; followed by ethical responsibility; and philanthropic responsibility at the top of the 

pyramid (Riley, 2010; Carroll, 2016). Meaning that the issue of philanthropy is conceived last 

having realized economic, legal and ethical responsibilities. The issue of sustainable development 

has also been integrated into the CSR strategy and practices that has positively impacted on the 

economy, society, and the environment (Schooley, 2019).  
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In view of Tabaczynski (2019), “corporate social responsibility initiatives are classified into 4 

categories. These include philanthropic giving, volunteering support, labor and diversity practices, 

and environmental conservation”. Secchi (2007) and Bitcha (2003), present that most of the social 

responsibility practices fall into either of the following categories: environmental protection; 

conservation and reduction in carbon emissions; philanthropy through donation of finances; 

provision of products or services to the society to benefit charitable organizations and local 

community; ethical labor practices that consider fair and ethical treatment of the employees; and 

involvement in voluntarism. 

In an insight to understand what CSR practices the bus companies under investigation are involved 

in, the result in Table 9 showed that the main approach employed by the companies is the 

community approach (63%), followed by work place (27%), environmental issues (7.3%) and 

market place (2.7%) being the least employed. Further inquiry proved that the main considerations 

of the companies to embrace CSR practice is the people (46.3%), profits and business growth 

(31.7%), sustainability of CSR activities (7.3%) and environment (8.0%). This explains why the 

community approach is dominant since the people form the community. Further inquiry showed 

that the main considerations for embracing CSR practice was the people. Profits and business 

growth, sustainability of CSR activities and environmental issues featured scarcely. 

This community approach is supported by Padgett (2011), that the primary focus of CSR on 

business responsibility to community and doing good-deeds for society existed from 1950s. In the 

1960s, people and ideas were instrumental as key events characteristic to the social focus ushered 

https://wdet.org/author/199/
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in during this decade. Moura‐Leite (2011) also concurred  that in the 1950s the main principle of 

CSR was on business responsibility to society and doing good-deeds for the community. 

The areas for supporting the community in order of preference are through support in education 

system (25.3%), healthcare support (23%), sports (18.3%) and cultural support (14%). All these 

are pointers of helping the people through the community approach. Environmental protection got 

7.7%, poverty alleviation programmes 7.3%. Involvement in government programmes (1.7%), 

Housing (0.7%) and Politics (0.3%) got the least attention. 

Supporting the people through the community approach through education, healthcare, sports and 

cultural support which form 80% of the response is a pointer to philanthropy (Bitcha, 2003). This 

means that the companies consider philanthropy most important other than the economic, legal 

and ethical responsibility. Lee (2008) and Secchi (2007) showed that the concept of CSR is ever 

revolutionizing in its meaning and practical aspects. The initial context of CSR in the earlier times 

was tagged to philanthropy but has over time shifted to include business-society relationships and 

environmental concerns. 

This is in total contrast to Carroll’s assumption where philanthropy comes last on top of the 

pyramid (Carroll, 2016). However, philanthropy sounds dominant as one way of practicing CSR 

(Tabaczynski, 2019; Bitcha, 2003). Ethical responsibility is manifested in the workplace approach 

which comes second after philanthropy.   

On the CSR practices, the conceptual framework presented stakeholder involvement as one of the 

core principles to achieve sustainable and responsive CSR implementation through dedicated 

https://www.emerald.com/insight/search?q=Rosamaria%20C.%20Moura%E2%80%90Leite
https://wdet.org/author/199/
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management attitude and corporate sustainability. Other principles include management of 

challenges, communication and feedback, resilience and economic responsibility. 

Considered as stakeholders include people, groups or organizations that have concerns or interest 

in an organization (Businessdictionary.com, 2019). “Stakeholders can affect or be affected by the 

organization's actions, objectives and policies (Baker, 2004)”. Some examples of stakeholders to 

the business may include creditors, lenders, Top Management, employees, government, suppliers,  

shareholders, Trade unions, and the community within which the business operates. In relation to 

the research, the community (people) form part of the stakeholder. 

Given Udo-Akang (2012) emphasizing that there exists a strong interrelationship between research 

and theory, this finding supports the stakeholder theory that is widely adopted in business strategies 

that a business does not operate in isolation. Its operations are affected by and affects other people 

or stakeholders such as suppliers, employees, customers, the community (Freeman, 1984; 

Businessdictionary.com, 2020). However, the philanthropic approach employed by the companies 

at will without any laws or regulations in place (Katamba, 2016) also has a linkage to the theory 

of planned behaviour which has overtime been used to explain or predict a wide range of 

behaviours and intents. The theory is hinged on the core facets of: attitudes, behaviour intention, 

subjective norm, social norms and perceived power or influence (Ajzen, 1985). 

It is my conviction that though CSR is seemingly embraced globally, its interpretation, application 

and the relevance attached to it varies from one country to another. 
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(b) Perception and behaviour of top executives and employees on CSR 

Management and employees perform a very important function in implementation of CSR 

practices. With the ever-evolving meaning and practice of CSR, the societal context has 

transformed from the initial philanthropic patronage to responsive behaviour towards society and 

the environment (Murthy, 2014; Carrol, 2016). In achieving all these, the management is 

responsible by giving guidance and direction. This justifies the ever-growing interest to investigate 

management’s perception on CSR practices and implementation.  

Several surveys conducted to assess the perception of management on CSR implementation have 

showed a mixed opinion on the context pointing to “a gap in the knowledge” (Murthy, 2014). 

Many organizations investigated adopted varying words or languages to operationalize CSR terms 

although there have been specific parameters to define each (Rachel, 2019). In a nutshell, the 

management approach to CSR largely depends on the focus of the company and the size of the 

organization. 

Perception is an intrinsic factor- an infelt feeling about something. It is your impression about 

something or the way you think about it (Collins.com, 2019). Perception is also seen as the 

“organization, identification, and interpretation of sensory data in order to represent and 

understand the presented information, or the environment” (Wikipedia, 2019). Perception is 

greatly influenced by the perceiver’s experiences, expectations and attention. It is a cognitively 

internal process within the individual. 
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In examining the perception of management in implementation of CSR practices, the results of the 

data collected as presented in Tables 11 and 12 showed that: 46.3% of the clients agreed to the fact 

that implementation of CSR practices is the responsibility of top management while 39.0% 

disagreed. Interestingly, 14.3% were in dilemma (Neither agreed nor disagreed). This presents a 

big paradox. If the number of those in dilemma and those that disagreed in compounded, it totals 

to more than half that is 53.3%. 

In a similar voice as in table 12, 66% of the staff concurred that implementation of CSR practices 

is the responsibility of top management while 34% disagreed. The staff think that it is none of their 

business to implement CSR practices. All these point to the fact that there is lack of information, 

poor attitude, or deficiency in comprehending CSR practices in these companies. This supports 

Murthy (2014) assumption that there is a knowledge gap about CSR implementation. The 

responses from the management further corroborates this assumption where 85% agreed that CSR 

implementation is the responsibility of top management while 15% negated. 

On a further inquiry into the perception considering sustainability of CSR practice, 47.3% said 

CSR practices are in place but not sustainable (Table 17), 38.6% disagreed while 14% could 

neither agree nor disagree.  

Although majority of the respondents concurred that there are laws and regulations on CSR (53%) 

as in Table 15, and that the companies have CSR policies in place represented by 61% (Table 16), 

a thoroughly researched report by Katamba (2016) on CSR in Uganda showed that there are no 

laws and regulations specifically made to address CSR issues. The respondents could be gauging 

on the general laws in place. This is another indicator of lack of information (Murthy, 2014). 
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Investigation on focus of CSR revealed that 70% of management team (Table 18) confirmed CSR 

should be focused on the community. This position was upheld by 74% of staff who agreed too 

(Table 19). This resonates with Table 9 and 10 that the main approach used for CSR 

implementation is the community approach with the main consideration to the people. This 

position contrasts with focus on environment where 70% of management said CSR should not be 

focused on environment (Table 20). The fundamental question to raise here is whether the 

respondents really understand the basics of CSR practice. Such controversies still point to one 

factor: lack of knowledge. This is crowned all by Katamba (2019) that CSR practice is a relatively 

new concept in Uganda (Katamba &Kazooba, 2012). 

The conceptual framework presented that perception is understood from the management and 

employees’ context conceived towards the customer expectations, societal demands and 

environmental concerns which arise out of societal pressures that yields to sustainable and 

responsive CSR implementation. The behavioural element aligns with management attitude. 

Comparing the findings to the conceptual framework, the management attitude is still wanting. 

Additionally, there is either a lack of knowledge or evidence of knowledge gap – knowledge gap 

referring to having knowledge about something but not the correct one. It is therefore prudent to 

dedicate another research to find out if the gist of the matter is lack of knowledge or existence of 

knowledge gap.  

The findings do not corroborate well with the stakeholder theory. Neither does it relate to business 

ethics theory. It could be proposed that the perception of management and employees to CSR is 

aligned to the Behaviourist Theory (Phillips, 2011) which states that: “Behaviourism is a learning 
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theory that only focuses on objectively observable behaviours and discounts any independent 

activities of the mind”. The introduction of CSR in business practices and philosophy is seen as a 

learned behaviour that is not entrenched yet. Additionally, the Theory of planned behaviour may 

explain this shocking perception that contradicts existing literature. 

(c) Motives for practicing CSR 

Motive is a need or desire that causes a person to act. It is the incentive that induces or stimulates 

an action. Motive can also be seen as the emotion which operates on the will of a person which 

causes the person to act. Impulse denotes “a driving power arising from personal temperament 

or constitution”. In view of Graafland (2012), factors that motivate organizations or businesses to 

practice CSR consists of extrinsic and intrinsic factors.  An extrinsic motive looks at the financial 

aspect while the intrinsic motive looks at the ethical issues to people and the environment.  

From the findings, the main motives for practicing CSR in organizations include: providing benefit 

to the community (93.48%), attracting more customers (86.52%), promoting corporate image 

(85.65%) and giving back to the community (81.30%). Other motives identified include practicing 

CSR for competitive advantage (79.13%) and to attract public incentive (78.26%). 

The above findings resonate with Sonitaite (2015) that “many businesses and organizations have 

motivations for incorporating CSR practices in their strategy and philosophy”. In the view of 

Graafland (2012), considerations towards the people entail social responsibility while issues to do 

with the planet addresses the ecological and environmental context. Yin (2015) further contends 

that the environment is a major force, the motivator, that impulses organizations to embrace CSR 
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practices. The environment consists of both internal and external business environments. The 

internal environment consisting of corporate culture and management attitude while external 

environment is composed of political, social and globalization pressures. Nzovah (2012) affirms 

that organizations that engage with their stakeholders often develop valuable CSR related 

practices.  

The engagements come from the motivations of the management. That is why the companies chose 

providing benefit to the community and giving back to the community as the basic practices that 

can attract more customers and promote their corporate image. 

But from the findings, other motivating factors such as: being in good books with the ruling party; 

political recognition; pressures from customers and government: received low rating below 45%. 

While Sonitaite (2015) suggested that pressure from stakeholders could be a responsible motivator 

that makes such organizations introduce CSR practices in their operations, the findings weakly 

supported this conviction. Dokpesi (2014) had also opined in a similar voice that the environment 

exerts a considerable pressure on the businesses to embrace CSR. In the prevailing circumstance 

where CSR is still a new concept and the stakeholders have not fully recognized their contribution, 

a lot is still desired. 

The benefits identified from practicing CSR that motivates the companies to embrace CSR idea 

are to Improve company image (83.9%), obtain new customers (79.1%), Improve employee 

commitment (76.96%), develop new businesses (73.4%), and Influence customer decisions 

(60.9%). 
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The findings also support the constructivism in the conceptual framework that the ethical 

conviction and organization image is key in implementing CSR practices. This is derived from the 

management’s attitude and to some extend the environmental and social pressures. As the findings 

show, the environmental and social pressures have a weak inspiration on the embracement of CSR 

practices.  

These findings support the expectancy theory and theory of planned behaviour which extensively 

explain application of CSR in businesses and organizations. It is therefore apparent to say that the 

practice of CSR by the companies is hinged on the benefits they enjoy from such practices and not 

from any pressures. 

(d) Strategies used for developing a framework for competitive advantage 

Many businesses have reached the peak of their operations through competitive advantage (Cavali, 

2018). Competitive advantage can be defined as the attribute that makes a business perform better 

than the competitors. It is the comparative advantage a business gains over its rivals through 

offering customers better value for their choice which translates into brand loyalty.  

In the view of Amadeo (2019) there are three strategies through which businesses can gain 

competitive advantage- the benefit provided by the product, the population targeted and 

availability of competitors. According to Ma (1999), competitive advantage can be seen through 

the framework of positional advantage and compound advantage. Positional advantage looks at 

the strategic locus of the business and its accessibility while compound advantage exists when 

there is integration of multiple advantages. 
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From the findings as presented in tables 26 and 27, 45.7% of the respondents suggested that 

competitive advantage can be gained through basing on the philanthropic responsibility, while 

25.2% opted for evaluation of the economic benefits. The Management Team concurred with the 

above observation where majority stated that the best strategy to adopt for competitive advantage 

is considering the philanthropic responsibility (55.0%) The staff however deviated a bit by 

suggesting that first look at the economic responsibility (42%) and then philanthropic 

responsibility (40%). 

A framework is a strategic tool that guides businesses to think differently to achieve their goals. 

The frameworks are used in analyzing strategic business concerns (Lome, 2019). In consideration 

of the findings, the best framework can be built around expounding on the philanthropic axis. 

Comparative advantage can be achieved if the organization has a better way to address concerns 

of the consumers, the society and the environment while considering the philanthropic approach 

(Cavali, 2018). 

Whereas the internal environment is crucial in managing CSR issues, a special attention should be 

given to the external environment that consists of the government legal and regulatory framework 

(Dokperi, 2014), the demands of consumers and environmental concerns (Cavali, 2018). 

Summary 

This section was to report on the meaning of the findings and provide an in-depth interpretation of 

the results. The interpretations have been presented without drawing any conclusions since 
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conclusions are reported in Chapter Five. The findings were interpreted in line with the hypothesis 

and conceptual framework. 

CSR is a concept where a business integrates social concerns and environmental contexts in the 

business strategy and operations. The practice includes conservation of the environment, 

philanthropic practices, demonstrating ethical labour practices and volunteerism. Despite 

disapprovals about CSR by the earlier scholars, the concept has withstood criticisms and has grown 

in impact and significance. While CSR is being readily embraced, documented and regulated in 

developed countries, this is not the case with African countries. It is a strong belief that CSR is 

unknown in Africa and Uganda in particular. The authorities in public and private sector however 

take vantage of the internationally acclaimed CSR practices in their organizational policies.  

Most such African companies or organizations initiate CSR practices informally. In the Ugandan 

case, most businesses with exception of few multinational corporations do not have strategic 

engagements in specific terms to pilot CSR concept. Considering this position, it has been 

apparent to investigate CSR practices in Uganda to draw up a precise picture and reliable 

inventory on CSR paradox. Being a relatively unfamiliar concept in Uganda this research was 

intended to investigate the CSR practices and envisage development of a framework that 

businesses can embrace for competitive advantage. 

The research attempted to present answers to the following research questions: What are the key 

CSR practices of the selected companies? How is the perception and behaviour of top executives 

and employees towards the implementation of CSR practices? What are the motivations for 
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practicing CSR activities in selected companies? Which strategies can be identified to develop a 

framework through which companies can create competitive advantage through implementation 

of CSR activities?   

The results of the findings were presented in three parts: Part 1 looked at the demographic 

characteristics of the respondents. The basic demographic information required of the respondents 

were their Age, Gender, highest level of education and number of years they have been associated 

with the company. Part 2 was meant to understand information regarding the selected companies. 

The information required from this section included: Name of the Bus company, status of company 

registration, number of years in operation, whether the company has any CSR practices in place 

and the areas in which the company mostly supports the community.  

Part 3 answered the research questions: the key Corporate Social Responsibility Practices; the 

perception and behaviour of top executives and employees on CSR; motives for practicing CSR 

and strategies used for developing a framework for competitive advantage.  

The key CSR practices was investigated further by examining the main CSR approaches used by 

the companies in implementing their CSR practices whether it was the community approach, 

workplace approach or marketplace approach. On the main considerations for practicing CSR, 

more insight was sought on whether CSR was practiced to cater for community interests – that is 

people, the environment, profitability and business growth, or sustainability of CSR activities. 

The perception and behaviour of top executives and employees on implementation of CSR 

practices was tested on a Likert scale measuring the level of agreements to the leading statements. 
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The participants were requested to give their views on whether CSR implementation is the 

responsibility of top management; whether there are laws and regulations in place that compel 

companies to adopt CSR practices. Other matters investigated under perception were on presence 

of CSR policies in company plans, sustainability of CSR practices and the main focus of CSR 

program. 

The third research question directed investigation on the motives for practicing CSR activities. 

The respondents were given opportunity to express their agreement to the statements provided on 

a five-point Likert scale. The last section of part 3 was designed to gather information on the 

strategies that can be employed to develop a framework for competitive advantage. The strategies 

tested were developed from literature that include looking at profitability and economic benefits 

that would accrue to the company; evaluation of economic benefits of CSR practices; going by the 

legal and regulatory requirements of the state; or consideration of the ethical responsibility of the 

company. Other strategies investigated were based on the company’s inclination to philanthropic 

responsibility and appeasement of political systems.  

In general terms, this research was to test the Null hypothesis (H10) that: Corporate Social 

Responsibility practice is not a relatively novice concept in Uganda. What had to be proved was 

the adoption of CSR practices as a business strategy in the transportation sector. The results of the 

findings were discussed in relation to the research questions directed to test each of the hypothesis. 

The achievement of any data analysis process is hinged on the satisfaction of the audience. It 

depends on whether the audience can trust the analysis as well as the presenter of the data. 
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Trustworthiness has become an important concept in qualitative research because it enables the 

researcher to give in-depth description of the parametric virtues that synonymously apply to the 

research. Trustworthiness virtually addresses issues concerning the credibility, transferability, 

dependability, and confirmability of the data. Expressed in simple terms, trustworthiness in 

quantitative data is measured by the validity and reliability of the research instruments while in 

qualitative studies, the concept is put in more obscure terms. 

In conducting this research, selection of the method of data collection was one pertinent issue to 

determine the credibility of the data collected because credibility examines the focus of the 

research and is in direct reference to how well the data addressed the intention of the research. A 

lot of thought was put in determining the most suitable approach to collect the appropriate and 

relevant data. In reverence to the above, the procedure of data collection and analysis followed 

approval of the Research Ethics Application Form (REAF) and the data collection tools by the 

Unicaf University Research Ethics Committee (UREC) during dissertation stage 3.  

This investigation employed the mixed-methods approach where both qualitative and quantitative 

research approaches were used concurrently. Quantitative data was generated from questionnaires 

as the main data collection tool while qualitative data was generated from interviews.  The 

Qualitative approach was chosen due to its ability to obtain a more realistic and in-depth 

experience of the phenomenon that could not be qualified in the numerical quantitative approach 

and to interact with the respondents in their own language to yield more results than the 

quantitative approach. Exploratory research design was adopted due to its suitability for 
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conducting research on a research problem where there are feeble past data or only scanty studies 

for are available for reference. 

During the process of collecting primary data, the gatekeeper letter was signed by the management 

of the selected companies to grant permission to recruit participants for the research and interact 

with them. No adverts were made for participant recruitment, rather random sampling technique 

employed to select the participants who were explained the objective of the study and their willful 

participation sought before signing the informed consent form.  

The researcher believes that the data collected has been dependable, primary in its nature for the 

purpose of the research, trustworthy and credibly collected. The variables constructed were 

considered suitable to generate results for the assumptions of the statistical analysis. 

Reverting to CSR practices, although the earlier scholars had tagged the concept of CSR on 

philanthropy, CSR has continued to evolve both in context and content - the meaning and practice 

There is now a remarkable shift to environmental concerns and business relations with society as 

managers attempt to raise standards of ethical behaviour and social justice. As a foundation to 

modern CSR, Carroll identified four categories presented in a pyramid shape: economic 

responsibility, legal responsibility, ethical responsibility and philanthropic responsibility meaning 

that the issue of philanthropy is conceived last having realized economic, legal and ethical 

responsibilities. 

In an insight to understand the CSR practices of the bus companies under investigation are 

involved in, the results showed that the main approach employed by the companies is the 
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community approach followed by work place, environmental and market place. Further inquiry 

proved that the main considerations of the companies to embrace CSR practice is the people, then 

profits and business growth, sustainability of CSR activities and environment in the order of 

importance. This explains why the community approach is dominant since the people form the 

community. 

The areas for supporting the community in order of preference are through support in education, 

healthcare support, sports and cultural support. All these are pointers of helping the people through 

the community approach. Environmental protection, poverty alleviation programmes. involvement 

in government programmes, housing and politics got the least attention. 

Supporting the people through the community approach through education, healthcare, sports and 

cultural support is a pointer to philanthropy. This means that the companies consider philanthropy 

most important other than the economic, legal and ethical responsibility. This is in total contrast 

to Carroll’s assumption. However, philanthropy sounds dominant as one way of practicing CSR 

(Zang, Morse & Kambhampati, 2017).  

It is my conviction that though CSR is seemingly embraced globally, its interpretation, application 

and the reverence attached to it varies from one country to another and from one organization to 

another depending on its size and management perception. 

Management and employees play a very important function in implementation of CSR practices. 

The management is responsible by giving guidance and direction. This justifies the ever-growing 

interest to investigate management’s perception on CSR practices and implementation. Several 

https://www.researchgate.net/profile/Uma-Kambhampati
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surveys conducted to assess the perception of management on CSR implementation have showed 

a mixed opinion on the context pointing to “a gap in the knowledge”  

In examining the perception of management in operationalization of CSR practices, the results 

showed that the perception of clients on operationalization of CSR practices is the responsibility 

of top management although the number of those not agreeing and those in dilemma exceed 50% 

which presents a big paradox. In a similar voice the staff concurred that implementing CSR 

practices is the responsibility of top management. The staff think that it is none of their business 

to implement CSR practices. All these point to the fact that there is lack of information, poor 

attitude, or deficiency in comprehending CSR practices in these companies.  

Further inquiry into sustainability of CSR practice showed CSR practices are in place but not 

sustainable. Although majority of the respondents concurred that there are laws and regulations on 

CSR, from a thoroughly researched report on CSR in Uganda showed that there are no laws and 

regulations specifically made to address CSR issues. The respondents could be gauging on the 

general laws in place. This is another indicator of lack of information. 

