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CHAPTER ONE
INTRODUCTION
1.1 Background to the study
Corporate Social Responsibility (CSR) is a ‘hot’ area in the developed world (i.e.
Europe, America, Canada and recently Asia and South America). The next place to
pick a lot of interest in this will be Africa. Many entities engage in CSR and spend
huge amounts of money in their commitments to the community, workplace and the
marketplace. Some companies operating in Uganda are practicing CSR a lot more
than their competitors, even when they operate in the same industry. The
Government is also picking up interest in CSR by recognizing investors on the basis
of their CSR initiatives.
Scholars like Nkiko and Katamba (2010) and Gisch-Boie (2008) have carried out
research on CSR in Uganda especially on what it entails. However, the volume of
published research in the area of CSR in Uganda is still extremely low, with most
research focusing on business ethics. There is great scope for expanding the amount
of research on CSR in Uganda and Africa, as well as improving on the diversity of
its content and its geographic reach (Visser, 2006).
The researcher picked interest in the topic after having been a direct beneficiary of
some CSR initiatives by leading companies in Uganda and also having been part of
an entity’s management that was keen on implementing CSR activities. The
formation of the CSR consultative group, a network of major Corporate Social
Responsibility stakeholders and players in Uganda, also made the researcher have a
keen interest in the issue of CSR.
Institutions like Uganda Chapter for Corporate Social Responsibility Initiatives Ltd
(UCCSRI) have undertaken research on CSR in Ugandan entities focusing on the
perceptions, approaches and needs of companies. Nkiko and Katamba (2010), and
Gisch-Boie (2008) have in the same line also highlighted the various CSR activities
that companies are engaged in including environmental responsibility, practices
concerned with labour, worker health and safety as well as quality of life of the
community. Other scholars like Wanyarna et a! (2006) have linked CSR to
Corporate Governance (CC).
The area defined by advocates of CSR increasingly covers a wide range of issues
such as plant closures, employee relations, human rights, corporate ethics,

community relations and the environment. Areas looked at more importantly are;
workplace (employees), market place (customers, suppliers), environment, ethics
and human rights. Important to note is that whilst the primary role of business is to
produce goods and services that society needs, there is also necessity for
interdependence between business and society for a stable environment. The forms of
social responsibility that a firm undertakes depend on its economic perspective. In
Uganda, several companies have realized the need for CSR and are linked by a CSR
consultative group.
Much as there have been research carried out on CSR in the Country, scholars have
tended to focus on what CSR is, the trend of CSR in Uganda, public perceptions and
the relevancy of established CSR models on Uganda. To the researcher’s
knowledge, no study has focused on CSR effect on business operations and
performance in Uganda. This is the gap the researcher focused on using Crown
Beverages Limited as a case study.

1.2 Statement of the problem
A socially responsible company should supersede its main objective of maximizing
its shareholders’ wealth. It extends its mandate by undertaking social and
environmental activities in society within which it carries out its operations through
initiatives such as environment conservation,

improving

the quality of life of its

employees and society in general and also being transparent in its business
operations. More anti more stakeholders are being drawn towards socially responsible
companies because of these initiatives. This in turn has led to improved business
performance for some and not for others. Companies practicing CSR, such as
Uganda’s Crown Beverages Limited continue to post impressive financial results
and noticeably enjoy huge and increasing market share. In FY 2009/10 for example,
Crown Beverages’ overall business value grew by 8.3% from 55. ibillion to
59.7billion, all with noticeable increases in CSR expenditure (Annual Report,
2009/10). Whereas this performance can be attributed to a host of factors, including
CSR activities that have been reported overtime, the effect of CSR on this
performance is not clear. Moreover, there is no Ugandan study linking CSR’s effect
on a business’ operations and performance leaving this area plausible for research.
The question is, does CSR have an effect on business operations and performance?
This study sought to answer the above question.
2

1.3 General objective of the study
The general objective of the study was to determine the effect of Corporate Social
Responsibility on Business Operations and Performance.
1.4 Specific Objectives
• To find out the social factors that influences the practice of CSR in Ugandan
Corporations.
• To identify a relationship between environmental issues and the practice of
CSR
• To determine the eflèct of Corporate Social Responsibility on Business
Operations and Performance.
1.5 Research Questions
To achieve the objectives stated abov% the following study questions will be posed:
• What factors influence the practice of CSR in Ugandan Corporations?
• What are the different approaches used by Corporations in their practice of
CSR?
• What is the effect of Corporate Social Responsibility on Business Operations
and Perfonnance?
1.6 Scope of the Study
1.6.1 Subject scope
The study looked into the corporate social responsibility activities that crown
beverages limited engages itself in and how this is done.
1.6.2 TIme scope
The study covered a period of 2006-2013
1.63 GeographIcal scope
The study was carried out at the Crown Beverages headquarter located on Plot M214,
along Jinja Road, Nakawa Industrial Area. The researcher interviewed employees,
managers and top management.
1.7 SIgnificance of the Study
Given the infancy of Corporate Social Responsibility in Uganda, the study will avail
the following benefits to the various stakeholders:
3

1.7.1 Defintion of Terms
Shareholders The investors will know how senior management takes into
consideration the interests of consumers, regulators, employees and other important
groups that are affected by the company’s activities.
Company’s management The study will help management learn how to forge
stronger relationships with key suppliers, customers and the community.
General public The general public will be informed of the various approaches in
which an entity can undertake social and environmental activities aimed at improving
on the quality of life in the community, workplace, market place and generally giving
back to society. This will lead to increased human benefit and satisfaction through
quality services and goods.
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Conceptual Framework
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CHAPTER TWO
LITERATURE REVIEW
2.0 INTRODUCTION
The purpose of this literature review is to examine the issues, viewpoints and
research associated with the effect of Corporate Social Responsibility on
organization and Performance. Chapter one describes the context for this study and
the research gaps the study wishes to address. This literature examines substantially
into the state of research related to the variables of this study and provides sufficient
context of the significance of this research.
Business has long been guided and pursued by the profit motive. From the days of
European and Colonial America shopkeepers to the modern world of global multi
national corporations, the interests of the owners and shareholders had traditionally
guided business decision making and strategy. Appeals for business to assume
responsibility for the diseases and suffering of the world has always fueled the
debate into ~he proper role of business and the purpose of the firm (Margolis &
Walsh 2003). Shareholders, investors and stakeholders at large make most of their
investment decisions basing greatly on the organization performance of an entity
(Boron, 2000). For decades since the early 70’s, there is a protracted debate about
the legitimacy and value of corporate responses to CSR concerns. For example,
Murphy (2005) described CSR as being ‘little more than a cosmetic treatment,’ and
Santiago (2004) reports advantages of practicing CSR. On the other hand, Waddock
and Graves (1997), Hiliman and Keirn (2001), Verschoor and Murphy (2002), find
that increased CSR leads to enhanced business performance.

