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Foreword

Essays from a Marketing PhD is a product of many months of
reading and writing academic material during the first year of my PhD. The
first few weeks of the programme I came to the realisation that this journey I
had embarked on was going to essentially change my life forever. I quickly
came to appreciate the fact that in comparison with my previous MPhil
degree, the PhD in Marketing is something totally different and quite
intriguing. Nothing ever really prepares you for the overall PhD experience.
But, it helps to have a strong will and zeal to achieve, in order to prevail and
successfully pull through. Being part of the pioneer batch of PhD students in
the University of Ghana to undergo one year of PhD course work, there was
vast potential and a unique opportunity to do a lot of leading through reading
and reviewing peer reviewed articles, as well as writing a series of conceptual
and empirical manuscripts.

This book being the first edition of its kind is a compilation of a
number of the manuscripts produced within this period. They range from
topics in International Marketing Management, Marketing perspectives on
CSR, to Marketing Theory and Philosophy of Science. A PhD, apart from
granting one the right to call themselves ‘Doctor’, is also a true test of
endurance, which provides one with skills and knowledge that last for a life
time. No matter how difficult the PhD is perceived to be, whatever outcome
awaits at the end of the journey makes it all worthwhile. I have thus far
learned so many amazing things about academia and about myself; and these I
will not trade for anything in the world.

Sincerest thanks to my loving husband for all his support, and for
providing a helping hand wherever needed. I also want to thank Prof. Yaa
Ntiamoa-Baidu and Dr. Bedman Narteh for all the advice and inspiration
given to me during my first year.

“The sky is not my limit...I am.”
- T.F. Hodge
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C H A P T E R 1

Application of the 4Ps in Emerging

Markets

merging markets have in recent times become a great source of interest
for companies due to the unique value that they have to offer. In spite
of this, marketing products or services in emerging markets can pose a

distinct set of challenges, apart from being a source of great opportunity that
firms need to consider in order to succeed. Results can be obtained by
employing a combination of the marketing mix variables over which the
marketer has direct control. The 4P classification of the marketing mix,
remains the most cited and the most often used classification of the marketing
mix. However, the applicability and suitability of the 4Ps for implementation
in emerging markets still remains a source of debate. The paper, based on
previous literature, presents an account of the marketing mix (4Ps) and its
application in emerging markets, as well as a discussion on whether or not
they can be applied in emerging markets.

Two main schools of thought have emerged in an attempt to explain
how applicable the marketing mix is in the context of emerging markets. One
school believes that the 4Ps is not applicable in emerging markets, while a
second school of thought believes that the marketing mix is indeed applicable
in emerging markets subject to contextual adaptations. The paper adopts the
latter view and calls for an investigation into the application of the 4Ps
marketing mix among customers in emerging markets, incorporating four
key considerations: access, affordability, availability and awareness. Likewise,
the paper suggests that the nature of marketing strategy formulation of

E
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different types of organizations for emerging markets can be better
understood by investigating the level of economic development, economic
growth, as well as the market governance pertaining within the particular
emerging market.

INTRODUCTION

In recent times, innovative companies have developed immense interest in
emerging markets and the unique value that they have to offer. They are keen
to shoulder the burden of serving these markets that were hitherto ignored,
because of their growth potential through investment and resource
opportunities (Sakarya, Eckman & Hyllegard, 2007). An emerging market is
one that is in transition in terms of its size, level of economic activity, and
sophistication, thereby presenting a generous amount of growth opportunity
for firms who wish to operate in such contexts (Arnold & Quelch, 1998). As a
result, firms the world over are being encouraged to actively pursue the
opportunities for strategic success, that are inherent in these emerging
markets (Cherain et al., 2010). The marketing mix, on the other hand, refers
to a set of tools used by a firm, to pursue their marketing objectives with a
particular target market. The most universally accepted version of the
marketing mix is the 4Ps model, which consists of four strategic decision
variables, namely product, price, place and promotion, which the firm
controls in order to create, communicate and deliver value to their
customers. The 4Ps model has been criticized for being void of theoretical
content and failing to consider the distinctive elements of services marketing,
among other strands of marketing (Möller, 2006). But apart from these
limitations, the 4Ps of marketing are still widely considered, and used as the
general marketing model throughout the world (Grönroos, 1990).

Marketing products or services in emerging markets can serve as a
source of great opportunity. But apart from being a hub of prospects,
emerging markets also portray a distinct set of environmental features and
challenges, which firms from more developed economies have to surmount in
order to excel in marketing their products and services. One of such
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challenges is the choice and implementation of a suitable marketing strategy
that will enable the firm to maintain its competitive position in relation to
other rival firms (Yip, 2003). Success or otherwise in any given market can
usually not be attributed to any single element of the marketing mix. Rather,
results can only be derived from a combination of the marketing mix
variables over which the marketer has control. Hence, various combinations
of the marketing mix can and have been used by firms in different contexts,
for the purposes of generating and sustaining a differential advantage over
their competition (Gajić, 2012).

Despite the prolonged use and application of the mix in emerging
markets, scholars still remain at a quandary with regard to the applicability
and suitability of the traditional marketing mix in emerging markets (Appiah-
Adu, 1998). For this reason, the purpose of this paper is to explore the
applicability of the traditional marketing mix (product, price, place and
promotion) in emerging markets. The outline of the paper is as follows: The
first section covered the introduction of the paper. Section two shows a brief
background on the marketing mix. This is followed by an exposé on emerging
markets and their implications for marketing. Section three outlines how the
marketing mix has been applied in emerging markets, while the conclusion is
presented as the ultimate section of the paper.

THE MARKETING MIX

Borden (1964) described the business executive as a mixer of ingredients, who
is constantly engaged in creatively fabricating a mix of marketing procedures
and policies, in an effort to build a profitable enterprise. The 4P
conceptualization of the marketing mix was first popularized by Jerome
McCarthy in 1960, through a book titled ‘Basic Marketing: A Managerial
Approach’, in 1960. The text postulated product, price, promotion, and place as
the major decision elements in marketing, which was a reduction from the
previous 12 element marketing mix opined by Neil Borden, also in 1960.
According to Borden (1964) the 12 element marketing mix comprised the
components of product planning, pricing, branding, channels of distribution,
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personal selling, advertising, promotions, packaging, display, servicing,
physical handling, as well as fact-finding and analysis. However, the customer
seemed to have been lost amidst the multitude of elements that had been
proposed. Hence, McCarthy (1960) offered a more manageable and adaptive
marketing mix, which he called the ‘4Ps’, as a means of placing the customer at
the centre of effective marketing management. By adopting this conception of
the marketing mix, firms sought to provide ‘products’ that were desired by
customers at an acceptable ‘price’, using ‘promotion’ channels to highlight the
advantages they offer over the competition, and making them available at a
‘place’ where customers could easily access them. This made the marketing
mix relatively more manageable for marketing practitioners, and at the same
time also made it more memorable (Anderson & Taylor, 1995).

Since then, other historical and contemporary conceptualizations of
the marketing mix have emerged from various authors (Kotler, 1967; Booms
& Bitner, 1981; Bruner, 1989). Some of these researchers suggested the
introduction of additional Ps into the marketing mix on the basis of their
research findings (Johnson, 1986 and Kotler, 1986), while others proposed
either a modification or a complete replacement of the Ps with other
elements, which best suited the intricate nature of the marketing concept
(Bennett, 1997 and Constantinides, 2002). But comparatively, all of them
failed to gain traction, thereby bringing researchers back to the traditional 4P
classification of the marketing mix; which according to Van Waterschoot &
Van den Bulte (1992) has become the most cited and the most often used
classification of the marketing mix.

Nonetheless, researchers like Schultz (2001) and Grönroos (1994)
have criticised the 4Ps model for it’s over simplistic and passive nature with
regard to customers, and for viewing them as mere actors, being manipulated
by a business puppeteer. It does not allow for interaction and cannot capture
relationships, or the experiences that consumers buy (Möller, 2006).
Furthermore, the model does not capture the human factor in the overall
marketing strategy, and engenders a lack of two way communication between
the firm and its customers (Constantinides, 2006). It also remains silent about
the interactions between the individual marketing mix variables (Baker,
1995). Coming from this background, it has been argued that after over 50
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years, it is time to let go of the 4Ps since it has not kept up with the changes
that have been witnessed over the years in marketing thought and practice
(Yudelson, 1999). However, it is apparent that no satisfactory replacement has
been found yet. As a result, marketers have the chance to make the most out
of the product, price, promotion and place elements for marketing strategy in
the meantime, until a suitable replacement is found. Till then the number of
opportunities available to marketers with regard to the traditional 4P
marketing mix remains infinite (McCarthy, 1964).

EMERGING MARKETS AND THEIR IMPLICATIONS

Emerging markets are among the fastest growing targets for investment and
business opportunities by businesses (Welsh, Alon, & Falbe, 2006). Almost
four-fifths of the six billion people in the world live in emerging markets, and
include some potentially large markets like India, Brazil and Mexico which
offer long term growth opportunities that firms can explore (Haley & Haley,
2006). Although there is no clear consensus on the definition of the term
‘emerging markets’ (Sakarya et al., 2007), Czinkota & Ronkainen (1997)
determined three main indicators that can be used to explain the nature of an
emerging market; namely the level of economic development, economic
growth and market governance.

Level of Economic Development

The level of economic development, as a criterion for differentiating
emerging markets, parallels those of global bodies including the World Bank
and the United Nations, who use terms like Less Developed Countries
(LDC’s) and Developing Countries (Welsh et al., 2006), when making
reference to them.  The level of economic development is normally measured
in terms of Gross Domestic Product (GDP) per capita, which is related to the
wealth of the population, the number of middle class, as well as the level of
industrial and service sector development (Alon & McKee, 1999). Czinkota &
Ronkainen (1997) identified that only about 15% of the world’s population
reside in developed market economies. Hence, when considering emerging
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markets, it is pertinent for firms to adjust GDP per capita to purchasing
power, in order to gauge income in relation to the cost of living.

Economic Growth

Furthermore, the level of economic growth is one of the most vital factors to
consider in international market expansion (Alon & McKee, 1999). It is
usually measured in terms of the country’s GDP growth rate. Most of the
countries referred to as emerging markets have enjoyed GDP growth rates
exceeding 5%, with some markets displaying double-digit growth rates
(Czinkota & Ronkainen, 1997). In scrutinising the GDP growth of an
emerging market, firms must compare it with the growth of the population,
because countries where population growth rates exceed GDP growth rates,
are most likely to experience a drop in standard of living over time (Welsh et
al., 2006).

Market Governance

Market governance is the third indicator that explains emerging markets. It
comprises the level of free market activity, government control of key
resources, stability of the market system and the regulatory environment
(Welsh et al., 2006). International investors mostly tend to look out for
political and economic risks that come about as a result of the reorganization
of economic and political units in emerging marketplaces (Czinkota &
Ronkainen, 1997). This affects a large number of country risk factors like
government regulation, political stability, ownership restrictions, control of
capital flows and import restrictions, which play a strategic role in the
manner in which international investors appraise a potential foreign market
(Alon & McKee, 1999).

Conversely, Hoskisson et al. (2000) defined emerging markets are
low-income, rapid-growth countries who use economic liberalization as their
primary engine of growth. Meyer & Tran (2006) refer to them as economies
with high growth or growth potential, but without the sophistication of the
institutional framework seen in Western Europe and North America. At the
same time, Haley & Haley (2006) define emerging markets as those in low and
middle-income countries in which most people have lower standards of
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living, with access to fewer goods and services than most people in high
income countries do. The prime appeal of emerging markets is their high
economic growth and the commensurate expectation of rapidly increasing
demand for consumer goods (Meyer & Tran, 2006). The sheer number of
people with a low income in these markets makes even the least developed
parts of the world quite attractive to businesses.

Nevertheless, emerging markets pose unique challenges to
marketers, due to their less sophisticated institutional environment and the
weak resource endowments of local firms (Estrin & Meyer, 2004).  They
include highly volatile economies, which can be attributed to frequent
changes in institutions, industry structure and the macro-economy.
Additionally, they often lack essential human, financial, and other capital
resources, with a relatively cheap and abundant unskilled labour force (Choi et
al., 1999; Meyer & Estrin, 2001). In emerging markets, there is often a lack of
demand for products that appeal to more sophisticated and affluent
consumers (Manrai et al., 2001). Moreover, several industries are highly
fragmented, as many small firms compete for a share of the market. This
coupled with the entry of foreign investors could cause rapid changes in the
market structure, and add to the existing uncertainty in the market place
(Meyer & Tran, 2006). In view of these challenges, businesses may have to
create diverse marketing strategies and business models that will be applicable
to both the few wealthy customers in these areas, along with the mass market
(Prahalad & Stuart, 2002).

THE MARKETING MIX (4PS) IN EMERGING MARKETS

Emerging markets play a key role in the future growth of the world economy,
by virtue of their tremendous growth opportunities for firms from developed
countries like the USA (Xie & Boggs, 2006). There has been continuous
debate regarding the applicability of the marketing mix in emerging markets
(Appiah-Adu, 1998), which has led to the emergence of two main schools of
thought in an attempt to explain how applicable the marketing mix concept
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will be in the context of emerging markets. On one hand, one school believes
that the marketing mix is not applicable in emerging markets. This is because
in their view the philosophies and practices of marketing are largely based on
the tenets of Western markets where the supply of goods and services are
much greater than the demand for them. As such, this makes the marketing
mix essentially a tool for use in developed economies, where products and
services need to be marketed (Appiah-Adu, 1998). However, many emerging
markets are characterized by situations where the demand for goods and
services far outweigh their supply. More attention is therefore paid to the
activities of manufacturing and delivery of goods and services, rather than
marketing in such environments. Furthermore, emerging markets are
exemplified by high levels of inflation, substandard infrastructure, limited
growth, as well as high political risk (Xie & Boggs, 2006). In such
circumstances, marketing is seen as a pseudo-parasitic activity, which will not
necessarily benefit the general economic development programme of such
economies.

Appiah-Adu (1998) avers that limitations to applying the marketing
mix in emerging markets, can be attributed to the dearth of adequate
marketing know-how and expertise on the part of marketers to enable them
properly apply these 4Ps in their marketing activities (Kaynak & Hudanah,
1987). The educational systems in such countries are traditionally focused on
conventional social science courses, which have produced managers that have
little to no appreciation for the pertinent role of marketing in the firm.
Consequently, Dawar & Chattopadhyay (2002) assert that multinational firms
from developed economies need to adapt to the market conditions in
emerging markets in order to successfully tap into them. Haley & Haley (2006)
in a study of successful Western multinational corporations also identified
that a convergence of management and marketing practices from low, middle
and high income countries contributes considerably to success in emerging
markets. Hence, a second school of thought believes that the marketing mix is
indeed applicable in emerging markets, despite the few limitations identified
above. However, businesses need to modify their strategic marketing
assumptions and integrate ideas and practices from both developed and
emerging markets into their marketing activities, in order to thrive in the
unique circumstances of emerging markets (Haley & Haley, 2006).
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Researchers such as Prahalad (2010), in concurring with this argument, have
opined that the traditional marketing mix is not entirely capable of serving
customers efficiently in emerging markets, as such an innovative modification
of the marketing mix, is required in order for businesses to cope better under
the distinctive conditions in emerging markets. This paper tends to support
the latter view, by endorsing the view that the marketing mix can indeed be
applied in emerging markets, subject to a few modifications. The subsequent
paragraphs will attempt to explain the application of the 4Ps in emerging
markets from this perspective.

Product decisions in emerging markets

Mass markets have the potential to yield large amounts of profits, through
well targeted and indigenously developed products (Dawar & Chattopadhyay,
2002). Research has shown that the product element of the marketing mix
lends itself the most to standardisation (Sorenson & Weichmann, 1975; Hill &
Still, 1984). Products are not very tightly culture-bound, and therefore can be
standardised more easily than the other elements of the marketing mix
(Ozsomer, Bodur, & Cavusgil, 1991), as such product elements like brand
names, physical characteristics, and packaging have been largely standardised
all over the world (Sorenson & Weichmann, 1987).

However, Hill & Still (1984) concluded that this form of
standardisation is mainly possible in emerging markets, with products like
cosmetics and pharmaceuticals. Other products like food and general
consumer products however require some amount of local adaptation in
order to succeed in emerging markets. Prahalad (2012) opines that when it
comes to the product element of the marketing mix in emerging markets,
access should be of prime importance. This is because consumers will usually
turn to the most readily available product, in order to satisfy a need at any
given point in time. This access sometimes takes the form of sachet
marketing, which has become one of the key drivers of product sales in terms
of volume in emerging markets (Singh, Ang, & Sy-Changco, 2009). It
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involves the practice of marketers redesigning, packaging, and selling a
product in a smaller package, made available at an affordable price for
customers at the middle and bottom of the economic pyramid (Sy-Changco et
al., 2011). Those who cannot afford or access large sizes of products, usually
due to lack of affordability, will find the lower priced ‘sachets’ attractive
enough to induce trial and thereby initiate consumption (Singh et al., 2009).
In Ghana, for instance, Nestlé Ghana Ltd. has created ‘sachet’ versions of a
number of its products for Ghanaian customers. These include Milo and
Nescafé (see Figure 1).

Figure 1 Tin and Sachet Versions of Selected Nestlé Products

Additionally, Dawar & Chattopadhyay (2002) identified that consumers in
emerging markets are not generally fond of products that evolve rapidly over
short periods of time, but rather they prefer basic, functional, and long lasting
products for which they can readily obtain parts. For instance, the VW
Beetle remained the largest selling car in Brazil long after it had been phased
out of the more developed markets, due to its readily available and
inexpensive spare parts, as well as its ability to be easily repaired after it had
broken down (Dawar & Chattopadhyay, 2002).
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Pricing decisions in emerging markets

Price in the traditional marketing mix usually takes two main extremes, either
low margin and high volume, or high margin and low volume, with firms
adopting different pricing strategies in between, in order to remain
competitive (Thompson, 2012). Ozsomer et al. (1991) identified that the
pricing element of the marketing mix is quite difficult to standardise across
borders, particularly in emerging markets. This is because firms have diverse
competitors in different markets, and prices in these markets will generally be
affected by duties, transportation costs, raw material availability, and channels
of distribution among other economic factors (Martenson, 1987). As a result
prices tend to be a bit more dissimilar across markets (Sorenson &
Weichmann, 1975).

According to Prahalad (2010), prices need to be determined based on
the purchasing power of local consumers, rather than on international
standards in emerging markets. D’Andrea, Marcotte, & Morrison (2010)
identified that consumers in emerging markets consume more of cheap
products and services and few of the best products. They prefer to purchase
lower-priced products and services that guarantee an acceptable level of
quality, by insisting on paying the exact price of everything and no more
above that (D’Andrea et al., 2010). Thus, pricing strategies that rely more on
thin margins and large volumes are most likely to succeed in emerging
markets, because large volumes can make even the cheapest products
profitable. For example, the Lifebuoy brand of soap, from Unilever, is quite
popular in Africa, because it is low priced and manufactured using low-cost
local ingredients and packaging material (Dawar & Chattopadhyay, 2002).

Alternatively, the quality of products and services can be reduced in
emerging markets. This is because consumers in these markets often cannot
afford the quality of products targeted at the affluent (Karnani, 2007). Hence,
making the products as simple as possible in nature reduces production cost,
thereby making them marketable and affordable to customers in emerging
markets (Prahalad & Stuart, 2002). In effect, when it comes to pricing in
emerging markets, the key word for all firms should be affordability.
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Place decisions in emerging markets

The place element in the marketing mix for emerging markets is
characterized by extensive product visibility and availability for customers
(Parment, 2008). This is because contrary to the highly concentrated
distribution and retail industry in developed markets, the retail industry in
emerging markets is exceedingly fragmented (Dawar & Chattopadhyay, 2002).
The high population density, small homes with little storage space, as well as
the low automobile ownership that characterizes emerging markets, translates
into more consumers buying items locally, in smaller quantities and on a daily
basis. Hence, retail outlets are relatively widespread, with retail store owners
possessing considerable power and influence. The owners of such retail stores
usually  have a relationship with consumers that is based on an understanding
of their needs and buying habits, and reinforced by the retailer extending
credit (Dawar & Chattopadhyay, 2002). Consumers in emerging markets shop
daily and therefore, have up to 365 chances a year to switch between brands
(Dawar & Chattopadhyay, 2002). As a result, firms must continually attempt
to reach consumers, by ensuring an uninterrupted supply of products and
services, in order to build continued trust and brand loyalty among the
customer base. This can be expeditiously done through a good network of
retail stores and their owners.

Lately, developed markets have incorporated more virtual means of
retail and distribution, through mechanized movement and monitoring of
goods and services, and vending machines that replace salespeople.
Nevertheless, emerging markets are still largely typified by labour-intensive
distribution, due to their inexpensive nature in comparison to other
mechanized means (Dawar & Chattopadhyay, 2002). For instance, in certain
emerging markets, instead of launching vending machines for customers’
convenience, some soft drink manufacturing companies have introduced a
pushcart program, in which salespeople dispense their drinks in single-serve
bottles using pushcarts. Evidently, the main aim of firms in these contexts is
to improve availability, in order to sell larger volumes to customers at a lower
price.
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Promotional decisions in emerging markets

The promotional element of the marketing mix involves the use of tools such
as radio, TV and Internet, which provide wide coverage at a reasonable cost
to the firm (Parment, 2008). However, mass media which is quite a popular
promotional tool in developed economies is not necessarily effective in
emerging markets. This is because large sections of the consumer base in
emerging markets, reside in rural areas, in small isolated groups over long
distances, which more often than not have limited access to broadcast media
(Dawar & Chattopadhyay, 2002). Even so, the assortment of languages and
different levels of illiteracy, further muddle the task of communication with
customers in emerging markets (Chikweche & Fletcher, 2012). But, various
firms operating in emerging markets have found unique ways of creating
awareness for and promoting their products. Unilever, for example,
introduced the concept of the video van, which travels from location to
location, screening films in the local language of the area, melded with
advertisements of Unilever products.

Other companies also employ product usage demonstrations in
order to promote the use of their products. This is because in some situations,
the written instructions on the packaging may not be read by consumers, who
may either be illiterate or unable to understand the language (Dawar &
Chattopadhyay, 2002). As a result some firms have innovatively involved
small scale entrepreneurs in the local areas, as well as representatives of the
community in order to help create awareness for their products and promote
sales (Anderson, 2006). For example in Ghana, the OMO door to door
promotion by Unilever Ghana Ltd., is aimed at demonstrating to consumers
in local communities that the new improved OMO can get out all manner of
stubborn stains, and to prove that no other detergent removes stains better
than OMO (Omo Ghana, 2014) (see Figure 3).
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Figure 2 OMO Ghana Door-to-door Campaign

Therefore, researchers like Prahalad (2010) have asserted the need for firms
to shift from the more traditional approach to promotions, and adopt more of
an awareness strategy for marketing their products in emerging markets.
These may include adopting less conventional methods of communication
such as word of mouth and leveraging existing social networks to promote
their products (Barki & Parente, 2010).

