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Abstract  

Corporate Social Responsibility (CSR) has evolved from a theoretical concept to a 

complex managerial tool used to build a company’s reputation and enhance its 

competitive advantage hence currently an integral part of business strategy to enhance 

firm performance. The purpose of this study was to determine the impact of corporate 

social responsibility on organizational performance in north east Nigeria. Manufacturing 

is a key driver of global trade and highly espoused in north east Nigeria development 

plan. The specific objectives and hypotheses sought to examine and test the effect of 

firms’ sensitivity to multiple stakeholders comprising employees, customers, 

community and government on financial and non-financial firm performance. The study 

was anchored on stakeholder, resource based and social contract theories. Descriptive 

survey research design was use to explain existing CSR phenomenon in relation to firm 

performance.. Primary data was obtained by use of a self-administered questionnaire 

and secondary data obtained from organizations’ annual reports, journals, books, 

researches, theses, dissertations, articles and company websites by use of a similar 

questionnaire as used in primary data, after the response, to validate the primary data. 

Regression analysis was used to test the relationship between CSR and firm performance 

by use of SPSS, where data was presented in descriptive and inferential statistics. The 

findings of the study revealed that customer, community and government relations have 

positive and significant effect on performance of manufacturing firm in north east 

Nigeria. 

 

KEYWORDS:, corporate social responsibility, employee relation, manufacturing 

companies 

  

INTRODUCTION  

The contemporary business environment has been greatly affected by dynamic 

turbulence and competition which are highly influenced by globalization. This 

dynamism demands that organizations constantly review and modernize their 

approaches to management and keep their focus on the delivery of value. Enhanced 
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competition requires increased efficiency and effectiveness to win the highly informed 

and empowered consumers who have easy access to global products and information.  

Various strategies including generic and grant strategies have been employed by firms 

for competitive advantage to outperform one another for customer satisfaction through 

dynamism in creativity and innovation (Faulkner & Segal-Horn, 2018; Newman et al., 

2016; Pearce & Robinson, 2017).   

Intense competition for industrial products pose markets with social contestability 

based on environmental and health related externalities attributed to the products and 

processes, and economic contestation from competitors. Firms use CSR to create shared 

value for their stakeholders and to mitigate their adverse impacts (Crifo & Forget, 2017). 

CSR involves economic, legal, ethical and discretionary concerns (Fadun, 2018; 

Galbreath, 2009) for employees, customers, community, government and other 

stakeholders (Fu & Shen, 2017; Popa & Salanta, 2018; Safwat, 2018; Sweeney, 2019; 

Tilakasiri, 2017). Organizations are often under pressure from various stakeholder 

groups to commit resources to CSR activities (Bagh, Khan, Azad, Saddique & Khan, 2017; 

Manyasi & Masinde, 2017; Sweeney, 2019; Tilakasiri, 2018), hence a key strategy in 

business operations.  

Manufacturing sector plays a key role in socioeconomic transformation and 

development (AfDB, 2017). However, manufacturing leads to serious environmental 

impacts through depletion of natural resources and creation of pollution. Companies that 

produce goods with the least possible impact on the environment gain competitive 

advantage. Manufacturing firms are facing major challenges as environmental 

requirements entail radical changes in product design and production systems as 

increased competition from low cost countries creates a strong urge for more affordable 

products and enhanced performance (UNIDO, 2018). To enhance their reputation and to 

mitigate the risks emanating from the negative impacts of their operations, firms engage 

in CSR to constructively interact with various stakeholders (Fernando, 2017).  

Corporate Social Responsibility (CSR) is a strategy employed by firms to achieve 

competitive advantages (Ching, Yin, Pei, Zhi & Pei, 2017; Galbreath, 2009; Newman et al., 

2017). CSR enhances corporate image and reputation resulting in improved company’s 

competitiveness (Carroll & Shabana, 2017; Chung & Safdar, 2018; Togun & Nasieku, 

2018). It involves managing multiple stakeholder ties concurrently and therefore 

mitigates the likelihood of negative regulatory, legislative or fiscal action, and attracts 

socially conscious consumers and investors (Freeman et al., 2017). Engagement with 

stakeholders enhances and sustains a firm’s revenue generation through improved 

relationship with employees, customers and other stakeholders (Harrison & Wicks, 

2018). The relationship between business and society has witnessed a massive 

transformation from the traditional view of business performance as profit maximizing 

economic agent to a more ethical outlook that analyzes the greater impact of business 

on society (Safwat, 2017).  
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The manufacturing sector is the engine of economic growth and a catalyst for national 

development. This is realized through wealth and employment creation, contribution to 

the country’s Gross Domestic Product (GDP) and poverty alleviation among the citizenry 

(Shen, Govindan & Shankar, 2017; Togun & Nasieku, 2017). In Japan, it accounts for 24 

percent of GDP and 90 percent of exports (KPMG, 2018). This therefore raises global 

concern on the performance and impact of manufacturing firms since the pervasive 

growth of the manufacturing sector has resulted in depletion of natural resources and 

ubiquitous pollution, hence CSR used to mitigate such market imperfections (Crifo & 

Forget, 2018).   

The increasing significance of CSR has prompted governments to promote socially and 

ecologically responsible corporate practices in their national public policies. 

