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Abstract: 

Purpose 

Businesses have witnessed a significant increase in the demand for firms to be actively 

involved in CSR activities. As a result of this, business executive leverages on this development 

as a medium to not only increase customer loyalty but to gain competitive advantage in today’s 

business environment. The purpose and main objective of this study are to examine the effect 

of corporate social responsibility (CSR) activities on customer loyalty among customers in the 

grocery retail business in Nigeria. This research aim is to establish a positive relationship that 

exists between CSR activities and customer loyalty in the grocery retail business in Nigeria. It 

will be of interest to the firms in the grocery retail industry in Nigeria to examine how current 

and potential customers evaluate their various CSR activities, how it is significant to creating 

more loyal customers and improving the company’s brand reputation in the business 

environment. 

Design/ research methodology/approach 

A mono quantitative research methodology was chosen for this research. The quantitative cross-

sectional research design was employed to measure the effects of CSR activities on customer 

loyalty and company reputation in the grocery retail business in Nigeria. An in-person distribution 

of questionnaires was done among 300 customers who frequently visited the five grocery retail 

businesses based on the revenue generated in Lagos, Nigeria.  

Findings 

A total of 300 questionnaires were administered but 276 respondents from different age 

groups, sex, and educational background successfully responded to the questionnaires without 

bias. Having analysed the data using the multiple regression analysis in SPSS statistics, it was 

found from the analysis that CSR activities has a positive effect on customer loyalty and plays 

a significant role in improving brand reputation in the business environment thereby enabling 

such corporate organization gain competitive advantage in the business environment. About 

the strength of prediction, it was found that companies that engage in CSR activities that aim 

at improving their immediate society had the strongest effect. This was followed corporate 

organizations in the grocery retail business in Nigeria that engages in CSR activities that treat 

their employees fairly. 
 

Originality/Value 

The research adds value to previous research to CSR in Nigeria. It is, however, original in the 

aspect of research conducted on the effect of CSR activities on customer loyalty in the grocery 

retail business in Nigeria. This research, therefore, proposes customer satisfaction, customer 

service, fair treatment of employees, improvement in the wellbeing and development of the 

community in which such business thrives are the significant CSR activities that have a positive 

effect on customer loyalty. Value is therefore added to companies that integrate such CSR 

activities in their objectives in terms of having a tremendous improvement in company brand 

reputation in the business environment and strengthening of customer loyalty in other to gain 

competitive advantage. 

 

Keywords: Company reputation, customer loyalty, business environment, Nigerian grocery 

retail industry, grocery retail business in Nigeria, value, Corporate Social Responsibility 

model, competitive advantage. 
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1.0 INTRODUCTION 

The purpose of this quantitative grounded theory study is to identify the effect of CSR 

activities on customer loyalty in the Nigerian grocery retail business.  

1.1 Background to the Study 

The rise in globalization and the dynamic nature of the world economy has led to a 

tremendous increment in corporate organization’ involvement in corporate social 

responsibilities in recent time (Anton, et al., 2016). This is evident in the annual corporate 

report of these organizations, research conducted and publications by several academicians 

(Flavio & Pasquale, 2018). Profit maximization was the primary objective of corporate 

organizations before the 1960s (Milena, 2017). However, the concept of CSR gained 

prominence between the 1970s and 1980s as a result of an increase in information technology, 

education, human rights, and globalization. This paradigm shift led to the increasing pressure 

on corporate organizations to put into consideration of the affairs of the people in the business 

environment in which these companies operate (Milena, 2017). 

 The introduction of corporate social responsibility activities in the strategy 

development of an organization and businesses gives the customers some sense of relevance 

and part of the business has a positive impact on the sales and improvement of business 

performance. The adoption of corporate social responsibility and implementation of several 

corporate social responsibility activities has, however, become an integral part of corporate 

organization's strategy development in gaining competitive advantage in the marketplace 

(Youngran & Vinh, 2014). Corporate social responsibility activities are initiatives an 

organization employs into the organizational goals and objectives that will lead to making the 

company have a reputable brand in the business environment (Youngran & Vinh, 2014). CSR 

can also sometimes be referred to as sustainable development and enables a corporate 

organization to pay attention to the economic, environmental and social impact of its activities 
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(Ananaba&Chukwuka, 2016).Sustainability, on the other hand, can be described as how 

organizations can stand the test of time without compromising the ecological, social and 

economic survival of its current and future development (Andre, et al., 2008). 

Although CSR has many interpretations among scholars, Carroll’s, CSR definition as 

a broad concept that encompasses four dimensions which include economic, legal, ethical and 

philanthropic has been fairly widely accepted (Youngran& Vinh, 2015). The broad definition 

of CSR can be defined as the relationships that exist among global corporations, governments 

of countries and individual citizens (David & Nicholas, 2008).CSR is considered one of most 

long-standing concepts employed by several business owners and researchers (Chung, et al., 

2015) 

The relationship an organization has with the community, client loyalty, reputation for 

the company and motivation of employees will have a significant level of improvement through 

the adoption of corporate social responsibility activities into the company’s policies and 

objectives(Choi & La, 2013).CSR provides help to build company excellence and competitive 

advantage in the business environment(Choi & La, 2013). CSR can, therefore, be defined as a 

positive commitment to society and managerial process (Flavio & Pasquale, 2018). The 

managerial process, however, involves monitoring and assessing environmental conditions, 

attending to stakeholder demands and designing plans and policies aimed at enhancing a firm’s 

positive impact (Flavio & Pasquale, 2018).According to some scholars such as (Flavio & 

Pasquale, 2018), An organization that is positively committed to the society in which the firm 

operates is a socially responsible firm.  

In developing a business strategy, the concept of corporate social responsibility which 

means doing business with the interest of all the stakeholders and social norms cannot be 

overemphasized (Milena, 2017). It is of great relevance that business strategy recognizes the 
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essence of identifying with the interest of all the stakeholders such as customers, suppliers, 

government, local community, etc, (Milena, 2017). One of the most important representatives 

in the stakeholder groups in business are the customers (Roman & Emmanuel, 2018). 

According to (Roman & Emmanuel, 2018), Consumers have an expectation for businesses to 

be socially responsible. As a result of this, customers are willing to reward businesses that are 

socially responsible. According to the study conducted by LOHAS, there is a significant 

number of customers that are deviating from brands they perceive to have values that are 

different from the customer groups.  

As a result of this, such customers may not be interested in the products of the firm 

(Roman & Emmanuel, 2018). It has been discovered by several researchers that CSR can 

positively impact customer-company identification and customer donations to the growth of 

the business (Youngran& Thai, 2015). Researchers such as (Flavio & Pasquale, 2018), argue 

that consumers' choices affect the company policies. As a result of effective communication 

between the company and customers, the proper company policies that have a positive impact 

on customers will greatly influence consumer purchases (Flavio & Pasquale, 2018). Such 

organizations formulate CSR activities and policies that attends to the demands and needs of 

the society to improve the affairs of the stakeholders in that society (Flavio & Pasquale, 2018).  

According to Grant, loyalty is associated with recognition and preference for a 

company. However, customer loyalty can, however, be influenced by brands' contribution to 

society (Philip & Gary, 2018). The adoption of CSR therefore positively distinguishes different 

corporate brands in the competitive environment. 

1.2 Statement of the Problem 

Several scholars have tried to measure the influence of CSR on customer behaviour 

(Youngran & Vinh, 2014). Also, several types of research have been conducted on the impact 

of CSR on consumer behaviour in several industries and countries but there has not been any 
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research conducted on the effect CSR activities have on customer loyalty in the Nigerian 

grocery retail business. Several businesses and multinational companies in Nigeria have 

adopted this business concept and participation in the liberation of local communities and 

societies. However, companies in the grocery retail sector in Nigeria haven’t exploited the 

effect corporate social responsibility has on customer loyalty and how it is an effective tool in 

improving company’s brand reputation.  

The main objective of this study is to analyse the effect of perceived corporate social 

responsibility (CSR) activities on customer loyalty in the Nigerian grocery retail industry using 

some selected grocery companies for this research purpose. This research, however, aims to 

demonstrate the effect a socially responsible company that operates in the grocery retail sector 

in Nigeria has on customer loyalty and how it influences the buying decision of customers. 

Furthermore, this research also seeks to find out the effect of corporate social responsibility 

activities on customer loyalty in the selected Nigerian grocery retail industry, determine the 

relationship between CSR activities and customer loyalty and the influence CSR has on 

company’s reputation in the selected Nigerian grocery retail industry. 

1.3 Research Questions 

What effect do CSR activities have on customer loyalty in the Nigerian grocery retail 

business? 

1.4 Research Aims 

The purpose of this quantitative study includes: 

• To understand the relevance of CSR activities in improving corporate brand reputation 

in the business environment 

• To evaluate the effectiveness of CSR activities on customer loyalty in the grocery retail 

business in Nigeria 
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1.5    Objectives of the Study 

• Examining if customers prefer to deal with socially responsible companies or not.  

• Examine the effect of corporate social responsibility activities on customer loyalty in 

the selected Nigerian grocery retail Industry. 

• Examine the effect of CSR activities on the company reputation of grocery retail 

companies in Nigeria using Shoprite, Spar, Pick and pay store, and Mr Price group as a 

case study. 

1.6    Rationale for the research 

   The main reason for this research is to find out the effect of corporate social 

responsibility activities on customer loyalty in the grocery retailing business in Nigeria. For 

this research, Lagos State, Nigeria is selected as the research area. The reason for Selecting 

Lagos City is because it is a metropolitan city and economic hub of the country. This will 

provide me the easy availability of customers who use grocery retail services. There is a need 

to look for grocery retail companies that are mostly patronized by customers who reside in 

Lagos. There was, however, a need to identify the grocery retail companies that are frequently 

used by customers residing in Lagos, Nigeria immediately the location was for this research 

was picked.  

For the purpose of this research, the researcher selected the top four grocery retail 

companies as per their revenue. The four companies selected for this research include Shoprite 

group, park n shop limited, Mr Price Group and Spar group. The top four companies were 

chosen for the purpose of this research because they are the leading and fastest-growing grocery 

retail companies in Nigeria and Africa at large (André & Dylan, 2015). Shoprite is a multi-

national supermarket firm from South Africa has been operating in Lagos city, Nigeria for more 

than 5years (Peace, 2014). Shoprite has been having a massive expansion to different states in 

Nigeria but for the purpose of this research we focus on the branch in the city of Lagos state. 
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Spar is one of the top grocery retail companies in Nigeria. Spar group is a Dutch-based 

supermarket giant founded in 1932 with over 20,000 affiliated stores in 35countries but gained 

entry into the Nigerian market in 2010.It has, however, expanded to different states of the 

country. The spar group has a global revenue in excess of 27billion euros (Peace, 2014). Mr 

Price Group's company was founded in 1885 by its founders Laurie Chiappini and Steward 

Cohen. The history most relevant to the group's current operations began in 1986 with the 

Founders, Laurie Chiappini and Stewart Cohen (Mr, 2019). 

This research will be beneficial to companies in applying CSR activities as a strategic tool 

to positively improve company reputation, to enable them to increase their customer loyalty 

and in turn ensure sustainability and long-term profitability. As a result of the increment in 

customer loyalty, there would, however, be a record of increase in revenue and improvement 

in the business performance of the retail organization. Furthermore, having examined corporate 

social responsibility and exploring the potentials grocery Retail companies operating in Nigeria 

as a result of the growing population, this research is a descriptive research that intends to carry 

out an in-depth evaluation on corporate social responsibility activities in the Nigerian grocery 

retail industry that can increase customer loyalty and find out the effect Corporate social 

responsibility has on consumer loyalty.  

The result of this research paper can help businesses in the grocery retail business in 

Nigeria to be socially responsible in other to increase customer loyalty. Additionally, it can 

expose businesses in the grocery retail business in Nigeria on the adoption of CSR activities in 

a strategic tool for improving brand reputation. However, in recent times, customers have 

shown significant interest in the social responsibility of businesses and corporations and the 

significant impact it has on the society at large. Previous research and literature did in CSR and 

its impact on customer loyalty supports the notion that corporate social responsibility activities 

have a positive effect on customer loyalty (Ailawadi, et al., 2014) 
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This study will extend the research to the grocery retail businesses in the Nigerian market 

Moreover, this research will interpolate the results of previous studies all over the world on the 

Nigerian market based on its relevance and connection to the primary (quantitative research) 

data collected. This study will, however, be beneficial to corporation in revealing the relevance 

of corporate social responsibility activities and the impact it has on customer loyalty. 

Furthermore, this research will be beneficial to other researchers and students in discussing the 

relevance of corporate social responsibility activities in strategy development for organizations 

and the impact it has on customer loyalty. 

Several types of research has been conducted on the CSR activity executed by companies 

in the Nigerian oil sector but there is a need to research CSR activity in the grocery  retail sector 

to enable these companies develop CSR activity that can increase customer loyalty and also 

gain competitive advantage in the Nigerian market by leveraging on the growing population. 

 

 

1.7 ORGANISATION OF THE STUDY 

 

CHAPTER ONE
Intoduction

CHAPTER TWO
Literature Review 

CHAPTER THREE
Methodology 

CHAPTER FOUR
Findings and 

Analysis of data

CHAPTER FIVE

Discussion

CHAPTER SIX
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and Conclusion 
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The diagram above is the organogram and structure of this research study that comprises six 

chapters. Chapter one of this research study involves the introduction of the study, background 

of study, statement of problem, research question, research aims, and objectives. Chapter two 

of this research study includes the relevant literature that was reviewed from articles, journals, 

books and theoretical model that describes the variables of the research. Chapter three includes 

the discussion and justification of the methodology chosen for the purpose of this research 

study. These includes the research strategy, target population, research philosophy, sample 

size, sampling procedure. Chapter four includes findings and analysis of the data that was 

gotten from the respondents during the cause of the administration of the questionnaires. 

Chapter five presents the discussion of the results gotten from the findings and analysis in the 

previous chapter. Chapter Six presents the conclusions and recommendations for 

implementations in grocery retail businesses in other to have a significant improvement in 

customer loyalty and brand reputation. This last chapter goes further to discuss the research 

limitation that was encountered in the process of this research study and fieldwork and provides 

the opportunity for future research on the topic. 

The next step of this proposal is to assess the existing literature and identify the key themes 

that emerge. The literature and themes discussed in the literature review section will be used 

to develop the data-gathering questions. 
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2.0 LITERATURE REVIEW 

2.1 Conceptual Clarification 

To accurately understand and integrate the concepts underlying the purpose of this 

study, it is imperative to examine the variables under investigation in this study. These concepts 

are hereby clarified below: 

2.1.1 The Concept of Corporate Social Responsibility 

According to the World Business Council for Sustainable Development(WBCSD), 

Corporate social responsibility can be defined as the commitment of businesses to contribute 

to sustainable economic development by working with employees, their families, the local 

community and society at large to improve the quality of life(Izaskun & Irune, 2019). 

Furthermore, Kotler & Lee in their book defined CSR as a commitment to improve societal 

well-being through discretionary business practices of corporate businesses and resources 

(Kotler & Lee, 2005). Corporate social responsibility can be viewed as an organizational task 

that firms and businesses us to address demands such as ethical, social environmental and 

economic demands (Lee, et al., 2017). 

CSR can also sometimes be referred to as sustainable development and enables a 

corporate organization to pay attention to the economic, environmental and social impact of its 

activities (Ananaba&Chukwuka, 2016). According to  (Izaskun & Irune, 2019), striking a 

balance between the financial and non-financial goals of organizations, as well as acting in the 

best interests of the society as a whole can be described as what CSR entails(Izaskun & Irune, 

2019).Corporate social responsibility has gained significant recognition in relation to the 

connection with the social effect of corporate enterprises.  

In recent times, corporate social responsibility has gained significant recognition and 

has witnessed huge acceptance by stakeholders of corporate organizations such as 

policymakers, business executives, customers, shareholders, etc as a strategy for gaining 
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competitive advantage in the business environment and a strategy to improve the brand 

reputation. As a result of the recent recognition of CSR activities by organizations, CSR 

includes environmental friendliness, community support, local product sales and employee fair 

treatment, (Ailawadi, et al., 2014). 

 Even though CSR has been recognized as one of the important factors in driving the 

success of an organization in the market environment, scholars like (R. Edward & Sergiy, 2017) 

argued that the implementation of CSR activities by corporate organizations in their objectives 

has been regarded as covering of wrongdoings. CSR develops a biased view of doing business. 

