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ABSTRACT

This study examined the Perception of Iwo community members on Corporate Social Responsibility (CSR) activities of Bowen University. The aim of the study was to empirically find out the community members awareness and satisfaction level of these CSR activities carried out by the institution. The theories which underpinned this study are; Uncertainty Reduction theory, Stakeholder theory and Relational theory. On review of literature, it was observed that the perception of the host community on CSR is reliant on the impact of such activity on community development. The survey research method was adopted with the questionnaire serving as the instrument. The sample size is 300 respondents from Iwo community. The findings reveal that a majority of the respondents are not aware of some of the CSR activities executed by Bowen University. Findings also reveal that some of the respondents are satisfied with some of the CSR activities carried out by the institution, while a majority of the respondents 228 (76%) do not rate the CSR activities of Bowen University as commendable; they feel that these activities can be greatly improved upon. The study recommends that Community Needs Analysis must be executed before embarking on CSR projects, so as to make them more impactful. The study also recommends that necessary information diffusion campaigns should accompany CSR activities to create awareness, understanding and thereby enhance the appreciation and goodwill of Iwo community.
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CHAPTER ONE

1.1 BACKGROUND TO THE STUDY
 In contemporary societies, no institution, organisation or business operates in a vacuum.

A number of studies have shown that institutions, organisations and businesses must factor consideration of their host communities and other stakeholders in their policies and actions (Justin and Wadike, 2013). This premium consideration is termed corporate social responsibility. The subject of social responsibility of institutions, organisations, businesses and government agencies has long been emphasised by scholars and professionals in the management discipline. According to Baridam (1995), “being socially responsible will make it easier for the firm to survive and enjoy satisfactory long-run profit”. This means that there is need for common understanding to exist between institutions of any kind and the society where they function. Put succinctly, organisations should relate their operations and policies to the social environment in ways that are mutually beneficial to the company and society. 

The idea of corporate social responsibility has been operational for a long time, beginning with the work of writers such as Bowen (1953) – cited by many as the ‘father’ of corporate social responsibility and carried on through the work of Davis (1960, 1973), Johnson (1971), Jones (1980, 1983) and more recently Carroll (1991, 1999). The idea exploded, however, in the period following the Earth Summit in 1992, since when corporate social responsibility has become a veritable industry in its own right with its own ‘practitioners, journals and conferences’ etc.

World Business Council for Sustainable Development WBSCSD (2000) in reviewing the evolution of corporate social responsibility argues that it has been successfully main-streamed and that “partnerships and alliances that are firmly rooted in social responsibility ground are flourishing. Among them are a range of collaborations which promote such initiatives as good employee relations, community empowerment, educational awareness and supply chain/customer engagement. Sensible organisations dare not embark on major decisions without having first undertaken well organised dialogues with their stakeholders”. 

On the other hand, corporate social responsibility is perceived by critics as little more than public relations exercise designed to give the appearance of social responsibility and changing commercial practice whilst in reality doing nothing to change corporate priorities or operating practices. Aids (2004), a major critic, describes it as “a completely inadequate response to the sometimes devastating impact that multinational companies can have in an ever more globalised world, it is actually used to mask that impact. Those who suffer the most are the vulnerable poor in developing countries and the environment in which they live”.
Corporate Social Responsibility (CSR) can be defined as the act of taking care of one’s immediate community. It generally takes into consideration the social and, sometimes the infrastructural needs of the host community and various stakeholders. In a developing country like Nigeria such needs may include provision of electricity, pipe borne water, roads and scholarships to youths of the community as well as support for their festivals and other celebrations (Uzoka and Eze, 2015). 

 Corporate social responsibility also involves establishing a platform for regular dialogue between an organization and its community members.

  Corporate social responsibility is primarily regarded as the financial and human resources needed to make significant social investment in an operating environment. (Ezeoha, 2006). Corporate social responsibility, in other words, means that a company needs to be accountable for its actions socially, ethically and environmentally.

Corporate social responsibility (CSR) is about the honesty with which an organisation runs its operations; fulfils its duty, lives by values acceptable to the community, engages constantly with its stakeholders and measures the impacts of its actions and publicly reports on its activities (Uzoka and Eze, 2015). Thus, corporate social responsibility is a crucial communication tool used by organisations to foster a conducive operating environment and its role, therefore, cannot be exaggerated. The importance of corporate social responsibility in the management of the environment has gained momentum. In fact, it remains an essential instrument of civil social responsibility for the development and transformation of our cities, slums and the provision of necessary amenities, jobs and infrastructural facilities. The idea of corporate social responsibility is based on the notion that  organisations owe it as a duty  to give back to the society which constitutes the environment in which they are situated to carry out their operations in form of support for the well-being of such community (National Open University of Nigeria, 2010). It is interesting to note that between the 1920s and the 1970s, the old concept of corporate social responsibility viewed from the angle of profit maximisation began to give way to that of harmonisation of interests, particularly in the developed countries (Asada, 2010). It can be said that organisations do not operate in vacuum; their activities will impact their surroundings which include their stakeholders and the society. 

Corporate social responsibility has been seen for sometime as an activity that should be carried out by business organisations; universities are often seen as organisations that are not established for business purpose and so, they tend not to embrace corporate social responsibility (Secchi, 2007). Most studies on corporate social responsibility are on large multi-national corporations; there are not many studies on corporate social responsibilities of higher institutions of learning (Secchi, 2007).
However, reputation is based on accomplishments or worthwhile efforts to gain publics’ goodwill and reputation management is critical to higher institutions, especially universities, in competing for students, has to be more than mere publicity efforts (Mohamad, Bakar and Rahman, 2005).
 Moreover, it is commonly accepted that a good reputation can create a strong competitive advantage (Filho, 2010, Smith 2007). Consequently, corporate social responsibility has emerged as a valuable and necessary strategy in contemporary competitive business environment. Yet, besides creating a good reputation and a competitive advantage, corporate social responsibility can help the business world to contribute to the well-being of the society, as successful corporations need a healthy society (Porter and Kramer 2006). Therefore, implementing corporate social responsibility strategies in a higher education institution should be considered in order to obtain a true competitive advantage and earn a positive reputation. Besides, as the complexity of higher education operations increasingly overlap with societal interests, higher education institutions are pressured for responsible practices. Thus, responsible higher education practices not only will contribute to the well-being of the shareholders and the public in general, but also, these practices will increasingly become a long-term value proposition for the institution itself (Marrewijk and Were, 2003).

Organisations such as companies or universities ought to be socially responsible to their host communities, so that they can win their goodwill (Alshuwaikhat and Abubakar, 2008; Hoffman and Woody, 2008; Haden, Oyler and Humphreys, 2009). However, with the absence of any specific law obliging universities to consider social responsibility as a core policy, the social responsibility practices of university seem to be more voluntary-based.

Social responsibility in the words of Nicholas, McHugh and McHugh (1996) is the concern which corporate institutions have for the welfare of the society which sustains their operations. The ability of most tertiary educational institutions to deliver on these subsidiary objectives defines their social responsibility (Igbinedion and Ovbiagele, 2012).

Universities, as centres of knowledge creation and sharing play a very important role in solving world’s problems by ensuring a sustainable tomorrow. However, it is questionable whether universities are appropriately concerned about corporate social responsibility performance. Most universities tend to focus only on teaching social responsibility in terms of corporate social responsibility initiatives and do not go beyond this by attempting to improve their communities (Atakan and Eker 2007). Yet, in order to contend in the changing education industry and also, to fulfill their mission in a world in continuous transformation, higher education institutions must recognise that their own actions should reflect the values and standards which they claim to exemplify (Okoh and Ojoh, 2008). This means deepening their obligation to corporate social responsibility at the operational level as well as the academic level, mostly by curricular activities. This will not only be beneficial to the institution itself but, also to the society as a whole. 

1.2       

STATEMENT OF THE PROBLEM
According to Osaze (1991), while an organisation is busy establishing goals, objectives and strategies for achieving its stated intention, it must recognize that it is operating within an environment which expects it to function in such a way that would not disrupt its core values. It is consequently believed that social involvement creates favorable public image, as a result, corporations have had to be socially responsible in order to function successfully without aggression arising from the communities in which they operate. If government agencies, higher institutions, business organisations and charitable organisations are to reach their goals effectively and efficiently, ways of accurately managing and measuring community relations performance through social responsibility activities  must be established and implemented. The complexity of the society today, including the social, economic, political and environmental problems, coupled with the inability of governments to adequately address the needs and yearnings of their citizenry, evoke a phenomenal expectation that corporations be more socially involved in addressing major problems facing communities (Igbinedion and Ovbiagele, 2012).

The situation described above has necessitated the expectations from the society on corporations and higher educational institutions alike to assist in providing for societal well-being. However, the extent to which this condition has been met by universities remains vague, especially in Nigeria and calls for scholarly attention. This research therefore seeks to assess the perception of Iwo community members on the corporate social responsibility activities of Bowen University.  
1.3     OBJECTIVES OF THE STUDY
The general objective of the study is to assess the perception of Iwo community members on the corporate social responsibility activities of Bowen University.  

The study aimed at achieving the following:

1. Find out the corporate social responsibility activities carried out by Bowen University in Iwo community.

2. Establish the level of awareness of these CSR activities by Iwo community. 

3. Determine the projects or activities the community would prefer to be addressed by the institution.

4. Ascertain to what extent community members are satisfied with the social responsibility activities carried out by the institution in their community.
5. Assess the overall perception of Bowen University CSR activities by Iwo community members.
1.4    RESEARCH QUESTIONS 
The research questions derived from the specific objectives are;

1. What are the corporate social responsibility activities carried out by Bowen University in Iwo community?  

2. What is the level of awareness by Iwo community members of the CSR activities?

3. What are the projects or activities the community would prefer to be addressed by the institution? 

4. To what extent are community members satisfied with the social responsibility activities carried out by the institution in their community?

5. What is the overall perception of Bowen University CSR activities by Iwo community members?

1.5      SIGNIFICANCE OF THE STUDY 
The findings of this study would be beneficial to the management of universities and other tertiary institutions in Nigeria in appreciating the need for corporate social responsibility performance and give direction to policy formulation. The study is significant based on its recommendations on how universities and other tertiary institutions can better practice corporate social responsibility so as to win the goodwill and support of their stakeholders. The study would also be useful for further studies on CSR by higher institutions of learning.
1.6    SCOPE OF THE STUDY

This study was carried out in Iwo, Osun state and focused on the community members in the environment.

The Iwo Kingdom is a traditional state based on the city of Iwo in Osun State, Nigeria. The Yoruba Kingdom, whose ruler is titled “Oluwo of Iwo” was established in the 14th century AD.
 CHAPTER TWO
THEORETICAL FRAMEWORK AND LITERATURE REVIEW

This chapter discusses theories guiding this study and reviews relevant literature.
2.1
 THEORETICAL FRAMEWORK 

Theories are of critical importance in every research exercise. As noted by Amodu (2012), good theories enable researchers to put facts in perspective and to hypothesis’ what will happen, even before they happen. Perception of corporate social responsibility performance of organisations, including universities, has theoretical foundations; hence some theories have been selected to serve as theoretical guide for the study. The theories are: Uncertainty Reduction Theory, Stakeholder Theory and Relational Theory. 
A. Uncertainty Reduction Theory   
This theoretical perspective was originated by Berger and Calabrese in 1975 and drew on the work of Heider (1952). The Uncertainty Reduction Theory asserts that people have a need to reduce uncertainty about others by gaining information about them. Information gained can then be used to predict the behavior of others. Reducing uncertainty is particularly important in relationship development, so it is typical to find more uncertainty reduction behaviour among people when they expect or want to develop a relationship than among people who do not expect to develop a relationship. Thus, the Uncertainty Reduction Theory explains how interpersonal communication is the primary way to reduce uncertainty. Uncertainty normally occurs when two strangers meet and each of them try to read the other. By interacting with each other, they become more comfortable and can usually predict future behaviour. When the two communicate, the initial tension and awkwardness normally decreases, making the relationship more intimate. Over time, as the intimacy in the relationship increases, the uncertainty dissolves (Berger and Calabrese, 1975). Research has found that communication plays a critical role in initial interactions and relational development. Berger and Calabrese (1975) investigate the role of communication in initial interactions with the development of a theory of uncertainty reduction. Its widespread influence led to its adoption in other relational and communicative contexts such as small group, organisational, mass communication and computer-mediated communication. The theory was initially formulated to explain how people maintain relationship through interpersonal communication. The theory is relevant to the study because universities need to communicate their corporate social responsibility activities to the stakeholders so as to reduce uncertainty and promote mutual understanding with the stakeholders. 
B. Stakeholder Theory 

The theory developed by Freeman and Reed (1983), and cited in Amodu, (2012). Is a theory of organisational management and business ethics that addresses morals and values in managing an organisation. Freeman (1983) identifies and models the groups which are stakeholders of a corporation and both describe and recommend methods by which management can give due regard to the interests of those groups. It attempts to address the "Principle of Who or What Really Counts (Amodu, 2012).