Governments such as Canada and Denmark monitor CSR practices and have national 

policies that make it mandatory for companies to include information on CSR in their 

annual financial reports. International benchmark bodies such as ISO 26000 (CSR 

standard), ISO 14001 (EMS), OECD guidelines, Global Reporting Initiative (GRI), 

AccountAbility1000, Social Accountability 8000 and UN Global Compact, entail tenets of 

responsible investment (Henriques, 2017; Kalunda, 2018). Some countries impose 

compulsory CSR obligations that demand mandatory contribution to CSR activities 

(Chung & Safdar, 2017; Ramdhony, 2018). Brazil has a lively CSR scene under Instituto 

Ethos, a network of businesses committed to social responsibility (Morara, 2017). 

Developed countries, such as Britain, Germany, France, Belgium, Denmark, Australia and 

Canada, have working CSR legislations which champion responsible business practices 

(Ibrahim, 2018).  

There is paradigm shift from the traditional single bottom line to contemporary triple 

bottom line (TBL); people, planet and profit firm performance measures (Bagh et al., 

2017; Bremner, 2016). However, the problem with the TBL is that it is not easily and 

clearly measurable and therefore does not offer a clear test of business success or 

effective performance in the use of resources. Whereas measuring profits is 

straightforward, measuring environmental protection and social justice is not (Morara, 

2018). The expanding reach of media coupled with advances in information technology, 

such as the internet, has enabled immediate and widespread exposure of corporate 

activities even in most remote areas, hence the dire need for responsible business 

practice (Yin, Rothlin, Li & Caccamo, 2018).    

Africa is abundantly endowed with precious natural resources, but still relies heavily on 

imported inputs due to lack of domestic capabilities to transform the resources into 

industrial inputs and finished products (AfDB, 2014). The manufacturing sector is widely 

considered to drive African development due to the labour-intensive and export nature 

of the industry. Many African economies are based on raw commodity exports, which 

make them highly unsustainable and susceptible to external shocks. In Africa, 

manufacturing accounts for about 13 percent of GDP and 25 percent of exports. 
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However, Africa’s manufacturing sector is expanding fast through investments in 

institutional factors and foreign direct investments (KPMG, 2018).   

While acquiring technology to exploit the vast resources, developing countries 

encounter the risk of obsolete and harmful technologies and products, and 

environmental degradation due to weak regulations, frameworks, institutions, 

standards and indices (Ahen, 2017; Tilakasiri, 2018). Enforcement of CSR ensures that 

firms are accountable to stakeholders for harmonious coexistence which leads to 

improved firm performance and social reputation (Calabrese, Costa, Menichini, Rosati & 

Sanfelice, 2017).   

The Nigerian economy is expected to grow at 10 percent per annum as envisaged in 

Nigerian Vision 2030 over-arching goal of transforming into “a newly industrializing, 

middle income country providing a high quality of life to all its citizens in a clean and 

secure environment” by 2030. Rapid industrialization in South East Asia (SEA) resulted 

in economic transformation with contribution to GDP increased from about 15.4 percent 

in 1970 to over 30.0 percent in 2012, while contribution of manufacturing sector to GDP 

in Nigeria has stagnated at about 10 percent.   

The Constitution of Nigeria 2010, Chapter Five, Part 2, provides for “sustainable 

exploitation, utilization, management and conservation of the environment and natural 

resources” (GOK, 2010). KIM’s Organizational Performance Index (OPI) ranks 

companies’ competitiveness for Company of the Year Award (COYA). In OPI, CSR is 

placed in seven areas of concern: Community involvement and development, human 

rights, labour practices, fair operating practices, consumer issues and the ecology 

(Muturi, 2013). The Global Compact Network Nigeria is managed by Nigeria Association  

of Manufacturers (NAM) (GIZ, 2017). These espouse financial and non-financial firm 

performance measures.   

The manufacturing sector in north east Nigeria is affected by various concerns: Energy 

consumption, waste management and recycling, labour practices, occupational health 

and safety, health effects of processes on residents and quality of products. These 

concerns cause conflict with various stakeholders including the government, human 

resource, community and consumers (Mwangi & Oyenje, 2013), hence the need for 

government regulation and establishment of functional CSR institutions (Muthuri & 

Gilbert, 2011). Firm stakeholders; employees, customers, community and government, 

are the most common constructs in CSR studies (Ahmad & Zabri, 2016; Chen, 2015; 

Tilakasiri, 2012) and therefore formed the independent variables in this study because 

they are highly salient in Kenyan context.   

 

Problem statement: 

Manufacturing sector is a key driver of global trade and is highly espoused in  Vision 

2030 economic blueprint (NIPPRA, 2013). The government of Nigeria has initiated 

programmes to shift into mass industrial production of higher value-added  
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  goods that are competitive in the export market through development of a favourable 

business environment and infrastructure (NNBS, 2016; NPMG, 2014), hence the need to 

study the manufacturing sector in Nigeria.  

In today’s business environment, social and ecological responsiveness is a battle ground 

for competitive success (Porter & Kramer, 2011). Manufacturing of products exploits 

natural resources and generates waste and pollution, hence the need to sustainably 

control their negative impact on stakeholders (Galbreath, 2009). CSR heightens the need 

for organizations to adopt policies that focus on the importance of minimizing or 

eliminating harmful practices meted on stakeholders (Cruz & Ramos, 2015).   