It has become rampant that business executive maximizes economic benefits for their own 

selfish interest and in other for such corporate organization to redeem their reputation; they 

engage in goodwills such as the introduction of various CSR activities to distort the view of 

such business (R. Edward & Sergiy, 2017).(Ormiston & Wong, 2013)I went further and argued 

that the organization improving community should not be used as a tool to redeem the image 

of the company reputation as a result of excessive greed. Corporate Social Responsibility, 

however, should not be used as a tool to cover the wrongs towards competitor shareholders (R. 

Edward & Sergiy, 2017). 

According to the study on corporate social responsibility done by (Abefe-Balogun, 

2011), CSR is described as a humane altitude and social conscience by a corporate organization 

towards its environment in which its business thrives(Abefe-Balogun, 2011). corporate 

organizations define their various CSR activities in the context in which the business 

operates(Abefe-Balogun, 2011). As a result of the defined CSR context in which an 

organization practices, it is expected that for example an oil company should introduce some 

CSR activities such as pollution control measures in the environment which such business 

thrives for the health and safety of the people living in that community and the oil-producing 

zones, construction of basic infrastructures such as roads, light, youth empowerment, and job 
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creation.(Abefe-Balogun, 2011)Argued that such CSR involvement of the company is not as a 

result of the pressure from the government but its own volition.Regardless of the critics by 

several scholars, corporate social responsibility activities have gained significant recognition 

and acceptance in recent times. It is highly significant for corporate bodies to be socially 

responsible in other to have an effective impact through the CSR activities on the host 

communities, stakeholders, customers, consumers and generally improve the wellbeing of the 

lives of those in the community and business environment which such business thrives.  

As a result of this, organizations integrate CSR activities as one of the core objectives 

of the company in other to gain a competitive advantage, have a positive company reputation 

in the business environment. CSR activities, therefore, contribute to the growth and 

development of the economy of the country which such business thrives. 

2.1.2 Carroll’s Pyramid of CSR 

One of the most accepted models or construction of CSR is Carroll’s pyramid of CSR 

(Monowar, 2013). Carroll’s model of CSR is a comprehensive model that addresses the various 

significant components of corporate social responsibility (Monowar, 2013). Carroll states in 

this publication in 1979 that ‘The social responsibility of business encompasses the economic, 

legal, ethical, and discretionary expectations that society has of organizations at a given point 

in time’, (Carroll, 1979).  

The broad definition of CSR can be defined as the relationship that exists among global 

corporations, governments of countries and individual citizens (David & Nicholas, 2008). CSR 

can also be defined as a relationship that exists between a corporation and its local society in 

which it operates (David & Nicholas, 2008). Some other scholars went further to buttress the 

explanation of the meaning CSR as sustainable development and enable a corporate 

organization to pay attention to the economic, environmental and social impact of its activities 

(Ananaba&Chukwuka, 2016). However, four kinds of social responsibilities are attributed to 
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the corporate social responsibilities which according to Carroll’s (1991) referred to as the 

pyramid of corporate social responsibility. These responsibilities include; economic, legal, 

ethical and philanthropic. 

a.) Economic Responsibilities 

The major requirement of the economic responsibility is that corporate organization 

makes a profit from the sales and production of goods and services of the organization and such 

products and services should be socially desirable and have an important in the social 

environment in which the business thrives (Carroll, 1979). The primary incentive for 

entrepreneurship is to maximize profit (Fadun, 2014). ‘Corporate organizations are economic 

entitles established to provide goods and services to society’.(Fadun, 2014). 

 

Figure 1: Carrols CSR pyramid model 

Businesses and corporate organizations were created with the goal of making profit and 

provision of goods and services for societal consumption. According to (Andrew, et al., 2008), 

the Business organization was the basic economic unit in our society. (Monowar, 2013) Argued 

that although the financial performance of a corporate organization may be increased as a result 
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of the shareholder wealth maximation, it can also, therefore, be a threat to the long-term growth 

and sustainability of the company, (Monowar, 2013).It is therefore important for companies to 

maintain competitive position (Andrew, et al., 2008). 

The study conducted by IBM in 1994, established a relationship and link between 

employee productivity, return on investments and volunteerism. However (Adeyanju& 

Olanrewaju, 2018) argued that a company with strong community involvement and program 

has every tendency to increase profitability thereby improving business performance, 

economic value and employee morale (Adeyanju& Olanrewaju, 2018). In conclusion, the 

economic responsibilities will enable company to maintain a long-term competitive advantage 

by been consistency in producing goods and services that provide satisfaction to the society, 

investors and customer needs.  

As a result of the consistency in meeting the needs of customers and society, customer 

loyalty is positively impacted. The need for corporate organizations to maximize earnings per 

share, maintain a strong competitive advantage in the business environment and improved the 

high level of consistency in other to have a consistently profitable business (Fadun, 2014). An 

organization is regarded as been successful as a result of the consistent profitability of the 

business operations of the firm. (Carroll, 1991), on the other hand, another scholar argued that 

it is not in the interest of the stakeholders when an organization has a significant level of high 

profitability (Bernett, 2007). Similarly, in achieving economic goals by a business, the need to 

adhere to the laws and regulations in the business environment in which such business thrives 

cannot be overemphasized (Monowar, 2013).  

b.) Legal Responsibilities 

Businesses and corporate organizations are required to comply with the laws and 

regulations of the environment in which the business operates. Carrol’s legal aspect of 

corporate social responsibility buttresses the need for a corporate organization to operate its 
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business operations in a consistent manner with law and regulations of the state (Fadun, 2014). 

Such an organization, should, therefore, produce goods and services that meet the legal 

requirement of the state or country in which such business thrives (Fadun, 2014). A successful 

firm is, however, a corporate body that adheres to the laws, rules, and regulations of the 

business environment (Carroll, 1991). Regulations and laws are a major necessity in other for 

a business organization to fulfill corporate socially responsible activities. According to (Andre, 

et al., 2008), legal responsibilities have a reflection of codified ethics in the sense that they 

embody basic notions of fair operations as established by lawmakers(Fadun, 2014).The 

implication of this responsibility is that companies and organizations should comply with the 

legal requirement by the authorities in providing social benefits. 

 According to (David & Nicholas, 2008), over-regulation does not permit the CSR 

activities of organizations to develop to its full potential (David & Nicholas, 2008). On the 

other hand, Regulatory intervention is however important in creating a balance in cases of 

negative externalities such as pollution, public nuisance that will harm the society or affect 

customers (David & Nicholas, 2008).The legal responsibilities are significant in developing 

the corporate social responsibility of an organization in ensuring strict adherence to the policies 

and laws governing the business environment in which the business operates. These laws and 

regulations, however, put these corporate organizations in check and protect the interest, and 

right of the citizen that is directly affected by the product or services that is been produced by 

the corporate organization. 

c) Ethnic Responsibilities 

Ethical responsibility as a legitimate component of corporate social responsibility was 

established as a business ethics decade ago (Andrew, et al., 2008). Economic and legal 

responsibilities are representative of ethical norms such as fairness and justice.(Choi & La, 

2013) however argued that ethical responsibility is standards, norms, or expectations that 
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reflect a concern for what consumers, employees, shareholders, and the community regard as 

fair, just, or in keeping with the respect of shareholders’ moral rights (Andrew, et al., 2008). 

However (David & Nicholas, 2008) argued that CSR regarding change and process in any kind 

of business includes relevant and necessary care for at least internal stakeholders according to 

relevant legal norms, codes of ethics, organizational culture and goals of business organization 

(David & Nicholas, 2008). 

d.) Philanthropic Responsibilities 

Philanthropic responsibilities involve the active engagement in programs to promote 

human welfare, or goodwill or societal good (Andrew, et al., 2008). According to (Philip & 

Nancy, 2005), corporate philosophy can describe as a direct contribution of corporation to a 

charity or cause, and most often times such contributions are usually in the form of cash, 

donations and or in-kind services (Philip & Nancy, 2005).Some scholars have defined 

corporate philanthropy to mean employee volunteerism (Philip & Nancy, 2005).As a result of 

the rise in globalization, organization philanthropic responsibility has expanded to international 

communities that act as host to these businesses. e.g., multination companies. 

2.2 The Concept of Customer Loyalty 

In other, for a company to gain competitive advantage in the business environment, 

especially in an era of economic crisis, it is imperative that organization’s core objective is to 

have a drive towards the actualization of customer loyalty to their brand. Some scholars such 

as (Kandampully, et al., 2015)(Faizan, et al., 2015), in their work described loyalty of clients 

as one of the long-term assets to a firm and a significant aspect of the organization’s 

objective.Based on its significant role in generating sustainable competitive benefits, having 

loyal clients is a necessary choice for different businesses(Wu, et al., 2016).  

Marketing scholars have adjusted various definitions of customer loyalty based on 

study goals and contexts. For example, (Casidy & Wymer, 2016)conceptualized client loyalty 



23 
 

 
 

as "one's emotions of dedicated attachment to the object of allegiance, rather than repeated 

business operations" (Casidy & Wymer, 2016).Furthermore(Professor Krishn, 2017) described 

customer loyalty as customer commitment to an organization, its brand and the inability to 

influence the buying decision of the customer(Professor Krishn, 2017). Customer loyalty can, 

however, be regarded as a lasting relationship one of the major stakeholders of an organization 

such as customers has with the corporation regardless of the challenges or situations such as 

organization encounters. The loyalty of the customer is, however, pledged to the company 

involved in CSR activities that improve the community and the wellbeing of the people in the 

environment such business operates.Customer satisfaction and loyalty determinants may differ 

depending on the nature of the company and the kinds of objectives and CSR activities the 

company is involved with. 

Customer loyalty is, however, regarded as one of the major goals for an organization to 

develop a sustainable competitive advantage(Chung, et al., 2015). The decision for customers 

to remain committed to an organization and have a reoccurring purchase is described as 

customer loyalty. According to (Nyadzayo & Khajehzadeh, 2016), one of the most significant 

yardstick for achievement for unique companies in a competitive business environment is 

customer loyalty to the companies. The level of customer commitment to organizational goals, 

objectives, products, and services speaks volumes of that company in the business 

environment. In other for organizations to improve customer loyalty, it is important that 

business executives develop cause-related corporate social responsibility marketing strategies 

to attract the loyalty and commitment of their customers to their business. 

Furthermore, several scholars such as (Chung, et al., 2015)examined loyalty structure 

and identified three perspectives of customer loyalty which includes: Altitudinal perspectives, 

behavioral perspective and composite perspective of loyalty.  
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An example, the attitudinal concept of loyalty was described as the commitment of a 

customer to a specific brand (Casidy & Wymer, 2016). In addition, customer behavioral loyalty 

identified as the behavioral perspective of loyalty was evaluated by (Thaichon & 

Jebarajakirthy, 2016) as the positive behavior of customers to a brand regardless of the 

situation.On the other side, A researcher called Oliver described customer loyalty as "a deep 

engagement to constantly rebuy or re-patronize a desired product / service in the future, 

triggering repeated purchases of the same brand or the same brand set, despite situational 

factors and marketing attempts with the ability to cause changing behavior" (Ahmad, et al., 

2018). Furthermore, some researchers like (Kim, et al., 2016) in their research encouraged 

organizations to focus their organization’s strategy on customer loyalty in other to maintain 

customer loyalty in a dynamic competitive business environment, (Ahmad, et al., 2018). 

However, some scholars such as (Ali, et al., 2016), (El-Adly & R.Eid, 2016), and (Wu, 

et al., 2016) agreed to previous research that described  customer loyalty as an integral source 

for the survival of any organization in the competitive business environment, (Ahmad, et al., 

2018). The positive significance of cause-related marketing on customer loyalty cannot be 

overemphasized. One of the aspects organizations can develop and strengthen customer loyalty 

is through the adoption of strategic marketing that targets the customers (Wu, et al., 2016). 

According to (Kandampully, et al., 2015), marketing executives in an organization are 

encouraged to create and sustain loyalty among their customers to the company (Ahmad, et al., 

2018).Achieving this will, however, create a competitive for organization with a strong base of 

loyal customers in the business environment. Research marketers have described several 

models of loyalty to improve the loyalty of clients.  

The recent literature review demonstrates that Research scholars have given various 

customer loyalty conceptualizations(Ali, et al., 2016). A study conducted by (Ali, et al., 2016) 

provides an in-depth study on the relevance of customer loyalty to the reputation of a company 
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and in enabling an organization gain competitive advantage in the business environment. 

However, having a significant level of loyal customer to the company plays a vital role in 

driving the success and sustainability in the dynamic business environment. Furthermore, 

having loyal customers to an organization, however, brings out financial advantages, which is 

one of the benefits of having loyal customers as a result of the reoccurring purchases by this 

customer.  

(Kim, et al., 2016) identified some financial advantages from having loyal customers. 

These advantages include; price premium, cost decrease and increase in sales (Ahmad, et al., 

2018). Customer loyalty is an integral source of gaining competitive advantage for various 

businesses and organizations and is also regarded as an important intangible asset of an 

organization (Jiang & Y.Zhang, 2016). Some scholars, however, identified that an organization 

could have loyal customers who are both active and passive, however, the despite the relevance 

of both aspects of loyal customers, organizations leveraging on the use internet and social 

media will ensure active loyal customers to stay active and up to date with the affairs of the 

corporation(Kandampully, et al., 2015).  

2.3 NIGERIAN GROCERY RETAIL INDUSTRY 

Nigeria is a country that is popularly regarded as Africa’s biggest economy and the 

giant of Africa with a GDP of $493bn. Nigeria is a country in transition as it has been striving 

on a shaking Democratic government and years of infrastructural and urban decay(Anton, et 

al., 2016). In recent times, Nigeria's grocery retail sector consists of supermarkets, small 

groceries (Peace, 2014). As a result of the growing population of Nigeria which is a major 

attraction for foreign investors and companies, Nigerians are exposed to a variety of products 

with some of the biggest companies such as SPAR, SHOPRITE, Mr Price, etc.  

Traditional grocery retailers have increased their stock and included non-grocery 

products such as footwear, consumer electronics, books, toys, etc (Peace, 2014). 
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(The growth of grocery retail business in Nigeria) 

The graph below indicates the GDP growth and projection of the Nigerian grocery retail 

industry from the year 2010 till 2020 

 

Figure 2: The growth of grocery retail business in Nigeria 

The middle class of Nigeria was significantly diminished in early 1980 as a result of 

the changes in the economic and social sectors of the country. This development affected 

history if the developed supermarket industry in Nigeria (Peace, 2014). As a result of the 

increase in Nigeria’s growing population in recent times, it is projected that by 2030, 160 

million population out of the projected 270million people will live in households having 

enough income(Mckinsey, 2014). According to Standard Bank research, Nigeria's Middle-

class growth was determined using household earning between $8500 to $45000 per year to 

4.1million household in 2014, this growth is, therefore, expected to witness a tremendous 

growth to 11million by 2030 (Simon, 2014). It is, however, projected that 2030, sales of 

consumer goods could triple more than $1tr(Mckinsey, 2014). 
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According to property management company Broll, the South African supermarket 

group known as ShopRite is the main anchor tenant in most malls (Anton, et al., 2016). Several 

others include Spar group, Massmart(Anton, et al., 2016), etc. Nigeria has witnessed significant 

number of improved standards in retail trades as a result of formal retailing which also 

promotes locally produced goods (Anton, et al., 2016). 

 

 

Figure 3: Retail in Nigeria 

As a result of the growing population of Nigeria and the increase in the growth of 

grocery retail business in Nigeria, the need for companies to leverage on this growth cannot be 

overemphasized. However, companies in the grocery retail business should leverage CSR 

activities as a tool to improve brand reputation, strengthen customer loyalty and gain 

sustainable competitive advantage in the business environment in which such business thrives.  
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2.4 Review of Empirical Studies 

2.4.1 Effects of CSR Activities on Customers Loyalty 

Customer retention is one of the core objectives of an organization in other to have 

reoccurring revenue and increment in return on investment as a result of profit generated from 

the retained customers. However, having the loyalty of a customer is considered crucial for a 

firm to have a sustainable competitive advantage. One of the major determinants of an 

organization's survival, growth and developing a sustainable competitive advantage is by 

having a strengthened customer intimacy thereby ensuring customer loyalty to the company 

(Chung, et al., 2015). An organization will be able to create customer intimacy as a result of 

maintaining customer retention. One of the crucial goals for companies to become successful 

in the competitive business world is to be able to effectively gain and retain customer loyalty 

(Lina & Kristina, 2017). The customer, however, becomes the central focus of businesses (Lina 

& Kristina, 2017). 

