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Abstract: Beyond the conventional understanding of corporate social responsibility (CSR) as a
voluntary obligation for promoting triple-bottom-line CSR, development-oriented CSR is emerging
and requires empirical investigation. This organisation-level research fills this gap by exploring
development-oriented CSR as a driver of entrepreneurship in Nigeria. Arising from the review
of the literature, human capital theory and stakeholder theory provided theoretical groundings
for the study. The empirical study provides an enhanced understanding of development-oriented
CSR that incorporates entrepreneurship into the extant literature. The target comprised multiple
stakeholders in the Nigerian telecommunication industry, from which a sample of 369 responses
were analysed using descriptive and inferential statistics. The five tested hypotheses showed mixed
results. The stakeholder management and economic dimensions of development-oriented CSR were
found to have significant positive effects on entrepreneurship. However, the environmental, national,
and social dimensions do not have significant positive effects on entrepreneurship. Overall, it was
found that development-oriented CSR is a potential driver of entrepreneurship in the Nigerian
telecommunication industry, but the predictability is weak (15%). The study concludes with practical
implications and recommendations for further research in this multidisciplinary field.

Keywords: CSR; entrepreneurship development; Nigeria; telecommunication

1. Introduction

The challenges generated by climate change and globalisation have intensified the
concerns of specialists regarding the role of companies in the economy, maximising profit
not being the only object of managers, involvement in society and environmental protection
by economic agents gaining new values in a constantly changing world [1–5]. In the
literature, there exists a debate on the social responsibility of a firm in the market economy.
Two proponents with divergent views that emerged from the raging debate are free-market
promoters (those against CSR) and socially oriented promoters [6–9]. Carroll [10] identified
Friedman [11] as the leader of free-market proponents and Paul Samuelsson as the leader
of socially oriented proponents [12]. Free-market proponents opined that the primary
responsibility of firms is to grow the fortune of shareholders through profit maximisation
and nothing more [13].

However, socially oriented proponents argue that firms have social responsibilities
that should be met, arguing that profit maximisation is just one of the firm’s responsibil-
ities [14,15]. In particular, Samuelson emphasised that it is desirable and in the interest
of firms to enrich the practice of CSR for long-term sustainability [12]. Currently, the
concept of business–society relationships has been well entrenched and established; hence,
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global corporations have responded positively to Samuelsson’s argument by being socially
responsible.

In different parts of the world, scholars are investigating how multinational companies
are reinventing new roles for CSR in emerging markets [16–18]. These studies are focused
on different sectors or issues related to CSR.

Many conceptual, theoretical, and empirical studies have discussed the role of CSR in
promoting the social, environmental, and economic aspects of firms’ corporate strategies
for long-term financial performance [4,19–24]. and the generation of shared value [25],
including partnership models for shaping local CSR initiatives, especially in developing
countries [26].

We advance in this paper the need to reshape CSR as a development-oriented mech-
anism. To give the new dimension two issues, stakeholder management and national
aspects, to the three main pillars of CSR: economic, social, and environmental [27]. The
quest to reinvent CSR as a driver of development is supported by the extant literature, as
several scholars have alluded to the fact that “CSR is an umbrella nuance” without a uni-
fied definition that covers a variety of means for explaining the complex business–society
relationship, especially the obligation of meeting the triple bottom line [19,20,28]. (Fur-
thermore, very little attention has been given to development-oriented CSR for bridging
governance gaps in developing countries, where social problems have become pervasive
and endemic [26,29–31].

To further reinforce the justifications above, a plethora of studies have continued to
emerge, demanding that the CSR investments of companies be stretched beyond fund-
ing philanthropic activities and palliatives [32]. Consequently, different CSR frameworks
have been conceptualised, discussed, and proposed, and more are emerging in the litera-
ture. Strategic CSR is one of the frameworks proposed for strengthening business–society
relationships because of its effectiveness in promoting economic multipliers/totality of
economic, social, and environmental impacts [32].

To mitigate negative externalities and manage the conflicts and differences among
stakeholder interests in host communities over minerals, Wushe proposed the corporate
community engagement (CCE) model as the most sustainable model for business-society re-
lationships [33]. The CCE model was proposed for meeting and reconciling the obligations
and expectations of stakeholders.

Another framework is political CSR, defined as a practice whereby companies with
the collaborative support of civil society groups take on the roles traditionally assigned to
governments in a democratic milieu by using CSR programmes as interventions to promote
economic growth and the development of local communities [31,34–36]. (Political CSR
became expedient for several reasons linked to (a) globalisation pressure, (b) the need
for inclusiveness in governance, (c) sociopolitical risk management, and (d) pervasive
infrastructural deficits in developing nations [31]. Moreover, [37] Yap argued that market
failure created a development deficit, which provides an opportunity for companies to
align and mobilise CSR initiatives to drive socioeconomic development, and COVID-19
pushed ahead to shift towards more genuine and authentic CSR and contribute to urgent
global social and environmental challenges [38]. The insights from the CSR practice of three
cases, namely, (a) Vale in Brazil, (b) Newmont in Ghana, and (c) Philex in the Philippines,
justified the potential of development-oriented CSR as a solution to the development deficit
faced by developing countries.

In bridging the obvious gap in the literature, this paper extends the frontier of
development-oriented CSR as a driver of entrepreneurship in Africa’s emerging mar-
ket with a specific focus on Nigeria’s telecommunication industry. Our research objective is
a renewed effort to change the narrow perspective about CSR by exploring the potential of
development-oriented CSR. Specifically, a developmental-oriented CSR conceived by this
research is a social investment for redressing socioeconomic and environmental challenges
facing entrepreneurship in Nigeria. The selection of Nigeria as the country for the study
was based on several criteria, namely, the importance of this country at the world level,
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being one of the MINT components, the development potential of the telecommunications
industry in this country and the impact of this sector on economic development not only
from the point of view of the direct impact, but also of the positive influences exerted on
the financial inclusion of mobile payments [39,40].

The choice of the Nigerian telecommunication industry as the research focus is predi-
cated on two reasons. First, it is the largest segment of the information and communication
sector in Nigeria and one of the largest segments in Africa, with over 168 million active
subscribers [41]. Second, several studies have noted that telecommunication companies in
Nigeria are more active in promoting CSR than other companies [9,41–44].

