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Abstract- This study examines carefully the public 

insight of the projects and socio-cultural events 

sponsored by MTN and GLOBACOM that is 

tailored towards reducing the negative impact of 

their activities in Rivers State. It also explores the 

strategies adopted by both telecommunication 

industries in achieving the cooperate social 

responsibility goals in Rivers State. The 

stakeholders and system theory was utilized in this 

study. The research design employed in the study 

was the Survey Research method and the research 

instruments were questionnaire and the interview 

schedule. The population of the study comprises of 

all male/ female, adults and adolescents from the 

selected six Local Government Areas. From the 

findings of this study, it was revealed that both 

telecommunication industries have corporate social 

responsibility initiatives that are put in place as a 

way of giving back to the people of River State but 

however, their actual practices is considered 

inadequate to the people of Rivers State. When it 

comes to health care services in Rivers State, MTN 

had a better record than GLOBACOM. MTN and 

GLOBACOM performed poorly when it comes to 

educational and social amenities. Findings further 

shows that GLOBACOM made a great Impact by 

performing greatly when it comes to sponsoring of 

socio-cultural events and adopting a more adequate 

strategy of relating to the people in their host 

communities. Hence GLOBACOM image and 

reputation were better rated in Rivers State than 

MTN. Based on the findings, it was recommended 

that MTN and GLOBACOM should improve on 

their corporate social responsibility practices by 

providing more projects in Rivers State especially in 

areas like building classroom blocks, renovations of 

schools and sponsoring of educational programmes. 

MTN should also learn to consult various 

stakeholders as a strategy of creating a more 

positive image while GLOBACOM on the other 

hand is required to pay more attention in areas of 

health or sponsoring health programmes. 

 

I. INTRODUCTION 

 

The purpose of setting up businesses is basically to 

make profits while for others is to render services as 

a way of giving back to the society. But in doing so, 

it needs to be established that no organization is an 

Island and its survival largely depends on the 

relationship with its operational environment or host 

community. Corporate organizations owe some 

obligations or responsibilities to the society or 

community in which they operate. The idea behind 

the social responsibility practice requires business 

entities to consider their operational environment and 

should be responsible for the effects of their actions. 

Corporate organizations that are socially responsible 

ensure that they are profitable and generates 

reasonable returns to their host communities and also 

takes responsibilities for their actions in their 

operational environment. They also consider their 

host communities when formulating the corporate 

objectives and engage in social activities that will 

benefit their host communities. 

 

Due to the high level of competition among business 

entities, the strategy of CRS is employed as a way of 

surviving. Corporate organizations that engage in 

CSR benefit from various society – provided services 

in their operational environment. As a result, such 

businesses are frequently given the status of 

corporate citizen. Ango (2012), pointed out that 

“business is a component of the society and as such, 

it must subject itself to the fair requirements of the 

society, for their relationship is paramount and 

reciprocal, business needs the society just as the 

society needs business” (p. 651). 
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Corporate entities and their host communities enter 

into social contracts with each other. Through this 

order they maintained a happy relationship. There are 

varied emotions about the business society 

relationships reason scholars such as Friedman 

(2004) maintains that the sole responsibility of 

business is the exclusive pursuit of profit that is 

devoid of infringing local laws and requirements 

while others favour a closer collaboration between 

corporate organizations and society. It is in the best 

interest of business to respond positively to the 

developmental needs of the society within which they 

operate (Mitchell, Agle and Wood, 1997; Ogden and 

Warson 1999). 

 

This buttresses the reason why organizations or 

industries have come to a realization that a strategic 

public corporate social responsibility programme can 

offer benefit that strengthens relationship with 

stakeholders including host community (Brown, 

2012). Business organization must assume specific 

obligations in their operational environment in order 

to maintain a positive image and excellent reputation. 

This acts are referred to as corporate social 

responsibility programs. They are activities that 

business organizations do in the communities in 

which they operate with the goal of enhancing the 

well-being of society and their various stakeholders. 

Corporate social responsibility has had it significance 

on a company’s reputation and reputation 

management and it has widespread support both 

locally and internationally. Indeed, it has become a 

catchphrase in the business world as well as 

attracting a lot of communication scholars. Over the 

years, corporate social responsibility has proven to be 

a very powerful tool in fostering mutually beneficial 

relationships between an organization and their host 

community in particular and the society at large. This 

is because of how it enhances public image and has a 

tendency to attract investors, employees, customers, 

consumers, suppliers and friendly host communities 

to them. The strategies of corporate social 

responsibility practices is been put into place to 

ensure that companies activities or operations are 

checkmated, ethical and beneficial to the society or 

their host communities. Some of the areas focused in 

CSR include environmental responsibility, human 

right responsibility, philanthropic responsibility and 

economic responsibility. 

Runhaar & Lafferty (2009) in their study of three 

multinational telecommunication corporation found 

Cooperate Social Responsibility (CSR) as a strategy 

mainly employed to safeguard the reputation of the 

corporation and satisfying employees and 

stakeholders where some Cooperate Social 

Responsibility (CSR) projects often involves 

financial benefits to the companies. Most of these 

telecommunication corporation only make use of 

CSR to manipulate the mindset of the people. 