In recent times, customer loyalty has been attracting the scholar’s attention due to the 

positive effect it has on organizations (El-Adly & R.Eid, 2016).Some scholars such as (Flavio 

& Pasquale, 2018), however, argued that corporate organizations embrace CSR as the 

foundation for their business to make the business gain positive public opinion and a 

tremendous increase in the brand reputation of such organization. These features will enable 

the company a distinctive capability that places them at a competitive advantage in the business 

environment (Flavio & Pasquale, 2018). 

The ability of an organization to have a positive impact on the society and environment 

in which such organization operates indicates that such business or corporate organization is 

socially responsible. As a result of the positive impact CSR activities has on the brand image 

and business, socially responsible organizations have a significant role in attracting both 

foreign and local investors, employees are also motivated to continually use their human 
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resources, proper knowledge management to place the organization at a competitive advantage 

in the business environment. A socially responsible company attracts customers and has a 

tremendous effect on their loyalty. (Adeyanju& Olanrewaju, 2018) Argued that a company 

with strong community involvement and the program has every tendency to increase 

profitability thereby improving business performance, economic value and employee morale 

(Adeyanju& Olanrewaju, 2018).  

However, corporate social responsibility activities are the initiatives organizations 

adopt to promote the wellbeing and improve the business environment the company operates 

in. Several businesses adopt corporate social responsibility as a strategy in gaining competitive 

advantage and the implementation of corporate social responsibility can aid the improvement 

in brand reputation in the marketplace. Several researchers have reviewed customer loyalty and 

their effects on enabling an organization to have a sustainable competitive advantage in the 

business environment. (Thomas & Tobe, 2017) Stated that Loyalty enables increment in the 

revenue of an organization. According to (Maheshwari, et al., 2014), a customer’s 

unconditional commitment to the company that will not be affected by normal circumstances 

or conditions can be defined as loyalty (Milena, 2017). (Chung, et al., 2015) defined Customer 

loyalty as the core objective of every organization in other for such an organization to gain 

competitive advantage, (Chung, et al., 2015).  

Customer loyalty is achieved by deliberate decisions by an organization, (Thomas & 

Tobe, 2017).In other, for a company to have a sustainable competitive advantage and a growing 

presence in the business environment, it is, however, important that having an increase in the 

loyalty of their customers to their products and services should be a priority. CSR activities 

(environmental programs, ethical products or social actions) contribute to a better evaluation 

of companies (Öberseder, et al., 2013). According to (Lombart & Louis, 2014), Some 

researchers have questioned the direct relationship between corporate social responsibility 
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activities, the effect it has on customer loyalty and the influence of these CSR activities on 

consumer behavioural intentions. 

However, scholars such as (Ailawadi, et al., 2014), (Mohr & Webb, 2005),(Stanaland, 

et al., 2011) in their studies revealed the positive relationship that exists between CSR activities 

and customer loyalty. These scholars in their studies also identified the positive effects that 

corporate social responsibility has on customer loyalty. Some scholars such as (Pérez & 

Rodríguez, 2014), argue that there are positive effects of corporate social responsibility 

activities on customer loyalty. This positive relationship that exists between CSR activities and 

customer loyalty was however rejected in previous studies conducted by (Carrigan & Attalla, 

2001).  

Thus, it is important that grocery retail businesses in the Nigerian market to massage 

the satisfactory feelings of their customers based on the corporate social responsibility 

activities the grocery retail companies are involved with to maintain customer loyalty. An 

effective channel of communication should be opened in other to get customer feedback on 

complaints, corporate information about products and services. These features will enable the 

company to improve its overall business performance with the goal of understanding customer 

needs and demands. In recent times, the effect of CSR on customer loyalty and responses has 

gained significant attention by several researchers and companies. It, however, remains unclear 

how consumers perceive CSR, (Xinming& Yang, 2017). 

Several scholars have however reported a positive relationship between CSR and 

customer loyalty (Xinming& Yang, 2017). According to (Kotler & Armstrong, 2008), Loyalty 

is essential in other for a firm to achieve its organizational goals and objectives that create 

sustainability for organizational survival and growth  (Izaskun & Irune, 2019). Having a 

reputable customer base and retention of customer is essential for a company to have a 

competitive advantage in the business environment, as word of mouth from existing customers 



31 
 

 
 

will increase the organization’s revenue and save cost for the company in terms of reduction in 

advertisement. 

According to the theory of social identity, the higher the level of the company’s CSR 

initiatives are, the stronger the customer’s loyalty and identification with the company will be 

(Xiaoming, et al., 2017). Kotler defined customer loyalty as a situation whereby customers 

have records of repetitive buying or patronizing of a brand (Philip & Gary, 2018).An 

organization’s brand reputation in the business environment has a large influence on Customer 

Loyalty. This is however as a result of the customer recognition of the company. Customers 

associate with brands that have a good reputation and are socially responsible in the business 

environment in which such businesses exist.  

However, scholars known as Philip & Gary, they described customer loyalty as the 

positive influence of an organization that is socially responsible on their customers (Philip & 

Gary, 2018). An organization that engages in corporate social responsibilities will have a 

reputable brand reputation which will develop a positive effect on strengthening the customer 

loyalty of a customer to the organization. Corporate social responsibility plays a significant 

role in strengthening customer loyalty as a result of the acceptance of socially responsible 

company products and services by a vast majority of individuals who are consistent in 

patronizing the organization (Abefe-Balogun, 2011). 

2.4.2 Effects of CSR Activities on Company Reputation 

According to (Golgeli, 2014), “Reputation is defined as the total set of individuals and 

collective judgments on the reliability of an institution based on a general set of values, their 

trustworthiness, and competence”. Furthermore, several researchers gave diverse definitions 

of corporate reputation.  (Sontaite-Petkevicience, 2014) defined corporate reputation as a 

collective recognition of an organization’s qualities such as symbolism, effective 

communication with the stakeholders, etc. Corporate reputation can, therefore, be described as 
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the brand image of the organization in the business environment. The reputation of a brand or 

a firm is can further be described as how people such as customers and the various stakeholders 

that influence the business operations of the organization perceive the company.  

An organization’s reputation places a significant role in determining of relevance a firm 

is in the business environment and the longevity of the business. In recent times, corporate 

social responsibility (CSR) has gained a significant amount of recognition by businesses as a 

way of improving brand reputation in the business environment through the adoption of various 

CSR activities(Amro, et al., 2016).This section, however, explores various scholars and 

researchers that discussed the effect of corporate social responsibility activities on company 

reputation in the business environment. The need for organizations to improve their brand 

reputation in the business environment has increased tremendously. About 56% of executive 

management and board of directors of a corporate organization are of the opinion that having 

a positive reputation in the business environment for a firm is of a very high priority and 63% 

expect the reputation of the firm to have witnessed significant increase in the next 2 to 3years, 

(Gazzola, 2014).  

According to previous research, a company’s reputation plays a significant role in the 

contribution of the long-term sustainability of an organization’s competitive advantage in the 

business environment (Gazzola, 2014). Furthermore, some scholars such as (Amro, et al., 

2016), argued that in modern businesses, most organizations are not depending on building 

their company’s reputation just on financial positions alone (Amro, et al., 2016). They argued 

that organizations do not solely depend on profitability in their research presentation (Amro, et 

al., 2016). Several other researchers such as (Park, et al., 2014), argued that one of the essential 

elements in building and sustaining a positive company reputation and profitability is through 

the implementation of corporate social responsibility activities by the firm (Morteza & Raechel, 

2014). 
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These scholars further argued that having a positive company reputation plays a 

significant role in being a strategic resource for a company’s competitive advantage in the 

business environment. In addition(Oberseder, et al., 2013)believed companies investing more 

in the research and development of environmentally friendly production and products are likely 

to experience an increase in the customer base(Oberseder, et al., 2013).An organization’s key 

stakeholders such as customers or their consumers’ purchasing decisions are greatly influenced 

by the organization's reputation and active involvement in community development projects 

and several CSR activities that will lead to the tremendous improvement in the society in which 

such business thrives. According to previous studies, consumers prefer been affiliated with 

brands that are socially responsible and have a positive company image and reputation in the 

business environment.  

Furthermore (Park, et al., 2014) argued that ethical and philanthropic CSR practices by 

a firm play a significant role in having a positive effect on the stakeholder’s view of the 

company’s reputation in the business environment.The significance of corporate social 

responsibilities in building a corporate reputation cannot be overemphasized. Several previous 

types of research on the effect of CSR activities on customer loyalty and company’s reputation 

have been critically analyzed. The conceptual framework based on comprehensive literature 

review is that there is a correlating relationship that exists among corporate social responsibility 

activities, customer loyalty and company’s reputation. Researchers have been able to 

demonstrate that value creation and imitability of a firm’s image in the business environment 

are largely influenced by having a positive corporate reputation.  

Developing a strategic CSR activity and in turn building, a company’s brand reputation 

is a significant competitive advantage against the firms’ competitors especially competing in a 

market whereby it is difficult to achieve product differentiation. Furthermore, having a positive 

reputation leads to increase in customer loyalty which in turn generate increase in revenue and 
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profitability for the organization. Corporate social responsibility not only has effect on the 

profitability of the company’s financial records but also influences the loyalty of the customers 

of such organization that engages in CSR activities. Companies who adopted CSR activities 

have easily differentiated brand in the market and makes such products or services more 

attractive in the business environment to gain competitive advantage.  

An enhanced company reputation leads to a tremendous increase in sales and revenue 

of an organization; this is, however, influenced by corporate social responsibility activities 

(McGUNAGLE, et al., 2016). In other, for companies to leverage on improved brand 

reputation as a result of increased customer loyalty to the brand, it is, however, important that 

the adoption of corporate social responsibility activities into the strategies of the organization 

should be taken into consideration. According to (Kim, 2017) research findings confirms that 

companies that engage in CSR activities that involve the improvement of environment in which 

the business operates tend to experience tremendous increase in customer loyalty. Therefore, 

customers prefer to patronize an organization that is socially responsible to its competitors that 

are inactive with their CSR policies.  

2.5 Review of Theoretical Models on Corporate Social 

Responsibilities 

For the purpose of this research, the instrumental theory and the stakeholder’s theory 

were the theories adopted as the main theoretical frameworks for examining the effect of 

corporate socially responsible activities on customer loyalty in the selected Nigerian grocery 

retail industry. 

2.5.1 INSTRUMENTAL THEORY 

The instrumental theory is a theory that postulates that social activities and CSR 

activities of a corporate organization is used as a strategic tool to achieve economic results 

(Ventsislava & Sanela, 2017). Instrumental CSR theory has gained significant support from 
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several studies because of the positive relationship that exists between CSR practice and 

financial performance (Luo & Bhattacharya, 2006, Mittal, et al., 2008, Aminu, 2015)  

Therefore, the instrumental theory states that corporate bodies are instruments of 

creating wealth and having economic benefits to the company. Businesses that operate in the 

grocery retail industry in Nigeria employ CSR activities as a tool to achieve economic results 

and create wealth for the company in the long run as a result of the improvement in the brand 

reputation of the corporate body which in turn increases customer loyalty. The increase in 

customer loyalty creates more wealth for the company as a result of the returning purchases 

and increase in revenue generated from the purchases made by the customers.This instrumental 

theory was properly represented by a well-known scholar known as Friedman is of the opinion 

that ‘‘the only one responsibility of business towards society is the maximization of profits to 

the shareholders within the legal framework and the ethical custom of the country’’(Friedman, 

1970).  

Regardless of the fact that corporate organizations are interested in making profits, it, 

therefore, does not negate the interests of all the stakeholders of the firm,(TIJANI, et al., 2018). 

The instrumental theory has received significant amount of acceptance by businesses and 

corporate organizations as a result of the long tradition and the notion of CSR being an 

instrument for wealth creation.Aminu, 2015 argued that the instrumental theory emphasizes on 

the relationship that exists between CSR practices and profit maximization that benefits 

different stakeholders affected by the activities of the firm,(Aminu, 2015). Burke and 

Logsdon(1996) described in their study that implementing CSR policies by corporate 

organizations does not only represent how an organization is effectively applying the 

Instrumental theories of CSR but also deriving economic benefits from such CSR 

policies,(Aminu, 2015).CSR is applied as an integral part of corporate organization decision 

making process and objectives when the CSR commitments of such organizations are 
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supporting the business activities and yielding high returns thereby improving the financial 

performance of the organization.  

Therefore, the organization applies instrumental CSR theory to their core decision 

making because it is a theory that supports engaging in CSR activities if such activity creates 

wealth for the firm and also improve brand reputation in the business environment thereby 

creating a reputable brand for the firm. A firm adopting CSR activities as a strategic tool to 

improve brand reputation is positively related to customer’s loyalty(Rahizah, et al., 2011) 

2.5.2 STAKEHOLDER THEORY 

The stakeholder approach comes into use in the mid-1980s (Charles, et al., 2006). A 

famous scholar known as Freeman in 1984 defined a stakeholder “any group or individual who 

can affect or is affected by the achievement of the organization’s objectives” (Mohamed, 2015). 

Richard Edward Freeman is credited in making the concept of stakeholder famous in his works; 

Strategic management having his view on stakeholder concept from the perspective of a 

company(Charles, et al., 2006).On the other hand(Fadun, 2014) argued that the stakeholder 

theory is a theory that buttresses the point that several other parties and agents are interested in 

the organization’s actions and decisions aside the shareholders(Fadun, 2014). 

Some scholars described stakeholders as individuals or group of people that an 

organization’s products or services are either harmful to or beneficial to in the business 

environment in which the firm operates, Stakeholder can be defined as individuals or groups 

which are directly affected by the company’s activities(Trevino & Nelson, 2011). The 

stakeholder’s theory lays emphasis on the need for managers of corporate organizations should 

pay significant attention the stakeholders which include the customers. The stakeholder 

activities and buying intent plays a significant role in affecting the operations of the business. 

On the other hand, stakeholder theory entails three main premises from the business-driven 

perspective(Hillenbrand & Money, 2007).These premises identified by the researchers include: 
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Stakeholders have an impact on the activities of an organization, Interactions with the 

stakeholders have an impact on the stakeholders and the organization at large, Major 

stakeholders impact determines the viability of the strategic options of an organization 

(Hillenbrand & Money, 2007).  

Therefore, a corporate organization in the Nigerian grocery retail business needs to 

introduce policies and approaches to their organizational strategy that involves an engagement 

with the stakeholders. Active involvement with the stakeholders by the firm will tremendously 

improve the company's reputation in the business environment and customer loyalty will be 

strengthened also. 

2.5.3    CSR AND STAKEHOLDER THEORY. 

The research conducted on CSR and stakeholder theory has witnessed significant 

growth in the past decades (R. Edward & Sergiy, 2017). Both CSR and stakeholder theory lays 

emphasis on the relevance of integrated the interest of the growth and wellbeing of the society 

into the business operations of the organizations (R. Edward & Sergiy, 2017). The need for 

value creations by companies is emphasized in the stakeholder's theory. The notion that the 

primary objective of a business is to create value for customers, employees, financiers, 

suppliers, and communities negates the wrong use of CSR as a cover for business evil to the 

community (R. Edward & Sergiy, 2017) 
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Figure 4: The relation between stakeholder theory and CSR 

2.6    Corporate social responsibility in Nigeria 

The population size of Nigeria of over 200million people is one of the major strengths 

of the country that makes it attractive for foreign investors and businesses. Social responsibility 

by corporate bodies is not beneficial to a company’s revenue in the short run but provides 

benefits to the larger society in the long run(Abefe-Balogun, 2011). As a result of the benefit 

it provides, the company benefits in turn benefits in the long run and have an increase in the 

revenue. The international human rights treaties consist of several countries with Nigeria being 

one of the countries (Babalola, 2012).  

Some Nigeria businessmen have long been involved in several corporate socially 

responsible activities before the involvement of colonized influences on the business practices 

of the indigenous firms in Nigeria (SERGIUS & Nwadialor, 2014).The Nigerian government 

in 2004, formed a strategy called Nigerian National Planning Commission (NEEDS).The 

Nigerian government through this strategy defined the role of the private sector in the country. 
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The NEEDS strategy states that “the private sector will be expected to become more proactive 

in creating productive jobs, enhancing productivity, and improving the quality of life It is also 

expected to be socially responsible, by investing in the corporate and social development of 

Nigeria…”(Babalola, 2012). 