6

2.1 Community relations
Community relations refers to the various methods companies use to establish and
maintain a mutually beneficial relationship with the communities in which they operate.
The underlying principal of community relations is that when a company accepts its civic
responsibility and takes an active interest in the well-being of its community, then it gains
a number of long-term benefits in terms of community support, loyalty, and good will.
“Community involvement builds public image and employee morale, and fosters a sense
of teamwork that is essential in long-term success,” Lisa Desatnik noted in Cincinnati
Business Journal.
According to Norman R. Soderberg in his book Public Relations for the Entrepreneur and
the Growing Business, small businesses can become involved in their communities in any
number of ways. Some recommended routes toward increasing community involvement
include: taking an active interest in community problems; sponsoring youth activities;
participating in local government; joining business and service groups; purchasing
materials and supplies from local companies; encouraging community education and
culture; making offices or other facilities available to community organizations;
supporting local charity drives: and taking part in civic activities.
A fiduciary duty to the owners or stockholders of a corporation and thus this duty takes
priority over any other responsibilities and obligates it to focus on profit maximization
alone. The belief of researchers in this group stems from the traditional neoclassical
paradigm of the firm (Moir, 2001), a theory which reflects Adam Smith’s notion of
economic man, whose goal is to maximize the wealth of the firm, based on his
contractual duties to the owners (Brenner and Cochran, 1991). This is further
conceptualized by Friedman (1970), from an economical perspective, when he notes
that CSR can only be effective is a profit motive is behind its operation. In this
assertion he notes that in a free economy, there is only one social responsibility of
business

—

to use its resources and engage in activities designed to increase its profits

so long as it stays within the rules of the game, which is to engage in open and free
7

competition, without deception or fraud. Milton Friedman contends that diverting
corporations from the pursuit of profit makes the economic system less efficient.
Business’s only social responsibility is to make money within the rules of the game.
Private enterprises, therefore, should not be forced to undertake public responsibilities
that properly belong to government (Friedman, 1970).
The rules of the game that Friedman refers to are the elementary morality rules against
deception, force, and fraud which are intended to promote open and free competition.
Friedman believes that by allowing the market to operate with only the minimal
restrictions necessary to prevent fraud and force, society maximizes its overall
economic wellbeing. Pursuit of profits is what makes the free economy vibrant.
Anything that dampens this kind of incentive or inhibits its operations weakens the
ability of Adam Smith’s invisible hand to deliver the economic goods (Shaw, 2008).
The CSR theory that upholds this view has also been regarded as the ~‘stockholders
model’’ (Bruno and Nichols, 1990). This model identified that, based on the contractual
agreement signed with the owners, management’s responsibility is a legal one, and it
equates with ethical and social responsibility.
However, this only-profit-oriented-business approach has been heavily criticized by
many researchers and has given way to the Stakeholder view. Shareholder’s critics
claim that businesses have other obligations besides making a profit.
Soderberg discusses a number of specific programs designed to increase a small business’s
visibility and prestige within a community. For example, the company might volunteer to
develop a civic program, like a charity drive or auction. In addition, the small business
owner, or another company representative, could give talks before the local chamber of
commerce or civic association. The company could also invite community groups to tour
its plant or offices, or could make its facilities available to such groups for meetings or
events. Alternatively, the company could prepare an informational videotape about its
products, services, employment policies, and overall mission and make this resource
8

available to the community. Infonnational brochures and newsletters might also be
distributed to civic and government leaders. Another way to improve community relations
might be to beautify the company’s sunoundings with a fountain, sculpture, or garden, so
that it becomes a local landmark. Whichever types of community relations programs are
used, it is important to keep the media informed about the company’s activities.
Soderberg stresses that for a small business, community relations should involve more
than just an annual contribution to the United Way. Instead, the small business owner
should become personally involved in the effort, and should encourage employees to
participate as well. A company’s employees should try to represent it well in all their
interactions—from practicing good manners on the road while driving company vehicles
to treating customers and even visiting sales-people with courtesy. In order to motivate
employees to be good company representatives, business owners should take whatever
steps needed to boost morale. These might include maintaining an open-door policy,
setting up a complaint box, or recognizing employees who arc helping the community.
Today, ninny organizations accept their role as an agent for social change in the
community. For an organization to operate in its community today requires three skills in
particular: Determining what the community knows and thinks about the organization,
informing the community of the organization’s point of view, and negotiating or
mediating between the organization and the community, should there be a significant
discrepancy.
Every organization wants to foster positive reactions in its community. This becomes
increasingly difficult in the Face of protests from and disagreements with community
activists, Cnmmunity relations, therefore, requires a severe analysis of the community,
that will yield a clear understanding of the community, its makeup and expectations.
Without such an approach, it will be almost impossible to communicate the organization~s
story

in an understandable awl uninterrupted way.

Corporate leadership
Corporate leadership is comprised of the executives and managers who run a company. It
occurs when a company foresees ultimate success from the strong leaders that run its daily
operations. Leaders themselves are responsible for effectively managing the company’s
resources, working with advertising teams and inspiring others to do their best work. They
also envision ways to improve the company from the perspective of overall involvement.
Ultimately, the actions and decisions of executives are what is referred to as corporate
9