In specific terms, the study provides answers to three questions: (a) What is the
perception of CSR in the telecommunication industry? (b) What is the perception of
entrepreneurship in the telecommunication industry? (c) What is the effect of development-
oriented CSR on entrepreneurship in the telecommunication industry? There are five
sections in this paper. Section 1 focuses on the introduction, literature review, theoretical
framework, and hypothesis development. Section 2 explains the methodology. Section 3
discusses the results. Section 4 focuses on the discussion of the results. Section 5 discusses
the conclusion, research implications, limitations, and future research direction.

2. Literature Review
2.1. Theoretical Framework

The two concepts underpinning this exploratory study are development-oriented CSR
and entrepreneurship. CSR has long been defined as a worthwhile obligation that compa-
nies in contemporary times should engage in for their own long-term interests [12]. Kotler
and Lee defined CSR as a commitment by companies to improve the wellness and wellbeing
of their host communities by deploying organisational resources as a discretionary business
policy and practice [45]. The definition of CSR extends to managing a balance of economic,
environmental, and social responsibilities in society by companies [46,47]. Gradually, CSR
has become a component of the business strategy that is followed by managers in order to
increase the value of the company and the impact that its activity has on the national and
even international economy [48–50].

The working definition of development-oriented CSR is the locally led CSR initiatives
of companies created to tackle complex socioeconomic problems in developing countries
with weak and ineffective political and regulatory institutions [26]. Development-oriented
CSR would help douse tensions and agitations because social programmes, projects, and
compensatory palliatives from companies create a business of peace (BOP) in operating
communities [51,52]. Entrepreneurship, on the other hand, is defined as a process of
reflecting on opportunities, harnessing and creating wealth out of the opportunities for
society [53]. Sathorar opined that entrepreneurship is a notion of value creation that is
expressed through the creation of business ventures in an enabling environment [54]. The
working definition of Harvard Business School views entrepreneurship as the process
by which individuals either independently or within corporate organisations pursue and
exploit without regard to the resources they currently control [55,56]. The above definition
presupposes that if entrepreneurship is imbibed, it enables entrepreneurs to be able to
identify and exploit opportunities in the business environment [57,58]. The working
definition of entrepreneurship is the process of pursuing economic opportunities by an
individual or group with the intention of establishing micro and small businesses for
self-employment, wealth creation, fostering creative innovation, the development of local
technology, and self-actualization [14,59,60]. Researchers have identified the major impact
that entrepreneurship has on development through different channels, namely, the creation
of jobs, the stimulation of creativity and innovation, the more efficient allocation of resources
at the national level, the increase in the standard of living and the well-being of citizens [61–64].

Furthermore, the two theories that provided theoretical frameworks that connect
CSR and entrepreneurship in this study are stakeholder theory (SHT) and human capital
theory (HCT). According to Freeman et al. stakeholder theory emerged to reposition and
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strengthen business–society relationships [65]. They argued that stakeholder theory asks
two questions: What is the purpose of firms? What responsibility does management have
to stakeholders? Answers to these questions help firms define their objectives clearly, share
a sense of value, and relate well with diverse stakeholders. However, Secchi and Ismail
view stakeholder theory as a relational theory that explains how businesses relate and link
the diverse interests of multiple stakeholders to achieve their corporate objectives [66,67].
Fontrodona and Sison remarked that a stakeholder theory was developed to address the
demands of multiple stakeholders because businesses in contemporary times have grown
beyond a single monolithic entity portrayed by shareholder-agency theory [68]. To avoid
ambiguity, Carroll and Buchholtz identified primary stakeholders of businesses to include
shareholders, customers, business partners/investors, employees, host communities, future
generations, and the environment, while the secondary stakeholders are governments,
regulatory bodies, civil society organisations, special interest groups, professional bodies,
media, and competitors [69].

The second theory is human capital theory (HCT), which explains the economics
of training, education, and capacity building; it is otherwise called Schultz’s theory of
entrepreneurship because the term human capital was first used by Schultz [70]. The theory
explicates that investment in education, training, and capacity building is the most effective
stimulant for making individuals productive as entrepreneurs or employees [71–73], and
well-trained individuals are future catalysts for boosting economic growth, firm produc-
tivity and technological development because of the transmission of useful knowledge,
competencies, and skills [74,75]. Currently, we must consider the digital component in
terms of skills and technology [76], as a facilitator of economic development and unex-
pected changes in entrepreneurial behaviour [77–79]. Digital transformation strategies
aim to improve and foster the business environment as a distinctive competitive advan-
tage [80,81].

The theory when applied to entrepreneurship describes the entrepreneur “as a form of
human capital, who propels changes in the society” if better trained and empowered [82].
The expenditures incurred by individuals (self-sponsored training), corporations (firm-
sponsored training), and the public sector (government spending) on human capital de-
velopment in the form of education, training, health, information, career reinvention, and
labour mobility are called human capital investments [70,83]. Investment in human capi-
tal development enhances the earnings of trained individuals and nations as bargaining
powers appreciate the supply of skilled labour, expertise, and competencies in the labour
market [84]; it also boosts labour productivity in current and future employment as well
as better prospects of securing competitive employment opportunities [83]. The extant
literature shows that the three common pillars or dimensions of CSR are the social, envi-
ronmental and economic dimensions. In our opinion, they have to be extended to five by
adding national and stakeholder management to give the development-oriented dimension
of CSR. The research question we want to address is as follows: How much influence do
the five components of development-oriented CSR and entrepreneurial behaviour have?
To answer this question, we will study five analysis hypotheses (H1–H5) using the example
of the Nigerian telecommunication industry.