The Stakeholder theory of CSR is based on the notion that organisations, whether private or public, have obligations to several groups which make up the society (ibid). These constituents are referred to as stakeholders, that is individuals and groups which are critical to the existence of the organization. They influence what the organisation does, or they are being influenced by organisational actions. As a fundamental part of the normative CSR theories, the Stakeholder theory stipulates that management has a moral duty to protect not only the corporation but also the legitimate interests of all stakeholders (Olatunji, 2013). Thus, all stakeholders’ interests must be maximised at all times. In this way, when an organisation invests in the society, it is expected to reap this in form of improved reputation, positive perception and understanding when things go wrong; and to equally maximise even the profit motive of the owners in the process (Green, 1997, cited in Olatunji, 2013). Olatunji (2013) further states that the stakeholders “concept enables management to address the divergent needs and interests of critical groups, including owners of capital, employees, customers and suppliers, as well as the needs of those of emerging groups including governments, competitors, consumers, advocates, environmentalists, special interest groups and the media. There is need for the interests of these groups to be taken into consideration because they do play vital roles in the success of the business enterprise”. 

This implies that the stakeholder’s theory assumes that a corporation has stakeholders who are generally the groups and individuals that benefit from or are harmed by the corporation’s actions. The rights of these parties can either be violated or respected by the corporation (Hartman, 2005, cited in Amodu, 2012). Stakeholder’s theory presupposes that the firm is a system of stakeholders operating within the larger system of the host society. The Stakeholder theory identifies the groups and individuals relevant to a corporation; it also describes, as well as, recommends methods by which the interest of each party can be catered for by the management of an organisation. Phillips (2003) avers that the question of who is and who is not a stakeholder has been controversial over the years; some of the questions that appear relevant to a proper conceptualisation are: should stakeholder’s status be a reserved right for constituencies having close relationship with organisations? Should the status be seen to apply broadly to all groups that can affect or be affected by the organisation? Should activists, competitors, natural environment or even the media be classified as stakeholders? Freeman and Reed (1983), in addressing these questions explain that the narrow definition includes only the groups that are vital to the survival and success of the organisation, while the wider or broad definition accommodates all groups that can affect or be affected by the actions of the corporation. 

In the traditional view of a firm, the stockholders are the owners of the company and the firm has a binding duty to put their needs first, to increase value for them. However, Stakeholder theory argues that there are other parties involved, including government bodies, political groups, trade associations, trade unions, communities, financiers, suppliers, employees and customers. Sometimes even competitors are counted as stakeholders that is, their status being derived from their capacity to affect the firm and its other legitimate stakeholders. The nature of what is a stakeholder is highly contested (Miles, 2012) with several definitions existing in the academic literature (ibid). Freeman argues that business relationships should include all those who may “affect or be affected by” a corporation. Approaches to this question have focused on relationships between organisations and stakeholders based on exchange transactions, power dependencies, legitimacy claims or other claims (Cummings and Doh, 2000). 

Stakeholder theory of CSR is related to the belief that corporations have an obligation to constituent groups in society other than stockholders as prescribed by law or union contract. Thus, stakeholder theory takes into account individuals or groups with a stake in or claims on the company, including shareholders, employees, customers, supplier and local community. Thus, Olatunji, (2013) states that a corporation’s stakeholders consist of all those entities that are affected by the corporation and how it does business. This includes shareholders, employees, customers, suppliers and the community in which it exists. The stakeholder value perspective places emphasis on operating the business in a manner that benefits all stakeholders involved. However, the bottom line is that none of a corporation's stakeholders benefit when organisational stability is threatened. Employees rely on the stability of the business to maintain their jobs and the community relies on tax revenue generated by working citizens to maintain infrastructure. None of these needs can be met without maintaining profitable businesses in the community (Olatunji, 2013). 

The Stakeholders theory is therefore relevant to this study based on the theory’s underlying principle that every organisation needs the goodwill of its publics, whether internal or external, to succeed, consequently universities have reasons to be socially responsible to their stakeholders, which includes the host community. The stakeholder theory is considered appropriate for this study because of its managerial nature. It alerts an organisation to the existence of the array of parties that it is responsible to. In the context of this study therefore, the theory helps universities to become aware of the fact that they have publics (internal and external) that are affected by their actions and services and that the perception of such stakeholders goes a long way in creating  goodwill for such institution, thus, they need to be socially responsible to them. 
C. Relational Theory  

Relational theory has its root from the complex firm-environment relationships. As the term implies, interrelations between the two are the focus of the analysis of CSR. Relational theory is further divided into four sub-groups of theories: business and society; stakeholder approach; corporate citizenship; and social contract (Secchi, 2007).

Business and society is proposed to mean ‘business in society’ in which CSR emerges as a matter of interaction between the two entities (Korhonen, 2003). One of the measures of CSR is the development of economic values in a society. Another is a person’s obligation to consider the effects of his decision and action on the whole social system. Stated in the form of a general relationship, social responsibilities of businessmen need to reflect the amount of social power they have (Ismail, 2009).

Stakeholder approach has been developed as one of the strategies of improving the management of a business. It is also a way to understand reality in order to manage the socially responsible behavior of a firm. The stakeholder approach further considers a firm as an interconnected web of different interests where self creation and community creation happen interdependently; and individuals behave unselfishly (Garriga and Mele, 2004). Based on their analysis, stakeholder approach is both within the integrative and ethical theories, where the former emphasizes the integration of social demands and the latter focuses on the right thing to achieve a good society. These are supported by the work of Mitchel, Agle and Wood (1997) where balances among the interests of stakeholders are the emphases; and the work of Freeman and Phillips (2002) that considers fiduciary duties towards stakeholders of firms, respectively. 

Corporate citizenship of the relational theory strongly depends on the type of community to which it refers. Fundamentally, it is about the relationship that a corporation develops with its stakeholders, and therefore, the former has to continuously search for engagement and commitment with the latter. Corporate citizenship based on Garriga and Mele’s (2004) analysis is an approach used under the integrative and political theories and this is supported by Swanson (1995) and Wood and Lodgson (2002), respectively.

Finally, the social contract theory of the relational group refers to the fundamental issue of justifying the morality of economic activities in order to have a theoretical basis for analyzing social relations between corporation and society. Hence, CSR is derived from the moral legitimacy the corporation achieves in the society and understanding about CSR is contained in the justification of social actions that legitimize the behavior of the corporation. Garriga and Mele’s (2004) analysis puts the social contract theory under the group of ethical theories, the approaches of which include universal rights (UN Global Compact, 1999) and sustainable development (WCED, 1987; Korhonen, 2003). Both approaches to CSR are based on human rights, labor rights and respect for the environment. Relational theory is significant in the study because in the perspective of this study the theory helps universities to become aware of the fact that they have publics (internal and external) that are affected by their relational actions. 
2.2       LITERATURE REVIEW
 CONCEPT OF CORPORATE SOCIAL RESPONSIBILITY 
The concept of CSR has gained unprecedented force in public debates and has become a strategic issue which affects the way in which a company does business (Oguntade and Mafimisebi, 2011). The World Economic Forum (2003) defines corporate citizenship as the contribution a company makes to society through its core business activities, its social investment and philanthropy programs, and its engagement in public policy. Davies (1960) see the concept as the “businessman’s decision and actions taken for reasons at least partially beyond the firms direct economic or technical interest’. 

Corporate Social Responsibility (CSR) can be seen as the "economic, legal, ethical and discretionary expectations that society has of organisations at a given point in time" (Carroll and Buchholtz, 2003). The concept of corporate social responsibility means that organisations have moral, ethical and philanthropic responsibilities in addition to their responsibilities to earn a fair return for investors and comply with the law. Carroll and Buchholtz’s four-part definition of CSR makes clear the multi-faceted nature of social responsibility (Filho, 2010). The economic responsibilities cited in the definition refer to society’s expectation that organisations will produce goods and services that are needed and desired by customers and sell those goods and services at a reasonable price. Organisations are expected to be efficient, profitable and to keep shareholder interests in mind (Okoh and Ojoh, 2008). The legal responsibilities relate to the expectation that organisations will comply with the laws set down by society to govern competition in the marketplace. Organisations have several of legal responsibilities governing almost every aspect of their operations, including consumer and product laws, environmental laws and employment laws (Igbinedion and Ovbiagele, 2012). The ethical responsibilities concern societal expectations that go beyond the law, such as the expectation that organisations will conduct their affairs in a fair and just way. This means that organisations are expected to do more than just comply with the law, but also make proactive efforts to anticipate and meet the norms of society even if those norms are not formally enacted in law (ibid). Finally, the discretionary responsibilities of corporations refer to society's expectation that organisations be good citizens. This may involve such things as philanthropic support of programmes benefiting a community or the nation. It may also involve donating employee expertise and time to worthy causes (ibid).
Similarly, social responsibility has been diversely represented as obligation that is beyond law and economics for a firm to pursue long-term goals that are good for society, (Robins and Coulter 1999,) obligation to pursue those policies, to make those decisions or to follow those lines of action which are desirable in terms of the objectives and values of a society (Bowen, 1953). There is a broader viewpoint involving a four-part definition of CSR which encompasses the economic, legal, ethical and discretionary (philanthropic) expectations that society has of any given organization; namely: (1) be profitable (economic), (2) be obedient to laws and regulations (legal), (3) do what is right, fair and just (ethical), and (4) be good corporate citizens philanthropic / discretionary (Carroll,1979). 
Espousing Carrol’s view, it is pertinent to note that society expects business to conform to laws and regulations formulated by governments that act as the ground rules under which business must operate. This indicates that corporations are expected to pursue profits within the framework of the law, which establishes what are considered fair operations (Justin and Wadike, 2013). Society also expects that all goods and services and relationships with stakeholders will meet at least minimal legal requirements. Ethical responsibilities include those activities that are not expected by society as economic or legal responsibilities. 
Ethics or values may be reflected in laws or regulations, but ethical responsibilities are seen as embracing the emerging values and norms that society expects of business even if not currently required by law. These responsibilities can be thought of as things the corporation “should do” (ibid). These responsibilities are more difficult for business to deal with as they are often ill-defined or under continual public debate (ibid). Ethical responsibilities also involve the fundamental ethical principles of moral philosophy, such as justice, human rights, and utilitarianism. The changing or emerging ethical responsibilities are constantly pushing legal responsibilities to broaden or expand, while at the same time expecting business’s ethical behavior to go beyond mere compliance with laws and regulations (ibid). 