On the other hand, it is evident that Nigerian companies engage in one or more 

corporate social responsibility activities according to the research on corporate social 

responsibility done by (Amaeshi, et al., 2006). (Abefe-Balogun, 2011)Who argued that such 

CSR involvement of the company is not as a result of the pressure from the government but its 

own volition. Most organizations in Nigeria have contributed to the growth and development 

of the country as well as contributing the improvement to the lives of the people in the 

community in which such business operates. On the other hand, it is argued that several 

companies in Nigeria get involved with the social activities in other to be exempted from tax, 

the income spent on special purpose and for their selfish interest not for the interest of the 

society(Abefe-Balogun, 2011). Abefe-Balogun went further to argue in his research paper  that 

high rate of insecurity as a result of the persistent violent conflicts, high rate of unemployment, 

high level of corruption, ethnics crises and youth unrests, lack of good leadership and 

governance, poor infrastructural development  are the Militating problems of CSR (Abefe-

Balogun, 2011).  

On the other hand(Salawu, 2007) in justification for the significance of the involvement 

of organization in several CSR activities states that no organization can operate alone but need 

the society to thrive and be successful in the business environment(Salawu, 2007).He went 

further to argue that the success of an organization is largely dependent on the computation 

reputation in the business environment in which several CSR activities that such organization 

is involved with plays a significant role in improving the company reputation and brand image. 

Corporate social responsibility in Nigeria will, therefore, play a significant role in corporate 
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organizations in terms of promoting innovative business initiatives which will drive for 

expansion and creation of new market to generate more revenue for the company and improve 

operational excellence of the organization.  

Therefore, the active involvement of the organization in various community 

development projects and CSR activities will not only strengthen customer loyalty but will also 

improve the company’s image and brand reputation in the business environment in the long 

run of such business. These factors are, however, the determinate of the success and gaining 

sustainable competitive advantage of the corporate organization in the business environment. 

One of the major drivers for the immerse contribution to the happiness and improvement of the 

wellbeing of the society at large by individuals and corporate organizations is Corporate social 

responsibility (Abefe-Balogun, 2011). Therefore, if every corporate organization that operates 

in Nigeria is socially responsible, the country will experience a significant amount of growth 

and development making it habitable for all and promoting business activities. 

2.7 Statement of Hypothesis 

2.7.1 Hypothesis1: CSR activities have a positive effect on customer loyalty in the 

Nigerian grocery retail business 

In this study, we attempt to determine that corporate social responsibility activities have 

a positive effect on customer loyalty in the Nigerian grocery retail business. Organizations that 

are socially responsible have an increase in sales and positive brand reputation as a result of 

retaining customers and involvement in community projects that positively affect customers 

who are one of the most stakeholders of an organization. 

 

2.7.2 Hypothesis 2: CSR activities have a positive effect on Company reputation in the 

Nigerian grocery retail business. 

In this study, we attempt to examine the relationship that exists between corporate 

social responsibility activities and company reputation in the Nigeria grocery retail business. 
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Involvement in CSR activities by the corporate organization can increase the level of the 

organization's reputation in the business environment. The absence of a positive reputation of 

a corporate organization in the business environment can lead to lack of sustainability and a 

questionable future long-term of such an organization operating in the business environment 

(Amro, et al., 2016). Furthermore, according to (Roman & Emmanuel, 2018), businesses that 

adopt socially responsible strategies appeal more to stakeholders such as customers. 

2.8 LITERATURE REVIEW CONCLUSION 

In recent times, the pressure on corporate organizations to adopt corporate social 

responsibility initiatives that enable such organizations to be socially responsible to their 

customers and the environment in which the business operates has witnessed a significant 

increase. Corporate organizations have witnessed signs of pressure from several international 

organizations, non-profit organizations and government bodies to ensure social issues in the 

business environment in which these businesses operate in are addressed. These pressures, has, 

however, lead to corporate organizations integrating CSR activities into their organization 

policies to improve brand reputation in the business environment.  

A lack of social responsibility by the corporate organization can tarnish the image of 

the organization.  Investors are attracted to companies with good reputation and active CSR 

activities in the business environment. Corporate organizations who invest in CSR activities as 

a long-term engagement will have a positive effect on the financial performance of a firm as a 

result of the investors the firm has attracted due to the social responsibility of the corporate 

firm. According to (Soroka & Mazurek-Kusiak, 2014), active involvement in CSR activities 

by organization has a positive effect on customer loyalty. As a result of the increase in customer 

loyalty by customers, trust is built amongst the customers due to the positive brand reputation 

of the organization in the business environment.  
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Companies that engage in corporate social responsibilities towards the environment 

witness acceptance from the community where the CSR initiatives are carried out(Soroka & 

Mazurek-Kusiak, 2014).Therefore, the adoption of corporate social responsibility into the culture 

and values of an organization leads to a significant amount of increase in customer loyalty and 

increment in the company's reputation in the business environment. Having an increased number 

of loyal customers and positive company reputation plays a significant role in gaining competitive 

advantage in the business environment. 
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3.0 RESEARCH METHODOLOGY 

3.1 Methodology Introduction 

This section of the dissertation will examine in detail the design of this research on the 

effect corporate social responsibility has on customer loyalty in the Nigerian grocery retail 

business using some selected grocery retail companies such as Shoprite, Pick & Pay store, Spar 

and Mr Price store as a case study. It will go further to investigate the findings of the literature 

on the relationship between CSR, customer loyalty and company reputation. One of the 

objectives of this research is to determine if there is a relationship between CSR activities and 

customer loyalty. Furthermore, it aims to find out if CSR activities have any effect on company 

reputation and customer loyalty. According to previous papers, corporate social responsibility 

activities have a multidimensional effect. These effects are reflected in the diagram below, it 

shows the relationship that exists among CSR activities, customer loyalty, and company 

reputation.  

 

This research project will take a quantitative approach as the overall research design 

3.2 RESEARCH DESIGN 

The overall design of the dissertation will take a quantitative approach through the 

administration of questionnaires. According to (Saunders, et al., 2015, p.163), he defined 

research design as a section of a dissertation that entails a general plan of the research question 

of the paper that will be answered by the researcher. In this proposal, the research design is the 

plan of the research question below will be answered.As a result of the quantitative nature of 

CSR 
ACTIVITIES

CUSTOMER 
LOYALTY

COMPANY 
REPUTATION
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the research, questionnaire design was selected as a research design for the purpose of this 

project.  

The use of a questionnaire was selected as the most suitable research design because of 

the descriptive nature of the study. This research, therefore, aims to derive a relationship among 

customer loyalty, CSR activities and company reputation. The use of hypotheses which 

supports the decision to design a questionnaire for this research establishes the relationship 

among the variables such as customer loyalty, company reputation, and CSR activities. 

What effect do CSR activities have on customer loyalty in the Nigerian 

grocery retail business? 

These following variables will be taken into consideration in the cause of this study: 

Independent Variable: Corporate Social Responsibility  

Dependent Variable: Customer loyalty in the Nigerian grocery retail business, Customer 

reputation.  

The research was conducted through the administration of questionnaires to the public with the 

buying decision in the Nigerian grocery retail business. The questionnaires were designed in a 

professional way using the Likert scale. This will, however, enable me to gain in-depth 

knowledge and information from the target population to get an accurate research information. 

One of the benefits of adopting the use of questionnaires as a research design for primary data 

collection is that it is practical in nature and you get to directly engage with the respondents In 

the process of administering the questionnaires. The questionnaire was designed based on my 

research objective and the hypotheses of this project. The final version of questionnaire has ten 

statements for the first research objective, four statements for the second and third research 

objective. Each of the statement was scaled in a five-point scale where; 1 indicates “Strongly 

Disagree”; 2 indicates “Disagree”; 3 indicates “Neutral”; 4 indicates “Agree” and 5 indicates 

“Strongly Agree” using the Likert questionnaire design method. However, the use of 
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questionnaires as a research design is that it quantifies research findings that aid the testing of 

the hypotheses that are proposed for this research purpose. Before the administration of the 

questionnaires, the participants were informed about the ethical rules. The following section of 

this research proposal will, therefore, discuss the research proposal, research approach, 

research strategy, and sampling. 

3.3 Research Philosophy 

Research philosophy is a core section of this dissertation that deals with the source, 

development, and nature of knowledge (Priya, 2018).Research philosophy can, therefore, be 

defined as the belief about the methods adopted by researchers in the manner data about a 

phenomenon is collected analysed and used (Priya, 2018). 

Positivism will be adopted as the research philosophy for this dissertation. Positivism is chosen 

as the research tool because it will create a causal explanation of the relationship between 

company CSR activities and consumer loyalty. This methodology is a highly structured one 

that involves hypotheses testing and the employment of statistical tools.  

3.4 Research Approach 

For the sake of this dissertation, however, deductive approach will be used. This approach was 

chosen because Deductive approach to this study will possibly explain the causal relationship 

between the variables which are the CSR activities and consumer loyalty. During the research, 

data will be collected from large samples of 300 respondents. These data will be used to 

evaluate the hypotheses, relationships between the independent variable and the dependent 

variables will be examined, (Saunders, et al., 2015, p.145-146) 

The following factors of the deductive approach will be explored in this dissertation: 

• The research will collect quantitative data  

• Research will take an objective stance 
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• The research will involve administering questionnaires to collect data on clearly 

defined areas of interest  

• Research will test hypotheses  

3.5  Research Strategy 

Consistency with the research philosophy, approach, the purpose should be evident in 

the research strategy chosen (Saunders, et al., 2015). A research strategy can be defined as the 

plan on how the researcher will answer the research question. There is a need for the researcher 

to get information from maximum number of customers because the research theme explains 

the significance of customers' perspective on the effect CSR has on their loyalty. However, 

reaching a large customer audience and getting the direct opinion of customers can be achieved 

through the administration of questionnaires, polls, and surveys. 

 As a result of these data collection methods, the quantitative method was adopted for 

this research purpose to effectively reach a maximum number of customers to analyze from the 

findings the effect CSR activities have on customer loyalty in the grocery retail businesses in 

Nigeria. Cross-sectional time horizon makes it impossible to collect data from a large 

population sample hence nullifying the need to use qualitative method for this research 

purpose(Punch, 2013). The quantitative research method was adopted as a research strategy for 

this study because of the following advantage identified: 

• The quantitative research method enables the researchers to gather data from a large 

population sample which contrasts with qualitative research methods that get data from 

a few population samples. As a result of the nature of quantitative research methods 

that enables the research to collect data from large population sample, it makes 

generalization of findings easier. It, therefore, allows the researcher to have a broader 

understanding and study of the research matter. 
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• This research study requires the need to test the hypothesis developed to achieve the 

aims and objectives of this research study. As a result of the need to summarize the 

information gotten from the large population sample and the simplification of 

comparison across various variables defined for this research (Isadore & Benz, 1998) 

the adoption of quantitative research methods is appropriate because it facilitates the 

testing of hypothesis to achieve the defined aims and objectives of this study. 

• As a result of the specific nature of quantitative research methods, the data collected 

from the respondents is reliable and objective in nature which is contrary to qualitative 

research methods that are subjective in nature. 

• In quantitative research, personal bias is avoided by the researcher as a result of the 

anonymity of the respondents. The researcher engages with respondents that are 

strangers (Mark & Philip, 2014) 

According to the purpose of this research, the research philosophy, and the research question, 

a survey will be conducted through the administration of questionnaires to gather data in other 

to evaluate the hypotheses and answer the research question. A deductive approach is usually 

associated with using survey and quantitative data as a form of research strategy, (Saunders, et 

al., 2015). Administering of questionnaire will however connect the variables and find out the 

effect of CSR activities have on consumer loyalty. The survey strategy enables the examination 

of relationships between the variables (Saunders, et al., 2015). This strategy will be suitable for 

this research paper because it aims to explain the effect CSR activities have on customer loyalty 

in grocery retail business in Nigeria. 

3.6 POPULATION AND SAMPLING 

For this research, Lagos, Nigeria is selected as a research area. The reason for Selecting Lagos 

City is because it is a metropolitan city and economic hub of the country. This will provide me 

the easy availability of customers who use grocery retail services. Lagos is also the home of 
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the researcher which will make it easier for the researcher to collect data efficiently and quickly. 

There is a need to look for grocery retail companies that are mostly patronized by customers 

who reside in Lagos. There was, however, a need to identify the grocery retail companies that 

are frequently used by customers residing in Lagos, Nigeria immediately the location was 

picked  for this research was picked. For the purpose of this research, the researcher selected 

top four grocery retail companies as per their revenue. Only the four companies on the graph 

below which include: Shoprite group, park n shop limited, Mr price group, and Spar group 

were chosen for this research purpose and only customers who frequent these grocery research 

outlets were invited to take part in this questionnaire. 

According to property management company Broll, the South African supermarket 

group known as ShopRite is the main anchor tenant in most malls (Anton, et al., 2016). The 

top four companies were chosen for the purpose of this research because they are the leading 

and fastest-growing grocery retail companies in Nigeria and Africa at large(André & Dylan, 

2015). Shoprite is a multi-national supermarket firm from South Africa has been operating in 

Lagos city, Nigeria for more than 5years (Peace, 2014). Shoprite has been having a massive 

expansive expansion to different states in Nigeria but for the purpose of this research we focus 

on the branch in the city of Lagos state. 

Spar is one of the top grocery retail companies in Nigeria. Spar group is a Dutch-based 

supermarket giant founded in 1932 with over 20,000 affiliated stores in 35countries but gained 

entry into the Nigerian market in 2010.It has, however, expanded to different states of the 

country. The spar group has a global revenue in excess of 27billion euros(Peace, 2014). 

Mr. Price Group's company was founded in 1885 by its founders Laurie Chiappini and Steward 

Cohen. The history most relevant to the group's current operations began in 1986 with the 

Founders, Laurie Chiappini and Stewart Cohen (Mr, 2019).  
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Figure 5; Mr price group performance Record 

5 retail trading divisions comprise of the Mr Price Group.These 5 retail trading divisions 

includes comprises the 5 retail trading divisions of Mrp, Mrphome, Mrpsport, Miladys and 

Sheet Street(Mr, 2019). Pick and Pay Shop which is one of the largest supermarket chain store in 

South Africa partnered with Nigeria stock exchange-listed AG Leventis making it retain majority stake 

of 51% in the partnership(KAYODE, 2016).Pick n Pay is the quintessential family store focused on the 

customer founded in 1967 by consumer champion called Raymond Ackerman(Pay, 2019) 

“The Pick and pay group has a vision to solve socio-economic challenges by improving on 

the quality of products, price reduction on the food for all their customers, provision of 

significant employment and economic opportunities across its value chain”,(Pay, 2019) 



50 
 

 
 

 

Figure 6:Deloitte: Africa retail revenue growth 

However, only customers that visit the listed four grocery retail companies were invited to take 

part in the questionnaires. The defined population for this research is only customers that visit 

the four grocery retail companies identified above that will be included in this research. The 

survey will be carried out by administering questionnaires to respondents who oversee buying 

choices within a household. Questionnaires will be delivered to a random sample of 300 

respondents, it will, however, include questions regarding age, gender, favourite retail outlets, 

their knowledge of corporate social responsibility, questions regarding their knowledge of 

diverse corporate social responsibility activities questions regards their perception towards 

socially responsible company, does it influence their buying intent.  

This is to enable the researcher to find out if CSR activities of retail companies in the 

Nigerian retail business increases their loyalty. In a nutshell, to enable the researcher find out 

the effect CSR activities have on customer loyalty. The questionnaire will have a target 

population of over 18years and people responsible for buying choices in a household. The 
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questionnaire that will be administered will include 20 questions. This question will be divided 

into two sections; The section that involves the general information of the respondent and the 

section that has questions with respect to the hypothesis and objectives of this research.  

Questions were developed by referring to the research question and the literature that is 

discussed in this research paper by laying emphasis on the objectives of the dissertation. The 

proposed questionnaires for this research will be in the appendix 2. 

3.7 Data Collection Instrument 

There is however a need to collect data having identified the companies that will be 

employed for this research purpose and defining the research population. Non-Probability 

purpose sampling technique will be used in this research in other to collect data. The researcher 

will visit four identified grocery retail companies situated in Lagos, Nigeria with a purpose to 

get a valid and reliable information from the customers. Getting information on genuine 

customers will add to the authenticity of the research. A total of 300 questionnaires will be 

distributed in person by the researcher to each of the retail stores within 3days.The reason for 

self-distribution and collection method enabled the researcher to ensure maximum number of 

the questionnaire was answered by the respondents.  