Investigation on focus of CSR revealed that CSR should be focused on the community. This 

resonates with the attestation that the main approach used for CSR implementation is the 

community approach with the main consideration to the people. This position contrasts with focus 

on environment. The fundamental question to raise here is whether the respondents really 

understand the basics of CSR practice. Comparing the findings to the conceptual framework, the 

management attitude is still wanting. Additionally, there is either a lack of knowledge or evidence 
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of knowledge gap. It is therefore prudent to dedicate another research to find out if the gist of the 

matter is lack of knowledge or existence of knowledge gap.  

On the motives for practicing CSR in organizations it is clear that the companies are interested in 

providing benefit to the community, attracting more customers, promoting Corporate image and 

giving back to the community. Other motives identified include practicing CSR for competitive 

advantage and to attract public incentive. While some scholars suggested that pressure from 

stakeholders could be a responsible motivator that makes such organizations introduce CSR 

practices in their operations, the findings weakly supported this conviction 

Further interpretation of the findings suggested that competitive advantage can be gained through 

the philanthropic responsibility and evaluation of the economic benefits. The Management Team 

concurred with the above observation where majority stated that the best strategy to adopt for 

competitive advantage is considering the philanthropic responsibility. Whereas the internal 

environment is crucial in managing CSR issues, a special attention should be given to the external 

environment that consists of the government legal and regulatory framework that should be 

ardently addressed, the demands of consumers and environmental concerns 

The findings also support the constructivism in the conceptual framework that the ethical 

conviction and organization image is key in implementing CSR practices. These findings support 

the stakeholder theory, expectancy theory and theory of planned behaviour which extensively 

explain application of CSR in businesses and organizations. 
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CHAPTER FIVE: IMPLICATIONS, RECOMMENDATIONS AND CONCLUSIONS 

 

Introduction 

Corporate Social Responsibility has been referred to as a business initiative that involves strategies 

that benefit society. CSR also refers to a company's sense of obligation towards the community 

and environment. Although the debate on CSR has generated as much interests as the 

controversies, the spread of CSR across continents has been witnessed in the last decades. 

CSR has been seen instrumental in transformation of businesses.  

Many private sector businesses have taken up seriously the stakeholder interests. A number 

of them have as well incorporated environmental interests in their business policy. The 

social responsibility and governance issues have predominantly featured in the business 

operations. Corporate Social Responsibility entails the adoption by organizations of wide range 

of compromises and polices that cover social, environmental and economic dimensions and the 

translations into procedures applied over the whole organization’s operations.  

CSR is being readily embraced, documented and regulated globally in developed countries but this 

is not the case with African countries. It is a strong belief that CSR in Africa and Uganda in 

particular is unknown, misconceived or mispresented. Most of African companies or organizations 

initiate CSR practices informally. It is of recent that CSR phenomenon in African economies has 

gained heightened interest among scholars and intellectuals.  
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The recent decade has witnessed conceptualization of CSR which has increasingly become 

widespread in Africa and is being recognized by ever increasing number of private sector actors. 

CSR experience in African economies has gained heightened interest among scholars and 

intellectuals recently. In the African context, CSR has gained popularity basically from 

incomprehensive social dimensions. Notwithstanding the fore mentioned, more has to be done to 

unearth and understand CSR implementation and its practices in Africa where there is a sense of 

information gap. Organizational studies on Corporate Social Responsibility in Africa has so far, 

been bothered with conceptual issues and proceedings, cultural aspects, contextual CSR practices 

and antecedent CSR familiarization.  

If CSR was to be supported, and businesses or organizations encouraged to adapt the CSR reality, 

this could be an effective pivot to sustainable development. Where there is some iota of CSR 

envisaged, it is normally a prerogative of the international and multinational organizations that 

have operations in Africa which often extend to satellite programs.  

In a broad sense, Corporate Social Responsibility entails the adoption by organizations of wide 

range of polices and compromises that cover social, environmental and economic dimensions and 

their translation into processes applied over the whole organization’s influence area. These 

include: stakeholders’ involvement, addressing challenges and managing conflicts arising from 

implementation of CSR programmes, communication and feedback considerations and 

performance appraisal. CSR is a modern approach incorporating reliability, responsiveness, 

resilience, and relationships. Furthermore, the success of CSR has been hinged on some specific 

drivers such as profitability, sustained commitment, welfare and communication.  
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Implementing CSR practices has not been a smooth ride. Entities have been threatened with fears 

and challenges of financing such programs, integrating the concept in company policies, 

communication to stakeholders and identifying the specific benefits to offer and beneficiaries. It 

is presumed that CSR is a win-win affair. The companies make profits and society benefits as well 

through CSR activities. The query remains: who really wins? Is there a benefit to society? There 

is need to understand how the companies finance such activities, the drivers that motivate them to 

embrace CSR practices and whether such practices are integrated in the business strategy.  

Although an old concept that was rudimentarily implemented, the formal CSR practices in Uganda 

have just gained momentum. Being a relatively new concept in Uganda this study has been 

designed to understand Corporate Social Responsibility practices in Uganda with a specific focus 

on the transport sector. The intent is to draw up a precise picture and generate a reliable inventory 

on CSR paradox. The investigation aims to examine how CSR is perceived in a developing country 

like Uganda, the challenges faced and whether there are lessons that can be learned to develop a 

framework for competitive advantage. 

In implementing CSR practices, businesses have been pressurized with fears and challenges of 

financing such programs, integrating the concept in company policies, communication to 

stakeholders and identifying the specific benefits to offer and beneficiaries. Although CSR is 

presumed to be a win-win affair where the businesses or organizations make profits and society 

benefits as well through CSR activities it still poses some unanswered questions. There is need to 

understand the drivers that motivate these organizations to embrace CSR practices, how they 
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sustainably finance such activities, and whether such practices are integrated in the business 

strategic policy. 

The main purpose of this study has been to understand Corporate Social Responsibility practices 

in the Ugandan with specific focus on the transport sector. It included identifying the key CSR 

practices of the selected companies; knowing the perception and behaviour of top executives and 

employees towards the implementation of CSR practices; exploring what motivates the companies 

to practice CSR and developing a framework through which companies can create competitive 

advantage through implementation of CSR activities.   

This investigation embraced the mixed-methods approach where both qualitative and quantitative 

research approaches were used concurrently. Quantitative data was generated from questionnaires 

as the main data collection tool while qualitative data was generated from interviews.  The 

appropriateness of quantitative method was attributed to the research problems. The variables were 

measured, quantified and analyzed by regression analysis. In adopting the mixed methods 

approach, it was conceived that the quantitative method allowed for a broader study, that involved 

a bigger number of subjects, and the method enhanced easier manipulation and generalization of 

the results. It also allowed for greater objectivity and accuracy of the results. In general terms, 

quantitative methods have been designed to present statistical summaries of data that supports 

generalization about the phenomenon under study. 

Quantitative approach was used to quantify perception, opinions, attitudes, and other quantifiable 

parameters and generalizations were made from the larger population. The quantitative method 
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used the quantified data to articulate the facts and it revealed patterns in the investigation. 

Statistical and mathematical tools were used to derive the results. Quantitative research was 

preferred due to its ability of being more scientific, objective, fast, focused and acceptable. 

The integrity, validity and reliability of research project depended on how critical the researcher 

followed the ethical principles and guidelines. There was notable evidence that the researcher 

followed the prescribed guidelines relating to human rights, compliance with laws, health and 

safety considerations and due care and skill.  

These underlying principles of informed consent, protection of participants, avoidance of 

deception and confidentiality were keenly observed during the study processes. The wilful and 

voluntary participation of persons was encouraged; Participants were not subjected to any stress 

nor mental discomfort. Deception was avoided as much as possible during the course of the 

investigation. No situation arose where staged manipulations or using confederates could be 

employed. All information obtained in the course of the study were treated and maintained 

confidential. 

The participants were explained the purpose of the research and they have made an informed 

decision having understood the procedures involved. Presumptive consent was not considered for 

respondents such as clients of the company since all consented voluntarily to take part in the 

research. Consent forms were designed for the participants to fill accompanied with their 

information sheets before the research commenced.  
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On assumptions, it is the conviction of the researcher that the research has been carried out to its 

logical conclusion without any bias; and that the responses from the participants were honestly 

and truthfully made. 

The limitations of the research were issues the researcher did not have control over and included: 

use of SPSS as the preferred statistical package for data analysis; choice and method for selecting 

the sample size; and choice of the research design which is suggestive in itself and not a conclusion 

to the research.  

The delimitations of research were those detriments that limited the scope of the inquiry as 

prevailed by the conscious exclusion and inclusion of decisions that were made throughout the 

development of the proposal. Included here were the choice of objectives and questions, variables 

of interest, alternative theoretical perspectives that could have been adopted. The first limiting step 

was the choice of problem itself. 

This chapter discusses the implications of the research and presents the recommendations for 

application and recommendations for future research based on the results of the findings and 

evaluation of the findings. The conclusion on the entire research process is also drawn. 

Implication of the study 

The implications of the findings have been generated from the data analysis and reporting and have 

been discussed considering the research question and hypothesis. Consideration has been given to 

what was stated in the statement of the problem in devising the implications. Due diligence was 
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accorded to fulfil the objective of the study. The research implications have also been supported 

with published literature. Any deviations have clearly been brought out. In essence, the deviations 

could have arisen due to some limitations of the study. In such circumstances, the limitations have 

also been pragmatically pronounced. The Conclusions have been drawn as an implication of the 

study. The discussions are presented according to the research questions. 

 

(a) Key CSR Practices 

CSR have continued to evolve in meaning and practice. It has progressed from the earlier concept 

of philanthropy to the current concerns on environment and business relations with the society. 

Best labour practices have also been coined in. The evolution has seen transition from corporate 

morality to corporate citizenship, corporate accountability, stakeholder management, business 

ethics and now strategic business philosophy.  These are all aimed at raising the standards of ethical 

behaviour and societal justice in an effort to strengthen co-existence. 

Although the global picture on CSR is being illuminated, CSR in Africa has largely been 

misunderstood, misrepresented or misperceived due to the divergent interpretation, 

conceptualization and application. In some instances, it has been misused or abused. In the global 

context, CSR has been manifested in form of philanthropy, having ethical labour practices, 

upholding environmental concerns. In addition, ethical labour practices include giving equitable 

pay, non-discrimination of workers and providing living wages among others. Environmental 
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concerns have been addressed through afforestation, reduction of carbon emissions, proper waste 

management, product designs and recycling reusable inputs.  

Although many scholars have presented CSR in different perspectives, Carroll summed up the 

concept into economic, legal, ethical and philanthropic responsibilities. An insight to understand 

what CSR approaches the bus companies under investigation are involved in showed that the main 

approach employed by the companies is the community approach (63%), followed by work place 

(27%), environmental issues (7.3%) and market place (2.7%) being the least employed. Further 

inquiry proved that the main considerations of the companies to embrace CSR practice is the 

people (46.3%), profits and business growth (31.7%), sustainability of CSR activities (7.3%) and 

environment (8.0%). This explains why the community approach is dominant. 

Further inquiry into the areas for supporting the community in order of preference revealed as 

following: support in education system (25.3%), healthcare support (23%), sports (18.3%) and 

cultural support (14%). All these are pointers of helping the people through the community 

approach. Environmental protection got 7.7%, poverty alleviation programmes 7.3%. Involvement 

in government programmes (1.7%), Housing (0.7%) and Politics (0.3%) got the least attention. 

Supporting the people through the community approach through education, healthcare, sports and 

cultural support which form 80% of the response is a pointer to philanthropy (Bitcha, 2003). 

The initial context of CSR in the earlier times was tagged to philanthropy but has over time shifted 

to include business-society relationships and environmental concerns.  This position has been 

supported by Murthy (2014) that the relationship between business and the society has transformed 
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from paternalistic patronage of philanthropy to realigning the various roles, responsibilities and 

rights of business and society This transformation has redefined CSR in relation to business 

responsiveness to society in regards to social, ethical, environmental and legal expectations 

(Carrol, 2008). 

Although the term CSR came into dominance in the 20th century, the concept had ever existed 

before and known in different terminology. The earlier concepts were pinned to supporting the 

community and philanthropy (Banerjee, 2019). According to Carroll (2011), philanthropy 

emerged on the scenes of CSR during the late 1800s. Although the earlier scholars had tagged the 

concept of CSR on philanthropy, CSR has continued to evolve both in context and content: the 

meaning and practice (Lee, 2008; Secchi, 2007). 

Another key CSR practice identified is preserving the environment through proper garbage 

management and provision of sanitary facilities for clients. It was observed that the companies 

mainly employ the community approach followed by workplace approach in managing CSR 

issues. Environmental approach received little attention. The main consideration for practicing 

CSR has been the people and to some extend profits and business growth. Sustaining CSR 

activities and environmental concerns were considered subsidiary. 

Many scholars have identified several other activities that some organizations perform in 

expression of CSR that include: supporting charities, sponsoring events, organizing clean-up 

events of public places, taking up volunteer projects in school and churches, and voluntary 

contributions by staff. Other activities targeting environmental concerns include reducing printing 



270 

 

 

 

works, recycling materials, exploring on using renewable energy and product quality 

enhancements. 

Given the above activities under CSR implementation, it is evident that the selected companies 

still have a lot to offer to the community and environment in an attempt to practice CSR. Their 

focus is too narrow and conceptualization of CSR is quite primitive to say the least. 

It was theorized in H11 that “there are key CSR practices employed by the selected companies”. 

This theory is upheld. The only disparity is that the practices identified are the traditional 

approaches employed by the earlier companies at the time of conceiving the idea of CSR and do 

not match well with the modern approaches. 

This therefore implies that though CSR is ostensibly embraced globally, its conception, 

interpretation, application and the importance attached to it varies from company to company 

dependent on the location, management philosophy and industry practices of the companies. The 

second implication is that CSR practices evolve gradually with philanthropy as its inception point 

whatever the organizations culture and operational focus is given that the earlier attempts at CSR 

also manifested in philanthropy. 

The community approach is supported by Padgett (2011), that the primary focus of CSR on 

business responsibility to community and doing good-deeds for society was in the 1950s. In the 

1960s, people and ideas were instrumental as key events characteristic to the social focus ushered 

in during this decade. Moura‐Leite (2011) also concurs that in the 1950s the main focus of CSR 

was on business responsibility to community and doing good-deeds for the people. 

https://www.emerald.com/insight/search?q=Rosamaria%20C.%20Moura%E2%80%90Leite
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Although Freeman’s Stakeholder Theory is being widely proclaimed to support CSR practices – 

that a business does not exist in isolation: its operations affect and is affected by other stakeholders 

and that business should create value for other stakeholders too; Vroom’s expectancy theory seems 

more prevailing. Vroom postulates that behaviour and performance is based on individual factors. 

That, actions are a result of conscious choice from alternatives with the main consideration to 

maximize pleasure. The pleasure in this case is the satisfaction got from supporting the people 

through CSR practices. 

In some parts of the world, philanthropy and initiatives led by the private sector are being viewed 

as the practical aspects of CSR that the community believe in and companies consolidate on this 

to achieve a lasting imprint on the community. 

The findings allude to the fact that in an uncensored, unregulated environment, businesses assume 

philanthropic gestures as the cardinal point of embracing CSR. However, the concept of Social 

Responsibility shall continue to evolve as the human development and world ecosystems evolve. 

From the traditional concept of philanthropy, to the modern ethical responsibility to society and 

the environment, the evolution continues. 

(b) Perception and behaviour of management and employees on CSR 

Perception is the way you think about something; the feeling or impression about something. It is 

an internal dimension cognitive to the perceiver. Review of the published articles have shown a 

mixed opinion about perception of management and employees on CSR practices. It has revealed 
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a staggering gap in knowledge and gap in literature as more emphasis was put in examining the 

perception of the external business environment on CSR than the internal environment. A lot of 

emphasis was put on understanding the perception of the customers, competitors, and other 

external stakeholders than the management and employees who play a very vital role in 

implementation of the company’s strategies and policies. 

The perception of management on CSR depends largely on personal attributes of the manager- the 

personal traits, behaviour and leadership philosophy. It also depends on the size and focus of the 

organization. Another factor that influences the perception of management and employees is the 

awareness on local, national and global business practices and environment.  

In examining the perception of management in implementation of CSR practices, the results 

showed that: 46.3% of the clients agreed to the proposition that implementation of CSR practices 

is the responsibility of top management while 39.0% disagreed. Interestingly, 14.3% were in 

dilemma (Neither agreed nor disagreed). This presents a big paradox. If the number of those in 

dilemma and those that disagreed in compounded, it totals to more than half that is 53.3%. 

In a similar voice 66% of the staff concurred that implementation of CSR practices is the 

responsibility of top management while 34% disagreed. In the view of Lee (2013), employees’ 

perception of CSR is greatly influenced by “perceived cultural fit”, organizational justice and 

organizational citizenship which has a substantial impact on employee affection to the organization 

and performance. On the side of the employees, they perceived CSR as the sole responsibility of 

the management and that they have little or no role to play. This points to one fact that there is lack 
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of awareness or poor attitude of the employees on CSR practices. There could possibly be a 

deficient understanding of CSR practices and implementation. Secondly, it points to another fact 

that management decisions are taken without involvement of the employees hence the notion of 

collective responsibility is lacking. 

All these point to the fact that there is lack of information, poor attitude, or deficiency in 

comprehending CSR practices in these companies. This is supported by Murthy (2014) assumption 

that there is a gap in the knowledge about CSR implementation. The responses from the 

management further corroborates this assumption where 85% agreed that CSR implementation is 

the responsibility of top management while 15% negated. Several surveys conducted to assess the 

perception of management on CSR implementation have showed a mixed opinion on the context 

pointing to “a gap in the knowledge” (Murthy, 2014). 

Further inquiry into the perception on sustainability of CSR practice showed that 47.3% said CSR 

practices are in place but not sustainable; 38.6% disagreed while 14% could neither agree nor 

disagree. The findings of the research imply that the management perceive CSR as a costly venture 

with little or no returns and hence an unnecessary leakage in inflows. They perceive CSR as being 

an unnecessary venture that exerts more pressure on management. However, the literature 

available point to the fact that the perception on CSR varies from organization to organization 

depending on the size, location, activities involved in and the type of industry. 

The general position on CSR is that it increases efficiency, attracts talented employees and 

improves employee commitment to the organization. In addition, it improves the company 
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reputation. Despite this opinion, there is little research towards this direction; the management and 

employee perception on CSR has largely remained unexplored. Employees see CSR as a solution 

to their expectations given the ethical labour practices and feel an attachment to the organization 

that has a reputation in the market. They often look at the financial gain associated to such policies 

but the absence of a functional system to measure outcome and lack of a reward system antagonizes 

this belief.  

However, the view that CSR practices are in place but not sustainable has dumb-folded the key 

internal players. Additionally, the perception that CSR should be focused on the people and with 

little focus to environment shows the novice understanding of CSR. It points to the fact that CSR 

has been vaguely conceived and grossly misunderstood either due to lack of awareness or a stark 

knowledge gap. 

Investigation on focus of CSR revealed that 70% of management team confirmed CSR should be 

focused on the community. This position was upheld by 74% of staff who agreed too. This 

resonates with the main approach used for CSR implementation that is the community approach 

with the main consideration being to the people. This position contrasts with focus on environment 

where 70% of management said CSR should not be focused on environment. The fundamental 

question to raise here is whether the respondents really understand the basics of CSR practice. 

Such controversies still point to one factor: lack of knowledge. This is crowned all by Katamba 

(2019) that CSR practice is a relatively new concept in Uganda (Katamba &Kazooba, 2012). 
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The conceptual framework presented that perception is understood from the context of 

management and employees towards the customer expectations, societal demands and 

environmental concerns which arise out of societal pressures that yields to sustainable and 

responsive CSR implementation. The behavioural element aligns with management attitude. 

The findings do not corroborate well with the stakeholder theory. Neither does it relate to business 

ethics theory. It could be proposed that the perception of management and employees to CSR is 

aligned to the Behaviourist Theory (Phillips, 2011) which states that: “Behaviourism is a learning 

theory that only focuses on objectively observable behaviours and discounts any independent 

activities of the mind”. The introduction of CSR in business practices and philosophy is seen as a 

learned behaviour that is not entrenched yet. Additionally, the Theory of planned behaviour may 

explain this shocking perception that contradicts existing literature. 

Comparing the findings to the conceptual framework, the management attitude is still wanting. 

Additionally, there is either a lack of knowledge or evidence of knowledge gap – knowledge gap 

referring to having knowledge about something but not the correct one. It is therefore prudent to 

dedicate another research to find out if the gist of the matter is lack of knowledge or existence of 

knowledge gap.  

The implication of this findings is that there is still lack of knowledge or an evidence of knowledge 

gap. It is therefore prudent to dedicate another research to explore further on the perception of 

management and employees on CSR practices given that the literature available is also scanty in 

content.  
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(c) Motives for practicing CSR 

Motive has been defined as a desire or need that causes someone to act: the driving force or the 

incentive to respond. CSR has therefore become a widespread phenomenon that many businesses 

and organizations have incorporated CSR practices in their strategies and philosophy. The question 

that deserves some critical thinking and perhaps practical answer is: What drives such 

organizations to endorse CSR practice as a business policy or in the strategic plans? What 

motivates the decision makers to embrace such a costly venture and sustain it? 

Although it is common for CSR activities to be geared towards community through philanthropic 

gestures, other drivers such financial profitability, financial commitment and CSR communication 

should also be considered. Many companies face challenges of identifying the benefits to offer, 

the beneficiaries and financing these programs. 

The literature presents that companies are motivated to practice CSR by the pressures from society, 

government and environment. Some companies are motivated by the multiplier effect of 

profiteering through attraction of more customers. In some views, factors that motivate 

organizations or businesses to practice CSR consists of extrinsic and intrinsic factors.  An extrinsic 

motive looks at the financial aspect while the intrinsic motive looks at the ethical issues to people 

and the environment. By consensus, the motivating factors are classified into internal and external 

factors. The internal factors consisting of employee commitment, the management philosophy and 

organization culture. The external factors include pressure from clients and competitors, pressure 
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from laws and regulations, pressure from the society among others.  Some businesses embrace 

CSR due to its potential for competitive advantage. 

Motive can also be viewed as a need or desire that causes a person to act. It is the incentive that 

induces or stimulates an action. Motive can also be seen as the emotion which operates on the 

will of a person which causes the person to act. It is affirmed that many businesses and 

organizations have motivations for incorporating CSR practices in their strategy and philosophy. 