Philanthropic responsibilities involve being a good corporate citizen and include active participation in acts or programs to promote human welfare or goodwill (Justin and Wadike, 2013). Examples are contributions to the arts, charities, and education. Such responsibilities are not expected in an ethical or moral sense, making philanthropy more discretionary or voluntary on the part of business even though society may have such expectations of business. Few in society expect corporations to have these responsibilities and they can be thought of as things corporations “might do.” Carroll (1979) views its four part definition of CSR as a basic building-block structure, with economic performance as the foundation since it is the core interest of organizations, though organizations are often not inclined to put it as priority before the public. At the same time, business is expected to obey the law, behave ethically, and be a good corporate citizen. Although the responsibilities are portrayed as separate elements, in practice they are not mutually exclusive; however, the separation aids managers to appreciate the different obligations that are in a constant but dynamic tension with one another (Justin and Wadike, 2013). For example, there are particular tensions between economic and ethical responsibilities when it comes to carry out corporate social responsibility.
 In summary, Carroll views the total social responsibility of business as involving the simultaneous fulfillment of the four responsibilities which, stated in pragmatic terms, means that the corporation should strive to make a profit, obey the law, be ethical, and be a good corporate citizen. Judging from the points made above, the central theme of the subject of social responsibility hovers around the argument that social responsibilities are actions taken by organizations in being committed socially and environmentally interested as it engages in business practices to the extent that stakeholders benefit. Examples of such stakeholders are consumers, government, employees, stockholders and the host communities in particular. Samples of these actions are in the areas of provision of basic infrastructural amenities, award of contracts, employment opportunities, scholarship awards, pollution abatement etcetera. Despite the burgeoning support associated with social responsibility practices, some scholars have argued against it. One of the best known arguments against businesses performing social responsibility activities was advanced by Friedman (1970). He argues that “to make business managers simultaneously responsible to business owner for reaching profit objectives and to society for enhancing societal welfare represents a conflict of interest that has the potential to cause the demise of business as it is known today”. Again Friedman (1970) posits that “... there is one and only one social responsibility of business-to use its resources and engage in activities designed to increase its profits so long as it stays within the rules of the game, which is to say, engages in open and free competition, without deception or fraud ... few trends could so thoroughly undermine the very foundations of our free society as the acceptance by corporate officials of a social responsibility other than to make as much money for their stockholders as possible.
The argument against social responsibility is further buttressed in Wood (1991) as follows: 
· Profit maximization is the primary purpose of business, and to have any other purpose is not socially responsible and constitutes a sabotage of the market mechanism.
· Business corporations are responsible to the shareholders and, in effect, have no authority to operate in the social area.
· Social policy is the jurisdiction of governments, not business. 

· Business lacks training in social issues, and lacks social skills necessary to carry out social programs. 

· Social responsibility is viewed by some as another excuse to let big business increase its power. The increase in power comes as a result of business becoming involved in social as well as economic matters. Imposing business values on social issues may lead to inappropriate domination: business already has sufficient power, and it would be inappropriate to extend that power to other matters. 

· Business involvement in social matters increases costs—not only costs to the organization, but also possibly even social costs—instead of decreasing them. This in turn may lead to business failures. 

· There is no acknowledged source of reliable guidance or policy for business in social responsibility questions, and it is not easy to make the choice between responsible and selfish action in social issues. Social responsibility is an elusive concept for which few standards are available to evaluate and control the actions of corporations. 
Corporate social responsibility is an approach whereby a company considers the interests 
of all stakeholders both within the organisation and in society and applies those interests while developing its strategy and during execution. Corporate social responsibility offers organisations various opportunities not only to differentiate themselves from competitors, but also, in reducing costs (Nolan, Norton and Co., 2009, cited in Ali, Rehman, Yilmaz, Nazir and Ali, 2010). Corporate social responsibility is defined by Wood, (1991), as “a business organization’s configuration of principles of social responsibility, processes of social responsiveness and policies, programmes and observable outcomes as they relate to the firm’s societal relationships.” Corporate social responsibility is an approach to decision making, which encompasses both social and environmental factors. This means that companies do not only have one objective - profitability, but that they also have objectives of adding environmental and social value to society (Mirfazli, 2008, cited in Mohr, Webb and Harris, 2001). Similarly, Petkus and Woodruff (1996) cited in Mohr, Webb and Harris (2001) define social responsibility as “both avoiding harm and doing well”. Deetz (2003) opines that corporate social responsibility action is being responsive to the needs of the community. Mohr, et al (2001) define corporate social responsibility as “an institution’s commitment to minimising or eliminating any harmful effects and maximising its long run beneficial impact on society”. 

Corporate social responsibility has to do with an organisation going out of his way to initiate actions that will impact positively on its host community, its environment and the people generally. It can be seen as a way of acknowledging the fact that some business fall outs have adverse effects on the citizens and society and making efforts to ensure that such negative impacts are corrected (Adeyanju, 2012). Posk (1999), cited in Adeyanju (2012) believes that corporate social responsibility means that a corporation should be held accountable for any of its actions that affect people, communities and its environment. This may be the reason why the World Business Council on Sustainability Development (1998), cited in Adeyanju (2012) describes CSR as the continuing commitment by business to behave ethically and contribute to economic development while improving the quality of life of the workforce and their families as well as of the local community and society at large. 

The foregoing implies that corporate social responsibility is concerned with treating the stakeholders of a firm ethically or in a socially responsible manner; since stakeholders exist both within and outside a firm, hence, behaving socially and responsibly will increase the human development of stakeholders both within and outside the corporation. Matten and Moon (2004), cited in Adeyanju, (2012) presents a conceptual framework for understanding corporate social responsibilities, which is the “implicit” versus the “explicit” corporate social responsibilities. Explicit corporate social responsibility is about corporate policies with the objective of being responsible for what the society is interested in. Explicit corporate social responsibility can for example be voluntary, self-interest driven corporate social responsibilities policies and strategies. Implicit corporate social responsibility is a country’s formal and informal institutions that give organisations an agreed share of responsibility for society’s interests and concerns. Implicit corporate social responsibilities are values, norms and rules which result in requirements for corporations to address areas that stakeholders consider important. Corporate social responsibility is based on the idea that corporations are more than just profit‐seeking entities and that they must be responsible for the societal and environmental effects of their business activities (Lantos, 2001). 
 ROLES OF CORPORATE SOCIAL RESPONSIBILITY IN COMMUNITY DEVELOPMENT
Community is generally defined as a group of people sharing a common purpose, who are interdependent for the execution of certain needs, who live in close proximity and relate on a regular basis (Adeyanju, 2012). There are shared expectations for all members of the group and responsibility taken for those expectations. The group is respectful and considerate of the individuality of other persons within the community. In a community there is a sense of communality which is defined as the feelings of cooperation, of commitment to the group welfare, of willingness to communicate openly, and of responsibility to and for others as well as to one’s self (Adeyanju, 2012). Most important, there exists community leaders who are responsible for the success of any community event, depending on the needs of the community. The community leaders are individuals who strive to influence others to take responsibility for their actions, their achievements, and the community welfare (ibid).
Community development (CD) refers to initiatives undertaken by community, in partnership with external organizations or corporations, to empower individuals and groups in a community by providing them with the skills they need to effect changes in their own communities (Federation of Community Development Learning, 2009). These skills are often concentrated around making use of local resources and building political power through the formation of large social groups working for a common agenda. Community developers must understand both how to work with individuals and how to affect communities' positions within the context of larger social institutions (Federation of Community Development Learning, 2009).
Community development is the practice of developing active and sustainable communities based on social justice and mutual respect. It is about influencing power structures to remove the barriers that prevent people from participating in the issues that affect their lives. Community workers facilitate the participation of people in this process. They enable linkages to be made between communities and with the development of wider policies and programs (Federation of Community Development Learning, 2009). Community development expresses values of fairness, equality, accountability, opportunity, choice, participation, mutuality, reciprocity and continuous learning. Educating, enabling and empowering are at the core of community development (Federation of Community Development Learning, 2009).

Community development is the combined processes, programs, strategies, and activities that make a community sustainable as compared to economic development which is the marketing of its potential for growth followed by local efforts to act on opportunities. The entire set of approaches to community development practice may be considered a specialized form addressing, coordinating and building the social infrastructure at a location. (Community Glossary,2009). Community development may be defined as a process of challenging the undesirable and unacceptable disparity of conditions and infrastructure that negatively affect the quality of life in a place where people live and work. It functions best as process in locations where all strata of society and citizenry are engaged with sense of community solidarity (ibid).

The widely used meaning of community development is the one given by the United Nations (United Nations, 1971) in which community development is an organized effort of individuals in a community conducted in such a way to help solve community problems with a minimum help from external organizations. External organizations include government and non-government organizations, and corporations of various types and sizes such as small and medium enterprises (SMEs) and multinational corporations (MNCs). The implication of UN’s definition of community development is, therefore, emphasizing creativity and self-reliance in the community for short and long term goals, but not to defy the CSR roles of the various types of business firms. In relation to the people, the definition of community development is essentially both an educational and organizational process (Lantos, 2001).
Another term closely related to community development is community work, which is about the active involvement of people in the issues that affect their lives and focuses on the relation between individuals and groups and the institutions which shape their everyday experience. It is a developmental process that is both a collective and individual experience. It is based on a commitment to equal partnership between all those involved to enable a sharing of skills, awareness, knowledge and experience in order to bring about change (Adeyanju, 2012). It takes place in both neighborhoods and communities of interest, whenever people come together to identify what is relevant to them and act on issues of common concern. The key purpose is to work with communities experiencing disadvantage, to enable them to collectively identify needs and rights, clarify objectives and take action to meet these within a democratic framework which respects the needs and rights of others (Community Glossary, 2009). Community work recognizes the need to celebrate diversity and appreciate differences among ethnic and social groups in the community (Adeyanju, 2012).
From the above explanation of CSR, it is undeniable that CSR has implications on community and community development in many ways. Based on the report of Perrin (2009) CSR is the third most important driver of employee engagement overall. For companies in the U.S. for instance, an organization's stature in the community is the second most important driver of employee engagement, and a company's reputation for social responsibility is also among the top 10 drivers. The role of CSR in community development used in this paper is any direct and indirect benefits received by the community as a result of social commitment of corporations to the community and social system.

The common roles of CSR in community development are as follows:

· To share the negative consequences as a result of industrialization: This is related to increasing conscience-focused marketplaces necessitating more ethical business processes, for instance  higher UK road tax for higher emission vehicles, thus reducing the burden of small vehicle owners in a community (Wikipedia, 2009). By doing so, small vehicle owners share less the tax burden, hence could re-channel the money for more productive uses in the community.
· Closer ties between corporations and communities: Through CSR the existence of corporations in the social system is felt beyond a perception that corporations are a place just to get employment and producers of goods and services. By doing so, corporations and communities would live in peace and harmony. This becomes a social capital that is essential in community development (Adeyanju, 2012).
· Helping to get talents: Organizations with a reputation for CSR can take advantage of their status and strengthen their appeal as an attractive employer by making their commitment part of their value proposition for potential candidates. It is also found that when employees view their organization's commitment to socially responsible behavior more favorably, they also tend to have more positive attitudes in other areas that correlate with better performance (Lantos, 2001). They believe their organizations recognize and reward great customer service, act quickly to address and resolve customer concerns, and are led by people in senior management who act in the best interest of customers. Confidence in senior management is higher in other areas, too, when employees give their company high marks for being socially responsible. For example, if a large number of employees perceive that their organization's senior management supports new ideas and new ways of doing things, this would result on better perception by employees of the organization, hence their trust and loyalty to the organization (Lantos, 2001). It is also a factor in attracting and retaining talents. In relating to CD, good employees’ perceptions of a corporation would positively influence community members to treat the corporation as an important economic asset in the community (ibid).
· Role in Transfer of Technology (TOT): Closer ties help in TOT between MNCs that give concerns on CSR and communities in the host countries. MNC is a corporation that has its facilities and other assets in at least one country other than its home country. Such companies have offices and/or factories in different countries and usually have a centralized head office where they coordinate global management. Very large multinationals have budgets that exceed those of many small countries. Barton (2007) focuses on three mechanisms of international technology transfer: the flow of human resources; the flow of public-sector technology support; and the flow of private technology from MNCs to developing countries. He argues for greater mobility within, and globalization of, the world’s scientific enterprise and reasserts an economic rationale for investing in public-sector research in the developing countries.
· CSR helps to protect environment: Some of the world's largest companies have made a highly visible commitment to CSR, for example, with initiatives aimed at reducing their negative impacts on the environment. These companies take the view that good financial and environmental performances can work together to drive company growth and social reputation. This attitude can only serve to enhance the employment value proposition as interest in "going green" gains traction (Perrin, 2009). “We green the earth” slogan made by some MNCs in Malaysia which own large golf areas within the vicinity of residential areas is another CSR initiative to protect environment. Many non-governmental organizations (NGO) have been involved in learning and advocacy of environmental protection as an important component of CSR.  Some of these NGOs which collaborate with CSR the United Nations include “Friends of the Earth” which highlights the harmful environmental impact of some MNCs operations and campaign for stronger laws on environmental responsibility; b) “Green Peace mission” is another example of CSR initiative that gives benefit to society and community in preserving the latter’s rights towards reaping healthy environment (Wikipedia, 2009). Green Peace is an independent global campaigning organization that acts to change attitudes and behavior, to protect and conserve the environment and to promote peace in many ways, one of which is campaigning for sustainable agriculture and environment by encouraging socially and ecologically responsible farming practices (ibid). Green Peace utilizes direct action, lobbying and research to achieve its goals. This influential non-governmental organization has its presence in 42 countries with national and regional offices largely autonomous in carrying out jointly agreed global campaign strategies within the local community context.
· CSR is for human right corporate sustainability: The United Nations have launched the “Global Compact” – an initiative to convince international companies to commit themselves to universal principles in relation to protection of human rights (UN Global Compact, 2009). Being the world's largest voluntary corporate responsibility initiative, the UN Global Compact is also seen a strategic policy for businesses that are committed to aligning their operations and strategies within the areas of human rights, labor, and environment. By doing so, business, as a primary agent driving globalization, can help ensure that markets, commerce, technology and finance advance in ways that benefit economies and societies everywhere (Adeyanju, 2012). Never before have the objectives of the international community and the business world been so aligned. Common goals, such as building markets, combating corruption, safeguarding the environment and ensuring social inclusion, have resulted in unprecedented partnerships and openness among businesses, governments, civil societies, labor unions and the United Nations (Adeyanju, 2012). This ever-increasing understanding is reflected in the growth of the Global Compact, which today stands as the largest corporate citizenship and sustainability initiative in the world -- with over 4700 corporate participants and stakeholders from over 130 countries (Wikipedia, 2009).
· Interdependency between a corporation and community: The close link between a corporation and community is another aspect of CSR role in CD because; in the long run, it creates sustainable development. This could be seen in Shell Foundation’s involvement in the Flower Valley in South Africa and Marks and Spencer in Africa (Wikipedia, 2009).  The CSR projects give aids to local organizations and impoverished communities. This leads to sustainable community development (Wikipedia, 2009).
· A CSR program can be seen as an aid to alleviate poverty: An example is a Malaysian reality program Bersamamu of TV3 which is sponsored by Syarikat Faiza Sendirian Berhad (SFSB), a local enterprise that responds to government’s appeal to help impoverished community to improve their livelihoods (SFSB, 2009). The organizations gets help from the local media company TV3 for publicity and audience support. This TV program is focused on the life reality of the poor helpless people in their survival struggle. Every purchase of Faiza's Product, will entitle the buyer to make a donation to Tabung Bersamamu TV3 (a fund of the broadcasting agency). Through this collaboration it may trigger other corporations to help the nation in its effort to alleviate poverty and, hence, in developing communities.
· A CSR program helps in data gathering for other public organization function: For instance in the United States, Intel and IBM, examples of mega ICT firms assisted under-staffed police departments with information gathering and processing by installing cameras with video processing abilities in areas where there are high rates of crimes. Intel has also conducted initiatives to educate local communities on how they can use technology to prevent crime or at least to use it to detect who committed the crime (CSR Intel, 2009). This is an example of technology companies which implement CSR initiatives that both benefit community and support business objectives.
· For corporate sustainability goals: In Europe and elsewhere outside the U.S., companies have been taking their social role seriously for years, often under the banner of corporate sustainability. The EU has developed a corporate sustainability framework, which identifies a progressive set of economic, social and environmental objectives that companies are encouraged to achieve (Perrin, 2009). For instance, the EU has developed a methodology to assess the employee perspective on sustainable business practices (SBP). These practices represent a continuing commitment by a company to behave ethically and contribute to economic development while improving the quality of life of its workforce and family members, as well as the local community and society at large. Perrin's SBP index specifically covers five areas: awareness and perceived importance among employees, employee sustainable behaviors, social and community performance, environmental performance, and ethical and legal performance.
A study by Utting and Ives (2006) examines the evolution and state of CSR in the oil industry, focusing on initiatives and institutions related to environmental management, climate change, human rights, community development and revenue transparency. The study identifies some certain regulatory approaches and political developments that might enhance the contribution of oil companies to social and sustainable development. Forzley (2003) explores the role of media on CSR and social development and finds that the media and other stakeholders pressurise the adoption of CSR by firms, which can also be attributed to globalisation. These studies are on other economies and there is the need to look at studies on Nigeria. 

Most studies on CSR in Nigeria centre on its effect on the oil industry and in the Niger Delta community in particular. Egbe and Paki (2011) examine the place of CSR in the Niger Delta using Donaldson’s Moral Minimums for Multinationals (MMM), which provide ethical basis. The study finds that CSR undertaken by the oil companies in the Niger Delta are inadequate and not making the desired impact on their host communities. In a similar study by Aghalino (2004), two divergent perceptions are identified; oil firms feel they have done enough for the Niger Delta communities while the communities are saying that, that is a crumb from the master’s table. The study by Tuodolo (2009) looks at the efficacy of PR machinery on Shell’s CSR programmes and concluded that neither the issues nor corporations have changed, but corporate public relation strategies are at work in the host communities.
Findings by Idemudia and Ite (2006), and Ogula (2012) their study of CSR of oil companies and community relations in the Niger Delta show that the failure to seek, understand and integrate community perceptions and expectation into CSR policies of oil companies among others is responsible for the failure to reduce conflict between host communities and oil firms.
UNIVERSITIES AND CORPORATE SOCIAL RESPONSIBILITY 
Although universities have been in existence for centuries as the fountain of knowledge and the development of human sustainability, a key question is the relevance of social responsibility of the university which can be termed as USR – University Social Responsibility (Felt, 2003). What is the context of USR within the university and what are the mechanisms that are put up to manage USR? The changes and challenges universities face with regard to their operations are discussed by Vukasovic (2008) and Felt (2003) in terms of mass expansion of higher education (increased accessibility to higher education), internationalisation, student access and mobility, decrease in public expenditure, diversification and commercialisation of higher education and the impact of information and communication technologies (ICT) (Wright, 2010). All these have impacted on the delivery of quality education as well as on the notions of autonomy, academic freedom, its changing focus and responsibilities towards society (Vasilescu, Barna, Epure and Baicu, 2010). 

Nagy and Robb (2008) highlight the corporatisation of the universities and the increased demand that they operate as good corporate citizens. University social responsibility is a rather new concept; universities have tried to exemplify in their vision and mission statements (Shawyun, 2011). In a wider sense of social responsibility, schools and institutions should not only meet all local, state and federal laws and regulatory requirements, but they should treat these and related requirements as opportunities for improvement beyond mere compliance (ibid). Schools and institutions should stress ethical behaviour in all stakeholder transactions and interactions. Highly ethical conduct should be required and monitored by the schools and institution governance body (ibid). Shwayun further notes that: 

Managing social responsibility requires the use of appropriate measures and human resources for those activities. The schools or universities need to address their current and future impacts on society in a proactive manner and ensure ethical practices in all student and stakeholder interactions. They will need to define performance or outcome indicators to ensure that the social consciousness and responsibility meet the basic requirements and expectations to service the stakeholders. 

The above assertion goes to show the relevance of corporate social responsibility in university administration. Corporate social responsibility (CSR) is a comprehensive Community-Change Initiative (CCI). By design, comprehensive community change initiatives create community-level change through the active and comprehensive involvement of key community players. Through comprehensive efforts and targeted action plans, communities can improve educational outcomes, employment, health and overall well-being of community residents. Corporate social responsibility is a driving force in strengthening the process skills of individuals in the community, enabling people to work together toward common goals and objectives (Rausch and Patton 2004). Corporate social responsibility is all about an institution knowing, managing and improving its impact on the economy, the environment and society. 

A study by Wright (2010), examine how a group of university presidents and vice-presidents in Canadian universities conceptualise sustainable development, sustainable universities, the role that universities play in achieving a sustainable future, key issues facing the university and the barriers to implementing sustainability initiatives on campus. The study shows that although the majority of participants were well versed in the concept of sustainable development, they were less familiar with the concept of a sustainable university. However, as the author notes, majority of them were dedicated to having their universities become more sustainable. The participants also listed “financial predicaments”, “lack of understanding and awareness of sustainability issues among the university population”, and “a resistance to change” as the main barriers in the path of sustainability. Pollock, Horn, Costanza and Sayre (2009) also insisted that “complex and ineffective governance, traditional disciplinary boundaries and the lack of a shared vision at academic institutions often hinder university‟s progress toward leading the world to a more sustainable and desirable future”. 

Dahan and Senol (2012) in their research on Corporate Social Responsibility in higher education institutions: Istanbul Bilgi University case analysed Istanbul Bilgi University in the context of its corporate social responsibility practices. The scholars note that for any institution, whether public or private, to be successful in corporate social responsibility strategy, corporate social responsibility actors have to be internalised and must be supported by the management of the University. If the management of an organisation does not support corporate social responsibility, there is nothing the workers can do to carry out corporate social responsibilities (Dahan and Senol, 2012). So, the study examines corporate social responsibility performance of Istanbul Bilgi University and attempts to ascertain the factors which are likely to affect the corporate social responsibility performance of the university. The researchers adopted interviews as a technique of data collection. The researchers conducted semi-structured interview with the interviewees and it lasted for one hour. The researchers also made use of published institutional documents, undergraduates handbooks, website of the University and nonpublished reports, to gather data for the study. The findings from Dahan and Senol (2012) research show that corporate social responsibility performance cannot be successful if the management of an organisation is not in support of it. The second finding shows that Istanbul Bilgi University carries out corporate social responsibility, but the extent to which it does is minimal. The authors conclude that most Universities, Bilgi University inclusive, only focus on teaching corporate social responsibility in terms of corporate social responsibility initiatives and do not perform corporate social responsibilities. The authors therefore recommend that Universities should endeavour to carry out corporate social responsibly as it is one of the ways they can win the goodwill of their stakeholders.
Nejati, Shafaei, Salamzadeh and Dareai (2011) in their research on “Corporate Social Responsibility and Universities: A study of top 10 world universities websites”, The researchers sought to find out whether the top 10 world Universities undertake Corporate Social Responsibility activities and if finding out whether the top ten world Universities actually live up to expectation in terms of corporate social responsibility activities and if they do, to what extent?. In the study, the authors adopted content analysis to analyse the websites of the top 10 world universities as ranked by Times Higher Education (THE 2009). The authors in analysing the corporate social responsibilities of the universities paid attention to organisational governance, human rights, labour prices, environment, fair operating practices, consumer (students) issues, community involvement and development. The study sample included Harvard University (US), University of Cambridge (UK), Yale University (US), University College, London (UK), Imperial College, London (UK), University of Oxford (UK), University of Chicago (US), Princeton University (US), Massachusetts Institute of Technology (US) and California Institute of Technology (US). 

The authors studied the content of the university official websites to analyse different aspects of the social communication and social reporting and tried to identify and match it with CSR core areas. The authors therefore reviewed all the related web pages of the universities, including news, media, department web pages, etc and not just direct links from the homepage. The findings from the study show that leading universities in the world have taken corporate social responsibility seriously and announce this in their websites. Their findings further show that all the 10 Universities studied have covered areas of organisational governance, human rights, labour practices, environment, fair operation practices and consumer issues with consumers considered as students of universities in their websites. The authors therefore conclude that the University’s role in the society is evolving. Universities are no longer just institutions of higher education and research, which grant academic degrees in a variety of subjects, but rather, they are turning into institutions of higher education and research which train responsible humans, create cutting edge knowledge to solve the issues and problem in the society. Thus, the study shows that the entire top 10 world leading universities are in some way or another, engaged in corporate social responsibility and sustainability issues and announce these in their website contents.