In reference to the above discussion, it is evident that the marketing
mix is indeed applicable in emerging markets. However the application of the
4Ps in these emerging markets requires firms operating in them to adopt an
innovative approach to marketing products and services to customers, in
order to achieve superior performance. Table 1 depicts the relationship
between the traditional marketing mix (the 4Ps) and other innovative mixes
that have been conceptualized for use by marketers in emerging markets;
namely the four key marketing considerations for emerging markets by
Prahalad (2012), as well as some emerging market examples of the adaptation
of the marketing mix to suite emerging market contexts.
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Table 1 Marketing Mix for Emerging Markets

MARKETING
MIX (4PS)

EMERGING
MARKET

CONSIDERATIONS
MEANING

EMERGING
MARKET
EXAMPLE

PRODUCT ACCESS
Enabling access suchthat even consumerswith the lowestincomes, in remotelocations are able toget access to theproducts/service tosatisfy their needs.

Sachet
marketing,

Reduced
quality

PRICE AFFORDABILITY Ensuring that theproduct or service isaffordable to allcustomers in themarket.
Thin margins

and large
volumes

PLACE AVAILABILITY
Ensure anuninterrupted supplyof products andservices in order tobuild trust and brandloyalty.

Pushcarts,
Widespread
retail outlets

PROMOTION AWARENESS
Creating anappreciation of theproduct and servicesuch that the BOPconsumers andproducers knowwhat is available andon offer, and how touse it.

Existing social
networks,
Word of
mouth

Source: Adapted from Prahalad (2012) and Anderson & Taylor (1995)
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CONCLUSION

Previous literature has thus far provided ample evidence that emerging
markets are a gold mine for firms, especially those with the necessary capacity
and resources needed to exploit the manifold opportunities contained in
them. But achieving success in emerging markets is not an easy task (Kumar et
al., 2013). There are several examples of firms who have ventured into the
volatile terrain of emerging markets, offering good products, efficient
distribution, as well as affordable pricing and still lost out, notable among
these is Wal-Mart in South Korea, Tesco in Taiwan and Carrefour in Spain,
Belgium, Romania and Turkey (Corstjens & Lal 2012). But in order to be
successful, companies need to come up with tailor-made strategies for
emerging markets that are different from those they use in their home
country, and establish intelligent ways by which to implement them (Khanna,
Palepu & Sinha, 2005). Unless they are able to develop marketing strategies
that appeal to the exclusive needs of these mass markets, the billions of
consumers that they seek in these emerging markets will unfortunately
remain an obscure target.

The marketing mix (4Ps): product, price, place and promotion, by
virtue of its nature, provides an array of opportunities and possibilities for
firms operating in emerging markets. Customers in emerging markets
generally do not adopt specific products or services with a complete
knowledge of the marketing mix elements. They usually look for the
satisfaction that can be gained from benefits which are displayed through
product and service features (Bennett, 1997). Therefore, firms operating in
emerging markets should not just provide products and services for sale to
customers in emerging markets, but rather aim to provide solutions to their
special needs. It should not be all about selling and profit making for the firm,
but also about educating the consumers and learning as a firm to adapt to
their needs (D’Andrea et al., 2010). Consumer behaviour in emerging markets
is framed by low incomes, limited marketing know-how and expertise, as well
as infrastructural variability; making them relatively unreceptive to marketing
programs transferred wholly from developed markets into their context.
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Nonetheless, from the discussion in the paragraphs above, it can be
observed that the 4P marketing mix (McCarthy, 1960) can be conveniently
applied in emerging markets subject to some amount of creative modification
(Prahalad, 2010). This paper therefore calls for an investigation into the
application of the 4Ps marketing mix among customers in emerging markets,
incorporating the proposed emerging market considerations: access,
affordability, availability and awareness (Prahalad, 2012). Furthermore, this
paper suggests that future researchers will better understand the nature of
marketing strategy formulation of different types of organizations for
emerging markets, if they consider the level of economic development,
economic growth, as well as the market governance prevailing within the
specific emerging markets in question.
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C H A P T E R 2

Philosophical Debates in Marketing
and its’ Application to Online

Relationship Marketing1

esearch paradigms form a critical part of research, defining what is to
be studied by a researcher and how it is to be studied. Marketing
researchers have engaged in philosophical debates on paradigms

arguing on which paradigm best fits marketing science. The purpose of this
paper is to discuss the ontological, epistemological and methodological
debates in the field of marketing, and justify the choice of one of the
paradigms to undertake a research on online relationship marketing practices
in the Ghanaian banking sector. The paper reviews five paradigms, namely
interpretivism, positivism, realism, relativism and critical realism, as they
underpin the key debates in marketing.

Concerning relationship marketing, though the debates have
between positivist and interpretive/phenomenology, a conciliatory view,
embracing the strengths of different research methods used in the two
paradigms, have been echoed. The paper makes a case for using critical
realism for a research seeking to describe how Ghanaian banks develop online
relationship marketing practices, and to determine the constituents of these
practices. The paper explains the fit of the paradigm with the research topic
and discusses how the research could be undertaken. The paper concludes
that marketing researchers need to understand the dynamism of marketing
concepts and identify appropriate research problems and questions which can
be adequately addressed within their research paradigms.

1 with Richard Boateng, University of  Ghana Business School, Ghana

R



¬   SHEENA LOVIA BOATENG

30

INTRODUCTION

Social researchers’ perceptions of reality have since the 20th century been
guided by their understanding of the philosophical assumptions towards
human existence, proffered by the specific schools of philosophy to which
they belong (Kuhn, 1970; Guba & Lincoln, 1994). Researchers like Ponterotto
(2005) and Neuman (2011) have asserted the pertinent role that paradigms
play in conducting research, by maintaining that a researcher’s chosen
paradigm inadvertently influences the way they frame and understand given
social phenomena.

A paradigm or worldview is “a basic set of beliefs that guide action”
(Guba, 1990: 17). It is a set of basic assumptions and beliefs that function as a
researcher’s thinking frame, and in essence guide his or her behaviour (Rod,
2009). Kuhn (1970: 175) defined a research paradigm as a set of beliefs, values
and techniques which are shared by members of a given scientific community
that acts as a map, establishing the nature of problems that scientists should
address and the manner of explanations that are suitable to them. Marketing
dialogue has been likened to a metaphorical battleground, with the emergence
of a variety of paradigms, including the notable positivist and interpretivist
paradigms (Lowe et al., 2005). Each of these paradigms has its own set of
epistemological, ontological and methodological assumptions that act as a
structure to explain and differentiate them from each other (Ponterotto,
2005). Ontology in management research refers to how the researcher
perceives the nature of social reality, whereas epistemology focuses on the
study of knowledge and how it’s acquired (Ponterotto, 2002). It identifies
beliefs about the acceptable and valid way to generate, understand and use
knowledge.  Methodology on the other hand refers to the framework used to
conduct a research, within the context of a particular paradigm (Wahyuni,
2012). This can be contrasted from a research method which is independent
from methodologies and paradigms (Sarantakos, 2005). It characterises the set
of specific tools and techniques used to gather and analyse the data as specified
by the research methodology. Hence a research method, for instance an
interview, can be used in different research methodologies (Wahyuni, 2012).
Ideally, a researcher will philosophically make inferences about what
constitutes reality, how this reality can be known and the process of acquiring
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the knowledge. Thereby, establishing a distinctive logical relationship
between the ontology, epistemology, and subsequently the methodology of
their chosen research paradigm (Grix, 2002).

In the field of marketing, opposing paradigms have been contending
for the dominance of research in the discipline since the 1950s (Kavangah,
1994). In the face of this ongoing battle for philosophical supremacy, some
marketing researchers aver that the solution to this theoretical quandary will
be to set up one grand narrative within which competing paradigms could be
accommodated (Hassard & Keleman, 2002). For others, a clear solution will
only result from the proclamation of one specific paradigm as the epicenter of
the entire discipline (Lowe et al., 2005). Though these philosophical debates in
marketing are necessary, the more critical task is how these insights from
philosophically oriented marketing theorists inform and enhance the work of
practicing marketing scientists who research society (Peter, 1992).

The purpose of this paper is to discuss the ontological,
epistemological and methodological debates in the field of marketing, and
justify the choice of one of the paradigms to undertake a research on online
relationship marketing practices in the Ghanaian banking sector. The paper is
organised in six sections. The first section covered the introduction of the
paper. The next section examines the philosophical debates in marketing. The
third section introduces the research topic on online relationship marketing
practices and discusses its related research problem, purpose, objectives and
questions. The fourth section discusses the philosophical debates on
relationship marketing. The fifth section discusses the applicability of a
selected paradigm, critical realism, to undertaking a research on online
relationship marketing. Lastly, the final section presents the conclusions.
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PHILOSOPHICAL DEBATES IN MARKETING

Paradigms play a crucial part in defining what is to be studied by a researcher
and how it is to be studied (Rod, 2009). Debates about the philosophy of
science may not seem overtly relevant to most academics in marketing
(Piercy, 2002). However, as marketing researchers engage in research, they
continuously make assumptions about the nature of the world and how we
can come to know it. By and large, there is not a single philosophical
paradigm that can provide an adequate point of view to cover the multiple
facets of any discipline, particularly one that is as intricate as marketing
(Reidenbach & Robin, 1991). The philosophical debates in marketing began
in the 1950s as marketing researchers sought to determine the exact
philosophical foundations on which marketing as a discipline should be based.
This debate is ongoing, and to date has been exemplified by both reaction and
defense on the part of marketing researchers in response to various paradigms
that have emerged as options within the academic discipline (Hunt, 1994;
Gummesson, 2005; Kapoulas & Mitic, 2012). It is however, important to note
that the philosophical debate in general is one of a no-win nature (Rod, 2009).
Hence, progress can only be made by acknowledging that these differences
need not impede the conduct of complimentary marketing research in the
discipline. This section of the paper therefore seeks to touch on the key
paradigms that illustrate these debates in the field of marketing, namely;
interpretivism, positivism, realism, relativism and critical realism (Hunt,
1994; Perry, Riege & Brown, 1999; Chung & Algaratnam, 2001; Hanson &
Grimmer, 2007).

Interpretivism

Prior to the 1950s, the field of marketing was largely characterised by
interpretive philosophical assumptions, with words like narrative and
qualitative being used to describe its orientation (Easton, 2002). The
interpretivist marketing researchers at the time believed that reality is both a
mental and perceptual concept (Hudson & Ozanne, 1988).  To them reality is
socially constructed, and comes about through the interaction of an objective
reality and people’s subjective experiences of it (Hirschman & Holbrook,
1986). Interpretivists take a historical approach to research because they
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believe several realities exist that are continually changing. As such they seek
to describe different perceived realities that are not immediately evident due
to their time and context specific nature (Schwartz-Shea & Yanow, 2012).
Interpretivists will not try to identify causal relationships, but rather identify
patterns of behaviour. This is because they believe that the world is too
complex and changeable for them to do so (Thompson, Locander & Pollio,
1989). They usually do not go to the field with recognised relationships to
test; the research design develops within the changing environment. As such,
the research process to them is an emergent one. Interpretivist marketing
researchers argue methodologically that in consumer research, the researcher
needs to be involved with the phenomenon in order to understand the
consumption experience (Szmigin & Foxall, 2000). In doing so the researcher
becomes privy to the gestures and pointers which come directly from the
consumer.

The interpretivist approach to social research is largely characterised
by inductive reasoning. It is a theory building process that starts with
observations of specific instances, followed by data collection. The data is
then explored for regularities, patterns and themes that lead to generalisations
about the phenomenon being studied; and eventually to theory (Hyde, 2000).
The interpretive paradigm is one that thrives upon detail, where hidden and
essential meaning is buried within superficially negligible inflections of
participants’ voices, body language or situational details (Black, 2006). As a
result the preferred method of reporting by interpretive researchers is to give
a descriptive account, of their findings which capture the richness and detail
of the participants’ lives. For example if an interpretivist marketer studied
customers’ perceptions of service quality in the banking industry, the
researcher will focus on as many contextual details as possible, in order to
obtain a thicker description of the circumstances. Examples of interpretive
research in marketing include Jayasinghe & Ritson (2013), Barnes & Lea-
Greenwood (2010) and Jernigan (2010).
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Positivism

In the course of the 1950s and 1960s the field of marketing witnessed a
strategic shift, where marketing researchers attempted to remodel themselves
as belonging to a thorough discipline (Easton, 2002). In staying true to the
origins of the discipline from the field of economics, the field was altered to
become a discipline that embraced rigor and quantification, by espousing the
traditional positivist approach to research (Goulding, 1999). The positivist
approach was identified by Hirschman (1993) as the most dominant paradigm
among consumer researchers. The nature of reality for positivists is that of a
single and unchanging reality, which is independent of individuals’
perceptions of it (Hudson & Ozanne, 1988). This reality is divisible and
fragmentable, thereby making it possible to obtain accurate measurements of
it (Tadajewski, 2006).

Epistemologically, positivist marketing researchers give emphasis to
proper scientific protocol which involves the identification of a conceptual
framework and the use of a controlled environment where the researcher and
subject are kept separate to ensure accurate, repeatable results which can be
generalised (Szmigin & Foxall, 2000). They believe in time-free and context-
free generalisations that can be applied to a large number of phenomena and
people at a time (Keat & Urry, 1975). One staple of positivist research is the
controlled experiment, which allows for the researcher to control for
extraneous variables, manipulate relevant independent variables and observe
the dependent variables (Hudson & Ozanne, 1988). This enables the positivist
researcher to examine particular behaviours specified by hypotheses, and to
establish causal relationships among variables. Positivism is exemplified by
deductive reasoning, in which hypotheses are derived from general,
established theory and tested against data to see if the theory applies to
specific instances (Hyde, 2000). It is highly tempting to assign quantitative
methodology to the positivist world view, and assign qualitative methodology
to the interpretivist world view. But even so, both techniques can be and are
used in both paradigms (Hudson & Ozanne, 1988). It is rather the participant-
observer data gathering technique that varies between the two approaches
(Reason & Rowan, 1981). Examples of positivist research in marketing
include Beverland & Lindgreen (2010) and Simpson et al. (2006).
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Realism vs Relativism

By the early 1980s, researchers in marketing had begun to question
the dominant view of positivism in the discipline. Marketing was fast
becoming an increasingly interdisciplinary field with numerous research
paradigms in use, thereby making way for other paradigms like realism and
relativism to compete for dominance (Easton, 2002). Despite the arguments
for realism (Hunt, 1992), other authors made arguments for the consideration
of the relativism view in marketing (Anderson, 1983; 1986). Hunt and
Anderson engaged in what may be called a philosophical ‘boxing match’, to an
end referred to as “Hunt vs Anderson: Round 16 (Kavangah, 1994). It began
with Anderson’s (1983) critic of Hunt's previous contributions (Hunt, 1976;
1983) as being positivist and called marketers to take on an alternative relative
stance which was gradually gaining prominence among marketing researchers
(Peter & Olson, 1983; Deshpande, 1983). However, Hunt, in defense, argued
that relativism was varied and complicated in terms of application. An
argument acknowledged by relativism researchers including Muncy & Fisk
(1987). In response to Hunt, Anderson developed and advocated for critical
relativism; distancing his views from all other forms of relativism which were
being attacked by Hunt. Critical relativism argues that there is “no single
‘scientific method’. Instead, disciplinary knowledge claims are viewed as
contingent on the particular beliefs, values, standards, methods, and cognitive
aims of its practitioners” (Anderson, 1986: 156). In this respect, “science is a
social and historical enterprise, and its knowledge-products can be affected as
much by sociological factors as by purely ‘cognitive’ or empirical
considerations” (Anderson, 1986: 156). However, Hunt further criticised
critical relativism and all other forms of relativism as being “self-refuting” and
went on to propose or adopt different labels for his views such as scientific
realism. Scientific realism is a mixture of fallibilistic realism, classical realism
and critical realism (Peter, 1992). In précis, several similarities can be found
between Hunt’s realism and critical relativistic views. For example, both
perspectives reject positivism, logical empiricism and falsification as
acceptable philosophies in marketing and thus, progress in the science of
marketing lies beyond a single approach to science (Peter, 1992). The two
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perspectives, nonetheless, tend to part ways at the junctions of the nature of
reality, and the nature of truth.

Concerning the nature of reality (ontology), realists argue that the
world exists independent of its being perceived. Science seeks to develop
knowledge about the world, though not with certainty (Hunt, 1992). Whiles
accepting that there is an objective reality, perceptions of this reality have a
degree of plasticity (Churchland, 1979). As realist marketers explain, “Reality
is ‘real’ but only imperfectly and probabilistically apprehensible, so
triangulation from many sources is required to try to know it” (Perry, Riege,
& Brown, 1999; Sobh & Perry, 2005). Relativistic researchers view science as
constructing various views of reality (Kavangah, 1994). While agreeing there
is an external world independent of the scientist, they argue that the
interpretation of the world requires some form of human processing. Hunt's
approach to realism does not account for this. Relativists argue that the
worldview and research paradigm of a researcher has an influence on the
researcher's construction of scientific knowledge (Peter, 1992).

Concerning the nature of truth, Hunt explains that in terms of
marketing, if a theory is successful in explaining and predicting phenomena
and solving pragmatic problems, then the postulated entities in the theory
truly exist and that the theory is true. On the other hand, relativists argue that
the appropriate interpretation should be that the theory is useful and not
necessarily ‘true’ as entities existing. Thus, in relativism, truth is not
“absolute”, it is relative, it is dependent upon ‘something’ and it does exist
(Muncy & Fisk, 1987: 22). For example, the fact that the Commitment-Trust
theory best explains relationship marketing does not make it true; it makes it
rather useful. Relativists argue for marketers to seek different types of
usefulness as the goals of marketing research rather than establishing truths
(Olson, 1982; Peter, 1991). Marketing scholars are urged by relativists to
move away from traditional empirical research which focuses on theory
testing and extension and invest more effort in creating and developing new
‘useful’ theories - useful solutions to specific problems (Zaltman, LeMasters, &
Heffring, 1982; Peter, 1992).

This said, one may also argue that testing and extension of theory
underpins the postulation of relationships, which explain social phenomena
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and are or can be interpreted into strategies useful for marketing managers.
Thus, these two approaches to marketing research can creatively complement
each other to develop a more useful marketing science. They both tend to
present good reasons for different approaches to marketing research. Hunt
acknowledges this argument in his conciliatory view, referred to as critical
pluralism.  Critical pluralism suggests that “we should adopt a tolerant, open
posture to new theories and methods but that all methods, theories, and their
knowledge claims can (and must) be subjected to critical scrutiny” (Hunt,
1991: 41). Examples of realism research in marketing include Bickerton
(2000) and Ali & Birley (1999); whereas examples of relativist research in
marketing include Anderson (1986) and Peter & Olson (1989).

Critical Realism

There are many differing views and approaches to realism, as purported by
Hunt (2003) in the literature, including critical realism. Critical realism as an
approach to research began with the work of Bhaskar (1978; 1979), and
continued through scholarly advocates like Hunt (2003), Downward &
Mearman (2004), and Easton (2010). This philosophical approach
acknowledges the reality of the natural world, as well as the discourses of the
social world (Wikgren, 2005). They believe that researchers will only be able
to understand and impact the social world if they can determine the structures
at work that bring about these various occurrences in the social world
(Bhaskar, 1989). Critical realism focuses on a social reality that consists of
social structures that exist independently of the varied ways in which this
reality can be constructed and interpreted by social researchers and other
actors in different social contexts (Reed, 2001). Essentially, critical realism
assumes the ontology that there exists a reality independent of the mind, and
supports the likelihood of causal explanations. Yet they also accept the notion
that knowledge is communicatively constructed (Wikgren, 2005). Critical
realists believe that social science needs to go further than providing just a
description of the world through the eyes of social actors, to explore whether
these actors have an adequate understanding of their world (Manicas, 1998).

Critical realist methodology aims to unearth the causally effectual
mechanisms and structures that underlie perceived events (Dobson, 2002).
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Sayer (2000) argues that critical realism is well-suited to a fairly wide array of
research methods. But the specific choice of a research method is dependent
upon the nature of the study being conducted and its objectives. Critical
realists believe that the research process can be conducted in a retroductive
manner; which involves a form of inference in which occurrences are
explained by identifying mechanisms and structures that are capable of
producing them (Easton, 2010). It entails moving from the conception of a
given phenomenon to the conception of a different kind of thing that could
have generated that specific phenomenon. Critical realism though fairly new
has become an increasingly popular paradigm among the social sciences
(Easton, 2010). In disciplines like economics (Lawson, 1997), sociology
(Sayer, 2000), criminology (Pawson & Tilley, 1997), linguistics (Nellhaus,
1998), media studies (Lau, 2004) and organisation studies (Reed, 1997), the
critical realism approach to philosophical enquiry has managed not only to
attain high levels of recognition, but also equally high levels of influence.
Critical realism provides a good alternative to the primarily positivist
paradigm that persists in marketing, and as such, provides room for
knowledge to be contributed through the application of critical realism in the
conduct of marketing research (Easton, 2002). Examples of critical realism
research in marketing include McLoughlin & Easton (2004), Fairclough
(1993), Downward & Mearman (2004), and Easton (2010).

A brief overview of the various research paradigms in the marketing
discipline are presented in Table 1 below. The table highlights the main
ontological, epistemological and methodological assumptions of each of the
dominant paradigms that have been observed in the field of marketing from
the 1950s to date; namely positivism, interpretivism, relativism, realism, and
critical realism.
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Table 1 Research Paradigms in Marketing

ONTOLOGY
(What is the

nature of
reality?)

EPISTEMOLOGY
(What is the

nature of
knowledge
generated?)

METHODOLOGY
(How is knowledge

created?)

Examples
of

Studies in
Marketing

POSITIVISM

There is a
single,
objective and
tangible reality.

Value-Free.
Knowledge
generated is
objective, free of
time influences,
and is context-
independent.

Researchers formulate
research questions and
hypotheses and then test
them empirically under
carefully controlled
circumstances. Deductive
reasoning

Beverland
&
Lindgreen
(2010)
Simpson et
al. (2006)

INTERPRETIVISM
Multiple
realities exist,
subject to
human
experiences
and
interpretation.
Reality is
socially
constructed.