leadership.
It takes both training and talent to be able to take on a role as a leader of a company,
whether it’s in a major international firm or a smaller company that deals only at the local
level. It also takes certain character or personality traits to be able to thrive in such a high
pressure, often cutthroat environment. Adapting to change is one of the most important
traits when leading a company. One must be good at talking with people if not precisely
charismatic, and public speaking skills are needed for some roles within a company’s
leadership.
Corporate leaders know that a customer may leave the company even if they’re content if
another company is out there offering a better deal, even on a slightly lesser service. It’s
the job of those in a position of leadership io scout the competition. They need to
brainstorm and think of ways to make the company constantly better or consistently
successful.
As businesses around the world change and adapt to an international market in a way
that’s never been done before, leaders of all backgrounds and cultures often come together
for meetings and decisions. Those in corporate power are often expected to do a lot of
travel and research. While one cannot be expected to pick up a language overnight,
knowing other languages now can help a manager rise within a company, a skill that
would have simply been a nice resume anecdote in the more localized corporate world of
the past.
Corporate leadership has changed a lot over the years. Company leaders of the past
thrived by running operations by the book as they were instructed by the owner. Now, the
success of the company is often met by allowing those in charge to use a variety of
personal talents and skills to help keep the company on the path to a planned vision. The
old style gave the business owner what he asked for, but the new system gives the owner
what he needs to have his company become or remain successful.
There are organizations around the world that exist to help companies excel the
effectiveness of those in charge. This can ultimately benefit everyone involved in the
company. A company that is run efficiently is often a more successful one. In fact, the
Corporate Leadership Center was founded in the US as a business-academic forum to
assist, encourage and instruct others in the art and science of corporate leadership. Its
program Leading Women Executives gives recognition and support to women, aiming to
help qualified women rise to top in positions of leadership.
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Impact of corporate leadership on customer satisfaction
While researchers have considered the impact of corporate leadership on myriad factors,
including word of mouth, loyalty, attitudes, intentions, emotional attachment, and few
studies have considered the relationship between satisfaction and corporate leadership.
Luo and Bhattacharya (2006) investigated Fortune 500 companies, finding a direct link
between corporate leadership and customer satisfaction. Their study identified that
satisfaction fully mediates the relationship between corporate leadership and firm market
value. That is, the inclusion of the customer satisfaction construct diminished to nonsignificance the effect of corporate leadership on market value. However, the researchers
also identified instances where corporate leadership does not always lead to customer
satisfaction. Specifically, Luo and Bhattacharya (2006) found that, in firms with a low
capability to be innovative, corporate leadership actually reduced customer satisfaction
levels and, through lowered satisfaction, impaired market value.
The review of the above studies indicates that the role of corporate leadership in
determining customer satisfaction has received little research attention despite the
acknowledged importance of customer satisfaction in the marketing literature (Anderson
et al., 2004; Fornell et al., 2006; Gruca ci al, 2005). Of the existing empirical research into
consumers’ responses to corporate leadership activities, much has been on consumer

goods, with little research on services. The study by Luo and Bhattacharya (2006)
highlighted the fact that the relationship between corporate leadership and satisfaction is
not always straightforward. To date, the effectiveness of banks’ corporate leadership
strategies in promoting retail banking customer satisfaction is only marginally understood.
Indeed, a study by Pomering and Dolnicar (2006) indicated that customers may prefer
more self-serving initiatives. It is suggested that customer-centric initiatives may better
achieve improved customer satisfaction levels than corporate I eaclership initiati yes.

A study by Pomering and Dolnicar (2006) investigating a bank’s corporate leadership
activities indicated that customers preferred initiatives that benefited themselves, rather
than those that benefited the broader community. In a comparison of corporate leadership
scenarios (bank opening new branches and adding staff, bank defending customer privacy,
high employee satisfaction, CEO cuts own pay, bank tops corporate leadership ranking,
good environmental performance, committing 1 per cent of profit to community programs,
launching an indigenous scholarship program), the first initiative (opening new branches
and adding employees) elicited the most positive attitudinal and behavioral responses. In
11

IJBM 26,3 1 74contrast, two community-focused initiatives (the indigenous scholarship
program, 1 per cent of pre-tax profit contributed to community programs) received the
lowest positive rankings (Pomering and Dolnicar, 2006). In light of the preferences
indicated in this study, initiatives can be divided into those that more strongly benefit
customers (e.g. open new branches and add staff, defend customer privacy) and those that
more strongly benefit society. On all measures, customer-centric initiatives are ranked
more highly than community-oriented initiatives (Pomering and Dolnicar, 2006). Thus
consumers’ consideration for personal well-being may outweigh their consideration of
broader social impacts (Pomering and Dolnicar, 2006).

Corporate actions and trust
Corporate actions are events that take place at the security level and are decisions of the
security issuer. They impact the income, expense and position of the security that has the
corporate action. These actions impact all the portfolios that hold that specific security
and

a mechanism for applying the event to all the portfolios with the specific security is

required.
During the daily processing a number of transactions for any specific account are seen
relating to corporate actions. Some of these transactions can be posted automatically to
the accounts (portfolios) while others might need manual processing.
Since the transactions occur (seen in the data feed) at the account level, the corporate
action events across all the accounts should match. In the event it doesn’t match, manual
processing and oversight is needed

Effects of corporate actions and trust on organizations growth
Bonus issues. A PLC can issue additional shares to shareholders in proportion to their
existing shareholcling. These are made on ratios such as 1:2 or 1:3 to increase the number
of shares held by a shareholder. If the ratio is 1:2 (one-for-two), you will get one new
share for every two shares you hold. There is a corresponding effect on the share price
which typically goes down after a bonus issue, before market forces determine the price
thereafter. The net effect from the bonus issue will depend on the price of the share after
the bonus issue, multiplied by the number of increased shares you now hold.
Share Splits. When a PLC feels that its share price is too high and wants it to be more
attractive to a wider pooi of investors, the company would split the shares to increase the
12

number of outstanding shares in the market while ensuring the paid-up capital remains the
same. The resulting increase in available shares will make the stock more affordable to
interested buyers. Shares are usually split by ratios such as 2:1 or 5:1. This means that one
PLS share will now become five shares. Of course, the price changes as well! If the pre
split price was RM5, then the price after the split will be RM1 before market forces
determine the price.
Share Consolidation. This is exactly opposite of a share split. Share consolidation means
that each share is replaced with a smaller number of shares with a higher per value. A
two-to-one (2: 1) share consolidation means that if you currently hold two shares with a
par value of 50 sen, then after the 2: 1 share consolidation, you will now have one share
with a par value of RM 1.
Dividends. When PLCs make good profit, they may decide to pay a portion of that income
to shareholders in the form of a dividend. When a dividend is issued, the equity of the
company can be affected because the distributable equity has been reduced. Let’s say you
hold 100 shares of a certain PLC, and the company decides to pay a 50 sen dividend, you
will then receive RM5O as dividend based on the 100 shares you hold. Each corporate
action will have an elTect on the number of shares you hold and the price of the share,
which will ultimately affect your portfolio value.
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CHAPTER THREE
METHODOLOGY
3.0 Introduction
This chapter is about the procedure ways, and tools that were used in the research. It
attempts to explain where the study was carried out from, who the respondents were, their
selection, the process of data collection and analysis
3.1 research design
The study used a descriptive analytical research design which employs both quantitative
and qualitative methods for the purpose of making valid conclusion. Quantitative design
which is classified in two broad categories, that is; experimental and general survey
design examined the relationship between corporate social responsibility as an
independent variable and organization performance as a dependent variable since the two
are interlinkeci variables, then qualitative method involved the use of questions to obtain
views from the respondents