The growing stakeholder clamour and bargaining power put pressure on businesses to 

balance economic, social and environmental concerns in their operations (Bremner, 

2016). A balanced approach to measuring sustainable organizational performance 

includes financial and non-financial measures (Galbreath, 2009). Triple bottom line 

(TBL) or sustainable balanced score card is commonly used in CSR studies to measure 

business performance (Freeman et al., 2010; Njoroge, Machuki, Ongeti & Kinuu, 2015). 

This research sought to measure firm performance broadly in both financial and 

nonfinancial perspectives.   

 

Objective of the study: 

General Objective  

The general objective of this research was to determine the impact of corporate social 

responsibility on the performance of manufacturing companies in north east Nigeria 

    

1.3.2 Specific Objectives  

The study was guided by the following specific objectives:  

i To establish the impact of employee relations on the performance of manufacturing 
companies in north east Nigeria 
 ii To determine the impact of customer relations on the performance of manufacturing 
companies in north east Nigeria 
iii To assess the impact of community relations on the performance of manufacturing 
companies in north east Nigeria 
 

Research Question  

1. To what extend does employee relation influence the performance of 
manufacturing companies in north east Nigeria ? 

2.  How does customer relation affect the performance of manufacturing 
companies in north east Nigeria ? 

3. Does community relations influence the performance of manufacturing 
companies in north east Nigeria ? 
 

Research Hypothesis: 

H01: Employee relations have no significant impact on the performance of 

manufacturing companies in north east Nigeria 
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H02: Customer relations have no significant impact on the performance of 

manufacturing companies in north east Nigeria 

 

Scope of study 

The study focused on manufacturing companies in the north east Nigeria covering 

Bauchi, Taraba, Gombe, Adamawa, Yobe and Borno state. Manufacturing is a key driver 

of global trade (AfDB, 2016) and a priority sector envisaged to spur economic growth in 

Nigeria Vision 2030 development plan (NIPPRA, 2013).  This study adopted multiple 

stakeholder constructs comprising of employees, customers, community and 

government, who are the most concerned parties in CSR execution (Ahmed, 2016). It 

used financial and non-financial measures to determine firm performance, by 

considering firm’s contribution to sustainable development through social, economic 

and ecological gains (Safwat, 2015). The survey captured performance for 5 years (2012 

to 2016) and carried out from 27th March 2017 to 27th March 2018.  

 

Justification of the study 

Managers without strategic understanding of CSR are prone to postponing costs that 

later escalate when the company is later judged to have violated its social obligation. 

Coordinated CSR activities connected to the company’s strategy make significant social 

impact and strengthen the firm’s long term competitiveness (Porter & Kramer, 2017). 

Research has identified CSR as a win-win strategy for business and society (Iatridis, 

2016). This research will be of significant contribution to the body of knowledge to 

sensitize managers and industrialists in mainstreaming and targeting their efforts to 

social and environmental concerns emanating from their operations in an effort to 

obtain competitive advantage. It will invoke managers and industrialists to compile and 

publish data on CSR to test and enrich extant literature. It will guide formulation of policy 

guidelines that create harmony between manufacturing firms and the various 

stakeholders 

 

LITERATURE REVIEW 

Corporate social responsibility is viewed as an organization’s commitment to make the 

most of its positive impact on stakeholders while minimizing its negative impact on the 

society (Ferrell et al., 2018; Brinkmann and Peattie, 2017). The World Bank (2018) 

defines CSR as “the commitment of business to contribute to sustainable economic 

development by working with employees, their families, the local community and society 

at large to improve their lives in ways that are good for business and for development”. 

The corporate responsibility Index (2017) states that corporate Social responsibility is 

achieved when “a business adapts all of its practices to ensure that it operates in way 

that meet, or exceeds, the ethical, legal, commercial and public expectations that society 

has of business”. There are several initiatives by policy makers and various stakeholder 

representatives to spread the idea of socially responsible behaviour. The Commission of 
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the European Communities defined (2018) CSR as “a concept whereby companies 

integrate social and environmental concerns in their business operations on a voluntary 

basis”. The literature is rich with several studies examining the association between the 

social involvement of businesses and financial performance and profitability (e.g. Griffin 

and Mahon, 2017; Waddock and Graves, 2017; Jackson and Parsa, 2019; Kempf and 

Osthoff, 2017). However, empirical findings reveal inconclusive evidence of the 

relationship between CSR and profitability.Pava and Krausz (2018) examine21 studies 

of corporate social performance and financial performance between 2000 and 2002.The 

findings of 12 studies demonstrate a positive association, eight showed no association, 

and only one study indicates a negative correlation. Early research such as Aupperle et 

al. (1985) finds slightly negative relationship between social responsibility and 

profitability. This research supports the view that the costs of being socially responsible 

forces the firm into an unfavourable financial position versus firms that are not socially 

responsive. Moore (2018) examines the relationship between corporate social and 

financial performance in the UK. Supermarket industry, the outcomes find a negative 

relation between contemporaneous social and financial performance are while prior-

period financial performance is positively related with subsequent social performance. 