The researcher was able to get 276 answered questionnaires out of the 300 copies of 

questionnaires that were administered to respondents by the researcher. Delivery and collection 

method were chosen for the research contrary to the online survey and questionnaire 

administration because the offline questionnaire administrations enable the research have a 

defined sample population. This data collection instrument resulted in more than 90 percent 

response rate and added value and quality to the data collected as a result of the physical 

presence of the research to make some further clarifications with respect to the questions.  
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This method of collection will enable an increase in the rate of response from the 

respondents and clear any form of doubt and bias from the respondent. The physical and offline 

distribution of these questionnaires will enable the researcher to define her sample population 

and authenticity of the information gotten from respondents. 

3.8 Data Analysis Procedures 

To get the results and significance from the data collected from the administered 

questionnaires, it is relevant for such data to be processed and analyzed. 

 

Figure 7: Outline of Data Quality Analysis Strategy 

 (Source: Zikmund, et al., 2013) 

The above data quality analysis strategy was adopted by the research in this research study.  

 

The first thing the researchers did was to define the problem. As a result of getting the 

perspective of customers on the effect CSR activities in the grocery retail business in Nigeria 

has on customer loyalty, the use of questionnaire was adopted by the research as the primary 
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source of data collection for this study. Therefore, it is relevant that the questionnaire has all 

the questions that enable the researcher get data required for this research to achieve the aims 

and objectives of the research study. In collecting valid and reliable data from respondents, the 

questionnaire was therefore defined as the problem. 

 

• A pre-test of the questionnaire was done as a process of issue identification to find out 

if there were problems with the design of the questionnaire. These pre-test 

questionnaires were administered among 5 of my classmates at Dublin Business 

School. Some issues were identified such as the questionnaire was wrongly designed, 

the questions were too complex and difficult for a lame man to understand and 

comprehend what the research seeks to find. 

 

• Analysis- The research changed the design of the questionnaire to a Likert 

questionnaire design in other to achieve the aims and objectives of this study and get 

quality data from the respondents. Based on the feedback gotten from the pilot group 

with respect to the complexity of the questions, the questions were broken down and 

simplified by the researcher to aid quick understanding by the respondents. The 

questions were also asked in relation to answering each objective of the research study. 

 

 

• Improvement – The researcher made an improvement in the design of the questionnaire 

by using the Likert questionnaire design method. This will enable the researcher get 

quality data from the respondents.  The first objective had ten simplified statements to 

be responded to by the respondents while the subsequent statements under the 

objectives were reduced to four simplified statements to enable the research to get 

quality data as a result of the ability of the respondents to be able to understand the 
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statements and provide valid and unbiased responses. Please refer to the modified 

questionnaire in appendix 2.  

As a result of the simplicity of the questions, the researcher was able to achieve more than 

90percent response rate from the respondents which suggest that the administered 

questionnaires were simple to understand, and the respondents were happy to fill the 

questionnaires without bias. As a result, adds value and quality to the data collected. The quality 

of the data collected for this study was improved after implementing the required correction 

and analysing the data. SPSS is the data analysis and visualization tool that the researcher used 

to analyse the quantitative data gotten in this research paper. The SPSS® software is software 

that offers advanced statistical analysis, integration with big data and seamless deployment into 

applications (IBM, 2019).  

As a result of the flexibility, scalability, and ease of use of the SPSS software, users with all 

skill levels and outfits projects of all sizes and complexity to help solve research problems and 

minimize risk (IBM, 2019). This software is, however, the world’s leading statistical software 

designed to solve business and research problems using ad hoc analysis, hypothesis testing, 

geospatial analysis and predictive analytics (IBM, 2019).  SPSS statistics software is used to 

understand data, analyse trends, forecast and plan to validate assumptions and drive accurate 

conclusions. 

The final and analysed result using SPSS software was visualized using some 

visualizing tools such as graphs, or charts. The data gotten will be coded in a way that it yields 

meaning to the information. A descriptive name and label have also been assigned to each 

variable. In testing the hypotheses, however, inferential statistics were employed as the 

statistical methods that were used for this research purpose. An example will be the analysis of 

data to examine is there is a positive relationship between corporate social responsibility and 

customer loyalty in the Nigerian grocery retail business. 
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3.9 Research Ethics 

In conducting research, it is essential to take into consideration ethical factors in the 

research process. It is, however, significant to conduct research in a manner that depicts 

integrity. Ensuring ethics in the research process involves acknowledging and taking into 

cognizance the privacy and non-disclosure of the private information of the respondents that 

partook in answering the questionnaire. My motive for this research will be explained to the 

respondents that it is part of the fulfilment for my MBA in information systems program from 

Dublin Business School. Anonymous will be maintained in dealing with the respondents. 

According to (Saunders, et al., 2015), respondents can stop at any time, and it is not compulsory 

for them to follow through with the questionnaires. 

In conducting this research, there is a need to provide a detailed explanation and reason for 

the research to the respondents. Explanation of the purpose of the research will also be provided 

on the questionnaire. This research is, however, social research that seeks to find out from 

customer’s perceptions the effect of CSR activities of these retail stores on customer loyalty. The 

subject matter of this research cannot be found in any of the following identified categories; 

embarrassing, contentious, sensitive, upsetting, controversial (Holden, M.T., Lynch, P., 2004) This 

research, however, requires voluntary participation of the respondents. In designing the 

questionnaire, no question is required to reveal the identity of participants. The participants are 

therefore not obliged to answer the questionnaires so there won’t be any conflict of interest in 

conducting the research. The research ensures confidentiality and anonymity in administering the 

questionnaires and data collection. No questions like name, email or phone number to maintain 

confidentiality and privacy. 

 However, in conducting this research, the researcher will strictly adhere to the privacy 

of the respondents and maintain high level of integrity. The data won’t be tampered with in 

other to be accurate in the findings gotten from the research. 
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3.10   RESEARCH METHODOLOGY LIMITATION. 

Poor response rate happens to be one of the major limitations in adopting the use of 

administering questionnaires as a method of data collection. As a result of the possibility of 

getting an incorrectly filled questionnaire by the respondents, the data quality of the research 

will be affected, and this effect will influence the findings of the results gotten from the analysis 

of the questionnaire. The inability of the study to collaborate this study with qualitative study 

was also a major limitation. The questionnaire not been able to provide an opportunity to 

explain the questions the same it is written on the questionnaire happens to be one of the 

limitations of this research. This is because of the difference in the level of understanding of 

different respondents.  

As a result of the difference in the level of understanding among various respondents, 

some of the findings might be misleading. Lastly, the participants of the study were selected 

from one state in southwest Nigeria. This might have affected the external validity of the study. 

This sample may not represent the entire population of customers of all grocery stores in 

Nigeria because southwest is just one out of the six geo-political regions in Nigeria thus, 

generalizing the result of this study to all grocery stores in other regions in Nigeria may be 

nearly impossible or inaccurate 
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4.0 DATA ANALYSIS AND FINDINGS 

4.1Introduction 

 

The chapter presents the findings from the data collected through the distribution and 

administration of questionnaires. Furthermore, the results and findings gotten from the 

administration of questionnaires were analyzed for the purpose of this research study. 

4.2 Data Collection 

During the administration of the questionnaires, a total of 300 questionnaires were 

distributed to the customers that frequently visit the identified four grocery stores in Lagos, 

Nigeria chosen for the purpose of this study. A total of 276 questionnaires out of 300 

questionnaires were filled by customers during the fieldwork. The data collected through the 

administered questionnaires were divided into 2sections which includes; The personal and 

general information about the participants and the second section of the questionnaire were 

questions generated based on the research objectives and question as regards the establishment 

of the relationship that exists among socially responsible behavior of an organization, effect of 

CSR activities on customer loyalty and company reputation in the business environment  

4.2.1 Demographic or participants’ personal information. 

The questionnaire was designed to include the personal information of customers from 

Shoprite, Spar, Pick n Pay and Mr. Price group. Such personal information of the respondents 

includes employment status, income, gender and age group of the respondents.  

4.2.2 Hypotheses based questions 

 

The questionnaire has a section that includes the hypothesis-based questions that were 

presented in statements format using the Likert questionnaire design. The effect of socially 

responsible on customer decisions, the effect on corporate social responsibility on customer 

loyalty and the relationship between corporate social activities and company reputation were 

factors taken into consideration in the design of the questionnaire for the purpose of this study. 
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Five statements under each factor from the scale of 1-5 were scored by participants. A total 

score (N) was calculated by adding each score by each customer for each statement that was 

scored by the customers. At the summation of the total score, the total calculated score was 

divided by participants (n=276) to get mean(M) for each statement under each factor. As a 

result of the complexity in calculating the total score and finding the mean, the statements  

 

4.3 Data Analysis and Findings 

This section includes the participant’s personal data and data based on the hypotheses of the 

data collected. 

4.3.1 Findings from the Participant’s personal data 

Table 1: Grocery retail stores 

1) Grocery retail stores Frequency Percent 

Shoprite 119 43.1 

SPAR 64 23.2 

Pick and pay the store 40 14.5 

Mr price group 53 19.2 

Total 276 100.0 

 
 

Graph 1: Percentage of the customer as per grocery stores 
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The percentage of the customers for each of the four identified grocery retail stores were 

illustrated using the pie chart above. According to the pie chart above, 43.1 percent of the total 

respondents were customers will shop from Shoprite stores. The reason for the high rate of 

customers is that Shoprite is a multi-national supermarket firm from South Africa has been 

operating in Lagos city, Nigeria for more than 5years, (Peace, 2014). Shoprite has been having 

a massive expansive expansion to different states in Nigeria but for the purpose of this research 

we focus on the branch in the city of Lagos state. 14.5 percent of the participant used pick and 

pay stores. The reason for this is that Pick and pay store is not very popular in Nigeria with 

very little popularity compare to Shoprite and other grocery stores.  

Table 2: Employment details 

2)Employment status Frequency Percent 

Yes 245 88.8 

No 31 11.2 

Total 276 100.0 

 

 

Graph 2: Employment details 

As a result of the location (LAGOS STATE) chosen for the purpose of this research, the 

majority of the respondents that participated in this research with a percentage of 88.8% are 
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employed. Lagos state is a commercial and state capital as well making majority of the 

respondents employed. The remaining 11.2% of the respondents that were approached were 

either unemployed, students or retired. 

3)Income Range  Frequency Percent 

Income undisclosed 31 11.2 

Less than 1,500,000 

naira per annum 
139 50.4 

More than 1,500,000 

naira per 
99 35.9 

More than 2,500, 000 

per annum   
7 2.5 

Total 276 100.0 

Table 3: Income detail 

 

 

Graph 3: Income details 

 From the pie chart above, it is represented that more than 50.4 percent of the respondents that 

contributed to this research earn more than 1,500,000 naira per annum while 39.5% of the 

respondents earn less than 2,500,000naira per annum. This is because Lagos is a city where the 

middle class thrives. 2.5 percent of respondents earn More than 2,500, 000 per annum as a 
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result of their workplace which is in several multinational companies that operate their business 

in Nigeria.  

Table 4:Gender detail 

4)Gender Frequency Percent 

Males 129 46.7 

Females 147 53.3 

Total 276 100.0 

 

Graph 4: Gender 

In this study, in the cause of conducting this research female had a percentage of 68.48% 

making them most of the respondents. The reason for this is homes, women often visit grocery 

retail stores in Lagos, Nigeria to purchase products for themselves and family members. The 

remaining 53.3% of the respondents were male gender. 

Table 5: Age detail 

Age Frequency Percent 

Under 18 0 0.00 

Over 18 276 100.0 

Total 276 100.0 
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Graph 5: Age detail 

A total of the 276 respondents in the cause of this research where all 18years and above as the 

questionnaires were not issued to respondents less than 18years.  

4.3.2 Findings from hypotheses 

Table 6: Socially responsible behavior and purchasing decisions 

Code  

 

Mean (M =N/n)  

 

SRBPD1 
2.94 

SRBPD2 3.06 

SRBPD3 2.85 

SRBPD4 3.14 

SRBPD5 3.18 

SRBPD6 3.27 

SRBPD7 3.24 

SRBPD8 3.30 

SRBPD9 3.23 

SRBPD10 3.35 

The findings from the hypotheses reveal that the respondents are of the opinion that socially 

and environmentally conscious investments of businesses in the Nigerian grocery retail 

business are important factors in influencing the purchasing decision of their customers. 

Although being socially responsible is more important to the respondents than being 
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environmentally conscious. As a result of this survey, statistics reveal that social projects by 

businesses in Nigerian grocery retail stores have the highest mean score of 3.35. Respondents 

also are of the opinion that employment creation by corporate organizations in the Nigerian 

grocery retail stores plays a significant role in influencing the purchasing decision of the 

customers.Fair treatment of employees and commitment to reducing environmental impact are 

least important to influencing purchasing decisions. 

Table 7: Social responsibility on customer loyalty 

Code  

 

Mean (M =N/n)  

 

SRCL1 
3.06 

SRCL2 3.12 

SRCL3 3.05 

SRCL4 3.08 

The respondents chose in their response to the questions on the questionnaire that 

Shoprite’s/SPAR/ Pick and pay store/ Mr. Price group involvement in CSR activities would 

tremendously increase their loyalty. It, therefore, revealed that Shoprite’s/SPAR/ Pick and pay 

store/ Mr Price group involvement in CSR activities have got the highest mean score of 3.12. 

Apart from Shoprite’s/SPAR/ Pick and pay store/ Mr Price group involvement in CSR 

activities. The respondents also think that better CSR activity in Shoprite/ SPAR/ Pick and pay 

store/ Mr Price group improves repeated purchase which in turn increases customer loyalty and 

increase in revenue for the company. The respondents believe that repeated purchase from 

Shoprite/ SPAR/ Pick and pay store/ Mr Price knowing that the company makes an effort to 

engage in CSR activities plays a significant role in increasing customer loyalty.   

 

 

 

Table 8: Corporate social activities and company reputation 
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Code  

 

Mean (M =N/n)  

 

CSACP1 
2.93 

CSACP2 3.14 

CSACP3 3.01 

CSACP4 3.11 

 

The respondents believe that Responsible selection and fairness towards suppliers and their 

employees in Shoprite’s/SPAR/Pick and pay store/Mr price group Improves Company 

Reputation. It, therefore, revealed that Responsible selection and fairness towards suppliers 

and their employees in Shoprite’s/SPAR/ Pick and pay store/ Mr Price group have got the 

highest mean score of 3.14. Apart from Responsible selection and fairness towards suppliers 

and their employees in Shoprite’s/SPAR/ Pick and pay store/ Mr Price group improve 

reputation. The respondents also think that Socially and environmentally conscious 

investments initiated and implemented by Shoprite’s, SPAR, Pick and pay store, Mr price 

group improve its brand Reputation While Shoprite’s/SPAR/ Pick and pay store/ Mr price 

group involvement in Corporate policies that benefit the environment is the least that influence 

reputation.  

Further analysis was also done on the two hypotheses tested in this study  

Hypothesis one  

CSR activities have a positive effect on customer loyalty   

The zero-order correlation was employed to test the hypothesis at 0.05% level of significance. 

The analysis procedure involves subjecting the respondents’ composites scores on co-operating 

social responsibility and their corresponding score on customer loyalty to a relationship test, 

the summary of the analysis is presented in Table 11 

Table 11: Pearson Product Moment correlation showing the relationship between 

cooperate social responsibility and customer loyalty 
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Table 1:**. Correlation is significant at the 0.01 level (2-tailed). 

Variables    Mean S.D   df   r  p-val 

Cooperate social responsibility 31.59 6.34 274  

.54** <.05  

Customer loyalty  
12.43 2.52  

 

 

From the table presented above, the results revealed that there was a significant positive relationship 

between cooperate social responsibility and customer loyalty among customers (r= 0.54, df = 274, 

p<.05). The result implied that companies who are actively involved in CSR activities tend to have 

high customer loyalty.  

Hypothesis Two  

The zero-order correlation was employed to test the hypothesis at 0.05% level of significance. 

The analysis procedure involves subjecting the respondents’ composites scores on co-operating 

social responsibility and their corresponding score on customer reputation to a relationship test, 

the summary of the analysis is presented in Table 12 

 

Table 12: Pearson Product Moment correlation showing the relationship between 

cooperate social responsibility and customer reputation 

 

Table 10:**. Correlation is significant at the 0.01 level (2-tailed). 

Variables    Mean S.D   df   r  p-val 

Cooperate social responsibility 31.59 6.34 274  

.48** <.05  

Customer reputation 
12.48 2.45  

From the table presented above, the results revealed that there was a significant positive relationship 

between cooperate social responsibility and customer reputation among customers (r= 0.48, df = 

274, p<.05). The result implied that corporate organizations that have higher cooperate social 

responsibility tend to have high customer reputation.  