From the findings, the main motives for practicing CSR in the selected companies include: 

providing benefit to the community (93.48%), attracting more customers (86.52%), promoting 

corporate image (85.65%) and giving back to the community (81.30%). Other motives identified 

include practicing CSR for competitive advantage (79.13%) and to attract public incentive 

(78.26%). 

The findings show that the companies are motivated by the will to provide benefit to the 

community which in turn attracts more customers. Other motivators include: promoting corporate 

image, giving back to the community and for competitive advantage. The above findings resonate 

with the statement that many businesses and organizations have motivations for incorporating CSR 

practices in their strategy and philosophy. In the view of Graafland (2012), considerations towards 

the people entail social responsibility while issues to do with the planet addresses the ecological 

and environmental context. Yin (2015) further contends that the environment is a major force, the 

motivator, that impulses organizations to embrace CSR practices. The environment consists of 

both internal and external business environment. 
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The benefits identified from practicing CSR that motivates the companies to embrace CSR idea 

are to Improve company image (83.9%), obtain new customers (79.1%), Improve employee 

commitment (76.96%), develop new businesses (73.4%), and Influence customer decisions 

(60.9%). These findings support the constructivism in the conceptual framework that the ethical 

conviction and organization image is key in implementing CSR practices. This is derived from the 

management’s attitude and to some extend the environmental and social pressures. As the findings 

show, the environmental and social pressures have a weak influence on the embracement of CSR 

practices.  

The reasons advanced for engaging in this venture include: to improve company image, to obtain 

new customers, improve employee commitment and least was to develop new business 

opportunities. Although literature also includes reasons such as saving costs, customer retention, 

brand differentiation and strategy for long term competitive advantage, these were not construed 

relevant for the companies selected. It is beyond the scope of this study to have investigated further 

why these other motives are not prevalent. A further study in this direction would provide a further 

understanding. 

While Sonitaite (2015) and Yin (2015) suggested that pressure from stakeholders could be a 

responsible motivator that makes such organizations introduce CSR practices in their operations, 

the findings weakly support this conviction. Dokpesi (2014) had also opined in a similar voice that 

the environment exerts a considerable pressure on the businesses to embrace CSR. In prevailing 

circumstances where CSR is still a new concept and the stakeholders have not fully recognized 
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their contribution, a lot is still desired. It is therefore apparent to say that the practice of CSR by 

the companies is hinged on the benefits they enjoy from such practices and not from any pressures. 

The Marketing Study Guide (2019), proposed that the current trend identified from especially big 

organizations that adopt socially responsible behaviour shows government policies and 

regulations; consumer expectations; social media; costs involved; type of industry; prospects for 

competitive advantage and corporate culture as the motivating factors or drivers to CSR. 

Most countries have enacted laws and regulations that compel business organizations to carry out 

business in a prescribed manner. Such business organizations impacted by the legislations have to 

comply to the requirements of the Act or regulation. Hence the legislation becomes a driving force 

or a motivator to get involved in CSR practices although quite unwillingly. In addition, the 

consumer awareness has grown in the areas of social responsibility and environmental contexts. 

These concerns about the environment and public expectations define the consumer purchasing 

decisions hence putting pressure on the businesses to bow to the public demand. 

For the case of these selected companies, the type of industry the organization operates in to a 

greater extend determines whether such a business should consider engaging in CSR. There are 

industries where the society puts great pressure and expectations on such as the manufacturing 

industry and banking industry. Secondly, the positioning of the industry whether in a developed 

country or a developing country also matters in such a decision matrix.  

Another motivating factor is the potential for competitive advantage that the organization or 

business may anticipate or explore. Building a core image around responsible behaviour can yield 
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considerable dividends to the company image (Addelka, 2016; Marketing Study Guide, 2019). 

One final motivator to CSR is the predefined corporate culture. CSR is the reflection of the 

corporate culture especially adopted by the top management (Afrin, 2013; Cavali, 2018). 

For the case of this investigation, further inquiry proved that the main considerations of the 

companies to embrace CSR practice is the people (46.3%), profits and business growth (31.7%), 

sustainability of CSR activities (7.3%) and environment (8.0%). The main consideration to the 

people aligns to the main motives of practicing CSR that is: providing benefit to the community 

(93.48%), attracting more customers (86.52%), promoting corporate image (85.65%) and giving 

back to the society.  

This implies that there is still lack of knowledge or an evidence of knowledge gap in 

comprehending CSR in its totality as is practiced in the developed countries. Although CSR has 

been embraced globally, its interpretation varies from country to country. It is yet to be 

institutionalized and legally supported in Africa. Africa has a unique sense of CSR inadvertently 

due to its locus of being a region remarkably infested with conflicts, degradation of environment, 

adverse poverty.  In the African context, CSR has gained popularity basically from social norms 

and dimensions. In testing the hypothesis, it was discovered that competition has a strong 

relationship at p=0.174 to CSR practice. Hence, H13 that there are drivers that motivate companies 

to practice CSR was upheld. 

In a nutshell the motives for practicing CSR are best explained by the Expectancy theory and the 

theory of planned behaviour and not the stakeholder theory.  The factors that motivate these 
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companies to practice CSR are as a result of expected rewards and the likelihood of an expected 

outcome and not a deliberate move to address stakeholder pressures. 

(d) Strategies used for developing a framework for competitive advantage 

Competitive advantage looks at performance of a company. to perform better than others to gain 

through offering customers better value for their choice which translates into brand loyalty. 

Competitive advantage can be gained through the product design, the target population and the 

availability of competitors. Competitive advantage is the attribute that makes a business perform 

better than the competitors. 

It is the edge that businesses gain over their competitors through offering customers better value 

for their choice which translates into brand loyalty. Amadeo (2019) adopts three strategies through 

which businesses can gain competitive advantage: the benefit the product provides, the target 

population and the competition available. Meanwhile, Michael Porter’s cognizant framework for 

achieving competitive advantage looks at cost advantage and differentiation advantage. Cost 

advantage occurs when a business provides the same products or services at a lower cost while 

differentiation advantage happens when the business provides better services and products than its 

competitors. 

In the view of Amadeo (2019) there are three strategies through which businesses can gain 

competitive advantage- the benefit provided by the product, the population targeted and 

availability of competitors. According to Ma (1999), competitive advantage can be seen through 

the framework of positional advantage and compound advantage. Positional advantage looks at 
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the strategic locus of the business and its accessibility while compound advantage exists when 

there is integration of multiple advantages. 

A framework is a strategic tool that guides businesses to think differently to achieve their goals. 

The frameworks are used in analyzing strategic business concerns (Lome, 2019). Selecting a 

framework to employ needs careful consideration of the objectives of the organization, what you 

want to achieve, the strengths and weaknesses. The Strategic framework should consider the nature 

of rivalry with the competitors, threats from products that substitute yours, the bargaining power 

of consumers, threats of new competitors in the market and the bargaining power of the suppliers. 

Based on the above reviews, it is pertinent that businesses and organizations can employ CSR to 

gain competitive advantage through developing strategies that address the core notions that 

motivate them to embrace CSR practices.   

From the findings, 45.7% of the respondents suggested that competitive advantage could be gained 

through basing on the philanthropic responsibility, while 25.2% opted for evaluation of the 

economic benefits. The Management Team concurred with the above observation where majority 

stated that the best strategy to adopt for competitive advantage is considering the philanthropic 

responsibility (55.0%) The staff however deviated a bit by suggesting that first look at the 

economic responsibility (42%) and then philanthropic responsibility (40%). 

The findings showed that the only possible avenue for gaining competitive advantage is by 

employing the philanthropic approach which of course seems to be the only approach plausible to 

the selected companies.  
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They see CSR practiced in the lens of the people through giving to the people and other social 

support. They have little knowledge on other areas such as legal and environmental concerns. 

Majority of the respondents vying for philanthropic responsibility and few for economic benefits 

points to an uncalculated prowess. An emotional servitude.  

Comparative advantage can rather be achieved through the organization’s all-round concern of the 

consumers, the society and the environment when considering the philanthropic approach. While 

philanthropy is crucial in mapping CSR activities, a special focus should be given to the external 

environment that consists of the legal and regulatory framework, the demands of consumers and 

environmental concerns. This gives a fair consolidation of competitive advantage though CSR 

implementation. 

The findings take us back to the initial context of CSR in the earlier times that was tagged to 

philanthropy but has over time shifted to include business-society relationships and environmental 

concerns.  This position has been supported by Murthy (2014) that the interrelation between 

business and the society has transformed from material patronage of philanthropy to realigning the 

various roles, responsibilities and rights of business and society This transformation has redefined 

CSR in relation to business responsiveness to society in regards to social, ethical, environmental 

and legal expectations (Carrol, 2008). It is implied that these companies are still at the rudimentary, 

colloquial understanding of CSR as was evident during the earlier conceptualization of CSR. 
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Developing a framework for competitive advantage 

Developing a Corporate social responsibility strategy can be described as an organizational change 

process that requires determining new approaches to organize and work effecticely. This is 

intended to realign the organizational policies with the dynamic expectations of the business and 

social environment. Change process requires learning overtime to understand the conceptualities. 

There is no suitable approach to bring about positive change rather than through enhanced learning. 

Learning begins from a cardinal point. “The development of CSR practices therefore can entail 

evolutionary and recursive activity that acts on and reacts to business environment” (Maon, 

Lindgreen & Swaen, 2009). CSR evolution is seen as a structured evolution from philanthropy. 

The philanthropic approach that has been brushed aside as a traditional style has gained ground as 

the principal approach in any new location or industry where CSR is seen to be embraced. It is the 

starting point in understanding and conception of the idea of CSR practices in any developing 

economy. Other approaches relating to legal, economic and environmental concerns are 

appreciated as the notion of CSR is proficiently accomplished and entrenched in the business 

spheres of such economies. According to Padgett (2011), the primary focus of CSR is business 

responsibility to society and doing good-deeds for community that was predominant in the 1950s. 

The evolution of CSR has seen transition from corporate morality to corporate citizenship, 

corporate accountability, stakeholder management, business ethics and now strategic business 

philosophy.  These are all aimed at raising the standards of ethical behaviour and societal justice 

in an effort to strengthen co-existence. In the evolution of CSR, there is notable divergent 

conceptualization and operationalization of the term. The overabundance of CSR synonyms such 
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as ‘corporate responsibility’, ‘corporate accountability’, ‘corporate ethics’, ‘corporate citizenship’, 

‘sustainability’, ‘stewardship’, ‘triple bottom line’, ‘corporate governance’, ‘social and 

environmental obligations’, ‘corporate social investment’ and ‘responsible business’ are bundled 

around and often incorrectly or interchangeably used thereby exacerbating the confusion leading 

to misconception of the idea. This implies that every scholar, and so practitioner, perceives CSR 

differently based on individual convictions and status of the economy.  

It is therefore significant to say that the evolution of CSR in any setting is structured. Businesses 

cannot adopt all the CSR practices mentioned above at once. There should be a point to start from. 

In the case of this research, the businesses have chosen to start with philanthropy as had been with 

the earlier businesses in the 1800s and up to 1950s. A framework is a strategic tool that guides 

businesses to think differently to achieve their goals. 

Based on the afore mentioned, this three-stage framework has been designed to enable businesses 

in developing economies and where the concept of CSR is still new can adopt to gain competitive 

advantage. This structured framework starts from the point of conceptualization of CSR, the 

experiential stage and finally integration of CSR as a business strategy. 



286 

 

 

 

 

Figure 7 Framework for CSR 

At the conceptualization stage, businesses are more inclined to providing benefit to the community 

to gain prominence and status in the community. This is best done through the philanthropic 

approach. As Padgett (2011) states: the primary focus of CSR is business responsibility to 

community and doing good-deeds for the people (Tabaczynski, 2019; Bitcha, 2003). The 

businesses at this stage also mind of their economic responsibility of increasing profitability too. 

It is envisaged that giving to the community can build relations with the community hence 

increasing client trust and client base in effect more customers are attracted resulting into increased 

turnover (Bitcha, 2003). This culminates into sustainable business practice. 

Once the businesses have conceived the idea of CSR and put it into practice, in stage two, 

realization of the true experience of implementing CSR starts. This calls for CSR implementation 

Stage 1

• Conceptualization stage

• Philanthropy

• Economic responsibility

• Business sustainability

Stage 2

• Experiential Stage

• Philanthropy

• Business sustainability

• Ethical concerns

Stage 3

• Integrating CSR in Management Strategy

• Economic responsibility

• Philanthropy

• ethical responsibility

• Legal responsibility

https://wdet.org/author/199/
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through dedicated management attitude and corporate sustainability. Issues of business 

sustainability come in with the attendant ethical considerations. Ethical conviction and 

organization image is key in implementing CSR practices. This is a crucial stage in CSR 

implementation where the decision on what to do to get to where we want to be is made. At this 

stage, many businesses drop the idea of philanthropy that is seen as an unnecessary leakage to 

inflows as a principle point and realign their strategy to focus more on economic responsibility. 

Pressures from the internal and external business environment plays a critical role in this decision 

point. 

At the stage of integrating CSR as a business strategy, the following considerations are made: the 

size of the business, its location, activities involved in, the products and management orientation 

(Hohnen, 2017). CSR is ostensibly embraced globally but its conception, interpretation, 

application and the importance attached to it varies from company to company dependent on the 

location, management philosophy and industry practices of the companies. Whetten (2013) 

suggests that the micro-foundation of corporate social responsibility lies on how managers 

influence organizational activities relying on their individual attributes, behaviours, and shared 

leadership as precursors to corporate social responsibility. Competitive advantage therefore 

becomes the attribute that makes a business perform better than the competitors. In ordinal sense, 

such attributes may include preferential access to natural resources, having highly skilled labour-

force, a perfect geographical location and access to more advanced technology. Amadeo (2019) 

adopts three strategies through which businesses can gain competitive advantage: the benefit the 

product provides, the target population and the competition available. 
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As a pinnacle, the final order of tenets for CSR in a developing economy where CSR is still new 

and there are no legal obligations to push businesses to implement CSR as a business strategy can 

be presented as follows: 

 

Figure 8 Realignment of tenets of CSR in Developing economies 

This means that while the voices of Philanthropy, ethical responsibility and legal obligations are 

at the conception of CSR, the element of economic responsibility becomes dominant. Other tenets 

are achieved as the business becomes sustainable. This view is in support of Visser (2006) that: 

from the perspective of Africans and given Africa’s unique situations of having miserable levels 

of development and unabated unemployment records, the economic responsibilities of prominent 

companies in Africa should be at the foundation of their CSR priorities, followed by philanthropy, 

legal and ethical responsibilities (Rampersad & Skinner, 2014). The findings of this research 

Legal 
Responsibility

Ethical 
Responsibility

Philanthropy

Economic 
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support the insinuation that although the four tenets of CSR as prescribed by Carroll are true and 

applicable in the local context, their alignment need to be altered.  

Contribution to existing literature 

A critical review of the outcome of this research point to the following facts: 

First, the evolution of CSR practice is real and appears to be structured. The philanthropic approach 

that has been brushed aside as a traditional style has gained ground as the principal approach in 

any new location or industry where CSR is seen to be embraced. It is the starting point in 

understanding and conception of the idea of CSR practices in any developing economy. Other 

approaches relating to legal, economic and environmental concerns are appreciated as the notion 

of CSR is proficiently accomplished and entrenched in the business spheres of such economies. 

According to Padgett (2011), the primary focus of CSR on business responsibility to community 

and doing good-deeds for the people was predominant in the 1950s. In the 1960s, the community 

and ideas were instrumental as key events characteristic to the social focus ushered in during this 

decade. Moura‐Leite (2011) also concurs that in the 1950s the main focus of CSR was on business 

responsibility to the people and doing good-deeds for society. In the 1970s managers applied the 

traditional management functions when dealing with CSR issues, “while, in the 1980s, business 

and social interest came closer and firms became more responsive to their stakeholders” Carroll 

(2011). During the 1990s the concept of CSR became a globally universal concept. In the 2000s, 

CSR became definitively a decisive strategic issue. It has been associated with other similar 

concepts such as corporate moral agency, strategic philanthropy, corporate citizenship, business 

https://www.emerald.com/insight/search?q=Rosamaria%20C.%20Moura%E2%80%90Leite
https://www.sciencedirect.com/topics/economics-econometrics-and-finance/philanthropy
https://www.sciencedirect.com/topics/economics-econometrics-and-finance/business-ethics
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ethics, corporate accountability, stakeholder management, and social entrepreneurship (Miska et 

al, 2017). 

At a critical view, literature illuminating CSR practices in Africa and its alignment to development 

is just emerging. It is potentially characteristic of varying diversity in context and perspective. The 

value and meaning of CSR deviate in different contexts basing on the cultural, environmental, 

regulatory frameworks, norms and traditional viewpoints pondering lack of universal position on 

CSR (Cheruiyot, 2016). Africa has a unique sense of CSR inadvertently due to its locus of being 

a region remarkably infested with societal challenges thus pressing the corporate participants with 

an ethical dilemma of prioritizing the social responsibility concerns. More often than not, the 

prevailing local needs override the internationally acclaimed social responsibility standards. 

Visser (2006) re-examined Carroll’s CSR pyramid basing on African perspective, given Africa’s 

unique situations of having deplorable levels of development and unabated unemployment rates. 

Visser (2006) proposed that the economic responsibilities of prominent companies in Africa 

should be at the foundationof their CSR priorities, followed by philanthropic, legal and ethical 

responsibilities (Rampersad & Skinner, 2014). The findings therefore align with Visser’s 

realignment. The findings support the insinuation that although the four tenets of CSR as 

prescribed by Carroll are true and applicable in the local context, their alignment need to be altered. 

Philanthropy is suggested as a cardinal activity in CSR conceptualization and implementation in 

this novice period in a developing economy.  

https://www.sciencedirect.com/topics/economics-econometrics-and-finance/business-ethics
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The second contribution to literature is that the Stakeholder theory that is widely considered to 

explain the adoption of CSR is still relative and not universal. CSR in the developing economies 

where the concept is still raw and not fully conceptualized nor appreciated is best explained using 

the theory of planned behaviour and the Expectancy Theory. 

The conception in stakeholder theory is that business should create benefit for the stakeholders too 

and not just for the owners. The notion to fully involve and engage the stakeholders is now widely 

considered at both tactical and strategic business decision making. Stakeholder Theory addresses 

the moral and ethical values in the operations of a business or organization. Pesqueux and Damak-

Ayadi (2005) had stated that “Those who use stakeholder theory as a reference underline the 

correlation between facts and a certain conceptualization thereof” Orts (2002), argues that the 

theory has limitations in the focus and individual interests of the stakeholders. Narbel (2017) 

comments that the theory is anchored on the traditional definition of a firm; and that it is not 

suitable for the modern global business environment. 

Expectancy Theory first published in 1970 suggests that one’s behaviour is a result of conscious 

choice from alternatives with the main purpose to maximize pleasure or pain. The theory presents 

that one’s behaviour at work and performance is based on individual factors. The expectancy 

theory holds that one can be motivated to behave and perform if he believes that effort put has a 

positive correlation to performance; and a favourable performance resulting in a desired reward; 

and the reward satisfies an important need. 
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Although stakeholder theory had been widely adopted to support CSR practices, the philanthropic 

approach employed without any laws or regulations in place has a linkage to expectancy theory 

or the theory of planned behaviour. It is evident that the selected companies’ focus on CSR may 

be too narrow and conceptualization still primitive and tagged to the traditional context.  

The Theory of Planned Behaviour initially started as Theory of Reasoned Action (TRA) in 1980s 

to predict a person’s behaviour. Its intention was to explain behaviours that individuals have self-

control over. That, behaviour intentions are influenced by the “attitude about the likelihood that 

the behaviour will have the expected outcome and the subjective evaluation of the risks and 

benefits of that outcome” (LaMorte, 2018). The theory overtime has been used to predict and 

explain a wide range of behaviours and intentions. The theory is hinged on the following core 

facets: attitudes, behaviour intention, subjective norm, social norms and perceived power or 

influence. 

Curiosity is the nature of human beings and they will always want to find a reason that underlie 

why people behave the way they do. You cannot engage in a business practice unless there is a 

reason to start such a practice: It could be for profit maximization, philanthropy, giving 

employment to others - the list is endless. In the same way, you cannot include a business decision 

in a business plan unless there is a strategic reason behind it. This explains why the theory of 

planned behaviour could be suitably used to investigate a business phenomenon in regards to CSR. 

In a study carried out by Chuanmin et al (2019) it is highlighted that governments and other 

bodies have made efforts to promote CSR policies and activities through making several relevant 
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regulations. Despite these efforts, however international scandals have reduced CSR to a mere 

business slogan. 

The general position envisaged about CSR and all the bounty written about it is not universal but 

hypothetical position. They only represent the position of CSR in developed economies and 

industries where CSR practices are entrenched and supported by legal regimes. Such positions do 

not cover the actual testimony from developing economies which some researchers dismiss as 

exceptional cases but certainly prevalent to the economies where CSR is still a new phenomenon. 

Building on Existing body of research on CSR 

From the findings, it can be authoritatively assumed that the perception of CSR is based on the 

personal attributes of the manager and awareness on CSR practices and not the pressures exerted 

by the government, the existing laws and regulations and the societal demands. Implementation of 

CSR is a choice and not a compulsion. That is why the interpretation and application vary across 

the globe. 

In addition, The Theory of planned behaviour best explains CSR practices in developing 

economies where the concept of CSR is still a myth or a new phenomenon.  

Lastly, deliberate strategies can be developed to entrench CSR practices in developing economies. 

The basic strategy to appreciate CSR should be philanthropic approach. 
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Implication for practice 

For the purpose of this research the implications for practice dwell on the meaning of the findings 

to other people or researchers who have interest in the field of Corporate Social Responsibility. It 

discusses the information synthesized and how the researchers can conceive it. The implications 

for practice outline the important information that can be used to guide policy and practice. It is 

important to mention here that this research is not a conclusion in itself since there were attendant 

limitations and delimitations that affected the extend of the investigation. This is to guide against 

overgeneralization of the findings. 

The implications derived from this research for practice are identified as follows: 

1. CSR concept should be seen as ever evolving and not static due to the ever-rising 

standards of ethical behaviour. 

The debate on Corporate Social Responsibility has been ongoing right from the 1950s. Recent 

review of Lee (2008) and Secchi (2007) showed that the concept of CSR is still evolving in its 

meaning and practical aspects. Although the initial context of CSR in the earlier times was tagged 

to philanthropy, this has over time shifted to include business-society relationships and 

environmental concerns. This shift has arisen as managers take initiatives to raise the standards of 

ethical behaviour and social justice (Bitcha, 2003) due to heightened competition and as an avenue 

to gain competitive advantage. In so doing, businesses have created wealth in the society where 

they operate and provided better standards of living to the society. In the contemporary world, 
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people have become conscious of their choices and the business environment is socially conscious 

too (Schooley, 2019).  