 

Cooperate Social Responsibility (CRS) is a legal 

obligation that corporate entities owe the society. In 

Nigeria, the Federal Executive Council (FEC) 

approved the CSR policy on May 21, 2008 to ensure 

corporate ethical behavior in the country business 

practices. This memorandum was given by Dr Sanusi 

Daggash. He referred to the adoption of the CRS as a 

way of improving the society stating that the policy 

would include "beyond law commitments" and 

activities that will meet the need of giving back to the 

society. Nigeria has some ministries, agencies or 

departments (MADs) that have the responsibility to 

ensure that telecommunication industry obey these 

regulations with the aim of tackling damages in their 

operational environment. The Human Society is ever-

changing, new business environment and high 

competitions amongst corporate owners, these 

MDA’s including Nigeria Communication 

Commission (NCC), Federal Ministry of 

Environment, and Federal Environmental Protection 

Agency (FEPA) etc. in line with the international best 

practices helps to ensure that these regulations are put 

into place. However, enforcing those corporate laws 

becomes difficult because there are no direct 

corporate social responsibility laws known in 

Nigeria’s stature books. In these contemporary time, 

corporate social responsibility practices is a very 

important part of business organizations which 

encourages a lot of gain in the future (Ramsey, 2012). 

This also extends to community development as well, 

its importance has also come to the fore as most 

organizations have now come to embrace the concept 

(Ramsey, 2012).  

 

Telecommunication industries have been able to 

witness extraordinary growth and transformation in 

their business environment in Nigeria since 2001 

which is as a result of the conducive operational 
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environment given to these telecommunication 

companies such as MTN and Globacom. These 

telecommunication companies tends to give back to 

the society or their host communities through various 

corporate social responsibility practices. Most of 

these host communities are been faced with dangers 

due to their operations. Some of this dangers cannot 

be quantified in any way when compared to the social 

benefits they get from these organizations. Some of 

these dangers includes health conditions such as eye 

problems, infertility, skin diseases, risk for pregnant 

women and children, brain damages etc. 

 

The above is usually as a result of the 

electromagnetic radiations from the base stations 

which are erected close to residential buildings. 

Outside corporate organization giving back to their 

host communities through their social responsibility 

practices, they also benefit from it in one way or the 

other. Some of these benefits includes; strong 

recognition and image building, reduction in 

operational cost and customers loyalty. 

 

Global System for Mobile (GSM) Communication in 

Nigeria 

The introduction of the Global System for Mobile 

(GSM) communication created an avenue for 

interaction. Global System for Mobile (GSM) 

communication was basically invented for easy 

communication, both for individuals and corporate 

organizations. It has aided in turning the world into a 

global village. In Nigeria, under the administration of 

Chief Olusegun Obasanjo, telecommunication policy 

was launched in 2000. 

 

As noted by Omodiaogbe (2013), on February 2001, 

the Nigeria Communication Commission (NCC) 

recognized Digital Mobile Licenses in the Global 

System for Moblie (GSM) communication 900 and 

1800 bands at a price of Two Hundred and Eighty-

Five Million Dollars for initial fifteen years to four 

companies that were recognized and awarded 

operational licenses namely MTN Communications 

Nigeria Limited, Communication Investment Limited 

(CIL), Econet Wireless which is also known as Airtel 

and Mobile Telecommunication Limited (MTEL). 

CIL’s License was withdrawn due to failure of 

paying the sum of 285 million dollars and their 

license was revoked (Pyramid Research, 2010). 

MTN was the first to launch its services in May, 2001 

and followed by Econet Wireless in August, 2001 

(Dixon – Ogbechi and Jagun 2013), which they 

operated across the 36 states in Nigeria, including 

Abuja.  

 

The following year, been 2002, Globacom Nigeria 

Limited also got her license to operate in Nigeria. 

On October, 2003, a new Nigeria Communication 

Act also came into being therefore replacing that of 

1992. The new Act gave the Nigerian 

Communication Commission more independence in 

the telecommunication industry. 

 

NCC recognized four new Universal 

Telecommunication System a 2GHZ band. Etisalat 

which is now known as 9mobile by was the last to be 

granted license by NCC in 2007 and they began their 

operations in 2008. However, according to Pyramid 

Research (2010), there are other telecommunication 

operators in Code Division Multiple Access 

(CDMA). Nigeria has one of the fastest growing 

GSM markets, in 2002 alone Nigeria became the 

biggest market in Africa in terms of subscriptions. 

 

MTN Nigeria 

MTN Nigeria limited is a South African firm that is 

one of the fast leading African Telecommunication 

Company in Nigeria. The company came into Nigeria 

on the 8th of November, 2000. An auction was 

conducted and the company became the first GSM 

network to make call in Nigeria on 16th May, 2001. 

Thereafter, the company launched full commercial 

operations in Lagos and later Abuja and Port 

Harcourt. 

 

Since its launch, MTN has deployed its services 

across 270 cities and towns and more than Ten 

Thousand villages and communities including a 

growing number of highways linking the various 

parts of the 36 states of the country (Pyramid 

Research, 2010; Omodiaogbe, 2013). 

 

In 2006, MTN invested 7,815 kilometres fibre-optic 

network. The investment enabled the company to 

provide 88.8% coverage of Nigeria’s land scape and 

ensuring access of MTN service to 86.2% of Nigerian 

population (Pyramid Research, 2010). Eversince, 

MTN has been investing to improve its business. 
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According to Omodiaogbe (2013) MTN is also part 

of the consortium of the West Africa Cable System 

(WACS). 

 

MTN claimed that in September 2004, they met with 

a various group of stakeholders throughout the 

country to determine the requirements of the Nigerian 

people in order to focus its efforts on the company’s 

cooperate social responsibility projects in Nigeria, 

which led to the MTN’s corporation social 

responsibility policy, and later resulted to the launch 

of a foundation known as the MTN foundation in 

11th May 2005 that was said to be designed to give 

back to the society. 

 

Some of the programmes designed by this foundation 

includes MTN Project CLEAN (cleaning the local 

environment around Nigeria), MTN orphanage 

support initiative, youth entrepreneurship 

development programme, MTN school connect etc. 