66 
 

 
 

Chapter 5: Discussion 

5.1 Introduction 

The discussion carried out in this chapter seeks to find out if this study was able to 

achieve the research objective using the findings gotten from primary research through the 

administration of questionnaires. The chapter goes further to discuss if the hypotheses for this 

study were established or not. However, the contribution of this research to previous research 

conducted and the need for further research was discussed in this chapter of the study. 

5.2 Objectives revisited 

a) To examine the effect of corporate social responsibility activities on customer loyalty in the 

Nigerian grocery retail Industry 

The first hypothesis which attempted to predict the relationship that exists between corporate 

social responsibility and customer loyalty was tested empirically to find out whether corporate 

social responsibility activities have a positive effect on customer loyalty in the Nigerian grocery 

retail business. The result reviews that there is a significant positive relationship that exists 

between corporate socially responsible activities and customer loyalty in the Nigerian retail 

business. This is, however, consistent with the findings of most of the studies that investigated 

the effect of corporate social responsibility on customer loyalty. Several of those studies 

indicate that corporate socially responsible activities positively influence customer loyalty 

(Xiaoming, et al., 2017). According to the theory of social identity, the higher the level of the 

company’s CSR initiatives are, the stronger the customer’s loyalty and identification with the 

company will be (Xiaoming, et al., 2017). However, the literature reviewed by some scholars 

such as (Ailawadi, et al., 2014)(Mohr & Webb, 2005)(Stanaland, et al., 2011) in their studies 

revealed the positive relationship that exists between CSR activities and customer loyalty. 

These scholars in their studies also found that  



67 
 

 
 

corporate social responsibility has a significant role to play on increasing customer loyalty. 

According to the Literature reviewed by (Philip & Gary, 2018) has shown that loyalty of a 

customer is considered crucial for a firm to have a sustainable competitive advantage. In the 

primary research most of the respondents believe that corporate social responsibility has a 

significant influence on customer loyalty.  Majority of the respondents also believe that 

employment creation for the unemployed citizens is also vital for better purchasing decision. 

b) To study the effect of CSR activities on company reputation of grocery retail companies in 

Nigeria  

The literature reviewed by some scholars (Amro, et al., 2016) suggests that CSR activities have 

a positive impact on brand image and business. An enhanced company reputation leads to a 

tremendous increase in sales and revenue of an organization, this is, however, influenced by 

corporate social responsibility activities (McGUNAGLE, et al., 2016). Therefore, socially 

responsible organizations also play a significant role in attracting both foreign and local 

investors, employees are also motivated to continually use their human resources, proper 

knowledge management to place the organization at a competitive advantage in the business 

environment. A socially responsible company attracts customers and have a tremendous effect 

on their loyalty (Adeyanju& Olanrewaju, 2018) 

In the survey conducted, the respondents revealed that CSR activities have a significant 

influence on company reputation. Corporate organizations operating the grocery retail industry 

in Nigeria will witness significant growth and improvement in their company reputation in the 

business environment in which such business thrives as a result of the involvement in CSR 

activities making the company socially responsible.  This means that when grocery retail stores 

embrace cooperates social responsibility as an integral part of the company objective, it would 

improve the grocery retail store reputation which invariably brings more customer patronage.  
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6.0 RECOMMENDATION(STRENGTH) AND CONCLUSION 

This research study has been able to immensely contribute to existing literature especially in a 

developing country like Nigeria that no research has been conducted on the positive effect 

corporate socially responsible activities of companies in the grocery retail business operating 

in Nigeria have on increasing customer loyalty. The research has established a relationship and 

the positive effect CSR activities have on customer loyalty if adopted in the Grocery retail 

business in Nigeria. The study, however, highlighted some key factors under the following 

headings below:  

6.1 Organizational Contribution 

This study would help organizations see the need for the adoption of cooperate social 

responsibility as an integral part of their company in other to gain competitive advantage in the 

business environment, especially in the grocery retail business operating in Nigeria. This 

research goes further to contribute to organization by identifying that a socially responsible 

organization would tremendously improve the company's reputation in the business 

environment. Therefore, the need to integrate strategic CSR activities into the organizational 

culture and objectives cannot be overemphasized. 

6.2 Managerial contribution 

In the context of managerial contribution, the research explains to the managers the important 

role that CSR activities could have on customer loyalty. As a result of the findings from the 

survey conducted, managers can develop or design an enabling environment for CSR to strive 

which would improve customer loyalty and at the same time improve organizational reputation. 

Successful implementation of these activities will bring about increase in revenue of the 

company in the long run as a result of returning customers and reoccurring purchase of 

customers. 
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6.3  Policymakers / Government contribution 

Policymakers and the government would also find this study useful as a result of the 

information this research provides. Legal responsibility is one the component of corporate 

social responsibility pyramid model identified by Carroll(Carroll, 1979).Policymakers and the 

government should encourage corporate socially responsible activities among the grocery retail 

stores contributing to the Nigeria economy as the implementation of these CSR activities will 

also contribute to the tremendous growth and development of the economy. These CSR 

activities will invariably help improve organization reputation as well as customer loyalty. This 

is important because of the acceptability of utilizing grocery stores in Nigeria.  

6.4  Research Limitations 

This present study like other empirical studies have some limitations. Firstly, the 

participants of the study were selected from one state in southwest Nigeria. This might have 

affected the external validity of the study. This sample may not represent the entire population 

of customers of all grocery stores in Nigeria because the southwest is just one out of the six 

geo-political regions in Nigeria thus, generalizing the result of this study to all grocery stores 

in other regions in Nigeria may be nearly impossible or inaccurate. However, the study findings 

still have implications for the scope of the study in southwest. Secondly, the attitude of most 

of the respondents used for the study was not too encouraging as most participants claim they 

are too busy to fill the questionnaire, it took frantic effort from the researcher before they agreed 

to participate in the success of this project by filling the questionnaires. Apart from that the 

long hours spent at each grocery store in order to collect this data was another limitation. Lastly, 

the inability of the study to collaborate this study with qualitative study was also a major 

limitation. 
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6.5 Scope for further research 

Future studies should investigate customers of grocery stores from the border region of 

Nigeria apart from southwest Nigeria that this present study was conducted.  It is also advised 

that future studies should inculcate some form of incentives that can help motivate the 

respondents to actively participate in the study. Future studies can also improve the method of 

data collection by introducing the qualitative method using interviews, focus group 

discussions, etc in order to have a better understanding of CSR, customer loyalty and 

organizational reputation. All these would provide further knowledge on how to improve CSR 

activities and customer loyalty in Nigeria. 

6.6 Conclusion 

This research has been able to achieve its objectives through the adoption of both 

primary research by administering 276 questionnaires to respondents and the combination of 

secondary data (literature review) to establish the effect CSR activities have on customer 

loyalty in the Nigerian grocery retail business. Based on the findings of the study, it was 

concluded that corporate organizations that are socially responsible will have a significant 

increase in customer loyalty and improvement in the company's reputation in the business 

environment. Employment creation for unemployed citizens was identified as one of the 

important CSR activities that play a significant role in influencing customer loyalty and 

company reputation in the business environment.  

It was also concluded that Shoprite’s/SPAR/ Pick and pay store/ Mr price group 

involvement in CSR activities increased customer loyalty. It was also concluded that if the 

organization identified for the purpose of this research are involved in response selection and 

fairness towards suppliers and their employees, company’s reputation will be significantly 

improved. From the inferential statistics there was significant positive relationship between co-

operating social responsibility and customer loyalty among customers.  
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Finally, there was a significant positive relationship between cooperate social 

responsibility and customer reputation among customers. As a result of this positive 

relationship established that exists among CSR activities and customer loyalty and CSR 

activities and company reputation, corporate organizations that integrate CSR activities into 

their corporate objectives and company culture will not only gain competitive advantage but 

will also witness significant growth in the long run. 
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APPENDIX 

First Questionnaire Draft 
 

 

Research Topic: “Effect of CSR activities on Customer loyalty in the Nigerian grocery 

retail business”. 

(Please note the data is collected for academic research and all the details of 

participants will be kept confidential)  

 

Dear Participants,  

This is a research survey on the effect of corporate social responsibility activities have on 

customer loyalty in the Nigerian grocery retail businesses. Your participation is very important 

for successful research findings because it is based on customer perception.  

 

I. General Information:  

1) Are you a frequent customer of the Spar group as of the grocery retail stores in Lagos, 

Nigeria?  

 

• Yes  

• No  

• Others (Please specify) …………………….  

2) Are you employed?  

• Yes  

• No  

• Others (Please specify) …………………….  

3) Please indicate your income range  

• Less than 1,500,000naira per annum ☐ 

• More than 1,500,000naira but less than 2,500,000naira ☐ 

• More than 2,500,000naira but less than 5,000,000naira ☐ 

• More than 5,000,000naira per annum ☐ 

 

4) Please indicate your gender  
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• Male ☐ 

• Female ☐ 

• Others ☐ 

5) What is your age?  

• Less than 18 years ☐ 

• 18 years and above ☐ 

(If 18years and above, please proceed to the next section; if Less than 18years please return 

the questionnaire to the researcher). 

II. Hypotheses and objectives-based questions:  

(Please score the following from score of 1-5 where 1 – Strongly disagree; 2- Disagree; 

3- Neutral (Neither agree nor disagree); 4 – Agree and 5- Strongly agree) 

 

 (Please score the following from score of 1-5 as appropriate)  

 

1 Do customers prefer to deal with socially responsible 

companies? 

S D 

1 

D 

2 

N 

3 

A 

4 

SA 

5 

a I do not think about the CSR activities of Shoprite before 

making any purchase.  

     

b The CSR activities of Shoprite influence my buying decision.       

c I will highly recommend Shoprite to my family and friends for 

grocery purchases because of the company’s involvement in 

social projects and community development.  

     

d I would rather wait for Shoprite to stock my preferred product 

than buying from competitors. 

 

     

2  What Effect does corporate social responsibility have on 

customer loyalty? 

S D 

1 

D 

2 

N 

3 

A 

4 

SA 

5 

a I am willing to pay an additional fee for a product because of a 

social cause by the company.  

     

b The company’s involvement in CSR activities increases 

customer loyalty.  
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c I am satisfied making a purchase from Shoprite knowing that 

the company makes an effort to engage in CSR activities. 

     

d Better CSR activities improve customer loyalty.      

3 Relationship between corporate social activities and 

company reputation? 

S D 

1 

D 

2 

N 

3 

A 

4 

SA 

5 

a Shoprite’s involvement in CSR activities improves the brand 

image in the business environment.  

     

b The lack of CSR activities of the company negatively affects 

its reputation. 

     

c Engagement in voluntary donations to charity positively 

improves brand reputation. 

     

d I can easily recommend Shoprite to people because of its active 

involvement in CSR activities.  

     

 

APPENDIX2 

MODIFIED QUESTIONNAIRE THAT WAS ADMINISTERED TO CUSTOMERS 

 

 

Research Topic: “Effect of CSR activities on Customer loyalty in the Nigerian grocery 

retail business”.  

 

Dear Participants,  

This is a research survey on the effect of corporate social responsibility activities on customer 

loyalty in the Nigerian grocery retail businesses, using Shoprite group, SPAR group, Pick and 

pay store and Mr price group as case study. Your participation is very important for successful 

research findings because it is based on customer perception. Kindly avail your honest and 

sincere response to enable me to achieve a more objective and accurate analysis. (Please note 
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the data is collected for academic research and all the details of participants will be kept 

confidential)  

 

 

 

I. General Information:  

1) Are you a frequent customer of any of these retail stores? If yes, kindly tick your most 

preferred grocery retail store  

• Shoprite group ☐ 

• SPAR group  ☐ 

• Pick and pay store ☐ 

•  Mr price group ☐ 

 

• Yes  

• No  

• Others (Please specify) …………………….  

2) Are you employed?  

• Yes  

• No  

• Others (Please specify) …………………….  

3) Please indicate your income range  

• Less than 1,500,000 naira per annum ☐ 

• More than 1,500,000 naira per annum but less than 2,500,000naira ☐ 

• More than 2,500,000 naira per annum but less than 5,000,000naira ☐ 

• More than 5,000,000 naira per annum ☐ 

 

4) Please indicate your gender  

• Male ☐ 

• Female ☐ 

• Others ☐ 

5) What is your age?  
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• Less than 18 years ☐ 

• 18 years and above ☐ 

(If 18years and above, please proceed to the next section; if Less than 18years please return 

the questionnaire to the researcher). 

II. Corporate Social Responsibility (CSR) can be described as a set of practices that 

organizations use to contribute to the well-being of their immediate community. These 

are initiatives by companies to improve the environment and the lives of the people in the 

society. Please rate the likelihood that each of the following CSR practices could influence 

your decision to purchase from Shoprite’s/SPAR/ Pick and pay store/ Mr price group. (5 

Strongly agree and 1 Strongly disagree). 

 (Please score the following from score of 1-5 where 1 – Strongly disagree; 2- Disagree; 3- 

Neutral (Neither agree nor disagree); 4 – Agree and 5- Strongly agree) 

 (Please score the following from score of 1-5 as appropriate)  

 

1 Socially responsible behavior is said to impact consumers' 

decisions to purchase from Shoprite’s/SPAR/ Pick and pay 

store/ Mr price group please rate the likelihood that each of 

the following socially responsible behaviors would impact 

your purchasing decisions 

S D 

1 

D 

2 

N 

3 

A 

4 

SA 

5 

a Fair treatment of employees       

b Fair treatment of customers.      

c Commitment to reducing environmental impact      

d Responsible selection and fairness towards suppliers and their 

employees  
 

    

e Participation in charitable projects such as giving donations, 

sports sponsorship, youth empowerment, etc 
 

    

f 
Respect for Human Rights / Optimal Work Environment.  

    

g Providing social amenities for the host communities such as 

roads, medical equipment, and schools, etc 
 

    

h 
Employment creation for unemployed citizens  

    

i 
Corporate policies that benefit the environment  

    

j 
Socially and environmentally conscious investments  

    

2  What Effect does corporate social responsibility have on 

customer loyalty? 

S D 

1 

D 

2 

N 

3 

A 

4 

SA 

5 
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a I am willing to pay an additional fee for a product because of a 

social cause initiated and implemented by Shoprite’s/SPAR/ 

Pick and pay store/ Mr price group 

     

b Shoprite’s/SPAR/ Pick and pay store/ Mr price group 

involvement in CSR activities increased my loyalty and my 

continuous patronage 

     

c I am satisfied making repeated purchases from 

Shoprite’s/SPAR/ Pick and pay store/ Mr price group knowing 

that any of these companies make an effort to engage in CSR 

activities. 

     

d A better CSR activity in Shoprite’s/SPAR/ Pick and pay store/ 

Mr price group improves my repeated Patronage. 

     

3 Relationship between corporate social activities and 

company reputation? 

S D 

1 

D 

2 

N 

3 

A 

4 

SA 

5 

a Shoprite’s/SPAR/ Pick and pay store/ Mr price group 

involvement in Corporate policies that benefit the environment 

improves the brand image in the business environment. 

     

b Responsible selection and fairness towards suppliers and their 

employees in Shoprite’s/SPAR/ Pick and pay store/ Mr price 

group improves its Reputation 

     

c Participation in charitable projects such as giving donations, 

sports sponsorship, youth empowerment, etc positively 

improves brand reputation. 

     

d Socially and environmentally conscious investments initiated 

and implemented by any of these grocery stores improve their 

Brand Reputation. 

     

 

APPENDIX 3 

Table 21:Statement Code 

Statements   

 Code 

  

Socially responsible behavior and decisions to purchase from 

Shoprite’s/SPAR/ Pick and pay store/ Mr price group 

SRBPD 

 SRBPD1 

Fair treatment of employees  SRBPD2 

Fair treatment of customers. SRBPD3 

Commitment to reducing environmental impact SRBPD4 
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Responsible selection and fairness towards suppliers and their employees  SRBPD5 

Participation in charitable projects such as giving donations, sports 

sponsorship, youth empowerment, etc 

SRBPD6 

Respect for Human Rights / Optimal Work Environment. SRBPD6 

Providing social amenities for the host communities such as roads, medical 

equipment, and schools, etc 

SRBPD7 

 

 

Employment creation for unemployed citizens SRBPD8 

Corporate policies that benefit the environment SRBPD9 

Socially and environmentally conscious investments SRBPD10 

Social responsibility on customer loyalty SRCL  

  

I am willing to pay an additional fee for a product because of a social cause 

initiated and implemented by either Shoprite’s/SPAR/ Pick and pay store/ Mr 

price group 

SRCL 1 

Shoprite’s/SPAR/ Pick and pay store/ Mr price group involvement in CSR 

activities increased my loyalty and my continuous patronage 

SRCL 2 

I am satisfied making a repeated purchase from either Shoprite’s/SPAR/ Pick 

and pay store/ Mr price group knowing that the company tries to engage in 

CSR activities. 