3.2 Study population
Table 1; Nature of respondents who were considered for the study
Nature of respondents

Number

Frequency

Committee clerks

15

15

Human Resource section

40

15

Employees

35

20

Total

100

100

Source: Researcher’s con ceptuahzation

3.3 Sampling
A sample is some part of a larger body specially selected to represent the whole. Sampling
is the process by which this part is chosen. Sampling then is taking any portion of a
population or universe as representative of that population or universe.
3.4 Sampling techniques
The study used both simple random sampling and purposive sampling procedures.
Purposive sampling was used to select different activities in the area of investigation in
order to get first-hand information from the key informants. Simple random sampling was
14

used because respondents have equal chances of being selected.
3.5 Data collection methods
Data was collected from both primary and secondary sources. Secondary data was got by
extracting information regarding the relationship between corporate social responsibility
and organization performance, by reading newspapers, journals, text books plus the
already existing on internet and magazines. Primary data will be got from the field by the
use of the following methods;
3.5.1 Interviews
This involved face to face interaction between the researcher and the participant through
discussion. The interviews were in two ways, namely:
Structured interviews, in which the responses by the participants are brief and specific.
Un-structured intervieits, where the responses are long, elaborated and not specific, the
interviews were conducted in group, individual in order to get first—hand information from
the key informants.
3.5.2 Questionnaire
This was discussion in written form where by the responses of the participants will be put
on paper provided by the researcher; the questionnaire was in two forms, namely:
The open ended questionnaire in which the responses by the palticipants are free
according to their understanding.
The close ended questionnaire in which responses are provided by the researcher and the
participants choose one of them accordingly, for example strongly agree, agree or strongly
clis agree.

The researcher left out questionnaires to mainly the literate group. These mainly included
the staff members. The researcher gave some four days to respondents to study and filled
the questionnaires.
3.6 Data analysis

3.6.1 Editing and spot checking
The researcher edited and spot checked during and after each interview with the
respondents. This was done in order to ensure that information given is logical, accurate
and consistent.
Obvious errors and omissions were corrected to ensure accuracy, uniformity and
15

completeness so as to facilitate coding.
3.6.2 Coding
This was done to ensure that all answers obtained from various respondents are given
codes and classified into meaningful forms for better analysis, as they were later entered
in a computer package MS-Excel for analysis.
3.6.3 Frequency tabulation
This involved transferring the numerical research findings to coding frames using tallies
so as to come up with frequency and other statistical tables. This enabled the researcher to
easily interpret and analyze data in relation to the study problem and objectives.
3.7 Data analysis and presentation
The data filled in the questionnaires was copied and analyzed by tallying it and tabling it
in frequency tables, identifying how often certain responses occurred and later evaluation
will be done. The information was later presented in terms of percentages, and frequency
polygons like graphs, pie-charts were used for presentation.
3.10 Limitations of the study
In the process of carrying out this investigation, a number of limitations were met. These
limitations obstructed the speed at which the study was carried out. These included;
(i) There was inadequate time, as the study was demanding.
(ii) Financial resources were inadequate since the university was not in place to
facilitate the researcher with fundis for typing, binding and other expenses like
transport fees when visiting the area of investigation.
(ii) There was mounting pressure from the administration for students to complete the
research on schedule, which affected the c~uality of research.
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CHAPTER FOUR
PRESENTATION, ANALYSIS AND INTERPRETATION OF RESULTS

4.0 Introduction
This chapter presents the facts, which the research discovered. The findings were
presented in line with the objectives of the study whereby the raw data in form of
questionnaires was edited and interpreted which ensured uniformity, legibility and
consistency. The data-filled questionnaires were copied and analyzed by tallying and
tabling in frequency polygons while identifying how often certain responses occurred and
later evaluation was done. The information was then recorded in terms of percentages.
Also. interview results were coded on frequency tables which were calculated in terms of
percentages and presented in this study as illustrated below.

4.1 Background Characteristics of the respon dents
The Background information of the respondents was important because they comprise of
both sexes but of different marital statuses and age groups from various settings. This was
intended in order to get a variety of views and unbiased responses which macic the study a
reality. The respondents were divided into the administrative and general staff groups of
Crown Beverage. The findings are shown in the figures below;
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Figure 1: Classification of res ondents by a e

17%
• 35-45 years
• 25-34 years

• Under 25
•Above45

Source; Primary data

Figure 1 above show that; the biggest percentage of the respondents were in the age
bracket of 35-45 years, followed by 25% of the respondents who were in the age bracket
of 25-34 years, then 17 % of the respondents were under 25 years of age, implying that;
Crown Beverage implying mature people who are energetic and help in decision making.

Classification of respondents by gender
During the field survey, it was found out that; females greatly participated in the study as
represented by 65% whereas 35% of the respondents were males; implying that the
company greatly employs females as illustrated below in the figure.
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Fl1 tire 2: Classification of res ‘ ondents by ~ ender

Source; Primary data

3: Classification of respondents by marital Status

Source: Primary data

An assessment of the respondents’ marital status was as follows; the biggest percentage of
the respondents were found to be married as shown by 40% where as 36% of the
interviewees were single, 04% of them were living with partners but were not officially
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married lastly 20% of the respondents were separated from their spouses as illustrated in
figure 3 above.
4: Respondents level of education

Source: Primary data

The biggest percentage of respondents had their Certificates as it was revealed by 40% of
the respondents, then 30% represented respondents who had Diploma’s in different fields
whereas 10% of the interviewees were Degree holders, 5% of the respondents had
attained their Masters and lastly 15% of respondents were qualified in other fields in
figure 4 above.
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Figure 5: Number of years of service of respondents at Crown Beverage Uganda

50
45
40
35
30
25
20
15
10
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6 lOyears

1 5years

11+years

Source: Primary Data

From the figure above, it was found out that the biggest percentage of the respondents had
worked with Crown Beverage for a period between 6-lOyears as represented by 50%
whereas 25% shows respondents who had stayed in the Company for the period between
ll+years, 15% represents interviewees who had worked in the Company for the period of
1 -5years, implying that they have been employees for a long time thus possess enough
experience.