Value-Laden.
Knowledge
generated is
subjective, time-
bound and context
dependent.

Knowledge is created
through researchers
identifying the various
interpretations and
constructions of reality
that exist, and attempting
to establish patterns.
Inductive logic and
emergent design

Barnes &
Lea-
Greenwood
(2010)
Jayasinghe
& Ritson
(2013)
Jernigan
(2010)

REALISM
Reality is “real”'
but only
imperfectly and
probabilistically
apprehensible,
so triangulation
from many
sources is
required to try
to know it.

Value-
Cognisant/Value-
aware. Findings are
probably
true…researcher
needs to
triangulate any
perceptions
collected.

Social phenomenon is
understood through
hypotheses which are
tested to establish
patterns of associations
and hence, most possible
explanation. Hypothetico-
Deduction

Ali & Birley
(1999)
Bickerton
(2000)
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Table 1 Research Paradigms in Marketing (continued)

ONTOLOGY
(What is the

nature of
reality?)

EPISTEMOLOGY
(What is the

nature of
knowledge
generated?)

METHODOLOGY
(How is knowledge

created?)

Examples of
Studies in
Marketing

RELATIVISM

Multiple realities
exist. Reality as
truth is not
“absolute”, it is
relative, it is
dependent upon
‘something’ and
it does exist.

The
interpretation of
the world
requires some
of form human
processing.

The construction of
knowledge is influenced
by the worldview and
research paradigm of a
researcher. Researchers
should focus more on
creating and developing
new 'useful' theories -
useful solutions to
specific problems.

Anderson
(1986)
Peter & Olson
(1989)

CRITICAL REALISM
Two worlds –
transitive and
intransitive.
Transitive is
what we observe
and learn with
our mind - the
perceptions of
reality.
Intransitive
embodies the
reality which is
independent of
what the mind
thinks.

Transitive world
is value-laden
and changing
continually.
Intransitive
world has the
underlying
structures and
mechanisms are
‘relatively
enduring’ – that
is what we want
to study.

Researchers seek to
deconstruct and
understand   the
structures and
mechanisms underlying
the subjective realities
that exist. Triangulation
from many sources is
required to try to know it.
Retroductive reasoning

Fairclough
(1993)
McLoughlin &
Easton (2004)
Downward &
Mearman
(2004)
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ONLINE RELATIONSHIP MARKETING IN GHANAIAN
BANKS

This section of the paper presents the research topic and discusses the related
background, problem, purpose, objectives and questions of the research.

Research Topic

Developing Online Relationship Marketing Practices in the Banking Sector:
Evidence from Ghana.

Research Background

It has become increasingly important for firms to build relationships with
their customers and other key stakeholders in the industries within which
they operate. This can be attributed, in part, to the advent of new forms of
technology, and their ability to alter the nature and the manner in which
relationships are formed and enhanced between firms and stakeholders
(Colgate, Buchanan-Oliver & Elmsly, 2005). Relationship marketing is an
organisational process that involves the creation and maintenance of long
term relations with a firm’s existing customers and stakeholders, and
terminating some of these relationships where necessary in a manner that will
be of benefit to all the parties involved (Grönroos, 1996; Harcker, 1999).
Firms stand a chance of leveraging new and emerging technologies like emails
(Schiffman, Sherman & Long, 2003), electronic customer relationship
management (Hasouneh & Alqeed, 2010), internet (Thao & Swierczek, 2008),
self-service technology (Ahmad, 2005), and mobiles to enhance existing
relationships or create new channels of interaction (Colgate et al., 2005). In
the banking industry the use of these new forms of interaction in extending
banking relationships, is becoming an increasing phenomenon. For instance,
a number of US banks have a presence on social media platforms like facebook
and youtube (Cohen, 2009). This phenomenon is not far from Africa. In
Nigeria, GT Bank and Zenith Bank have a presence on facebook; while
indigenous Ghanaian banks like Fidelity Bank also has presence on facebook
and twitter (Fidelity Bank Ghana, 2012). Beyond social media these African
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Banks also extend their relationships with consumers through mobile
banking services.

Consequently, relationship marketing is facing a myriad of
opportunities and, perhaps, threats with the advent of these technologies.
Firms, especially banks, must now inquire as to how they can leverage these
new and emerging technologies for relationship marketing purposes.

Research Problem

Extant research on relationship marketing has examined a number of themes
including the relationship marketing evolution (Zineldin & Philipson, 2007;
Rao & Perry, 2002), relationship marketing definitions and conceptual models
(Dalziel, Harris, & Laing, 2011; Grönroos, 2004; Harker, 1999 ), relationship
marketing and emerging technologies (Johns & Perrott, 2008; Durkin, 2007),
relationship marketing implementation (Whyatt & Koschek, 2010; Ulaga &
Eggert, 2006), as well as antecedents, practices and integration in relationship
marketing (Payne, Ballantyne, & Christopher, 2005; Ndubisi, 2007; Narteh,
Agbemabiese, Kodua, & Braimah, 2013).

Even though anecdotal and web investigation indicate that firms are
leveraging emerging technologies to build relationships with customers, little
empirical research exists on the subject (Durkin & Howcroft, 2003; Johns &
Perrott, 2008). This limited research echoes the lack of knowledge on the
conceptual link between new technologies and relationship marketing. For
example, it has been argued that there is growing uncertainty as to what are
the relationship marketing best practices with regard to online platforms -
what should be the constituents of relationship marketing practices when
engaging the customer through new and emerging technologies like the
internet (Durkin & Howcroft, 2003). Others also purport that technology
holds both promise and unintended consequences; hence there is the need for
more investigation when it comes to relationship marketing (Johns & Perrott,
2008). Of the models used in the above studies (Dalziel et al., 2011; Grönroos,
2004; Harker, 1999), none of them highlighted the role of technology
(internet) as a relationship marketing medium. More so, current relationship
marketing studies on Ghana (Amoako, 2012; Mensah, Copuroglu, & Fening,
2012; Narteh et al., 2013), have been quite silent on issues concerning the
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internet and other emerging technologies. A study which therefore seeks to
review relevant theories, as well as current relationship marketing conceptual
models; and incorporate the internet and its related technologies like email,
websites and social media as media for the delivery of relationship marketing
will provide firms and marketing practitioners with direction on the
constituents of relationship marketing practices and strategies online.

As a result, the research gaps identified above concern the need for
more studies on relationship marketing and new and emerging technologies
(research issue gap) and the need for a conceptual model which describes the
constituents of relationship marketing practices and strategies online
(research model gaps).

Research Purpose

The purpose of this research is to describe how Ghanaian banks develop
online relationship marketing practices, and to determine the constituents of
these practices. From the theoretical perspective, the study will develop a
conceptual model which describes how Ghanaian banks develop online
relationship marketing practices. From the practice-oriented perspective, the
study will provide guidelines to practitioners and organisations on
formulating policies and strategies to effectively use internet applications to
engage consumers through online relationship marketing.

PHILOSOPHICAL DEBATES IN RELATIONSHIP
MARKETING

Before engaging in a discussion on the application of a selected paradigm for
relationship marketing, it is important to acknowledge and review
philosophical debates which underpin the chosen research topic. Such a
review will help establish an appropriate justification of a paradigm to fit the
purpose and objectives of the research to be conducted on relationship
marketing. By its origins and definition, the conduct of relationship
marketing in an organisational context places a strong emphasis on long-term
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social bonds between an organisation and its consumers (Peterson, 1995;
Grönroos, 2000; Meng & Elliot, 2008). As such, some authors have argued
that relationship marketing most probably belongs to a socially constructed
world (Stern, Thompson & Arnould, 1998).  For example, in a narrative
analysis of relationship marketing from a consumer’s perspective, Stern et al.
(1998) argued that there is a need to go beyond the examination of meaning
encoded in events, to examine how they are narratively structured. This will
enable researchers to gain insight into the consumer’s inner self and how they
make sense of encounters with a marketer, be it, a salesperson or relationship
manager. Such findings cannot be easily derived from an exercise of
mathematisation as espoused in positivistic research (Vieira, 2010).

To the contrary, a review of literature on RM, more specifically, on
the sub-theme relationship quality, tends to indicate a dominance of studies
conducted from a positivistic stance. The works of Crosby, Evans, & Cowles
(1990) and Parsons (2002) are examples of such studies. Acknowledging this
dominance, the arguments moved to a more central ground which advocated
for a more interactive perspective of relationship marketing research. The
interactive perspective follows a humanistic, hermeneutic and
phenomenological approach whiles embracing elements from the positivistic
paradigm (Gummesson, 2001: 40). Gummesson’s argument tends to be a
more conciliatory approach, where researchers are being urged to learn from
others for the benefit of organisational theory and practice and not impose
paradigms. This is consistent with the arguments of Van Maannen (1995). In
the midst of conflicting perspectives on the role of philosophy in relationship
marketing research, Vieira (2010: 94) argues for a pragmatic approach to
research, stating that “… regardless of whether the philosophical stance leans
more toward the positivistic pole or more toward the phenomenological pole,
methodological procedures should take into account the fact that dynamic
realities call for dynamic approaches”. Hence, instead of overlooking
ontological and epistemological issues as done by other pragmatic proponents
(see Rorty, 1990), reviewing these philosophical paradigms will motivate
researchers to reflect on their research problems, thereby contributing to
minimizing potential methodological errors (Hughes & Sharrock, 1997).
Vieira iterates that, this approach to research is beneficial for researchers
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responding to “the need for relationship marketing and relationship quality
theories to be converted into useful, practical tools and guidelines…” (p. 93).

From the above, it can be argued that these philosophical debates
have been relatively useful to a dynamic concept such as relationship
marketing. The debates present different approaches to understanding the
concept whiles allowing researchers to clarify their own stance.  The seeming
way forward is to recognise the dynamism of the concept and identify
appropriate research problems which can be adequately addressed within the
research paradigm of the researcher. Thus, researchers can triangulate
procedures to leverage the strengths of some research methods to compensate
for the weakness of other methods as acceptable within their paradigm
(Deshpande, 1983).

ONLINE RELATIONSHIP MARKETING – A CRITICAL
REALIST PERSPECTIVE

The purpose of this research is to describe how Ghanaian banks develop
online relationship marketing practices, and to determine the constituents of
these practices. Building relationships with customers entails a number of
phases, and requires a certain set of conditions in each phase in order to yield
successful outcomes. The process calls for practicing organisations to invest a
substantial amount of time, technology and personnel, in order to facilitate its
successful implementation (Wang, Head, & Archer, 2000). Despite the
existence of some research on online relationship marketing in this regard
(Mitic & Kapoulas, 2012; Hasouneh & Alqeed, 2010; Liang & Chen, 2009;
Huang & Shyu, 2009) these studies tend to be focused on dissecting specific
aspects of the process of building, maintaining and enhancing relationships
with customers, using online technologies. They are yet to consider the
processes that constitute online relationship marketing practices as a whole;
which are arguably characterised by a number of activities that are not readily
observable.
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Comparing the paradigms discussed above, the critical realist
approach tends to be a more appropriate philosophical paradigm for this
research, since the quest is to describe how online marketing practices are
developed and to unearth its constituents. Bhaskar (1989) argues that these
constituents are not apparent in the observable pattern of events, and can
only be identified through the practical and theoretical work of the social
sciences. As a result, critical realism gives way for the complex and detailed
unearthing of structures of social reality in order to explain social phenomena
(Elster, 1998: 45). It enables researchers to “get beneath the surface to
understand and explain why things are as they are, to hypothesise the
structures and mechanisms that shape observable events” (Mingers, 2004:
100). Thus, this research goes beyond the conception that relationship
marketing practices work “online”, to the critical examination of the action of
actors like banks and their consumers, and how emerging technologies create
the medium for the conduct of online relationship marketing practices in a
manner that enhances the relationships between banks and their consumers.

Ontology and Epistemology

Critical realism posits that, there exists a reality totally independent of our
representations of it; the reality and the representation of reality, operate in
different domains (Sayer, 1992: 5). As illustrated in Figure 1 below, the reality
lies in the “intransitive and relatively enduring” dimension and the
representation of reality which is relatively subject to value laden observations
lies in the “transitive and changing” dimension (Downward & Mearman,
2007: 93).
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Figure 1 Critical Realism, Retroduction and Triangulation in this Research

Source: Adapted from Downward & Mearman (2007: 93)

The transitive domain consists of observable events and the intransitive
domain consists of real causes that trigger real/actual events (in the actual).
The empirical is made up of events that are observed or experienced (say, the
relationship marketing practices observed through fieldwork). The actual
includes events that do occur or not (say, the findings of previous research on
relationship marketing and online relationship marketing and future research
directions). The real consists of the processes, structures, powers and causal
mechanisms that generate events. This is the reality of the social
phenomenon, online relationship marketing, which this study is attempting
to unearth to explain what is observed (Smith 2006; Easton 2002).

Critical realists in the marketing discipline have posited that the
important question for a marketing researcher should be: “What are the key
necessary relationships that are crucial to the understanding of marketing
phenomena?” (Easton, 2002: 105). In this study, the marketing phenomenon
is online relationship marketing. The objects (anything that has causal
powers) in this relationship are the bank, the consumer and the online
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technology used. In online relationship marketing, the nature of the online
technology can have an effect on both the bank and the customer and vice
versa. The objective of this study, therefore, is to describe how banks develop
relationships with their customers through particular online technologies.
The study will obtain answers on what makes certain relationship marketing
practices ‘work’ or amenable online and for which online technologies and in
what circumstances (Danermark et al., 2002; 97). Hence, the research
objectives and questions for this study are as follows;

Research Objectives
To achieve the above purpose, the study outlines the following related
objectives:

(1) To explore the amenability of relationship marketing practices of
banks in Ghana to virtualisation.

(2) To explore the use of online applications in relationship marketing
practices of banks in Ghana.

(3) To determine how Ghanaian banks develop online relationship
marketing practices.

Research Questions
(1) What makes relationship marketing practices in banks in Ghana

amenable to virtualisation?
(2) Which online applications are used in online relationship marketing

practices of banks in Ghana?
(3) How do banks in Ghana develop online relationship marketing

practices?
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Methodology

To carry out an empirical and theoretical research, critical realism adopts a
retroduction research strategy (Danermark et al., 2002; Downward &
Mearman, 2007). Retroduction is “advancing from one thing (empirical
observation of events) and arriving at something different (a
conceptualisation of transfactual conditions)” (Danermark et al., 2002: 96).
Transfactual conditions are conditions for a social phenomenon to be “what it
is and not something completely different” (ibid: 78). Retroduction enables
the critical realist researcher to establish basic conditions or generative
mechanisms for social phenomena such as online relationship marketing to
exist; hence without these conditions the online relationship marketing
cannot exist (Easton, 2002; Downward & Mearman, 2007).

The use of retroduction as a research strategy involves three main steps
(Danermark et al., 2002). First, the researcher begins in the intransitive
domain to examine the observed events in social phenomenon in the domain
of the actual. This will require a thorough review of previous research on
online relationship marketing and relationship marketing to explore the
different theoretical and conceptual underpinnings which explain the
previously observed events. The review would aim to

(1) Categorise and analyse the conceptual definitions of online
relationship marketing;

(2) Identify the major research gaps relating to issues addressed,
technologies studied, and  theories and methodologies used; and

(3) Identify future research directions in online relationship marketing.

Second, the researcher needs to postulate the existence of real
structures and mechanisms, and how they would describe and explain
relationships observed in the actual, if they existed (Easton, 2002). Thus, this
research will need to develop/postulate models or hypotheses based on a
theory to explain how relationship marketing practices may occur if they
existed and also postulate the constituents of these practices. This research
will be carried out through the theoretical lens of the commitment-trust
theory (Morgan & Hunt, 1994) and the process virtualisation theory (Overby,
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2008). Commitment-trust theory tends to be the dominant theory used by
relationship marketing researchers in examining the constituents and
outcome of ‘physical’ relationship marketing practices. Process virtualisation
theory, with its origins in technology research, provides constructs to assess
the amenability of ‘physical’ relationship marketing processes to virtual
environments. This research will review the two theories to develop a
conceptual model and related hypotheses for online relationship marketing
which will be empirically examined.

The third step is to attempt to demonstrate the existence and
operation of these structures and mechanisms. The researcher needs to select
appropriate data collection methods which fit the research paradigm and
support the research purpose. To unearth the structures and mechanisms of
online relationship marketing, this research adopts a mixed-methods
approach. Critical realism is supportive of methodological pluralism as it
acknowledges that a variety of objects of knowledge exist and each of these
objects requires different research methods to unearth them (Carter & New,
eds. 2004). This is consistent with the argument that mixed-methods is suited
for research problems in which a second method is needed to enhance a
primary method and the research purpose can be best addressed with multiple
phases or projects (Creswell & Plano Clark, 2011). The study will begin with a
quantitative approach in which a survey will be conducted in the Ghanaian
banking industry involving 27 commercial banks. The Ghanaian banking
sector has been selected because it has gained some mileage in the adoption
and use of emerging technologies (see Woldie et al., 2008; Amoako, 2012). A
survey of 150 bank customers will also be conducted to assess their
experiences in online relationship marketing. 100 of these customers will be
selected through convenience sampling from the University of Ghana
campus; and the remaining 50 customers through snowballing, using referrals
from relationship managers in the banks. Based on the results of the survey,
two commercial banks will be purposively selected for a multiple case study
research. The multiple case studies will be developed through detailed
interviews with relationship managers and customers, as well as artefact
examination of online applications (emails, websites and social media).
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The data collected will be analysed through a retroductive process of
data analysis as explained by Danermark et al. (2002) and Easton (2002; 2010).
The analytical process is outlined in six steps of reducing data to what is
relevant and drawing out the basic conditions of what makes a phenomenon
exist and how and why it exists. The steps embrace the use of both
quantitative and qualitative analytical techniques to identify the necessary and
constituent properties of a phenomenon from contingent ones, and explain
how it occurs. Hence, factor analysis will be used to analyse the survey
(quantitative data) (Hair et al., 2010); and the case study (qualitative data) will
be analysed using the Miles & Huberman (1994) qualitative data analysis
approach and Easton’s guidelines for critical realism case study (Easton, 2010).
This said, since the conceptual model is yet to be developed these data analysis
techniques are proposed and subject to the resulting model.

CONCLUSION

This paper has examined the ontological, epistemological and methodological
debates in the field of marketing, and justified the choice of the critical realism
paradigm to undertake a research on online relationship marketing practices
in the Ghanaian banking sector. Competing paradigms have long been
contending for supremacy in marketing research since the 1950s (Kavangah,
1994). Some marketing researchers affirm that the lasting solution to this
problem is to find one grand narrative within which competing paradigms
could be accommodated (Hassard & Keleman, 2002). For others, the clear
solution lies in declaring one paradigm as the focus of the entire discipline
(Lowe et al., 2005). But Rod (2009) determined that the philosophical debate
in social science, specifically marketing, is one of an unending nature. As a
result, for the sake of the advancement of the marketing discipline,
researchers in the field must acknowledge that progress can only be made
when they admit each other’s philosophical opinions, and focus on what
insights their views can offer for developing a more useful marketing science.

In respect to the selected research topic in this research paper,
critical realism tends to be more appropriate for the type of research questions
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being asked. This research seeks to describe how Ghanaian banks develop
online relationship marketing practices, and to determine the constituents of
these practices. The answers to such questions require the researcher to
critically evaluate the interrelationships between the bank, the consumer and
the online technology used in online relationship marketing in banks. The
critical evaluation of objects of phenomenon tends to be one of the tenets of
critical realism. Critical realism enables the researcher to find answers to what
makes certain relationship marketing practices ‘work’ or amenable online, for
which online technologies and in what circumstances. The paradigm,
therefore, encourages the researcher to think about why certain relationship
marketing practices ‘work’ online; to try to discover what causes them or in
critical realist terms what the casual mechanisms are (Easton, 2010). Further,
ontologically, critical realists espouse that the representations of reality
(observed) are transitive and changing; but reality is intransitive and relatively
enduring and is unearthed through research. This ontological perspective
embraces the dynamism of a concept like relationship marketing, and how
new and emerging objects like online technologies can influence the concept
or vice versa. Through research, the critical realist retroduces to establish
basic conditions or generative mechanisms that cause online relationship
marketing practices to exist. Retroduction, in critical realism, embraces
methodological pluralism and that makes the proposed research to be in
consensus with the recommendations of philosophical debates in relationship
marketing, which have argued for a conciliatory approach to relationship
marketing research (Vieira, 2010).

Though not exhaustive, this paper has delved into the philosophical
debates in marketing and has generated some insights into the application of
critical realism to a research on online relationship marketing. The primary
takeaway from this paper is the need for marketing researchers to understand
marketing concepts and identify appropriate research problems and questions
which can be adequately addressed within their research paradigms.
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GLOSSARY

Please note the following definitions of some terms used in the paper. See also
Smith (1998) for a full discussion of most of these terms.

Critical pluralism: the doctrine that we should adopt a tolerant, open posture
to new theories and methods but that all methods, theories, and their
knowledge claims can (and must) be subjected to critical scrutiny (Hunt,1991,
p. 41).

Critical realism: the doctrine that all knowledge claims must be critically
evaluated and tested to determine the extent to which they do, or do not, truly
represent or correspond to that world (Hunt, 1990: 9).

Critical relativism: a doctrine that there exists no single “scientific method”.
Instead, disciplinary knowledge claims are viewed as contingent on the
particular beliefs, values, standards, methods, and cognitive aims of its
practitioners (Anderson, 1986: 156).

Epistemology: the branch of philosophy which deals with the origin, nature
and limits of human knowledge (Kavangah, 1994: 37-38).

Events: Events or outcomes are what critical realists investigate, that is the
external and visible behaviours of people, systems and things as they occur, or
as they have happened (Easton, 2010).

Logical positivism: argues that the genuine task of philosophy is to clarify the
meanings of basic concepts and assertions (especially those of science) – and
not to attempt to answer unanswerable questions such as those regarding the
nature of ultimate reality or of the absolute (Kavangah, 1994: 37-38).

Mechanisms: Mechanisms are nothing other than the ways of acting of things
(Bhaskar, 1978: 14). A causal explanation is one that identifies entities and the
mechanisms that connect them and combine to cause events to occur (Easton,
2010).
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Methodological pluralism: An approach to social science in which theories are
examined using a meta-review, so that neither theories nor empirical
evidence can be taken as ‘given’ or as factual. See Danermark et al. (2002), for
details. In practice, methodological pluralism often implies the use of
qualitative analysis not just of evidence, but also of the theoretical frameworks
that couch and frame evidence (Olsen, 2010).