The contemporary world now sees CSR as corporate citizenship or responsible business practices 

where businesses take into consideration the interest of the society and take liability for the 

consequences of their actions on the community, shareholders, workers and business partners. 

Environmental issues have also become an integral part in developing business strategies that are 

suited to CSR. Sustainable development has also been incorporated into the business strategy and 

practice that positively impacts on the economy, society, and the environment (Schooley, 2019). 

The notion of CSR has expanded and companies now strive to present an image that is socially 

conscious. 

The management and implementation of CSR in context is still a challenge given that there is no 

consensus on the actual meaning of CSR and how it can be practiced. CSR involves adopting a 

wide range of compromises and strategies that cover social, environmental and economic 

dimensions and translating them into policies that are applied over the area of influence of the 

business. In the evolution of CSR, there is notable divergent conceptualization and 

operationalization of the term. The overabundance of CSR synonyms such as ‘corporate 

responsibility’, ‘corporate accountability’, ‘corporate ethics’, ‘corporate citizenship’, 

‘sustainability’, ‘stewardship’, ‘triple bottom line’, ‘corporate governance’, ‘social and 

environmental obligations’, ‘corporate social investment’ and ‘responsible business’ are bundled 

around and often incorrectly or interchangeably used thereby exacerbating the confusion leading 

to misconception of the idea. This implies that every scholar, and so practitioner, perceives CSR 
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differently based on individual convictions, status of the economy investigation is been carried 

under and the industry. The CSR concept in case has been largely misconceived, misrepresented 

or “misused” due to the divergent conceptualization, interpretation and application across the 

world (Cheruiyot, 2017). Notable though is the fact that CSR in the Ugandan context is still a new 

phenomenon though social responsibility itself had roots established long time ago. This position 

has been corroborated by Afrin (2017) that the interpretation and conceptualization of CSR varies 

from country to country and industry to industry. 

2. The CSR position in developed economies should not be comparable to developing 

economies or institutions where the idea is still being conceptualized and experimented. 

The CSR position in developed economies is vibrant and maturely conceptualized and conceived. 

There is state backing in form of legal obligations and regulations to enforce it. CSR is being 

readily embraced, documented and regulated in developed countries but this is not the case with 

African countries. Most of African companies or organizations initiate CSR practices informally. 

It is of recent that CSR phenomenon in African economies has gained heightened interest among 

scholars and intellectuals (Cheruiyot, 2016). In the African context, CSR has gained popularity 

basically from social convictions. 

The general position envisaged about CSR and all the bounty written about it is not universal but 

hypothetical position. They only represent the position of CSR in developed economies and 

industries where CSR practices are entrenched and supported by legal regimes. Such positions do 
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not cover the actual testimony from developing economies which some researchers dismiss as 

exceptional cases but certainly prevalent to the economies where CSR is still a new phenomenon. 

In Uganda and so to other African countries, the concept of CSR is a relatively new (Katamba, 

2012) and not much is exposed through academic literature. 

Conceptualization of CSR which has increasingly become widespread in Africa and is being 

endorsed by a growing number of actors has been witnessed in recent decade. The awareness level 

of CSR in sub-Saharan Africa still remains low. Consequently, CSR in Africa is still at a low 

profile among the public and private actors. The African culture is predominantly that of corporate 

sponsorship rather than the acclaimed social responsibility. Philanthropic investments in 

communities are viewed as corporate sponsorships. The current state of CSR in Africa today is 

assessed with some difficulty, partly because the concept itself is a relatively new phenomenon 

and many African businesses are setting up CSR initiatives without formalizing them (Barry, 

2015). 

In prevailing circumstances where CSR is still a new concept and the stakeholders have not fully 

recognized their contribution, a lot is still desired. It is therefore apparent to say that the practice 

of CSR by the companies is hinged on the benefits they enjoy from such practices and not from 

3. There is a notable trend in approaches employed by organizations practicing CSR with 

philanthropy appearing as the cardinal point during conceptualization of CSR 
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The notion of CSR has evolved from ‘a nice thing to do’ to ‘a necessity for business survival’ has 

a lot in its interpretation. Formal writings about CSR became prominent in the 20th century 

(Carroll, 2008). Padgett (2011) stated that the primary focus in 1950s of CSR was business 

responsibility to society and doing good-deeds for society. In the 1960s. The initial context of CSR 

in the earlier times was tagged to philanthropy but has over time shifted to include business-society 

relationships and environmental concerns. The relationship between business and the society has 

transformed from paternalistic patronage of philanthropy to realigning the various roles, 

responsibilities and rights of business and society (Murthy, 2014).  

The earlier concepts of CSR were pinned to supporting the community through philanthropy 

(Banerjee, 2019). This shows that the earlier convictions on CSR were shaped by the traditional 

norms, customs and cultures of the societies. Social beliefs played an important role among the 

communities. Carroll (2011), admitted too that philanthropy emerged on the scenes of CSR during 

the late 1800s, but was quite difficult to segregate between individual philanthropy and business 

philanthropy since there was no separation between the businesses and the individual owners. 

In recent years, corporate ethical responsibility and sustainability have been incorporated as one 

of the CSR practices but conceptualized in varying approaches. It has been associated with other 

similar concepts such as corporate moral agency, strategic philanthropy, corporate citizenship, 

business ethics, corporate accountability, stakeholder management, and social entrepreneurship 

(Miska et al, 2017). 

https://www.sciencedirect.com/topics/economics-econometrics-and-finance/philanthropy
https://www.sciencedirect.com/topics/economics-econometrics-and-finance/business-ethics
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Whereas the debate on CSR continues to heat up among the academics and researchers, the concept 

of Social Responsibility has always been and shall continue to evolve as the human development 

and world ecosystems evolve. From the traditional concept of philanthropy, to the modern ethical 

responsibility to society and the environment, the evolution continues. CSR has now evolved into 

a business practice where sustainable development has been incorporated into the business strategy 

and practice that positively impacts on the economy, society, and the environment (Schooley, 

2019). The notion of CSR has expanded and companies now strive to present an image that is 

socially conscious. 

According to Krohn (2018), the major CSR practices employed today include: environmental 

protection and sustainability through reduction in pollution and greenhouse emissions; 

Philanthropic initiatives that include donation of money, time, and other resources to facilitate 

charitable organizations at local, national or international levels; Ethical Business practices that 

include embracing fair labour practices for employees and suppliers through equitable pay and 

living wage considerations. The last practice mentioned is focusing on Economic responsibility 

that facilitates the long-term growth of the businesses, while positioning for the standards set 

for ethical, environmental and philanthropic practices. 

In view of Tabaczynski (2019), CSR initiatives are classified into philanthropic giving, 

volunteering support, labor and diversity practices, and environmental conservation. In another 

article published by Digital Marketing Institute (2019), some examples of the most common 

practices of CSR include: Reduction of carbon footprints, Improvement in labour policies, practice 

of fair-trade, giving to charities, Volunteerism in the community, making corporate strategies and 

https://wdet.org/author/199/
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policies that is beneficial to the environment and undertaking “socially and environmentally 

conscious” business investments. Padgett (2011), states that the primary focus of CSR should be 

responsibility to society and doing good-deeds for society as was predominant in the 1950s. 

Moura‐Leite (2011) also concurs that in the 1950s the main focus of CSR was on business 

responsibility to the people and doing good-deeds for community. 

Business enterprises of today are commonly involved in responsible behaviour through a modern 

business strategic policy (Elkington, 1997). This innovation involves three key characteristics of 

business visually profitability, planet and people. Companies therefore have to strive to achieve 

sustainable profits, while considering reduction in environmental-footprint (planet), balancing 

these strategies with people involvement.  

It is therefore significant to say that the evolution of CSR in any setting is structured. Businesses 

cannot adopt all the CSR practices mentioned above at once. There should be a point to start from. 

In the case of this research, the businesses have chosen to start with philanthropy as had been with 

the earlier businesses in the 1800s and up to 1950s. 

4. The conception of CSR, its understanding and application varies from region to region, 

industry to industry and economy to economy due to its divergent interpretation. 

Generally, effective implementation of CSR has positive dividends for the reciprocal benefit of 

business and society. The benefits come as a result of the good deeds arising from the public 

perception on such businesses.  Perception is greatly influenced by the perceiver’s experiences, 

expectations and attention.  

https://www.emerald.com/insight/search?q=Rosamaria%20C.%20Moura%E2%80%90Leite
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In the view of Bitcha (2003). Ethical responsibility is manifested in the workplace approach which 

comes second after philanthropy. In the view of Hohnen (2017), the business case of CSR varies 

from entity to entity contingent on a number of attributes such as the size, location, activities 

involved in, the products and management orientation. Entities also use different approaches to 

take on CSR activities ranging from strategic approach; incremental approach; or goal-oriented 

CSR leadership.  

Although CSR has been embraced globally, its interpretation varies from country to country. It is 

yet to be institutionalized and legally supported in Africa. It is my conviction that though CSR is 

seemingly embraced globally, its interpretation, application and the relevance attached to it varies 

from one country to another and from one organization to another depending on its size and 

management perception. 

Recommendations (Practical Application) 

The recommendations presented in this section are based on the inferences drawn from the research 

findings discussed along with the literature on the research topic. These recommendations identify 

some specific issues related to theory and practice of CSR. The suggestions are not a conclusive 

position but provide some direction for further understanding of CSR practices in other parts of 

the world.  

These recommendations can influence further research since the research highlighted on some 

critical findings but had some delimitations that could not allow the researcher to explore all other 

areas unveiled. The delimitations were those attributes that limited the scope of the investigation 
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as determined by the conscious exclusion and inclusion of decisions that were made throughout 

the development of the proposal. Considered were the choice of objectives and questions, variables 

of interest, alternative theoretical perspectives that could have been adopted.  The first limiting 

attribute was the choice of problem itself. There were some evident gaps in literature identified 

which can inform decision on further research. Four congruent recommendations have been 

postulated and discussed below. 

1. The meaning, understanding, interpretation and application of CSR continues to evolve 

as long as the awareness on the Concept expands due to the ever-increasing standards of ethical 

behaviour.  

This recommendation was drawn from the implication that the concept of CSR should be seen as 

ever evolving and not static due to the ever-rising standards of ethical behaviour. Secondly, the 

conception of CSR, its understanding and application varies from region to region, industry to 

industry and economy to economy due to its divergent interpretation.  

CSR has dramatically evolved in both meaning and understanding from the earlier periods before 

18th C to date. The meanings attributed to social responsibility and its understanding has led to 

scholars and practitioners giving it different names ranging from social responsibility, to corporate 

moral agency, strategic philanthropy, stakeholder management, social entrepreneurship; and 

lately, corporate citizenship, business ethics and corporate accountability (Miska, 2017). All these 

have a common thing in principle: business responsibility to the society and environment. Though 

the primary gesture of businesses to the society was through giving to the needy, contributing to 
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social welfare of all through social projects, this later on expanded to consider interests of 

conservation of the environment. In instances where legal framework is non-existent, voluntary 

conviction to practice CSR has become the norm (Afrin, 2017).  

Recent reviews proved that the concept of CSR is still evolving in its meaning and practical 

aspects. The notion of social investment is already looming since scholars now consider financing 

social responsibility activities as investments whose returns are reaped in the long run. This shift 

has arisen as managers take initiatives to raise the standards of ethical behaviour and social justice 

(Bitcha, 2003) due to heightened competition and as an avenue to gain competitive advantage.  

The contemporary world now sees CSR as corporate citizenship or responsible business practices 

where businesses take into consideration the interest of the society and take liability for the 

consequences of their actions on the community, shareholders, workers and business partners. 

Sustainable development has also been incorporated into the business strategy and practice that 

positively impacts on the economy, society, and the environment (Schooley, 2019).  

Principally, the actual meaning of CSR in context is still a challenge given that there is no 

consensus and how it can be practiced.  The understanding, interpretation and application of CSR 

involves adoption of wide range of compromises and strategies that cover social, environmental 

and economic dimensions and their translation into strategic business policies. In the evolution of 

CSR, there is notable divergent conceptualization and operationalization of the term. This implies 

that every scholar, and so practitioner, perceives CSR differently based on individual 

conceptualization and standard of the economy investigated. This has been supported by Afrin 
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(2017) that the interpretation and conceptualization of CSR varies from country to country and 

industry to industry. 

2. The basic and cardinal point to start practicing CSR is philanthropy 

Although Archie Carroll came up with a pyramid of CSR (Carroll, 2016) putting philanthropy at 

the apex of the pyramid, the position of philanthropy being the cardinal and initial point to 

consummate CSR has been supported by the findings of this research where philanthropy was 

dominant. Padgett (2011) stated that in the earlier periods around 1950s when CSR was still being 

conceptualized and appreciated, the primary focus was business responsibility to society and doing 

good-deeds for society. The initial context of CSR in the earlier times was tagged to philanthropy. 

Banerjee (2019) too reported that the earlier concepts of CSR were pinned to supporting the 

community through philanthropy. This position has also been confirmed by Zang, Morse and 

Kambhampati, (2017) that: ‘CSR in many developing countries being in its early stages, is still 

manifested as philanthropy rather than a broader concern with how profits are made’.  This shows 

that the earlier convictions on CSR were shaped by the traditional norms, customs and cultures of 

the societies.  

Social beliefs played an important role among the communities. Carroll (2011), admitted too that 

philanthropy emerged on the scenes of CSR during the late 1800s, but was quite difficult to 

segregate between individual philanthropy and business philanthropy since there was no separation 

between the businesses and the individual owners. The findings of the research also pointed to 

philanthropy as the basic CSR practice in the selected companies. 

https://www.researchgate.net/profile/Uma-Kambhampati
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It can therefore be stated that the understanding of CSR in areas where the concept is still new is 

aligned to philanthropic gestures. Although the major CSR practices employed today include: 

environmental protection and sustainability through reduction in pollution and greenhouse 

emissions; Philanthropic initiatives that include donation of money, time, and other resources 

to facilitate charitable organizations at local, national or international levels; Ethical Business 

practices that include embracing fair labour practices for employees and suppliers through 

equitable pay and living wage considerations, all these did not start at a go.   

There was a starting point of giving support to the community (Krohn (2018). Tabaczynski 

(2019) classifies CSR initiatives into philanthropic giving, volunteering support, labor and 

diversity practices, and environmental conservation without arranging them in order as Carroll did. 

This implies that any element of the CSR practice can be identified and adopted by any business 

regardless of the order.  

It is therefore significant to say that the evolution of CSR in any setting is structured. Businesses 

cannot adopt all the CSR practices mentioned above at once. There should be a point to start from. 

In the case of this research, the businesses have chosen to start with philanthropy as had been with 

the earlier businesses in the 1800s and up to 1950s. 

3. Behavioural Theories best explain CSR in developing economies where the concept is 

 new 

Perception, attitude and motivation play a very crucial role in embracing CSR and more especially 

in the developing economies where the legal regimes are lacking (Cavazotte, 2017). It is the 

https://wdet.org/author/199/
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personal attribute of the manager (the mind-set and conviction) that motivate to respond to CSR 

(Soltani, 2005). As presented in the research findings, implementation of CSR is not due to 

pressures from society or government.  

The principle of stakeholder theory is that business should create value for the stakeholders too 

and not just for the owners. Stakeholder Theory addresses the moral and ethical values in the 

operations of a business or organization. Pesqueux and Damak-Ayadi (2005) had stated that 

“Those who use stakeholder theory as a reference underline the correlation between facts and a 

certain conceptualization thereof.  Narbel (2017) commented that the theory is anchored on the 

traditional definition of a firm; and that it is not suitable for the modern global business 

environment. However, Expectancy Theory suggests that one’s behaviour is a result of conscious 

choice from alternatives with the main purpose to maximize pleasure or pain. The expectancy 

theory holds that one can be motivated to behave and perform if he believes that effort put has a 

positive correlation to performance; and a favourable performance resulting in a desired reward.  

Although stakeholder theory had been widely adopted to support CSR practices, the philanthropic 

approach employed without any laws or regulations in place has a linkage to expectancy theory 

or the theory of planned behaviour. The Theory of Planned Behaviour explains behaviour that 

individuals have self-control over. The theory holds that behaviour is influenced by the attitude 

about the likelihood that the behaviour will have the expected outcome (LaMorte, 2018). 

Curiously businesses engage in a business practice unless there is a reason to start such a practice. 

This explains why the theory of planned behaviour could be suitably used to investigate a 
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business phenomenon in regards to CSR where there are apparently no laws, neither are there 

pressures from stakeholders. 

4. The general position on CSR in developed economies is not a global universal position: 

 it does not apply to every business or economy. 

The conceptualization and application of CSR is a voluntary conviction in developing economies 

as opposed to a compulsion in modern and developed economies.  There is notable divergence in 

interpretation, conception and application of CSR principles in Africa (Afrin, 2017). 

CSR has been glorified and acclaimed a success in developed economies. It is vibrant and maturely 

conceptualized and conceived. The state backs the implementation in form of passing laws and 

regulations to enforce it. CSR has also been readily embraced, documented and regulated in 

developed countries but this is not the case with African countries. Most of African companies or 

organizations initiate CSR practices informally.  

It is of recent that CSR phenomenon in African gained interest among scholars and intellectuals 

(Cheruiyot, 2016). In the African context, CSR has gained popularity from social context and 

conceived a voluntary contribution. It could therefore be fitting to state that the general position 

envisaged about CSR and all the bounty written about it is not universal but hypothetical position. 

They only represent the position of CSR in developed economies and industries where CSR 

practices are entrenched and supported by legal regimes. Such positions do not cover the actual 

testimony from developing economies which some researchers dismiss as exceptional cases but 

certainly prevalent to the economies where CSR is still a new phenomenon. 
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In summary, the concept of CSR is based on coexistence of business and the society because 

businesses operate within the social and natural environment. While the concept of CSR is been 

appreciated in some parts of the world, it is still a relatively new concept in others. Uganda is a 

developing economy. Businesses and organizations that have tried CSR here have generally been 

motivated by external factors of attracting and retention of customers or to build business 

reputation which is seen as a way of consolidating competitive advantage through philanthropy. 

The management and implementation of CSR in context is still a challenge given that there is no 

consensus on the actual meaning of CSR and how it can be practiced. 

CSR involves adopting a wide range of compromises and strategies that cover social, 

environmental and economic dimensions and translating them into policies that are applied over 

the area of influence of the business. The implications of this research for practice are that CSR 

concept should be seen as ever evolving and not static due to the ever-rising standards of ethical 

behaviour. There is also a notable trend in approaches employed by organizations practicing CSR 

with philanthropy as the basic approach. Lastly the conception of CSR, its understanding and 

application varies from region to region, industry to industry and economy to economy due to its 

divergent interpretation. 

Recommendations (Future Research) 

Based on the aforementioned, the following recommendations could provide more insight in 

understanding CSR practices especially in areas where the concept is still a new phenomenon. 
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▪ It is important that more research is carried out to understand the perception of management 

and employees on CSR – Why Philanthropy overrides profitability. There is inadequate 

knowledge in that area.  

▪ Another area for further research is the motives for practicing CSR especially in Sub 

Saharan Africa where the concept is being misconstrued. It is prudent to undertake research 

to investigate the factors that motivate managers and organizations to practice CSR despite 

having no compelling legal framework nor pressures from community to embrace CSR.  

▪ Thirdly more research could be conducted to establish the suitability of the Theory of 

planned Behaviour in explaining the appreciation of CSR in developing economies.  

▪ Lastly, CSR is not only increasingly valued by companies but plays an integral role in 

development of economies. A study can be developed to understand which CSR strategies 

feature prominently in economic development as once highlighted by Nave (2019). 

Conclusions  

Corporate Social Responsibility refers to business process that involves schemes that benefit 

society. It is a company's sense of obligation to the society and environment in which it operates. 

Corporate Social Responsibility which is also known as corporate citizenship or Business Social 

Responsibility may be seen as a self-regulated business philosophy that is integrated in the 

business strategy. Embracing CSR holds businesses and organizations accountable to the society. 

Such organizations seek to redeem their image by positively impacting on the community, 
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environment and the society at large by upholding socially responsible behaviour. Many 

organizations portray their CSR schemes as a way of influencing public perceptions, to attract 

more customers, and fostering good relations with stakeholders. This in effect propagates 

goodwill. 

Put in a simple yet broad context, Corporate social responsibility can be regarded as the ethical 

role of business to society. The main objective of implementing CSR is to enhance strategic 

profitability and shareholder affection through positive public-relations and high ethical 

standards. It is not just about businesses making profits but also considering the expectations of 

the society – hence building societal trust. 

Given a deeper understanding, CSR can also be presumed as a belief that depicts businesses to 

have a social obligation to the society that surpasses the commitment to the owners of the business 

and the investors. Corporate Social Responsibility (CSR) as a business strategy comprises strategic 

decisions that directly and indirectly benefit the society. It demonstrates the responsibility the 

business considers towards the people and the physical environment of its operations. Despite 

earlier criticisms by some scholars, the concept of CSR practices strives to grow in relevance, 

appreciation and impact. CSR concept has expanded from casual philanthropic responsibility to 

include conservation of environment. CSR is now a tool for economic patronage and promotion 

of ethical labour practices. 
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The origin of the concept of CSR from recorded evidence has been traced to exist around 1700 BC 

in ancient Mesopotamia where businesses were made to fund military campaigns The concept later 

spread to Rome, India and in 1790, to England. 

The foundation of modern Corporate Social Responsibility (CSR) practices is premised on Archie 

Carroll’s pyramid of CSR developed in 1996. The set of above responsibilities provide a basis for 

businesses to develop their responsibility to the society. CSR has now evolved into a business 

practice where sustainable development has been incorporated into the business strategy and 

practice that positively impacts on the economy, society, and the environment. The notion of CSR 

has expanded and companies now strive to present an image that is socially conscious. 

Stakeholders, employees and consumers now prefer to deal with a company that upholds social 

justice and portends consciousness to environmental concerns.  

Although earlier scholars had a critical view about CSR, the concept has withstood this criticism 

and continues to grow in impact and importance. Conceptually, CSR is hinged on the proposition 

that business is part and parcel of social environment and that its operations should be managed in 

a manner that honours its co-existence with the community and society. Observing that CSR is a 

strategic strategy for companies to demonstrate to their responsible behaviour and provide 

accountability to stakeholders, customers and employees, the company is not seen in isolation but 

as an integral part of the society. Such companies therefore strive to foster interrelations through 

socially responsible behaviour that minimizes risks to society and the environment and 

improvement of positive image. 
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While CSR is being readily embraced, documented and regulated in developed countries, this is 

not the case with African countries. It is a strong belief that CSR is unknown, misconceived or 

mis-presented in Africa and Uganda in particular. Most of African companies or organizations 

initiate CSR practices informally. CSR in Africa is still at a dummy profile in the public and private 

actors. Few businesses and organizations have entrenched CSR practices in their business policies 

that align to the internationally accepted definition. Holistically, the African culture is 

predominantly that of corporate sponsorship rather than the acclaimed corporate responsibility. 