Dixon-Ogbechi and Jagun (2013) note that the 

pioneering status of the company as the first recorded 

foundation to be established by a telecommunication 

company in Nigeria was designed to touch lives 

through its investment in education, health, 

economic, empowerment among others. 

 

Globacom Nigeria 

Globacom is a telecommunication company that was 

founded by Mike Adenuga on 29 August 2003. It was 

the fourth GSM operator to be launched in Nigeria. 

Globacom in Nigeria has continued to make progress 

ranging from the company’s launch of a 2.5G 

network, introduction of 3G high speed data, 

introduction of G10 fleet manager which is a vehicle 

for saving time and money among others. On March 

2016, Globacom subscribers in Nigeria reached over 

34.6 million and Rivers State was over 1,081,261 

people of the total subscribers. (NBS, 2016). 

Globacom covers over 85 cities and over Five 

Thousand Communities. Over the years, Globacom 

has directed its CSR duties towards the sporting 

industry by supporting the Nigerian football teams, 

sponsorship of Nigeria football supporters club, 

sponsorship of Manchester United, GLO Naija Sings, 

African Handball Championship, GLO-CAF and 

International Half Marathon, Premier League, etc. 

and some Poverty Eradication Programmes 

(NAPEP), partnership with NDDC, sponsorship of 

friendly competitions like CNN African Voices and 

many more. (TechTalk Africa.com, 2013; Glo World; 

Raimi, Adeleke, Aljadani and Fadipe 2014). This 

study tends to find out more about corporate social 

responsibility practices in Rivers State using MTN 

and Globacom Nigeria Limited as its. 

 

II. EMPIRICAL REVIEW 

 

Rim – Rukehet al, (2008) conducted a study on a 

related topic titled “corporate social responsibility as 

a strategy to reducing conflicts between oil 

companies and host communities in Niger Delta, 

Nigeria.” The main focus of their study was corporate 

social responsibility as a strategy of tackling conflict 

between oil companies and their host communities 

using the environmental responsibility and 

community development as an instrument to 

determine the level of corporate social responsibility 

practices. 10 oil producing communities were 

considered during the cause of the study, these 

communities were located in Delta State, Bayelsa and 

Rivers State. Both primary and secondary means of 

data collection were used for this study. The finding 

of the study showed that there is a link between the 

repaired conflicts that occurred between oil 

companies and their host communities. The study 

also discovered that some oil producing companies in 

Rivers State have failed in carrying out their CSR 

which only results to conflict. Some of those 

companies include; Shell Petroleum Development 

Company (SPDC) and Nigerian Agip Oil Company 

(NAOC). 

 

It was recommended that the corporate organizations 

should take their social responsibilities seriously in 

order to avoid crisis. 

 

Osemene (2012) also carried out a study on 

“corporate social responsibility practices in mobile 

telecommunication industries in Nigeria”. In the 

study, he examined the impact of CSR practices on 

MTN from 2006 to 2011. He evaluated the factors 

that influence the adoption of CSR practices of MTN. 

The primary datas were derived through the use of 

questionnaires that were administered to 400 

respondents including some staff of MTN. MTN 

annual report was also put into consideration which 

was the source of his secondary data. 
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The findings from the study showed the CSR impact 

positively on MTN subscribers, staffs and its 

environment. It was also discovered that some 

factors, such as service quality, competition, and 

subscribers demand, human right groups, etc. 

influences CSR practices. The study also discovered 

that MTN CSR practices are low when compared to 

the level of profit they make within the period of this 

study. 

 

Danget al, (2014) conducted a study on “corporate 

social responsibility and community relation in 

Nigeria: A case study of Grand Cereals Limited.” 

The effectiveness of their corporate social 

responsibility was assessed paying special attention 

on the enhancement of community relations in 

Nigeria using Grand Cereals Limited as a case study. 

The study was carried out in Plateau State. Survey 

research design was used and questionnaires were 

distributed to the respondents who were residents of 

Zawan community where the company is located.  

 

According to the study, CSR programme of Grand 

Cereal Limited was efficient for community relations. 

The company’s performance was said to be positive 

as they made donations, sponsored events and 

construction of social infrastructure. The study 

recommended that laws should be put into place to 

promote corporate social responsibilities due to its 

positive impacts.  

 

Ahaotu, (2004) also carried out a study “An analogy 

of corporate social responsibility practices on GSM 

operators in Nigeria.” One major focus of the 

research is to find out how corporate social 

responsibility is practiced and understood in Nigerian 

GSM sector. The study focused on GSM users in 

South/East part of Nigeria.  

 

The study tends to find out if GSM subscribers are 

aware of CSR practices of their providers. The 

exploratory mixed design method was used in the 

cause of this study (qualitative and quantitative 

research). 

 

It was discovered from the study that GSM operators 

in Nigeria partakes in all four aspects of CSR by 

Carroll which include the economic, legal, ethical 

and philanthropic practices in their social 

responsibilities. Majority of the respondents had 

knowledge of GSM philanthropic and CSR initiatives 

and this has shown to have influence GSM people 

positively.  

 

From the finding, the study recommended that users 

of GSM should adopt a more effective 

communication strategy that would keep stakeholders 

informed about their CSR practices so as to carry 

them along.  

 

III. THEORETICAL FRAMEWORK 

 

The Stakeholder Theory 

Every corporate organization, be it a profit or non-

profit organization must in one way or the other 

affect the lives of individuals in their operational 

environment. These individuals are referred to as the 

stakeholders. 

 

According to Valor (2005), the stakeholder theory is 

the brain child of R. E. Freeman who conceived it in 

the 1980s. The idea behind the theory is that 

corporate organizations operate both for economic 

and shareholders benefit.  

 

In postulating the stakeholder theory, (Chapple et al) 

posited that the stakeholder theory is basically a 

business principle that identifies the various groups a 

corporate organization has responsibility towards. 