4.2 The influence of community related activities, have on organizational
competitiveness
Addressing community needs, influences Crown Beverage’s CSR
1 2 3
practice
Community acceptance influences Crown Beverage’s CSR practice 1
2 3

4

5

4

5

Better contribution to community influences the Group’s CSR
practice
Environmental conservation influences Crown Beverage’s CSR
practice
Enhanced staff morale influences Crown Beverage’s CSR practice

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

Improved staff welfare influences Crown Beverage’s CSR practice

1

2

3

4

5

Crown Beverage’s interests in CSR influences its CSR practice

1

2

3

4

5

Competitor practices influences Crown Beverage’s CSR practice

1

2

3

4

5

Industry standards influences Crown Beverage’s CSR practice

1

2

3

4

5

Reducing business risk influences Crown Beverage’s CSR practice

1

2

3

4

5

Increasing rivals’ costs influences Crown Beverage’s CSR practice

1

2

3

4

5

Source; Priinaiy data
Table 4.2 indicate that; respondents strongly agreed with the statement that aadclressing
community needs, influences Crown Beverage’s CSR practice as it was were rated on
the 5 point Likert scale ranging from I

=

agree nor disagree, 4

=

=

agree and 5

strongly disagree, 2

disagree, 3

=

neither

strongly agree. Item means and standard

deviations measuring a level of agreement were computed from the respondents’
responses. Table 11 below shows respondents’ views on factors that influence the
practice of CSR in Crown Beverage.
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Table
4.3: Views on factors that influence the ractice of CSR
~
business
Factors that influence Mean Standard

commujilly~
Mean~tandard ~Standard I

~ Stan~

~ :~T~1~
~~omer approval
Customer loyalty
maintenance
Enhancement of
corporate image
~dressing
communit~~~
Community
acceptance
Better contribution to1
community welfare
Environmental
conservation
~hanced staff
~

1.121
1.13

L
—

3.88~

L

-

1.1361
—

3.901

1.074~

4.08

1.027

3.68]

1.168

—

L
-

L

lmprovedstaff
organization ‘s

J

—

3.60

1.069

3.52

l.1l1~
3.76

rt5t~~~~R

Increasing rivals’
O~ci ~11 Mcan!Std
Deviation

1.098

-

Competitor practices
Industry standards
Reducing business

——

1

r~
1

I

T

—

84017 38850~

__L

8230& 3 5600

L

l.34~

3.641
3.34

1.1 0~
1.189

2.90

1.374

—

]

7680[

3.24~

-

1O4315~3 37601

888601

]

—

Source: Primary do to.
From table 11 above, the overall means of the four different categories of factors posed
to respondents are all above 3, and almost 4 for category caring for community and
customers’, significantly showing that there is agreement of respondents to the Factors
that influence CSR practice. An overall standard deviation of<1 for categories ‘business
of business is business’, ‘caring for community and customers~, and ‘other factors’
further confirmed that indeed means of 3.7680, 3.8850, and 3.3760 represented the
general level or true measure of agreement. Exception was noted in the response mean
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of ‘profit through caring’ with a mean of 3.5600 and standard deviation of 1.04315.
~Business of business is business’ category was aimed at stressing the importance of
businesses making sufficient profits for their survival and growth to be able to serve
societal needs. Respondents were asked whether they believed profit maximization to be
an influencer to the corporation’s practice of CSR and this was accompanied with a
mean of 3.16 and a standard deviation 1.419.

Further findings revealed that;

CSR is not the primary concern of businesses which

should he concerned about making profits for the shareholders and the needs of the
community to be served by the products and services provided by the companies.
Interestingly, results from this survey indicate that respondents felt enhancement of
corporate image ann customer loyalty maintenance are factors that influence most their
respective corporation’s CSR practices with means of 4.32 and 3.84 respectively. These
were followed by long-term survival and customer approval with means of 3.78 and
3.74. Much as profit maximization received a low mean result, the researcher observed
responses in this category as a clear representation of the need to keep customers happy
which is central to sales growth which may in the end enhance profits.

Respondents were also found to be in agreement with the statements under ‘Caring for
customers and the community’. The overall response to this category of factors resulted
into an overall mean of 3.8850 and a standard deviation of .82408. The statement with
the highest mean in this category was ~Better contribution to the community influences
our CSR practice” with a mean of 4.08 and a standard deviation of 1.027. This was
followed

by

~‘community

acceptance”,

“addressing

community

needs~

and

“environmental conservation with means of 3.90, 3.88, 3.68 and standard deviations of
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1.074, 1.136 and 1.168 respectively. Statements in this category of factors were
designed to represent a corporations’ willingness to ensure a reasonable financial return
for its investments and, at the same time, address the issues of environmental
conservation and the expectations of the community.

The statements under ‘profit through caring’ yielded an overall mean and standard
deviation at 3.5600 and 1.043 1 5 respectively. Respondents were of the view that CSR
practices are also dully influenced by the need to enhance staff morale and improved
welfare with means of 3.60 and 3.52 and standard deviation of 1.069 and 1.111
respectively. Respondents under this category clearly illustrated a business’s sincerity
with regard to its obligations to the internal markets comprising the most valuable
constituents, their employees. This clearly showed a passion for balancing the economic
and social obligations of the organization. This category received the lowest mean and a
more dispersed measure of central tendency.

A mix of factors were categorized under

other factors’ by the researcher and

respondents felt that CSR practices in their organization was also influenced by the
“business’ interest” in CSR and ‘industry standards” These yielded means of 3.76 and
3.64 respectively. Respondents were also of the view that “reducing business risk~’,
“competitor practices” and “increasing rivals’ costs~’ were not influencers in their
corporation’s CSR practice, with low resultant means of 3.34, 3.24 and 2.90. The
highest means in this category suggest that businesses are interested in undertaking CSR
activities if management embraces the concept of CSR and if there is an industry

—

wide

practice of CSR. The middle level agreement on competitor practices seemed to suggest
that businesses are driven by their willingness to match the activities of competing firms
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only for strategic reasons and instances where the business risk is reduced as a result of
good CSR practices.

4.3 The relationship between environment protection and CSR
The second research objective relationship between environment protection and CSR.
Respondents were asked in the questionnaire survey which CSR activities had been
committed to CSR by the corporations they work for. The different CSR activities had
been picked from the various aspects of CSR commitments as highlighted in chapter
two namely; responsibility towards customers, responsibility towards community,
responsibility towards customers, responsibility towards environment and responsibility
towards investors.

Table 4.4. Views on CSR approaches Crown Beverages ltd in their practice of CSR
Aspect
Response Frequenc~/
The Company provided preventative
Yes~
50
health, safety&good working
The Company provided funding to
Yes
40
community’s well-being in 2010
No
10
The Company enhanced product
Yes
50
quality,
customer care &_instituted ethical
The Company integrated environmental
Yes
38
management into bu ess roe esses
No
12
The Company sent only 5% of
Yes
12
manufacturing waste to landfills
No
38
~The Company instituted sound systems
Yes
39~
to guide investor decisions
Source: Primary data.