The research model that explained the effect of development-oriented CSR on en-
trepreneurship is shown in Figure 1. The research model used in this study is adopted
and adapted from Carroll’s CSR Pyramid, a well-known four-part sustainable stakeholder
framework with economic, legal, ethical, and discretionary (philanthropic) responsibili-
ties [85,86].
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2.2. Relationship between CSR and Environmental Issues

A number of empirical and conceptual papers have reported a mixed relationship
between CSR and environmental issues. In reality, there are unending oil spillages, pol-
lution, chemical diffusion, and emissions of carbon monoxides as well as abuse of the
ecosystem linked to multinational corporations ) [87]. In the telecommunication indus-
try in Nigeria, Osemene found that the CSR activities of the mobile telecommunications
industry support environmental sustainability [42]. The endorsement and application
of CSR practices by companies have resulted in the reduction of environmental damage,
elimination of industrial waste, adoption of green practices, and utilisation of recycling
strategies [88–90]. Recently, Fukuda and Ouchida investigated the effect of CSR behaviour
on economic welfare and the environment and found that CSR is not always beneficial
for the environment because profit-maximising companies are socially responsible for the
environment when environmental damage is serious and the cost efficiency of emission
reduction is low, and flagging CSR initiatives would enhance their net profits [91]. Further
investigation of the CSR–environment sustainability nexus in the Pakistani manufacturing
industry revealed that all CSR dimensions have a significant positive relationship with
environmentally sustainable development, and the latter also has a significant positive
relationship with green innovation [23].

Hypothesis 1 (H1). The environmental dimension of CSR has a significant effect on entrepreneur-
ship in the Nigerian telecommunication industry.

2.3. Relationship between CSR and National Issues

The interplay between CSR and national issues has been well reported as a political
CSR. In particular, local and multinational companies with the collaborative support of
civil society groups take on the roles traditionally assigned to governments by using
CSR programmes as interventions to promote economic growth and redevelopment of
the local communities [31,34,35]. More studies have reported an increasing institutional
interplay between state policies, private sector discretionary activities, and civil society’s
developmental agenda in shaping CSR within different national contexts for the purpose of
developing collective responses to concerns, pressures, and expectations of society [92–94].
McKinsey’s survey explained that companies are becoming more involved in national
issues because they fall within their social responsibility, and national crises have also
increased the public’s expectations of business’s role in society [95]. Moreover, Danziger
explained that when the government is slow in responding to public outcry for a drastic
change to undesirable socioeconomic issues, companies could extend their CSR initiatives
into political actions to fill the leadership void by taking a stand [96]. In framing CSR as a
political mitigation tool, companies strategically transition from the safe CSR initiatives of
focus on clean air and water, food for the hungry, shelter for the homeless, and support of
the arts into the sensitive and dangerous realm of social and political activism. The political
role of companies is complementary to their economic role in emerging new governance,
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and the political role is confined to rule-setting processes and rule-finding discourses in
cooperative social interactions [97].

Hypothesis 2 (H2). The national dimension of CSR has a significant effect on entrepreneurship in
the Nigerian telecommunication industry.

2.4. Relationship between CSR and Social Issues

Despite the positive impact of CSR activities carried out by companies, scholars have
warned the public and the government of CSR initiatives of manufacturers of unlawful
products such as tobacco marketing that are antithetical to the ideals of social responsi-
bility [98]. British tobacco has been identified as reinventing CSR as an ideological issue
planned to positively influence society’s perceptions of tobacco control, while at the same
time diffusing and disarming the negative impact of campaign launch against tobacco
by public health advocates and critics through its CSR programmes and projects [99] In
addition, it has been argued that some companies initiate social intervention projects for
reputation building and as a diversionary tactic to distract the attention of the public from
the excesses of the company in society [100]. To earn a social licence to operate (SLO)
from social licencers in host communities, many contemporary companies, especially in
resource-rich countries, are launching different CSR programmes and projects [101,102].
The motive behind such CSR programmes and projects is not to meet local priorities or en-
hance sustainable livelihoods in developing countries [30]. Moreover, another real motive
behind the publicized social actions of companies through CSR is transactional integrity
(more profit from its supply chain), not society’s wellbeing or transformation integrity [103].
However, Polonsky and Jevons noted that CSR is closely linked to its brand positioning,
which presupposes that the CSR activities of some companies are merely designed to ex-
ploit consumers by making them believe that they are socially responsible companies [104].
Most CSR interventions on social issues are not genuine and hence do not impact the
development of local communities. In particular, Melyoki and Kessy found that despite
the implementation of a number of social actions by companies through projects, award
of compensation acquired land, and payment of local taxes to the host communities [105],
CSR-driven social actions have not succeeded in earning the companies the social licence
to operate (SLO). Based on the findings from previous studies as explicated above, it could
be hypothesised that:

Hypothesis 3 (H3). The social dimension of CSR has a significant effect on entrepreneurship in
the Nigerian telecommunication industry.

2.5. Relationship between CSR and Stakeholder Management

A number of studies have affirmed that effective stakeholder management through
CSR is important for long-term business sustainability, financial performance, and sus-
tainable value creation [69,106–108]. The literature provides rich cases on how companies
manage multiple stakeholders (within and outside their value chains) through their CSR
programmes and projects. In the Middle East and Southeast Asia, Aramex and Injaz cor-
porations initiated an entrepreneurship education programme (EEP) that has generated
massive jobs for youth in the region [109]. In addition, Porter and Kramer [110] reported
a mutually beneficial model of creating shared value (CSV). The CSV model is a synergy
between MNCs and local cocoa farmers that has improved farming techniques, enhanced
access to better technologies, and accelerated the emergence of a local cluster of small sup-
pliers with improved efficiency, yields, and sustainability. Similarly, the defunct Visafone
Nigeria initiated an entrepreneurship intervention through a business-friendly telephone
package that reduced the cost of calls and overhead expenses of SMEs [14].

In addition, an empirical study conducted in Australia among large organisations
revealed that the CSR giving process, the appointment of implementation managers, and
other supporting structures have led to better management of stakeholders and their
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overlapping interests by organisations [111]. Similarly, Barnett et al. affirmed that stake-
holder management is an effective mechanism for bringing sustainability to the fore where
self-regulation fails because stakeholders have the capacity to mount pressure on firms
to redress the “wicked problems of sustainability” [108]. However, tripartite collabora-
tion between business, government, and stakeholders is required for enduring success.
Moreover, Chevron established in Indonesia a CSR scheme called Chevron Pacific Indone-
sia (CPI) that supported small local businesses and cooperatives. The model provided
financial support to the tune of $1.3 million in 2001 to small businesses and more than
$114 million in 2009 [109]. Similarly, the CSR-oriented business linkages of Unilever in
Vietnam, Toyota in Thailand, Intel in Malaysia, and Motorola in China provided logistic
and financial support to SMEs [112]. At the global level, accomplished corporations such
as Intel, KaBOOM, eBay, Johnson & Johnson, Nestlé, General Electric, IBM, Grameen Bank
& Grameen Foundation, Google, DonorsChoose, Unilever, and Wal-Mart use CSR as instru-
ments for promoting social entrepreneurship/corporate philanthropy without losing their
economic objectives [29,31,113]. On the strength of the several cases discussed above on
the plausibility of stakeholder management driving rural development and sustainability,
it could be hypothesised that:

Hypothesis 4 (H4). The stakeholder management dimension of CSR has a significant effect on
entrepreneurship in the Nigerian telecommunication industry.

