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Abstract
This paper discusses the emerging trend in which business
organizations perform an expected function of Corporate Social
Responsibility (CSR) with the view of using the means to advertise
their products especially in a nation with complexity in culture and
customs, religion, social class or stratification, attitude, tribalism,
language and traditional beliefs that constitute environment. This
was in line with the current context of implementation and
management of CSR in business environment, organization
leadership and partnering with stakeholders and what is expected
to be. To sustain CSR in Nigeria, there is need for formal organization
dimension such as legal and ethical compliance. In addition to this
is the informal organizational dimension which includes
familiarization of business organizations to the principle of CSR,
assessing the organisation’s roles and a proper auditing of the CSR
reports. It was on the bases of this paper noted that business
environment in Nigeria underscores the sustenance of CSR but could
be reviewed by considering internal, external and international laws.
Also, the organisation’s Human Resource (HR) and critical
assessment of the community needs are essential in reshaping CSR
practices by corporate actors including multinational corporations
in the country.

Keywords: Corporate Social Responsibility, Socio-legal business
context, multinational corporations, companies, Business
environment, Nigeria.

Introduction
Business Organizations have developed a variety of strategies

for dealing with the intersection of societal needs, the natural
environment, and corresponding business imperatives. At one
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end of the continuum are organizations that do not acknowledge
any responsibility to society and the environment. And on the
other end of the continuum are those organizations that view
their operations as having a significant impact as well as reliance
on society at the economic, social, and ecological levels. Different
researches reveal that a variety of strategies, alliances and
partnerships, models such as Ulrich model and approaches are
being used around the globe to respond to issues of Corporate
Social Responsibility (CSR).

Corporate Social Responsibility and Business
Environmental Management provides a practical
resource for the ever increasing number of
organisations concerned about social and
environmental responsibilities in the context of
sustainable development and are interested in
developing tools to improve their performance and
accountability in these areas (Wiley 2010).

CSR as philanthropy in Nigeria could also be tied to some religious
influences. Nigeria is a very religious country. The belief in the
supernatural or some spiritual realities is central to the weltensch
aung of an average Nigerian (Adi, 2006). It can be argued,
therefore, that since gifts and sacrifices are core to religion, the
same beliefs could have easily found an expression in the
Nigerians’ understanding and practice of business-society
relations. However, one would have expected this religious
inclination to influence the attitude of Nigerian businesses
compared to bribery and corruption but that is the domain of
ethical responsibilities. One way of accounting for this could be
that most firms, as a mode of production go into borrowing. This
practice is therefore alien to most African countries. As such most
of these countries make less demand on firms in terms of economic
responsibility, legal and ethical responsibilities, especially as
these responsibilities are enforced through market and regulatory
forces, which unfortunately are weak in most African countries,
including Nigeria. This could also account for the lack of emphasis
on the other waves of CSR (i.e. socially responsible products and
processes and socially responsible employee relations), which
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are prevalent in western economies with strong markets and
regulatory mechanisms. The obligation of any business to protect
and serve public interest is known as social responsibility of
business.

Business corporations and organisations around the world
are struggling with a new role; this is to meet the needs of the
present generation without compromising the ability of the next
generations to meet their own needs. Organizations are being
called upon to take responsibility for the ways their operations
impact societies and the natural environment. They are also being
asked to apply sustainability principles to the ways in which they
conduct their businesses. Sustainability refers to an organization’s
activities, typically considered voluntary, that demonstrate the
inclusion of social and environmental concerns in business
operations and in interactions with stakeholders (Marrewijk &
Verre, 2003).

It is no longer acceptable for a corporation to experience
economic prosperity in isolation from those agents impacted by
its actions. A firm must now focus its attention on both increasing
its bottom line and being a good corporate citizen. Having in
mind the global trends and remaining committed to financial
obligations to deliver both private and public benefits have forced
organizations to reshape their frameworks, rules, and business
models. To understand and enhance current efforts, the most
socially responsible organizations continue to revise their short-
and long-term agendas, to stay ahead of rapidly changing
challenges.