This theory maintains that beyond shareholders, there 

are different individuals or groups that have interest 

in the decisions and actions of a corporate 

organization. 

 

The theory argues that the various stakeholders of 

organizations and the shareholders are linked 

together due to how they both influence each other.  

 

Freeman cited in Valor (2003), any individual or 

group who can in one way or the other affect or be 

affected by an organization’s activities is classified as 

a stakeholder of such organization. In line with the 

above, he maintained that stakeholder theory is any 

group or individual that could have effect on or be 

harmed by a corporate organization’s business 

operations and decisions are consulted so their 

interest and concerns are made known during the 

decision-making process. Stakeholder feelings and 
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needs are considered either directly or indirectly. 

Miles, Munilla and Darroch (2006) was in agreement 

with the above. They saw stakeholder theory as a 

process that involves building a mutual and 

trustworthy relationship between shareholders and 

stakeholders. The stakeholder theory in relation to 

corporate social responsibility sees corporate 

organization as a set of interrelated or connection 

between individuals or groups who can be affected an 

organization’s activities or achievement (Rowley, 

1997). This simply means that this theory advocates 

for the interest of various stakeholders and not just 

the interest of shareholders.  

 

Stakeholder’s theory postulates that corporate 

organizations should recognize the importance of 

involving their stakeholders in meaningful 

interactions when it comes to an organization’s 

activities. It further suggests that corporate 

organizations must formulate processes that further 

satisfy all these groups that have interest 

(stakeholders) in the organization. Stakeholder theory 

encourages active management of operational 

environment, promotion and relationship of shared 

interest. Freeman (2003) argued that stakeholders’ 

relationship is the basic value added to corporate 

organization strategic initiative for their interest. It is 

a practice that is widely adopted by corporate 

organization in other to promote the concept of CSR. 

Clarkson (1995) also contributed to stakeholder’s 

theory. He posits that the main idea of the theory is 

based on the fact that corporate organizations cannot 

exist or function properly without a good relationship 

with their stakeholders and such relationship has 

moral implications. He also added that the 

stakeholders of any corporate organization can either 

be primary or secondary (in terms of importance to 

the company).  

 

Stakeholders can be grouped into external and 

internal. The external stakeholders are those who 

indirectly influence the activities of an organization 

while the internal stakeholders are those people who 

are always included on an organization’s payroll.  

 

Werther and Chandler (2006) was able to identify 

three layers of stakeholder which include 

organization stakeholders, economic stakeholders and 

societal stakeholders. They believed that an 

organization need to have a good working 

relationship with the different layers of stakeholders.  

The organization’s stakeholders only exist within an 

organization and they also have direct interest and 

ensures good performance and survival of the 

organization (Werther and Chandler, 2006). They 

also ensure that a corporate organization is robust and 

healthy which they (organizational stakeholders) 

benefit from. Examples of an organization’s 

stakeholder include; employees, managers, etc.  

 

The economic stakeholder interface between the 

organization and the society. Examples of these types 

of stakeholders are customers, banks, financial 

institutions, suppliers and creditors, etc.  

 

Societal stakeholder determines the location of the 

business, i.e. they determine the business 

environment. Examples of stakeholders under this 

layer include; government agencies, host 

communities, non-governmental organizations etc. 

  

Weiss (2006) also identified three types of 

stakeholders which include; focal stakeholders, 

primary stakeholders and secondary stakeholders. He 

explained the focal stakeholder as the organization, 

the primary stakeholder as the shareholder while the 

secondary stakeholder as the interest group.  

 

However, the stakeholder theory was postulated to 

promote the interest groups that are one way or the 

other identifiable in and around an organization. 

Corporate organizations have no choice than to yield 

to stakeholders’ theory. The relevance of this theory 

is based on the fact that it highlights the fundamental 

obligations of corporate organizations to develop 

strategies that they can relate with various 

stakeholders and promoting cordial relationship. 

 

Data Presentation, Analysis and Discussion of 

Findings 

 

IV. RESULTS AND ANALYSIS 

 

During the study, a total of 414 copies of the 

questionnaire were administered on the respondents. 

Out of this number, 395 copies of the questionnaire 

representing 95% of the total number of 

questionnaire administered was returned from the 
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respondents. Out of the 395 copies that were filled 

and returned, 14 copies were discarded due to 

improper filling brings the unused copies to 33 (8%). 

Data presentation in this study was based on 381 

(92%) copies of the questionnaire that were properly 

filled and returned.  

 

Information and Demography of Respondents  

This aspect of the research presents the analysis of 

sex, age distribution, educational qualification and 

occupation of 381 respondents. The results and 

analysis are presented in table 4.1 to 4.4  

 

Table 4.1: Sex Distribution of Respondents 

Sex No. of 

Respondents 

Percentage 

Male 201 52.76 

Female 180 47.24 

Total 381 100 

 

From Table 4.1, it was observed that the sex 

distribution of male respondents is higher than that of 

the females with a significant percentage difference 

of 5.6%. 

 

Table 4.2: Age Distribution of Respondents 

Sex No. of Respondents Percentage 

20-29 

years 

58 15.22 

30-39 

years 

93 24.41 

30-49 

years 

100 26.25 

50-59 

years 

90 23.62 

60 and 

above 

40 10.5 

Total 381 100 

 

From Table 4.2, it was observed that the age of the 

respondent’s bracket 40-49 years had the highest 

number of respondents which is made up of 269 of 

the total respondents while the respondents with the 

age bracket 60 and above years had the lowest 

number of respondents with a percentage of 10.5% of 

the total respondent. 