Object: An object is anything that has casual powers. Objects, or more
generally entities, provide the basic theoretical building blocks for critical
realist explanation and can be such things as organisations, people,
relationships, attitudes, resources, and so on.  They can be human, social or
material, complex or simple, structured or unstructured (Easton, 2010).

Ontology: the part of metaphysics which treats the nature and essence of
things. In the social sciences its use is generally limited to the nature and
essence of the social world and man’s existence (Kavangah, 1994: 37-38).

Paradigm: a world view, a basic set of beliefs or assumptions that govern one’s
activities and whose truth one takes for granted (Kavangah, 1994: 37-38).

Pluralism: A stance that accepts the co-existence of competing ways of
conceptualising the same things (Olsen, 2010).

Positivism: the doctrine that rejects faith and revelation as acceptable sources
of knowledge. At once worldly, secular, antitheological, antimetaphysical and
advocating strict adherence to the testimony of observation and experience.
Also seen as an epistemology that is, in essence, based on the traditional
approaches which dominate the natural sciences (Kavangah, 1994: 37-38).

Realism: the doctrine that general terms stand for real existences – in
opposition to nominalism. It postulates that the world external to individual
cognition is a real world made up of hard, tangible and relatively immutable
structures (Burrell, and Morgan, 1979: 4).

Relativism: relativism views science as constructing various views of reality. It
argues that no interpretation of the world can be made independently of,
human sensations, perceptions, information processing, feelings and actions
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(Peter, 1992: 73-74).

Scientific realism: according to Hunt it is a mixture of classical realism,
fallibilistic realism and critical realism (Hunt, 1990: 9). According to Bhaskar
it asserts the existence and activity of the objects of scientific enquiry
absolutely or relatively independently of the enquiry of which they are the
objects or more generally of all human activity (Hunt, 1993: 5).

Structure: Entities will usually be structured. Structure is “...a set of internally
related objects or practices” (Sayer, 1992, p.92). For example an organisation
may be considered to comprise a series of other entities (departments, people,
processes, resources) all of which can affect one another. Structures are nested
within structures. For example entities can be organisations that have
departmental structures and relations, and within them, individuals who have
particular characteristics such as gender and psychological structures (Easton,
2010).
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C H A P T E R  3

Sustainability - Rethinking the Social

Responsibility of Banking Businesses

he purpose of this paper is to explore the issue of sustainability, as it
is practised by firms operating within developing economy contexts.
It defines sustainable strategic corporate social responsibility (CSR)

and proposes a framework that outlines the stages involved in the proficient
performance and disclosure of sustainable strategic CSR initiatives. This was
done by adopting a firm-oriented perspective, combined with insights from
banking, CSR and sustainability.

The proposed framework identifies four main stages involved in
sustainable strategic CSR. The author outlines a framework for
understanding how the company can manage the different stages of the
sustainable strategic CSR process and discusses its implications. The
conceptual elaboration creates new research issues that should lead to a
deeper understanding of firms’ strategic motivations, choice of initiative,
timing and methods of disclosure in implementing sustainable CSR. The
firm-based perspective and the focus on the design, performance and
disclosure of sustainable CSR, provide a new approach to analysing and
understanding sustainable CSR. The paper contributes to CSR research by
introducing conceptualisations of sustainable strategic CSR which have an
interest for both academic research and practitioners.

T
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INTRODUCTION

Corporate Social Responsibility (CSR) since its introduction in the 1950s has
been linked to a lot of terms, including Corporate Citizenship (Valor, 2005),
Corporate Responsibility (Scherer & Palazzo, 2007) and Responsible business
(Perrini, 2006). But when equated to Sustainable Responsible Business, it refers
to the standards through which a company attains a balance between
economic, environmental and social imperatives (Dartey-Baah & Amponsah-
Tawiah, 2011; Rake & Grayson, 2009). In the past years, most businesses were
mainly concerned with profit maximization and business expansion.
Everything else was deemed incidental, and any notion of accountability
reached out no further than to the shareholders (Katamba et al., 2012).
However, in recent times there have been demands for higher levels of
accountability from organizations, in the form of a greater focus on
humanitarian and environmental issues (Fleming & Jones, 2013). As a result,
organizations are increasingly striving to improve their standards in order to
impact their environment, with the possibility of creating sustainable
development.

In an attempt to achieve this, businesses have applied diverse forms
of CSR practices in Africa and beyond. For example, Arevalo & Aravind
(2011) in their study of the top-level managers of a sample of companies
currently engaging in CSR initiatives in India, discovered that the moral
motive, followed by the profit motive, are the important drivers that lead
Indian firms to pursue CSR. To the contrary, in Uganda, the profit motive is
the most important driver for firms’ CSR pursuits, while the moral motive is
of a lesser concern (Katamba et al., 2012). Furthermore, Birth et al. (2008) in a
study of CSR communication among the top 300 companies in Switzerland
found that multinational companies tend to have different CSR practices as
compared with domestic companies. CSR communication practices of
multinationals tend to focus more extensively on human rights, development
of local economy, ethics, and community involvement, than domestic firms
(Birth et al., 2008). CSR has become a routine part of the general corporate
structure globally; and companies, including banking businesses, are
expansively incorporating it into their overall strategy in order to boost
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market value and obtain stakeholder goodwill (Bhattacharyya, 2010;
Morimoto et al., 2005).

But it has been argued that CSR practices in Africa have largely been
influenced by western culture (Khan & Lund-Thomsen, 2011; Chapple &
Moon, 2005). Among these western influences include the popular Carroll
(1991) Pyramid of Corporate Social Responsibility, which posits CSR as
consisting of economic, legal, ethical and philanthropic responsibilities. Thus,
there is the question of whether or not CSR practices developed for the West
are best suited for implementation in other regions of the world (Dusuki,
2008; Chapple & Moon, 2005); since the manifestation of CSR in developed
countries is significantly different from that of developing countries (Baskin,
2006). For this reason, the concepts of CSR and sustainability have and are
still experiencing an ongoing discussion concerning what the responsibility of
businesses are, especially in the context of emerging economies like Africa
(Kolk & Van Tulder, 2010; Montiel, 2008).

Banking businesses view CSR paradoxically, both as a source of
business risk and also as a source of opportunity (Decker, 2004). Then again,
whether CSR constitutes a threat or otherwise for banking business is
determined to a large extent by the nature of the environment, the specific
country and the region of the world within which it is being practiced
(Prieto-Carrón et al., 2006). Scholars like Katamba et al. (2012) have called for
studies to be undertaken from a developing country perspective, in order to
assess the contribution and development impact of companies characterized
by good CSR management. Furthermore Nyahunzvi (2013) has also called for
research to assess the actual implementation of CSR initiatives among
businesses, and to assess the CSR performance-disclosure gap.

This conceptual paper responds to this call for research. The paper
explores the practice of sustainability and strategic corporate social
responsibility of banks within developing economy contexts. Subsequently, a
framework is proposed that outlines the stages involved in the adept
performance and disclosure of sustainable strategic CSR initiatives. The paper
is structured as follows: The first section covered the introduction of the
paper. The next section examines the definition of corporate social
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responsibility. The third section discusses the responsibility of banking
businesses, while the fourth section examines sustainability. The fifth section
highlights strategic CSR and the sixth section discusses the framework for
sustainable strategic CSR. Lastly, the final section presents the conclusions.

DEFINING CORPORATE SOCIAL RESPONSIBILITY (CSR)

CSR has a wide range of contrasting definitions, an ever-widening scope of
issues, as well as an often divergent use of terminologies (Prieto-Carrón et al.,
2006). At any point in time the concept can be redefined in order to serve
varying needs and circumstances. Hence despite the many decades that the
concept has existed, there is little consensus as to the exact meaning of CSR or
its implications for business (Decker, 2004). In spite of this, there are two
definitions of CSR that capture the defining characteristics of the current state
of CSR. The Commission of the European Communities (2001) defined CSR
as: “A concept whereby companies integrate social and environmental
concerns in their business operations and in their interaction with their
stakeholders on a voluntary basis.” Carroll (1991) defined CSR as an
organization’s commitment to operate in an economically and
environmentally sustainable manner, while recognizing the interests of all its
stakeholders. The concept of CSR therefore encompasses many dimensions of
business activity ranging from social, to economic and to environmental
dimensions. Davis & Blomstrom (1975) also defined CSR as the managerial
commitment to take the necessary action to guard and advance both the
wellbeing of the society as a whole, and the interests of the organization.

In developing economy contexts like Africa, the definition of CSR
has been the subject of increased academic attention (Kolk & Lenfant, 2010).
This is because Africa constitutes a peculiar case for firm CSR; due to the fact
that it is a continent tainted by years of conflict, environmental degradation
and poverty (De Jongh & Prinsloo, 2005). This makes the distinction between
firms’ mandatory and voluntary initiatives often unclear, thereby forcing
companies to prioritize among their CSR initiatives (Prieto-Carrón et al.,
2006). Firms in developing economy contexts have formed the habit of not
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complying with legal regulations such as payment of minimum wages, limits
on workers’ overtime, and pollution emission limits, in favour of other
ventures (Lund-Thomsen, 2008). Khan & Lund-Thomsen (2011) aver that in
such circumstances, the challenge for policy makers will be to make these
firms comply with their existing legal obligations, rather than overlooking
their compliance responsibilities in favour of other CSR initiatives like
corporate philanthropy (Ofori & Hinson, 2007). Hence, using developing
economy contexts as a backdrop, the definition of CSR provided by Blowfield
& Frynas (2005) sets the right tone for the subsequent discussion on CSR and
sustainability among banking businesses within the African context. They
defined CSR as an umbrella term for a variety of theories and practices that
each recognise the following:

(1) that companies have a responsibility for their impact on society and
the natural environment; sometimes beyond legal compliance and
the liability of individuals;

(2) that companies have a responsibility for the behaviour of others
with whom they do business (e.g. within supply chains); and

(3) that a business needs to manage its relationship with the wider
society, be that for reasons of commercial viability or to add value to
society.

RESPONSIBILITY OF BANKING BUSINESSES

Banks perform a service for society by accepting deposits, providing loans and
banking facilities, that permit individuals and corporate entities to participate
in an economic society; a process that has been greatly facilitated by the
introduction of modern technology (Chambers & Day, 2009). Since the global
financial crises in 2008, banks have come under intense scrutiny, owing
especially to their direct involvement in the entire crises (Visser, 2010). This
has had a great impact on banks’ reputations, and the financial industry as a
whole; thereby resulting in CSR being placed at the forefront of bank
strategy. There is a general consensus among both financial and non-financial
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institutions concerning CSR and its strategic importance in ensuring long-
term business success (Decker, 2004). But according to Decker (2004) CSR
issues provide the most distinctive challenges for retail banking institutions in
the marketplace. Bank stakeholders are becoming increasingly well informed,
and are demanding to see more and more hard facts about their social and
environmental performance (Achua, 2008). This makes banks very
susceptible to the effects of CSR. Apart from having a highly complex and
diverse group of stakeholders to satisfy, banking services are largely intangible
and as such cannot be sampled before purchase. In view of this Neuberger
(1997) argues that image and trustworthiness between bankers and their
stakeholders is essential for lucrative banking business. The benefits that
firms derive from their CSR efforts include a sound reputation, with
improved brand appreciation and enhanced government and community
relations (Achua, 2008). This undoubtedly helps banks to make up for the
shortcomings of the intangible nature of bank business. This was buttressed
by Hinson (2011) who identified that banks in general, especially those that
are multinational, spend large amounts of money on various forms of CSR
strategies, specifically with the aim of strengthening their reputation and
enhancing relations with their stakeholders.

A socially responsible reputation can influence customers’
preference of a particular bank, as well as the products it offers (Nan & Heo,
2007). For this reason it can be inferred that banks’ CSR initiatives do not
automatically depict a concern for the welfare of stakeholders or the
environment. Nonetheless, McDonald & Lai (2011) assert that despite the
level of funding that banks pump into CSR activities, there is a dearth of
research on customer’s sentiments towards the different CSR initiatives
undertaken by banks. This makes it quite challenging to make further
assertions in this regard. Even so, Zappi (2007) alleges that CSR is not a new
activity for banks, but rather a different way of being a bank. One of the
bank’s inherent social responsibilities is to gain familiarity with their
customers (Hodgson, 2002; Ogrizek, 2002). This is because the main aim of
banks’ CSR practices is to include the manifold concerns of the entities that
are influenced by and can influence the overall performance of the firm in
their strategic focus (McDonald & Rundle-Thiele, 2008). But one might
enquire as to how to identify these entities that represent varied interests
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across different stakeholder perspectives. The situation becomes even more
pronounced when it comes to the prospects of the sustainable use of natural,
social and economic resources among banking businesses.  But CSR strategies
encompass firms’ profit-oriented, societal as well as environmental
obligations to various stakeholders. As such, it requires banking businesses to
formulate novel processes of handling relations between the bank and its
stakeholders, through effective dialogue and participation (Chambers & Day,
2009).

SUSTAINABILITY

The meaning of ‘sustainability’ or ‘sustainable development’ is one
that is complicated in nature; it means different things to different people and
as a result incites many varied responses (Redclift, 1991). This is even more
pronounced in the manner in which the concept borrows from both the
natural and social sciences. Sustainable development has emerged out of
consistent efforts by businesses to implement policies on environmental
conservation alongside economic and social policies; which according to
Skinner & Mersham (2008) amounts to an urgent global imperative. But the
question is: How do firms translate and integrate the concept of sustainability
into their day-to-day business? How do they identify the impact of their
products and services on the environment and the society at large? Above all,
how do they connect their broad business strategy with sustainable
development strategies (Scherrer et al., 2007)?

Bartelmus (1987) avers that sustainable development will involve
firms undertaking development projects that retain a particular level of
income by conserving the sources of that income. It concerns meeting human
needs, maintaining economic growth and/or conserving natural capital
(Redclift, 1991). The World Business Council on Sustainable Development
(2001) also defines sustainable development as development that fulfils
current needs without sacrificing the ability of future generations to fulfil
their needs. As a result, in addition to their profit-making activities,
organizations are expected to also undertake activities aimed at long-term
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sustainable development. However every firm approaches the issues of
sustainability in their own unique way, depending on their resources, the
current situation in the area in which they operate, among others. In order to
establish a generic framework through which firms can explore sustainable
development, it is important to identify the multiple dimensions of the
concept.

There are a number of theoretical means by which firms can
approach the issue of sustainable development, owing to the multi-faceted
nature of the concept. These include the Egg of Sustainability and wellbeing
proposed by the International Union for the Conservation of Nature (IUCN)
(Guijt & Moiseev, 2001), the Triple Bottom Line (Norman & MacDonald,
2004) and the Prism of Sustainability (Meadowcroft et al., 2005). The Egg of
Sustainability posits that just as an egg is wholesome only if both the egg
white and the yolk are healthy, so is a society sustainable only if both the
people and the ecosystem are thriving. On the other hand, the Triple Bottom
Line, being the most common frame for sustainable development, presents
three essential interlinked elements of sustainable development: economic
development, social development, and environmental conservation (Enquist
et al., 2006). The model affirms that a corporation’s ultimate success can and
should be measured not just by their traditional profit-oriented bottom line,
but also by their social and environmental performance (Norman &
MacDonald, 2004). Yet Skinner & Mersham (2008) assert that Triple Bottom
Line reporting is challenging to the entire business sector around the globe.
In the situation that one or more of the triple bottom line elements are
deserted, the foundation capital will not be able to support future generations.
All the same, the Prism of Sustainability, on which this conceptual piece is
hinged, gives an extension of the Triple Bottom Line which provides the
added element of ‘institutions’, as shown in Figure 1 below.
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Figure 1 - The Prism of Sustainability

Source: Valentin & Spangenberg (2000)

Institutions represent the organisations and bodies (government and non-
governmental organisations) that are instrumental in a society, as well as the
mechanisms and orientations of that society (Valentin & Spangenberg, 2000).
The ability to successfully coordinate efforts towards the implementation of
the triple bottom line requires some form of institutional backing. This is
provided by the institutional element of sustainable development, which
serves to link firm strategy to the political will, and provide the motivation
needed to support its implementation.
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STRATEGIC CORPORATE SOCIAL RESPONSIBILITY

Strategic CSR endorses a long-term vision of business accountability to a
broad range of stakeholders including the community, employees and
shareholders (Snider et al., 2003). This perspective of broad goals extends
strategic CSR beyond mere traditional profit seeking behaviour to include
goals of sustainability, education and poverty reduction. While this approach
to CSR is welcome, there is the need for some direction, to guide its
operationalization in firms. According to Guzmán & Becker-Olsen (2010)
there are four essential components that are critical to the development of an
effective strategic CSR programme, which are elaborated in the paragraphs
that follow.

A Clear Strategic Motivation

The motivation for companies to engage in CSR programmes varies
substantively. However, every company needs a sound strategic alignment to
drive their CSR initiatives. Some companies are intrinsically motivated to
take on sustainable CSR, and have integrated it into their overall strategic
plan (Guzmán & Becker-Olsen, 2010). They believe that it is the right thing to
do, no matter the costs or rewards involved. Other companies are also
motivated by external institutions, including governmental and non-
governmental organisations, often through regulation, to adopt CSR; in
which case their compliance is based on the driving forces of rewards and
costs (Gunningham et al., 2004).

Nonetheless, the strategic orientation that drives the CSR initiative
is also dependent on the quality of the firm’s leadership (Kakabadse et al.,
2009). This leadership quality is displayed through the ability of the firm’s
leadership to identify the appropriate strategic direction in which the firm’s
CSR activities must go. This includes the aptitude of firm leadership to
present CSR as a business case rather than just an emotional appeal for doing
good (Yuan et al., 2011). These leadership skills are relevant at all stages of the
CSR implementation process, including the point of making the decision to
adopt CSR, the actual adoption and the sense of resolve to make the CSR
vision succeed (Kakabadse et al., 2009). For instance, in Uganda, firms face a
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number of challenges in CSR implementation, owing to the fact that the
responsibility to initiate, administer, and monitor CSR activities is largely
vested in middle-level managers; instead of top level management (Katamba
et al., 2012).

An Appropriate Initiative

Companies need to be careful when selecting their pick of CSR
initiative (Lindgreen & Swaen, 2010). This is because although the positive
outcomes of implementing CSR initiatives are well documented, there is the
likelihood of the firm experiencing a boomerang effect (Guzmán & Becker-
Olsen, 2010; Fleming & Jones, 2013). Organizations run a high level of risk in
terms of overall firm performance, if their CSR initiatives are not strategically
in sync with their general business objectives (Porter & Kramer, 2006).
Strategic CSR programmes will be more effective if the values of the causes
they support are in line with the company’s business and core brand value.
This may sometimes call for the prioritisation of certain CSR issues over
others (Galbreath & Benjamin, 2010; Sheikh & Beise-Zee, 2011). Firms need
to consistently associate themselves with CSR endeavours that are coherent
with their brand values, in order to avoid falling into the snare of corporate
philanthropy that endows the firm with little or no opportunity for brand
value creation. Ofori & Hinson (2007) in a study of local and internationally
connected firms in Ghana, determined that both groups had education as
their number one choice of socially responsible initiative, with corporate
philanthropy as their least appropriate. This is corroborated by Porter &
Kramer (2002) who aver the current state of decline of corporate
philanthropy among businesses in the United States. A strategic fit between a
firm’s CSR initiatives and their brand values, determines the credibility and
effectiveness of that firm’s CSR initiatives as well as its outcomes (Yuan et al.,
2011). As such Yuan et al. (2011) assert that in order for a given CSR initiative
to successfully fit into the strategic fabric of the company it must have
Coherence (Fit with other CSR practices), Internal consistency (Fit with
prevailing business practices) and External consistency (Fit with societal
stakeholder demands); as shown in Figure 2 below.
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Figure 2 – How CSR Initiatives Must Fit

Source: Yuan, Bao & Verbeke (2011)

The Right Timing

Organizations often engage in CSR as a response to some form of company
crisis, such as consumer boycotts and pressure from either governmental or
non-governmental organizations (Fleming & Jones, 2013). Instinctively, the
outcomes of these CSR initiatives will differ from those ones that are
instigated as a result of the firm’s own prerogative (Groza et al., 2011). Firms
engaging in proactive CSR initiatives actively engage in and support CSR in
advance of stakeholders receiving any negative information about them (Du et
al., 2007). To the contrary, reactive CSR strategies entail firms undertaking
CSR to safeguard their image after some irresponsible action has taken place
(Wagner et al., 2009). Reactive CSR programmes usually arouse suspicion
among stakeholders. Suspicion tends to negatively affect the responses of
stakeholders to reactive CSR initiatives of firms, rather than their proactive
CSR actions (Becker-Olsen et al., 2006). Firms must therefore determine the
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appropriate timing with which to initiate specific CSR programmes. In times
where the company is to blame, stakeholders might respond in a better
manner if the company admits guilt, takes the necessary corrective measures
and then continues with a proactive cause (Guzmán & Becker-Olsen, 2010).
Alternatively, their CSR initiatives could be entirely built on proactive
grounds, with no recourse to act in order to salvage any given situation that
may arise.