In the Ugandan case, most businesses with exception of few multinational corporations do not 

have strategic engagements in specific terms to pilot CSR concept. It is of recent that CSR 

phenomenon in African economies has gained heightened interest among scholars and 

intellectuals. CSR is still a relatively new phenomenon in Uganda. Businesses and organizations 

that have attempted it have generally been motivated by external factors of attracting and retention 

of customers or building business reputation which is considered prudent for consolidating 

competitive advantage.  

The management and implementation of CSR in context however is still a challenge given that 

there is no unanimity on the actual meaning of CSR and how it can be practiced due to its ever-

evolving nature. Businesses where CSR is still novice are faced with fears and challenges of 

financing such practices, how to integrate the concept in the strategy of the business, 

communicating to stakeholders and identification of the benefits to offer given that there are no 

legal and regulatory direction in most of these developing economies. 
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Although an old concept that was rudimentarily implemented, the formal CSR practices in Uganda 

have just gained momentum. Being a relatively new concept in Uganda, the intention of this 

research was to investigate and understand Corporate Social Responsibility practices in Uganda. 

This is to draw up a precise picture and generate a reliable inventory on CSR paradox. The study 

aims to establish how CSR is perceived in a developing economy like Uganda, the challenges 

faced and whether there are experiences that can be learned to develop a framework for 

competitive advantage. 

The main objective of this study has been to understand Corporate Social Responsibility practices 

in the Ugandan context with specific focus on the transport sector. It included identifying the key 

CSR practices of the selected companies; knowing the perception and behaviour of top executives 

and employees towards the implementation of CSR practices; exploring what motivates the 

companies to practice CSR and developing a framework through which companies can create 

competitive advantage through implementation of CSR activities.   

On methodology, the study embraced a mixed-methods approach of quantitative and qualitative 

techniques. Quantitative approach emphasized empirical measurements and scientific, numeric 

analysis of data collected using the tools designed. It was used to manipulate the collected data 

using SPSS - data analysis techniques. This method was primarily concerned with numbers and 

figures. 

Quantitative research methods have been used for descriptive, correlational or experimental 

research. It is used to summarize findings from large data in statistical measurements of averages, 
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dispersal or to determine the interrelations between the variables through correlation analysis. 

Collection of quantitative data requires use of operation definitions of the variables under study 

and translating them into abstract and measurable concepts.  

On the other hand, qualitative research method focused on gathering data through open-ended and 

conventional communication. This technique explored on not only what came to the respondent’s 

mind or what they thought but squarely understanding why they thought so. Qualitative research 

method was developed in a paradigm that helped reveal the behaviour and perception of the 

targeted audience with reference to the topic being investigated. 

Quantitative data was generated from questionnaires as the main data collection tool while 

qualitative data was generated from interviews.  The appropriateness of quantitative method was 

attributed to the research problems that were stated in specific and set terms: “both the independent 

and the dependent variables were clearly specified and the original set of research goals were 

firmly followed, arriving at more objective conclusions and testing of hypothesis”, (Bryman, 

2006). The variables were measured, quantified and analyzed by regression analysis. 

In adopting the mixed methods approach, it was conceived that the quantitative method allowed 

for a broader study, that involved a bigger number of subjects, and the method enhanced easier 

manipulation and generalization of the results. It also allowed for greater objectivity and accuracy 

of the results. In general terms, quantitative methods have been preferred to present statistical 

summaries of data that supports generalization about the phenomenon under study. 
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Quantitative approach was used to quantify perception, opinions, attitudes, and other quantifiable 

parameters that were presented on Likert scale and generalizations were made from the larger 

population. The quantitative method used the quantified data to articulate the facts and it revealed 

patterns in the investigation. Statistical and mathematical tools were used to derive the results. 

Quantitative research was preferred due to its ability of being more scientific, objective, fast, 

focused and acceptable. The researcher also had control over the investigation which is one good 

attribute of quantitative research. Quantitative research aimed at making predictions, establishing 

facts and testing the hypotheses that had already been stated. Evidence was accumulated that 

supported the investigation. Qualitative research approach was also more structured specially in 

the choice and use of the data collection tools. 

The Qualitative approach was chosen due to its ability to obtain a more realistic and in-depth 

experience of the phenomenon that could not be qualified in the numerical quantitative approach. 

This approach was chosen for its capability of interacting with the subjects under investigation in 

their own language and terms yielding results that could not be obtained using the quantitative 

approach. A case study qualified the use of this approach. 

The primary data was generated from questionnaires as the main tool. Semi structured interview 

guides were also used through consideration of purposive sampling techniques to extract more 

understanding.  

The research design gave the focus of the investigation- how the study would begin, what theories 

to conceptualize, the research questions to answer and the hypothesis to test. Exploratory research 
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design was adopted for this investigation due to its suitability for conducting research on a research 

problem that has no or scanty past data on the specific topic hence serving as a tool for initial 

investigation to provide a theoretical or hypothetical basis to the research problem.  

This study was conducted to provide an insight into the bigger picture that might be unveiled and 

not as conclusive evidence. It was intended to provide a better perception of the problem and 

present a basis for further research into the phenomenon. It was the research problem that defined 

the research approach and design. Ethical principles were fully adhered to in conducting the 

research. Wilful and voluntary participation of respondents was upheld. 

For the case of this investigation, it attempted to test the Null hypothesis (H10) that: “Corporate 

Social Responsibility practice is not a relatively new concept in Uganda”. What had to be proved 

is the adoption of CSR practices as a business strategy in the transportation sector.  

The findings of the study showed that the main approach employed by the companies is the 

community approach (63%), followed by work place (27%), environmental issues (7.3%) and 

market place (2.7%) being the least employed. Further inquiry proved that the main considerations 

of the companies to embrace CSR practice is the people (46.3%), profits and business growth 

(31.7%), sustainability of CSR activities (7.3%) and environment (8.0%). This explains why the 

community approach is dominant since the people form the community. 

Further inquiry showed that the main considerations for embracing CSR practice was the people. 

Profits and business growth, sustainability of CSR activities and environmental issues featured 

scarcely. The areas for supporting the community in order of preference were: through support in 
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education system, healthcare, sports and cultural support. All these pointed to helping the people 

through the community approach. Given these responses, the support to community is a pointer of 

philanthropy. This means that the companies consider philanthropy most important other than the 

economic, legal and ethical responsibility which is in total contrast to Carroll’s assumption that 

philanthropy comes last on top of the pyramid. 

The findings support the conceptual framework where stakeholder involvement was presented as 

one of the core principles to achieve sustainable and responsive CSR implementation. This finding 

also supports the stakeholder theory which has been widely adopted in business strategies that a 

business does not operate in isolation rather its operations are affected by and affects other people 

or stakeholders. However, the philanthropic approach employed by the companies at will without 

any legal or regulatory pressure also has a linkage to the theory of planned behaviour which has 

overtime been used to explain or predict a wide range of behaviours and intentions. 

Given the above activities under CSR implementation, it is evident that the selected companies 

still have a lot to offer to the community and environment in an attempt to practice CSR. Their 

focus is too narrow and conceptualization of CSR is quite primitive to say the least. Although the 

global picture on CSR is bright, the findings confirm that CSR in Sub Saharan Africa has largely 

been misunderstood, misrepresented or misperceived due to the divergent interpretation, 

conceptualization and application. 

On the Perception and behaviour of top executives and employees on CSR, given the ever-evolving 

meaning and practice of CSR, the societal context has transformed from the initial philanthropic 
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patronage to responsive behaviour towards society and the environment. In examining the 

perception of management in implementation of CSR practices, the results of the data collected 

showed that majority of the clients and staff concurred that implementation of CSR practices is 

the responsibility of top management.  

The results showed that: 46.3% of the clients agreed to the allusion that implementation of CSR 

practices is the resolve of top management while 39.0% disagreed. Interestingly, 14.3% were in 

dilemma (Neither agreed nor disagreed). In a similar voice as in table 12, 66% of the staff 

concurred that implementation of CSR practices is the responsibility of top management while 

34% disagreed. All these point to the fact that there is lack of information, poor attitude, or 

deficiency in comprehending CSR practices in these companies. The findings also showed that the 

management perceive CSR as a costly venture with little or no returns and hence an unnecessary 

leakage in inflows. They perceive CSR as being an unnecessary venture that exerts more pressure 

on management. Investigation on focus of CSR revealed that 70% of management team confirmed 

CSR should be focused on the community. This position was upheld by 74% of staff who agreed 

too. 

This presents a big paradox and supports the assumption that there is knowledge gap about CSR 

implementation. Further inquiry into the perception considering sustainability of CSR practice 

revealed that CSR practices are in place but not sustainable. Comparing the findings to the 

conceptual framework reveals that the management attitude is still wanting. Additionally, there is 

either a lack of knowledge or evidence of knowledge gap. However, the literature available point 
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to the fact that the perception on CSR varies from organization to organization depending on the 

size, location, activities involved in and the type of industry. 

The findings do not corroborate well with the stakeholder theory. Neither does it relate to business 

ethics theory. It could be proposed that the perception of management and employees to CSR is 

aligned to the Behaviourist Theory. The introduction of CSR in business practices and philosophy 

is seen as a learned behaviour that is not entrenched yet. Additionally, the Theory of planned 

behaviour may explain this shocking perception that contradicts existing literature. 

Another area that was investigated was the motive for practicing CSR. The literature presents that 

companies are motivated to practice CSR by the pressures from society, government and 

environment. Some companies are motivated by the multiplier effect of profiteering through 

attraction of more customers. From the findings, the main motives for practicing CSR in 

organizations include: providing benefit to the community (93.48%), attracting more customers 

(86.52%), promoting corporate image (85.65%) and giving back to the community (81.30%). 

Other motives identified include practicing CSR for competitive advantage (79.13%) and to attract 

public incentive (78.26%). The findings showed that the companies are motivated by the will to 

provide benefit to the community which in turn attracts more customers.  

Other motivators include: promoting corporate image, giving back to the community and for 

competitive advantage. The reasons advanced for engaging in this venture include: to improve 

company image, to obtain new customers, improve employee commitment and least was to 

develop new business opportunities. The benefits identified from practicing CSR that motivates 
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the companies to embrace CSR idea are to Improve company image (83.9%), obtain new 

customers (79.1%), Improve employee commitment (76.96%), develop new businesses (73.4%), 

and Influence customer decisions (60.9%). 

The findings support the constructivism in the conceptual framework that the ethical conviction 

and organization image is key in implementing CSR practices. These findings support the 

expectancy theory and theory of planned behaviour which extensively explain application of CSR 

in businesses and organizations. It is therefore apparent to say that the practice of CSR by the 

companies is hinged on the benefits they enjoy from such practices and not from any pressures. In 

a nutshell the motives for practicing CSR are best explained by the Expectancy theory and the 

theory of planned behaviour and not the stakeholder theory.  The factors that motivate these 

companies to practice CSR are as a result of expected rewards and the likelihood of an expected 

outcome and not a deliberate move to address stakeholder pressures. 

On the Strategies used for developing a framework for competitive advantage, an attribute that 

makes a business perform better than the competitors, the findings from majority opinion 

suggested that competitive advantage can be gained through adoption of philanthropic 

responsibility, while others opted for evaluation of the economic benefits. The Management Team 

concurred with the majority opinion that the best strategy to adopt for competitive advantage is 

considering the philanthropic responsibility. Employing the philanthropic approach seems to be 

the only approach plausible to the selected companies. They perceive CSR as a pathway of giving 

to the people through social support. They have little knowledge on other areas such as legal, 

economic and environmental concerns. 
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The findings support the constructs in the conceptual framework that the ethical conviction and 

organization image is key in implementing CSR practices. These findings support the stakeholder 

theory, expectancy theory and to some extent, theory of planned behaviour.  

The results from the study squarely responded well to the study problem and the research 

questions. The study has been significant in that it has uncovered some areas of interest specifically 

to developing economies where CSR is still a new phenomenon where CSR conceptualization and 

implementation was grossly misconstrued. The findings have significantly contributed to the 

existing body of literature. The study has greatly exposed the available knowledge on CSR as 

concentrating on the modern CSR practices in the developed economies; leaving the 

underdeveloped economies under investigated and hence assumptions grossed by inference.  

The implications of the study were that though CSR is ostensibly embraced globally, its 

conception, interpretation, application and the importance attached to it varies from company to 

company dependent on the location, management philosophy and industry practices of the 

companies. The second implication is that CSR practices evolve gradually with philanthropy as its 

inception point whatever the organizations culture and operational focus is given that the earlier 

attempts at CSR also manifested in philanthropy. Thirdly, there is lack of information, poor 

attitude, or deficiency in comprehending CSR practices in these companies. 

Although it is common for CSR activities to be geared towards community through philanthropic 

gestures, other drivers such financial profitability, financial commitment and CSR communication 

should also be considered. Many companies face challenges of identifying the benefits to offer, 
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the beneficiaries and financing these programs. The findings show that the companies are 

motivated by the will to provide benefit to the community which in turn attracts more customers. 

Other motivators include: promoting corporate image, giving back to the community and for 

competitive advantage. The above findings resonate with the statement that many businesses and 

organizations have motivations for incorporating CSR practices in their strategy and philosophy. 

The reasons advanced for engaging in this venture include: to improve company image, to obtain 

new customers, improve employee commitment and least was to develop new business 

opportunities. Although literature also includes reasons such as saving costs, customer retention, 

brand differentiation and strategy for long term competitive advantage, these were not construed 

relevant for the companies selected. It is beyond the scope of this study to have investigated further 

why these other motives are not prevalent. A further study in this direction would provide a further 

understanding. 

For the case of these selected companies, the type of industry the organization operates in and the 

general awareness on CSR to a greater extend determines whether such a business should consider 

engaging in CSR. There are industries where the society puts great pressure and expectations on 

such as the manufacturing industry and banking industry. Secondly, the positioning of the industry 

whether in a developed country or a developing country also matters in such a decision matrix.  

The findings also alluded to the conception that the only possible avenue for gaining competitive 

advantage is by employing the philanthropic approach which of course seems to be the only 

approach plausible to the selected companies.  
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The general implication of this findings is that there is still lack of knowledge or an evidence of 

knowledge gap in comprehending CSR in its totality as is practiced in the developed countries. 

Although CSR has been embraced globally, its interpretation varies from country to country. It is 

yet to be institutionalized and legally supported in Africa. 

As a contribution to literature, a critical examination of the findings of this research point to the 

underlying facts: First, the evolution of CSR practice is real and appears to be structured. The 

philanthropic approach that has been brushed aside as a traditional style has gained ground as the 

principal approach in any new location or industry where CSR is seen to be embraced. It is the 

starting point in understanding and conception of the idea of CSR practices in any developing 

economy. Other approaches relating to legal, economic and environmental concerns are 

appreciated as the notion of CSR is proficiently accomplished and entrenched in the business 

spheres of such economies. The second contribution to literature is that the Stakeholder theory that 

is widely considered to explain the adoption of CSR is still relative and not universal. CSR in the 

developing economies where the concept is still raw and not fully conceptualized nor appreciated 

is best explained using the theory of planned behaviour and the Expectancy Theory. 

The study has identified areas that are crucial for practice and expressed areas for further research 

too.  In relation to contribution to existing literature, a critical review of the findings of this research 

point to the fact that the evolution of CSR practice is real and appears to be structured. The 

philanthropic approach that has been brushed aside as a traditional style has gained ground as the 

principal approach in any new location or industry where CSR is seen to be a new phenomenon. 



324 

 

 

 

Philanthropy is the starting point in conceptualization of CSR practices in any developing 

economy.  

Secondly, the Stakeholder theory that is widely considered to explain the adoption of CSR is still 

relative and not universal. CSR in the developing economies where the concept is still raw and not 

fully accepted nor appreciated is best explained by the theory of planned behaviour and the 

expectancy theory. Lastly, the general position envisaged about CSR and all the bounty written 

about it is not universal but hypothetical position. They only represent the position of CSR in 

developed economies and industries where CSR practices are entrenched and supported by legal 

regimes. Such positions do not portray the actual testimony from developing economies which 

some researchers dismiss as exceptional cases but certainly prevalent to the economies where CSR 

is still a new phenomenon. 

From the findings of the research, some recommendations have been suggested to build up on the 

existing findings and strengthen research in a new context on CSR practices.  They also provide a 

basis for reassessing and expanding on the theories that explain CSR adoption and application. It 

is important that more research is carried out to understand the perception of management and 

employees on CSR. There is evident knowledge gap in that area. Another area for further research 

is the motives for practicing CSR especially in Sub Saharan Africa where the concept is being 

misconstrued. It is prudent to undertake research to explore the factors that stimulate managers 

and organizations to practice CSR despite having no compelling legal framework nor pressures 

from community to embrace CSR. Thirdly more research could be conducted to establish the 
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suitability of the Theory of planned Behaviour in explaining the appreciation of CSR in developing 

economies.  

Lastly, CSR is not only increasingly valued by companies but plays an integral role in development 

of economies. A study can be developed to understand which CSR strategies feature prominently 

in economic development as once highlighted by Nave (2019). 

The following areas were suggested for further research based on the aforementioned to provide 

more insight in understanding CSR practices especially in areas where the concept is still a new 

phenomenon: The perception of management and employees on CSR – Why Philanthropy 

overrides profitability. There is inadequate knowledge in that area. The motives for practicing CSR 

especially in Sub Saharan Africa where the concept is being misconstrued;  Factors that motivate 

managers and organizations to practice CSR despite having no compelling legal framework nor 

pressures from community to embrace CSR; The suitability of the Theory of planned Behaviour 

in explaining the appreciation of CSR in developing economies and lastly CSR strategies that 

feature prominently in economic development. 

It is my conviction that though CSR is seemingly embraced globally, its interpretation, application 

and the importance attached to it varies from one country to another. 

  



326 

 

 

 

REFERENCES 

A.Breaugh, A. l. (2009). The use of biodata for employee selection: Past research and future directions. 

Human Resource Management Review, Volume 19, Issue 3, Pg 219-231. 

Abend, G. (2008). The Meaning of ‘Theory. Sage Publications, Retrieved from: 

https://doi.org/10.1111/j.1467-9558.2008.00324.x. 

Abhishek Tripathi, A. B. (2013). A study of Indian CSR practices in small and medium enterprises. 

International Journal of Advanced Research in Management and Social Sciences, ISSN: 2278-6236. 

Vol. 2 | No. 10 | Retrieved from www.garph.co.uk. 

Adam Lindgreen, V. S. (2009). Corporate Social Responsibility Within the Organization. Springer, Volume 

12, Issue 2, pp 83–86. 

Afrin, S. (2013). Traditional Vs Strategic Corporate Social Responsibility: In pursuit of supporting 

Sustainable Development. Journal of Economics and Sustainable development, Vol 4, No 20. 

Agudelo, M. A., Jóhannsdóttir, L., & Davídsdóttir, B. (2019). A literature review of the history and evolution 

of corporate social responsibility. International Journal of Corporate Social Responsibility, Article 

number: 1 (2019) . 

Ajzen, I. (1985). From Intentions to Actions: A Theory of Planned Behavior. Springer Books, 

https://link.springer.com/chapter/10.1007%2F978-3-642-69746-3_2 pp 11-39. 

Akora, M. E., & Katamba, D. (2017). CSR Implementation - Lessons from Uganda. Makerere Business 

Journal, Vol 13 No. 1. 



327 

 

 

 

Allen, M. (2017). Quantitative Research, Steps. Sage Research Methods, 

https://dx.doi.org/10.4135/9781483381411.n477. 

Allen, M. (2017). Survey: Multiple-Choice Questions. The SAGE Encyclopedia of Communication Research 

Methods, DOI: https://dx.doi.org/10.4135/9781483381411.n606. 

AMADEO, K. (2019). What Is Competitive Advantage? Three Strategies That Work. Harvard Business 

School, Retrieved from: https://www.thebalance.com/what-is-competitive-advantage-3-

strategies-that-work-3305828. 

Anđelka Stojanović, I. N. (2016). CORPORATE SOCIAL RESPONSIBILITY: ENVIRONMENTAL ASPECTS. 

Research Gate, Retrieved from: https://www.researchgate.net/publication/310773027. 

Archer, E. (2018). Qualitative data analysis: A primer on core approaches. Research gate, Retrieved from: 

https://www.researchgate.net/publication/328577005. 

Arimany-Serrat, N., Sabata-Aliberch, A., & Salazar, C. d. (2019). Corporate Social Responsibility in 

passenger transport companies. Intangible Capital, Vol 15, No 2. 

Aseghehey, M. A. (2018). Challenges in Implementation of CSR. Karlstad Business School, Retrieved from: 

http://www.diva-portal.org/smash/get/diva2:1223476/FULLTEXT01.pdf. 

Associates, S. &. (2012). Corporate Social Responsibility and the challenges ahead. Lexology, Retrieved 

from: https://www.lexology.com/library/detail.aspx?g=b22d13e7-1640-413b-9832-

8a4d5454e8ab. 



328 

 

 

 

Association, A. P. (1992). Ethical principles of Psychologists and Code of Conduct. American Psychological 

Association. 

Atan, R., & Fadhilah, N. (2015). Corporate Social Responsibility: The Involvement of Small Medium 

Enterprises. . Research Gate, Retrieved from: 

https://www.researchgate.net/publication/286931057_Corporate_Social_Responsibility. 

AZIM, M. T. (2014). CSR, EMPLOYEE JOB ATTITUDE AND BEHAVIOR: SAUDI BANK EXPERIENCE. 

Transylvanian Review of Administrative Sciences,, No. 43 E/2014 pp. 25-47. 

Banerjee, R. (2019). EVOLUTION OF CSR IN INDIA. Jana Foundation, https://www.janafoundation.org/wp-

content/uploads/2015/10/evolution_of_csr_in_india.pdf. 

Barakat, A. (2017). Using the Expectancy Theory Framework to Explain the Motivation to Boycott. Journal 

of Marketing Development and Competitiveness , Vol. 11(3) . 

Barry, P. (2015, Junedevelopment opportunity). Promoting CSR in Africa a sustainable . Private Sector and 

Development, pp. 2-6. 