2.6. Relationship between CSR and Economic Issues

The economic dimension of CSR stimulates development [114,115], ensures financial
performance and longevity and guarantees a sustainable return on investment [116,117],
Specifically, Taskin investigated the relationship between CSR and banks’ financial per-
formance measures (return on assets/ROA, return on equity/ROE, and net interest mar-
gins/NIM) in Turkey and found that banks with CSR practices have lower profitability in
terms of ROE and ROA [118]. In the Czech commercial banking sector, however, it was
found that CSR is not significantly related to the financial performance of banks [27]. Fur-
thermore, Raimi, Akhuemonkhan and Ogunjirin found that there is a significant positive
relationship between the level of economic growth in Nigeria measured by gross domestic
product and CSR (an indication that CSR stimulates economic growth) [29]. However, the
relationship between CSR and financial performance among banks in Lebanon revealed
a positive relationship between CSR and financial performance—an indication that the
adoption of CSR enhances higher profit, better image, and legitimacy [119]. Cho, Chung,
and Young examined the effect of CSR on financial performance among companies listed on
the Korea Exchange and found that CSR has a partial positive correlation with profitability
and firm value, but shows a statistically positive correlation with social contribution [120].
On the strength of the mixed findings above on the CSR–Economic performance nexus, it
could be hypothesised that:

Hypothesis 5 (H5). The economic dimension of CSR has a significant effect on entrepreneurship
in the Nigerian telecommunication industry.

3. Methodology

This study adopted the quantitative research method—a positivist paradigm that
examines cause–effect relationships, tests hypotheses and supports capacity to make pre-
dictions on the subject of enquiry [121]. This method is commonly used in CSR studies
across the globe [122–124].

3.1. Research Design, Population, and Sample

Leveraging human capital and stakeholder theories, the study adopted a quantita-
tive research method and descriptive survey research design to validate the formulated
hypotheses. The target population comprised 148.74 million telephone subscribers in
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Nigeria [125,126]. Lagos has 19.04 million active subscribers; Ogun has 8.53 million sub-
scribers; Kano has 7.81 million; Oyo has 7.53 million subscribers; and the FCT and Rivers
have 6.03 million and 5.84 million subscribers, respectively [125]. From the population
of 19.04 million in Lagos state, a sample of 384 respondents was determined using the
Parten formula for sampling a finite population. In specific terms, the respondents are
telephone users who are well informed about the CSR activities in the telecommunication
industry in Nigeria [127]. They comprised people in higher education institutions, private
sector employees, public sector employees, self-employed persons, and unemployed per-
sons. The required primary data were collected from the 384 respondents using structured
online questionnaires.

In the absence of a reliable sampling frame, the study follows a nonprobability sam-
pling approach, particularly the use of a purposive sampling technique to select the
384 respondents because not all telephone users in the sample locations were sufficiently
knowledgeable about the phenomenon being investigated. The sampling was carried out
in the pre and post phases. In the presampling phase, the intention was to determine
respondents to be included and those to be excluded. Consequently, in the presampling
phase, a total of 500 respondents were asked to indicate their level of knowledge on cor-
porate social responsibility in the telecommunication industry in Nigeria. At the end of
the presampling phase, 384 respondents with good knowledge were selected and adminis-
tered structured online questionnaires only. This approach is consistent with the intent of
the purposive sampling technique. Scholars of research methodology explained that the
purposive sampling technique is acceptable when the issues being investigated require
experts, experienced individuals, and people who are knowledgeable about certain events
and social phenomena [128,129]. It has also been found to be very useful and acceptable
when the population is large and randomisation is impossible [130].

The questionnaire instrument was adapted from different questionnaires that had been
used for measuring CSR practices and entrepreneurship orientation in the literature. With
regard to ethical issues, the ethical guidelines and principles our respective institutions
were strictly adhered to by the researchers, which include “no harm, informed consent,
avoidance of undue intrusion/deception, confidentiality, anonymity and security”. There
was an informed consent clause in the online questionnaire informing the respondents
about the aim and objectives of the study, as well as assuring them that their privacy and
data were guaranteed. The key ethical principles that underpinned the study include the
principle of voluntary participation, the principle of informed consent, the principle of
confidentiality, and the principle of anonymity.

An electronic version of the questionnaire was administered through web-enabled
data collection. The CSR scale was adapted from Amaeshi et al., Sweeney, Kehbila, Ertel
and Brent, Osemene, Uadiale and Fagbemi [19,42,131–133], while the Entrepreneurship
Scale was adapted from the works of Quince and Whittaker, Wang, Li, Huang and Tsai, and
Madhoushi et al. [134–137]. Overall, the CSR-E scale has 57 items for measuring the CSR
activities and entrepreneurship orientation of telecommunication companies. The collected
data were analysed using multiple linear regression analysis following the methodology
of Giannarakis, Hu et al., and Gomes [138–140]. Linear regression analysis has been
established to be suitable for both primary and secondary data analyses.

3.2. Reliability, Validity, and Measurement of Variables

The reliability of the questionnaire (internal consistency and stability) was tested using
Cronbach’s alpha coefficient [141]. The Cronbach’s alpha values for all the constructs are
higher than the 0.70 minimum acceptable reliability threshold. George and Mallery asserted
that a Cronbach’s alpha reliability coefficient of >0.9 is excellent, >0.8 is good, and >0.7 is
acceptable [142]. To test the validity of all the constructs in the structured questionnaire,
content validity was preferred. The content validity of the instrument was ascertained
using exploratory factor analysis (EFA). Using a threshold loading of 0.50 and eigenvalues
greater than 1.0, the factors with loadings of less than 0.50 were dropped and removed
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following the opinion of Field [143]. Overall, the research design is consistent with the best
practice in management science research methodology [120]. The questionnaire had 16
sections (A–P). Section A gathered data on the demographics of the respondents. Section
B gathered information on the five dimensions of CSR. Section C gathered information
on entrepreneurship. Section D gathered information on the plausibility of CSR driving
entrepreneurship. Apart from section A, the questionnaire items in all other sections were
measured on a five-point Likert scale, ranging from strongly disagree (1) to neutral (3) and
to strongly agree (5).