The Right Communication

Research has identified that stakeholders, particularly consumers, expect to be
informed about the CSR initiatives firms are pursuing. Therefore, companies
need to ensure that stakeholders have ready access to the information
required to enable them to properly evaluate firms’ ongoing CSR practices
(Hinson et al., 2010). Stakeholders must be able to trust the sources from
which they access this information, as well as the content contained therein,
in order for CSR communication to be successful (Pomering & Dolnicar,
2009). The firm must ensure that the information made available to these
stakeholders portrays the company in a positive light, and plainly articulates
the organization’s motivations for engaging in the particular CSR initiative, as
well as its impact on the society at large (Guzmán & Becker-Olsen, 2010).
Stakeholders reading about CSR initiatives that have a strong fit with the
firm’s strategic objectives, are more likely to equate these initiatives to the
firm’s broad strategic direction, which will ultimately enhance firm
performance (Lii & Lee, 2012). In communicating their CSR, however, firms
must adopt an inside-out approach in order to build a strong organizational
commitment to the corporate CSR agenda; before further communicating to
external stakeholders (Morsing et al., 2008). Firms are also advised to consider
using ‘expert CSR communication’ towards expert stakeholders or critical
stakeholders including regulators, and other key external decision makers. An
‘endorsed communication process’ can also be used towards members of the
general public and customers (Morsing et al., 2008: 108-109). This is,
arguably, highly relevant in a developing country context, especially where
high power distance exists or authority is revered; and/or high collective
cultures where rich-interpersonal communication thrives (Hofstede, 1991).
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CSR reportage was primarily considered to be the mainstay of firms
in developed countries, but in recent years the idea has been substantially
embraced in developing country contexts as well (Belal, 2001). According to
Morsing & Schultz (2006), consumers prefer CSR initiatives to be
communicated through minimal release channels like annual reports and firm
websites. But, Scharf & Fernandes (2013) in a study of the Brazilian banking
industry identified that CSR-specific advertising on bank websites, in
magazines and other media, with no commercial appeal, enhances bank
reputation through increased brand awareness. Furthermore, Jones et al.
(2009) contend that in order for firms to attain a significant reach and impact
for their CSR initiatives, on-line reputation management processes should be
geared towards engaging company stakeholders in online conversations.
Cândea & Cândea (2009) proffer that strategic CSR has to incorporate
permanent dialogue with both internal and external stakeholders, with the
aim of turning these stakeholders into innovative partners of the firm. They
propose that this can be done using Web 2.0 social tools. Web 2.0 tools are
open to all, and create an environment in which consumers and other
stakeholders can exercise their freedom of expression with regard to any
issue. If these online conversations are well managed, with regard to a firm’s
CSR initiatives, they can enable firms to build a good reputation, as well as a
strong brand image (Jones et al., 2009). These ideas were concisely put
together into one phrase by Cândea & Cândea (2009), who called it CSR 2.0.
Other researchers including Nyahunzvi (2013) and Hinson (2011) also
identified other effective means of communicating firms’ CSR related
information; namely firm mission statements and firm annual reports.
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SUSTAINABLE STRATEGIC CSR

In reference to the above discussion, sustainability constitutes a key
ingredient in any strategic CSR initiative. Firms are becoming more
sustainable by meeting the needs of both their direct and indirect
stakeholders; at the same time underpinning their ability to meet the needs of
these stakeholders in the future (Dyllick & Hockerts, 2002). Sustainability has
the capacity to influence all aspects of a firm’s operations, including every
value creation tool at their disposal, in both the short and the long term
(Berns et al., 2009). Lo & Sheu (2007) found that being sustainable causes
firms to increase their value. Thus, in order for banking businesses to succeed
at improving their value, while implementing strategic CSR programmes,
they must effectively grow and maintain their economic, social and
environmental capital base (the sustainability dimensions). This paper
proposes that this can be achieved using the model for Sustainable Strategic
CSR which is shown in Figure 3 below.

The model integrates the four stages of developing an effective
strategic CSR programme (Guzmán & Becker-Olsen, 2010), with the concept
of the prism of sustainability (Valentin & Spangenberg, 2000), to produce a
framework for sustainable strategic corporate social responsibility. The
framework highlights the need for banks, in designing strategic CSR
programmes, to have a clear strategic motivation informed by the four
dimensions of sustainability posited in the prism of sustainability. Aside that,
they must also select the appropriate CSR initiatives, based on coherence,
internal consistency and external consistency, as proposed by Yuan et al.
(2011), and implement them at the right time.  Eventually, they must
communicate information about their CSR initiative, its implementation, and
its impact on the triple bottom line, for the benefit of their stakeholders. This
can be done using firm mission statements, annual reports, CSR-specific
advertising and CSR 2.0 which includes firm websites.

Going beyond the work of Guzman & Becker-Oslen (2010), the
paper draws on the tenets of the marketing communication process (Pickton
& Broderick, 2010), to add a fifth stage, - Appropriate Feedback Strategies - to
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monitor and evaluate stakeholder responses to CSR communication. The
works of Morsing & Schultz (2006) and Morsing et al. (2008) have previously
shared directions on how to establish feedback channels for CSR
communication.  The authors proposed three types of CSR communication
strategies, namely: the stakeholder information strategy, stakeholder response
strategy and stakeholder involvement strategy. While the stakeholder
information strategy is one-way communication; the latter two are two-way
asymmetric communication. Feedback strategies tend to embrace the latter
two strategies. However, the stakeholder response strategy tends to require
stakeholders to be reactive – responding to corporate actions. The CSR focus
is therefore decided by top management based on findings from feedback via
dialogue, opinion polls, networks and partnerships. Concerning stakeholder
involvement strategy, stakeholders are involved and suggest corporate CSR
actions. Firms gain the opportunity to co-construct CSR actions with their
stakeholders. They can establish frequent, systematic and pro-active dialogue
with stakeholders, and the knowledge gained by firms can be used to inform
subsequent decisions taken with regard to sustainable strategic CSR
initiatives. Stakeholders may therefore become incorporated into the firm’s
strategic CSR initiatives (Morsing & Schultz, 2006).
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DISCUSSIONS AND CONCLUSIONS

CSR has been defined in varied ways throughout the years in scholarly
literature. Nonetheless at any point in time the concept can be redefined in
order to serve varying needs and purposes. It has been identified that having a
socially responsible reputation can influence customers’ preference of a
particular bank, as well as the products it offers (Nan & Heo, 2007). Hence,
given the peculiar case Africa presents for firm CSR, sustainability offers a
unique opportunity by which firms can excel at their CSR initiatives.
Research has shown that sustainability fits effectively with corporate social
responsibility (Lo & Sheu, 2007). For this reason, integrating the
development of an effective strategic CSR programme, with the components
of sustainability can to a large extent guarantee firms high amounts of value.

The aim of this paper was to present a framework for sustainable
strategic CSR by combining the prism of sustainability, with the four vital
constituents of an effective strategic CSR programme, and introducing a fifth
(Guzmán & Becker-Olsen, 2010). The sustainable strategic CSR framework
presents a novel way by which banking businesses can strategically integrate
sustainability into their entire CSR strategy. It specifies how they can
effectively select the appropriate CSR initiatives that are in line with a
strategic motivation of sustainability. Further, it elaborates on how banking
firms can utilize timing efficiently while deploying their sustainable CSR
programmes; as well as how to effectively communicate the outcomes to their
numerous stakeholders using the correct channels.

In the CSR literature it has often been argued that in most
situations, corporate desires to do what is right, usually give way for long-
term corporate economic interests (Epstein & Roy, 2003). Nonetheless when
it comes to sustainability and CSR, there will always be a middle point, where
a win-win situation can be created, for the benefit of all stakeholders involved
(Epstein & Roy, 2003). In this paper it is put forward that sustainability has
the capacity to influence all aspects of a firm’s operations in both the short
term and long term period (Berns et al., 2009). Therefore, it makes sense to
start from the firm’s strategic motivations for sustainable CSR in the firm,
what goes into the selection of an initiative, what factors the firm pays
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attention to in its deployment and why, as well as how the resultant outcomes
are disclosed for the benefit of stakeholders.

At all levels of the company, there is the need to involve both
internal and external stakeholders in the process of sustainable strategic CSR
(Yuan et al., 2011). In communicating the outcomes of sustainable CSR, firms
need to shift from merely delivering messages to stakeholders, to a strategy
that includes a deeper understanding of how different stakeholders, especially
customers, create meaning to these messages. This will involve, according to
Cândea & Cândea (2009), creating a true dialogue between the firm and its
stakeholders using Web 2.0 tools. This will lead not only to a better
understanding of a firm’s sustainable CSR initiatives, but also in creating
value and building a long-lasting relationship between the firm and its
stakeholders (Finne & Strandvik, 2012). A key managerial challenge,
however, will be the ability to manage the technology assisted interactions
between the firm and its stakeholders (Jones et al., 2009). But once effectively
managed, it can unearth a better understanding of what questions
stakeholders require to be answered when it comes to sustainable CSR.

The framework proposed in this paper, gives rise to some
interesting implications for research. The model is yet to be tested in an actual
firm practicing sustainable CSR. Hence future researchers can consider
testing the model in different contexts, including the banking industry, to test
its applicability to businesses. Currently, there is fairly limited knowledge on
how stakeholders perceive information on sustainable CSR conveyed to them
using different communication channels (Du et al., 2010). Hence, research on
the stakeholder perspectives of firm CSR information that is circulated using
the different channels outlined in the framework would be a welcome
contribution.
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C H A P T E R  4

A Multilayered Approach to CSR

Practices in a Multinational Bank

orporate Social Responsibility (CSR) is increasingly becoming a
global practice for firms in both developing and developed countries.
Its ability to contribute to corporate sustainability and stakeholder

welfare has been well-documented and touted. However, it has been arguably
noted that CSR is rarely embraced at all levels of organizations. Studies which
have attempted to examine CSR from a multilayered perspective, involving
institutional, organizational and level predictors are also limited. In response,
the objective of this paper is to explore the predictors of CSR, at the three
levels, that initiate firm CSR engagement.

The paper builds on previous literature to develop a framework of
multilayered predictors of CSR. Using a qualitative approach, the framework
is used to examine a case study of predictors of CSR in a multinational bank in
Ghana. The findings suggest that, first, at the institutional level CSR
initiatives are driven by continuous dialogue with stakeholders, along with
good corporate citizenship, as well as partnership and mutual collaboration
with both internal and external stakeholders. Second, organizational level
CSR predictors emphasize the need to invest in communities, support
economic development, and create trust between the firm and its
stakeholders. Third, individual level CSR predictors are influenced by the
CSR manager’s educational background, on-the-job training, unique values,

C
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as well as the personal awareness of CSR related issues. In effect,
sustainability, as a CSR approach, ensures that firms contribute to making
their operational context (market) better, and thereby make it more viable for
business. The proposed framework outlines ten predictors of CSR,
categorized at the three levels.  The findings can be used as propositions to
guide the use of the framework in future research and practice.

INTRODUCTION

Corporate Social Responsibility (CSR) has become known for its ability to
contribute to corporate sustainability and stakeholder welfare over the past
decades (Kuada & Hinson, 2012; Dashwood & Puplampu, 2010). This has led
to increased pressure on firms, from both internal and external sources, to
fulfill broader social goals (Davies, 2003). As a concept, CSR has experienced a
number of shifts in conceptual thinking: from an unfair and costly burden on
shareholders (Friedman, 1962) to a corporate strategy that not only benefits
the society but also benefits the firm as an entity (Porter & Kramer, 2002).
There has been an ongoing debate among numerous CSR academics
concerning, specifically, what it means for a firm to be socially responsible
(Garriga & Melé, 2004). But through it all, one main issue has always emerged
as the core of each argument: the ability of firms to reconcile their economic
orientation with their social orientation (Carroll, 1991). In view of this,
diverse attempts at defining CSR have endeavored to incorporate this core
issue into their definitions. For instance, Carroll (1979) proposed that CSR be
viewed as a four-part concept that includes the idea that the corporation has
not only economic and legal obligations, but also ethical and discretionary
(philanthropic) responsibilities.

Critics of corporate social responsibility have intimated that it is
costly and constitutes an administrative burden, if a firm decides to undertake
socially responsible behavior (Barnett & Salomon, 2006). As a result in
developing economy contexts like Ghana, CSR activities are mainly
spearheaded by large multi-national companies, like Vodafone and Unilever
who are presumed to have the necessary resources (Owusu-Ansah, 2013;
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Amponsah-Tawiah & Dartey-Baah, 2011). However, multinational
corporations have been touted as predators, which perform CSR as a means
of concealing the very sources of the ills they claim to address (Fleming &
Jones, 2013). It largely involves outcomes which generate some form of
payback for the firms that commit the actions, with damages inflicted on the
wider stakeholder groups. In this instance, CSR is seen more as a means to an
end (Bhattacharya et al., 2009).

All the same, each company responds in its own unique way when it
comes to CSR issues (Ofori & Hinson, 2007). But, Whitehouse (2006) noted
that the eagerness of firms to engage in socially responsible practices is largely
driven by both external and internal factors, including firm values and
pressure groups. For instance, retail banks all over the world spend huge sums
of money on CSR annually in an attempt to enhance their relationship with
their stakeholders and improve their reputation (Hinson, 2011). However,
most of what we know about CSR predictors is quite fragmented, especially
in relation to the different approaches that various researchers have used to
study CSR at the different levels (institutional, organizational and individual)
of analysis (Aguinis & Glavas, 2012). Research has further indicated that
actors at different levels of analysis play diverse roles when it comes to firms’
drive to engage in CSR (Wang & Chaudhri, 2009; Maximiano, 2007). Thus
leading to calls in the literature for a multilevel analysis of organizational CSR
initiatives. More so, in the Ghanaian business context, there is currently a
limited number of studies that explore the CSR practices of specific
organizations in a multilayered manner. Most of the studies either used
survey or artifact examination online, to determine the CSR posture of a
number of different organizations in a given industry (Hinson et al., 2010;
Dashwood & Puplampu, 2010; Ofori & Hinson, 2007). Hence, an in-depth
study into one case organization can facilitate the unearthing of the drivers
and antecedents at the three levels that initiate CSR engagement in a firm
operating within a developing economy context.

The objective of this paper is to explore the predictors of CSR as
performed by Standard Chartered Bank Ghana Ltd., using a multilayered
approach. The paper also seeks to shed some light on practical considerations
pertaining, for example to the framing of CSR by individuals within
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corporate structures and the governance choices in a developing economy
context like Ghana. The sustainability agenda of Standard Chartered Bank
Ghana Ltd. (SCBG) focuses on activities that not only enhance their
performance now and for the long term, but also boost the economic
development of the countries in which they operate. The bank ensures that
each sustainability endeavor they undertake has both a positive impact on the
environment and society, and ultimately contributes to good governance
(Ghana News Agency, 2011). At Standard Chartered Bank Ghana Ltd., they
believe that by running their operations well, standing by their clients and
customers, and investing in local communities, they can be a powerful force
for good (Standard Chartered Bank, 2013). Their approach to CSR mainly
focuses on getting the basics of banking right; making sure that they are
financially stable with strong governance, so that they can create value for
their shareholders and society in the long run.

The outline of the manuscript is as follows: The first section covered
the introduction of the paper. Section two shows the evolution of CSR. The
next section examines theories in CSR research, followed by a discussion on
multinationals and CSR, the conceptual framework and the methodology for
the study. This is followed by the company profile, and then a presentation
and discussion of the findings in the seventh section. The conclusion is then
presented as the ultimate section of the paper.

THE EVOLUTION OF CSR

Over the space of several decades the concept of Corporate Social
Responsibility (CSR) has grown to become an intricate and multifarious
concept, from a hitherto constricted and often marginalized conception
(Cochran, 2007). The first attempts at conceptualising CSR are documented
by Bowen (1953), who attempted to theorize the relationship between
corporations and society. He raised questions on what exactly the
responsibilities of businesses were, and how society could make institutional
changes to promote CSR. But following Bowen (1953), there were strong
debates over the social and political legitimacy of CSR (Lee, 2008). Freidman
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(1962) argued that there was one and only one social responsibility of a
business, to use its resources to engage in activities designed to increase its
profits, engaging in open and free competition without deception or fraud.

Wallich & McGowan (1970) purported a new basis for CSR which
identified the concept as being consistent with shareholders’ long-term
interests. They argue that the society surrounding the business needs to
progress, in order for the business to maintain its critical support structure
and customer base. This is referred to as enlightened self-interest (Jones,
2009). Nevertheless, some authors still argued that the field of business and
societal interaction still lacked a generally accepted theoretical paradigm
(Preston, 1975). Consequently, Carroll (1979) proposed a four part model to
help elucidate and incorporate the numerous definitional strands that had
surfaced in the literature at the time. This model essentially focused on the
relationship that exists between a firm and its immediate surrounding
environment. Some years later Freeman (1984) introduced a coherent theory
of stakeholder management which considered the survival of the corporation
as the central issue with regard to CSR. Since then, the stakeholder theory has
gradually progressed to the epicenter of the CSR discourse, and has been
related to several economic theories such as the principal-agent theory and
the team production theory (Jones, 1995).

Various views of CSR have been captured in the CSR literature.
According to Hinson & Ndhlovu (2011), there are three main economic views
of CSR: the Neoclassical view, the Keynesian view and the New Institutional
view. The neoclassical view purports a more narrow view of CSR, where
firms only focus on their legal and economic obligations. Among the famous
proponents of this view is Milton Friedman, who believed that management
should pursue the interests of stockholders in return for having control of the
firm. In view of this, organizations need to focus, in their opinion, on
minimizing cost and maximizing profit within the laws, rules and regulations
of the land (Hinson & Ndhlovu, 2011). This is in contrast to the stakeholder
theory perspective of CSR, which suggests that a firm’s concerns should not
be restricted to the wealth of its owners, but should cover a much wider
variety of stakeholders (Bird et al., 2007). The neo-classical view, on the other
hand, advocates that any expenses made in respect of CSR activities, puts the
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firm in a position of competitive disadvantage, and further results in a
negative relationship between CSR activities and market performance (Bird et
al., 2007). The Keynesian view, however, puts forth a broader view, which
asserts that a firm’s CSR activities should integrate economic, social,
technological, as well as environmental factors in order for their CSR
endeavors to fit the bill (Hinson & Ndhlovu, 2011).

Beyond the economic views, Fleming & Jones (2013) stated that
there are three general perspectives in the literature regarding what CSR
means for businesses: ‘Why businesses should adopt CSR’, which is largely based
on ethical and instrumental rationale; ‘Why businesses should not adopt CSR’,
which is founded on the arguments of institutional function and property
rights; and ‘Why we must be critical of CSR’, where CSR is billed as capitalizing
on some of the negativities that it is supposedly remedying. From these
perspectives, scholars have over the years attempted to explain why certain
irrational and altruistic behaviours by firms tend to be productive, and why
these firms survive and often thrive amidst the ongoing debate (Smith, 1994;
Handy, 2002; Prahalad & Hammond, 2002). By and large, CSR has evolved
from being just a trendy, marginalized concept, restricted to a select group of
academics and businesses, to a mandatory requirement for all businesses who
intend to remain relevant and competitive into the foreseeable future.

THEORIES IN CSR RESEARCH

The field of CSR has benefited from the influence of a host of management
theories; which Garriga & Melé (2004) conveniently classified into specific
groups based on the outlook of these theories concerning the role of
businesses in the society. These include:

 Instrumental Theories which view CSR as a strategic tool to achieve
economic objectives and ultimately, the creation of wealth. These
theories include the agency theory (Eisenhardt, 1989) and the
resource-based view of the firm (Barney, 1991) and dynamic
capabilities (Teece et al., 1997).
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 Political Theories which focus on interactions and associations
between business and society, as well as on the power and position
of businesses and their intrinsic responsibilities; namely: corporate
citizenship (Altman & Vidaver-Cohen, 2000) and social contract
theory (Donaldson, 1982).

 Integrative Theories, as the name suggests, examine how businesses
are able to integrate social demands into their strategic activities,
since businesses depend on the society for their survival and growth;
for instance the legitimacy theory (Deegan, 2002) and stakeholder
theory (Freeman, 1984).

 Ethical Theories focus on the ethical requirements that boost the
relationship between business and society. These are largely based
on principles that express the right thing to do, such as the
stakeholder theory (Freeman, 1984).

The integrative theoretical approach will be adopted for this study,
as it emphasizes the manner in which firms integrate the demands of their
surrounding environment into their business activities. The research will
draw on the stakeholder theory in order to dissect the practice of CSR at the
institutional, organizational and individual levels. Stakeholders are the
individuals or actors who have the ability to influence, or can be influenced by
a firm’s activities (Clarkson, 1995). They include shareholders or investors,
employees, customers, suppliers, and the government (Maignan et al., 1999).
The stakeholder theory posits that firms need to make a conscious effort to
understand, respect, and meet the needs of all their stakeholders (Miles,
2012). Firms consider getting their stakeholders involved in decision making
as a strategic resource, since it can contribute significantly to a sustained
competitive advantage (Cennamo et al., 2009). This theory informs this study
from the point of view that each individual or group of stakeholders is unique
in nature, hence the obligations of any firm towards a particular group of
stakeholders is likely to differ significantly (Smith, 2003). Stakeholders are
purported not only be influential when it comes to firm CSR decisions, but
also as a key source of information for the firm (Schouten, 2007). Their
demands on the firm vary and at certain times conflict with each other
(Galbreath & Benjamin, 2010). Hence, given these distinct influences
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informing the CSR initiatives of firms at the institutional, organizational and
individual levels, the stakeholder theory will serve as a good guide to dissect
the role that stakeholders play in the overall CSR initiatives of firms (Wang &
Chaudhri, 2009).

Scholars such as Greenwood (2007) have argued that stakeholder
theory is morally neutral, such that engaging stakeholders and committing to
considering their needs does not automatically compel a firm to act in their
best interests. Furthermore, Fleming & Jones (2013) argued that a critical
analysis of the stakeholder theory points out the double standards that are a
defining feature of CSR, when practiced in the corporate sector. For these
reasons, this study will attempt to draw on this theory to explain the
relationships between organizational managers’ behaviours in terms of CSR,
and the rationale behind it when it comes to the firm’s stakeholders.

MULTINATIONAL CORPORATIONS (MNCs) AND CSR

The advent of the internet, coupled with its ability to enhance information
exchange across national and cultural boundaries has brought to light
numerous stories about the irresponsible practices of many multinational
companies, especially oil multinationals (Jones et al., 2009). This has led to a
drastic increase in the number of internal and external actors that exert
pressure on multinationals to act in a socially responsible manner, including:
employees, unions, NGOs and governments, who show a great deal of
concern for the environment and social conditions (Ite, 2004; Maloni &
Brown, 2006). However, multinationals’ motives for engaging in CSR are
much more intricate than a sheer reaction to pressure (Frynas, 2005). MNC
CSR practices have been often deemed as superficial and self-serving, thereby
purposely limiting its positive potential for the society (Skinner & Mersham,
2008). Chatterji & Listokin (2007) asserted that corporations will not engage
in behaviors that do not maximize profit.  Hence most of the multinationals
only allege that they comply with certain codes of conduct, such as the UN
Global Compact, in order to pacify stakeholders. In essence, multinational
companies have a rationale to act more socially responsible in order to



Essays from a Marketing PhD – Year One •

99

compensate for dealings that are perceived as socially irresponsible by their
numerous stakeholders (Kotchen & Moon, 2011). Multinationals are not
merely expected to be socially responsible, but also to be responsible for the
practices of their global supply chain partners, including third party logistic
providers (Andersen & Skjoett-Larsen, 2009).