 

Table 4.3: Educational Qualification of Respondent 

Educational 

Qualification 

No. of 

Respondents 

Percentage 

Primary 31 8.14 

Secondary 140 36.75 

Tertiary 180 47.24 

None 30 78.7 

Total 381 100 

 

Table 4.3 shows that the respondents with tertiary 

level of education had the highest percentage of 

respondents which is 47.2% of the total respondents 

while the respondents with no formal education had 

the lowest level of respondents which amounted to 

7.9% of the total respondents.  

 

Table 4.4: Respondents’ Occupation 

Respondents 

Occupation 

No. of 

Respondents 

Percentage 

Unemployed 52 13.65 

Business 88 23.1 

Public Servant 92 24.15 

Company 

Staff 

45 11.81 

Farmers 53 13.91 

Technicians 51 13.39 

Total 381 100 

 

It was observed from table 4.4 that the respondents 

that were public servant had the highest number of 

respondents which is made up of 24.1% of the total 

respondent while the respondent with the lowest 

number were those who work as a company staff 

having a total of 11.8% of the total respondents.  

 

Table 4.5:   GSM Network Available to Respondents 

GSM Network No. of 

Respondents 

Percentage 

MTN 63 16.54 

GLOBACOM 20 5.25 

MTN and 

GLOBACOM 

298 78.22 

Total 381 100 

 

Responses from Table 4.5 show that majority of the 

respondents are both MTN and Globacom 
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subscribers because of the availability of both 

networks in their communities. While Globacom has 

the lowest availability of 5.2% of the respondents. 

 

Table 4.6: Projects and Socio-Cultural Events 

Sponsored by MTN and Globacom 

Projects 

and 

socio-

cultural 

events 

sponsored 

MTN Globaco

m 

  

 Respond

ents 

Percent

age 

Respond

ents  

Percent

age 

Renovate

d schools 

24 6.3 22 5.77 

Construct

ed 

classroom 

8 2.1 6 1.57 

Provision 

of chairs 

and desks 

50 13.12 54 14.17 

Equipped 

health 

centres 

45 11.81 30 7.87 

Sponsorin

g cultural 

events 

105 27.56 205 53.81 

Marker 

and pipe 

borne 

water 

55 14.44 45 11.81 

Enlighten

ment 

program

mes 

103 27.03 89 23.36 

Free 

medical 

outreach 

97 25.46 89 23.36 

Provision 

of school 

book and 

writing 

materials 

190 49.87 189 49.61 

 

Total 4.6 shows that when it comes to provision of 

school books and writing materials, both MTN and 

Globacom performed greatly in which that of MTN 

amounted to 49.8% of the total respondents while 

that at Globacom amounted to a total of 49.6% of the 

total respondents and 53.8% for sponsoring socio-

cultural events. However, when it comes to free 

medical outreach, enlighten programmes, market and 

pipe borne water, equipment of health care centres 

and provision of chairs and school desk both 

telecommunication companies performed below 

average. A very poor performance was recorded in 

terms of school renovations which resulted to 6.3% 

for MTN and 5.8% for Globacom as well as 

contribution of classrooms which 2.1% was recorded 

for MTN and 1.6% for Globacom.  

 

Table 4.7: Frequency to Town Hall Meetings 

Respo

nse 

Catego

ry 

MTN 

Respond

ents 

Percent

age 

Globaco

m 

Respond

ents 

Percent

age  

Twice 

a year 

60 15.75 200 52.49 

Once a 

year 

130 34.12 101 26.51 

Never 191 50.13 80 2.1 

Total 381 100 381 100 

 

Table 4.7 shows that Globacom Nigerian Limited 

performed greatly in terms of holding meeting with 

the opinion leaders of their host communities. The 

table also shows that MTN performance was below 

average.  

 

Table 4.8: Community Participation during Project 

Execution 

Respons

e 

Categor

y 

MTN 

Respond

ents 

Percent

age 

Globaco

m 

Respond

ents 

Percent

age  

Active 

participa

tion 

100 26.25 240 62.99 

No 

participa

tion  

210 55.12 90 23.62 

Not sure 71 18.64 51 13.39 

Total 381 100 381 100 
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Table 4.8 shows that Globacom was more active in 

terms of ensuing and promoting community 

participation whenever they carry out projects in their 

host communities with a percentage of 63% while 

MTN performance in terms of engaging their host 

communities in project execution was poor with a 

percentage of 26.2%. 

 

Table 4.9: Level of Satisfaction with the CSR 

Projects of MTN and Globacom 

Respon

se 

Categor

y 

MTN 

Respond

ents 

Percent

age 

Globaco

m 

Respond

ents 

Percent

age  

Very 

satisfact

ory  

100 26.25 210 55.12 

No 

satisfact

ory  

211 55.38 90 23.62 

Not 

sure  

70 18.37 81 21.26 

Total 381 100 381 100 

 

Response from Table 4.9 shows that majority of the 

respondents were satisfied with the projects that 

where embarked by Globacom in their communities 

which amounted to 55.1% while greater percentage 

indicated that MTN projects where not in line with 

their needs. 

 

4.10: Image Rating Based on Welfare Programme 

in Rivers State 

Respo

nse 

Catego

ry 

MTN 

Respond

ents 

Percent

age 

Globaco

m 

Respond

ents 

Percent

age  

Positiv

e 

image 

103 27.03 230 60.37 

Negati

ve 

image 

200 52.49 70 18.37 

Not 

sure 

78 20.47 81 21.26 

Total 381 100 381 100 

 

From Table 4.10 above, it shows the respondents 

indicated that Globacom has more positive image in 

their host communities due to their programme which 

amounted to 60.4% of the total population. MTN on 

the other hand, had more negative image due to the 

poor level of their CSR programmes in Rivers State 

with 52.5%. 