SRCL 3 

A better CSR activity in either Shoprite’s/SPAR/ Pick and pay store/ Mr price 

group improves my repeated Patronage. 

SRCL 4 

Corporate social activities and company reputation CSACR 

  

Shoprite’s/SPAR/ Pick and pay store/ Mr price group involvement in 

Corporate policies that benefit the environment improves the brand image in 

the business environment. 

CSACR1 

Responsible selection and fairness towards suppliers and their employees in 

Shoprite/SPAR/ Pick and pay store/ Mr price group Improve its Reputation 

CSACR2 

Participation in charitable projects such as giving donations, sports 

sponsorship, youth empowerment, etc positively improves brand reputation. 

CSACR3 

Socially and environmentally conscious investments initiated and 

implemented by Shoprite/SPAR/ Pick and pay store/ Mr price group improve 

its brand Reputation. 

CSACR4 
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The statements were decoded below after the calculations were completed. 

Table13: Statement decode 

Code  

 

Decode  

 

  

SRBPD Socially responsible behavior and decisions to purchase from 

Shoprite’s/SPAR/ Pick and pay store/ Mr price group 

  

SRBPD1 Fair treatment of employees  

SRBPD2 Fair treatment of customers. 

SRBPD3 Commitment to reducing environmental impact 

SRBPD4 Responsible selection and fairness towards suppliers and their employees  

SRBPD5 Participation in charitable projects such as giving donations, sports 

sponsorship, youth empowerment, etc 

SRBPD6 Respect for Human Rights / Optimal Work Environment. 

SRBPD7 Providing social amenities for the host communities such as roads, medical 

equipment, and schools, etc 

SRBPD8 Employment creation for unemployed citizens 

SRBPD9 Corporate policies that benefit the environment 

SRBPD10 Socially and environmentally conscious investments 

SRCL  Social responsibility on customer loyalty 
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SRCL1 I am willing to pay an additional fee for a product because of a social cause 

initiated and implemented by either Shoprite/SPAR/ Pick and pay store/ Mr 

price group 

SRCL2 Shoprite/SPAR/ Pick and pay store/ Mr price group involvement in CSR 

activities increased my loyalty and my continuous patronage. 

SRCL3 I am satisfied with making repeated purchases from Shoprite/SPAR/ Pick and 

pay store/ Mr price group knowing that the company makes an effort to 

engage in CSR activities. 

SRCL4 A better CSR activity in either Shoprite’s/SPAR/ Pick and pay store/ Mr price 

group improves my repeated Patronage. 

CSACR Corporate social activities and company reputation 

  

CSACR1  Shoprite’s/SPAR/ Pick and pay store/ Mr price group involvement in 

Corporate policies that benefit the environment improves the brand image in 

the business environment. 

CSACR2 Responsible selection and fairness towards suppliers and their employees in 

Shoprite’s/SPAR/ Pick and pay store/ Mr price group Improve its Reputation. 

CSACR3  

Participation in charitable projects such as giving donations, sports 

sponsorship, youth empowerment, etc positively improves brand reputation. 

CSACR4 Socially and environmentally conscious investments initiated and 

implemented by Shoprite improve its brand Reputation. 

 

APPENDIX 4 

PROOF OF MEETINGS 
 

Ann Masterson <ann.masterson@dbs.ie> 

  

  
| 
Mon 6/10, 2:33 PM 

Hi Kelechi, 

 

Thank you for submitting this. Please see below some feedback and comments for your 

consideration. 

 

Could you be more specific regarding which type of retail you are focusing on? 

The second point about relationship between CSR and relationship marketing appears to 

be off focus. 

You have good coverage of relevant research cited. 

'various retail outlets' is not specific enough. 
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Be careful with your referencing that you have surname first. 

 

I trust this is helpful, 

Kind Regards, 

Ann 
 

Kelechi Nwankpa 

  

  

| 

Mon 6/10, 2:37 PM 

Thank you for the feedback.Should i work on these corrections as i proceed with the 

dissertation? Or i should work on them on the first meeting form and send it back? 

Kind Regards, 

Kelechi 

Get Outlook for Android 

 

Ann Masterson <ann.masterson@dbs.ie> 

  

  
| 
Mon 6/10, 2:47 PM 

You should consider them before starting your intro and literature review, no need to re-

send form. 
 

Kelechi Nwankpa 

  

  

| 

Mon 7/1, 3:13 PM 

 

First Draft.docx 

32 KB 
 

Download  

Save to OneDrive - Dublin Business School (DBS) 

https://aka.ms/ghei36
https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEJAAAgq19E0VtiTacAMpyYuXPtAACtql7xAAABEgAQAKQl4rlqldBEsW%2BSEx5W53s%3D&X-OWA-CANARY=EXwlfjIJgEa-_nlrZEqhU8DBXatCKdcYQqgM750soPBDCwn1XyWBJMjgESgAZfZfk-ph_Z6Eb8A.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..U4_hcBsYats_D2KgGc0CZ36nRfVKeklUZjKgcKIfEeWQ7mMgb2i_ot2oRUGaJer6mGnI-Do2lWpI7HbtwLzsmaR9h9NZWIUKi3ixMsWcgqD_3w7Ek2QZsdQoN_W9Md-eDKtrZvPK4w8DgSgMuytvrnYfY5Ki1FUad3rYBE5Lc7Ul4BvPTdcw4TBTL6aotv2Yc0Ap19L6PEWPzR2UigJHxuIMNbjtc9OIY_o6aTCSu00UoVS0cA1dpL-0x9NjFP09pus-zGhojHyn--73nxKU4lHCfD9yAwnGSpCny5aBjtIJRYPxBd7xM5jSeQrE8coFuFwPmpEDKiUN4PjfEw8cdg&owa=outlook.office.com
https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEJAAAgq19E0VtiTacAMpyYuXPtAACtql7xAAABEgAQAKQl4rlqldBEsW%2BSEx5W53s%3D&X-OWA-CANARY=EXwlfjIJgEa-_nlrZEqhU8DBXatCKdcYQqgM750soPBDCwn1XyWBJMjgESgAZfZfk-ph_Z6Eb8A.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..U4_hcBsYats_D2KgGc0CZ36nRfVKeklUZjKgcKIfEeWQ7mMgb2i_ot2oRUGaJer6mGnI-Do2lWpI7HbtwLzsmaR9h9NZWIUKi3ixMsWcgqD_3w7Ek2QZsdQoN_W9Md-eDKtrZvPK4w8DgSgMuytvrnYfY5Ki1FUad3rYBE5Lc7Ul4BvPTdcw4TBTL6aotv2Yc0Ap19L6PEWPzR2UigJHxuIMNbjtc9OIY_o6aTCSu00UoVS0cA1dpL-0x9NjFP09pus-zGhojHyn--73nxKU4lHCfD9yAwnGSpCny5aBjtIJRYPxBd7xM5jSeQrE8coFuFwPmpEDKiUN4PjfEw8cdg&owa=outlook.office.com
https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEJAAAgq19E0VtiTacAMpyYuXPtAACtql7xAAABEgAQAKQl4rlqldBEsW%2BSEx5W53s%3D&X-OWA-CANARY=EXwlfjIJgEa-_nlrZEqhU8DBXatCKdcYQqgM750soPBDCwn1XyWBJMjgESgAZfZfk-ph_Z6Eb8A.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..U4_hcBsYats_D2KgGc0CZ36nRfVKeklUZjKgcKIfEeWQ7mMgb2i_ot2oRUGaJer6mGnI-Do2lWpI7HbtwLzsmaR9h9NZWIUKi3ixMsWcgqD_3w7Ek2QZsdQoN_W9Md-eDKtrZvPK4w8DgSgMuytvrnYfY5Ki1FUad3rYBE5Lc7Ul4BvPTdcw4TBTL6aotv2Yc0Ap19L6PEWPzR2UigJHxuIMNbjtc9OIY_o6aTCSu00UoVS0cA1dpL-0x9NjFP09pus-zGhojHyn--73nxKU4lHCfD9yAwnGSpCny5aBjtIJRYPxBd7xM5jSeQrE8coFuFwPmpEDKiUN4PjfEw8cdg&owa=outlook.office.com
https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEJAAAgq19E0VtiTacAMpyYuXPtAACtql7xAAABEgAQAKQl4rlqldBEsW%2BSEx5W53s%3D&X-OWA-CANARY=EXwlfjIJgEa-_nlrZEqhU8DBXatCKdcYQqgM750soPBDCwn1XyWBJMjgESgAZfZfk-ph_Z6Eb8A.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..U4_hcBsYats_D2KgGc0CZ36nRfVKeklUZjKgcKIfEeWQ7mMgb2i_ot2oRUGaJer6mGnI-Do2lWpI7HbtwLzsmaR9h9NZWIUKi3ixMsWcgqD_3w7Ek2QZsdQoN_W9Md-eDKtrZvPK4w8DgSgMuytvrnYfY5Ki1FUad3rYBE5Lc7Ul4BvPTdcw4TBTL6aotv2Yc0Ap19L6PEWPzR2UigJHxuIMNbjtc9OIY_o6aTCSu00UoVS0cA1dpL-0x9NjFP09pus-zGhojHyn--73nxKU4lHCfD9yAwnGSpCny5aBjtIJRYPxBd7xM5jSeQrE8coFuFwPmpEDKiUN4PjfEw8cdg&owa=outlook.office.com
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Hello Professor, 

 

good morning, please kindly find below an attached first draft that includes the introduction and a 

part of the literature review. I would also love to know if i have the right literature themes. 

 

I was wondering if it will be possible for you to give me an appointment to meet on Wednesday for 

us on to discuss on what i have done so far in other for me to complete the work up to research 

methodology by the end of the week.  

 

Regards, 

 

Nwankpa Kelechi Anita 

Ann Masterson <ann.masterson@dbs.ie> 

  

  

| 

Tue 7/2, 8:04 AM 

 

First Draft Am feedback.docx 

36 KB 
 

Download  

Save to OneDrive - Dublin Business School (DBS) 

Hi Nwankpa Kelechi Anita, 

 

Please find attached my comments within your original document. You have quite a bit to consider. 

 

I can  meet you tomorrow at 1pm in CH repeption for our next meeting. Please bring an outline of 

your proposed methodology chapter and any quesitonnaires you may be considering using. 

 

Best regards, 

Ann 

https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEMAAAgq19E0VtiTacAMpyYuXPtAACzhDulAAABEgAQAJH55r5EDoFLgMd%2B1Duaswg%3D&X-OWA-CANARY=EXwlfjIJgEa-_nlrZEqhU8DBXatCKdcYQqgM750soPBDCwn1XyWBJMjgESgAZfZfk-ph_Z6Eb8A.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..U4_hcBsYats_D2KgGc0CZ36nRfVKeklUZjKgcKIfEeWQ7mMgb2i_ot2oRUGaJer6mGnI-Do2lWpI7HbtwLzsmaR9h9NZWIUKi3ixMsWcgqD_3w7Ek2QZsdQoN_W9Md-eDKtrZvPK4w8DgSgMuytvrnYfY5Ki1FUad3rYBE5Lc7Ul4BvPTdcw4TBTL6aotv2Yc0Ap19L6PEWPzR2UigJHxuIMNbjtc9OIY_o6aTCSu00UoVS0cA1dpL-0x9NjFP09pus-zGhojHyn--73nxKU4lHCfD9yAwnGSpCny5aBjtIJRYPxBd7xM5jSeQrE8coFuFwPmpEDKiUN4PjfEw8cdg&owa=outlook.office.com
https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEMAAAgq19E0VtiTacAMpyYuXPtAACzhDulAAABEgAQAJH55r5EDoFLgMd%2B1Duaswg%3D&X-OWA-CANARY=EXwlfjIJgEa-_nlrZEqhU8DBXatCKdcYQqgM750soPBDCwn1XyWBJMjgESgAZfZfk-ph_Z6Eb8A.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..U4_hcBsYats_D2KgGc0CZ36nRfVKeklUZjKgcKIfEeWQ7mMgb2i_ot2oRUGaJer6mGnI-Do2lWpI7HbtwLzsmaR9h9NZWIUKi3ixMsWcgqD_3w7Ek2QZsdQoN_W9Md-eDKtrZvPK4w8DgSgMuytvrnYfY5Ki1FUad3rYBE5Lc7Ul4BvPTdcw4TBTL6aotv2Yc0Ap19L6PEWPzR2UigJHxuIMNbjtc9OIY_o6aTCSu00UoVS0cA1dpL-0x9NjFP09pus-zGhojHyn--73nxKU4lHCfD9yAwnGSpCny5aBjtIJRYPxBd7xM5jSeQrE8coFuFwPmpEDKiUN4PjfEw8cdg&owa=outlook.office.com
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Ann Masterson <ann.masterson@dbs.ie> 

  

  
| 
Wed 7/3, 1:07 PM 

Hi, 

 

I'm waiting in CH reception for you?  
 

Kelechi Nwankpa 

  

  

| 

Wed 7/10, 3:41 PM 

 

Second draft.docx 

238 KB 
 

Download  

Save to OneDrive - Dublin Business School (DBS) 

Good afternoon Professor, 
 
Please kindly find below my attached corrections and addition of my methodology and 
proposed questionaire. 
 
Kind Regards, 
 
Kelechi Nwankpa 
 

Ann Masterson <ann.masterson@dbs.ie> 

  

  

| 

Thu 7/11, 12:26 PM 
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Second draft feedbacl Am.docx 

243 KB 
 

Download  

Save to OneDrive - Dublin Business School (DBS) 

Hi Kelechi, 

 

Please find attached my feedback within the attached. 

 

Best regards, 

Ann 

 

Kelechi Nwankpa 

  

  
| 
Thu 7/11, 3:11 PM 

Goodafternoon, 

I have gone through the corrections.I added the questionnaire on the body because you 
asked me to come with you in the last meeting we had. 

Have i improved on the literature review and introduction working on the correction you 
requested? Is it objective enough? 

For the questionaire i didnt use questionaire design process but Ms word. I would really 
appreciate it if you could guild me through on how to properly structure my questions. 

I will send another draft, but can you please make out time to help me structure my 
questionaire? 

Thank you so much ma 

Kelechi. 
 

Ann Masterson <ann.masterson@dbs.ie> 

  

  
| 
Fri 7/12, 10:18 AM 

HI Kelechi, 
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Once I give feedback on a draft, unfortunately I am not permitted to comment on re--

drafts. 

 

Regarding your questionnaire design; you should refer to a research methods textbook 

(Eg; Domegan and Fleming) who detail a questionnaire design process and you should 

fgollow this. Essentially you will need to structure your questionnaire under each of your 

research questions/objectives to ensure you are asking the appropriate questions. You 

will also need to consider the potential use of the likert scale etc. 

 

Best regards, 

Ann 
 

Kelechi Nwankpa 

 

  

  

Reply all| 

Fri 7/12, 11:57 AM 

Ann Masterson <ann.masterson@dbs.ie>  

Sent Items 

Ok, Thank you so much 

Get Outlook for Android 

 

Kelechi Nwankpa 

  

  

| 

Thu 7/18, 3:30 PM 

 

Questionnaire.docx 

20 KB 
 

Download  

https://aka.ms/ghei36
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Save to OneDrive - Dublin Business School (DBS) 

Good afternoon Professor,  
 
please kindly find attached below my designed proposed questionnaire for the dissertation. 
 
I would like to know if i will be needing any form of document or approval from you or the 
school before i travel to commence the fieldwork by administering the questionnaires to the 
respondents.  
 
Kindly give me the permission to go ahead with the questionnaire or if it needs any 
further  adjustments or modification. 
 
Kind regards, 
 
Kelechi Nwankpa 
 

Proposed questionaire 

 2  

KN 

Kelechi Nwankpa 

 

  

  

Reply all| 

Mon 7/22, 10:50 AM 

Ann Masterson <ann.masterson@dbs.ie> 

Sent Items 

Ok,thank you so much ma. 

Do have a great week. 

Get Outlook for Android 

AM 

https://aka.ms/ghei36
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Ann Masterson <ann.masterson@dbs.ie> 

  

  

| 

Mon 7/22, 10:49 AM 

Once you have taken  my initial feedback  into consideration , you can consider it 

approved. 