~

Percent
100.0
80.0
20.0
100.0

76.0
24.0
24.0
76.0
78.0

Responsibility towards employees
All the sampled respondents agreed that their company had provided them with health,
safety and good working conditions. The 100% commitment to employees was largely
in part that in Crown Beverages, businesses are by law required to provide health
services and generally acceptable good/safe conditions of work under provisions of the
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Employment Act 2006, Occupational Health and Safety Act 2006. The respondents that
were interviewed were of the view that commitment of companies to employees was a
way of avoiding risks associated with losing productive employees and of motivating
employees. The researcher observed from the interviewees that their engagement in this
area was more of compliance as the benefits outweighed the costs.

Responsibility towards the community
80% of the respondents agreed that their company had provided funding to the
community’s well-being in the year 2010. From the interview responses, the researcher
got to understand that Crown Beverages engages in community initiatives as a way of
being a good corporate citizen and Crown Beverages’ management believes strongly in
giving back to communities in which it operates as this is in line with the companys
strategic objectives and vision.

Responsibility towards the environmcnt
Respondents were asked whether their company integrated environmental management
into the business processes and 76%

did

agree. It was established dial at the dime of

undertaking this research, Crown Breweries Ltd had taken the initiative to establish and
implement an Environment Management System based on ISO 14001:2004 series of
standards and the TORs had been approved by National Environment Management
Authority (NEMA).
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Table 4.5: Views on Business ~

io

are of study firms

er

Std. Deviation
1.282
3.701

LMean
The company attempts to identify and measure
costs of social responsibility activities

-

The company has Social Responsibility
compliance and regulatory measures in place

3 .7C

1.216

The company sets particular objectives for its
accounting and conversion process

3.84

1.057

Use of recycling has doubled over the last 4 years
Product! service attributes have improved in the
last 4years
Customer relationships have improved over the

3.08
4.04

1.029

4.12

.940

_____

—

-~

-___

—-

—

Image and reputation of the company has
improved over_the years
New products and services have been developed
in the last 4 years
There has been growth in the emi1y~s business
value
Source: Primary data.

4. 24~
4.28~

L2l3~

4.20

1.3091

Respondents were asked whether there were trends of improvement by the company in
aspects that matter to customers. This was to be measured \vith regard to; product and
service attributes customer relationships, image and reputation among others. With a
mean of 4.04, 4.12, and 4.24, it is deemed that respondents did agree to the research
question that there were improvements macic to satisfy the customers.
The researcher also found out that as a way of giving more value to their customers and
tapping into new customers, Crown Beverages Ltd has also over the last 4 years
introduced new products on the market. The secondary data also showed that the two
firms have rebrancled their logos in the last 4 years as a way of improving their
reputation and image.
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4.4 Effect of Corporate Social Responsibility on Business Operation and
Performance.
Respondents were asked whether there is a relationship between Corporate Social
Responsibility, Business Operations and Perfonnance and what possible effect CSR
practices have on the business’s operations and performance. Question 10 of the
questionnaire survey required respondents to state their level of agreement on the effect
of CSR on 5 aspects of Business Operations and Performance.

r

Table 16: Views on CSR_effect on Business Operations and Performance

~SR has an effect on Customer satisfaction
CSR has an effect on internal business
processes of the
CSR has an efThct on the company’s
competitiveness
CSR has an effect on the company’s
profitability and
~SR has an effect on attainment of company
objectives
The company aligns its CSR with Financial

Mean~
4.00

______

Std. Deviation
1.355

3.82

1173

3.90

l.266~

3.56

1.343

4.12

1.062

1.10

.303

1 .06

.240

_______

priorities

CSR is part of the company’s annual budget
Source: Prim aiy data.

Respondents did agree that CSR has an effect on customer satisfaction. This response
yielded a mean of 4.00. From the interview responses, the researcher was informed that
businesses need to keep their customers happy and satisfied; that, if a business finds
itself on the wrong end of consumer opinion, its business in the market place could be
damaged. Some of the interviewees argued that CSR attributes like product quality and
care to customers directly satisfy customers who end up doing repeat purchases.
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Some of the respondents argued that CSR has an effect on internal business
processes with a response mean of 3.82. They noted that some of the CSR
commitments engaged in by companies are about improving conditions at the
market place and workplace for efficient service delivery and engaging in some
of them is within the bounds of the law. Examples given were product quality
governed by the Uganda National Bureau of Standards (UNBS), accurate
information to the public on products governed by the Media and Broadcasting
council, environmental preservation/management governed by NEMA among
others. The views indicated by the interviewees were that internal business
processes underlie the amount of risk you take; if you get it wrong, the costs can
be high.
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CHAPTER FIVE
DISCUSSION OF KEY FINDINGS, CONCLUSION AND RECOMMENDATIONS
5.1 Introduction
This chapter mainly

deals

with

summary

of key findings,

conclusions

and

recommendations related to the effects corporate social responsibility on organizational
performance using Crown Beverages Uganda as a case study all was being drawn from
the findings and analysis made after conducting the study. The effects corporate social
responsibility’s aspect were characterized by; decision-making, managerial action
allocating and prioritizing resources, informing managers to either confirm or change
current policy or programme directions to meet goals among others while organizational
performance was characterized by level of satisfaction,

increased productivity,

profitability among others.

5.2 Discussion of the Findings
5.2.1 The influence of community related activities, have on organizational
competitiveness
Corporate social responsibility (CSR) and community related activities:
As seen from the analysis and presentation of findings, Corporate Social Responsibility
(CSR) contributed significantly to the community related activities. This finding agrees
with Barry (2000) who argued that though it May not look logical for companies to
engage in CSR when the business environment is too competitive, a certain minimum
degree of engagement to further some social goals is needed. These findings established
that; a business should be sensitive to any potential harm of its actions on various
stakeholders (community, workers, suppliers, customers, environment, among others)
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and hence some social goals should be pursued by it. This will help it to portray a good
image before the eyes of stakeholders, as well as contribute to the emotional appeal of its
products and services.

From the research findings, the major factors of influence in this area were; the need to
address community needs community acceptance and better contribution to community
welfare. Awareness campaigns, donations, and financial support to community proj ects
were some of the efforts by corporations observed as regards the issues concerned with
the community. The major effects that influence revealed by this study as regards
community was found to be; enhancement of corporate image, similarly customer loyalty
maintenance, and customer approval.