Moreover, Mc Williams and Siegel (2017) reveal no significant direction between CSR 

and corporate performance. On the other side, Stanwick and Stanwick (2017) examine 

the relationship between the corporate social performance and the financial 

performance of an organization between 2003 and 2005. The results of the study show 

a significant positive correlation between CSP and profitability for all six years of the 

study. This study supports the view that profitability of the firm allows and/or 

encourages managers to implement programs that increase the level of corporate social 

responsibility. Berman et al. (2018) reports positive and significant effects from some 

CSR dimensions and the short-term profitability. Berman et al. (2017) indicate that 

corporate activity enhancing employees’ relations has a positive impact on firm 

efficiency. They point out that the carrying out of advanced human resources practices 

including in the legal and ethical dimensions allows firms to achieve low turnover, high 

productivity, and increased firm’s commitment among employees. Moreover, the results 

show that the failure to maintain high product quality through irresponsible corporate 

activities leads to decreased patronage or increased lawsuits so could decrease firm 

profitability. Waddock and Graves (2018) measure the profitability of corporate 

financial performance by using three measures which are ROA, ROE, and ROS, providing 

a variety of measures used to assess corporate financial performance by the investment 

community. Firms that are doing financially well have the resources to spend on long-

term investments with high strategic impact such as investment in enhance local schools 

and improve community conditions, While those firms with financial troubles may have 

fewer financial resources to invest in traditional CSR activities. Additionally, the results 

indicate that there are positive link between corporate social performance and financial 

performance.  
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Table 3.1  Sectorial distribution of manufacturing companies in north east Nigeria 

Sector Number of companies in the sectors 

Consumer    goods 29 

Industrial     goods                                                      24 

Health Care goods 10 

Conglomerates 6 

Natural resources 5 

Total 74 

Source;   Nigeria Stock Exchang (NSC).  

 

Organization  Performance  

In this study, it was hypothesized that firm performance related positively to CSR. 

Employee learning and growth, internal processes, customer satisfaction and financial 

performance were employed as indicators of firm performance based on firm efficiency 

and profitability. According to Sweeney (2019), the fast changing business climate 

demands satisfaction of the multiple stakeholders of the firm. Failure to take cognizant 

of social responsibility on all stakeholders results in stakeholder reactions including 

employees withdrawing their loyalty, customers refusing to buy the firm’s products, 

communities not tolerating the firm, and the government taking legal action. Firm’s 

performance through customer satisfaction. They suggest that managers can obtain 

competitive advantages and reap more financial benefits by investing in corporate social 

responsibility. Many researchers examined the relationship between each dimension of 

CSR and firm performance (Inoue and Seoki, 2018; Robert, 2017). Bird, Momente and 

Reggiani (2017) also find a positive relationship to exist between an aggregate score for 

CSR activities and corporate performance but conclude that this finding did not extend 

to the relationship between each individual CSR activity and corporate performance. 

Peloza and Papania (2018) point out that the financial effects of various CSR dimensions 

may be different for firms in different industries based on the level of importance 

assigned to each primary stakeholder for the industry. Inoue and Lee (2017) examine 

how different dimensions of CSR could affect financial performance among firms within 

four tourism-related industries. The results show that each one of CSR dimensions in a 

different way affects the two financial performance measures and that such financial 

impact vary across the four tourism-related industries. In addition, the association 

between CSR and corporate performance, where numerous studies controlled for three 

variables (firm size, industry sector and firm age) which have a significant impact on the 

effects of market orientation and CSR on firm performance (Brik et al., 2017; Barone et 

al., 2017; Bhattacharya and Sen, 2018; Maignan et al., 2017).Moreover, many researchers 

provide evidence that the stakeholders expect more social initiatives from large 

companies than from small ones. For example, large corporations and publicly traded 

businesses are pressured to display anobligation to CSR (Windsor, 2001; Park, 2018; 

Brik et al., 2017). In their early study, Trotman and Bradlely (2017), find significant 
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relation between social responsibility disclosure and the firm size measured by both 

total assets and sales volume. Additionally, Stanwick and Stanwick (2016) point out 

those larger firms recognise the need to be leaders in their commitment to corporate 

social performance. The leadership role may be due not only to the firm’s access to 

further assets used to implement corporate social performance plans, but also to the 

increased impact of other stakeholders (i.e. government regulations, environmental 

groups) rather than a primary focus on stockholders. They found a significant positive 

association between the firm size and corporate social performance. Furthermore, small 

companies are less able than their large counterparts to adopt CSR philosophies and to 

connect their CSR activities to outside stakeholders (Margolis et al., 2019; Brik et al., 

2017; Stanwick and Stanwick, 2018; Spicer, 2017).  