The principles of corporate social responsibility
demands that a company deriving a utility from a
community should respond positively to the problems
of that community. Constitutional Rights Project (CRP)
1999

Furthermore, a multifaceted shift has occurred in how
organizations must understand themselves in relation to a wide
variety of both global and local stakeholders. The quality of
relationships that a company has with its employees and other
key stakeholders—such as customers, investors, suppliers, public
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and governmental officials, activists, and communities is crucial
to its success, as is its ability to respond to competitive conditions
and corporate social responsibility (CSR). These major changes
require national and global companies to approach their business
in terms of sustainability in ensuring development; both individual
and organizational leadership play a major role in this
transformation.

Sustaining corporate responsibility in Nigeria business
environment is therefore a prominent feature of the business
and society literature, addressing topics of business ethics,
corporate social performance, global corporate citizenship, and
stakeholder management. Management education can be an
important source of new ideas about shifting towards an
integrated rather than splintered knowledge economy, but this
means also that the role and meaning of socially responsible
leadership needs to be updated.

The update needs to be in line with the field addressing
complex and critical issues, such as human rights, environmental
protection, equal opportunities for all, fair competition, and the
interdependences that occur between organizations and society
(Quinn, 2008). The aspiration of many corporations, organizations
and business ventures to contribute to a better world is great,
but translating that aspiration into reality remains a challenge
for organizations the world over, since it is based on corporate
social responsibility which needs to be sustained especially in
Nigeria where the business environment needs to be properly
diagnosed in order to achieve the business organizations’ goals,
having in mind the aims and objectives of the business. According
to Schemerhors (2000), areas of social responsibility (SR) include:
ecology and environment SR, consumption, community needs,
government relations, minorities and backward communities,
labour relations, share holder relations and corporate
philanthropy.

Corporate Social Responsibility: Concept Analysis
Business firms have new roles and new responsibilities in

the modern economy. Business decisions are not made the same
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way they were made ten or twenty years ago. In the modern
economy, business decisions must be made with due
consideration for other persons, groups or systems considered
to be relevant in the company’s line of business. The reason is
because of the fact that, the impact of business decisions is
felt by more people in more ways now, than in earlier times.
The new roles and responsibilities of business in modern
economy are now being dealt with at the national and
international levels under the purview of Corporate Social
Responsibility (CSR) to the society or the community where
they are sited.

Today, most business managers in the world, especially in
Europe and North America, consider Corporate Social
Responsibility as a core requirement of making their businesses
sustainable. However, the same cannot be said for most firms
operating in Nigeria. For most Nigerian business managers, the
concept of Corporate Social Responsibility is still relegated to the
background of philanthropy; but philanthropy has been grossly
inadequate in addressing some of the complex problems that
confront these managers and the business firms they manage.

With the emergence of democracy and the liberalization of
the Nigeria economy, an enabling environment has been created
for Corporate Social Responsibility to thrive. People and groups
can now freely express their pleasures and displeasures at
corporate behaviour and also the actions of business firms will
be watched more carefully by the media, government officials,
and the communities in which they conduct business. These
factors taken together present both opportunities as well as
threats for present day businesses. In addition, globalization has
broken down geographic barriers that separated various nations,
thus, various stakeholder groups now have the ability (through
technology) and potential of coming together to form a common
front through which they will seek to re-define the scope,
dynamics and nature of business and society relations.

As long as Nigerian managers (present and future) still look
at the concept of Corporate Social Responsibility strictly from
the periscope of philanthropy, they will be ill-prepared to tackle

the challenges of 21st century business. As at today, Europe
has formed a collective front aimed at preparing its present
and future managers for these 21st century challenges
associated with Corporate Social Responsibility (CSR) and the
changing expectations of various stakeholder groups.  For
instance, CSR Europe is a network of various leading business
organizations established with the purpose of adequately
providing resources and institutions aimed at training future
business leaders to use Corporate Social Responsibility as a
strategy for achieving competitive advantage and the
sustainability of their business firms (Peter 2006).