This study is sited in the banking sector, where the core business of
each firm is to take deposits, grant loans and provide complementary services
to customers. Socially responsible banking is slowly gaining traction in the
financial service industry (Scholtens, 2009). But like any other form of
business organization, banks view CSR both as a source of business
opportunity, and at the same time as a business risk. Banking services by
virtue of their nature are intangible and inseparable from the one delivering it
(Hinson, 2012). As a result banks the world over inject huge sums of money
annually into CSR activity in order to consolidate their reputations, as well as
enhance relationships with their stakeholders (McDonald & Lai, 2011). The
decision to take this step can be attributed to the fact that stakeholders,
especially consumers, are taking more and more cognizance of firms’ CSR
issues, particularly when it comes to doing business with them. Banking
organizations therefore need to develop an agenda for CSR, which will bring
into play an array of skills, resources and organizational strengths in order to
succeed at their CSR endeavors (Decker, 2004). According to Cosmin et al.
(2008), banks no longer view CSR as a regulatory or discretionary cost, but
rather as an investment that yields increased financial returns. In recent times,
relatively every bank publishes a sustainability report; and majority of them
have a supply chain policy that captures both environmental and social issues
(Scholtens, 2009). For example, the CSR activities of Standard Chartered
Bank involve the bank providing suppliers with guidelines on their
environmental and social standards through their Supplier Charter (Standard
Chartered Sustainability Review, 2012).

Internationally, it is also clear that banks are paying more attention
when it comes to their corporate social responsibility. Scholtens (2009) in a
study of 32 banks in fifteen countries and three regions of the world found
that the number of financial products that take sustainability issues into
consideration have increased considerably. Transparency with regard to social
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responsibility has also increased among banks globally; and majority of them
have become signatories to different codes of conduct, particularly those that
have been introduced for financial institutions (Scholtens, 2009).

THE CONCEPTUAL FRAMEWORK

CSR is rarely embraced at all levels of organizations (Lee, 2008). However, in
a study of micro, small, medium and large enterprises in the Philippines,
Maximiano (2007) identified that institutional level factors are the number
one driver for firm CSR activities; followed by organizational level, and then
individual level factors. Whereas, Wang & Chaudhri (2009), determined that
organizational level factors were most important; followed by institutional
level and individual level factors, in their study of major trade companies in
China. It is evident that all the three levels tend to matter, but differences are
likely to emerge when we examine the unique contexts of different
organizations.

As a result, this study will adapt portions of the proposed Aguinis &
Glavas (2012) framework for multilayered CSR research, in order to explore
the predictors of CSR at Standard Chartered Bank Ghana Ltd. in a multilevel
fashion. Addressing the antecedents of CSR initiatives undertaken by
Standard Chartered Bank Ghana Ltd. will provide clearer insight into the
processes through which CSR activities come about at the bank. Aguinis &
Glavas (2012) argued that research that covers the predictors of CSR in firms
at all the different levels in one study is limited. Therefore, they proposed an
all-inclusive framework for conducting future CSR research at multiple levels
of an organization. The framework provides an innovative classification of
predictors of CSR, outcomes of CSR, mediators of the predictors-CSR
relationship, and moderators of the CSR-outcomes relationship. But this
research will focus on exploring only the predictors identified in the
framework with respect to the case company. This is because the variables
provided in the framework are by no means exhaustive, and subsume all the
levels of CSR analysis in an organization: individual, organizational and
institutional. Given that this particular study is cross-sectional, taking on the
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entire framework may limit the efficiency of the analysis that will be
performed. There are a number of variables contained at each stage of the
framework; some of which have to be studied in a series of longitudinal
studies, which is beyond the scope of this study. Hence, in order to perform
an adequate exploration of the variables in the framework, this study will
focus only on adapting the predictors of CSR at the institutional,
organizational and individual levels, as specified in the model. The adapted
model is presented in Figure 1 and explained subsequently.
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Institutional level

Institutional and stakeholder predictors, as well as regulation, standards and
certification demands, are pertinent factors influencing firm decisions to
implement CSR. Government action of enacting and enforcing laws and
regulation often encourages CSR among firms, due to their unique and
largely compulsory nature (Aguilera et al., 2007). They serve as a benchmark
against which stakeholder expectations are set, which other agents such as
consumers, shareholders, non-governmental organizations, the media,
employees and shareholders can insist on (Kagan et al., 2003). In Ghana, for
instance, there are a number of key CSR issues which are captured in the law,
including, the fiduciary responsibility of directors and their duty to promote
the interests of all stakeholders, proper accounting and auditing practices,
equality of shareholders of the same class, redress for violation of
stakeholders’ rights, rights of employees, safety products, tax obligations and
the environmental impact of corporate activities (Atuguba & Dowuona-
Hammond, 2006). Besides, the government of Ghana also encourages CSR by
providing tax deductions for corporate sponsorship of charities, sports
development and promotion, educational scholarships, and rural and urban
community development projects. Further, a study conducted by Owusu-
Ansah (2013) on major companies who practiced CSR in Ghana, revealed that
stakeholder and community pressure contributed significantly to firms’
decisions to engage in CSR practices.

Organizational level

Organizational level predictors include firm instrumental and normative
motives, firm mission and firm values. Top management of the firm has the
power to influence whether or not a firm engages in CSR, through the
manner of corporate strategies they endorse and the amount of resources they
allocate to them (Aguilera et al., 2007). Research on decision making in
organizations indicate that the decision making process in organizations is
one of a political nature, where decisions are taken in a democratized manner,
but ultimately, the power to make the final decision lies with the actors who
have the necessary resources to put that specific item on the corporate agenda
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(Pfeffer, 1992). Hence, firms may engage in CSR out of a moral obligation, on
the part of the relevant actors, to do the right thing. Some firms may also
engage in CSR activities in a bid to safeguard their image and to improve
upon its reputation in the eyes of stakeholders (Wang & Chaudhri, 2009;
Maximiano, 2007). Otherwise, a firm will engage in CSR solely driven by self-
interests, in the hopes of achieving profitability (Arevalo & Aravind, 2011).
Owusu-Ansah (2013) determined that managers’ perceptions of the economic
outcomes of CSR for Ghanaian firms played a pertinent role in their decision
to adopt CSR; thereby, presenting CSR as a corporate strategy for numerous
large multinational firms in Ghana. Furthermore, Yuan et al. (2011) intimated
that some firms are instituted with a CSR orientation at their core, influenced
by the mission and values of their founders. As a result CSR is intricately
woven into the very fabric of their organizational structure. This enables
organizations to avoid the conflicts that often emerge, when attempts are
being made by managers to infuse CSR practices into an already established
firm structure (Yuan et al., 2011).

Individual level

Hemingway & Maclanagan (2004) proposed that manager’s personal values
are an important predictor of CSR. This was corroborated by Arevalo &
Aravind (2011) who identified individual values as a top predictor of CSR
initiatives, rather than profit oriented motives, in a study of top managers of
Indian firms in various industries of varying sizes. Moreover, Kakabadse et al.
(2009) assert that CSR acumen and awareness on the part of individuals
within an organization, is pertinent to assuming successful firm CSR
initiatives. Knowledge of CSR and its importance to the firm’s overall
performance provides drive and conviction towards its effective
implementation. Scholars like Battisti & Perry (2011) and Waldman & Siegel
(2008) have touted the strategic position of CEOs and managers, as key
decision makers, as well as their ability to influence CSR strategy and
performance. According to Huang (2013) a firms’ CSR performance is directly
influenced by the CEO/manager’s educational specialization. This can be
attributed to the fact that CSR has been introduced into the curricula of many
tertiary institutions globally; which has contributed immensely to students’
awareness of social and environmental issues (Huang, 2013). From the above
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proposed model, the following sub-research questions will be investigated:

(1) What institutional level factors predict CSR at SCBG?
(2) What organizational level factors predict CSR at SCBG?
(3) What individual level factors predict CSR at SCBG?

METHODOLOGY

This study will be based on an in-depth analysis of a single notable case. The
case company selected for analysis is Standard Chartered Bank Ghana Ltd., a
banking institution that adopts a strategic approach to CSR. In order to
delineate CSR practices at Standard Chartered Bank Ghana Ltd., a case study
approach has been adopted; specifically a single case study research design.
Case study research is a theory-building approach that is entrenched in rich
narrations of specific instances which have the ability to enhance the
researcher’s understanding of different phenomena being studied (Eisenhardt
& Graebner, 2007). It is one of the most popular tools in qualitative research
methodology and has been widely used in CSR research (Pérez & del Bosque,
2012; Rialp et al., 2005).

The single case study design was chosen because Standard Chartered
Bank Ghana Ltd. represents a unique case for CSR in the Ghanaian banking
sector (Yin, 2003). Focusing the study on one isolated phenomenon, in this
case Standard Chartered Bank Ghana Ltd. provides the researcher with the
opportunity to identify the interactions between the different types of factors
that lead to the CSR initiatives in this company, which other types of research
may neglect (Pérez & del Bosque, 2012). It goes further to enhance the
researcher’s understanding of the nature of processes, and the complexities
that enshroud their occurrence (Berg, 2007). In respect of data collection, a
number of information sources were exploited for the purposes of this study.
Primary data was collected through a semi-structured interview with Mr. Nii
Okai Nunoo, the Area Head of Corporate Affairs, West Africa who also has
direct responsibility across West Africa for developing and protecting the
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Bank’s reputation. He is also the Regional Head of Sustainability, Africa,
responsible for the Bank’s sustainability agenda across the African continent.
The interviewee was first contacted by phone, and later a formal introductory
letter outlining the purpose of the research was sent to the company. An in-
depth interview was then scheduled and conducted by the researcher, using
an interview guide. The interview guide was planned using open ended
questions, delineating the exact issues to be covered.  Secondary data was also
gathered from the Bank’s annual reports, Standard Chartered Bank
sustainability reviews, the corporate website, press releases, in addition to
other archival documents. The case study (qualitative data) was analysed using
the Miles & Huberman (1994) qualitative data analysis approach. The
approach requires researchers to reduce data, display data and abstract to
propose and verify conclusions as propositions for future studies. These
techniques are applied in the study.

COMPANY PROFILE

Standard Chartered Bank Ghana Ltd. (SCBG) belongs to an international
banking group with 1,700 branches and offices in 68 markets, mainly in Asia,
Africa and the Middle East. The bank has been in operation since 1896, when
it was known as the Bank of British West Africa. They are the oldest bank in
Ghana, and are ranked consistently amongst the top three banks, locally. The
bank offers a wide range of banking products and services, primarily through
Consumer Banking and Wholesale Banking. They reason and operate as One
Bank, supporting their clients and customers by working together and
creating synergies across their international network, businesses and
functions. The bank is committed to building a sustainable business over the
long term and upholding high standards of corporate governance, social
responsibility, environmental protection and employee diversity.

Their brand promise is Here for good, which buttresses how they do
business, as well as what goes into their business decision making. The group
has won a number of awards for sustainability and sustainability related
issues. For instance in 2012, the group was named Sustainable Global Bank of
the Year by the Financial Times and the International Finance Corporation in
view of their commitment to embedding sustainability across their business.
The bank was also included in the Dow Jones Sustainability Index (DJSI),
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whose evaluators noted the bank’s strong performance in stakeholder
engagement, brand management, financial inclusion and their climate change
strategy. The group was also included in the World Index, as well as the
European Index.

Additionally, the bank is listed in the FTSE4Good index, which is
designed to measure the performance of companies that meet globally
recognised corporate responsibility standards. The bank is also a member of
the Carbon Disclosure Project (CDP), which has acknowledged their
achievements in managing the bank’s environmental impact. Listed on the
Ghana Stock Exchange (GSE), Standard Chartered Bank Ghana is 80% owned
by Standard Chartered PLC, with the remaining 20% of its stock being traded
on the Ghana Stock Exchange (GSE). It has operated in Ghana for about 117
years, with 23 branches located in the main regions of Ghana which are fully
automated and networked, with automated teller machines located at most of
these branches; with an employee base of 1047 as at the end of 2012.

PRESENTATION AND DISCUSSION OF FINDINGS

Defining CSR in SCBG

Standard Chartered Bank Ghana Ltd. (SCBG) prefers to use the term
Sustainability instead of CSR to refer to the various forms of social
intervention undertaken by the bank. Sustainability serves as a conventional
item in the Standard Chartered Group’s governance model. It is what ensures
that there is a good balance between opportunities today and those that are
most likely to come up in the future. As a bank, they believe that they should
contribute to the market in which they operate, this is because they believe if
they contribute to make Ghana a better market, it will make the market more
viable for them to do business. Hence as a bank, they do their business in a
sustainable way. In support, the Regional Head of Sustainability had this to
say:



¬   SHEENA LOVIA BOATENG

108

“Sustainability in the bank is driven by various components: being a
responsible company, contributing to economic development and investing
in our communities, that’s what sustainability means to the bank and I
drive that across Africa”.

Currently, there are a number of local, regional and group sustainability
initiatives running concurrently within the bank. These include: the Schools
Desk Project, which is a local initiative; and Seeing is Believing, a group
initiative. The suggestive lesson from the above discussion is:

Lesson One - Sustainability, as a CSR approach, ensures that firms
contribute to make their operational context (market) better, and
thereby make it more viable for business.

Institutional level

Stakeholder engagement forms an integral part of the bank’s approach to
building a sustainable business. Ongoing dialogue with both internal and
external stakeholders helps to inform and guide the sustainability strategy.
Hence at the institutional level, the bank has an ongoing dialogue with its
stakeholders including government, non-governmental organisations,
industry bodies, regulators, employees, communities and socially responsible
investors. With regard to government, who also doubles as a regulator for the
bank, SCBG participates in a wide range of government led initiatives in
order to address sustainability issues in the country. They often point the
bank in a certain direction when it comes to CSR, but in terms of compliance
they are largely prescriptive; which may not fall under community
investment. But to the bank, it still falls under sustainability because it makes
them a responsible company. When asked if there were any regulations that
the bank was mandated to adhere to in terms of sustainability and CSR, both
in Ghana and globally, The Regional Head of Sustainability noted that:

“Banking is a highly regulated industry, even what we do as a bank, our
compliance in terms of laws all fall under sustainability for us. So yes,
there are regulations in that respect, what we do in terms of how we deliver
our community investments and how we report it in some markets, and so
on is all regulated”.
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This reinforces the claims by Atuguba & Dowuona-Hammond
(2006) who noted that in Ghana there are a number of key CSR issues which
are captured in the laws, including the duty of businesses to promote the
interests of all their stakeholders. But that notwithstanding, some
stakeholders including employees, NGOs and the community are also
significantly involved in predicting the bank’s sustainability initiatives
(Owusu-Ansah, 2013). SCBG purports to operate as One Bank. For individuals
observing from outside the institution, they only see Standard Chartered
Bank Ghana Ltd. and not the individual employees, divisions and departments
that make up the bank. As a result, it is necessary for the survival of the bank
that all the different employees, departments and divisions work as one. With
the view to ensuring that whatever they do, counting their sustainability
endeavors reflects positively on the image and reputation of the bank as a
whole. According to the Regional Head of Sustainability:

“If we want to ensure that we have a good image, people within the bank
should understand that our actions mesh into a fine fabric, called Standard
Chartered; so we should have that at the back of our minds and be able to
ensure that we have a good network of internal stakeholders”.

In view of this, SCBG endeavors to rope in its employees, being the
core group of internal stakeholders into their sustainability agenda. The bank
has embarked on a number of employee led community initiatives over the
years, including Seeing is Believing, which is an eye care project across the
globe for the prevention of avoidable blindness. This was rolled out on the
occasion of the bank’s 150th anniversary as part of the celebrations.
Additionally, every year each member of staff has three days of the banks
time, not as part of their annual leave, to engage in employee volunteering for
the benefit of communities. Employees have the opportunity to decide what
they want to do and choose what area of society in which they intend to serve
as part of their contribution to sustainability, through the bank’s Employee
Volunteering program.

Also, the bank receives a number of proposals from the communities
in which they operate, suggesting possible areas in which the bank could be of
assistance. In soliciting for this support from the bank, they are inadvertently
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helping the bank to make an informed decision, with regard to which societal
initiatives to focus on. There are also the NGOs who give some pressure to
the bank by lobbying them to embark on one sustainability initiative or the
other for the benefit of society, and attempting to get the bank to make a
choice in their favor. However, most of these requests from NGOs come in
the form of partnerships, which are largely welcome by the bank; because in
his own words the Regional Head for Sustainability at the bank opines that:

“Even if they are not bringing you financial support, they are bringing
technical support which they have. Because the bank’s money cannot do
things, you need people with technical support to deliver that”.

The suggestive lesson from the above discussion is:

Lesson Two - Institutional predictors of CSR initiatives are driven by
continuous dialogue with stakeholders, along with good corporate
citizenship, as well as partnership and mutual collaboration with
both internal and external stakeholders.

Organizational level

At Standard Chartered, they believe that good governance contributes to the
long-term success of the company, thereby creating trust and engagement
between the company and its stakeholders. As such the right culture, behavior
and values need not only be adopted by the Board of Directors, but should
also permeate the organization at every level. Research has indicated that
firms may engage in CSR out of a moral obligation, on the part of the relevant
actors, to do the right thing. Conversely, it could be a mere bid to safeguard
the firm’s image and to improve upon its reputation in the eyes of
stakeholders (Wang & Chaudhri, 2009; Maximiano, 2007). Otherwise, a firm
will engage in CSR solely driven by self-interests, in the hopes of achieving
profitability (Arevalo & Aravind, 2011). But the Regional Head for
Sustainability at the bank orated that:

“When it comes to sustainability, for us it is not an image issue”.
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Sustainability at the bank is driven by various components: the fact
that they want to be a responsible company, and live up to their
responsibilities as good corporate citizens, even as they claim their rights.
They also want to invest in their communities, because that is where their
staff live and work, that is where the dependents of their staff live and work,
and that is where their customers live and work. They equally want to
support economic development because they cannot work in a market and
not contribute to the economic development of that market. Yuan et al. (2011)
intimated that some firms are instituted with a CSR orientation at their core,
influenced by the mission and values of their founders. At SCBG, the brand
promise is Here for good, which may come across initially to mean that the
bank intends to be here forever, but it means more than that. According to
the Regional Head for Sustainability at the bank:

“It is not just about longevity, it means commitment and commitment
touches on three areas: commitment to the market, commitment to the
people within the market including our staff and customers and other
stakeholders, and then commitment to progress within that market. So we
are here for the long run, here for the people and here for progress”.

The suggestive lesson from the above discussion is:

Lesson Three - Organizational level predictors of CSR emphasize the
need to invest in communities, support economic development, and
create trust between the firm and its stakeholders.

Individual level

The Regional Head of Sustainability, Africa, at SCBG, doubles as the Area
Head of Corporate Affairs, West Africa. Corporate Affairs primarily seeks to
ensure that the bank builds on its reputation and image positively, whiles it
engages its key stakeholders and ensures that they are all on the same track.
He has been in the corporate affairs role for the past six years, and is in his
seventh year. He has also been in the sustainability role for the past three
years, with both roles running concurrently. Furthermore, his background in
Public Relations entailed a component of CSR; all of which have served to
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enrich the experience he brings to the table in his current position as the
Regional Head of Sustainability at the bank. Similar to the findings by Arevalo
& Aravind (2011) that individual values are a top predictor of CSR initiatives,
rather than profit oriented motives, the Regional Head for Sustainability at
SCBG expressed that he believed in every sphere of life, the background of
various players influences what they do. He disclosed that one’s background,
in as far as it provides fuel and passion to deliver on whatever it is that he/she
is doing, would definitely influence what they do. In his own words:

“If I look at myself, when I look at what the bank delivers in terms of
community investment, and you’re looking at the key areas there being
education and health, that alone is something which I’m excited about. I’m
quite passionate about that so I think I drive it effortlessly because there is a
personal connection there”.

Furthermore, as a manager in charge of sustainability, he has gone
through on the job training, on the various aspects of sustainability with
regard to banking business, and fortunately he benefitted from institutions
which provided training on CSR and sustainability issues, thus he gained a
deeper  understanding of the concept. He has also endeavored to stay abreast
of the contemporary issues in CSR and sustainability by reading and
developing himself. These based on Huang (2013) have contributed
immeasurably to his awareness and commitment to sustainability initiatives at
the bank, as well as his drive and fervor towards it effectual implementation.

The suggestive lesson from the above discussion is:

Lesson Four - The commitment of CSR managers as individuals, is
influenced by their educational background, on-the-job training,
unique values, as well as their personal awareness of CSR related
issues.

Essentially, sustainability initiatives at Standard Chartered Bank
Ghana Ltd. emerge as a result of a number of key predictors at three different
levels (institutional, organizational and individual) as shown in Figure 2
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below. The framework proposes three institutional level CSR predictors,
three organizational level CSR predictors and four individual level CSR
predictors. Four key lessons are also outlined as propositions to guide the use
of the framework in future research and practice.
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Key Lessons from the study
Lesson One - Sustainability, as a CSR approach, ensures that firms
contribute to make their operational context (market) better, and
thereby make it more viable for business.

Lesson Two - Institutional predictors of CSR initiatives are driven by
continuous dialogue with stakeholders, along with good corporate
citizenship and partnership and mutual collaboration with both
internal and external stakeholders.

Lesson Three - Organizational level predictors of CSR emphasize the
need to invest in communities, support economic development, and
create trust between the firm and its stakeholders.

Lesson Four - The commitment of CSR managers as individuals is
influenced by their educational background, on-the-job training,
unique values, as well as their personal awareness of CSR related
issues.

Source: Author’s own construct

CONCLUSION

This paper has examined the predictors of CSR as performed by Standard
Chartered Bank Ghana Ltd., using a multilayered approach. It proposed a
framework for multilevel predictors of CSR within firms. The findings
suggest that there are a number of predictors at the institutional level, the
organizational level, as well as the individual level that serve as antecedents to
firm’s CSR initiatives. In the case of Standard Chartered Bank Ghana Ltd.,
they prefer to refer to CSR as sustainability, in order to ensure that there is a
good balance between the bank’s business opportunities today, and those that
are most likely to come up in the foreseeable future. The predictors at the
institutional level include information gathered from ongoing dialogues with
stakeholders, as well as compliance with standards, regulations and
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certification demands; all of which fall under sustainability for the bank. At
the organizational level, sustainability initiatives at the bank are driven more
by the need to be a responsible bank, and live up to their responsibilities as
good corporate citizens, than by image and reputational issues. They want to
invest in their communities, support economic development and create trust
and engagement between the bank and its stakeholders, which will in turn
contribute to the long-term success of the bank. But at the individual level,
the firm’s sustainability initiatives are driven by the commitment, passion and
awareness of the CSR manager, when it comes to CSR issues.