 

Relationship between Corporate Social Responsibility and Organizational 

Performance 

There is positive relationship between corporate social responsibility and organizational 

performance. Firm performance through customer satisfaction. They suggest that 

managers can obtain competitive advantages and reap more financial benefits by 

investing in corporate social responsibility. Many researchers examined the relationship 

between each dimension of CSR and firm performance (Inoue and Seoki, 2018; Robert, 

2017). Bird, Momente and Reggiani (2017) also find a positive relationship to exist 

between an aggregate score for CSR activities and corporate performance but conclude 

that this finding did not extend to the relationship between each individual CSR activity 

and corporate performance. Peloza and Papania (2018) point out that the financial 

effects of various CSR dimensions may be different for firms in different industries based 

on the level of importance assigned to each primary stakeholder for the industry. Inoue 

and Lee (2017) examine how different dimensions of CSR could affect financial 

performance among firms within four tourism-related industries. The results show that 

each one of CSR dimensions in a different way affects the two financial performance 

measures and that such financial impact vary across the four tourism-related industries. 

In addition, the association between CSR and corporate performance, where numerous 

studies controlled for three variables (firm size, industry sector and firm age) which have 

a significant impact on the effects of market orientation and CSR on firm performance 

(Brik et al., 2017; Barone et al., 2017; Bhattacharya and Sen, 2018; Maignan et al., 

2017).Moreover, many researchers provide evidence that the stakeholders expect more 

social initiatives from large companies than from small ones. For example, large 

corporations and publicly traded businesses are pressured to display anobligation to 

CSR (Windsor, 2001; Park, 2018; Brik et al., 2017). In their early study, Trotman and 

Bradlely (2017), find significant relation between social responsibility disclosure and 

the firm size measured by both total assets and sales volume. Additionally, Stanwick and 

Stanwick (2016) point out those larger firms recognise the need to be leaders in their 

commitment to corporate social performance.  
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Theoretical Framework  

Stakeholder Theory  

Stakeholder theory suggests that a firm’s obligation is not only to maximize profits but 

also to increase stakeholder satisfaction. It argues that organizations should balance a 

multiplicity of stakeholders’ interests. It recognizes that firms have obligation to a wide 

and integrated set of stakeholders (Harrison & Wicks, 2013; Sweeney, 2009). It posits 

that organizations should treat all stakeholders fairly to improve their performance and 

competitiveness in the marketplace (Tilakasiri, 2012; Yin et al., 2013).     

Stakeholders are constituents who can affect or are affected by the organization’s 

activities. They contribute to the firm’s wealth-creating capacity and are potential 

beneficiaries and risk bearers (Sweeney, 2009). Firms possess both explicit (legal) and 

implicit (self-enforcing) contracts with various constituents. The key stakeholders in the 

firm’s activities include; employees, suppliers, customers, media, local communities, 

government, NGOs and environmental activists (Freeman et al., 2010). CSR is most 

comprehensively studied through stakeholder theory (Chen, 2015; Tilakasiri, 2012). In 

this study CSR framework was based on selected stakeholders; employees, customers, 

communities and government.  

The major limitation of the stakeholder theory is that it proposes fair treatment of all 

stakeholders, which conflicts with the major business profitability objective. The major 

strength of this theory is that it imposes responsibility on firms beyond regulatory 

requirement which assures firm’s long term success and sustainability (Tilakasiri, 2012).  

 

Resource Based Theory  

The resource-based view (RBT) contends that the possession of strategic resources 

provides an organization with a golden opportunity to develop competitive advantages 

over its rivals (Freeman et al., 2010). RBT provides an assessment of the resources that 

the firm requires to possess and dispose of a bundle of distinctive capabilities and 

competencies to be competitive. The RBT suggests that the firm, in competitive business 

environment, needs to leverage its unique resources, capabilities and competencies and 

perform tasks efficiently and expeditiously to capture new opportunities, expel threats 

and to meet customer needs (Al-Ansari, 2014).   

It posits that a firm’s unique capabilities, competencies and management abilities to 

marshal its resources to produce superior performance, determine its competitive 

advantage. The firm’s resources are classified as tangible (financial reserves and physical 

resources; plant, equipment, and raw materials), intangible (reputation and technology), 

and personnel-based (expertise, commitment and loyalty). Whereas   

sustained competitive advantage is based on the attraction, accumulation and retention 

of resources which are unique and hard to copy, employees are nowadays acknowledged 

as valuable assets (Sweeney, 2009). Freeman et al. (2010) argues that, for a firm’s 

resource to be a source of sustained competitive advantage, it must be unique, rare, 



`SSAAR (JMSCD); Journal of  December, 2022 

Management Science and Career Development  

193 | P a g e  

 

Editions 

valuable, inimitable (hard to copy) and non-substitutable. It supports employee, and 

customer relations, and also firm characteristics as sources of competitive advantage.  

This theory supports the coordination of tangible and intangible resources for higher 

performance and competitive advantage. Its major weakness is that many firms have 

limited bundle of strategic assets and capabilities and are easily copied by competitors 

(Al-Ansari, 2014). The major strengths of RBT is that it is the driving force in strategic 

management literature and complements the stakeholder theory in that firm 

competitiveness requires effective management of both organizational resources and 

stakeholder relations (Freeman et al., 2010).   

 

Social Contract Theory  

Social contract theory declares that society has “the mandate” or the “viability of 

business”. This is also referred to as “licence to operate”, the “iron law of responsibility” 

and the “legitimacy theory” (Hilson, 2014). Organizations exist and act by permission of 

society at large, hence obliged to be sensitive to various stakeholders. If organizations 

act in ways that are not consistent with society’s expectations, they will eventually face 

externally imposed controls over their behavior. Thus, firms are obliged to preserve 

their image of a legitimate business with legitimate aims and methods (Sweeney, 2009).  