 

V. TRANSCRIPTION OF INTERVIEW 

 

The corporate social responsibility managers of MTN 

Nigeria limited and Globacom Nigeria Limited were 

to be interviewed but due to some circumstances that 

where beyond the head of the above units and the 

researcher, a representative was given in regards to 

this interview. 

 

MTN Nigeria Limited, which has a unit that is known 

as “MTN Foundation” is in-charge of executing 

various corporate social responsibility projects in 

Nigeria, where they have their headquarters in Lagos, 

Nigeria. A representative was given to the Researcher 

in the course of the interview. 

 

Question 1: What programmes are part of the MTN 

Corporate Social Responsibility practice 

In Rivers State? 

Question 1:  

On projects provided by MTN as part of their 

corporate social responsibility practices in Rivers 

State, the MTN foundation representative stated that 

the telecommunication company has ensured that 

programmes like MTN yellow Doctors projects, 

community Development project, orphanage support 

projects, MTN what we can do together, ICT and 

Business skill training, MTN yello-prenour initiative 

etc where all put in place as a way of giving back to 

the people of Rivers State.  

 

Question 2: How well do you think these 

programmes have affected the people of Rivers        

State, be it positively or negatively?  

Continuing, he said that the above mentioned projects 

have helped to create a “positive image” of MTN 

amongst members of their host communities. 

 

Question 3: What are the various strategies employed 

by MTN to ensure that their various CSR 

programmes becomes effectives?  
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He started that MTN had devised means to ensure 

that community leaders are involved in projects 

executions so as to ensure sustainability in projects. 

  

Question 4: How well do you think these strategies 

have been working for you? 

He also added that these strategies has been working 

“very well” for the telecommunication company. 

 

Question 5: Do you think that MTN CSR 

programmes are different from that of other 

Telecommunication Industries? If Yes, why? If No, 

what are your reasons?  

He stated that the company’s corporate social 

responsibility programs are different from other 

telecommunication companies due to the fast that 

they incorporate ESG and sustainability in all 

projects. 

 

Question 6: How satisfied do you think your host 

Communities are in regards to your CSR 

programmes?   

He responded by saying “They are appreciative and 

happy”.  

 

Question 7: How would you rate MTN CSR 

programmes ranging from 1 to 100%? 

On the company’s corporate social responsibility 

rating, he stated that, given the quality of the 

programmes of the company and their level of 

performance, that he would rate MTN Nigeria 

Limited as 90%. 

Similarly, the corporate social responsibility 

representative of Glo Nigeria Limited was also 

interviewed. The transcription of his response based 

on the interview schedule is presented below:  

 

Question 1: What programmes are part of the 

Globacom Corporate Social Responsibility practice 

in Rivers State? 

When asked about the various programs that are part 

of the Globacom corporate social responsibility 

projects, he stated that Globacom  CSR programme 

includes; the sponsoring of cultural events like the 

Omudagwa cultural festival, sponsoring at football 

competitions in communities, and he gave an 

example of a football competition at Ogu bolo, 

sponsoring of student events in universities 

periodically “Every year” where an estimated part of 

the budget proposal is been taken care of by 

Globacom which is usually 50% of the total budget. 

Globacom also support them by being part of these 

programmes. According to him, “We also come with 

our presence and branding materials in other to add 

colours to the events”.  

 

Question 2: How well do you think these 

programmes have affected the people of Rivers State, 

be it positively or negatively?  

He stated that Globacom programmes have obviously 

effected the people of Rivers State positively because 

it has in one way of the other united the people in that 

host communities. An example of that he stated that 

when it comes to the student union porgrammmes, it 

brings the students together to share values and 

participate in different activities. He added that 

another advantage in regards to Globacom social 

responsibility programmes is that they provide 

quality networks for calls, browsing, messages etc. 

He also added that being parts of these student events 

and other socio-cultural events, they go with security 

for not just the workers of the Globacom but also to 

their host communities in other to ensure a conducive 

and peaceful, environment.  

 

Question 3: What are the various strategies employed 

by Globacom to ensure that their various CSR 

programmes becomes effectives?    

Responding to the strategies to are being employed 

by Globacom in carrying out their social 

responsibility programme, he stated that Globacom 

try as much as possible to involve their host 

community members, they makes enquires regarding 

what they need and tries as much as possible to 

provide. Another strategy he mentioned was that they 

empower the CLO’s of various communities which 

they stand as middle men between Globacom and 

community members.  

 

Question 4: How well do you think these strategies 

have been working for you? 

When asked about how well their strategies have 

been working, he stated that the strategies have been 

working well and has helped to create a “positive 

image” of Globacom. He added that these has helped 

to increase Globacom subscribers.  
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Question 5: Do you think that Globacom CSR 

programmes are different from that of other 

Telecommunication Industries? If Yes, why? If No, 

what are your reasons? 

Concerning how their corporate social 

responsibilities are different from other tele-

communication industries, he stated that he does not 

think that there is any difference, he added that the 

most important thing is that they are all trying to 

create a good image of various tele-communication 

industries.  

 

Question 6: How satisfied do you think your host 

Communities are in regards to your CSR 

programmes?   

 “Sincerely, I do not think they are 100% satisfied”.  

 

Question 7: How would you rate Globacom CSR 

programmes ranging from 1 to 100%? 

He responded by say “it is a never ending process” 

but for what Globacom has been able to accomplish 

all these years, I would say, 90% because we have 

really done a lot but we are still striving to do more in 

different communities in Rivers State. 

 

VI.   DISCUSSION OF FINDINGS 

 

Objective One:  Find the Programmes and Activities 

that are included as Part MTN and Globacom 

Corporate Social Responsibilities in Rivers State;  

Based on the results that were obtained, MTN and 

Globacom have corporate social responsibility 

initiatives or programmes that are designed to give 

back to the people. However, these programmes are 

not 100% efficient and more efforts are needed. 