Thus far the paper has managed to delineate the predictors of CSR at
Standard Chartered Bank Ghana Ltd., in a multilayered fashion. It outlines
four key lessons which can inform the practice of CSR in banks. The lessons
can also be used as propositions for further empirical examination in future
research, using quantitative methods over a large sample of multinational or
indigenous banks. Future research can also consider exploring the predictors
of CSR as they pertain to firms in other industries, in order to determine if
there are any similarities or differences with the final framework proposed
(Figure 2).
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C H A P T E R  5

The North American Free Trade

Agreement (NAFTA) - An Exposé

conomic integration has become predominant in international
business markets, due to its ability to facilitate the formation of trade
relationships, as well as the achievement of greater economic

development among participating nations. NAFTA is one of the popular
examples of economic integration, and one of the most intricate international
trade agreements ever negotiated between governments, designed to promote
market liberalization and to encourage capital flows between member
countries. Its establishment has been tainted by intense debate, along with a
mixture of opinions concerning its purported impact on the economies of the
three signatories to the agreement.

Critics have cited varied concerns including those related to job
losses, environmental issues, and immigration matters. However, advocates
opined the numerous benefits that participant nations stood to gain in the
form of foreign investment, improved efficiency, as well as reduced
unemployment. The paper, based on previous literature, provides an account
of the background of NAFTA, the provisions of the treaty agreement, in
addition to some criticisms levelled against it, and some benefits that have
accrued to member nations since its inauguration.

E
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INTRODUCTION

Economic integration has fast become a staple in international business
markets. Over the years, governments and business organizations have
entered into various treaties and agreements to enable them overcome their
differences in trade and enhance the movement of trade, investment, and
services across national boundaries more freely. The ground breaking
definition of economic integration was presented by Balassa (1961), who
defined it as a voluntary process of increasing inter-dependence of different
national economies separated into areas or regions, which is exhibited in
different ways. There are various levels of economic integration which take
place between two or more nations. This can be explained in the form of a
continuum, as shown below.

Level 1. Zero integration - characterised by a lack of systematic economic interdependency
primarily because there is little if any economic or social motive for trade; eg. Outer
Mongolia and the USA.

Level 2. Bilateral treaties of limited scope - characterised by permissive agreements covering
specific sectorial trade flows; eg. Commerce and Friendship Treaty between the USA and
Australia.

Level 3. Free Trade Areas (FTA) - characterised by the abolition of custom rights and
quantitative restrictions between the participating countries, with no common set of
external tariffs, and individual national trade policies prevailing; eg. North American
Free Trade Agreement (NAFTA).

Level 4. Customs Union (CU) - characterised by the suppression of discrimination in
relation to merchandise movements inside the Union, as well as a Common External
Tariffs (CET). It also requires the creation of far more pervasive supranational
institutions; eg. the Common Market of the South or Mercado Común del Sur
(MERCOSUR).

Level 5. Common Market (CM) - characterised by not only the free movement of goods
internally and common external tariffs among member countries, but also full factor
of production movement (labour, investment and capital). It implies a far more
complicated legal and economic system with substantial supranational coordination;
eg. the Economic Community of West African States (ECOWAS).

Level 6. Economic Union (EU) - characterised by a common market, as well as a unification
of monetary, fiscal and social policies with the establishment of a supranational
authority whose decisions are obligatory for all the participating states. It is the
highest level of integration, short of merging members into one single political entity;
eg. European Union (EU).

Source: Cardoso & Ferreira (2000) and Malhotra et al. (1998)
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Its worthy to note, however, that the depth of economic integration,
might overlap across the various levels of integration in certain
circumstances. These varied levels of economic integration require the
individual countries to sacrifice some portion of their autonomy in economic
policy making and abolish discrimination among participating member states
for the purposes of economic gain (Cardoso & Ferreira, 2000). In essence,
economic integration is not an end in itself, but rather according to Molle
(1997), serves as a means to a higher end for countries that are involved.
There are a number of these functioning in many parts of the globe, including
the EU (European Union), which is the world’s largest trade bloc; ASEAN
(Association of Southeast Asian Nations); SAARC (South Asian Association
for Regional Cooperation) and NAFTA, the North American Free Trade
Agreement, which is the world’s largest free trade area.

The formation of NAFTA, heralded intense debate with regard to its
impact on each of the member countries involved, particularly Mexico
(Blecker & Esquivel, 2009). Portions of the debate were centred on Mexico,
and the possible economic impacts of the USA and Canada engaging in a free
trade agreement with a highly asymmetrical partner, that could either destroy
domestic industries or generate massive job losses. Yet, advocates of the
economic integration shelved these fears, and rather emphasized the
numerous benefits of free trade that member countries stood to gain under
NAFTA (Taplin, 2003). NAFTA was selected because of its exclusive position
as the world’s largest free trade area, and the fact that it has had a relatively
significant impact on trade between the U.S., Canada and Mexico (Shikher,
2012).

Hence, the objective of this paper is to provide an exposé into the
background of the North American Free Trade Agreement (NAFTA), the
provisions of the agreement, as well as some criticisms levelled against it, and
some benefits that have accrued to the member countries since its inception.
The outline of the paper is as follows: The first section covered the
introduction of the paper. Section two shows a brief background on regional
trade agreements. This is followed by the background, provisions, criticisms
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and benefits of NAFTA. The conclusion is then presented as the ultimate
section of the paper.

REGIONAL TRADE AGREEMENTS (RTA)

Before the General Agreement on Tariffs and Trade (GATT) came into force
in 1948, there were effectively no formal regional agreements in the world
trading system (Whalley, 2008). However, several countries have afterward
set out to cooperate in various economic fronts, including, standards setting,
poverty alleviation and the promotion of mutual understanding through
Regional Trade Agreements (RTA). RTAs refer to a coalition of countries
that reduces intra-regional barriers to trade in goods and often times services,
investment, capital, and labour (Schott, 1991). They are sometimes referred to
as Preferential Trade Agreements (PTA) which is defined as agreements
whereby members accord preferential treatment to one another in respect of
trade barriers (Martyn, 2001). No region of the world is free from such trade
arrangements; it would be difficult to come by even one country that does not
receive, or grant to other countries, some form of explicit preferential
treatment in international trade. As of 2010, about 300 preferential trade
agreements, both notified and un-notified, were in force, and by 2011, all
members of the World Trade Organization (WTO) were party to at least one
PTA; with the exception of Mongolia (World Trade Report, 2011).

Although certain RTA critics have argued that it can be inward
looking and trade diverting, others opine that it indicates a weakening of
international commitment to multilateralism (multiple countries working in
concert on specific or general issues), and indicates a return of nations to
more fragmented world trade(Bhagwati, 1990). Still, proponents have opined
that RTAs have the ability to create gains from free trade for the countries
that are involved, as well as facilitate the formation of trade relationships (Lee
et al., 2008). They are also utilized to assist developing nations to gain access
to a larger export market, and attain greater economic development. There
are a number of indicators that characterize a successful trade bloc, including
similar levels of per capita gross national product (GNP),  geographic
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proximity,  similar  trading regimes, as well as political commitment to
regional organisation, which determines the durability and sustainability of
the trading bloc (Schott, 1991). However, theoretically the provisions of
regional trade blocs contradict the non-discrimination philosophies of GATT
and WTO. Nevertheless, RTAs have the ability to fortify the multilateral
system, provided they operate in accordance with the principles outlined by
GATT and WTO (Martyn, 2001).

To date there has been a drastic surge in the number of regional
trade agreements, both those concluded, along with those still under
negotiation. Countries such as Japan, which for many decades have avoided
participation in regional agreements, have in recent years initiated and
concluded a rising number of agreements (Whalley, 2008). Many of the
agreements which comprise the wave of contemporary RTAs go
substantively beyond the conventional free trade agreements, into dealing
with items not yet provided for under the WTO agreement. Their
configurations are equally becoming increasingly complex, with the
emergence of overlapping agreements, and intricate networks spanning
different continents and nations, at both the regional and sub-regional levels
(Crawford & Fiorentino, 2009). They vary with respect to their levels of
integration amongst participating nations, and as such can be explained in a
number of different categories (Martyn, 2001). According to Fieleke (1992),
hitherto there had not been any all-inclusive compilation of RTAs. However,
Tables 1A and 1B provide a listing of some prominent RTAs around the
world. Although the collection in the table may not be completely adequate, it
provides a fair view of global RTAs as identified by the WTO in the 2011
World Trade Report. Among this list are three of the major regional trade
agreements currently in force across the globe, the EU, NAFTA and ASEAN
respectively (Malhotra et al., 1998). The subsequent paragraphs will present
an exposition of NAFTA, delineating the background of the trade agreement,
its provisions, as well as its benefits and purported limitations.
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Table 1a - Regional Trade Agreements

Andean Community (CAN)
Plurinational
State of

Bolivia

Colombia Ecuador Peru

ASEAN (Association of South East Asian Nations) / AFTA (ASEAN Free Trade Area)
Brunei
Darussalam

Indonesia Malaysia Philippines Thailand

Cambodia Lao People’s
Dem. Rep.

Myanmar Singapore Viet Nam

CACM (Central American Common Market)
Costa Rica El Salvador Guatemala Honduras Nicaragua
CARICOM (Caribbean Community and Common Market)
Antigua and
Barbuda

Belize Guyana Montserrat Saint Vincent
and the
Grenadines

Bahamas Dominica Haiti Saint Kitts
and Nevis

Suriname

Barbados Grenada Jamaica Saint Lucia Trinidad and
Tobago

CEMAC (Economic and Monetary Community of Central Africa)
Cameroon Chad Congo Equatorial

Guinea
Gabon

Central
African
Republic
COMES A (Common Market for Eastern and Southern Africa)
Burundi Egypt Libyan Arab

Jamahiriya
Rwanda Uganda

Comoros Eritrea Madagascar Seychelles Zambia
Dem. Rep. of
Congo

Ethiopia Malawi Sudan Zimbabwe

Djibouti Kenya Mauritius Swaziland
ECCAS (Economic Community of Central African States)
Angola Central African

Republic
Dem. Rep. of
the Congo

Gabon São Tomé and
Príncipe

Burundi Chad Equatorial
Guinea

Rwanda

Cameroon Congo
ECOWAS (Economic Community of West African States)
Benin Côte d'Ivoire Guinea Mali Senegal
Burkina Faso Gambia Guinea- Bissau Niger Sierra Leone
Cape Verde Ghana Liberia Nigeria Togo

Source: World Trade Report (2011)
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Table 1b - Regional Trade Agreements

EFTA (European Free Trade Association)

Iceland Liechtenstein Norway Switzerland

EU (European Union)

Austria Estonia Ireland Netherlands Spain
Belgium Finland Italy Poland Sweden
Bulgaria France Latvia Portugal United

Kingdom
Cyprus Germany Lithuania Romania
Czech Republic Greece Luxembourg Slovak

Republic
Denmark Hungary Malta Slovenia
GCC (Gulf Cooperation Council)

Bahrain,
Kingdom of

Oman Qatar Saudi Arabia,
Kingdom of

United
Arab
Emirates

Kuwait
MERCOSUR (Southern Common Market)

Argentina Brazil Paraguay Uruguay

NAFTA (North American Free Trade Agreement)

Canada Mexico United States

SAPTA (South Asian Preferential Trade Arrangement)

Bangladesh India Nepal Pakistan Sri Lanka
Bhutan Maldives Maldives

SADC (Southern African Development Community)

Angola Lesotho Mauritius South Africa Zambia
Botswana Madagascar Mozambique Swaziland Zimbabwe
Dem. Rep. of
Congo

Malawi Namibia United Republic
of  Tanzania

WAEMU (West African Economic and Monetary Union)

Benin Côte d'Ivoire Mali Senegal Togo
Burkina Faso Guinea-Bissau Niger

Source: World Trade Report (2011)
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NORTH AMERICAN FREE TRADE AGREEMENT (NAFTA)

A Free Trade Agreement (FTA) refers to a mutual agreement in which trade
barriers, usually tariffs, between participating countries are abolished.
However, each member nation ascertains its’ own external trade barriers
against non-FTA members independently (Martyn, 2001). The barriers to
trade are usually reduced over time, and in most cases, not all trade is
completely free of national barriers. One well-known example of a free trade
agreement currently in existence is the North American Free Trade
Agreement (NAFTA). NAFTA is a free trade agreement which was signed by
the governments of the United States of America (USA), Canada and Mexico,
founding a trilateral trade bloc in the year 1994. It entered into force one year
before the agreement establishing the WTO and was negotiated during the
same period and had considerable influence on the GATT multilateral trade
negotiations (De Mestral, 2011). It is among the most highly detailed
international trade agreements ever negotiated between governments,
designed to promote market liberalization and to encourage capital flows
between member countries (Abbott, 2000). There are a total of three
languages spoken in the bloc, namely English, French and Spanish; with
secretariats in Washington D.C., Ottawa and Mexico City.

The agreement was undertaken with the aim of creating synergy
among the economies of the three countries that could generate income,
employment gains and enhance global competitiveness of companies
throughout the region (Malhotra et al., 1998). The Governments of Canada,
Mexico and the United States of America, resolved to:

“strengthen the special bonds of friendship and cooperation among their
nations; contribute to the harmonious development and expansion of world
trade and provide a catalyst to broader international cooperation; create an
expanded and secure market for the goods and services produced in their
territories; reduce distortions to trade; establish clear and mutually
advantageous rules governing their trade; ensure a predictable commercial
framework for business planning and investment; build on their respective
rights and obligations under the General Agreement on Tariffs and Trade
and other multilateral and bilateral instruments of cooperation; enhance
the competitiveness of their firms in global markets; foster creativity and
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innovation, and promote trade in goods and services that are the subject of
intellectual property rights; create new employment opportunities and
improve working conditions and living standards in their respective
territories; undertake each of the preceding in a manner consistent with
environmental protection and conservation; preserve their flexibility to
safeguard the public welfare; promote sustainable development; strengthen
the development and enforcement of environmental laws and regulations;
and protect, enhance and enforce basic workers’ rights”,  as stated in the
treaty agreement (World Trade Law, 2013).

Background

Initially NAFTA was a bilateral trade agreement between Canada and the
United States of America (USA) which begun in January 1989. This was
referred to as the Canada-USA Free Trade Area (CUFTA) (Hartman, 2011).
Under this agreement “all agricultural tariffs between the USA and Canada
would be phased out over a 10-year period. In addition, market access for
products was to be improved from both countries and the use of subsidies was
to be lowered in both countries” (Hughes 2000). However, the US
government entered into negotiations with the Mexican government for the
purposes of establishing a similar trade treaty. The only difference was that
the agreement with Mexico was earmarked to help improve economic
conditions in Mexico in order to relieve the pressures that emerged from the
emigration of Mexican citizens to the U.S. (Andreas, 1999). Nonetheless, a
year later Canada requested to be included in the negotiations in a bid to
preserve and safeguard their perceived economic interests under the 1989
treaty (Abbott, 2000). The U.S., Canada and Mexico were all geographically
well positioned capitalist-based democracies, with huge macro economies
which made the idea for the formation of a trade bloc highly plausible.
Furthermore, a market of such strength made up of North America’s three
geographical partners would comprise 355 million people with a combined
gross national product (GNP) of $6.4 trillion and more than $200 billion
dollars of trade between them (Herbig & Day, 1993). Such an economic giant
would have the potential to become one of the world’s most powerful trading
blocs. Hence, George H. W. Bush, the then US president, Brian Mulroney, the
then Canadian prime minister and the then Mexican president, Carlos Salinas
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de Gortari proceeded to sign a trade agreement in San Antonio, Texas on
December 17th, 1992; which was ratified by the legislatures of all the three
countries in 1993 (US Chamber of Commerce, 2012).

On 1st January 1994 the North American Free Trade Agreement
(NAFTA) came into effect, creating the world’s largest free trade area; with
the USA, Canada and Mexico being the lone member countries (Anderson &
Blackhurst, 1993).  The successful passage of this agreement signified the
acceptance of Mexico as an equal economic partner with the United States of
America and Canada. At the same time, it marked the first time in history,
that a developing nation has successfully established itself in a regional trade
bloc with two powerful, wealthy, developed nations (Skonieczny, 2002). The
subtleties of blending two developed and one developing economy by
NAFTA reflected a very significant aspect of the globalisation process which
characterises much of the wider world economy today (De Mestral, 2011). By
its mandate, NAFTA eliminated tariffs between the USA, Canada, and
Mexico, and offered a level playing field for all member countries with
gradual and total elimination of tariffs and all non-tariff barriers (Brown et al.,
1991). The objectives of the agreement as stated in the treaty document were
to (World Trade Law, 2013):

 Eliminate barriers to trade in, and facilitate the cross-border
movement of, goods and services between the territories of the
nations involved.

 Promote conditions of fair competition in the free trade area.
 Increase substantially investment opportunities in the territories of

the nations involved.
 Provide adequate and effective protection and enforcement of

intellectual property rights in each nation’s territory.
 Create effective procedures for the implementation and application

of this agreement, for its joint administration and for the resolution
of disputes.

 Establish a framework for further trilateral, regional and multilateral
cooperation to expand and enhance the benefits of the NAFTA
agreement.
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Since its inception, USA’s trade with Canada and Mexico has gone
up sharply. USA’s trade with Canada and Mexico has risen three and a half
fold to $1.2 trillion, and the two countries buy about one-third of U.S.
merchandise exports. Similarly, Canadian and Mexican exports to the USA
have also risen substantially under NAFTA, reaching $622 billion in 2011, as
shown in Table 2 below.

Table 2 US Trade with Canada and Mexico Under NAFTA

Source: US Chamber of Commerce (2012)

Provisions of NAFTA

The NAFTA agreement contains key provisions in relation to Trade in
Goods, Technical Barriers to Trade, Government Procurement, Investment,
Services and Related Matters, Intellectual Property, Administrative and
Institutional Provisions, as well as Dispute resolution between the three
countries, some of which are discussed in the paragraphs that follow (World
Trade Law, 2013). At the time when NAFTA came into effect, CUFTA was
already underway. As a result, most of the market opening measures resulted
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in the removal of the USA’s tariffs and quotas applied to imports from
Mexico, and Mexican trade barriers applied to imports from the U.S. and
Canada. About 40% of USA imports from Mexico entered duty-free and the
remainder faced duties of up to 35%, with a trade-weighted average rate of
about 7%. Also, both USA and Mexican phytosanitary rules, Mexican import
licensing requirements, and USA marketing orders affected trade between the
USA and Mexico (Villarreal & Fergusson, 2013). Nonetheless, the more
significant changes took place in the textiles, apparel, automotive, and
agricultural industries. NAFTA phased out all duties on textile and apparel
goods within North America meeting specific NAFTA rules of origin over a
10-year period (Villarreal & Fergusson, 2013).  The agreement further phased
out Mexico’s restrictive auto decree, all USA tariffs on imports from Mexico
and Mexican tariffs on USA and Canadian products, as long as they met the
rules of origin requirements of 62.5% North American content for autos, light
trucks, engines and transmissions; and 60% for other vehicles and automotive
parts. Also, NAFTA established separate bilateral undertakings on trade in
agriculture across borders. The USA-Canada FTA provisions continued to
apply on agricultural trade with Canada. But separate ones were established
between Canada and Mexico, and between Mexico and the USA.

Similarly, NAFTA expanded on initiatives in CUFTA, in addition to
those from the Uruguay Round of multilateral trade negotiations to create
internationally-agreed upon disciplines for government regulation of trade in
services. These provisions enabled service providers to have some rights with
regard to nondiscriminatory treatment, cross-border sales and entry,
investment, and information access (De Mestral, 2011). With regard to
intellectual property rights, NAFTA fell on the Trade Related Aspects of
Intellectual Property Rights (TRIPS) agreement of the WTO, in addition to
various existing international intellectual property treaties. The agreement
likewise opened up a significant portion of federal government procurement
in each country to suppliers from other NAFTA countries for goods and
services, on a nondiscriminatory basis.  Moreover, NAFTA is characterised by
a commitment to compulsory and comprehensive dispute settlement. The
agreement built upon the provisions in CUFTA, to create a system of
arbitration for resolving disputes that included initial consultations, taking
the issue to the NAFTA Trade Commission, or going through arbitral panel
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proceedings, in order to prevent and settle disputes (Villarreal & Fergusson,
2013).

To the contrary, environmental issues involving trade under
NAFTA are addressed in a separate treaty, called the North American
Agreement on Environmental Cooperation (NAAEC), executed in 1994.
This treaty is largely aspirational in nature, urging that the NAFTA members
protect the environment (Hymson, Blankenship, & Daboub, 2009).Each
NAFTA country has the right to establish its own levels of domestic
environmental protection and associated policies and priorities. They must
also provide their own judicial, quasi-judicial, or administrative enforcement
to resolve any violations. Even so, it provides few measures through which
one NAFTA country can compel another member country to improve its
environmental laws or enforce existing environmental laws. Similarly, the
North American Agreement on Labour Cooperation (NAALC) (1994) is a
separate treaty that addresses labour issues under NAFTA. It asserts that each
country will establish its own domestic labour standards that are consistent
with high quality and productive work places, and strive to improve those
standards. Each country is required to provide fair, equitable, and transparent
enforcement of their labour laws, however, this mechanism has thus far
proven to be quite ineffectual (Hymson et al., 2009).

Criticisms of NAFTA

Majority of the early criticisms leveled against NAFTA, were
centred on job losses, owing to the relocation of many low wage industrial
jobs to Mexico (Taplin, 2003). In many aspects, the USA and Canada are very
similar when it comes to their economic and political conditions. Yet, while
the USA and Canada are developed industrialized countries, Mexico was a
newly industrialized country (World Bank, 1996). Compared to the United
States of America, Mexico was an emerging nation that lacked essential
infrastructure, an acceptable personal income level, and a sound literacy rate
(Hartman, 2011). Their average labour cost is only about one-tenth that of
the U.S.; and according to Taplin (2003) in bringing together low wage and
high wage economies in a tariff free region, NAFTA has exposed the
competitive disadvantages of many U.S. firms particularly those in low wage,
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labour intensive sectors (Burfisher et al., 2001). Consequently, union and
labour activists in the USA have been highly critical of NAFTA’s lack of
provision for worker rights, given Mexico’s already weak record in enforcing
its existing labour laws. Ali, Chaubey, & Camp. (1994) identified that there
were no rights of association for workers, no rights for workers to organize
for collective bargaining, no minimum standards for safe working conditions,
and no anti-discrimination policies in any section of the NAFTA agreement.

Apart from job fears, NAFTA has been criticised for its purported
ability to adversely affect the environment. Once again Mexico was at the
centre of the debate, owing to the nation’s seemingly lax environmental laws
(Krugman, 1993). Some critics postulated that certain corporations will use
Mexico to avoid the Canadian environmental regulations in Canada
(Herremans, Ryans, & Rau, 1994). However, NAFTA has placed
environmental protection on a pedestal by specifying that should any of its
environmental provisions be flouted, trade obligations specified under
different environmental and conservation agreements would apply (World
Trade Report, 2011). Hence, Krugman (1993) argued that Mexican factories
by virtue of the agreement will be cleaner than they would have otherwise
been, simply because NAFTA has made the environment its priority.