3.3. Demographics of the Respondents

There are six demographics in the data analysis in Table 1: location, sex, age, marital
status, educational qualifications, and type of respondents. Eight locations in Lagos were
focused. Other locations show one-digit percentages. For gender status, 75.9% were male
respondents and 24.1% were females. In the age brackets, a total of 24.4% fell within the
age bracket of 16–25 years; 24.7% of the respondents were 26–35 years old; 24.1% were
36–45 years old; 22.2% were 46–55 years old; and 4.6% were 56 years old and above. The
marital status of the respondents varies. Married respondents accounted for 59.6%, single
respondents accounted for 39.6%, widowers accounted for 0.6%, and divorced respondents
accounted for 0.3%. With regard to academic qualifications, 21.6% of the respondents had
ND/NCE educational qualifications, 36.6% had bachelor of science degrees, and 29.3% had
master’s and doctoral degrees.

Table 1. Demographics of respondents.

Variable Description Frequency Percentage (%)

Location Lagos 1 48 13.0%

Lagos 2 34 9.2%

Lagos 3 93 25.2%

Lagos 4 58 15.7%

Lagos 5 32 8.7%

Lagos 6 38 10.3%

Lagos 7 20 5.4%

Lagos 8 46 12.5%

Total 369 100%

Sex Male 280 75.9%

Female 89 24.1%

Total 369 100%

Age 16–25 years 90 24.4%

26–35 years 91 24.7%

36–45 years 89 24.1%

46–55 years 82 22.2%

56 years and above 17 4.6%

Total 369 100%

Marital status Single 146 39.6%

Married 220 59.6%

Divorced 1 0.3%

Widow/Widower 2 0.6%

Total 369 100%

Educational qualification

Secondary School 19 5.2%

ND/NCE 80 21.6%
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Table 1. Cont.

Variable Description Frequency Percentage (%)

HND 22 6%

Bachelor 135 36.6%

Master and Doctoral
degree 108 29.3%

Others 5 1.4%

Total 369 100%
Source: Survey Output from SPSS (2020).

Table 2 below depicts the type of respondents who participated in the survey. This
indicates that the majority of the respondents are people in higher education institu-
tions (32.0%), private sector employees (27.6%), public sector employees (24.4%), and
self-employed persons (13.6%). Unemployed persons accounted for only 2.4%.

Table 2. Type of respondents.

Type of Telephone Users

Percent Cumulative Percent

Self-employed business owner 50 13.6%

Academic Lecturer and Student 118 32.0%

Unemployed person 9 2.4%

Private sector employee 102 27.6%

Public sector employee 90 24.4%

Total 369 100%

Table 3 highlights the stakeholder groups in the Nigerian telecommunication industry.
The three valuable stakeholder groups are customers (27.1%), shareholders/owners (24.4%),
and regulatory agencies (17.9%). Others are wholesalers/distributors (5.4%), professional
associations (0.8%), industry experts (0.8%), banks/financial institutions (2.7%), human
rights/civil society organisations (2.7%), employees/unions (1.6%), host communities
(5.7%), media organisations (6.5%), and competitors or rival companies (4.3%).

Table 3. Stakeholder group of telecommunication companies in Nigeria.

H5. Frequency Percent Cumulative Percent

• Shareholders/Owners
• Wholesalers/Distributors
• Professional Associations
• Industry Experts/Consultants
• Customers
• Regulatory Agencies
• Bank/Financial Institutions
• Human Rights/Civil Society Organisations
• Employees/Employee Unions
• Host Communities
• Media Organisations
• Competitors/Rival Companies

Total

90 24.4 24.4

20 5.4 29.8

3 0.8 30.6

3 0.8 31.4

100 27.1 58.5

66 17.9 76.4

10 2.7 79.1

10 2.7 81.8

6 1.6 83.5

21 5.7 89.2

24 6.5 95.7

16 4.3 100.0

369 100.0
Source: Survey Output from SPSS (2020).



Resources 2022, 11, 79 11 of 23

4. Results
4.1. Respondents’ Perception of CSR

Six perceptions of CSR given by the respondents were ranked using Friedman rank
test statistics, and the hypothesis was tested using chi-square test statistics. The perception
of CSR with the best ranking is serial number 1 in Table 4, which reflects CSR as a voluntary,
ethical, and moral obligation required of corporations as contributions to better society at
large. Based on these perceptions, the study found that CSR in Nigerian telecommunication
has essentially a philanthropic perspective.

Table 4. Friedman rank test on perception of CSR.

Perception of CSR Mean Rank

1. CSR refers to voluntary, ethical, and moral obligations required of
corporations as contributions to better the society at large. 4.35

2. CSR is a promotional strategy of corporations in the forms of charity,
sports donations, education support and health intervention designed for
improving customer attraction, brand loyalty, and gaining tax reductions
from government.

3.81

3. CSR is a friendly HRM policy put in place by corporations for improving
employees’ motivation and their financial performance. 2.64

4. CSR is a deliberate commitment by corporations for reducing the negative
impact of their operations on the ecosystem/environment because of
pressures from the host communities and human rights groups.

3.28

5. CSR is a strategic tool designed by corporations for improving relations
with business partners, investors and suppliers, and other stakeholders. 3.53

6. CSR is a strategy for improving corporations’ economic and social
performance measured by sales, profitability, and reputation. 3.38

Source: Survey Output from SPSS (2020). Overall: n = 369, Chi-Square = 237.762, df = 5, Asymp. Sig. = 0.000.

4.2. Respondents’ Perception of Entrepreneurship

The five perceptions of entrepreneurship given by the respondents are ranked in
Table 5 below. The perception of entrepreneurship with the highest ranking is 5, which
describes entrepreneurship as the acquisition of vocational, professional, and small business
education that provides people with adequate preparation skills for starting up new firms
and growing existing firms.