 

When it comes to the renovation of schools 

construction of classrooms, the response obtained 

from the interviewers of MTN and Globacom Nigeria 

Limited shows that both companies has a poor 

record.  

 

No classroom construction or renovations were 

mentioned throughout the interview. According to the 

respondents, 6.3% of the respondents were in 

agreement to the renovation of schools for MTN 

while 5.8% of the respondents were in agreement for 

that of Globacom. When it comes to the construction 

of classrooms by MTN Nigeria Limited, 2.1% of the 

total respondents were in agreement and 1.6% of the 

respondent for Globacom Nigeria Limited. This is a 

pointer to the fact that the two companies lived below 

expectations when it comes to improving the 

educational system for the people of Rivers State. 

This findings corroborant Adeyanju (2012), who 

noted that “it is obvious that Companies in Nigeria 

have paid lip service to Corporate Social 

Responsibility” (p.29).  

 

When it comes to the provision of chairs and desk, 

both MTN and Globacom performed below average 

according to the respondents.  

 

According to the respondents in table 4.6, MTN 

provision of chairs and desk for schools in Rivers 

State was rated 13.1% while that of Globacom was 

rated 14.2%. 

 

However, during the cause of the interview with the 

Globacom representative, he mentioned 50% 

monitory support to student union government, but 

nothing related to this was mentioned in that of 

MTN. 

 

The presentation of MTN asserted that his company 

had a good record of investing in health. He 

mentioned program like MTN yellow doctors which 

is a program that is designed to promote good health 

and medical service. However, no health or medical 

project was mentioned during the cause of the 

interview with Globacom representative.  

However, table 4.1 shows that MTN and Globacom 

had an insignificance performance when it comes to 

the equipment of health centers which amounted to 

11.8 percentage of the respondent for MTN while 

Globacom had a total of 7.9% of the respondent.  

 

During the cause of the interview, Globacom 

representative portrayed his company as one that has 

always given back to their host communities through 

the sponsorship of their socio-cultural event. He 

made reference to the sponsoring and participation of 

Globacom in the Omudagwa cultural festival which 

is usually done every year around December 23rd to 

25th, Globacom Lafira fast, Akpor new yam festival 

ad others not mentioned. This is in contrast to the 

interviewee of MTN who did not mention any 

cultural event during the interview section. 
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The claim of Globacom Nigeria Limited Credence 

with the result from the respondents in Table 4.6 

which shows that Globacom has been active in terms 

of sponsoring socio-cultural events in Rivers State 

which amounted to 53.8% of the total respondent 

which is about average while only 27.6% of the 

respondent acknowledge that of MTN. The analysis 

attests to the fact that Globacom has been a great 

partaker of socio-cultural events of its host 

communities (Glowond, 2013). 

 

On the provision of pipe borne waters and other 

social amenities, the MTN interviewee was evasive 

in stating that the company has a programme that is 

known as “community development project”, without 

any verifiable evidence to back up this claim. 

Globacom on the other hand did not mention of any 

provision of amenities to their host communities. 

Based on the result from the respondents in table 4.6 

which shows that 14.4% for MTN and 11.8% for 

Globacom is an insignificant performance. 

 

Based on the above, the non-provision of social 

amenities by these tele-communication industries to 

their host communities in Rivers State does not 

adhere to Raimi, Adeleke, Alijadani and Fadipe’s 

(2014) study in which there was a recommendation 

that tele-communication industries in Nigeria should 

deploy different means of including welfare and 

development as part of their corporate social 

responsibility practices so as to impact positively in 

the lives of their host communities. 

 

On the provision of enlightenment programmes, the 

interviewee of MTN made mention of programmes 

such as “MTN what we can do together”, ICT and 

Business Skill Training, MTN yellow-prenour 

initiative which are programs designed to enlighten 

and empower people from their host communities. 

However, the Globacom interviewee did not mention 

any of such projects that are sponsored by Globacom. 

From the response in table 4.6, it shows that the 

respondents are partly in support of the claims of 

MTN which amounted to 34.1% of the total rating. 

Globacom on the other hand had a total of 23.4% 

which implies that there is a great need to improve in 

the above state area. 

 

When it comes to the provision of school books and 

other writing materials, both MTN and Globacom has 

shown a great impact based on the result from table 

4.6 which was based on the response of the 

respondents which was above average. However, 

none of the telecommunication interviewee 

mentioned these during the interview.  

 

Objective 2:  Examine the Tactics Employed by 

MTN and Globacom in Rivers State in Achieving 

their Corporate Social Responsibility Goals;  

 

The corporate social responsibility representative at 

MTN in his interview made mention of a strategy that 

involves ensuring active participation of community 

leaders when it comes to executing projects. 

Globacom on the other hand made mention of a 

similar strategy which involved engaging the CLO 

(Community Leader). These CLO act as the middle 

men between Globacom and their host communities.  

 

The assertion by the interviewee of Globacom 

Company was supported base on the analysis of the 

results derived from the respondents in table 4.7 

which shows that 63% of the respondents agreed that 

Globacom regularly consulted with their community 

leaders whereas only 26.2% respondents agreed that 

MTN regularly consulted with their community 

leaders. Based on the above findings, it is evident that 

the strategies adopted by Globacom in relating with 

its host communities were acceptable to them. 

 

Table 4.7 also supported the above result for 

Globacom indicating that 52.5% of the respondents 

agreed that Globacom had town hall meeting twice a 

year with community leaders. On the part of MTN, 

only 15.7% respondent agreed that MTN held two 

town hall meetings with their community leaders.  

The result obtained above agrees with the Globacom 

interviewee responses which the maintained constant 

interactions with community leaders through town 

hall meetings which that of MTN claims could not be 

backed up. 