Berényi, L. (2018). Carroll's pyramid of CSR . Research Gate, Retrieved from: 

https://www.researchgate.net/figure/Carrolls-pyramid-of-CSR_fig1_326426719. 

Bhandari, P. (2020). An introduction to quantitative research. Scribbr, Retrieved from: 

https://www.scribbr.com/methodology/quantitative-research/. 

Bhat, A. (2019). EXPLORATORY RESEARCH: DEFINITION, METHODS, TYPES AND EXAMPLES. questionpro, 

https://www.questionpro.com/blog/exploratory-research/. 



329 

 

 

 

BHATIA, M. (2018). A Complete Guide to Quantitative Research Methods. Huans of data, 

https://humansofdata.atlan.com/2018/06/quantitative-research-methods/. 

Bhattacherjee, A. (2012). Social Science Research: Principles, Methods, and Practices. Amazon.com. 

Björklund, M. P. (2015). Logistics service providers and corporate social responsibility: sustainability 

reporting in the logistics industry. International Journal of Physical Distribution & Logistics 

Management, Retrieved from: https://www.emerald.com/insight/content/doi/10.1108/IJPDLM-

08-2013-0228/full/html. 

Borah, N. (2015). How to assess construct validity? ResearchGate, 

https://www.researchgate.net/post/How-to-assess-construct-validity. 

Boubakary Doumagay, D. M. (2016). The influence of the implementation of CSR on business strategy: An 

empirical approach based on Cameroonian enterprises. Arab Economic and Business Journal, 

Volume 11, Issue 2, Pages 162-171. 

Bryman, A. (2006). Integrating quantitative and qualitative research: how is it done? Sage Publications, 

https://doi.org/10.1177/1468794106058877. 

Bryman, A., & Bell, E. (2015). Business Research Methods. 4th edition, Oxford University Press, p.27. 

Businessdictionary.com. (2019). What is a Stakeholder? - Definitions of a Stakeholder. 

https://www.Businessdictionary.com/what-is-a-stakeholder.html. 

Businessdictionary.com. (2020). What is stakeholder. https://www.stakeholdermap.com/what-is-a-

stakeholder.html. 



330 

 

 

 

Button, A. (2017). What Are the Issues of Social Responsibility & Ethical Behavior? 

https://bizfluent.com/info-8135193-issues-social-responsibility-ethical-behavior.html. 

Caramela, S. (June, 2018). What is Corporate Social Responsibility? businessnewsdaily, Retrieved from: 

https://www.businessnewsdaily.com/4679. 

Card, N. A. (2015). Applied Meta-Analysis for Social Science Research. Guilford Publications. 

Carroll, A. B. (2008). A History of Corporate Social Responsibility: Concepts and Practices. Online 

Publication; DOI: 10.1093/oxfordhb/9780199211593.003.0002. 

Carroll, A. B. (2016). Carroll’s pyramid of CSR: taking another look. International Journal of Corporate Social 

Responsibility, Retrieved from: https://jcsr.springeropen.com/articles/10.1186/s40991-016-

0004-6. 

Čavali, A. (2018). EMPLOYEE PERCEPTION OF CORPORATE SOCIAL RESPONSIBILITY IN BOSNIA AND 

HERZEGOVINA. POSLOVNA IZVRSNOST ZAGREB, GOD. XII (2018) BR. 1 , 

https://doi.org/10.22598/pi-be/2018.12.1. 117. 

Cavazotte, F. (2017). Internal Corporate Social Responsibility and Performance: A Study of Publicly Traded 

Companies. scielo.br, Rev. vol.13 no.4 Rio de Janeiro 2016 Epub Feb 13, 2017. 

Chaffee, E. C. (2017). The Origins of Corporate Social Responsibility. University of Cincinnati Law Review, 

Vol. 85. 

CHANDRA, A. (2019). Benefits of CSR to Society and Companies in India. CORPORATE SOCIAL 

RESPONSIBILITY, https://www.avinashchandra.com/benefits-of-csr. 



331 

 

 

 

Cheruiyot, T. K. (2016). Corporate Social responsibility in Africa: Context, Paradoxes, Stakeholder 

Orientations, Contestations and Reflections. Researchgate, Retrieved from: 

https://www.researchgate.net/publication/309410494_Corporate_Social_responsibility_in_Afri

ca_Context_Paradoxes_Stakeholder_Orientations_Contestations_and_Reflections. 

Chetty, P. (2016). Importance of research approach in a research. Project Guru, Retrieved from: 

https://www.projectguru.in/selecting-research-approach-business-studies/. 

Chuanmin, Chang, F., Lin, C., & Chang, Y. (2018). The Theory of Reasoned Action to CSR Behavioral 

Intentions: The Role of CSR Expected Benefit, CSR Expected Effort and Stakeholders. 

Sustainability, Vol 10(12), 4462. 

Clark, S. (2021). Corporate Social Responsibility in Today's Socially and Politically Active World. Leadership, 

From: https://www.reworked.co/leadership/corporate-social-responsibility-in-todays-socially-

and-politically-active-world/. 

Collier, E. (2018). The Importance of Corporate Social Responsibility for Your Business. Highspeedtraining, 

https://www.highspeedtraining.co.uk/hub/importance-of-corporate-social-responsibility/. 

Collins.com. (2019). Definition of 'perception'. Collins Dictionary, Retrieved from: 

https://www.collinsdictionary.com/dictionary/english/perception. 

COMMUNITIES, C. O. (July 2002). CommunicationCorporate Social Responsibility: A business contribution 

to Sustainable Development. Communication from the Commission (p. 3). Brussels: Retrieved 

from: http://trade.ec.europa.eu/doclib/docs/2006/february/tradoc_127374.pdf. 



332 

 

 

 

Contributor. (2019). Drivers of corporate social responsibility (CSR). Marketing Study Guide, Retrieved 

from: https://www.marketingstudyguide.com/drivers-corporate-social-responsibility/. 

Cook, L. D., & Kamalodeen, V. J. (2021). Combining Mixed Methods and Case Study Research (MM+CSR) 

to Give Mixed Methods Case Study Designs. Research Gate, DOI: 

https://doi.org/10.37234/CJMMR. 

Cresswell, J. W. (2013). Research Design: Qualitative, Quantitative, and Mixed Methods Approaches. 4th 

Edition. London: Sage Publications. 

D A De-Vaus. (2001). Research Design in Social Research. London: Sage Publications. 

Dartey-Baah, K. (2011). Exploring the limits of Western Corporate Social Responsibility Theories in Africa. 

International Journal of Business and Social Science, Vol. 2 No. 18. 

David Katamba, M. A. (2017). Corporate Social Responsibility: Lessons from Uganda. Makerere Business 

Journal, Vol 13. No 1. 

Debois, S. (2019). Disadvantages of Questionnaires. Surveyanyplace, Retrieved from: 

https://surveyanyplace.com/questionnaire-pros-and-cons/. 

Deborah Rupp, M. T.-L. (2017). Organizational Justice. oxfordbibliographies, DOI: 

10.1093/OBO/9780199828340-0044. 

Definitions.net. (2019). Contempoary World. Retrieved from: 

https://www.definitions.net/definition/contemporary+world. 



333 

 

 

 

DeFranco, S. E. (2014). Advantages and Disadvantages of Face-to-Face Data Collection. SnapSurveys, 

https://bizfluent.com/info-8206848-advantages-using-questionnaire.html. 

Dictionary.com. (2020). Definition- Age. Retrieved from: https://www.dictionary.com/browse/age. 

DigitalMarketingInstitute. (2019). 16 Brands Doing Corporate Social Responsibility Successfully. Retrieved 

from: https://digitalmarketinginstitute.com/blog/corporate-16-brands-doing-corporate-social-

responsibility-successfully. 

Dilling, P. F. (2011). Stakeholder Perception of Corporate Social Responsibility. Research Gate, etrieved 

from: 

https://www.researchgate.net/publication/228222061_Stakeholder_Perception_of_Corporate_

Social_Responsibility. 

Dokpesi, A. O. (2014). Internal and External Factors Affecting the Corporate Social Responsibility Efforts 

of AGIP in Oil-bearing Communities of South-South Nigeria. Journal of Educational and Social 

Research, Vol. 4 No.3. 

Driscoll, D. L. (2007). Merging Qualitative and Quantitative Data in Mixed Methods Research: How To and 

Why Not. Ecological and Environmental Anthropology (University of Georgia), Vol 3 No. 1 Pg 18-

28. 

Edward Diener, R. C. (1979). Ethics in social and behavioral research. Social Service Review. 



334 

 

 

 

Elkington, J. (1997). The triple bottom line for 21st century business. Research Gate, Retrieved from: 

https://www.researchgate.net/publication/288218611_The_triple_bottom_line_for_21st_centu

ry_business. 

El-Mallah, R. K.-D., Aref, A. A., & Sherif, S. (2019). The role of social responsibility in protecting the 

environment – a case of the petrochemical companies in Alexandria Governorate. Emerald 

Insight, https://www.emerald.com/insight/content/doi/10.1108/REPS-04-2019-0052/full/html. 

Elo, S., & Kanste, O. (2014). Qualitative Content Analysis: A Focus on Trustworthiness. Sage Journals, 

https://journals.sagepub.com/doi/full/10.1177/2158244014522633. 

Elo, S., & Kyngäs, H. (2008). The qualitative content analysis process. Wiley Online Library, 

https://doi.org/10.1111/j.1365-2648.2007.04569.x. 

Epstein-Reeves, J. (2012). Six Reasons Companies Should Embrace CSR. Forbes, Retrieved from: 

https://www.forbes.com/sites/csr/2012/02/21/six-reasons-companies-should-embrace-

csr/#7a2acde23495. 

FaiYuen, l. (2016). Barriers to the Implementation of Strategic Corporate Social Responsibility in Shipping. 

The Asian Journal of Shipping and Logistics, Volume 32, Issue 1, Pages 49-57. 

Farooq, M., & Farooq, O. (2014). Employees response to corporate social responsibility: Exploring the role 

of employees’ collectivist orientation. European Management Journal, 32(6) · April 2014 with 

537 Reads . 



335 

 

 

 

Felix G. Bello, W. J. (2017). Corporate Social Responsibility (CSR) Practices in the Hospitality Industry in 

Malawi . African Journal of Hospitality, Tourism and Leisure, , Volume 6 (3) - (2017) ISSN: 2223. 

Fischler, A. S. (2020). Mixed Methods. Nova SouthEastern University, 

https://education.nova.edu/Resources/uploads/app/35/files/arc_doc/mixed_methods.pdf. 

Fischler, A. S. (2020). Mixed Methods. Nova South Eastern University, Pg. 3. 

Flamand, L. (2017). Integrative Social Contracts Theory. Retrieved from: https://bizfluent.com/about-

5431829-integrative-social-contracts-theory.html. 

Fonceca, C. (2014). CSR Practices - A Mixed Methodological Approach. Indian Journal of Applied Research, 

Volume:4/Issue:12 ISSN - 2249-555X. 

Francis, W. a. (1999). Gender in practice. Swiss Agency for Development and Cooperation. 

Frederic Narbel, K. M. (2017). Should the Evolution of Stakeholder Theory Be Discontinued Given Its 

Limitations? Scientific Research, PP. 1357-1381. 

Freeman, R. E. (1984). Strategic Management: A Stakeholder Approach. Strategic Management, 

https://www.stakeholdermap.com/what-is-a-stakeholder.html. 

Frost, J. (2020). Interpreting P values. https://statisticsbyjim.com/hypothesis-testing/interpreting-p-

values/. 

Frost, R. (2011). ISO 26000 Social responsibility - The essentials. International Organization for 

Standardization, Retrieved from: https://www.iso.org/news/2011/03/Ref1558.html. 



336 

 

 

 

Fryca-Knop, J., & Majecka, B. (2018). Corporate social responsibility of transport companies on the labour 

market. Transport Economics and Logistics, 77:19-31 DOI:10.26881/etil.2018.77.02. 

Gabriel., A. (2008). The Meaning of Theory. Sociological Theory , p 173–199. 

Gazzola, P. (2016). CAN CSR INFLUENCE EMPLOYEES SATISFACTION? The Annals of the University of 

Oradea. Economic Sciences, XXV(1st July 2016):485-493 . 

George, T. (2021). An Introduction to Mixed Methods Research. Scribbr Knowledge Base, Retrieved from: 

https://www.scribbr.com/methodology/mixed-methods-research/. 

Glossary-of-statistical-terms. (2003). Level of education. Retrieved from 

https://stats.oecd.org/glossary/detail.asp? 

Goodwin, D. (2012). Eigenvalues and Eigenvectors. University of Bedfordshire, 

https://warwick.ac.uk/fac/sci/physics/research/condensedmatt/imr_cdt/students/david_goodw

in/teaching/cis008-2/eigenvalues_cis008-2_lec_16.pdf. 

Graafland, J. J. (2012). Motives for Corporate Social Responsibility. De Economist, 160(4) · . 

Graafland, J. J. (2012). Motives for Corporate Social Responsibility. De Economist, 160(4) . 

Graham, A. (2019). Great Recent Examples of Competitive Strategy Successes. Business Models, 

https://www.toptal.com/finance/business-model-consultants/competitive-strategy-examples. 

GRIEK, O. V. (2017). 6 WAYS CORPORATE SOCIAL RESPONSIBILITY BENEFITS YOUR EMPLOYEES. Retrieved 

from: https://consciouscompanymedia.com/workplace-culture/hr-innovations/6-ways-

corporate-social-responsibility-benefits-employees/. 



337 

 

 

 

Gudowski, R. P. (2017). Corporate Social Responsibility: the Challenges and Constraints. Volume 20: Issue 

4 https://doi.org/10.1515/cer-2017-0032. 

Guja, D. (2014). The Role of Logistics Social Responsibility in Gaining Competitive Advantage in Business. 

Researchgate, Retrieved from: https://www.researchgate.net/publication/280101275. 

Hamza, S., & Jarboui, A. (2020). CSR: A Moral Obligation or a Strategic Behavior? Corporate Social 

Responsibility, DOI: 10.5772/intechopen.94471. 

Hellen Baker, D. E. (2004). Best practice guidelines for stakeholder engagement. Biodiversa, 

https://www.biodiversa.org/706/download. 

Hohnen, P. (2007). Corporate Social Responsibility An Implementation Guide for Business. International 

Institute for Sustainable Development, Retrieved from: 

https://www.iisd.org/pdf/2007/csr_guide.pdf. 

Hu, S. (2014). Study Population. Springer, DOI: https://doi.org/10.1007/978-94-007-0753-5_2893. 

Husted, B. W. (2014). Corporate Social responsibility practice from 1800–1914: Past Initiatives and Current 

Debates. Researchgate, Volume 25 / Issue 01 / January 2015, pp 125 - 141. 

Husted, B. W. (2015). Corporate Social Responsibility Practice from 1800–1914: Past Initiatives and 

Current Debates. Business Ethics Quarterly , 25(01):1-17, DOI:10.1017/beq.2014.1. 

Idemudia, U. (2014). Corporate Social Responsibility and Development in Africa: Issues and Possibilities. 

Wiley Online Library, https://doi.org/10.1111/gec3.12143. 



338 

 

 

 

Imenda, S. (2014). Is There a Conceptual Difference between Theoretical and Conceptual Frameworks. 

University of Zululand, Faculty of Education, 4 J Soc Sci, 38(2): 185-195 (2014). 

JEON, H.-J. (2019). Effects of CSR Activities on Business Performance of Logistics Firms. Journal of 

Distribution Science, Volume 17 Issue 12; Pages.23-32. 

Johnson, R. B., & Onwuegbuzie, A. J. (2004). Mixed Methods Research: A Research Paradigm Whose time 

has come. Educational Researcher, 33(7):14-26 . 

Jolliffe, I. T., & Cadima, J. (2016). Principal component analysis: a review and recent developments. 

https://doi.org/10.1098/rsta.2015.0202. 

José-Luis Godos-Díez, R. F.-G.-C. (2011). How Important Are CEOs to CSR Practices? An Analysis of the 

Mediating Effect of the Perceived Role of Ethics and Social Responsibility. Journal of Business 

Ethics, Vol. 98, No. 4, pp. 531-548. 

Kabir, S. M. (2016). SAMPLE AND SAMPLING DESIGNS. Researchgate, 

https://www.researchgate.net/publication/325846982_SAMPLE_AND_SAMPLING_DESIGNS. 

Kádeková, Z. (2020). CSR Activities and Their Impact on Brand Value in Food Enterprises in Slovakia . 

Sustainability. 

Katamba, D., & Akora, M. E. (2017). Corporate Social Responsibility Implementation: Lessons from 

Uganda. Makerere Business Journal, Vol. 13, Issue 1 2017 pp.47-69. 

Katamba, D., & Kazooba, C. T. (2012). Corporate social responsibility management in Uganda: Lessons, 

challenges, and policy implications. International Journal of Social Economics, Vol. 39. 



339 

 

 

 

Katamba, D., & Nkiko, C. M. (2016). Uganda's CSR Landscape: Its Past, Present and Future. Researchgate, 

DOI: 10.1007/978-3-319-26668-8_7. 

KENTON, W. (2018). Transportation Sector. Fundamental Analysis, Retrieved from: 

https://www.investopedia.com/terms/t/transportation_sector.asp. 

Khan, H. A. (2014). Impacts of Corporate Social Responsibility on Employees. European Journal of Business 

and Management , ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) Vol.6, No.11, 2014 . 

Khan, M. T., Khan, N. A., Ahmed, S., & Ali, M. (2012). Corporate social responsibility (CSR)–definition, 

concepts and scope. Universal Journal of Management and Social Science,, 2(7), 41-52. 

Kloin, P. (2017). The Impact of Values and Culture on CSR. Forbes, Retrieved from: 

https://www.forbes.com/sites/csr/2012/09/12/the-impact-of-values-and-culture-on-

csr/#7170e3374aea. 

Krohn, S. (2018). Four Types of Corporate Social Responsibility. Business Operations, Retrieved from: Four 

Types of Corporate Social Responsibility. 

Księżak, P. (2016). The Benefits from CSR for the Society. Journal of Corporate Responsibility and 

Leadership, doi:  http://dx.doi.org/10.12775/JCRL.2016.023. 

LaMorte, W. W. (2018). The Theory of Planned Behavior. Boston University School of Public Health, 

Retrieved from: http://sphweb.bumc.bu.edu/otlt/MPH-Modules/. 

Laura, L. L. (2020). Enhancing Trustworthiness of Qualitative Findings: Using Leximancer for Qualitative 

Data Analysis Triangulation . The Qualitative Report, Volume 25 Number 3 . 



340 

 

 

 

Lawrence A Palinkas, S. M. (2016). Purposeful sampling for qualitative data collection and analysis in mixed 

method implementation research. Adm Policy Ment Health, 42(5): 533–544. doi: 10.1007/s10488-

013-0528-y. 

Lecture-Notes, U. U. (2020). Quantitative Research Data Analysis. 

Ledecky, M. (2020). Corporate Social Responsibility: Past, Present, And Future. Everfi, 

https://everfi.com/blog/community-engagement/csr-history/. 

Lederman, N. G. (2015). What Is A Theoretical Framework? A Practical Answer. Journal of Science Teacher 

Education, Volume 26, 2015 - Issue 7 Pages 593-597. 

Lee, E. M. (2013). Employee perception of CSR activities: Its antecedents and consequences. Journal of 

Business Research, Volume 66, Issue 10, Pages 1716-1724. 

Lee, M.‐D. P. (2008). A review of the theories of corporate social responsibility: Its evolutionary path and 

the road ahead. https://onlinelibrary.wiley.com/doi/full/10.1111/j.1468-2370.2007.00226.x. 

Leon, R. (2019). Promoting Corporate Social Responsibility in Logistics throughout Horizontal Cooperation. 

Managing Global Transitions, 12 (1): 79–93. 

León, R., & Juan, A. A. (2019). Promoting Corporate Social Responsibility in Logistics throughout Horizontal 

Corporation. Managing Global Transitions , 12 (1): 79–93. 

Levin, N. (2019). 10 Largest Industries in the United States. Retrieved from: 

https://largest.org/technology/industries/. 



341 

 

 

 

Lin, Y. (2019). 5 Benefits of Corporate Social Responsibility. goenergylink, 

https://goenergylink.com/blog/5-benefits-of-corporate-social-responsibility/. 

Lome, P. (2019). The Top 7 Tried and Tested Strategy Frameworks for Businesses. Creately Blog, Retrieved 

from: https://creately.com/blog/diagrams/top-strategy-frameworks-for-businesses/. 

Luisa, P., & Alwyia, A. (2020). Critical Drivers and Barriers of Corporate Social Responsibility in Saudi Arabia 

Organizations. The Journal of Asian Finance, Economics and Business, 

https://doi.org/10.13106/jafeb.2020.vol7.no11.259. 

Luo, J., Bi, M., & Kuang, H. (2021). Design of Evaluation Scheme for Social Responsibility of China’s 

Transportation Enterprises from the Perspective of Green Supply Chain Management. 

Sustainability, https://doi.org/10.3390/su13063390. 

Luu, T. (2012). Corporate social responsibility, ethics, and corporate governance. Social Responsibility 

Journal, 8. 547-560. 10.1108/17471111211272110. 

Ma, H. (1999). Anatomy of competitive advantage: A SELECT framework.  Management Decision, Vol 

37(9): pp709-718. 

Madvan-Group-of-Companies. (2017). An Insight into CSR- Kakira Sugar Works. Retrieved from: 

http://www.kakirasugar.com/content/insight. 

Maina, P. W. (2012). Challenges of implementing corporate social responsibility strategies at the Johnson 

& Johnson In Kenya. Retrieved from: http://erepository.uonbi.ac.ke/handle/11295/14496. 



342 

 

 

 

Majumdar, M. N., Alam, Q., Coghill, K., & Samaratunge, R. (2018). Challenges of the Corporate Social 

Responsibility Practices in Developing Countries. Anzam, https://www.anzam.org/wp-

content/uploads/2018/03/1346_MAJUMDAR_NAZMUL-476.pdf. 

Maon, F., Lindgreen, A., & Swaen, V. (2009). Designing and Implementing Corporate Social Responsibility: 

An Integrative Framework Grounded in Theory and Practice. Journal of Business Ethics , volume 

87, pages71–89 . 

Massaroni, E. (2016). Sustainability reporting of logistics service providers in Europe. International Journal 

of Environment and Health, 8(1):38 . 

McCombes., S. (2019). Understanding different sampling methods. Scribor, 

https://www.scribbr.com/methodology/sampling-methods/. 

McLeod, S. (2015). Psychology Rsearch Ethics. Simply Psychology. 