Implementing and Managing Corporate Social Responsibility
in Business Environment

CSR is either an integral part of the business strategy and
corporate identity, or it can be used as a defensive policy, with
the latter being used more often by companies targeted by
activists. The rationale for CSR can be based on a moral argument,
a rational argument, or an economic argument (Werther &
Chandler, 2006). Campbell (2007) is representative of a group of
studies that create testable propositions related to the conditions
under which organizations will move toward CSR. The findings
showed corporations’ level of social responsibility as being
influenced by factors such as financial conditions of the firm,
health of the economy, and well-enforced state regulations. Ways
of describing these rationales vary, from the more skeptical view
of cause-related marketing to a more generous attribution of
genuine socially responsible business practices (Kotler & Lee,
2005).

To ascertain how CSR is implemented in organizations, some
research uses a developmental framework to show change in
awareness, strategy, and action over time, and posits stages of
CSR from elementary to transforming (Mirvis & Googins, 2006).
Jackson and Nelson (2004) take more of a how-to approach,
offering a principle-based framework for mastering what they call
the “new rules of the game.” Examples of principles include
harnessing innovation for the public good, putting people at the
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center, and spreading economic opportunity.
Husted and Allen (2007) point out that much effort has

focused on CSR in an attempt to demonstrate that positive CSR
can be linked to improved financial performance. There is a
growing sense that looking after the people and the community
as well as the environment are all relevant to long-term business
survival.

Organisation Leadership and Partnering with Stakeholders
The role of the leader in guiding business toward

sustainable social responsibility is complex and vast, and it has
been alleged that it requires a unique array of leadership skills
and competencies. A change in management thinking has been
from process to people (Kennedy, 2007). Leadership styles and
leadership capabilities and competencies most prevalent among
leaders whose organizations have successfully experienced
changes in organizational strategy and focus, transitioned toward,
and achieved more socially responsible behaviours.

Leaders of socially responsible organizations have been
associated with the charismatic leadership style; the connection
between top managers and firm outcomes depends to a large
extent on the managers’ charismatic leadership under conditions
of perceived environmental uncertainty (Waldman, Ramirez,
House, & Puranam, 2001). Charismatic leadership style
communicates an innovative vision, energizes others to innovate,
and accelerates innovation processes and CSR; interactive
leadership characteristically empowers employees to innovate and
to become innovation leaders themselves (Bossink, 2007). The
transformational leader is able to communicate so enthusiastically
that the result is pulling people to commit to the vision of the
leader on sustainability (Hanson & Middleton, 2000). Some
effective organizational models for CSR, however, support a
simultaneous transformational and visionary leadership style,
together with a need for transparency (Jones, 2000). Moreover,
CEOs’ intellectual stimulation is found to be significantly
associated with the propensity of the firm to engage in strategic
CSR, or those CSR activities that are most likely to be related to

the firm’s corporate and business-level strategies.
CSR is strictly embedded with a multitude of business actors.

With the call for sustainability and the new role of business in
society (Blowfield & Googins, 2006), and with increased
expectations and new rules and tactics (Burke, 2005), leadership
is bound to come into contact—and conflict—with key
stakeholders in the arena of responsible business, global versus
regional and local needs, and different national cultures.

The concept of stakeholder engagement and communication
with stakeholders looks like a catch-22 of leadership practices
for CSR (Morsing, Schultz, & Nielsen, 2008). Although companies
strive to engage in CSR together with their stakeholders; they
are simultaneously struggling to understand the true relationship
behind this marriage—and first of all, who their stakeholders
are. They are seen as competing for influence with employees
(trade unions), customers, consumers, suppliers, competitors,
trade unions, the environment, the local communities, and the
society at large, to name a few and the most recurrent ones. This
stakeholder include the environment in which the business
operate; the national communities in which the business is
developed and sustained; local communities which are “hosts” to
companies and industry; the employees who provide the labour;
and the customer, supplier and contractors who feel the impact
of the companies activities in many differing ways. Other
leadership attributes are related to sustainable social success
(Waddock, 2007; Waldman, Siegel, & Javidan, 2006), and leaders’
values such as integrity, teamwork, respect, and professionalism
are part of global responsible leadership (Van de Loo, 2006).