Table 5. Friedman Rank on the Perception of Entrepreneurship.

Perception of Entrepreneurship Mean Rank

1. Entrepreneurship is a process of creating a job for oneself out of frustration of
unemployment in the country.

2.58

2. Entrepreneurship occurs when an individual consciously retires from other people’s
jobs and settles down to create a personal and fully owned business

2.71

3. Entrepreneurship is the process of buying, selling and offering services for
commercial benefits in order to make profit.

2.87

4. Entrepreneurship is any creative, innovative, and enterprising human action in
pursuit of opportunities through the creation of commercial activities.

3.39

5. Entrepreneurship is acquisition of vocational, professional, and small business
education that provides an individual with adequate preparation skills for starting
up new firms and growing old firms.

3.45

Source: Survey Output from SPSS (2020). n = 369, Chi-Square = 140.660, df = 4, Asymp. Sig. = 0.000.
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4.3. Development Potential of the CSR–Entrepreneurship Nexus

Beyond the voluntary demonstration of empathy to society, Table 6 shows the devel-
opment potential of the CSR–entrepreneurship nexus in the Nigerian telecommunication
industry. A total of 83.7% of the respondents opined that CSR could be targeted at fund-
ing entrepreneurship education in primary, secondary, and tertiary institutions; 85.1%
agreed that CSR funds could be used as start-up venture capital for unemployed gradu-
ates/trainees (as small business owners) after undergoing entrepreneurship training with a
view to complementing government effort; 77.5% agreed (5.7% disagreed) that future CSR
could be used for building business clusters and technology business incubation centres for
the benefit of small businesses in Nigeria; 72% agreed (9.5% disagreed) that the CSR efforts
of telecommunication companies could be used for buying the needed equipment and
tools for artisans, craftsmen, and petty traders in disadvantaged host communities; and
65% agreed (13.6% disagreed) that the CSR programmes of telecommunication companies
could be good instruments for political risk mitigation in hostile communities such as the
Niger Delta and Norn Nigeria.

Table 6. Development potentials of the CSR–entrepreneurship nexus.

SN
Strongly Agree (SA), Agree (A), Neither
Agree nor Disagree (N) Disagree (D) and
Strongly Disagree (SD)

SA A N D SD

I1.
Future CSR could be targeted at funding
entrepreneurship education in the primary,
secondary, and tertiary institutions.

47.4% 36.3% 12.7% 3.3% 0.3%

I2.

CSR investments could be used as seed funds
for start-ups/small ventures created by the
unemployed graduates after their
entrepreneurship training.

44.2% 40.9% 10.8% 3.0% 1.1%

I3.
CSR could support building business clusters
and technology business incubation centres
for the benefit of small businesses in Nigeria.

41.5% 36.0.% 16.8% 4.9% 0.8%

I4.

CSR investments could be used for buying the
needed equipment and tools for artisans,
craftsmen, and petty traders in disadvantaged
host communities.

37.9% 34.1% 18.4% 7.9% 1.6%

I5.

CSR programmes companies could be good
instruments for political risk mitigation in
hostile communities like the Niger Delta and
Northern Nigeria.

29.8% 35.2% 21.4% 8.7% 4.9%

Source: Survey Output from SPSS (2020).

4.4. The Results of Testing the Development-Oriented CSR–Entrepreneurship Model Using Linear
Regression Analysis

To test the predictability of the development-oriented CSR–entrepreneurship model,
linear regression analysis was used. Nathans, Oswald and Nimon explain that multiple
linear regression has found acceptability in the social sciences as a standard statistical
technique because it enables researchers to clearly explain the behaviour of multiple
independent variables with a single dependent variable by interpreting the coefficients of
the independent variables, otherwise called beta weights [144]. Guided by best practice,
this research hypothesised that the five dimensions of development-oriented CSR have a
significant positive effect on entrepreneurship in the Nigerian telecommunication industry.
The regression model is shown below:

Where + b1EVC + b2NIC + b3SIC + b4EIC + b5SIC + b6SMC + ε . . . . . . . . . (1)

where
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ENT = Entrepreneurship (Dependent variable) measured by Q1–Q6 in Table A1 in the
Appendix A;

EVC = Environmental Issue Construct (Independent variable) measured by Q7–Q12
in Table A2 in the Appendix A;

NIC = National Issue Construct (Independent variable) measured by Q13–Q12 in
Table A3 in the Appendix A;

SIC = Social Issue Construct (Independent variable) measured by Q21–Q26 in Table A4
in the Appendix A;

EIC = Economic Issue Construct (Independent variable) measured by Q27–Q32 in
Table A5 in the Appendix A;

SMC = Stakeholder Management Construct (Independent variable) measured by
Q33–Q39 in Table A6 in the Appendix A.

Control variables considered were location of respondent, sex, age, marital status, and
educational qualification.

The final estimations are presented below in Tables 6 and 7.

Table 7. Development-oriented CSR as a significant predictor of entrepreneurship.

Coefficients

Model
Unstandardised Coefficients Standardised

Coefficients t Sig.
B Std. Error Beta

(Constant) 12.176 1.628 7.479 0.000

EVC −0.009 0.041 −0.016 −0.230 0.818

NIC −0.018 0.042 −0.034 −0.439 0.661

SIC 0.028 0.056 0.035 0.502 0.616

SMC 0.230 0.052 0.286 4.435 0.000

EIC 0.191 0.071 0.144 2.680 0.008

Location of respondent 0.025 0.081 0.016 0.314 0.754

Sex −0.257 0.433 −0.032 −0.593 0.553

Age −0.290 0.237 −0.101 −1.227 0.221

Marital Status 0.621 0.518 0.094 1.199 0.231

Educational
Qualifications −0.283 0.158 −0.105 −10.790 0.074

Source: Survey Output from SPSS (2020). a. Dependent Variable: MENT. b. Predictors: (Constant), Educational
Qualifications, EIC, Location of respondent in Lagos, Sex, SIC, Marital Status, SMC, EVC, CNIC, Age.

Only H4 and H5 were confirmed, while H1, H2, and H3 were not. This drives us to
the conclusion that the proposed model with five pillars has to be restructured at least for
Nigerian telecommunication entrepreneurship.