McLeod, S. (2019). Sampling Methods. Simply Psychology, 

https://www.simplypsychology.org/sampling.html. 

Melé, D. (2008). The Oxford Handbook of Corporate Social Responsibility. Online Publication DOI: 

10.1093/oxfordhb/9780199211593.003.0003. 

Merriam-Webster. (2019). Definition of motive. Retrieved from: https://www.merriam-

webster.com/dictionary/motive. 

Merriam-Webster. (2020). Dictionary. https://www.merriam-webster.com/dictionary/age. 



343 

 

 

 

Middleton, F. (2019). Reliability vs validity: what’s the difference? Scribbr, From: 

https://www.scribbr.com/methodology/reliability-vs-validity/. 

Moura‐Leite, R. C. (2011). Historical background of corporate social responsibility. Social Responsibility 

Journal, ISSN: 1747-1117;Retrieved from: https://www.emerald.com/insight/content/doi/. 

Muir, S. (2015). Top 5 benefits of Corporate Social Responsibility. Cube Group, From: 

http://cubegroup.com.au/. 

Murillo, D., & Lozano, J. M. (2006). SMEs and CSR: an approach to CSR in their own words. Journal of 

Business Ethics; Springer, 67:227–240 . 

Murthy, S. R. (2014). Managerial perceptions on corporate social responsibility in select companies in 

Hyderabad. International Journal Of Engineering And Science, Vol.4, Issue 11, PP 09-14. 

Nafi, J. (2018). What are Benefits of Corporate Social Responsibility (CSR) towards Society. Transparent 

Hands, Retrieved from: https://www.transparenthands.org/what-are-benefits-of-corporate-

social-responsibility-csr-towards-society/. 

Nave, A. (2019). Corporate social responsibility strategies: Past research and future challenges. Corporate 

social responsibility and environmental management, Volume26, Issue4; Retrieved from 

https://doi.org/10.1002/csr.1729. 

Nelson, J. (2019). Corporate Social Responsibility: Emerging good practice for a new era. OECD 

Observer.com, Retrieved from: 



344 

 

 

 

http://oecdobserver.org/news/fullstory.php/aid/4369/Corporate_Social_Responsibility:_Emergi

ng_good_practice_for_a_new_era.htmlOECD-. 

New-Living-Translatio. (2015). Application Study Bible (Genesis 4:3-4). Carrol Stream, Illinois: Tyndale 

House Publishers. 

nibusinessinfo. (2019). Corporate social responsibility (CSR). Retrieved from: 

https://www.nibusinessinfo.co.uk/content/business-benefits-corporate-social-responsibility. 

Notes, L. (2019). Theory of Planned Behavior. Minnesota State University, Retrieved from: 

http://www.mnsu.edu/its/academic/isalt_tpb.pdf. 

NZOVAH, L. S. (2012). FACTORS INFLUENCING THE PRACTICE OF CORPORATE SOCIAL RESPONSIBILITY BY 

STANDARD CHARTERED BANK IN KENYA. Nairobi: semanticscholar.org/. 

NZOVAH, L. S. (2012). FACTORS INFLUENCING THE PRACTICE OF CORPORATE SOCIAL RESPONSIBILITY BY 

STANDARD CHARTERED BANK IN KENYA. semanticscholar, From: semanticscholar.org. 

Odawa, C. F., & Kaseje, D. O. (2014). Validity and reliability of data collected by community health workers 

in rural and peri-urban contexts in Kenya. BMC Health Services Research, Volume 14 Supplement 

1. 

Onifade, A. A. (2020). Workplace Behaviour and Attitude: A study of Organisational Ethics and Corporate 

Social Responsibility. https://lsbc.lu/workplace-behaviours-and-attitudes-a-study-of-

organizational-ethics-and-csr/. 



345 

 

 

 

Onwuegbuzie, A. J., & Teddlie, C. (2003). A Framework for Analyzing Data in Mixed Methods Research. 

Thousand Oaks: Sage Publication. 

Orts, E. W. (2002). The Ethical and Environmental Limits of Stakeholder Theory. Business Ethics Quarterly, 

Vol. 12, No. 2 , pp. 215-233. 

Padgett, R. C. (2011). Historical background of corporate social responsibility. Social Responsibility Journal, 

Retrieved from: https://www.emerald.com/insight/content/doi/. 

Payseno, K. (2018). Top 20 Corporate Social Responsibility Initiatives of 2018. Hiring Success Journal, 

Retrieved from: https://www.smartrecruiters.com/blog/top-20-corporate-social-responsibility-

initiatives-of-2018/. 

Peng, R. (2018). Trustworthy Data Analysis. Simplystatistics.org, Retrieved from: 

https://simplystatistics.org/2018/06/04/trustworthy-data-analysis/. 

Pesqueux, Y., & Damak‐Ayadi, S. (2005). Stakeholder theory in perspective. EmeraldInsight, Retrieved 

from: https://www.emerald.com/insight/content/doi. 

Phillips, D. (2011). Perspectives on Learning: Behaviourism. Retrieved from: 

https://www.funderstanding.com/theory/behaviorism/. 

Picincu, A. (2018). The Advantages of Using a Questionnaire. Bizfluent, From: https://bizfluent.com/info-

8206848-advantages-using-questionnaire.html. 



346 

 

 

 

Piecyk, M. I., & Björklund, M. (2015). Logistics service providers and corporate social responsibility: 

Sustainability reporting in the logistics industry. International Journal of Physical Distribution & 

Logistics Management, 45(5), 459-485. https://doi.org/10.1108/IJPDLM-08-2013-0228. 

Polit, D. F., & Beck, C. T. (2014). Essentials of nursing research: appraising evidence for nursing practice. 

Philadelphia : Wolters Kluwer Health /Lippincott Williams & Wilkins,. 

Pouliopoulos Leonidas, G. M. (2012). Managers’ Perceptions and Opinions towards Corporate Social 

Responsibility (CSR) in Greece. Procedia Economics and Finance, Volume 1, Pages 311-320. 

Purposeful sampling for qualitative data collection and analysis in mixed method implementation 

research. (2016). Adm Policy Ment Health., DOI: 10.1007/s10488-013-0528-y. 

Puteh, F. (2017). Quantitative Data Analysis: Choosing Between SPSS, PLS and AMOS in Social Science 

Research. Reearch Gate, Retrieved from: https://www.researchgate.net/publication/322885790. 

Rachel M. Taylor, F. A. (2019). The Roles of Corporate Philanthropy, Corporate Social Responsibility, and 

Shared Value. The National Academies Press. , doi: 10.17226/23501. 

Rachel, M., & Taylor, F. A. (2019). The Roles of Corporate Philanthropy, Corporate Social Responsibility, 

and Shared Value. The National Academies Press, DOI: 10.17226/23501. 

Rafeedalie, D. (2020). Research: Population and Sample. Tophat, https://tophat.com/marketplace/social-

science/education. 

Rahul, R. (2012). Theories of CSR. Projevt Guru, Retrieved from: 

https://www.projectguru.in/publications/theories-of-csr/. 



347 

 

 

 

Rampersad, R., & Skinner, C. (2014). EXAMINING THE PRACTICE OF CORPORATE SOCIAL RESPONSIBILITY 

(CSR) IN SUB-SAHARAN AFRICA. Corporate Ownership & Control , Volume 12, Issue 1, 2014, 

Continued - 8. 

Reklitis, P. (2018). Employee Perceptions of Corporate Social Responsibility Activities and Work-Related 

Attitudes: The Case of a Greek Management Services Organization. Researchgate, DOI: 

10.1007/978-981-10-4502-8_10. 

Resnik, D. B. (2015). What is Ethics in Research & Why is it important. National Institute of Enviromental 

Sciences. 

Richardson-Cooke, J. (2019). Corporate Social Responsibility: Benefits for Business and Community. Future 

Directions, https://www.futuredirections.org.au/publication/corporate-social-responsibility-

benefits-for-business-and-community/. 

Riley, J. (2010). Pyramid of Corporate social responsibility. Growyourgiving, Retrieved from: 

https:www.growyourgiving.org/. 

Roddick, A. (2018). The Importance of Corporate Social Responsibility (CSR) in Today’s Business. 

Transparent Hands, https://www.transparenthands.org/the-importance-of-corporate-social-

responsibility-csr-in-todays-business/. 

Rossi, G. B. (2009). MEASUREMENT RELATED TO HUMAN PERCEPTION AND INTERPRETATION – STATE OF 

THE ART AND CHALLENGES . Fundamental and Applied Metrology, September 6−11, 2009. 



348 

 

 

 

Russell, K. (2018). Why CSR: Four Benefits of Corporate Social Responsibility. Blog, Retrievedfrom: 

https://www.fronetics.com/. 

Russell, K. (2018). Why CSR: Four Benefits of Corporate Social Responsibility. Fronetics, 

https://www.fronetics.com/csr-four-benefits-corporate-social-responsibility/. 

Ryszard, P. (2017). Corporate Social Responsibility: the Challenges and Constraints. Comparative Economic 

Research, Sciendo,, vol. 20(4), pages 143-157. 

Salhi, B. (2021). The Relationship between CEO Psychological Biases, Corporate Governance and 

Corporate Social Responsibility. Journal of Risk and Financial Management, 14(7), 317; 

https://doi.org/10.3390/jrfm14070317. 

Salvador, M. (2017). Corporate Social Responsibility Drivers and Barriers According to Managers’ 

Perception; Evidence from Spanish Firms. Researchgate, in Sustainability 9(10):1821. 

Samra Chaudary, Z. Z. (2016). Customer perception of CSR initiatives: its antecedents and consequences. 

Emerald Insight, Retrieved from: https://www.emerald.com/insight/content/doi/10.1108/SRJ-

04-2015-0056/full/html. 

Samra, C. Z. (2016). Customer perception of CSR initiatives: its antecedents and consequences. Emerald, 

Retrieved from: https://www.emerald.com/insight/content/doi/10.1108/SRJ-04-2015-

0056/full/html. 



349 

 

 

 

Sarah Stawiski. (2010). Employee Perceptions of Corporate Social Responsibility . Centre for Creative 

Leadership, Retrieved from: https://www.ccl.org/wp-

content/uploads/2015/02/EmployeePerceptionsCSR.pdf. 

Sarakin, D. (2017). The differences between Concepts, Theories and Paradigms. Science.com, Retrieved 

from: https://science.com/. 

Saunders, M. (2012). Research Methods for Business Students: 6 edition. Pearson. 

Schaefer, S. D. (2019). Talking about CSR matters: employees’ perception of and reaction to their 

company’s CSR communication in four different CSR domains. International Journal of 

Advertising. 

Schmitz, A. (2012). International Business. Saylor Academy. 

Schooley, k. (2019). What Is Corporate Social Responsibility? Business News Daily, Retrieved from: 

https://www.businessnewsdaily.com/4679-corporate-social-responsibility.html. 

Schooley, K. (2019). What Is Corporate Social Responsibility? . Business News Daily, Retrieved from: 

https://www.businessnewsdaily.com/4679-corporate-social-responsibility.html. 

Secchi, D. (2005). The Italian experience in social reporting: an empirical analysis. Corporate Social 

Responsibility and Environmental Management, Retrieved from: https://doi.org/10.1002/csr.96. 

Secchi, D. (2007). Utilitarian, managerial and relational theories of corporate social responsibility. 

https://onlinelibrary.wiley.com/doi/full/10.1111/j.1468-2370.2007.00215.x. 



350 

 

 

 

Shi, Y., & Tha, V. V. (2014). The Impact of Corporate Social Responsibility on Customer Satisfaction, 

Relationship Maintenance and Loyalty in the Shipping Industry. Wiley Online Library, 

https://doi.org/10.1002/csr.1352. 

SINGH, G. (2018). A Simple Introduction to ANOVA (with applications in Excel). Analyticsvidhya, 

https://www.analyticsvidhya.com/blog/2018/01/anova-analysis-of-variance/. 

Singh, S., & Singh, A. P. (2018). Interplay of organizational justice, psychological empowerment, 

organizational citizenship behavior, and job satisfaction in the context of circular economy. 

Management Decision, DOI:10.1108/MD-09-2018-0966. 

Smith, C. (1987). Consumer Boycotts and Corporate Social Responsibility. Cranfield University Library, 

Retrived from: https://core.ac.uk/download/pdf/137629.pdf. 

Smith, N. C. (2010). Consumer perception of CSR. INSEAD, Retrieved from: 

https://sites.insead.edu/facultyresearch/research/doc.cfm?did=43990. 

Soltani, E. (2015). Managerial Mindsets Toward Corporate Social Responsibility: The Case of Auto Industry 

in Iran. Journal of Business Ethics, Volume 129, Issue 4, pp 795–810. 

Soltani, E. (2015). Managerial Mindsets Toward Corporate Social Responsibility: The Case of Auto Industry 

in Iran. Journal of Business Ethics, Volume 129, Issue 4, pp 795–810. 

Sontaite, M. (2015). CSR reasons, practices and impact to corporate reputation. Procedia - Social and 

Behavioral Sciences , 503 – 508 . 



351 

 

 

 

Sontaite, M. (2015). CSR reasons, practices and impact to corporate reputation. Procedia - Social and 

Behavioral Sciences, 503 – 508. 

Sontaite, M. (2015). CSR reasons, practices and impact to corporate reputation. , . Procedia - Social and 

Behavioral Sciences, Pg 503 – 508 . 

Souders, B. (2020). How to Measure Motivation By Understanding the Science Behind It. Positive 

Psychology, Retrieved: https://positivepsychology.com/motivation-science-research-

assessments/. 

Ssempijja, J. (2019, April 09). Transport Sector in Uganda: Road sector quality checks vital. Daily Monitor, 

p. Home. 

Staff-Writer. (2016). How Your CSR Strategy Can Help The Environment. Sustainable Business Toolkit, 

From: https://www.sustainablebusinesstoolkit.com/c. 

Statisticssolutions.com. (2020). What is a Representative Sample? 

https://www.statisticssolutions.com/what-is-a-representative-sample/. 

Stephanie. (2017). Sampling Design. statisticshowto, Retrieved: 

https://www.statisticshowto.datasciencecentral.com/sampling-design/. 

Stobierski, T. (2021). TYPES OF CORPORATE SOCIAL RESPONSIBILITY TO BE AWARE OF. Business Insights, 

https://online.hbs.edu/blog/post/types-of-corporate-social-responsibility. 

Strauss, M. E., & Smith, G. .. (2009). Construct Validity: Advances in Theory and Methodology. PMC, 5: 1-

25 doi: 10.1146/annurev.clinpsy.032408.153639. 



352 

 

 

 

Sullivan, L. (2020). Hypothesis Testing - Analysis of Variance (ANOVA). Boston University, 

https://sphweb.bumc.bu.edu/otlt/mph-modules/bs/bs704_hypothesistesting-

anova/bs704_hypothesistesting-anova_print.html. 

Swanson, D. L. (2008). Top Managers as Drivers for Corporate Social Responsibility. DOI: 

10.1093/oxfordhb/9780199211593.003.0010. 

Systems, S. (2020). Online Sample Size Calculator. https://www.surveysystem.com/sscalc.htm. 

Tabaczynski, T. (2019). What Is Corporate Social Responsibility. 

https://wdet.org/posts/2019/08/14/88519-what-is-corporate-social-responsibility-csr/. 

Taherdoost, H. (2016). Validity and Reliability of the Research Instrument; How to Test the Validation of a 

Questionnaire/Survey in a Research. International Journal of Academic Research in Management, 

ffhal-02546799f. 

Teherani, A., Martimianakis, T., Stenfors-Hayes, T., Wadhwa, A., & Varpio, L. (2015). Choosing a Qualitative 

Research Approach. Journal of Graduate Medical Education, 7(4): 669–670. doi: 10.4300/JGME-

D-15-00414.1. 

Temple, B. (2004). Qualitative Research and Translation Dilemmas. Qualitative Research, 

https://doi.org/10.1177/1468794104044430. 

Thefreedictionary. (Oct 2019). Contemporary World. Retrieved from: 

https://www.thefreedictionary.com/contemporary+world. 



353 

 

 

 

Thomas Kimeli Cheruiyot, P. O. (2017). CORPORATE SOCIAL RESPONSIBILITY IN AFRICA- Context, 

Paradoxes, Stakeholder Orientations, Contestations and Refl ections. researchgate, Retrieved 

from: 

https://www.researchgate.net/publication/309410494_Corporate_Social_responsibility_in_Afri

ca. 

Thomas, W. H. (2018). Employee perceptions of corporate social responsibility: Effects on pride, 

embeddedness,. Wiley, Retrieved from: 

https://onlinelibrary.wiley.com/doi/pdf/10.1111/peps.12294. 

Thomes, J. (2018). What Is SPSS and Its Importance in Research & Data Analysis? Retrieved from: 

https://medium.com/@johnnoels/what-is-spss-and-its-importance-in-research-data-analysis-

5f109ab90da1. 

Thompson, K. (2017). The Steps of Quantitative Research. ReviseSociology, 

https://revisesociology.com/2017/11/26/the-steps-of-quantitative-research/. 

Tinna Miller, L. B. (2017). Consenting to what? Issues of access and informed consent. Ethics in Qualitative 

Research, 1-15. 

Tripathi, A., & Bains, A. (2013). Evolution of Corporate Social Responsibility: A Journey from 1700 BC till 

21st Century. International Journal of Advanced Research, Volume 1, Issue 8, p788-796. 

Tripathi, A., & Bains, A. (2013). Evolution of Corporate Social Responsibility: A Journey from 1700 BC Till 

21st Century. International Journal of Advanced Research, Volume 1, Issue 8, 788-796. 



354 

 

 

 

Trochim, P. W. (2019). Interviews. Social Research Methods, 

https://socialresearchmethods.net/kb/conducting-research-interviews/. 

Trochim, W. M. (2018). Qualitative Approaches. Research Methods Knowlede Base, From: 

https://conjointly.com/kb/qualitative-approaches/. 

UBOS. (2017). Manpower Survey Uganda 2016/2017. Uganda Bureau of Statistics, Retrieved from: 

https://www.ubos.org/wp-

content/uploads/publications/08_20182018_Uganda_Manpower_Survey_Report.pdf. 

Udo-Akang, D. (2017). Theoretical Constructs, Concepts and Application. American International Journal 

of Contemporary Research, Vol 2 No. 9. 

Udo-Akang, D. (2017). Theoretical Constructs, Concepts and Application. American International Journal 

of Contemporary Research, Vol 2 No. 9. 

UIA, U.-I.-A. (2016). Corporate Social Responsibility Awards. Retrieved from: 

http://www.ugandainvest.go.ug/csrawards2016/. 

University, U. (2017). Lecture Notes. Unicaf University. 

Vaughan, T. (2021). The importance of corporate social responsibility to society. Poppulo, 

https://www.poppulo.com/blog/the-importance-of-corporate-social-responsibility-to-society. 

Ven, B. v. (2006). Strategic and Moral Motivation for Corporate Social Responsibility. Munich Personal 

RePEc Archive, Retrieved from: https://mpra.ub.uni-

muenchen.de/20278/1/MPRA_paper_20278.pdf. 



355 

 

 

 

Vimal Srivastava, D. L. (2019). Comparing of the key CSR practices being practiced by selected private and 

public sector companies: A Descriptive Analysis. International Journal for Research in Engineering 

Application & Management (IJREAM), ISSN : 2454-9150 Vol-05, Issue-01, April 2019. 

Visser, W. (2005). Revisiting Carroll’s CSR Pyramid: An African Perspective. Corporate Citizenship in a 

Development Perspective, http://www.waynevisser.com/wp-

content/uploads/2012/07/article_africa_pyramid_wvisser.pdf. 

Vroom, V. (1983). Management and Motivation. Penguine Publishers (first published 1970). 

Wacker, J. G. (1998). A definition of theory: research guidelines for different theory-building research 

methods in operations management. Journal of Operations Management, Volume 16, Issue 4, 

Pages 361-385. 

Wadagale, A., & Gangwal, P. (2015). Statistical Analysis for Assessing Knowledge and Attitude on 

HIV/AIDS. International Journal of statistika and mathemetika, 

https://www.statperson.com/Journal/StatisticsAndMathematics/htmlAids1.php. 

Walleck, F. W. (2019). Strategic Management for Competitive Advantage. Havard Business School, 

Retrieved from: https://hbr.org/1980/07/strategic-management-for-competitive-advantage. 

Walters, S. (2019). Corporate Social Responsibility and Strategic Management. azcentral, From: 

https://yourbusiness.azcentral.com/corporate-social-responsibility-strategic-management-

15473.html. 



356 

 

 

 

Warren, R. C. (2007). Defining corporate social responsibility: A view from big companies in Germany and 

the UK. European Business Review, Volume 19 Issue 5. 

Weinstein, L. (2019). Corporate Social Responsibility (CSR). Resource Guide, Retrieved from: 

https://guides.loc.gov/corporate-social-responsibility. 

Weller, S. C., Vickers, B., Bernard, H. R., Blackburn, A. M., Borgatti, S., Gravlee, C. C., & Johnson, J. C. (2018). 

Open-ended interview questions and saturation. PLOS ONE Collection, 

https://journals.plos.org/plosone/article?id=10.1371/journal.pone.0198606. 

Werther, W., & Chandler, D. (2005). Strategic corporate social responsibility as global brand insurance. 

Business Horizons, vol. 48, issue 4, 317-324. 

Whetten, D. A. (2013). Taking Responsibility for Corporate Social Responsibility: The Role of Leaders in 

Creating, Implementing, Sustaining, or Avoiding Socially Responsible Firm Behaviors. Academy of 

Management Perspectives , Vol 28(2): p 164-178 . 

Whetten, D. A. (2013). Taking Responsibility for Corporate Social Responsibility: The Role of Leaders in 

Creating, Implementing, Sustaining, or Avoiding Socially Responsible Firm Behaviors. Academy of 

Management Perspectives, Vol 28(2): p 164-178. 

Widaman, K. F. (2020). Behavioural and social science research. University of California. 

Wikipedia. (2019). Competitive Advantage. Retrieved from: https://en.wikipedia.org/wiki/. 

Wikipedia. (2019). Perception. Retrieved from: https://en.wikipedia.org/wiki/Perception. 



357 

 

 

 

Wikipedia. (2020). Definition of Operationalization. Retrieved from: 

https://en.wikipedia.org/wiki/Operationalization. 

Winter, J. d., & Dodou, D. (2016). Common Factor Analysis versus Principal Component Analysis: A 

Comparison of Loadings by Means of Simulations. Communication in Statistics- Simulation and 

Computation, Vol 45(1):299-321. 