Nigerian States and the Business Environment
Nigeria has always flaunted her commitment to attract

investors, both local and foreign. The governors and key state
officials have had cause to embark on countless foreign tours for
this purpose. One factor best explains this forlorn hope, to wit
the nature and quality of the nation’s business environment.
Business environment is essential to economic growth, poverty
reduction, sustainable development and attainment of the
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Millennium Development Goals (MDG’s) and Vision 20:2020.
Business environment indeed entails providing enabling

conditions for effective, efficient and profitable enterprise
development and it is the primary responsibility of governments
at all levels to provide this much needed environment. Indeed,
the quality of business environment is directly linked to the quality
of governance.

However, a good business environment entails well
functioning and efficient public infrastructure, institutional
systems and regulatory services. It helps to reduce the cost of
doing business, difficulties encountered in operating a business
and business mortality rate, on the other hand, bad business
environment adversely affects everyone – individuals, businesses,
communities and groups. It increases poverty and reduces the
nation’s global economic competitiveness. What constitutes
Nigeria’s business environment is the sum total of business
environment of the constituent parts of the federation. The very
important question therefore is, how has each state government
and geo-political zone, fared in providing enabling business
environment? How business-friendly are they? This however calls
for the benchmarks for assessing business environment, namely:
infrastructure and utilities such as power, roads, public
transportation system, water and sanitation and social welfare;
regulatory services such as property registration, tax
administration, designation of industrial and enterprise zone,
contract enforcement, justice sector delivery, business
registration; business development support such as access to
business finance, entrepreneurship promotion, support for
industrial parks. Incidentally, this has not been the case in Nigeria
especially during the military regimes when things deteriorated
to the extent that corporate social responsibility is not seen as
an important phenomenon and those that even exercise this, do
it in anticipation of some rewards companies in Lagos State are
examples. In a contrary view, a typical example is the situation in
Niger-Delta in Nigeria where (militants) community members
engaged oil companies since these oil companies and the
government failed to ensure corporate social responsibility. This

is what informed the variously protracted restiveness in the oil
rich Niger Delta, as the multinationals for decades have continued
to violate environmental rules to the detriment of the host
communities like Ogoniland as well as being accomplices in the
brutal violation of human rights in these communities by
successive civilian and military governments. Similarly, recent
settlement of victims by drug giant Pfizer International
Incorporated in a lawsuit over the ill-fated Trovan antibiotics
experiment on children during a meningitis outbreak in Kano state
is another abuse of Corporate Social Responsibility (CSR) - (Our
Rights, 1999). The concept that companies have responsibilities
to the community at large other than to make money has gained
increasing currency. However, international law is only just
beginning to address the behaviour of non state actors such as
transnationals. Consumers, activists, and concerned shareholders
have begun to put pressure on the major transnationals to pay
more than lip service to ideas of good corporate citizenship, calling
for international regulation of corporate activities (Bronwen,
2000).  In 2007 when Nigeria promulgated the Fiscal Responsibility
Act 2007, observers perceived it as a way of enthroning a sound
corporate responsibility delivery to the masses. Since the act
empowers government to serve as custodian of the citizens’ rights
- in relation to the activities of the multinationals.

Based on these, the areas of corporate responsibility include
Economic Responsibility – run an efficient and effective business,
Legal Responsibility – play by the rules, Ethical Responsibility –
do what is right and Discretionary Responsibility – go beyond
the call of duty. Therefore corporate social responsibility falls
under the ethical responsibility, and is no longer regarded as
pure philanthropy or benevolence. These reaffirm corporate social
responsibility which encompasses a wide range of practices such
as strategic philanthropy, corporate-community partnership,
corporate diversity, host community participation and
consultation.

Ways to Sustain Corporate Social Responsibility in Nigeria
The sustainability of corporate responsibility in Nigeria is

multifaceted in a complex environment like Nigeria. Differences
in the culture and customs, religion, social class or stratification,
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attitude, tribalism, language, traditional beliefs, taste and
preferences, buying and consumption pattern, are the distinct
features attributed to the country. In a micro view of the
organizations, the principles and responsibilities of these
organizations and companies must be properly diagnosed to ensure
the achievement of their goals by developing human resources
(HR). These can be in different dimensions; which cut across the
organizations, the communities, and the government.