The regression estimations in Table 8 (R2 = 0.156, Adj. R2 = 0.132, F (10,358) = 6.620,
p < 0.05) suggest that all five dimensions of development-oriented CSR collectively exerted
a significant effect on entrepreneurship in the Nigerian telecommunication industry. When
the magnitude and direction of the effect are considered, the estimations show that a
positive effect of 15.6% (13.3% when adjusted for error) is exerted on entrepreneurship by
the five dimensions of development-oriented CSR. Individually, however, the stakeholder
management dimension of CSR contributed 23% to the positive change in entrepreneurship
(SMC: β = 0.230, p < 0.05). Similarly, the economic dimension of CSR also contributed 19.1%
to the positive change in entrepreneurship (EIC: β = 0.191 p < 0.05). However, the environ-
mental dimension (EVC: β = −0.009, p > 0.05, n.s.), national dimension (NIC: β = 0.018,
p > 0.05, n.s.); and the social dimension (SIC: β = 0.028, p > 0.05, n.s.) were not significant
predictors of entrepreneurship because their respective -values were greater than 0.05.
Based on the results above, the research model was amended as shown in Figure 2 below.
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In the amended model, three dimensions of CSR (environmental, social, national) were
dropped because they do not impact entrepreneurship in the telecommunication industry.

Table 8. Model Summary.

Model R R Square Adjusted
R Square

Std. Error of
the Estimate

Change Statistics Change Statistics
Durbin–
WatsonR Square

Change F Change df1 df2 Sig. F
Change

1 0.395 a 0.156 0.132 3.220 0.156 6.620 10 358 a 0.000 1.795

Source: Survey Output from SPSS (2020). a. Predictors: (Constant), Educational Qualifications, EIC, Location of
respondent in Lagos, Sex, SIC, Marital Status, SMC, EVC, NIC, Age. b. Dependent Variable: MENT.
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5. Discussion

The mixed findings from the model estimations are situated within the body of extant
literature. The finding that the environmental dimension of CSR has no significant effect on
entrepreneurship in the Nigerian telecommunication industry is inconsistent with previous
empirical studies that affirmed that the application of CSR practices has resulted in green
innovation [23], reduction of environmental damages, elimination of industrial waste,
adoption of green practices and utilisation of recycling strategies for boosting economic
fortunes, economic welfare, profitability, and cost reduction [88–91].

The second finding that the national dimension of CSR has no significant effect on
entrepreneurship in the Nigerian telecommunication industry is consistent with previous
studies that affirmed that focusing CSR on national issues by companies merely helps
in shaping CSR within different national contexts and assists in developing collective
responses to concerns, pressures, and expectations of society [92–94]. Danziger explained
that extending CSR into national issues/political actions helps to fill the leadership void by
taking a stand on issues of public importance [96]. Therefore, CSR interventions are merely
mechanisms for rule-setting processes and rule-finding discourses in cooperative social
interactions in emerging new governance [97].

The third finding, which indicated that the social dimension of CSR has no signifi-
cant effect on entrepreneurship in the Nigerian telecommunication industry, is consistent
with previous empirical studies that explained that companies embark on social inter-
vention to influence thoughts and perceptions on people about their unlawful operation
and diffuse the negative impact of unethical actions and products [99]. It has also been
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reported that companies fund social interventions for reputation building [100], transac-
tional integrity and transformation, and brand positioning/greenwashing [100–104]. The
finding that the stakeholder management dimension of CSR has a significant effect on
entrepreneurship in the Nigerian telecommunication industry is consistent with previous
studies that affirmed that companies engage in stakeholder management for long-term
business sustainability, financial performance, and sustainable value creation [69,106–108].
It has been reported that companies initiate entrepreneurship interventions for the creation
of jobs for youth [109], creating beneficial shared value between small suppliers and man-
ufacturers [144], better alignment of overlapping business interests [111], and managing
enduring enterprise sustainability [108]. Additionally, CSR practices have been used to
promote social entrepreneurship and corporate philanthropy while pursuing economic
goals [29,31,113]. This finding is also consistent with stakeholder theory, which asserts that
CSR is a relational instrument for meeting the demands, needs, stakes, and expectations of
multiple stakeholders to achieve their company’s objectives [66–68].

Last, the finding that the economic dimension of CSR has a significant effect on en-
trepreneurship in the Nigerian telecommunication industry is consistent with previous stud-
ies that affirmed that CSR stimulates economic activities, entrepreneurship, financial per-
formance, and longevity and guarantees a sustainable return on investment [27,116–118].
In addition, CSR also enhances higher profit, better image, and legitimacy [119,120]. More-
over, Raimi et al. found a significant positive relationship between gross domestic product
and CSR in Nigeria [115]. This finding is also consistent with the human capital theory
that investment in education, training, and capacity building by companies or govern-
ments is the most effective mechanism for making individuals and groups productive as
entrepreneurs or employees [71,72], and well-trained individuals are future catalysts for
boosting economic growth, firms’ productivity and technological development because of
the transmission of useful knowledge, competencies, and skills [74,75].

6. Conclusions

This paper sets out to explore development-oriented CSR as a driver of entrepreneur-
ship in the telecommunication sector in Nigeria. Ultimately, five mixed results emerged.
The stakeholder management and economic dimensions of development-oriented CSR
were found to have significant positive effects on entrepreneurship. However, the en-
vironmental, national, and social dimensions do not have significant positive effects on
entrepreneurship. Some key research implications have emerged from exploratory studies.

6.1. Theoretical and Practical Implications

Theoretically, the study contributes to CSR and entrepreneurship by investigating the
plausibility of development-oriented CSR as a driver of entrepreneurship. Additionally,
the study affirmed stakeholder theory (SHT) and human capital theory (HCT) as relevant
theoretical underpinnings for explaining the CSR–entrepreneurship nexus in the Nigerian
telecommunication industry. The practical implication of the study is that it has pointed
out CSR investments as an efficacious mechanism for small business development, poverty
reduction, and start-up venture capital for SMEs, as well as a tool for wealth creation
and supporting tools for public policy development. The policy implication is that the
policymakers of companies could exploit development-oriented CSR as a private sector
development model (PSDM) to strengthen small businesses facing weak institutional
support and infrastructural deficits in the telecommunication industry in Nigeria.