CHAPTER THREE

                                                           METHODOLOGY

3.1
 INTRODUCTION 
This chapter describes the method and procedure adopted in carrying out the study. The research methodology for this thesis is discussed under the following headings:
(i) Research design

(ii) Population of the Study

(iii) Sampling technique and sample size

(iv) Data collection method

(v) Data collection procedure

(vi) Validity and reliability of instrument

          (vii)     Data analysis
3.2 
RESEARCH DESIGN 
Jaiyeoba and Salami (2006) describe research design as the plan or structure of investigation conceived to obtain answers to research questions. It suggests to the researcher the directions of observation making and analysis; in fact, it serves as the blueprint of the research. If the design is poorly conceived structurally, the final product will be faulty.
Ajala (2009) also defines research design as any research study where the researcher conceptualizes the research problem and then puts it into a perspective that will guide the researcher in the data collection and analysis.
3.3
RESEARCH METHOD
The survey research method is adopted for this study. This method is adopted because it is a suitable and efficient way of studying a large population. It allows only a sample population to be used to represent the entire population. Darko-Ampem (2005) states that a research design describes a flexible guide that connects theoretical paradigms to strategies of inquiry and methods for collecting empirical materials.  
3.3 
POPULATION OF THE STUDY
The research population refers to the aggregate of all possible respondents from which the sample is selected. The populations of interest in this study are all residents of Iwo community, Osun state where Bowen University is located. Iwo has a population of 191,348 making it the most populous Local Government in State of Osun by the 2006 Nigeria National census figures.
3.4 
SAMPLE SIZE AND SAMPLING TECHNIQUE
The sample size for this study is 300 residents of Iwo community.

Just like any other study, it will be difficult to study the entire population, so a section of the population is studied.  Sampling is a process of selecting a number of individuals from a population in such a way that the selected number of individuals is representative of the entire population from which the selection is made (Sofoluwe, 2009).
The sampling technique adopted is the simple random sampling method. Random sampling technique is the method of drawing a population (sample) of a population or universe so that all possible samples of fixed size can have the same probability of being selected (Kerlinger, 1973).
A total of 300 hundred (300) respondents is selected for this study.
3.5 
RESEARCH INSTRUMENT
The research instrument used in this study is the questionnaire. 

A questionnaire is employed as it allows the researcher to gather structured information from a large number of individuals (Lehman, 1991). It also allows for anonymity and it is economical to use (Rosnow & Rosenthal, 1996). The questionnaire is divided into 2 sections. Section A, which contains questions on demographic characteristics of respondents while section B consists of items on the perception of Iwo residents on the corporate social responsibility activities of Bowen University in Iwo community.

 3.6 
DATA COLLECTION METHOD
The researcher divided Iwo community into three clusters which are Iwo Central, Aiyedire and Ola-Oluwa local governments. Which six streets were randomly selected among the three local governments; copies of the questionnaire were administered on houses (compounds) on each street which were selected. The questionnaire was retrieved after a week. A cover letter explained the purpose of the research and assured respondents of the anonymity and confidentiality of the research accompany each questionnaire.  
3.7 
VALIDITY AND RELIABILITY OF INSTRUMENT
An instrument is valid to the extent that it measures what it claims to measure. For any data gathering procedures through questionnaire, content validity is considered as an appropriate and important technique available to the research. It usually refers to the degree to which the instrument accurately measures what is designed to measure.

A good way of ensuring content validity of the questionnaire is by subjecting the instrument to criticism from colleagues, experts and authorities in the field of inquiry and this was what the researcher did. The critical judgment of experts went a long way in eliminating unnecessary items and thereby establishing that the content of the instrument is truly asking the appropriate questions essential to the purpose of the investigation.

Kerlinger (1986) indicates that reliability refers to the accuracy or precision of a measuring instrument. Peers (1996) similarly indicate that reliability of measurement refers to the measuring instruments ability to yield the same results, when a subject is measured under similar conditions. The reliability of the instrument is established through trial testing of the questionnaire in a pilot study. 

CHAPTER FOUR

DATA ANALYSIS AND DISCUSSION OF FINDINGS
4.1      INTRODUCTION
This chapter is on the analysis of data and the presentation of results from the 300 copies of the questionnaire administered on respondents. They provide responses to the research questions. Frequencies and simple percentages were used to analyse the data generated.

4.2     DATA ANALYSIS


DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS
DEMOGRAPHIC ANALYSIS OF RESPONDENTS

Table 1:     GENDER OF RESPONDENTS

	
	FREQUENCY
	PERCENTAGE

	MALE
	177
	59%

	FEMALE
	123
	41%

	TOTAL
	300
	100%


 Source: Field survey, 2016
The data presented in Table 1 show that 59% of the respondents are male while 41% of the respondents are female. 
TABLE 2:
MARITAL STATUS OF RESPONDENTS

	
	FREQEUNCY
	PERCENTAGE

	SINGLE
	107
	35.7%

	MARRIED
	193
	64.3%

	TOTAL
	300
	100%


 Source: Field survey, 2016
The data presented in Table 2 show that 64.3 of the respondents are married while 35.7% of the respondents are single. 
TABLE 3: AGE GROUP DISTRIBUTION OF RESPONDENTS

	AGE GROUP
	FREQUENCY
	PERCENTAGE

	20-29 Years
	60
	20%

	30-39 Years
	43
	14%

	40-49 Years
	90
	30%

	50-59 Years
	65
	22%

	60 and above Years
	42
	14%

	TOTAL
	300
	100%


  Source: Field survey, 2016
The data presented in Table 3 show that 20% of the respondents are between the ages of 20-29; 14% are between the ages of 30-39; 30% are between the ages of 40-49; 22% are between 50-59, while 14% are 60 and above.

TABLE 4: LEVEL OF EDUCATION OF RESPONDENTS

	
	FREQUENCY
	PERCENTAGE

	PRIMARY
	70
	23.3%

	SECONDARY
	106
	35.3%

	TERTIARY
	124
	41.3%

	TOTAL
	300
	100%


 Source: Field survey, 2016
The data presented in Table 4 show that on the level of education, 41.3% of the respondents has tertiary education as their highest educational qualification, 35.3% of the respondents have secondary education as their highest educational qualification while 23.3% of the respondents have primary education as their highest educational qualification. 
TABLE 5: HOUSEHOLD SIZE OF THE RESPONDENTS
	HOUSE-HOLD SIZE
	FREQUENCY
	PERCENTAGE

	2 PERSONS
	2
	1%

	4 PERSONS
	115
	38%

	5 PERSONS
	65
	22%

	6 PERSONS
	79
	26%

	7 PERSONS
	24
	8%

	8 PERSONS
	15
	5%

	TOTAL
	300
	100%


Source: Field survey, 2016
The data presented in Table 5 show that 1% of the respondents have maximum of 2 persons in the household, 38% of respondents family size is 22% of respondents have 5 persons in the household, 26% have 6 persons in the house-hold, 8% have 7 persons in their household, while 5% have 8 persons in the household.
TABLE 6: RESPONDENTS’ OCCUPATION
	
	FREQUENCY
	PERCENTAGE

	ARTISAN
	80
	27%

	CIVIL SERVANT
	94
	31%

	TRADER
	53
	18%

	UNEMPLOYED
	10
	3%

	FARMER
	4
	1%

	TRANSPORTER
	9
	3%

	OTHERS
	50
	17%

	TOTAL
	300
	100%


Source: Field survey, 2016
The data presented in Table 6 show that 27% of the respondents are artisans, 31% are civil servants, 18% are traders, 13% are unemployed, 1% are farmers, 3% are transporters while 17% of the other respondents are into private occupations and corporate businesses. 
Knowledge and Perception of Bowen University in Iwo community.
Table 7: NUMBER OF YEARS RESPONDENTS HAVE KNOWN BOWEN UNIVERSITY 
	RESPONSES
	FREQUENCY
	PERCENTAGE

	LESS THAN 5 YEARS AGO
	53
	17%

	5-7 YEARS
	123
	41%

	8-10 YEARS
	70
	23%

	11-13 YEARS
	54
	18%

	TOTAL
	300
	100%


Source: Field survey, 2016
The data presented in Table 7 show that 41% of the respondents have known Bowen University for 5-7years, 23% have known Bowen University for 8-10years, 18% have known the school for 11-13years, while 17% of the respondents have known Bowen University for less than 5 years ago.

TABLE 8: HOW LONG RESPONDENTS HAVE LIVED IN IWO
	RESPONSES
	FREQUENCY 
	PERCENTAGE

	5-10 YEARS
	70
	23%

	11-15 YEARS
	123
	41%

	16-20 YEARS
	53
	17%

	OVER 21 YEARS
	54
	18%

	TOTAL
	300
	100%


Source: Field survey, 2016
The data presented in Table 8 also show that 41% of the respondents have been living in Iwo for between 11-15years, 23% of the respondents have been living in Iwo for 5-10years, 17% of the respondents have been living in Iwo for 16-20years, while 18% have been living in Iwo for over 21 years.

TABLE 9: RESIDENCY STATUS OF RESPONDENTS
	
	FREQUENCY
	PERCENTAGE

	INDIGENE 
	177
	59%

	RESIDENT
	123
	41%

	TOTAL
	300
	100%


Source: Field survey, 2016
On the residency status of respondents, the data presented in Table 9 show that 59% of the respondents are indigenes while 41% of them are just residents in Iwo.
TABLE 10:  ON WHETHER RESPONDENTS HAVE RELATIONSHIP WITH BOWEN UNIVERSITY
	RESPONSES

	FREQUENCY
	PERCENTAGE

	YES
	177
	59%

	NO
	123
	41%

	TOTAL
	300
	100%


 Source: Field survey, 2016
On the relationship with Bowen University, the data presented in Table 10 show that 59% of the respondents had a relationship with Bowen University while 41% of them do not have a direct relationship with Bowen University.
TABLE 11: RELATIONSHIP OF RESPONDENTS TO BOWEN UNIVERSITY
	RESPONSES
	FREQUENCY
	PERCENTAGE

	BUSINESS PERSON TO BOWEN
	53
	29.9%

	AS A STAFF
	54
	30.5%

	RESIDENTIAL NEIGHBOUR TO BOWEN UNIVERSITY
	70
	39.6%

	TOTAL
	177
	100%


Source: Field survey, 2016
Out of the respondents that had a relationship with Bowen University, The data presented in table 11 show 39.6% of them are residential neighbours to Bowen University, 30.5% of them are staff members of Bowen University and 29.9% of the respondents engage in business activities with Bowen University. 