Formal Organisation dimensions

* Legal compliance: the extent to which an organization
complies with Local, State and National and International laws.

* Ethical compliances: the extent to which the organization
members follow basic ethical standard of behaviour.
These will lead to economic responsibility, legal responsibility,
ethical responsibility and discretionary responsibility will be
met.

* Philanthropic giving: Awarding funds or gifts to charities or
worthy causes.
In addition to these, companies must ensure proper need
assessment in the people where the companies are established.
A certain percentage of the profit made annually must be
ploughed back to the society according to the societal needs.
Well strategized methodology must be adopted, which must be
in line with government policies in order to ensure cordial
relationship between the company and the community
members. Other dimensions are:

Informal Organisation dimensions
* Familiarizing themselves with the principles of CSR: Proper

understanding of CSR is essential by the HR, as its principles
will guard and guide the activities of the organization.

* Assessing their roles: designate responsibility for the
implementation of environmental and corporate responsibility
policies to a named member of the Committee of Managing
Directors. The roles of the employees must also be well spelt
out both in horizontal and vertical way. These will work against
misconception of idea, duties and responsibility of the company
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to all stakeholders. Since managers make the difference in
ethics and social responsibility there must be managers (and
workers) to accept personal responsibility for doing the “right”
things. Managers play a crucial role in responding to public
demands. Ethics and social responsibility play a central role in
managers’ decisions and activities. Ethics training; structured
programs that will help participants to understand ethical
aspects of decision making; help people incorporate high ethical
standards into daily life and help people deal with ethical issues
under pressure.

* Ensuring that the internal issues of employees’ rights are
on the company’s CSR agenda.

* Auditing HRD activities and including them as part of CSR
reports: establish effective internal procedures for the
implementation and monitoring of such reports which enables
a proper assessment of the company performance, hence
establishment of an independent external review and audit
procedure for such policies, with a link between the CSR
activities to company policy-making and publishing of report
to shareholders on the implementation of such policies in
relation to the company’s operations in Nigeria by the end of
every fiscal year.

* Serving as advisors or designers in CSR processes.
* Tying together CSR and employee learning activities.

Conclusion
The principles of corporate social responsibility are now firmly

entrenched as legitimate expectations of a corporation’s
stakeholders. They should therefore also have a voice in how
businesses operate”. The advantages of establishing and
institutionalising a corporate responsibility programme are
myriad. They include building long-term shareholder value,
corporate financial stability and sustainability, consumer and
customer approval and loyalty, promoting self-regulation and
deterring government regulatory intervention and enhancing
corporate reputation. It therefore provides a monitoring
mechanism to improve public accountability of state governments
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regarding how their reforms are impacting on the business
environment and public services in general.

Corporate Social Responsibility (CSR) activities will gain
momentum. This however is subject to gross abuse by the
maximum profit oriented multinationals as a cover up to the
neglect and under payments in their host countries. However,
fiscal responsibility of government to the citizenry must
correspond to the Social Corporate Responsibility activities of
the corporate sphere to the people. This will help to placate the
rampant violence in the ever-restive Niger Delta and the South
Eastern zone of the country where militancy, pipeline vandalism
and most recently, the rampant kidnapping of both expatriates
and rich individuals for huge ransom are on the increase. The
government must create the enabling social and business
environment by aggressively tackling the issues of security, power
and poverty by formulating laws with strong adherence as well as
deliver on electoral mandate to the people. Having all these in
place, social responsibility will be favoured in the areas of adding
long-run profits, better public image, avoid more government
regulation,  businesses have resources and ethical obligation and
better environment.

The government on the other hand does influence CSR in a
positive way through some governmental agencies that monitor
compliance with legislative mandates through the Federal Aviation
Administration (FAA), Environmental Protection Agency (EPA),
Occupational Safety and Health Administration (OSHA) and Food
and Drug Administration (FDA). They however operate in the
occupational safety and health, fair labour practices, consumer
protection and environmental protection.
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