6.2. Limitation and Future Research

There are a few limitations. First, the sample size of 369 respondents is small taking
in account the dimension of the population of telephone subscribers in the Nigerian
telecommunication industry. Future research should therefore increase the sample size
and explore the use of longitudinal data to sustain the generalisation of the results and the
prediction of research outcomes. The second limitation is the use of the purposive sampling
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technique, which is a nonrandom sampling perceived as subjective. This is relevant in
this study because the target population is very large, there is no defined sampling frame,
and the issue being investigated requires people who have practical experience with CSR
application and connection with entrepreneurship.

Despite the above limitations, the study is unique because it empirically opens the
space for further studies on the nexus of CSR–entrepreneurship for other industries, consid-
ering that the five model components have different importance on industries, depending
on the technologies used and their impact on the environment, the profile of human capital
and the managerial model. However, future research may consider using secondary data to
better explore the relationship, which is believed to enhance generalisation and prediction.
Despite this limitation, the present study has provided useful insight into the potential of
CSR and entrepreneurship in Nigeria. For robust findings, it is anticipated that the findings
obtained from the present study will spur future researchers to explore the country and
transnational analysis. The proposed model with five pillars can be a support model to be
applied for different regions and different economic areas to see the findings and to give
stronger insight into its relevance for development-oriented CSR. As future research direc-
tions, the authors consider conducting similar studies for the other countries in the MINT
group in order to identify the national specificities, but also the common characteristics
considering the status of these countries as emerging economies.
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Appendix A

Table A1. Entrepreneurship and Skills Development.

Mean Rank

Nigerian telecommunication companies provide business support for their suppliers
and retail outlets. 4.07

The companies provide intervention for suppliers and retail outlets for growth of
their clients’ revenue base. 3.54

The companies support the small and medium enterprises (SMEs) working with
them for self-reliance and independence. 3.46

Support interventions are provided by the telecommunication companies to the
small businesses for the purpose of building their technical skills. 3.20

Telecommunication companies provide support for host community to elicit their
collaboration for business of peace. 3.40

Trainings and knowledge sharing are offered by telecommunication companies to
small businesses and suppliers to boost their marketing and management skills. 3.32

n = 369, Chi-Square = 77.278, df = 5, Asymp. Sig. = 0.000.
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Table A2. Environmental Issues.

Environmental Issues Mean Rank

Telecommunication companies have environmental management policy on
waste reduction and control. 4.16

These companies monitor the effluent (dangerous liquid chemicals) arising
from the generating sets installed in residential locations. 3.40

They are proactive in the disposal of paper and polythene wastes arising
from their recharge cards and packaging of other products. 3.06

Telecommunication companies ensure clean and green environment by
recycling their recharge card wastes. 2.80

Environmental Impact Assessment (EIA) is considered by the
telecommunication companies when installing their transmission masts

and generating sets in residential locations.
3.91

Telecommunication companies consider environmental impact of wastes
and pollutants when developing new products/services. 3.68

n = 369, Chi-Square = 217.131, df = 5, Asymp. Sig. = 0.000.

Table A3. National Issues.

Community and National Issues Mean Rank

Telecommunication companies donate to charity bodies, clinics, and
schools in their host communities. 5.65

They involve their employees in volunteering works and projects in the
host communities. 4.35

They support poverty reduction programmes in their host communities
and the society at large. 4.60

The companies have purchasing policies that favour local suppliers and
small businesses in the host communities. 4.10

They have recruitment policies that favour the host communities where
they operate. 3.96

They support aspects of the millennium development goals (MDGs) like
poverty, health, and education for economic development. 4.96

The telecommunication companies extend their CSR to provide amenities
for the disadvantaged Nigerians in both rural and urban communities. 4.06

The telecommunication companies extend their CSR to support eradication
of deadly diseases including malaria and HIV/AIDS. 4.32

n = 369, Chi-Square = 199.174, df = 7, Asymp. Sig. = 0.000.

Table A4. Social Issues.

Social Issues Mean Rank

Nigerian Telecommunication companies get involved in academic and
education programmes. 4.01

They facilitate specialised education and training to increase society’s literacy level. 3.17

They support educational projects like building classroom blocks, libraries, workshops,
and laboratories. 3.22

Telecommunication companies provide scholarships to indigent and brilliant students in
the formal school system. 3.61

Telecommunication companies support women empowerment and widow issues. 2.68

Telecommunication companies provide sponsorship for different aspects of
sports development. 4.31

n = 369, Chi-Square = 291.064, df = 5, Asymp. Sig. = 0.000.
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Table A5. Economic Issues.

Economic Issues Mean Rank

Telecommunication companies adopt CSR with passion for the benefit of tax
reduction or exemption from the government. 3.03

CSR participation of telecommunication companies promotes the strategic
business interest of long run profitability. 3.59

The CSR programmes boost corporate reputation of these companies in the eyes
of government and the public. 3.94

Telecommunication companies adopt CSR as a social investment for creating
shared value with their suppliers and small business owners. 3.24

The CSR programmes are adopted for the benefits of revenues and
costs optimisation. 3.32

Telecommunication companies adopt CSR to increase customer brand loyalty
and market rating. 3.89

n = 369, Chi-Square = 111.087, df = 5, Asymp. Sig. = 0.000.

Table A6. Stakeholder Engagement.

Stakeholder Engagement Mean Rank

Telecommunication companies in Nigeria have in place a mechanism for
stakeholder engagement. 4.01

The most valuable stakeholders to these companies are shareholders, regulators,
governments, and investors. 4.30

Engagement with stakeholders is influenced by pressure from host communities,
human rights groups, and customers. 4.29

The stakeholder engagement of these companies is a consensus-building process
between the companies and their stakeholders. 4.03

The stakeholder engagement of the telecommunication companies is frequent,
regular, and known to all parties concerned. 3.13

CSR programmes and projects are provided based on outcome of engagement
with the stakeholders as end-users in the host community. 3.54

The stakeholder engagement in CSR activities is driven by strategic business
interests of the telecommunication companies. 4.71

n = 369, Chi-Square = 190.667, df = 6, Asymp. Sig. = 0.000.
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