TABLE 12:  ON WHETHER THE PRESENCE OF BOWEN UNIVERSITY HAS INCREASED THE POPULARITY OF IWO
	RESPONSES
	FREQUENCY
	PERCENTAGE

	YES
	230
	76.5%

	NO
	70
	23.5%

	TOTAL
	300
	100%


Source: Field survey, 2016
The data presented in Table 12 further show that 76.5% of the respondents agree that Bowen University has increased the popularity of Iwo while 23.5 % of the respondents disagree with the fact. 
TABLE 13: EXTENT TO WHICH RESPONDENTS CONSIDER THE PRESENCE OF BOWEN UNIVERSITY HAS BEEN BENEFICIAL TO IWO COMMUNITY MEMBERS.
	RESPONSES
	FREQUENCY
	PERCENTAGE

	VERY BENEFICIAL
	194
	64%

	AVERAGELY BENEFICIAL
	53
	17%

	NOT BENEFICIAL
	53
	17%  

	TOTAL
	300
	100%


Source: Field survey, 2016
On the extent to which the presence of Bowen University has been beneficial to Iwo people, The data presented in Table 13 shows that 17% of the respondents indicate that the presence of Bowen University has not been beneficial, another 17% say Bowen University’s presence has been averagely beneficial, while 64% of the respondents believe that the presence of Bowen University has been very beneficial to Iwo community.
Answers to Research Questions
Research Question 1: What are the corporate social responsibility activities by Bowen University in Iwo community you are aware of?  
TABLE 14

	RESPONSES
	    YES 
	     NO 
	TOTAL FREQUENCY
(PERCENTAGE)

	1. FREE EYE OUTREACH IN THE COMMUNITY
	107(35.7%)
	193(64.3%)
	300(100%)

	2. VISITATION TO MOTHERLESS BABIES HOME AT IWO
	124(41.3%)
	176(58.7%)
	300(100%)

	3. VISITATION TO STATE HOSPITALS BY BOWEN UNIVERSITY WOMEN ASSOCIATION (BUWA)
	54(18%)
	246(82%)
	300(100%)

	4. CONSTRUCTION OF CULVERTS AND BRIDGES IN SOME IWO COMMUNITIES
	230(76.7%)
	70(23.3%)
	300(100%)

	5. SPONSORING AND PARTICIPATING IN IWO DAY ACTIVITIES
	230(76.7%)
	70(23.3%)
	300(100%)

	6. INTRODUCTION OF SCHOLARSHIPS FOR IWO INDIGENES
	124(41.3%)
	176(58.7%)
	300(100%)

	7. ROOFING OF THE IWO POLICE COMMUNITY RELATIONS COMMITTEE HALL
	107(35.7%)
	193(64.3%)
	300(100%)

	8. AWARD OF CONTRACTS TO COMMUNITY CONTRACTORS
	123(41%)
	177(59%)
	300(100%)

	9. EMPLOYMENT OPPORTUNITIES TO IWO INDIGENES
	177(59%)
	123(41%)
	300(100%)


        Source: Field survey, 2016
On the corporate social responsibility activities carried out by Bowen University in Iwo community, The data presented in table 14 show that 76.7% of the respondents are aware of construction of culverts and bridges in some Iwo communities, 76% of the respondents are aware of the  sponsorship and participation in Iwo day activities, and 59% of the respondents are aware of the employment opportunities to Iwo indigenes, while 82% of the respondents are not aware of visitation to state hospitals by Bowen University women associations, 64% of the respondents are not aware of the roofing of the Iwo police community relations committee, 64.3% of the respondents are not aware of the free eye outreach in the community, 58.7% of the respondents are not aware of visitation to motherless babies home at Iwo, 58.7% of the respondents are not aware of introduction of scholarships to Iwo indigenes and 59% of the respondents are not aware of the award of contracts to community contractors respectively.
Table 15: Satisfaction with the social responsibility activities carried out by Bowen University in Iwo community
	RESPONSES
	 Highly satisfied
	 Satisfied
	Not satisfied
	No opinion
	TOTAL FREQUENCY

	FREE EYE OUTREACH IN THE COMMUNITY
	23(21.5%)
	49 (45.8%)
	35 (32.7%)
	0 (0%)
	107 (100%)

	VISITATION TO MOTHERLESS BABIES HOME AT IWO
	41(33%)
	25 (20%)
	58 (47%)
	0 (0%)
	124 (100%)

	VISITATION TO STATE HOSPITALS BY BOWEN UNIVERSITY WOMEN ASSOCIATION (BUWA)
	12 (22%)
	6 (11%)
	36 (67%)
	0 (0%)
	54 (100%)

	CONSTRUCTION OF CULVERTS AND BRIDGES IN SOME IWO COMMUNITIES
	92 (40%)
	53 (23%)
	85 (37%)
	0(0%)
	230 (100%)

	SPONSORING AND PARTICIPATING IN IWO DAY ACTIVITIES
	95 (41%)
	49 (21%)
	86 (38%)
	0(0%)
	230 (100%)

	INTRODUCTION OF SCHOLARSHIPS FOR IWO INDIGENES
	49 (40%)
	30 (24%)
	45 (36%)
	0(0%)
	124 (100%)

	ROOFING OF THE IWO POLICE COMMUNITY RELATIONS COMMITTEE HALL
	55 (51%)
	45 (42%)
	7 (7%)
	0(0%)
	107 (100%)

	AWARD OF CONTRACTS TO COMMUNITY CONTRACTORS
	52 (42%)
	43 (35%)
	28 (23%)
	0(0%)
	123 (100%)

	EMPLOYMENT OPPORTUNITIES TO IWO INDIGENES
	120 (68)%
	19 (11%)
	38 (21%)
	0(0%)
	177 (100%)


Source: Field survey, 2016
Research Question 2: To what extent are you satisfied with the social responsibility activities carried out by Bowen University in Iwo community?
On the level of satisfaction with the social responsibility activities carried out by Bowen University in Iwo community, The data presented in table 16 show that 22% of the respondents are highly satisfied and  11% are satisfied with the visitation of motherless babies home at Iwo; 67% are not satisfied with visitation to state hospitals by Bowen University Women Association (BUWA), while 92% of the respondents are highly satisfied with construction of culverts and bridges in some Iwo communities, 95% of the respondents are highly satisfied with sponsoring and participation in Iwo day activities, 52% of the respondents are highly satisfied with award of contracts to community contractors and 49% of the respondents are highly satisfied with introduction of scholarships for Iwo indigenes, 55% of the respondents are highly satisfied with roofing of the Iwo Police community relations committee hall and 68% of the respondents are highly satisfied with employment opportunities to Iwo indigenes.
Research Question 3: What are the projects or activities of the community you would prefer Bowen University to focus on? 

Table 16: Projects or activities the community would prefer Bowen University to focus on

	RESPONSES
	    Yes 
	    No 
	Can’t say
	TOTAL FREQUENCY 
(PERCENTAGE)

	GIVING OUT SCHOLARSHIPS/BURSARIES
	177(59%)
	70(23.3%)
	53(17.7%)
	300 (100%)

	CONCESSIONARY ADMISSION TO INDIGENES 
	300(100)
	0 (0%)
	0 (0%)
	300 (100%)

	FREE HEALTH CARE OUTREACH 
	300(100)
	0 (0%)
	0 (0%)
	300 (100%)

	PROVISION OF SOCIAL AMENITIES IN IWO COMMUNITY
	300(100)
	0 (0%)
	0 (0%)
	300 (100%)

	SPONSORING AND PARTICIPATING IN IWO DAY ACTIVITIES
	54(18%)
	140(46.7)
	106(35.3)
	300 (100%)

	AWARD OF CONTRACTS TO COMMUNITY CONTRACTORS
	160(53.3)
	0 (0%)
	140(46.7)
	300 (100%)

	EMPLOYMENT OPPORTUNITIES FOR IWO INDIGENES
	230(76.7)
	0 (0%)
	70(23.3)
	300 (100%)

	AWARD OF HONORARY DEGREES TO DESERVING INDIGENES
	70(23.3%)
	123(41%)
	107(35.7)
	300 (100%)

	EXTENSION OF CAMPUS ELECTRICITY TO COMMUNITY
	177(59%)
	0 (0%)
	123(41%)
	300 (100%)


          Source: Field survey, 2016
On the projects or activities the community respondents would prefer Bowen University to focus on, The data presented in table 16 show that 100% of the respondents agreed that Bowen University should focus on giving concessionary admission to indigenes, free health care outreach and provision of social amenities in Iwo community respectively. While 46.7% and 41% of the respondents disagree to the sponsoring and participation in Iwo day activities and award of honorary degrees to deserving indigenes respectively. 
Research Question 4: What is the overall perception of Bowen University CSR activities by Iwo community members?
Table 17: Bowen University CSR activities in Iwo community have been commendable
	RESPONSES
	FREQUENCY
	PERCENTAGE

	STRONGLY AGREE
	24
	8%

	AGREE
	48
	16%

	DISAGREE
	60
	20%

	STRONGLY DISAGREE
	168
	56%

	I DON’T KNOW
	0
	0%

	TOTAL
	300
	100%


Source: Field survey, 2016

On the overall perception of Bowen University CSR activities by Iwo community members, the data presented in table 17 show that 8% of the respondents strongly agree that the CSR activities are commendable, 16% agree, 20% disagree and 56% strongly disagree that the CSR activities are commendable. This shows that total of 76% respondents do not rate Bowen university CSR activities as commendable. 
4.3
 Discussion of Findings
The study found out that the respondents are not aware of some of the activities carried out by Bowen University which include: Free eye outreach in the community, visitation to motherless babies home in Iwo, visitation to State Hospitals by BUWA, introduction of scholarships for Iwo indigenes, roofing of the Iwo Police Community Relations Committee Hall, award of contracts to community members and employment opportunities to Iwo indigenes.

Findings also reveal based on the awareness of the respondents, the satisfaction level of respondents on the CSR activities carried out by Bowen University in their community which include: construction of culverts and bridges in some Iwo communities, 92 (40%) are highly satisfied, 53 (23%) are satisfied, this shows that a total of 145 (63%) respondents are satisfied with the CSR activity. Sponsoring and participating in Iwo day activities 95 (41%) are highly satisfied, 49 (21%) are satisfied, this shows that a total of 144 (62%) respondents are satisfied with the activity and employment opportunities to Iwo indigenes, 120 (68%) are highly satisfied, 19 (11%) are satisfied, in total 139 (79%) respondents are satisfied with the employment opportunities to Iwo Indigenes. 
Finding shows that a significant number of Iwo community members 300 (100%) would prefer that Bowen University gives concessionary admission to indigenes, free health care outreach and provision of social amenities in Iwo community. Findings further revealed that 230 (76.5) of the respondents agree that the presence of Bowen University has increased the popularity of Iwo.
Finally, on the overall perception of Bowen University CSR activities by Iwo community members, findings reveal that respondents do not rate Bowen University CSR activities in Iwo community as commendable with 168 (56%) strongly disagree and 48 (16%) agree with a total of 228 (76%), suggesting that the existing CSR activities can be improved upon and other CSR initiatives like provision of borehole to strategic places, extension of University electricity to the community and tarring of linkage road to Bowen university can be worked upon.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Introduction
This chapter, the concluding part of this research work, presents the summary, the conclusions and recommendations based on the findings. The study was undertaken with the aim of finding out the perception of Iwo community members of Bowen University corporate social responsibility activities.

The chapter summarises the research method; the instrument adopted, the guiding theoretical framework, the research findings and draws some conclusions as well as make recommendations.
5.2 Summary 

In finding out the perception of Iwo community members of Bowen University’s corporate social responsibility activities in Iwo community, the study adopted the survey method and the questionnaire as research instrument, in which questions were posed to a sample size of 300 respondents. Various studies on corporate social responsibility were reviewed while the main theories which guided the study are the Uncertainty Reduction, Stakeholder and Relational Theories. All the 300 copies of questionnaire were returned and used for the analysis.
5.3  
Findings of the study
The major findings of the study are as follows:
The study found out that respondents are aware of some of the activities carried out by Bowen University which include, Free eye outreach in the community, 193 (64.3%), visitation to motherless babies home in Iwo 176 (58.7%), visitation to state hospitals by BUWA 246 (82%), Introduction of scholarships for Iwo indigenes 176 (58.7%), roofing of the Iwo Police Community Relations Committee Hall 193 (64.3%) and award of contracts to community members 177 (59%).
Findings also reveal the satisfaction level of the activities carried out by Bowen University in their community which include: the visitation of motherless babies home at Iwo  (22%) of the respondents are highly satisfied and (11%) are satisfied with; (92%) of the respondents are highly satisfied with construction of culverts and bridges in some Iwo communities, (95%) of the respondents are highly satisfied with sponsoring and participation in Iwo day activities, (52%) of the respondents are highly satisfied with award of contracts to community contractors and (49%) of the respondents are highly satisfied with introduction of scholarships for Iwo indigenes, (55%) of the respondents are highly satisfied with roofing of the Iwo Police community relations committee hall and (68%) of the respondents are highly satisfied with employment opportunities to Iwo indigenes. 
Findings also reveal that most of the respondents are satisfied with some of the activities carried out by Bowen University in their community which include; the visitation to motherless babies home at Iwo, visitation to state hospitals by Bowen University Women Association (BUWA), construction of culverts and bridges in some Iwo communities, sponsoring and participation in Iwo Day activities and award of contracts to community members.