Social contract is mutual trust and relationship between the organization and 

stakeholders, with a set of rules and assumptions about behavioural patterns. 

Stakeholder management is grounded in the concept of the social contract which focuses 

on the relationship between the business and stakeholders (Sweeney, 2009). Formal 

social contract defines a firm’s explicit responsibilities, including generating returns for  

shareholders, obeying laws and regulations, creating jobs, paying taxes and honouring 

contracts.   

On the other hand, informal social contract reflects society’s implicit expectations that 

are not explicitly stipulated by the law such as adherence to global labour and 

environmental standards, triple bottom-line reporting, industry norms and codes of 

conduct, fulfilling brand promises and philanthropy to the community (Galbreath, 2019).  

According to social contract theory, businesses must act in a responsible manner in line 

with society expectations as they pursue their commercial interests (Mwangi & Oyenje, 

2013). Social contract theory defines relationships with shareholders, employees, 

creditors, suppliers, consumers, the government, the community and various 

stakeholders. Internally, employees become more productive when the working 

conditions, interests and benefits are guaranteed in the corporate internal contract. 

Externally, ensuring the quality of products, abiding to law and protecting the 

environment will help firms to establish a good corporate image and reputation, which 

creates and sustains competitive advantage (Fu & Shen, 2016).  

The social contract recognizes that the firm has to seek favour from the society in which 

it operates. Its weakness is that the extent of corporate social contract is constrained by 

several factors such as laws, policies, morals, self-discipline and the preference of 
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investors, government and community. Its key strength is that firm performance is based 

on the outcome of a collection of contracts with the various stakeholders; shareholders, 

employees, creditors, consumers, suppliers, government, community and other 

stakeholders (Fu & Shen, 2017; Sweeney, 2018).  

 

Empirical review 

Empirical studies on the influence of quality training strategies on employees 

performances shows a positive and significant results.  

 

Employee Relations  

Employees are considered as valuable organizational resources hence the ability to 

retain them is core for sustainable organizational performance (Tilakasiri, 2017). 

Employees and employers are engaged in a social contract that affects the firm’s 

performance where employees provide labour for the firm and employers compensate 

them for their contribution of skill and productivity.   

The social contract involves numerous social, legal and public issues including safe and 

healthy workplace, job security and fair labour standards (Lawrence & Weber, 2016). 

CSR provides the firm with sustained competitive advantage based on the attraction, 

motivation, and retention of employees and controls the cost involved in recruiting and 

training staff (Simpson & Aprim, 2018; Sweeney, 2019). This study considered voluntary 

commitments to occupational safety and health administration, training and 

development and staff welfare to constitute critical employee related CSR activities that 

enhance and sustain the firm’s performance.  

 

Customer Relations  

The attraction and loyalty of customers has significant influence on corporate 

performance (Tilakasiri, 2017). It is a prime social responsibility of a business to ensure 

that consumers are safeguarded through product safety, quality, information, pricing, 

and customer care and feedback. Socially responsible companies give serious 

consideration to consumer concerns, increase channels of communication with 

consumers, institute arbitration procedures to resolve complaints, and recall defective 

products (Lawrence & Weber, 2017). CSR has been shown to affect consumer attitude 

towards a product and the firm (Sweeney, 2018). This study considered consumer 

information, quality assurance, and customer care and feedback as critical components 

of a socially responsible firm.    

 

Community Relations  

Community relations refer to the organized involvement of business with the community 

in areas such as education, health care, economic development, and environmental 

issues. Although most companies give directly, some large corporations have established 

non-profit corporate foundations. Gifts by the corporations take one of the three forms; 
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charitable donations (money), in-kind contributions (products and services), and 

volunteer employee service (time) (Lawrence & Weber, 2018). In addition to the 

production of goods and services, society expects that organizations will provide 

benefits such as improved lifestyle, employment, infrastructure, and environmental 

conservation (Agarwal, 2008). CSR practices mainly target poverty alleviation, the 

protection of human rights and environmental protection (Tilakasiri, 2017).   

The key worth of CSR is the creation of shared value; benefit for society and for the 

business. The shared value strategic CSR creates a symbiotic relationship where the 

success of the company and that of the community become mutually reinforcing (Porter 

& Kramer, 2017). This study considered community relations to comprise of community 

health and education, CSR projects and charity, and community welfare. 

 

Community Relations  

Organizations that incorporate CSR activities into their strategies aim at alleviating 

suffering of communities, saving the environment and making life more bearable. They 

contribute in various ways including facilitating access to education through provision 

of facilities and learning materials as well as provision of scholarships and mentorship 

to bright needy students (Areba, 2018; Bagh et al., 2017). Millennium Development Goals 

(MDGs), now sustainable development goals (SDGs), aim at having a world with less 

poverty, hunger and disease, greater survival prospects for mothers and infants, better 

education, equal opportunities and a healthier environment (UN, 2015).   

According to Yin et al. (2017), CSR practice involves commitment in community 

education, training, capacity building, collaboration, community engagement, 

philanthropic donations and sponsorship of sports activities. The support of the 

education system increases future recruitment pool. Microsoft works in partnership 

with the American Association of Community Colleges (AACC) by contributions of money 

and products and in curriculum development (Porter & Kramer, 2011).    