5.2.2 The relationship between environment protection and CSR
Environmental conservation was revealed as a factor oC influence in entity practice of
CSR. Examples noted from this area were use of recyclable materials and renewable
energy. The issues concerning the environment were also noted to be under scrutiny by
the regulator, NEMA, and this was an issue taken care of under reducing business risk
and industry standards, which as well was found to be a factor of influence on entity
operations where the environment is concerned. Tree planting was one of the
interventions used by the corporations under study in the area of the environment.
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5.2.3 The impact of corporate leadership that has on creating customer satisfaction
Long-term survival of the business was the major factor of influence as revealed by this
research followed by profit maximization. Notable in this area was sales revenue growth
to boost the bottom line, disclosure mechanisms put in place by the corporations and risk
management as some of the issues focused on by the management of the corporations
under study.
Majorly, the issue on business operations as regards CSR focuses on the need to reduce
on the costs associated with CSR especially those arising out of compliance or regulatory
conflicts. From the interview responses, Management of’ corporations was found eager to
design and align business operations in ways that would help the business enjoy
economic benefits of CSR especially the avoidance of impacts to earnings arising from
negative events, creation of goodwill that in the end impacts on the earnings positively
and efficiencies in production processes which may reduce amount of required resources
in the long run. A good example was observed at Crown Beverages where cost
management system were robust especially on the need to explain any wastage in the
process line, the prompt renorting of any faulty equipment and the existence of wastage
levels that are not supposed to be exceeded.

Crown Beverages looked forward to recycling energy in the drying process at its new
factory in Nakawa Industrial area to cut down on the drying time of the by-products. This
research study summarizes that economic benefits arising from well aligned business
operations to CSR include: enhanced organizational reputation, sales revenue growth,
manageable business risk, and improved internal efficiency. Indeed, CSR expenditure
was found to have a direct effect on sales revenue as increments were noted in both.
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5.2.4 The effects of corporate actions and trust on organization growth in Crown
Beverages
The study found out that CSR has a number of benefits that positively affect the business
operations and trust on organization growth. These were observed especially in the non
financial aspects of perfonriance. Through the economic benefits of CSR, Corporations
enjoy a number of benefits that inevitably lead them into avoiding the negative effects of
events or externalities. This research study observes that CSR generates goodwill from
the community, efficient internally generated competences, and good reputation. Being
socially responsible was also found to help businesses potentially gain from higher
c~uality, more productive employees that are the key drivers of trust on organization
growth. Important to note is that the CSR benefits are not easy lo represent on the balance
sheet. Both

Crown Beverages were observed from archival documents to have a

considerable share of the market and goodwill from the community as evidenced from
the sales revenue growth figures, good and good product quality.
5.3 Conclusions
Clearly from the results of this research, the effects of CSR on organizational
performance come frorn all the stakeholders’ perspectives of community, customer,
employees, investors, suppliers and the environment. A business needs to incorporate all
the stakeholder needs in its business operations as these have underlying benefits to a
socially responsible corporation.
Approach to CSR combines a strong sense of responsibility with modern business sense
and a commitment to: quality service for customers and a culture of continuous
improvement; an emphasis on strong public accountability; responsible employment
practices with well

—

trained, well

—

managed and motivated employees, who are fairly

rewarded; contributing to community well-being and playing a full role as a corporate
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citizen; a sustainable approach to environmental issues, including the use of natural
resources and energy; actively managing risks to businesses, clients and stakeholders, as
well as to company’s reputation and a good return to shareholders.

Results from this research indicate that the CSR activities that were engaged in by Crown
Beverages Uganda in the areas of the customer, employee, supplier, investor, community
and the environment fit well in the legal, economic, ethical and humanitarian aspects as
highlighted by Carroll (1991). Good working conditions for the employees, disclosure
requirements, sales growth, product quality and packaging fit in well with the economic
and legal aspects while awareness campaigns, donations to the community, tree planting
among others fit in well with the ethical and humanitarian aspects.
Basing from the outcomes of the study, the corporations under study registered positive
trends as regards their business operations and performance in the areas of customers
where new products and product quality enhancements were observed, internal business
processes where new automation of processes was observed, innovation and learning
where new skills and training were imparted onto the staff and the financial perspective
where sales grew for each year. Organizations wishing to survive in today’s volatile
environment must adhere to corporate social responsibility requirements by indulging in
activities that spur efficient operations and better performance. There is need for
continued support from senior management and all the stakeholders, the challenge being
to continuously ascertain what the company’s significant social and environmental
impacts are and attaching shilling values to these impacts to ably evaluate operations and
performance.
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Further findings reveal that; argument can be made that any increase in expenses must
have a similar decrease in profits in the short run. Suit to say that much as CSR has
benefits to a corporation, CSR costs have to be well managed to fully realize the benefits.
There is thus need to account for all social responsibility impacts where costs are being
recorded for each impact. This is as regards both quantitative and qualitative information.
Social responsibility costs should be defined clearly. This will go a long way to minimize
the uncertainty that is held by both interested stakeholders both internal and internal to
the corporation.

5.4 Recommendations
In view of the above conclusion this study makes several recommendations about the
effects corporate social responsibility on organizational performance using Crown
Beverages as a case study and these include;
From the above conclusions, we make the following recommendations:

The increase in publicity and attention towards CSR xviii likely continue and there is need
for leaders and corporations to protect their reputations in the eyes of stakehoiders.
Pressure to address CSR is coming from: NGOs, investors, governments, suppliers,
customers, employees, regulators and the media. These all are raising questions whether
companies are living up to their Crown Beverages and Values in regard to environmental
and social responsibility and whether organizations actively demonstrate CSR. At first,
corporations did not believe that these groups could have any real influence on corporate
behavior, but there is now increasing awareness that a company that does not deal with
environmental and social risk factors may damage its value in the market.
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The area defined by advocates of CSR increasingly covers a wide range of issues such as
plant closures, employee relations, human rights, corporate ethics, community relations
and the environment. Responsible companies engaged in CSR should carefully consider
their response to economic, environmental, and social issues. These can range from how
an organization selects and markets its products or services, manages and remunerates its
employees, takes responsibility for its suppiy chain, interacts with local communities, and
addresses environment health and safety and well-being.
Corporations should consider CSR practices and outcomes just as any other decision
factor when designing business processes and evaluating performance. Business
operations more than ever therefore have to be designed and aligned to suit CSR
requirements. If clone well, responsible corporate behavior will minimize expenditures
that companies may come to pay as a matter of convenience. Thus, whilst the primary
role of business is to produce goods and services that society needs, there is also
necessity for interdependence between business and society in the need for a stable
environment.