On the projects or activities the community would prefer Bowen University to focus on, findings  show that majority of the respondents agree that Bowen University should focus more on giving concessionary admission to indigenes, free health care outreach, provision  of social amenities in Iwo community, award of contracts to community contractors and employment opportunities for Iwo indigenes.
Another finding reveals that 230 (76%) respondents believe that the presence of Bowen University has increased the popularity of Iwo.

Finally, on the overall perception of Bowen University CSR activities by Iwo community members, findings reveal that most of the respondents do not rate Bowen University CSR activities as commendable in Iwo community with 168 (56%) strongly disagreeing and 48 (16%) agreeing, suggesting that the existing CSR activities can be improved upon and other CSR initiatives like provision of borehole to strategic places, extension of University electricity to the community and tarring of linkage roads to Bowen University can be worked upon.
5.4 
Conclusion
Tertiary educational institutions in Nigeria have operational impacts on their host communities leading to some corporate social responsibility expectations by the host communities. These expectations are as result of the needs created by the operational impacts of these institutions.
Over the years, tertiary educational institutions in Nigeria seem to have risen to the needs of their host communities, especially in areas like education, health services, job creation and promotion of cultural awareness and physical infrastructural development.  A level of harmonious working relationship has been forged between the host communities and tertiary educational institutions in their domains.
It will therefore be good if the management of Bowen University become more pro-active of the need for CSR in keeping the institution abreast with the psychology, socio-economic and political value of their activities and the overall achievement of the institutional strategic objectives. This will help to eradicate the ignorance about the existence of CSR in Bowen University based on the fact that the publics are a key factor for the existence of academic institutions in Nigeria.

5.4  
Recommendations

Based on the findings of this study, the following recommendations are made:

· Bowen University should develop more deliberate schemes and execute Community Needs Analysis to meet the corporate social responsibility needs of its host community.

· The management of Bowen University should adopt a more collaborative approach in the initiation and implementation of corporate social responsibility schemes in host community. This will help to eliminate some of the challenges faced by the institution that bother on youth restiveness and other hostile agitations during schemes implementation.

· Adequate enlightenment of host community on the objectives of corporate social responsibility schemes of the institution to eliminate suspicion, promote trust and enhance institutional goodwill.
· There is need for the creation of Corporate Social Responsibility unit in Bowen University; the unit should be integrated under the Corporate Affairs Directorate and will serve as an organ for feeling the pulse of the host community’s immediate and long term social needs. The unit will create CSR projections on behalf of the institution and act as a liaison unit between the institution and the community. As a result, peace and stability will be fostered among the entities. 

· Bowen University management should also use appropriate media plafrorms and necessary information diffusion campaigns to enlighten the host community about its CSR activities. This will help to promote and advance the activities of the University among its internal and external publics and thereby enhance the goodwill of Iwo community.
BIBLIOGRAPHY
Adeyanju, O. D.(2012). An assessment of the impact of corporate social responsibility on Nigerian society: The examples of banking and communication industries. Universal Journal of Marketing and Business Research. Vol. 1(1) pp. 17-43.http://www.universalresearchjournals.org/ujmbr. Accessed 25/1/2016
Aids, C. (2004). Behind the Mask: The real face of Corporate Social Responsibility, London: Christian Aids
Ajala, V.O. (2009). “Scholarly Writing Guide for Researchers”. Ibadan: MayBest Publishers.

Aghalino, S. (2004). Oil Firms and Corporate Social Responsibility in Nigeria: The Case of Shell Petroleum Development Company. Babcock J. History Int. Stud., 2: 1-17.
Ali, I. Rehman, K.U., Yilmaz, A.K., Nazir, S., and Ali, J.F. (2010). Effects of corporate social responsibility on consumer retention in cellular industry of Pakistan, African Journal of Business Management. Vol. 4(4), Pp. 475-485. 

Alshuwaikhat, H.M and Abubakar, I. (2008). An integrated approach to achieving campus sustainability: Assessment of the current campus environmental management practices. J. Cleaner Prod. Vol. 16 (2), Pp. 77-85. 

Amodu, L.A. (2012). Community relations and conflict resolution in the Niger Delta: A study of three major oil companies: A Ph.D thesis submitted to the department of mass communication, Covenant University, Otta, Ogun State, Nigeria. 

Asada, D. (2010). Corporate social responsibility of companies and sustainable development in Nigeria: Recent trends and lessons from other African Countries.http://dspace.unijos.edu.ng/bitstream/10485/1449/1/Corporate%20Social%20Responsibility%20of%20Companies.pdf. Accessed 25/1/2016.
Asemah, E. S., Gujbawu, M., Ekhareafo, D. O., and Okpanachi, R. A. (2012). Research methods and procedures in mass communication. Jos: Great Future Press. 

Atakan, M. G. S. and Eker, T. (2007). Corporate identity of a socially responsible university: A case from the Turkish Higher Education Sector. Journal of Business Ethics. Vol. 76, Pp. 55–68. 

Baridam, D.M., 1995. Research methods in administrative science. 2nd Edition.: Paragraphics Port Harcourt. 

Barton, J. H. (2007), New Trends in Technology Transfer: Implications for National and International Policy, Issue Paper No. 18. Geneva: International centre for Trade and Sustainable Development (ICTSD). 

Berger, C. R. and Calabrese, R. J. (1975), Some explorations in initial interaction and beyond: Toward a developmental theory of interpersonal communication. Human Communication Research. Vol. 1, Pp. 99–112. 

Bichta, C. (2003), Corporate socially responsible industry (CSR) practices in the context of Greek, Social Responsibility and Environmental Management, 10, 12-24. 

Bowen, H.R., 1953. Social responsibility of businessman. New York: Harper and Bros.

Career Service (2009), Corporate Social Responsibility and Ethical Career. Available at http:www.careers.ed.ac.uk accessed on 12 JAN. 2016. 
Carroll, A.B. (1979). A Three-Dimensional Model of Corporate Performance. Academy of Management Reviews, 4(4) 497-505.

Carroll, A.B and Buchholtz, A.K. (2003). Business and society: ethics and stakeholder management (5th edn.). Australia: Thomson South-Western.  

Carroll, A. and Shabana, K.M. (2010). The business case for corporate social responsibilty: A Review of Concepts, Research and Practice. Int. J. Manag. Rev., 12(1):85–105.

Cummings, J. L. and Doh, J. P. (2000). Identifying who matters: Mapping key players in multiple environments. California Management Review. Vol. 42, Pp. 83-104
Crowther, D. & Aras, G. (2008). Corporate Social Responsibility, Available at BookBoon.com, Last Access 25/1/2016 

CSR@intel (2009). Does Technology have a role in Community Development? Available at http://blogs.intel.com/csr/2007/06. accessed on 25/1/2016. 

Dahan, G.S and Senol, I. (2012). Corporate social responsibility in higher education institutions: Istanbul Bilgi University case. American International of Contemporary Research. Vol. 2 (3), 95-103.
Darko-Ampem, K. (2005). University press publishing consortium for Africa: lessons from academic libraries. Journal of Scholarly Publishing, 36(2) pp, 89-114. 

Davis, k. (1960). Can business afford to ignore social responsibilities? California Management Review 2 (3): 70-76. 

Deegan, C. (2002). The legitimising effect of social and environmental disclosures: a theoretical foundation. Account Audit Accountability Journal. Vol. 15(3), Pp. 282-311. 

Deetz, S .(2003). Corporate governance, communication and getting social values into the decisional chain. Management Communication Quarterly. Vol. 16. Pp. 606–611. 

Du, S., Bhattacharya, C. B. and Sen, S. (2010). Maximising business returns to corporate social responsibility (CSR): The role of social responsibility communication. International Journal of Management Reviews. Vol. 12(1), Pp. 8‐19. 

Ellen, P. S., Webb, D. J., and Mohr, L. A. (2006). Building corporate associations: consumer attributions for corporate socially responsible programmes. Journal of the Academy of Marketing Science. Vol. 34(2), Pp. 147‐157.

Egbe, O., & Paki, O. A. (2011). The Rhetoric of Corporate Social Responsibility in the Niger Delta. Ame. Int. J. Contemp. Res., 1(3):123-133.

Ezeoha, A. E. (2006). Regulating internal banking: part 2-some success prescriptions. Journal of

internet banking and commerce, 11(1), 1-12

Federation of Community Development Learning (2009). Available at: http://blogs.intel.com/csr/2007/06.accessed on 25/1/2016.

Federation of Community Development Learning (2009).Available at: http://www.fedl.org.uk/about/definition.htm 
Felt, U. (2003). University autonomy in Europe: Changing paradigms in higher education policy: proceedings of the seminar of the Magna Charta Observatory. Managing University autonomy: Collective decision making and human resources Policy. Bologna: Bononia University Press. 

Filho, J. M.., Wanderley, L. S. O., Gomez, C. P. and Farache, F. (2010). Strategic corporate social responsibility management for competitive advantage. Brazilian Administration Review 7 (3), Pp. 294-309.

 Friedman, M., 1970. The social responsibility of business is to increase its profits. New York Times Magazine, Sept.

Freeman, E and Reed, D. (1983). Stockholders and stakeholders: A new perspective on corporate governance. California Management Review. Vol. 3 (25), Pp. 88-106. Freeman, R.E. (1984). Strategic management: A stakeholder approach. Boston: Pitman. 

Freeman, R. E. and Phillips, R. A. (2002). Stakeholder theory: A libertarian defense. Business Ethics Quarterly, 12(3), 331-349.

Flack, O. and Heblich, S. (2007). Corporate Social Responsibility: Doing Well by Doing God, Business Horizons, 50,247-254 

Forzley, L. (2003). The Role of Media in Corporate Social Responsibility and Sustainable Development. "Enhancing Business-Community Relations" Media Case Study, Lebanon. United Nations Volunteers and New Academy of Business.

Frankental, P. (2001). Corporate Social Responsibility - A Public Relations Invention? Corporate Communications: An International Journal, 6(1):18-23.

Garriga, E. and Mele, D. (2004) Corporate social responsibility theories: Mapping and territory. Journal of Business Ethics, 53, 51-74.

Gossen, R. (n.d). Universities and corporate social responsibility: a competitive advantage? http://www.avantage.com/content/universities-and-corporate-social-responsibility-competitive-advantage. Accessed 25/1/2016.

Griffin, E. (2000). A first look at communication theory (4th ed). Boston: McGraw-Hill.

Haden, S.S., Oyler, P.H and Humphreys, J.H. (2009). Historical, practical and theoretical perspectives on green management: An exploratory analysis. Management Journal. Vol. 47(7), Pp. 41-55.

Hopkins, M. (2006). What is Corporate Social Responsibility all About? Journal of Public Affairs, 6, 298-306. http://www.generation-europe.eu/forum/category/idea-incubator/. 

Hoffman, A.J and Woody, J.G. (2008). Climate change? what‟s your business strategy? Boston, MA: Harvard Business School Press.

Idemudia, U. (2006). Corporate-Community Relations in Nigeria's Oil Industry: Challenges and Imperatives. Corporate Soc. Responsibility Environ. Management, 13(4):194-206.

Idemudia, U and Ite, U. (2006).Demystifying the Niger Delta conflict: towards an integrated explanation. Review of African political economy, 109, 391-406.

Igbinedion, V. I. and Ovbiagele, A. O. (2012). Corporate Social Responsibilities of tertiary educational institutions to host communities in Delta South Senatorial District of Delta state of Nigeria. International Review of Social and Humanities, 4 (1), 13-141. Available online at www.irssh.com
Ikein, A. (1990). The Impact of Oil on a Developing Country: The Case of Nigeria. NewYork: Praeger.

Ismail. M. (2009). Corporate Social Responsibility And Its Role in Community Development: An International Perspective. Journal of International Social Research. Vol. 2(9).
Jaiyeoba, A.O. and Salami, S.O. (2006). Research Designs. Research Methods in Education. (pp. 112-137). Ibadan.

Justin, M.O. and Wadike, G. (2013). Social Responsibility Performance of Educational Institutions of Higher Learning in Nigeria: International Journal of Asian Social Science, 3 (3).

Kan, W. (1997). Corporate Social Responsibility: A Profitable Alternative. New York: State University of New York.