KN 

Kelechi Nwankpa 

  

  

| 

Mon 7/22, 10:32 AM 

 

Questionnaire.docx 

23 KB 
 

Download  

Save to OneDrive - Dublin Business School (DBS) 

Goodmorning, 
 
Kindly find below the attached questionnaire. I have worked on the corrections and remark 
you gave. I want to find out if its ok for me to go out and administer them now. The 
dissertation guide book says you will have to sign off on it first before i can proceed. 
 
Kind Regards, 
 
Nwankpa Kelechi 

KN 

Kelechi Nwankpa 

  

https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEJAAAgq19E0VtiTacAMpyYuXPtAADACjB%2FAAABEgAQAAkdMWQJc29CqJWdWvpR6qk%3D&X-OWA-CANARY=RCR7nPfqQkS-ieuuxTMqKJDr3OdCKdcY4Lg5mkxVcow_EhxKPrQmDQjZNp3eALuG_H0SkNARjCM.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..U4_hcBsYats_D2KgGc0CZ36nRfVKeklUZjKgcKIfEeWQ7mMgb2i_ot2oRUGaJer6mGnI-Do2lWpI7HbtwLzsmaR9h9NZWIUKi3ixMsWcgqD_3w7Ek2QZsdQoN_W9Md-eDKtrZvPK4w8DgSgMuytvrnYfY5Ki1FUad3rYBE5Lc7Ul4BvPTdcw4TBTL6aotv2Yc0Ap19L6PEWPzR2UigJHxuIMNbjtc9OIY_o6aTCSu00UoVS0cA1dpL-0x9NjFP09pus-zGhojHyn--73nxKU4lHCfD9yAwnGSpCny5aBjtIJRYPxBd7xM5jSeQrE8coFuFwPmpEDKiUN4PjfEw8cdg&owa=outlook.office.com
https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEJAAAgq19E0VtiTacAMpyYuXPtAADACjB%2FAAABEgAQAAkdMWQJc29CqJWdWvpR6qk%3D&X-OWA-CANARY=RCR7nPfqQkS-ieuuxTMqKJDr3OdCKdcY4Lg5mkxVcow_EhxKPrQmDQjZNp3eALuG_H0SkNARjCM.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..U4_hcBsYats_D2KgGc0CZ36nRfVKeklUZjKgcKIfEeWQ7mMgb2i_ot2oRUGaJer6mGnI-Do2lWpI7HbtwLzsmaR9h9NZWIUKi3ixMsWcgqD_3w7Ek2QZsdQoN_W9Md-eDKtrZvPK4w8DgSgMuytvrnYfY5Ki1FUad3rYBE5Lc7Ul4BvPTdcw4TBTL6aotv2Yc0Ap19L6PEWPzR2UigJHxuIMNbjtc9OIY_o6aTCSu00UoVS0cA1dpL-0x9NjFP09pus-zGhojHyn--73nxKU4lHCfD9yAwnGSpCny5aBjtIJRYPxBd7xM5jSeQrE8coFuFwPmpEDKiUN4PjfEw8cdg&owa=outlook.office.com
https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEJAAAgq19E0VtiTacAMpyYuXPtAADACjB%2FAAABEgAQAAkdMWQJc29CqJWdWvpR6qk%3D&X-OWA-CANARY=RCR7nPfqQkS-ieuuxTMqKJDr3OdCKdcY4Lg5mkxVcow_EhxKPrQmDQjZNp3eALuG_H0SkNARjCM.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..U4_hcBsYats_D2KgGc0CZ36nRfVKeklUZjKgcKIfEeWQ7mMgb2i_ot2oRUGaJer6mGnI-Do2lWpI7HbtwLzsmaR9h9NZWIUKi3ixMsWcgqD_3w7Ek2QZsdQoN_W9Md-eDKtrZvPK4w8DgSgMuytvrnYfY5Ki1FUad3rYBE5Lc7Ul4BvPTdcw4TBTL6aotv2Yc0Ap19L6PEWPzR2UigJHxuIMNbjtc9OIY_o6aTCSu00UoVS0cA1dpL-0x9NjFP09pus-zGhojHyn--73nxKU4lHCfD9yAwnGSpCny5aBjtIJRYPxBd7xM5jSeQrE8coFuFwPmpEDKiUN4PjfEw8cdg&owa=outlook.office.com
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| 

Fri 7/19, 2:28 PM 

Ok.Will work on it now. 

Thank you so much 

Get Outlook for Android 

AM 

Ann Masterson <ann.masterson@dbs.ie> 

  

  

| 

Fri 7/19, 2:10 PM 

Received, thank you. 

Do you believe you will have the appropriate depth of answers to provide for a 

meaningful analysis? 

Will your respondents understand what CSR means? How are you defining it for the 

purpose of you research?  

 

Do not use negative statements when using a likert scale, reframe it as positive to lessen 

the chance of respondent error.  

 

Finally, I suggest piloting the questionnaire first to iron out any potential confusion or 

grammatical errors.  

 

Best regards,  

Ann 

 

Kelechi Nwankpa 

  

https://aka.ms/ghei36
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| 

Fri 7/19, 2:28 PM 

Ok.Will work on it now. 

Thank you so much 

Get Outlook for Android 

 

Kelechi Nwankpa 

  

  

| 

Mon 7/22, 10:32 AM 

 

Questionnaire.docx 

23 KB 
 

Download  

Save to OneDrive - Dublin Business School (DBS) 

Goodmorning, 
 
Kindly find below the attached questionnaire. I have worked on the corrections and remark 
you gave. I want to find out if its ok for me to go out and administer them now. The 
dissertation guide book says you will have to sign off on it first before i can proceed. 
 
Kind Regards, 
 
Nwankpa Kelechi 
 

Proposed questionaire 

 2  

KN 

Kelechi Nwankpa 

https://aka.ms/ghei36
https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEJAAAgq19E0VtiTacAMpyYuXPtAADACjB%2FAAABEgAQAAkdMWQJc29CqJWdWvpR6qk%3D&X-OWA-CANARY=RCR7nPfqQkS-ieuuxTMqKJDr3OdCKdcY4Lg5mkxVcow_EhxKPrQmDQjZNp3eALuG_H0SkNARjCM.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..U4_hcBsYats_D2KgGc0CZ36nRfVKeklUZjKgcKIfEeWQ7mMgb2i_ot2oRUGaJer6mGnI-Do2lWpI7HbtwLzsmaR9h9NZWIUKi3ixMsWcgqD_3w7Ek2QZsdQoN_W9Md-eDKtrZvPK4w8DgSgMuytvrnYfY5Ki1FUad3rYBE5Lc7Ul4BvPTdcw4TBTL6aotv2Yc0Ap19L6PEWPzR2UigJHxuIMNbjtc9OIY_o6aTCSu00UoVS0cA1dpL-0x9NjFP09pus-zGhojHyn--73nxKU4lHCfD9yAwnGSpCny5aBjtIJRYPxBd7xM5jSeQrE8coFuFwPmpEDKiUN4PjfEw8cdg&owa=outlook.office.com
https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEJAAAgq19E0VtiTacAMpyYuXPtAADACjB%2FAAABEgAQAAkdMWQJc29CqJWdWvpR6qk%3D&X-OWA-CANARY=RCR7nPfqQkS-ieuuxTMqKJDr3OdCKdcY4Lg5mkxVcow_EhxKPrQmDQjZNp3eALuG_H0SkNARjCM.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..U4_hcBsYats_D2KgGc0CZ36nRfVKeklUZjKgcKIfEeWQ7mMgb2i_ot2oRUGaJer6mGnI-Do2lWpI7HbtwLzsmaR9h9NZWIUKi3ixMsWcgqD_3w7Ek2QZsdQoN_W9Md-eDKtrZvPK4w8DgSgMuytvrnYfY5Ki1FUad3rYBE5Lc7Ul4BvPTdcw4TBTL6aotv2Yc0Ap19L6PEWPzR2UigJHxuIMNbjtc9OIY_o6aTCSu00UoVS0cA1dpL-0x9NjFP09pus-zGhojHyn--73nxKU4lHCfD9yAwnGSpCny5aBjtIJRYPxBd7xM5jSeQrE8coFuFwPmpEDKiUN4PjfEw8cdg&owa=outlook.office.com
https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEJAAAgq19E0VtiTacAMpyYuXPtAADACjB%2FAAABEgAQAAkdMWQJc29CqJWdWvpR6qk%3D&X-OWA-CANARY=RCR7nPfqQkS-ieuuxTMqKJDr3OdCKdcY4Lg5mkxVcow_EhxKPrQmDQjZNp3eALuG_H0SkNARjCM.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..U4_hcBsYats_D2KgGc0CZ36nRfVKeklUZjKgcKIfEeWQ7mMgb2i_ot2oRUGaJer6mGnI-Do2lWpI7HbtwLzsmaR9h9NZWIUKi3ixMsWcgqD_3w7Ek2QZsdQoN_W9Md-eDKtrZvPK4w8DgSgMuytvrnYfY5Ki1FUad3rYBE5Lc7Ul4BvPTdcw4TBTL6aotv2Yc0Ap19L6PEWPzR2UigJHxuIMNbjtc9OIY_o6aTCSu00UoVS0cA1dpL-0x9NjFP09pus-zGhojHyn--73nxKU4lHCfD9yAwnGSpCny5aBjtIJRYPxBd7xM5jSeQrE8coFuFwPmpEDKiUN4PjfEw8cdg&owa=outlook.office.com
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Reply all| 

Mon 7/22, 10:50 AM 

Ann Masterson <ann.masterson@dbs.ie> 

Sent Items 

Ok,thank you so much ma. 

Do have a great week. 

Get Outlook for Android 

AM 

Ann Masterson <ann.masterson@dbs.ie> 

  

  

| 

Mon 7/22, 10:49 AM 

Once you have taken  my initial feedback  into consideration , you can consider it 

approved. 

Leave Re: Research Report Draft 

AM 

Ann Masterson <ann.masterson@dbs.ie> 

 

  

  

Reply all| 
Tue 8/6, 9:35 PM 

Kelechi Nwankpa  

https://aka.ms/ghei36
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Inbox 

Thank you for your email. I am currently out of the office until 

Monday August 11th and will not have access to my email account. 

 

If your query relates to course content or examinations, please see moodle 

for details. 

 

Should your query be urgent, please contact DBS reception on 01 4177500 who 

will assist in re-directing your query. 

 

For all other contacts, I will endeavor to reply to you upon my return to 

the office. 

 

Best regards, 

Ann 

 

 

 

 

-- 

*Ann Masterson* 

*Senior Lecturer* 

*Programme Director* 

*Dublin Business School* 

*Castle House* 

*South Great Georges Street* 

*Dublin 2* 

 

*(01) 4177500* 

*ann.masterson@dbs.ie <ann.masterson@dbs.ie>* 

 

Kelechi Nwankpa 

  

  

| 

Tue 8/6, 9:34 PM 

 

Thesis Draft.docx 

513 KB 
 

Download  

Save to OneDrive - Dublin Business School (DBS) 

https://attachments.office.net/owa/10509125%40mydbs.ie/service.svc/s/GetFileAttachment?id=AAMkAGJhNGU0YWMxLTczMGItNGUxNi05M2ZjLTdlZTkzYjZmMmM0NgBGAAAAAACC1%2B3U5YX1Tqe7dFQTLplBBwAgq19E0VtiTacAMpyYuXPtAAAAAAEJAAAgq19E0VtiTacAMpyYuXPtAADK0yY9AAABEgAQAO4%2FyWGvIYNGvHb75e2dS2g%3D&X-OWA-CANARY=2-17Xrms10CwkBWKN-jEnnCPLF5DKdcY4Gezu0x5vykXXPv1OYN9ye7M7Jn4SU0zDTJQQgR_Ftg.&token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjA2MDBGOUY2NzQ2MjA3MzdFNzM0MDRFMjg3QzQ1QTgxOENCN0NFQjgiLCJ4NXQiOiJCZ0Q1OW5SaUJ6Zm5OQVRpaDhSYWdZeTN6cmciLCJ0eXAiOiJKV1QifQ..IXtT_8E95fQFfqPxgdXJlNoQ0CqEjtJ-RPyH6-cRw10iRiF4gNwdAse7uqMyedygzHsPxCPHFmCtITvfsFV0w5JEDnS1u829RScXAkjl6ZAgIsZ_PXS_kwF1i58GtAOjq1FOqTObD8oJ9YZZCrlyFLf4JKzzvj__p3lF79n4ZKJgSbEUizyqA70Uud2HfuRd1vADfBQzbL90ra1wcHYNGclCrQwnwzNPhloTeuNnsjyJ9L2KtmR18sP8NNV8CvAWCGzPHyrLOGiw5jP5THhAdkKpFgtM4H-pD5DTiISmdQRIOujDaIX15JCjKyWpDxjTMHjnbeVI6-97h6PxlczR2Q&owa=outlook.office.com
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Hello Professor, 
 
please kindly find below my attached research report. I would also love to find out if its 
possible to physically meet with you. 
 
Kind regards, 
Kelechi Nwankpa 
 

Ann Masterson <ann.masterson@dbs.ie> 

  

  
| 
Mon 8/12, 8:57 AM 

Hi Kelechi, 

 

I have an appointment available tomorrow, Tuesday 13th at 1pm in CH reception. Please 

confirm. 

 

Best wishes 

Ann 
 

Kelechi Nwankpa 

  

  

| 

Mon 8/12, 9:02 AM 

Goodmorning Professor, 

Please ma i wont be available from 13th till 17th as a result of medical appointment. Can i 

please meet with you today? Or 8am tomorrow 

I can come anytime please. 

Get Outlook for Android 

 

Research Report Draft 

 1  

AM 

Ann Masterson <ann.masterson@dbs.ie> 

https://aka.ms/ghei36
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| 

Tue 8/13, 12:00 PM 

U)dated with comments included on google docs 

AM 

Ann Masterson <ann.masterson@dbs.ie> 

  

  

| 

Mon 8/12, 11:04 AM 

OK, see you then at the CH reception.  

KN 

Kelechi Nwankpa 

  

  

| 

Mon 8/12, 11:02 AM 

I would be available for the 1 PM appointment tomorrow. 

Get Outlook for Android 

KN 

Kelechi Nwankpa 

  

  

| 

Mon 8/12, 10:51 AM 

Not really ma. I just wanted your feedback on it. 

Get Outlook for Android 

https://aka.ms/ghei36
https://aka.ms/ghei36
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AM 

Ann Masterson <ann.masterson@dbs.ie> 

  

  

| 

Mon 8/12, 10:49 AM 

That's a huge piece of work that cannot normally be done in advance of the final 

submission. Is there anything specific you would like me to answer?  

KN 

Kelechi Nwankpa 

  

  

| 

Mon 8/12, 9:29 AM 

I wanted feedback on what I submitted if it's ok for final submission and if I did the right thing 

if the research question and objective were answered. 

Thank you so much 

Get Outlook for Android 

AM 

Ann Masterson <ann.masterson@dbs.ie> 

  

  

| 

Mon 8/12, 9:24 AM 

Sorry Kelechi, I am not in the office today and I'm not available at 8 am tomorrow. Do 

you have any specific questions that I could address via email? 

 

Best regards,  

Ann 

https://aka.ms/ghei36
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Kelechi Nwankpa 

  

  

| 

Mon 8/12, 10:51 AM 

Not really ma. I just wanted your feedback on it. 

Get Outlook for Android 

 

Kelechi Nwankpa 

  

  

| 

Mon 8/12, 11:02 AM 

I would be available for the 1 PM appointment tomorrow. 

Get Outlook for Android 

 

Research Report Draft 

 1  

AM 

Ann Masterson <ann.masterson@dbs.ie> 

  

  
| 
Tue 8/13, 12:00 PM 

U)dated with comments included on google docs 

AM 

Ann Masterson <ann.masterson@dbs.ie> 

  

  
| 
Mon 8/12, 11:04 AM 

https://aka.ms/ghei36
https://aka.ms/ghei36
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OK, see you then at the CH reception.  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Kelechi Nwankpa 
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Reply all| 

Tue 8/6, 9:34 PM 

Ann Masterson <ann.masterson@dbs.ie>  

 

Thesis Draft.docx 

513 KB 
 

Download  

Save to OneDrive - Dublin Business School (DBS) 

Hello Professor, 
 
please kindly find below my attached research report. I would also love to find out if it's 
possible to physically meet with you. 
 
Kind regards, 
Kelechi Nwankpa 
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