 

The above analysis entrails that Globacom has been 

able to employ a better physical relationship 

strategies in Rivers State than MTN. Therefore, these 

confirms the assertions of Nwodu (2010) who stated 

that there is need for meetings and consultations by 
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corporate organizations with their host communities 

when embarking on community projects that are 

capable of addressing the needs of its host 

communities. This above findings validates Morsing 

and Schult’s (2006), stakeholder’s involvement 

strategy which encourages a two – way 

communication between an organization and its 

stakeholders.   

 

Objective 3: Determine the Similarities and 

difference between MTN and Globacom social 

responsibility practices in Rivers State.  

 

The result gathered from the interviewee mostly 

showed similarities in the aspect of the strategies that 

both tele-communication industries employ which 

was to involve community heads of their host 

community leaders during executions. Outside that, 

both industries have paid attention to different areas 

when it comes to giving back to their host 

communities. According to the interviewees, MTN 

Nigeria Limited, according to the interviewee has 

executed projects like MTN yellow doctors, 

community development project that involves 

providing basic amenities, orphanage support 

projects, MTN “what we can do together”, ICT and 

Business Skill Training, MTN yellow-prenour 

initiatives which are all empowerment projects. 

Globacom on the other hand paid more attention to 

socio-cultural events, sponsoring student union 

events, and provision of branded materials for 

distribution and sport competitions. 

 

Response gathered from the interviewee of MTN 

regarding their corporate social responsibility 

programme did not give any pronouncement or 

details regarding the above mentioned projects of 

how, when and where those projects were carried out 

while that of Globacom Nigeria limited gave a brief 

detailed of certain programmes which included the 

festival in Omudagwa community which was done 

every year around December 23rd to 25th. 

 

In line with the above, the response from the 

interviewee of Globacom was backup based on the 

results from the respondents which showed that 

Globacom has been very active when it comes to 

socio-cultural events which amounted to 53.8% of 

the total response according to Table 4.6. 

Objectives 4:  Ascertain the Level of Satisfaction 

among host Community Members in respect of MTN 

and Globacom Corporate Social Responsibility 

Practices Effects in Rivers State.  

 

According to the interviewees of MTN and 

Globacom, they both stated that their organization 

has been able to impact greatly in regards to their 

social responsibility goals in Rivers State. However, 

responses from the respondents shows that only 

Globacom has manage to stratify their host 

communities when it comes to their corporate social 

responsibility programme which amounted to 55.1% 

of the total respondents while MTN on the other hand 

is bearly making any progress according to the 

respondents in which their rating was below average 

amounting to 26.2% according to table 4.9. 

 

Table 4.10 also portrayed the image rating of both 

tele-communication company by the respondents. 

When it comes to welfare programmes. Globacom 

was rated 60.4% of the total respondent while MTN 

on the other hand was rated 27% of the total 

respondent. From the result, greater percentage of the 

respondents was in agreement of Globacom which 

means that Globacom has a more favourable image 

rating than MTN thus confirming the study by Chiu 

and Hsu (2010) who asserted that “corporate 

organizations that implement CSR are better at 

establishing a positive image.  

 

VII.   FINDINGS 

 

According to the findings of this research, MTN and 

Globacom have Corporate Social Responsibility 

initiative that are below the standard expected by the 

people of Rivers State. They both have Corporate 

Social Responsibility initiatives that are different, 

ranging from their support in the health care sector, 

provision of social amenities and many others in 

Rivers State.  

 

Findings have shown that the corporate social 

responsibility practices of MTN and Globacom are 

below average in areas of school renovations, 

constructions of classrooms, provision of desk and 

chairs, requiring the health care sectors, providing 

better social amenities, enlightenment programme 

and outreach. However, a level of progress was 
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shown in areas like sponsoring socio-cultural events 

for MTN while that of Globacom was highly 

commendable both MTN and Globacom made a great 

progress in the areas of providing school book and 

other writing material for Rivers people.  

 

Findings of this study also shows that the strategies 

adopted by both industries are similar which the 

consultation of community leaders is. Globacom 

showed an average level of impact when it comes to 

involving community participation whenever projects 

were initiated than MTN in Rivers State which has 

helped crown a more favourable image to Globacom 

in the eyes of the people of Rivers State than MTN.  

 

CONCLUSION 

 

The study seeks the opinion of host community 

members regarding MTN and Globacom corporate 

social responsibility initiative in Rivers State. Based 

on the study, it was discovered that MTN and 

Globacom have corporate social responsibilities 

initiatives in Rivers State. However, their overall 

performance in executing these programme were not 

adequate enough to satisfy the expectations of the 

people of Rivers State and there is need for 

improvement. 

 

The study also shows that the strategies that are been 

employed by the MTN and Globacom in carrying out 

their CSR is acceptable to their host communities in 

Rivers State. However, Globacom has been able to 

gain more favourable and positive image from the 

people of Rivers State than MTN.  

 

RECOMMENDATIONS 

 

The following were recommended based on the 

findings of this study. 

 

1. MTN and Globacom should consider building 

classroom blocks, renovation of schools and 

sponsoring different educational programmes as a 

way of giving back to the people of Rivers State. 

2. There should also be an improvement in 

executing development projects, and socio-

cultural events such as festivals and sport 

sponsorship by both MTN and Globacom Nigeria 

Limited.  

3. MTN and Globacom should also step up their 

corporate social responsibility programmes in 

areas like improving the health care sector by 

providing medical equipments, outreach 

programme and enlightenment programmes.  

4. Last but not the least, it is advised that MTN 

consult with various stakeholders, encourage host 

communities to take an active role in any 

initiatives or activities they sponsors.  
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