Further criticisms have also pointed out that although one of the
main aims for the USA’s involvement in NAFTA was to curb emigration
from Mexico to the USA, eventually in the medium to long term it will
encourage such emigration (Andreas, 1999). In 2005 alone, Mexicans in the
USA remitted some $20 billion home, which constituted about 3% of
Mexico’s national income (Morris, 2006). Blecker (2005) argues that contrary
to the high expectations professed by NAFTA, Mexico is yet to witness any
considerable convergence with its main regional trade partners (U.S. and
Canada) in terms of living standards. So far, NAFTA has provided only mixed
results for the Mexican economy, including a drastic reduction in fiscal deficit
and inflation for a number of years (Moreno-Brid, Santamarίa, & Valdivia,
2005). All the same, the Mexican economy is still yet to grow to the point
where it will have the ability to create enough jobs to meet the employment
demands of its increasing labour force, under the NAFTA agreement.
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Subsequently, other critics of NAFTA have also averred the
enhanced competition between Canada and Mexico for the USA market in
several industries, to be one of the pitfalls of the agreement. This is because at
the time of the negotiations for NAFTA, the USA was and continues to be
Canada’s main trading partner, with over 70% of their exports dependent on
the USA market (Herremans et al., 1994). Prior to the agreement, Canada’s
trade with Mexico amounted to only 0.4% of Canada’s total exports and 1.3%
of its total imports. Whereas, Mexican trade with Canada amounted to 2.4%
of Mexico’s total exports and 1.8% of its total imports; which is in sharp
contrast to the trade figures between Canada and the USA.

Benefits of NAFTA

NAFTA had numerous advocates, during its inception, who worked closely
with the political and intellectual elite to defend the free trade agreement and
ensure its approval by the United States Congress (Ali et al., 1994). Notable
among these were major corporations and organizations such as Ford, Mobil,
Exxon, Goodyear, Kodak, American Express and the U.S. Chamber of
Commerce. They, among other advocates, espoused a number of diverse
benefits that citizens and organizations in member countries stood to gain
once the agreement came into force, some of which are elaborated in the
paragraphs that follow.

Huffbauer & Schott (1993) identified that if each member country
concentrated on the sectors that were most suited to their factor
endowments, the resultant high levels of competition and enhanced
economies of scale, will contribute to improved competence and economic
growth. Mexico at the time, had the world’s 13th largest economy, which
provided several prospects for producers in the participating nations, in terms
of exports (Sommer, 2008). Trade between Mexico and the USA has more
than quadrupled since the NAFTA agreement was implemented. Mexican
goods exported to the USA grew from $39.9 billion in 1993 to $210.8 billion
in 2007.  In like manner, the U.S. exported $136.5 billion worth of goods to
Mexico. This represents an increase in exports of 242 percent, since 1993
(Sommer, 2008). Between 1993 and 2006, trade among the NAFTA nations
climbed 198 percent, from $297 billion to $883 billion; and as at the year
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2006, the NAFTA countries conducted nearly $2.4 billion in trilateral trade
among themselves each day (NAFTA Policy Brief, 2007).

Nevertheless, investments in Mexico since NAFTA came into effect,
has helped increase the efficiency of the USA’s domestic producers (Sommer,
2008). Given the wage discrepancy between Mexico, the US and Canada, it
was assumed that low wage, low skilled and labour intensive jobs could be
conveniently moved to Mexico (Taplin, 2003). Hence, after the agreement
came into effect, many U.S. manufacturing companies shifted the assembly of
their products to the ‘maquiladora’ (manufacturing operations in a free trade
zone), which helped boost the USA’s manufacturing by nearly 60% between
1993 and 2006. This was in contrast to the increase in manufacturing
observed before the implementation of the NAFTA agreement, which was
only 42%. An economically successful, market was developed on the basis of
the ‘maquiladoras’, which were border zones where products could be
imported for the purpose of manufacturing, or inclusion in other products
subsequently re-exported to the USA or Canada (De Mestral, 2011).

The greatest opposition to NAFTA came in the form of fears related
to job losses, as a consequence of the provisions made under the agreement.
But contrary to these fears, Krugman (1993) argued that NAFTA will neither
create nor destroy jobs; rather it will make the existing North American
labour force a bit more productive. As of 2005, the Mexican affiliates of U.S.
companies had employed a total of nearly 840,000 people, who contributed
3.3% to Mexico’s GDP (Sommer, 2008). Similarly, some of the Canadian
companies doing business in Canada, as well as in Mexico import large
amounts of parts, technology, and other supplies from Canada for their
operations in Mexico, thereby creating jobs and increasing exports in Canada
(Herremans et al., 1994). The U.S. unemployment rate also fell to an average
of 5.1% within the first 13 years of the NAFTA agreement, from an average of
7.1% prior to the agreement (Sommer, 2008).
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CONCLUSION

This paper has examined the North American Free Trade Agreement
(NAFTA), its background, provisions, as well as some criticisms levelled
against it since it came into effect, and some benefits that member countries
have enjoyed since they signed on as participants. It is evident from the above
discussion that trade integration agreements, as well as other international
cooperation agreements have multiplied in recent years around the world.
This presents unique implications for individuals, organizations and countries
alike, all across the globe; including trade creation, increased exports and
imports, as well as external liberalization (Freund & Ornelas, 2010). The mere
momentum with which more and more of them are being established implies
that they are here to stay. There have been concerns that their rapid growth
might weaken the foundations of the global multilateral trading system
(Crawford & Laird, 2001).

However, given the current state of the global economy, it is evident
that they have the capacity to reinforce, rather than weaken the multilateral
system, given the support of GATT and the WTO (Martyn, 2001). RTAs
such as NAFTA are just the tip of the iceberg, in comparison to economic
giants like the EU, which has been in existence since the 1950s, and has
witnessed significant crises and transformation throughout its existence
(Weintraub, 2004). Hence, countries that do not currently belong to an RTA
can seek membership of an existing one, or better still negotiate new RTAs
among non-members in order to neutralize the pressures that are likely to
ensue as a result of their exclusion.
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C H A P T E R  6

Endearing Stakeholders through CSR

Communication

n recent years, increased pressure on firms globally to act in an
accountable and transparent manner towards their stakeholders, has led
to an increase in the number and range of Corporate Social Responsibility

(CSR) activities performed by firms the world over. In an attempt to address
stakeholder curiosity with regard to knowing the details of these CSR
initiatives and how they affect them, firms have begun to communicate these
initiatives using a variety of communication channels including firm annual
reports, press releases, as well as corporate websites. However, firms are yet
to master the art of successfully communicating their numerous CSR
achievements to stakeholders, using effective feedback systems, without
making it look fixed and forced. The paper, based on previous literature,
outlines certain elements that characterise an effective CSR communication
strategy that has the ability to endear trust and assurance among firm
stakeholders. The paper also presents and explains a four stage framework
(CSR Communication Continuum) with which firms can organise their CSR
communication strategies in order to obtain increased efficiency.

I
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INTRODUCTION

Recent trends have revealed increased societal demand for information on the
broad spectrum of firms’ diverse attempts at fulfilling their Corporate Social
Responsibility (CSR). There has been increased global pressure for firms to
exhibit more accountability and transparency with regard to their business
processes. This growth in scrutiny has forced all firms globally to begin to
incorporate CSR activities into their entire organisational strategy. These
activities range from those of an environmental and legal nature, through to
those of both ethical and philanthropic forms based on the firm’s focus and
priority (Carroll, 1991). Illia et al. (2013) identified that given the increasingly
popular nature of CSR among firms all over the world, it only makes sense
that the details of these endeavors are made available to stakeholders; in order
to satisfy their ever growing sense of curiosity when it comes to firms’ CSR
activities. A great majority of CSR initiatives undertaken by firms are not
directly observable by their stakeholders. As a result, the only way that these
stakeholders can be brought up to speed about these activities is if the firms
themselves communicate the information.

Firms communicate their CSR activities to their audiences using a
variety of channels including annual reports, press releases, as well as firms’
corporate websites (Du, Bhattacharya & Sen, 2010). However the ability to
effectively communicate these activities to stakeholders, to date remains a
significant challenge to firms all over the world (Illia et al., 2013; Nielsen &
Thomsen, 2007; Dawkins, 2004). There lies a thin line between genuine CSR
communication by a firm, and a simple public stunt aimed at communicating
a false sense of firm responsibility. This coupled with the fact that the firm’s
stakeholders are varied and diverse, and have numerous expectations of the
firm in terms of responsibility, makes it even more complex to communicate
CSR effectively (Motwani, 2012). Furthermore, existing literature on CSR
communication though valuable, do not emphasise the role of feedback, as a
tool for effective CSR communication (Chaudhri & Wang, 2007; Morsing,
Schultz, & Nielsen, 2008; O’Connor & Spangenberg, 2008; Illia et al., 2013).
Therefore, the major challenge remains in how a firm can successfully
communicate their numerous achievements with regard to CSR without
making it look contrived and forced, utilizing feedback as a benchmarking
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and corrective tool for future communication attempts. This paper therefore
with the backdrop of previous literature, seeks to delineate certain elements
with which firms can communicate their CSR accomplishments, in a manner
that will to a large extent grant them the assurance of their stakeholders, and
eventually endear their trust.

Corporate Social  Responsibil ity (CSR)

Corporate Social Responsibility (CSR) has been identified as a significant
component of successful business operations. It is impinged on the idea that
firms throughout their existence, must be able to evolve from the position of
mere compliance and harm minimization, to the point of achieving value
creation that is sustainable into the future (Jamali & Mirshak, 2007). The term
Corporate Social Responsibility (CSR) has been defined in various ways by
different authors. Since its inception, there have been numerous
conceptualisations of it over the years, both narrow and broad. This is
because the term CSR means something to almost everyone, but not
necessarily the same thing to everyone. Hopkins (2003) explained it to mean
the situation where firms treat their stakeholders ethically, with the wider
aim of continually increasing standards of living, at the same time preserving
the firm’s profitability for the benefit of stakeholders both within and outside
the firm. According to Lea (2002, in Dahlsrud, 2008: 10), it refers to the
combination of social and environmental concerns, as well as relations with
stakeholders into firms’ business operations. The term essentially captures not
only the traditional narrow economic perspective of most businesses, but also
encapsulates the needs of the society at large. Initially, CSR was interpreted as
the ability of a firm to remain in business and stay profitable using legal
methods (Snider, Hill, & Martin, 2003). But now, it is the mainstay of firms
internationally, primarily for the purposes of assuring their relevance and
remaining competitive in their respective industries.

There are four main types of CSR, according to Carroll (1991), as elaborated
in the paragraphs that follow:
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(1) Economic responsibility - This responsibility constitutes the main
responsibility upon which the remaining types of CSR rest. Above
all other things, the firm is expected to be profitable and remain in
business into the foreseeable future.

(2) Legal responsibility - The firm is expected to obey the laws of the
country and society within which it operates, and play by the rules of
operation in their given industry. These rules and laws exist to
enable the firm, as well as its stakeholders to determine what is right
and wrong and act accordingly.

(3) Ethical responsibility - It is pertinent for firms to behave and perform
in a manner that is consistent with the moral norms of society. They
must observe to do what is fair and just, and minimize harm to
stakeholders at all times.

(4) Philanthropic responsibility - Firms are expected to contribute part of
their resources to the development, as well as the improvement of
the quality of life of members of the society. In a nutshell, they must
be good corporate citizens.

At any point in time, firms perform a certain combination of these
CSR responsibilities in different forms, for the purposes of meeting their CSR
obligations. All of the above individual parts put together, though not
mutually exclusive, portray the ideal picture of firms’ overall responsibilities
in business and provides good pointers for the formulation of a good CSR
communication strategy by any given firm.

COMMUNICATING CSR

Communicating CSR initiatives has become an inextricable option for firms,
due to the increasing demand for CSR related information by stakeholders
(Illia et al., 2013). Firms are investing significant amounts of resources into
reporting on CSR programmes, so as to display their responsible behaviour to
the stakeholder base (Dawkins, 2004). Stakeholders refer to the actors located
both within and outside of the firm who have the ability to influence, and can
be influenced by a firm’s activities, including but not limited to employees,
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customers, suppliers, and the government, as well as other non-governmental
organisations (Maignan, Ferrell, & Hult, 1999). In communicating CSR to
these stakeholder audiences, firms risk painting the picture of ‘green washing’,
which is described by Illia et al. (2013) as public relations that is targeted at
providing audiences with a false impression that the firm is engaged in
genuine CSR. Apart from the diverse opportunities that communicating CSR
provides to a firm, it also comes with a number of reputational risks,
especially with regard to stakeholders. For this reason, in order to
communicate CSR initiatives effectively to their stakeholders, and avoid
green washing, firms need to draw up a clear strategy that will guide them
through the communication process. The highpoints of any such strategy
must include the following, as shown in Figure 1 below.
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Figure 1 CSR Communication Continuum
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1 . Clearly defined CSR activities for  communication

In order to communicate their CSR activities in an effective manner, it is
pertinent for firms to determine the particular initiative to communicate, as
well as the nature of that initiative. Some CSR initiatives are reactive in
nature, where firms are merely acting in response to a situation that may have
occurred, in an attempt to salvage it. Reactive CSR initiatives when
communicated tend to arouse suspicion among stakeholders, which can
adversely affect their responses to it (Becker-Olsen et al., 2006). Although,
sometimes they can be leveraged in order to help the firm redeem its image.
Firms need to address such issues head-on using timely communicative
measures, such that they can avoid compounding the impending damage to
their corporate reputation. On the other hand, the CSR initiative could be
proactive in nature where they are entirely based on the firm’s own
prerogative to give back to the society, which are subsequently communicated
to stakeholders (Guzmán & Becker-Olsen, 2010). Nevertheless, Illia et al.
(2013) contend that the communication of both reactive and proactive CSR
initiatives must be balanced, such that the firm can come across to
stakeholders as being credible and trustworthy.

The different forms of CSR activities, both proactive and reactive,
can be placed in six categories (Bhattacharya & Sen, 2004; Hinson, Boateng &
Madichie, 2010). Companies can perform CSR activities spanning one or
more of these groupings, namely:

 Community Support, including for instance, the support of education,
the arts and health programs, as well as generous giving to the less
privileged in society.

 Diversity, in terms of for example, gender, race, family, and disability
to name a few.

 Employee support, including for example, concern for employee
safety, job security, union relations and employee involvement etc.

 Environment, such as creating and manufacturing environmentally
friendly products, hazardous waste management, animal testing,
energy conservation among others.
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 Operations in foreign locations, including for instance, labour practices
overseas, and fair trade practices in foreign countries.

 Product and Customer initiatives, for instance product safety, research
and development, innovation, customer complaints and satisfaction,
as well as cause related marketing.

The specific CSR activity that a firm decides to communicate will
determine the particular stakeholder audience that they intend to target, as
well as the channels of communication through which these stakeholders can
be reached. Furthermore, the creative manner in which the messages are
articulated for relevance and understandability, all go a long way to enhance
stakeholder’s perceptions of the particular CSR initiative that is
communicated by the firm (Dawkins, 2004).

2.  Identif ication of target audience for the
communication

CSR communication usually has numerous potential audiences. These
audiences largely vary in terms of their information needs, as well as their
expectations (Du et al., 2010). However, Dawkins (2004) identified that most
CSR communication is not designed to capture the varied interests and focus
of these distinct groups of stakeholders. Hence, in order for a firm to
effectively target their CSR communication to a certain target stakeholder
audience, they must be able to identify and classify them based on their
characteristics. According to Dawkins (2004), they can be classified into two
main audience groups (Dawkins, 2004):

(1) The opinion leader audience - They are more likely to be critical and
proactively seek out CSR information about the company in order to
form their perceptions, these include CSR experts, the media and
non-governmental organisations (NGOs).

(2) The general public - They do not actively seek out CSR information,
but come by it usually through independent media channels like the
television or radio, which often affects their perceptions about the
firm; these include consumers and members of the local community.
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Opinion leader audiences usually look out for evidence of the social
impact that the CSR initiative is having on the society at large. They usually
expect to see a detailed list of indicators and trends presented as part of the
CSR report, in order to enhance their understanding of the initiatives overall
impact.

Consequently, for the firm to present a believable report to the
opinion leader audience, they need to adhere to certain standards of global
reporting, like that of the Global Reporting Initiative, in order to meet their
information needs and expectations. Some firms are of the view that the
opinion leader audience is out to get them. Nonetheless, like the general
public they only seek to obtain a fair presentation of the firm’s CSR position
and initiatives, and how they ultimately affect them as a group.

The general public, which hitherto was not necessarily viewed as a
primary target audience has in recent years exhibited a growing interest in
accurate CSR information, especially with the advent of social media (Illia et
al., 2013). This has made them relatively more difficult and complicated to
reach, requiring the firm to invest more resources into communicating with
them, like they do with the opinion leader audience. Hence, the firm needs a
combination of communication channels, with a fair amount of ingenuity and
precision, in an attempt to meet the communication needs and expectations
of the general public. Even so, for the purposes of sharpness and accuracy it
will help for the firm to focus on two or more very relevant channels to reach
this type of audience, rather than an entire collection of channels (Dawkins,
2004).
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3. Channels of communication

Companies report on their CSR initiatives using a variety of channels,
including both traditional and online media. The most popular among these
include annual CSR reports, official company websites, press releases,
television commercials, as well as billboard advertisements (Du et al., 2010;
Hinson et al., 2010). But it is worthy to note that in some situations, based on
the channel of communication chosen by a firm to report their CSR
initiatives, certain information can be taken out of context (Illia et al., 2013).
One typical example of such is information disseminated through social
media, where contributors have free rein to express themselves in any
manner on any given issue (Champoux, Durgee, & McGlynn, 2012).
Consumers have been known to be the most vocal group of contributors on
these platforms, often to the benefit of the firm, but at other times to its
detriment. This is a good indicator of the varying amounts of control that
firms have over the different CSR communication channels available to them.
For instance, a firm can have a significant amount of control over the content
of CSR initiatives that are disseminated through their own corporate
channels, such as their website and annual report. However, the less control
the firm has over the communication channel, the more credible the medium
and the message are. Hence, the stakeholder will most likely perceive
information communicated through non-firm related channels to be more
trustworthy, over and above those from sources they perceive to be relatively
biased (Du et al., 2010).

Subsequently, firms should try as much as possible to communicate
their CSR initiatives using independent channels as much as possible, such as
independent media coverage of their CSR activities in the press or on
television. They should also try to use informal channels like traditional
word-of-mouth among stakeholders such as customers and employees of the
firm, which stakeholders are inclined to find more believable (Dawkins,
2004). Internal communication of CSR initiatives to employees is a practice
that most firms tend to underestimate. However, communicating CSR should
be the duty of the entire firm, and must capture all levels of management.
Such that internal communication of firms’ CSR activities to employees will
prove to the entire society that the firm is not just putting some carefully
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manufactured information about their CSR out for the benefit of society, but
that the entire organization is on board and they believe in and understand
the firm’s stance and message with regard to CSR (Morsing et al., 2008).
Particularly, the message communicated must be consistent across all the
communication channels employed by the firm, in order to avoid confusing
the diverse audiences who are relying on different communication channels
available, for the same CSR information.

4. Feedback

Feedback in communication can be viewed as a pertinent tool for
organisational learning, especially with regard to CSR communication
(Mulder, 2013). It refers to information available to a firm that indicates how
well they are meeting their various goals for undertaking a particular activity,
and can lead to a number of benefits for the firm. These include a heightened
awareness with regard to the outcomes of the communication process, as well
as better skill proficiency and accuracy, especially when it comes to
communicating a firm’s CSR activities. Nevertheless, it is worthy to note that
feedback can be either positive or negative; and based on its acceptance or
rejection by the receiving firm can either result in a specific behaviour or
simple inaction (Mulder, 2013).

Feedback systems in CSR communication, when implemented
meticulously have the ability to provide quality information about individual
communication channels and their impact on how a firm’s CSR initiatives are
perceived by their target audience (Edwards & Ewen, 1996). At times, there
may be significant differences between how the CSR message is perceived by
the target audiences, and how the firm expected that it would be received
(Tourish & Robson, 2003). There may even be some significant insights to be
gained into stakeholder reactions to the particular CSR initiative performed,
which can either turn out to be positive or negative. In such situations, the
firm can only know the outcomes, and whether or not their expectations
were met through the feedback loop of the CSR communication continuum.



¬   SHEENA LOVIA BOATENG

152

According to Tourish & Robson (2003), a lack of feedback in organisational
communication, both internally and externally, often results in poor decision
making. Hence, a conscious effort by firms to factor in feedback into decision
making processes can go a long way to improve the total CSR communication
strategy and process.

CONCLUSION

CSR communication has the characteristic of being able to make bare a firm’s
true identity to its varied stakeholder base. It has the ability of improving the
overall reputation of the firm in a favorable manner, over an extended period
of time, if the firm remains tactical and committed to the overall CSR
communication process (Morsing et al., 2008). In view of this, the paper offers
a number of key elements for firms to consider while communicating their
CSR activities to stakeholders, with the purpose of enhancing communication
effectiveness. There is a plethora of CSR initiatives that a firm can perform
and report on. Nevertheless, the firm must have a clear picture of the nature
of the various CSR initiatives they have performed, and determine which
ones they would like to communicate to their stakeholders. They must aim to
achieve a good balance between the communication of both reactive and
proactive CSR initiatives, in order to present an image of sincerity and
trustworthiness to their stakeholders. Furthermore, firms need to determine
the timing with which they intend to disseminate the information, as well as
the form that the information should take, based on the nature of the target
stakeholder audience. They must establish a good understanding of the
characteristics of their target audiences for any given CSR communication, in
order to be able satisfy their unique information needs and expectations.
Although stakeholders expect to be informed about firms’ CSR practices, they
do not necessarily appreciate it when firms communicate in a loud and
distasteful manner (Illia et al., 2013). Hence the firm must ensure that an
appropriate channel is chosen for communication, which will invariably
appeal to the characteristics of the target audience.
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Additionally, the firm must make a conscious effort to rely more on
independent channels to communicate their CSR activities, with sparing use
of firm related channels. The messages released must be consistent across all
the channels in terms of content, with the aim of enhancing the level of
understanding among the different stakeholders accessing it through assorted
channels. Above all, firms must pay close attention to feedback received from
all CSR communication efforts initiated by the firm. This will provide
valuable insights into the outcomes of their CSR communication strategy, and
possibly inform future CSR communication attempts, which can go a long
way to improve upon the overall success rates of their CSR communication
programmes.
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