Companies need healthy societies to succeed, and a healthy society needs successful 

companies for job creation, wealth, taxes, contributions and innovation which leads to 

improved standards of living. The health of employees and community is of great value. 

Organizations are expected to respond to pandemics regardless of whether they are 

removed from their primary product lines and markets. Food companies are held 

responsible for obesity, diabetes, cancer and related diseases (Porter & Kramer, 2016).    

CSR is defined as a company’s effort in improving the well-being of the society through 

contribution of the company’s resources and discretionary business practices (Ching et 

al., 2015). Fadun (2016) argued that CSR must embody economic, legal, ethical and 

discretionary perspectives. A firm’s discretionary responsibilities entail voluntary social 

involvement and philanthropic contributions (Sweeney, 2009). Many firms take this 

common and easiest approach to CSR, the corporate philanthropy which involves 

financial donations and aid to community and social projects such as education, health 
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and disaster relief efforts. To ensure accountability and focus in CSR, organizations 

introduce foundations to channel their philanthropic contributions (Paul, 2017).   

Nestle supports farmers in developing countries to source raw materials such as milk, 

coffee and cocoa on which its global business depends. General Electric operates 

ecomagination initiative that develops water purification systems. Unilever pioneers 

new products and packaging that address the needs of the poorest in society. BMW 

supports education, health and activities that advance social causes. These efforts create 

social impact through business opportunities that integrate business and society (Porter 

& Kramer, 2016).   

Coca-cola aims to empower over 5 million women entrepreneurs in their value chain in 

developing countries by year 2020. This 5by20 initiative is being implemented in 12 

countries; Brazil, China, Costa Rica, Egypt, Haiti, India, Kenya, Mexico, Nigeria, 

Philippines, South Africa and Thailand. The project provides access to business skills, 

financial services, assets, and support networks to groom entrepreneurs. This initiative 

helps to make impact on global issues while growing the company business (Sagwe, 

2016).   

Some firms choose to align their CSR focus with their core business and how to interface 

with the communities in which they operate and do business. These include business 

incubators, health, agriculture, and adapted offerings for vulnerable populations.  Others 

pick areas of need in society from which the company will also benefit.  This results in 

CSR involvement in areas such as education, health,    

environmental protection, infrastructure improvement, workplace HIV/AIDS 

programmes, water, sports, economic empowerment and other concerns (GIZ, 2017; 

Okello, 2016).   

CSR is used to appease communities that would otherwise be hostile to corporate 

interests, whereby, firms support community interests so as to conduct their activities 

in harmony. CSR initiatives bond the firm to society in a social contract which gives it 

social license to operate (Fu & Shen, 2015; Hilson, 2017). Besides the regulatory 

approvals, the physically present firm requires a social license through support of 

community interests to gain the community’s acceptance of the firm’s activities (Mugun, 

2016; Popa & Salanta, 2017).   

 

Methodology 

RESEARCH DESIGN  
The researcher used a cross sectional research design with both qualitative and 

quantitative methods. The design was appropriate in investigating the empirical and 

theoretical relationship between the variables.  

 

SAMPLE SIZE AND POPULATION 

80 members of staff and 20 members of customers constitute the respondents for this 

research work. A total of 100 questionnaires were sent out and 70 were fully answered 

and returned and used for the analysis. 
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METHODS OF DATA COLLECTION 

Data needed for this work was collected through the use of primary and secondary 

source.  

 

PRIMARY SOURCES OF DATA 

The research uses personal interviews amongst staff of the company and few customers, 

all selected at random. Also, questionnaires were used to collect necessary information 

to avoid bias. 

 

Data collection instrument   

These are self administered questions that are both structured and semi structured 

formalized questions used in the survey to collect information which is later analyzed to 

provide results necessary for solving a given research problem. 

 

Data processing and analysis 

Data analysis is the process of data to make meaningful information (Saunders, Lewis & 

Thornhill, 2009) defined data as mechanism for reducing and organizing data to produce 

findings that require interpretation by researcher. According to Hyndman (2008) data 

processing involves translating the answers on a questionnaire into a form that can be 

manipulated to produce statistics. This involves coding, editing, data entry, and 

monitoring the whole data processing procedure. Data collected was analysed by editing, 

coding and categorizing through the use of statistical package for social sciences (SPSS) 

version 20.0 computer software. 

 

Descriptive  statistics  

Descriptive and inferential statistics was used to analyse and interpret the data use in 

this research. Specifically, descriptive statistics related to means, frequencies, 

percentages and trend analysis were used in this study.  

Inferential Statistics  

The inferential statistics used in this study included correlation and regression analysis. 