Kerlinger, F.M. (1986). Foundations of behavioural research, London: Spottiswoods Ballantyne Limited.
Korhonen, J. (2003). should we measure corporate social responsibility? Corporate Social Responsibility and Environmental Management, 10, 25-39.

Lantos, G.P. (2001). The boundaries of strategic corporate social responsibility. Journal of Consumer Marketing.
L. Okoh and J. Ojoh, Corporate governance and managerial social responsibilities: A survey of five selected oil firms in Port Harcourt Metropolis, Rivers State, Journal of Business and Management Studies, 2(3) (2008), 730-735.

Marrewijk and Werre (2003). Multiple Levels of Corporate Sustainability.

Miles, S. (2012). Stakeholder definitions: Profusion and confusion. EIASM 1st interdisciplinary conference on stakeholder, resources and value creation, IESE Business School, University of Navarra, Barcelona.

Mitchell, R. K., Agle, B. R. and Wood, D. J. (1997). Towards a theory of stakeholder identification and salience: Defining the principle of who and what really counts, Academy of Management Review, 22(4),853-886.

Mohr, L.A., Webb, D.J. and Harris, K.E. (2001).Do consumers expect companies to be socially responsible? The impact of corporate social responsibility on buying behavior.The Journal of Consumer Affairs, 35, 45-72. 
Mohamad, B.Bakar, H.A. and Rahman, N.A.  (2005).Relationship Between Corporate Identity and Corporate Reputation: A case study of a Malaysian Higher Education Sector. Journal of marketing management, vol. 2, no. 2, October 2007: 81-89. 
Mullerat, R. (2005). Corporate Social Responsibility –The corporate of the 21st Century. New York: Khewer Law International.

National Open University of Nigeria (2010). Corporate social responsibilities and governance. Lagos: National Open University of Nigeria.

Nagy, J. and Robb, A. (2008). Can universities be good corporate citizens?. Critical Perspectives on Accounting, 19(8), 1414-1430.

Nejati, M., Shafaei, A.,Salamzadeh, Y. and Daraei, M. (2011).Corporate social responsibility and universities: A study of top 10 world universities’ websites. African Journal of Business Management. 5(2), 440-447.

Nicholas, W.G., McHugh and S.M. McHugh, (1997). Understanding Business (4th edition), New York: Irwin Mc Graw Hill.
Oguntade, A., and Mafimisebi, S. (2011). Contributions of Corporate Social Responsibility to Agriculture and Rural Development in Nigeria. Journal of sustainable Development in Africa, 13(3).
Ogula, D. (2012). Corporate Social Responsibility: Case Study of Community Expectations and Administrative Systems, Niger Delta. The Q. Report, 17(73):1-27

Okoh, L. and Ojoh, J. (2008) Corporate governance and managerial social responsibilities: A survey of five selected oil firms in Port Harcourt Metropolis, Rivers State, Journal of Business and Management Studies, 2(3), 730-735.
Osaze, E.B., 1991. Nigerias corporate policy and strategic management: Research methods in administrative science 2nd Edition, Port Harcourt: Paragraphics.
Porter, M.E, and Kramer, M.R. (2006). Strategy and Society: The link Between Competitive Advantage and Corporate Social Responsibility. www.hbr.org
Pollock, N., Horn, E. Costanza, R. and Sayre, M. (2009). Envisioning helps promote sustainability in academia: A case study at the University of Vermont. International Journal, Sustainability Higher Education. 10(4):343-353.

Phillips, R. (2003). Stakeholder Theory and Organizational Ethics. Berrett-Koehler Publishers, Inc. San Francisco.
Rausch, A. and Patton, E. (2004). Community Systemwide Response Process Manual-Mobilizing Community Efforts Community Systemwide Response, Purdue Cooperative Extension Service-Department of Youth Development and Agricultural Education Purdue University. 

Robins, S.P, and Coulter, M. (1999). Management. New Jersey: Prentice-Hall Incorporation.

Secchi, D. (2007). Utilitarian, managerial and relational theories of corporate social responsibility. International Journal of Management Reviews, 9, 4, 347-373.
Smerdon, R. (2007). A Practical Guide to Corporate Governance 3rd ed. London: Sweet and Maxwell.

Swanson, D. L. (1995). Addressing a theoretical problem by reorienting the corporate social performance model. Academy of Management Review, 20(1), 43-64.
Tower Perrin, (2009) Corporate Social Responsibility: It’s No Longer an Option. Available at http://www.towerperrin.com/tp/showdctmdoe.jsp.accessed on 25/1/2016.  

Tsai, W. & Hus, J. (2008). Corporate Social Responsibility Programs Choice and Cost Assessment in the Airline Industry – A Hybrid Model, Journal of Air Transport Management, 14, 188-196.
Tuodolo, F. (2009). Corporate Social Responsibility: Between Civil Society and the Oil Industry in the Developing World. ACME: An International E-Journal for Critical Geographies, 8(3):530-541.

World Economic Forum (2003) Global competitiveness report. Geneva, World Economic Forum.
United Nations (1999) Global Compact. Available at: www.unglobalcompact.org, accessed on 25/1/2016.

Utting, P. (2006). The Politics of Corporate Responsibility and Oil Industry. STAIR 2(1):11-34. 

Uzoka, N. D. and Eze, O.R. (2015). Effect of Corporate Social Responsibilities of Corporate Institutions on Their Host Communities: A Case of Ebonyi State University and Zenith Bank Plc. Journal of Economic Development Research and Investment, Vol. 6, No.2.

Vukasovic, M. (2008). The integrity of higher education from essence to management. The management of University integrity. Bononia University press. pp 23-26.

What are Community Relations? (n.d.). Retrieved July 2, 2014, from Public Relations Blogger.com: 

www.publicrelationsblogger.com/2009/01/what-are -community-relations-definition.html
Wood, D. J. and Lodgson, J. M. (2002). Business citizenship: From individuals to organizations. Business Ethics Quarterly, Ruffin Series, 3, 59-94.
Wood, D.J. 1991. Corporate social responsibility performance revisited. Academy of Management Review, 16(4): 691-718.
World Business Council for sustainable Development WBSCSD (2000). Exploring sustainable   development.
Wright, T. (2010). University presidents conceptualizations of sustainability in higher education. International journal of Sustainability Higher Education. 11(1):61-73.
Vasilescu, R., Barna, C., Epure, M. and Baicu, C. (2010). Developing university social responsibility:A model for the challenges of the new civil society. Procedia Social and Behavioral Sciences. 2, 4177-4187. 

Appendix
DEPARTMENT OF MASS COMMUNICATION

FACULTY OF SOCIAL MANAGEMENT SCIENCES

BOWEN UNIVERSITY

Dear respondent, 

My name is Jayesimi, Olusegun Sayo, a Post graduate student of Mass Communication Department, Bowen University, Iwo. I am conducting a study on the Perception of Iwo community members on the Corporate Social Responsibility activities of Bowen University.

Responses given in this questionnaire are purely for academic purposes and will be treated in strict confidence. Please, understand that you do not need to supply your name.

I thank you in anticipation of your kind cooperation.

Instruction:

Please tick the appropriate options


       SECTION A: DEMOGRAPHIC CHARACTERISTICS OF RESPONDENT

1. Location/Community……………………………………………………………

2. Gender : Male  (    ), Female  (     )

3. Age  (a)20 -29years    (    ( (b) 30 -49years        (c) 40-49years        (d) 50 – 59years 

(e)60years and above 

4. Level of education:(a)Non-formal education        (b) Primary        (c) Secondary

 (d) Tertiary (Polytechnic/College of Education/University)  

5. Marital status: (a)Single        (b)Married         (c)Divorced        (d)widowed 

6. Religion: (a) Christianity        (b) Islam       (c) Traditional        

(d) others (please specify)………………. 

7. Household size: (a) 2     (  (b) 4        (c) 5        (d) 6        (e) 7 

(f) 8        (g) others (please specify)…………….

8. Occupation (a) Artisan         (d) Civil Servant       (e) Trader        (f) Unemployed        

(g) Farmer          (h) Transporter         (i) other (please specify     

9. How long have you known Bowen University?............................................

10. How long have you lived in Iwo?.................................................................

11. Residency Status   (a) Indigene          (b) Resident 

12. Have you been inside Bowen University before? (a) yes        (b) no 

13. If yes, what brought you into the school?.........................................................................

14. Do you have a relationship with Bowen? (a) yes            (b) no

15. If yes, in what capacity? (a) Contractor          (b) business person to Bowen        (c) as a staff          (d) residential neighbors to Bowen University     

16. Do you have a child in Bowen Staff primary school or as an undergraduate? (a)yes       (b) no  

17. What are the services offered by Bowen University that you have access to? (a) Bowen University Hospital facilities          (b) Bowen sport facilities        (c) Primary School 

 (d) Others, please specify       ……………. ……..  

18. Rank the CSR activities of Bowen University you considered most beneficial in order of importance

1 Most important                 ……………………………

2 Second most important       …………………………….

3 Third most important         ……………………………..

19. What activities do you want the University to improve on? ………………………………………………………………………………..

20.  What activities do you want the University to introduce? ...............................................................................................................

……………………………………………………………………………………………

21. Do you agree that the presence of Bowen University has increased the popularity of Iwo? (a) yes        (b) no          (c) can’t say 

22. To what extent do you consider the presence of Bowen as being beneficial (a) highly beneficial         (b) very beneficial        (c) averagely beneficial         (d) not beneficial           

23. Do you agree that artisans and traders benefit from the presence of Bowen staff? (a) strongly agree        (b) agree         (c) disagree         (d) Don’t know   

SECTION B: PERCEPTION OF RESIDENTS ON THE CORPORATE SOCIAL RESPONSIBILITY ACTIVITIES OF BOWEN UNIVERSITY
24. What are the corporate social responsibility activities by Bowen University in Iwo community you are aware of?  

(Please tick as many as applicable)

	Items 
	    Yes 
	     No 

	5. Free eye outreach in the community
	
	

	6. Visitation to motherless babies home at Iwo
	
	

	7. Visitation to state hospitals by Bowen University Women Association (BUWA)
	
	

	8. Construction of culverts and bridges in some Iwo communities
	
	

	10. Sponsoring and participating in Iwo day activities
	
	

	11. Introduction of scholarships for Iwo indigenes
	
	

	12. Roofing of the Iwo Police Community Relations Committee Hall
	
	

	13. Award of contracts to community contractors
	
	

	14. Employment opportunities to Iwo indigenes
	
	


Others (please specify)………………………………………………………………….

25. To what extent are you satisfied with the social responsibility activities carried out by Bowen University in Iwo community?

(Please tick as many as applicable)

	Items 
	 Highly satisfied
	 Satisfied
	Not satisfied
	No opinion

	Free eye outreach in the community
	
	
	
	

	Visitation of motherless babies home at Iwo
	
	
	
	

	Visitation of state hospitals by Bowen University Women Association (BUWA)
	
	
	
	

	Construction of culverts and bridges in some Iwo communities
	
	
	
	

	Sponsoring and participating in Iwo day activities
	
	
	
	

	Introduction of scholarships for Iwo indigenes
	
	
	
	

	Roofing of the Iwo Police Community Relations Committee Hall
	
	
	
	

	Award of contracts to community contractors
	
	
	
	

	Employment opportunities to Iwo indigenes
	
	
	
	


Others (please specify)………………………………………………………………….

26. What are the projects or activities of the community you would prefer Bowen University to focus on? 

(Please tick as many as applicable)

	Items 
	    Yes 
	    No 
	Can’t say

	Giving out scholarships/Bursaries
	
	
	

	Concessionary admission to indigenes 
	
	
	

	Free health care outreach 
	
	
	

	Provision of social amenities in Iwo community
	
	
	

	Sponsoring and participating in Iwo day activities
	
	
	

	Award of contracts to community contractors
	
	
	

	Employment opportunities for Iwo indigenes
	
	
	


            Others (please specify)………………………………………………………….

27. Do you agree with the overall perception that Bowen University CSR activities in Iwo community have been commendable?

a) strongly agree        (b) agree       (c) disagree        (d) strongly disagree        (e) don’t know 
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