Wong, A. (2015, June 21). Towards an intercultural approach to CSR in Africa. Private sector and 

Development, pp. 6-9. 

Wood, D. J. (1991). Corporate Social Performance Revised. University of Pittsburgh, Vol. 16, No. 4, 691-

718. 

WOOD., D. J. (1991). CORPORATE SOCIAL PERFORMANCE REVISITED. . University of Pittsburgh., Vol. 16, 

No. 4, 691-718. . 

Yadav, R. S. (2018). Perceived CSR and Corporate Reputation: The Mediating Role of Employee Trust. SAGE 

Journals, Retrieved from: https://journals.sagepub.com/doi/full/10.1177/0256090918794823. 

Yin, J. (2015). Institutional Drivers for Corporate Social Responsibility in an Emerging Economy: A Mixed-

Method Study of Chinese Business Executives. Sage Publications, Retrieved from: 

https://doi.org/10.1177/0007650315592856. 

Yin, J. (2015). Institutional Drivers for Corporate Social Responsibility in an Emerging Economy: A Mixed-

Method Study of Chinese Business Executives. Sage Publications, Retrieved from: 

https://doi.org/10.1177/0007650315592856. 



358 

 

 

 

Yuen, K. F., & Lim, J. M. (2016). Barriers to the Implementation of Strategic Corporate Social Responsibility 

in Shipping. The Asian Journal of Shipping and Logistics, Volume 32, Issue 1, Pages 49-57. 

Zelazna, A., Bojar, M., & Bojar, E. (2020). Corporate Social Responsibility towards the Environment in 

Lublin Region, Poland: A Comparative Study of 2009 and 2019. Sustainability, sustainability-12-

04463. 

Zhang, D., Morse, S., & Kambhampati, U. (2017). Overview of Corporate Social Responsibility. 

Researchgate, DOI:10.4324/9781315749495-2. 

 

  



359 

 

 

 

APPENDIX 1 PEARSON’S CORRELATION COEFFICIENT MATRIX 
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*. Correlation is significant at the 0.05 level (2-tailed). 

 

 

APPENDIX 2: RESEARCH INSTRUMENTS USED 

Questionnaire (For Clients) 

Introduction 

Dear Client,  

I am a student of Doctorate of Business Administration (DBA) undertaking a research on 

the topic: “Corporate Social Responsibility Practices in Transportation Sector in Uganda 

- A Study of Selected Bus Operating Companies” 

The main objective of this study is to understand Corporate Social Responsibility 

practices in the Transport Sector in Uganda. Corporate Social Responsibility (CSR) has 

become an increasingly important part of doing business in recent years, as more 

customers get attached to companies with practices that match their privileged values, 

especially when it comes to environmental and societal issues. Given this background, 

this study aims to establish what Corporate Social Responsibility practices are in the 

transport sector in a developing country like Uganda; the perception of management on 

CSR and the motives for practicing CSR activities. 
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You have been particularly identified to participate in this research. All the information you 

provide here will be treated with utmost confidentiality and only used for the purpose of 

this research. I thank you in advance for giving me your time and valued information for 

the success of this research project. 

 Part 1: Demographic data 

Please tick in the relevant box where necessary. 

1. Gender Male                                           Female               

2. Age (in years)  ………………………………………… 

3. Highest level of education                  

‘O’ level    Diploma 

    ‘A’ level    First Degree 

    Masters    Doctorate 

Others (specify)…………………………………………… 

 

4. How many years have you used this company? …………………………………. 

 

Part 2: Company Information 
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5. Name of Company: …………………………………………………………………. 

6. Is the company registered in Uganda?   Yes   No 

7. For how long has the company being in operation in years ……………………….. 

8. Are you aware of the Corporate Social Responsibility (CSR) Concept of 

business?    Yes   No 

9. If Yes, does this company have any CSR practices in place? 

Yes   No 

10. In which areas does the company mostly support the community?  

   Education  Culture  Sports   

   Health care  Poverty   Environmental protection 

   Housing   Politics  Government programmes  

  Others (Specify) ………………………………………  

 

Part 3: (a) Key Corporate social responsibility Practices 

11.  Mention the main CSR approaches the company is involved in  

a) Workplace  

b) Community 

c) Environmental issues 

d) Marketplace  
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12. What is the main consideration while implementing CSR activities?  

a) The people 

b) The environment 

c) Profits and business growth 

d) Sustainability of CSR activities 

Part 3: (b) Perception and behavior of top executives and employees to 

implementation of CSR practices 

For the statements below please indicate your perception on the following statements 

(Tick Relevant) 

S/ 

No 

Statement Strongly 

Disagree 

 

 

      1 

Disagree 

 

 

 

      2 

Neither 

disagree 

nor 

Agree 

     3 

Agree 

 

 

 

      4 

Strongly 

Agree 

 

 

 

      5 

13 CSR is a costly venture to 

indulge in 1 2 3 4 5 

14 It is the responsibility of top 

management only 1 2 3 4 5 
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15 There is little knowledge 

about CSR concept 1 2 3 4 5 

16 There are no laws and 

regulations to compel 

Companies to implement 1 2 3 4 5 

17 There are no CSR policies 

of the company to 

implement 1 2 3 4 5 

18 CSR practices have been 

in place but not 

sustainable 1 2 3 4 5 

19 CSR can lead to increase 

in profits 1 2 3 4 5 

20 CSR should be focused 

only on the community 1 2 3 4 5 

21 CSR should be focused 

only on the environmental 

protection 1 2 3 4 5 

22 CSR should be focused 

only on Workplace 1 2 3 4 5 
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23 CSR should be focused 

only on Marketplace 1 2 3 4 5 

24 CSR is an obligation to 

fulfil  1 2 3 4 5 

 

Part 3: (c) Motives for practicing CSR 

Using a rating score of 1 to 5 (5 being highest degree of agreement and 1 being lowest 

degree of agreement) state your level of agreement to the following statements that are 

seen as factors that motivate for practicing CSR  

S/ No Motives for practicing 

CSR 
Strongly 

Disagree 

 

 

1 

Disagree 

 

 

 

2 

Neither 

disagree 

nor 

Agree 

3 

Agree 

 

 

 

4 

Strongly 

Agree 

 

 

 

5 

25 It is the motivation of top 

management  
1 2 3 4 5 

26 To promote corporate 

image  
1 2 3 4 5 
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27 To take competitive 

advantages of new 

markets  

1 2 3 4 5 

28 To provide benefit to 

community 
1 2 3 4 5 

29 To attract Public 

incentives  
1 2 3 4 5 

30 Pressure from consumer 

association and media  
1 2 3 4 5 

31 Pressure from 

Government 
1 2 3 4 5 

32 For political recognition  1 2 3 4 5 

33 For community 

involvement 
1 2 3 4 5 

34 As a means to attract 

more customers 
1 2 3 4 5 

35 To be in good books with 

the ruling party 
1 2 3 4 5 

36 To give back to the 

community 
1 2 3 4 5 
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What do you think are the main benefits of practicing CSR? Tick according to the 

level of importance (1= not important; 2= Little importance; 3= quite important; 4= 

important; 5= Very important 

S/ No Statement Not 

Important 

1 

Little 

importance 

2 

Quite 

Important 

3 

Important 

 

4 

Very 

Important 

5 

37 Influence our customer’s 

decisions  
1 2 3 4 5 

38 Develop new businesses 

with social objectives  
1 2 3 4 5 

39 Improve employee 

commitment to the 

company  

1 2 3 4 5 

40 Improve the company’s 

public image in society or in 

media  

1 2 3 4 5 

41 Obtain new customers  1 2 3 4 5 

42 Fulfill legal requirements  1 2 3 4 5 

43 Develop new products or 

services that are 

environmentally friendly  

1 2 3 4 5 
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44 Fulfill our social 

responsibility  
1 2 3 4 5 

45 Obtain good political 

standing with the 

government 

1 2 3 4 5 

 

 

Challenges in implementation of CSR practices 

Given the following statements and based on your opinion, could you rate them from a 

scale of minor challenge to biggest challenge on the table below: 

 

S/No Statement Not a 

Challenge 

1 

Minor 

challenge 

2 

Some 

challenge 

3 

Bigger 

challenge 

4 

Biggest 

challenge 

5 

46 Lack of knowledge  1 2 3 4 5 

47 Lack of institution assistance  1 2 3 4 5 

48 Lack of specific legislation 

on CSR  
1 2 3 4 5 
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49 Business benefits not 

immediate  
1 2 3 4 5 

50 High costs of 

implementation 
1 2 3 4 5 

51 Lack of corporate skill  1 2 3 4 5 

52 Little impact on social and 

environmental concern 
1 2 3 4 5 

53 Lack of Government support 1 2 3 4 5 

 

  

Part 3 (d)  Strategies used for developing a framework for competitive 

advantage 

54. In your view what should be the best strategy employed to achieve a competitive 

advantage?  

  Looking at the economic responsibility 

Evaluating the economic benefits first 

Going by the legal responsibility 

Consideration of ethical responsibility 
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Philanthropic responsibility- Giving back to community 

Going by what the political regime desires 

 

55. What advise would you give companies about CSR implementation? 

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

 

Thanks for your valuable time & Co-operation. 

 

 

 

 

 

 

Questionnaire (For Staff) 
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Introduction 

Dear staff, 

I am a student of Doctorate of Business Administration (DBA) undertaking a research on 

the topic: “Corporate Social Responsibility Practices in Transportation Sector in Uganda 

- A Study of Selected Bus Operating Companies” 

The main objective of this study is to understand Corporate Social Responsibility 

practices in the Transport Sector in Uganda. Corporate Social Responsibility (CSR) has 

become an increasingly important part of doing business in recent years, as more 

customers get attached to companies with practices that match their privileged values, 

especially when it comes to environmental and societal issues. Given this background, 

this study aims to establish what Corporate Social Responsibility practices are in the 

transport sector in a developing country like Uganda; the perception of management on 

CSR and the motives for practicing CSR activities. 

You have been particularly identified to participate in this research. All the information you 

provide here will be treated with utmost confidentiality and only used for the purpose of 

this research. I thank you in advance for giving me your time and valued information for 

the success of this research project. 

 Part 1: Demographic data 

Please tick in the relevant box where necessary. 
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1. Gender Male                                           Female               

2. Age (in years)  ………………………………………… 

3. Highest level of education                  

‘O’ level    Diploma 

    ‘A’ level    First Degree 

    Masters    Doctorate 

Others (specify)…………………………………………… 

 

4. Number of years in the organization ……………………………………. years 

 

Part 2: Company Information 

5. Name of Company: …………………………………………………………………. 

6. Is the company registered in Uganda?   Yes   No 

7. For how long has the company being in operation in years ……………………….. 

8. Are you aware of the Corporate Social Responsibility (CSR) Concept of 

business?    Yes   No 

9. If Yes, does this company have any CSR practices in place? 

Yes   No 
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10. In which areas does the company mostly support the community?  

   Education  Culture  Sports   

   Health care  Poverty   Environmental protection 

   Housing   Politics  Government programmes  

  Others (Specify) ………………………………………  

Part 3: (a) Key Corporate social responsibility Practices 

11.  Mention the main CSR approaches the company is involved in  

a) Workplace  

b) Community 

c) Environmental issues 

d) Marketplace  

12. What is the main consideration while implementing CSR activities?  

a) The people 

b) The environment 

c) Profits and business growth 

d) Sustainability of CSR activities 

Part 3: (b) Perception and behavior of top executives and employees to 

implementation of CSR practices 
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For the statements below please indicate your perception on the following statements 

(Tick Relevant) 

S/ 

No 

Statement Strongly 

Disagree 

 

 

      1 

Disagree 

 

 

 

      2 

Neither 

disagree 

nor 

Agree 

     3 

Agree 

 

 

 

      4 

Strongly 

Agree 

 

 

 

      5 

13 CSR is a costly venture to 

indulge in 1 2 3 4 5 

14 It is the responsibility of top 

management only 1 2 3 4 5 

15 There is little knowledge 

about CSR concept 1 2 3 4 5 

16 There are no laws and 

regulations to compel 

Companies to implement 1 2 3 4 5 

17 There are no CSR policies 

of the company to 

implement 1 2 3 4 5 
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18 CSR practices have been 

in place but not 

sustainable 1 2 3 4 5 

19 CSR can lead to increase 

in profits 1 2 3 4 5 

20 CSR should be focused 

only on the community 1 2 3 4 5 

21 CSR should be focused 

only on the environmental 

protection 1 2 3 4 5 

22 CSR should be focused 

only on Workplace 1 2 3 4 5 

23 CSR should be focused 

only on Marketplace 1 2 3 4 5 

24 CSR is an obligation to 

fulfil  1 2 3 4 5 

 

Part 3: (c) Motives for practicing CSR 
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Using a rating score of 1 to 5 (5 being highest degree of agreement and 1 being lowest 

degree of agreement) state your level of agreement to the following statements that are 

seen as factors that motivate for practicing CSR  

S/ No Motives for practicing 

CSR 
Strongly 

Disagree 

 

 

1 

Disagree 

 

 

 

2 

Neither 

disagree 

nor 

Agree 

3 

Agree 

 

 

 

4 

Strongly 

Agree 

 

 

 

5 

25 It is the motivation of top 

management  
1 2 3 4 5 

26 To promote corporate 

image  
1 2 3 4 5 

27 For Increase in the 

efficiency  
1 2 3 4 5 

28 For Greater employee 

satisfaction  
1 2 3 4 5 

29 To take competitive 

advantages of new 

markets  

1 2 3 4 5 
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30 To provide benefit to 

community 
1 2 3 4 5 

31 To attract Public 

incentives  
1 2 3 4 5 

32 Pressure from consumer 

association and media  
1 2 3 4 5 

33 Pressure from 

Government 
1 2 3 4 5 

34 For political recognition  1 2 3 4 5 

35 For community 

involvement 
1 2 3 4 5 

36 As a means to attract 

more customers 
1 2 3 4 5 

37 CSR practice can lead to 

increase in profits 
1 2 3 4 5 

38 Practice of CSR leads to 

long term survival 
1 2 3 4 5 

39 CSR is practiced for its 

values and religious 

sensitivity 

1 2 3 4 5 

40 To create Employment 1 2 3 4 5 
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41 To help with social 

causes  
1 2 3 4 5 

42 To be in good books with 

the ruling party 
1 2 3 4 5 

43 To give back to the 

community 
1 2 3 4 5 

   

What do you think are the main benefits of practicing CSR? Tick according to the 

level of importance (1= not important; 2= Little importance; 3= quite important; 4= 

important; 5= Very important 

S/ No Statement Not 

Important 

1 

Little 

importance 

2 

Quite 

Important 

3 

Important 

 

4 

Very 

Important 

5 

44 Influence our customer’s 

buying decisions  
1 2 3 4 5 

45 Develop new businesses 

with social objectives  
1 2 3 4 5 

46 Improve employee 

commitment to the 

company  

1 2 3 4 5 
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47 Improve the company’s 

public image in society or in 

media  

1 2 3 4 5 

48 Obtain new customers  1 2 3 4 5 

49 Fulfill legal requirements  1 2 3 4 5 

50 Increase short-term 

profitability  
1 2 3 4 5 

51 Develop new products or 

services that are 

environmentally friendly  

1 2 3 4 5 

52 Fulfill our social 

responsibility  
1 2 3 4 5 

53 Obtain good political 

standing with the 

government 

1 2 3 4 5 

 

 

Challenges in implementation of CSR practices 

Given the following statements and based on your opinion, could you rate them from a 

scale of minor challenge to biggest challenge on the table below: 
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S/No Statement Not a 

Challenge 

1 

Minor 

challenge 

2 

Some 

challenge 

3 

Bigger 

challenge 

4 

Biggest 

challenge 

5 

54 Lack of knowledge  1 2 3 4 5 

55 Lack of institution assistance  1 2 3 4 5 

56 Lack of specific legislation 

on CSR  
1 2 3 4 5 

57 Business benefits not 

immediate  
1 2 3 4 5 

58 High costs of 

implementation 
1 2 3 4 5 

59 Lack of corporate skill  1 2 3 4 5 

60 Little impact on social and 

environmental concern 
1 2 3 4 5 

61 Lack of Government support 1 2 3 4 5 
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Part 3 (d)  Strategies used for developing a framework for competitive 

advantage 

62. In your view what should be the best strategy employed to achieve a competitive 

advantage?  

  Looking at the economic responsibility 

Evaluating the economic benefits first 

Going by the legal responsibility 

Consideration of ethical responsibility 

Philanthropic responsibility- Giving back to community 

Going by what the political regime desires 

 

Based on your opinion, For the statements below please indicate your level of agreement 

on the following statements 

S/ 

No 

Statement Strongly 

Disagree 

Disagree 

 

Neither 

disagree 

Agree 

 

Strongly 

Agree 
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1 

 

 

2 

nor 

Agree 

3 

 

 

4 

 

 

 

5 

63 Make an internal assessment 

of what CSR policies, 

programs, and structures are 

already in place and where 

the gaps are. 1 2 3 4 5 

64 Incorporate CSR issues in 

the company’s values, 

mission statement, code of 

conduct or other company 

policy. 1 2 3 4 5 

65 CSR activities should be 

embedded into the company 

planning and budget 

processes. 1 2 3 4 5 

66 Ensure that CSR 

considerations are a part of 

all business decisions. 1 2 3 4 5 

67 There is need to develop 

processes for employees to 1 2 3 4 5 
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raise CSR issues and 

concerns to appropriate 

decision-makers and 

advocates. 

68 Formalize the board- and 

executive- level responsibility 

for CSR issues. 1 2 3 4 5 

69 CSR performance should be 

visible and frequently 

communicated to all 

stakeholders. 1 2 3 4 5 

70 Employees directly involved 

in CSR activities should get 

some training on CSR 

issues. 1 2 3 4 5 

 

 

Thanks for your valuable time & Co-operation. 
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Semi Structured Interview Guide 

Introduction 

This interview guide is to collect primary data for a research on the topic: “Corporate 

Social Responsibility Practices in Transportation Sector in Uganda - A Study of Selected 

Bus Operating Companies” 

The main objective of this interview is to understand Corporate Social Responsibility 

practices in the Transport Sector in Uganda since Corporate Social Responsibility (CSR) 

has become an increasingly important part of doing business in recent years. This study 

aims to establish what Corporate Social Responsibility practices are in the transport 

sector in a developing country like Uganda; the perception of management on CSR and 

the motives for practicing CSR activities. 

All the information provided here will be treated with utmost confidentiality and only used 

for the purpose of this research. 

I thank you in advance for giving me your time and valued information for the success of 

this research project. 

Kindly answer the following questions  

Part 1: Demographic data 

13. What is your gender?  Male                            Female               

14. Age (in years) ………………………………. 

15. What is your Highest level of education? …………………………………………… 

16. How long (in years) have you been in in the organization ……………………….. 

 

Part 2: Company Information 
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17. Name of Company: …………………………………………………………………. 

18. Is the company registered in Uganda? ……………………………………………. 

19. For how long has the company being in operation (in years) …………………… 

20. Are you aware of the Corporate Social Responsibility (CSR) Concept of 

business? …………………………………………………………………………… 

21. If yes, does the company have any CSR practices in place?.......................... 

22. In which two areas does the company mostly support the community? 

a) ……………………………………………………………………………………….. 

b) ……………………………………………………………………………………….. 

Part 3: (a) Key Corporate social responsibility Practices 

23.  What are the two CSR approaches mostly used by your company? 

a. Workplace  

b. Community 

c. Environmental issues 

d. Marketplace  

Part 3: (b) Perception and behavior of top executives and employees to 

implementation of CSR practices 

Could you give yor opinion on the following: whether the statement is true (= 1) or False 

(= 2) 

12 CSR is a costly venture to indulge in  

13 It is the responsibility of top management only  

14 There is little knowledge about CSR concept  

15 There are no laws and regulations to compel Cos  

16 There are no CSR policies to implement  

17 CSR practices have been in place but not sustainable  



387 

 

 

 

18 CSR is a responsibility of field staff  

19 CSR should be focused only on the community  

20 CSR should be focused only on the environmental 

protection 
 

 

 

Part 3: (c) Motives for practicing CSR 

21. Could you mention four motives for practicing CSR in your company 

……………………………………………………………………………………………………… 

……………………………………………………………………………………………………… 

……………………………………………………………………………………………………… 

……………………………………………………………………………………………………… 

22. Does government policy influence CSR practices really? 

………………………………………………………………………………………………………

……………………………………………………………………………………………………... 

  (d) Importance of practicing CSR 

23.  Could you mention four importance for practicing CSR 

……………………………………………………………………………………………………… 

……………………………………………………………………………………………………… 

……………………………………………………………………………………………………… 
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……………………………………………………………………………………………………… 

24. What is your view on using CSR ho develop new products/services that are 

environmentally friendly…………………………………………………………………………. 

……………………………………………………………………………………………………… 

25. Is CSR seen as important a way to Fulfill legal requirements? 

………….………………………………………………………………………………...……… 

26. Can CSR be used to have a good political standing with government 

……………………………………………………………………………………………………… 

 

How important are the following social objectives to your firm’s business mission? 

(Response may be not important, important, very important, etc) 

  Not 

Important 

Little 

Importance 

Quite 

Important  

Important Very 

Important 

27 To create employment  1 2 3 4 5 

28 To collaborate with the 

community in activities of 

mutual interest  

1 2 3 4 5 

29 To preserve the natural 

environment  

1 2 3 4 5 

30 To help with social 

causes  

1 2 3 4 5 

31 To give back to the 

community 

1 2 3 4 5 
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 (e) Challenges in implementation of CSR practices 

Given the following statements and based on your opinion, could you rate them from a 

scale of not a challenge, minor challenge up to biggest challenge on the table below: 

Qtn 

No 

Statement Not a 

challenge 

Minor 

challenge 

Some 

challenge 

Bigger 

challenge 

Biggest 

challenge 

32 Lack of knowledge  1 2 3 4 5 

33 Lack of institution 

assistance  

1 2 3 4 5 

34 Lack of specific legislation 

on CSR  

1 2 3 4 5 

35 High costs of 

implementation 

1 2 3 4 5 

36 No interest of the top 
management 

1 2 3 4 5 

 

 (f) Strategies used for developing a framework for competitive advantage 

37. In your view what should be the best strategy employed to achieve a competitive 

advantage? 

  Looking at the economic responsibility 

Evaluating the economic benefits first 

Going by the legal responsibility 

Consideration of ethical responsibility 

Philanthropic responsibility- Giving back to community 
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Going by what the political regime desires 

38. What advice would you give to companies concerning CSR? 

……………………………………………………………………………………………………… 

Thanks for your valuable time & Co-operation. 

 