Pearson correlation was used to test the association between the study variables while 

regression analysis was used to determine the nature of the relationship between the 

study variables. Multiple regression analysis was able to determine the effects of 

multiple predictor variables (rather than a single predictor variable) on the dependent 

measured. The multiple regression model Equation shows the linear regression model 

of the independent variables against the dependent variable. The following model was 

used in this study; 

Y = β0+ β 1X1 + β 2 X2 + β 3 X3 +ε 

 Where: 

Y= Organization Performance 

X1= Employee Relations  
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X2=Customer Relations  

X3=Community Relations  

β 0= Regression Output the Constant 

β 1- β 4 = the coefficient of independent variables 

e = Error Term 

 

Descriptive Results 

Results and Discussion 

The following statements are measured on likert scale kindly indicate your level of 

agreement with the statement. Tick as appropriate as 1= Strongly Disagree, 2=Disagree, 

3=Neutral, 4=Agree, 5=Strongly Agree. 

No Statements 1 2 3 4 5 

1. 1 We focus on customer 

relation to improve our 

income streams   

     

2. 2 Revenue from exports 

account for a significant 

share of the company total 

income  

     

3. 3 Our company has maintain 

good relationship with 

foreign partners  

     

4. 4 Our company has adopted 

modern technologies and 

innovations through 

interaction with our 

international partners  

     

5. 5 The company has invested a 

lot of resources in marketing 

our products in International 

markets  

     

6. 6 Manufacturing quality 

products has led to increase 

in the company performance  

     

 

From the findings, 76.2% of the respondents agree with the statement that employee 

relation are important in achieving the organizational performance. Thirteen point three 

(25.10%) and 46.8% of the respondents disagree over the same statement. This yields a 

cumulative 42.2% of the respondents disagreeing to the statement however, 30.6% did 

not give any opinion. 
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Correlation Results     

Hypothesis One  

There is no significant relationship between Employee Relations and organizational 

performance 

 

Employee Relations and organizational performance 

The first objective of this study was to establish the relationship between Employee 

Relations and organizational performance in north east Nigeria. The results are 

presented in Table 4.4:   

 

Correlation Results for Employee Relations and organizational performance 

 employee 

relations 

Organization 

performance  

Employee 

Relations 

Pearson Correlation 1 .263** 

Sig. (2-tailed)  .000 

N 170 170 

Organization 

performance 

Pearson Correlation .263** 1 

Sig. (2-tailed) .000  

N 170 170 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

The correlation results revealed a positive and significant association (r=0.263, p=0.000) 

between employee Relations and organizational performance. The findings implied that 

when employee Relations is positive and then organizational performance will also be 

positive and showing significant association. Therefore, null hypothesis that stated no 

significant relationship between employee Relations and organizational performance is 

rejected. This means that there is significant but weak relationship between employee 

Relations and organizational performance. 

 

Conclusion and Recommendation 

Specifically, the study sought to  determine the impact of corporate social responsibility 

on the performance of manufacturing companies in the  north east, Nigeria. Based on the 

finding of the study, the study concludes that employee relations, customer relations and 

community relations are important in organizational performance of north east, Nigeria. 

 

Recommendations 

The study recommends that since quality training strategies are a key factor influencing 

employee performance, organizations should offer employee training based on long 

term needs of the employee and that they should undertake evaluation programs to help 

understand the relevance of their training programs.  The study finally recommends that 

since bonus payment strategies influence employee performance, organizations should 
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have a structured and effective employee reward systems and that the reward system 

should have an inbuilt bonus payment that enables bonus payments for employees 

which would enhance employee performance. Based on the findings of the study, the 

researcher recommends that  manufacturing firms enhance employee relations because 

employees are the most valuable stakeholder in a company. The empirical evidence from 

this study infers that the success of firms depends on the level of employee motivation 

and job satisfaction which determines job   performance and the quality of products and 

services. Also based on the empirical evidence that training and education of employees 

enables them to be more skilled and productive, this study recommends that 

manufacturing firms in Kenya develop skills and capacity of employees so as to enhance 

innovation and creativity hence create and sustain competitive advantage.   

This study recommends that manufacturing firms need to offer the much required 

customer support in terms of product information, quality assurance, and handling 

customer feedback. Considering the highly competitive market place, firms need to be 

clearly visible and provide the best offering to the customer. This would ensure customer 

satisfaction for enhanced customer loyalty and firm’s reputation. This study further 

recommends that manufacturing firms should be highly sensitive to the customer who 

nowadays has easy access to information, variety of choices and ecologically sensitive.   

This study recommends that manufacturing firms in Nigeria be actively engaged in 

community development initiatives to promote harmony with the local society. Socially 

responsible acts would service the local community in areas of environmental 

protection, poverty alleviation, education and health programmes. The socially 

responsible firm would bond and create peace with the communities and also develop 

the market for its products.   

This study recommends that manufacturing firms maintain friendly 

businessgovernment relations through self-regulation on ethical practices in addition to 

compliance to enforcement through government regulation. This would promote 

production quality standards, environmental protection, labour standards, and the 

adoption of efficient technologies, which would offer sustained competitive advantage. 

Such relations would protect the firm’s stakeholders including the employees, 

customers, and the community hence enabling the firm to enhance social and economic 

performance, and maintain high reputation.  

This study recommends that manufacturing firms in Nigeria, regardless of their size, 
need to invest in social responsibility to create and sustain competitive advantage over 
rival firms. Investments in CSR would enhance the firm’s reputation which would 
counter the fierce competition waged by the influx of cheap imports, counterfeit and 
contraband products emanating from globalization, free markets and unscrupulous 
business practices.   
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