Business managers remain well-served

to recognize the growing strength and

determination of the socially-conscious stakeholders. Top management has to take a
strong stand on social responsibility and develop a policy statement outlining that
commitment. A carefully managed program to that effect should be instituted and put in
place with a designated executive who should have the responsibility of monitoring the
CSR program and ensure that implementation is consistent with the firm’s policy
statement and strategic plan. In all, the organization has the responsibility of performing
occasional social audits and compliance checks
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—

systematic analysis of its success in

using funds it has earmarked for its social responsibility goals for the good of itself and
the stakeholders. Stronger levels of disclosure and promotion can be strategically
managed, allowing top corporation managers to concentrate on shareholder and other
non-CSR stakeholder needs and interests.
Regardless of whether a firm has a formal sustainability function, the benefits of
increased social practices disclosure go beyond consumers and shareholders, There is a
need for reviewing the existing accounting system with the objective of determining how
CSR costs arc presently accounted for and disclosed, given that the costs are attributed to
products by way of arbitrary allocations and at times by some form of activity based
costing. The task of listing CSR costs to be analyzed and the bases of allocation currently
being employed will require close work with the accounting staff. Some costs might be
hidden’ though. Identification of social responsibility revenues or even cost cutting
opportunities currently being ignored is an issue to consider.

5.5 Areas for further study
An assessment of the effects of corporate social responsibility on organizational
performance in Crown Beverages in Kampala District being wide and vital area in as far
manufacturing companies is concernedi; the researcher cannot claim that she has
exhaustively and accurately looked into this area. This is because of the limitations by the
scope of the study and therefore the area below could warrant further research.

o

An assessment of the solutions for disastrous effects to company’s organizational
performance.
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APPENDIX
QUESTIONAIRE FOR THE EMPLOYEES OF CROWN BEVERAGES UGANDA
Dear respondent
My name is leticia mpango a student of kampala international University Uganda,
carrying out a study about the effects of corporate social responsibility on
organizational performance in Crown Beverages in Kampala District. I kindly request
you to spare some time and fill this questionnaire. The information given will be used for
academic purposes only and will be treated with utmost confidentiality. Your cooperation
will be highly appreciated.
SECTION A: BACKGROUND INFORMATION
Section A: Demographic data
(Tick in the appropriate box provided)
I. Your age
~

Under 25

f35~45

25-34

Above 45

H

2. Gender
Male

~1

Female

3. Marital status
Single

Married

I

Divorced

Widowed

4. What is the highest level of education you have attained?
Certificate

Diploma

Degree

Professional qualification

Masters

PHD

5. For how long have you worked with Crown Beverages?
(a) Less than 1 year

(b) 2-3 year

(c) 4-6years

(d) More than 6 years

SECTION B: THE INFLUENCE OF COMMUNITY RELATED ACTIVITIES,

39

HAVE ON ORGANIZATIONAL COMPETITIVENESS
Evaluate the following statements by circling/ticking the appropriate alternative of your
choice.
Strongly agree

Agree

Not sure

Disagree

5

4

3

2

Addressing community needs, influences Crown Beverage’s CSR

Strongly
disagree
1
1

2

3

4

5

Community acceptance influences Crown Beverage’s CSR practice

1

2

3

4

5

Better contribution to community influences the Group’s CSR

1

2

3

4

5

1

2

3

4

5

Enhanced staff morale influences Crown Beverage’s CSR practice

1

2

3

4

5

Improved staff welfare influences Crown Beverage’s CSR practice

l

~ 4

5

Crown Beverage’s interests in CSR influences its CSR practice

1

2

3

4

5

Competitor practices influences Crown Beverage’s CSR practice

1

2

3

4

5

Industry standards influences Crown Beverage’s CSR practice

1

2

3

4

5

Reducing business risk influences Crown Beverage’s CSR practice

1

2

3

4

5

Increasing rivals’ costs influences Crown Beverage’s CSR practice

1

2

3

4

5

practice

practice
Environmental conservation influences Crown Beverage’s CSR
practice

40

]

SECTION

C:

THE

RELATIONSHIP

BETWEEN

ENVIRONMENT

PROTECTION AND CSR
Evaluate the following statements by circling/ticking the appropriate alternative of your
choice.
Strongly agree

Agree

Not sure

Disagree

5

4

3

2

Environmental conservation influences Crown Beverage’s CSR

Strongly
disagree
1
1

2

3

4

5

Increasing rivals’ costs influences Crown Beverage’s CSR practice

1

2

3

4

5

Reducing business risk influences Crown Beverage’s CSR practice

1

2

3

4

5

Industry standards influences Crown Beverage’s CSR practice

1

2

3

4

5

Competitor practices influences Crown Beverag&s.CSR practice

I

2~3

4

5

Crown Beverage’s interests in CSR influences its CSR practice

1

2

3

4

5

Addressing community needs influences Crown Beverage’s CSR

1

2

3

4

5

Crown Beverage~s interests in CSR influences its CSR practice

1

2

3

4

5

Provided funding to community’s well-being in 2010

1

2

3

4

5

Integrated environmental management into business processes

1

2

3

4

5

Instituted sound systems to guide investor decisions

1

2

3

4

5

practice

practice
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SECTION D: THE IMPACT OF CORPORATE LEADERSHIP THAT HAS ON
CREATING CUSTOMER SATISFACTION
Evaluate the following statements by circling/ticking the appropriate alternative of your choice.
Strongly agree
5

Agree
4

Not sure

Disagree

3

2

Strongly
disagree
1

CSR has an effect on Customer satisfaction

1

2

3

4

5

CSR has an effect on internal business processes of Crown Beverage

1

2

3

4

5

CSR has an effect on Crown Beverage’s competitiveness

1

2

3

4

5

CSR has an effect on Crown Beverage’s profitability

1

2

3

4

5

CSR has an effect on attainment of Company objectives/goals

1

2

3

4

5

Addressing community needs influences Crown Beverage’s CSR practice

1

2

3

4

5

Customer loyalty maintenance iniluences the Group~s CSR practice

I

2

3

4

5

Customer approval influences Crown Beverage’s CSR practice

1

2

3

4

5
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SECTION E:

THE EFFECTS OF CORPORATE ACTIONS AND TRUST

ON

ORGANIZATION GROWTH IN CROWN BEVERAGES
Evaluate the following statements by circling/ticking the appropriate alternative of your choice.
Strongly agree

Agree

Not sure

Disagree

5

4

3

2

Strongly
disagree
1

CSR has an effect on Customer satisfaction

1

2

3

4

5

CSR has an effect on attainment of Company objectives/goals

1

2

3

4

5

CSR has au effect on Crown Beverage’s profitability

1

2

3

4

5

CSR has an effect on Crown Beverage’s competitiveness

1

2

3

4

5

CSR has an effect en internal business processes of Crown Beverage

1

2

3

~

Crown Bevei-age’s interests in CSR iniluences its CSR practice

1

2

3

4

5

Industry standards influences Crown Beverage’s CSR practice

1

2

3

4

5

Competitor practices influences Crown Beverage~s CSR practice

1

2

3

4

Increasing rivals’ costs influences Crown Beverage~s CSR practice

1

2

3

4

Thank yo a veiy in itch for your cooperation
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