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[bookmark: _Toc73716886]Abstract

With Lagos State inhabiting the highest number of SMEs in Nigeria, there seems to be little to no study conducted on their competitiveness using corporate social responsibility (CSR) as the predicting variable. Due to this, this study examines the relationship and effect of CSR on the competitiveness of SMEs in the state and further suggests ways through which SMEs in the state can utilise CSR as a tool for sustainability. The study tackled the research problem via the lens of three theoretical frameworks: Stakeholder Theory, Social Contract Theory and Systems Theory. In achieving the research objectives and testing the study’s hypotheses, descriptive statistics and inferential statistics were used. This study is premised upon the positivist research philosophy and hence adopts a quantitative approach in finding answers to the research questions. Moreover, the descriptive cross-sectional research design was also used. Data was collected using structured electronic survey questionnaires (Google Forms) and analysed using frequencies, percentages (descriptive statistics), simple regression and correlation (inferential statistics). This was done with the aid of the statistical Package for Social Sciences (SPSS) version 20.0. Results obtained indicated that CSR has a positive relationship with SMEs’ competitiveness while the legal dimension of CSR has a negative relationship with the competitiveness of SMEs. The study therefore concludes that an increase in the practice of CSR will lead to an increase in SMEs’ competitiveness while an increase in the implementation of the legal dimension of CSR will lead to a decrease in SMEs’ competitiveness. The study recommends that SMEs should utilise CSR a publicity/marketing tool to increase the public awareness of their businesses to generate more sales. Furthermore, CSR should be used by SMEs as a brand loyalty tool where customers become emotionally attached to their products/services. The study also advises the Lagos State government to reduce the tax burdens placed on SMES. Statutory provisions that are detrimental to the competitiveness of SMEs in the state should be repealed and replaced with favourable ones. Also, the government should increase the tax rate on large organisations that produce similar products/services with those of SMEs. Implementing these would greatly increase SMEs’ competitiveness in the state. 
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[bookmark: _Toc73716890]1.1	BACKGROUND TO THE STUDY

With the increase in the rate of capitalism all over the globe, governments are beginning to acknowledge the advantages the free-market system offers to their economies. The struggle to acquire a larger share of the market by capitalists puts them on their toes to be innovative in the provision of goods and/or services rendered. This competition existing between the capitalists is of a positive consequence to consumers. This can be exemplified in the Nigerian telecommunications industry where each network is on the quest to be perceived as the most consumer-friendly network by the provision of cheap data plans and call rates. 
Moreover, the adoption of a free-market system contributes to the living standards and development of the citizenry. This is because each individual citizen is given the freedom to be productive and such productivity allows for a commensurate remuneration. The productivity could be in the form of the provision of goods and/or services. The self-establishment of a framework to serve as a means of livelihood reduces the rate at which citizens depend on government for necessities and encourages the spirit of entrepreneurship among them. 
Of course, the advantages of capitalism cannot be denied but there are still some drawbacks inherent in the adoption of this system. One major drawback identified is unequal wealth distribution. Not every individual citizen possesses the financial wherewithal to establish a thriving business enterprise. This implies the concentration of the means of production in the hands of a few individuals. Due to this, there tends to be huge income gaps inherent in the economy. Nations which conscientiously adopt this economic system are known to have very few individuals possessing a very high fraction of the economies’ wealth at the expense of others. This puts the remaining higher percentage of people in a state of impoverishment. 
With a minute percentage of the population being in ownership of the means of production, it is ethically right for them to give back to the society in which they belong. This was affirmed by Dunning (2004) who emphasised the need for private individuals and organisations globally to adopt the practice of Responsible Global Capitalism (RGC). RGC has to do with the social transformation of societies for an improved welfare of the citizenry. This can be likened to what is called in modern times as Corporate Social Responsibility. 
Corporate Social Responsibility has been defined in various ways. According to Khan, Khan, Ahmed and Ali (2012), CSR is a term that encompasses a wide scope of behaviours like being friendly to the environment, employees, investors, conscious of ethics, and respectful of host communities. It is an idea that goes beyond the immediate environment of an organisation into consideration of the external environment. In the words of Asemah, Okpanachi and Edegoh (2013), it is the discretionary, legal and economic expectations had by the host community of a given organisation for a certain time period. CSR is a practice where business organisations are to contribute to the welfare of the host community in which they are situated. Due to this understanding, it is mostly perceived as a moral duty on the part of an organisation than a business strategy (Gerard and Zwetsloot, 2003).
However, in recent times, organisations are beginning to see CSR as more of a business strategy than moral duty. With the escalating competition rate amongst businesses, almost every practice is seen as a tool to gain competitive edge over other business organisations. As a result, managers are beginning to take very seriously the issue of CSR in their various organisations. One factor that has contributed to this is the proliferation of empirical literatures on the significance of CSR to the growth of an organisation. Ukpabi et al (2014) is one of those who have proven this. Findings from their study showed that the active participation of organisations in CSR practice contributes greatly to their productivity and stability. 
As earlier mentioned, the level of competition has triggered managers to utilise any available tool just to have a comparative advantage over their counterparts. As a result, researchers have delved into investigating the potency of CSR in achieving competitive advantage. This has made CSR receive a great deal of attention especially in the last ten years (Zu and Song, 2008). 
The underpinning philosophy of CSR is that organisations should transit from profiteering to meeting the demands of all its stakeholders of which the larger society in which it is situated is a part of. This philosophy is against that of Friedman (1970) who postulated that the only obligation of a business enterprise is to provide returns on the investment of shareholders. An organisation which adopts such ideology may find it hard to attain sustainability. Every organisation seeks to have a very long span in the business world. They do not only want to survive harsh economic conditions, but also want to thrive. And to achieve this, every stakeholder should be considered by the organisation. This is because all stakeholders have a role to play in the continuous existence of the organisation and their satisfaction contributes greatly to the sustainability of such organisation. Carroll (1991) concurred to this by identifying four major aspects of CSR of which relates to various stakeholders of an organisation. These aspects are economic, legal, ethical and philanthropic aspects. The satisfaction of these different areas shows that such organisation is a socially responsible one.  
As aforementioned, every organisation is on the quest to identify what can ameliorate their competitiveness. Competitiveness, according to Porter (1985) is the implementation of company-owned strategies that create value which cannot be easily copied and implemented by another competing firm. The possession of this quality puts an organisation on a higher level than its counterparts. 
With the business world becoming a single global market, every organisation is on the quest to achieving competitiveness to gain a fair share of the market and ultimately become more profitable. The issue of competitiveness is not what is taken for granted in the business world as different business enterprises are constantly on the lookout to identify the loopholes of their competitors and use them as an opportunity to exploit and if possible, knock them out of business. The business world is a serious arena where corporate laxity and lethargy are not to be tolerated. Moreover, with small and medium scale enterprises (SMEs) being seen as “second-class citizens” of the business world, there is the need for studies to be conducted on what effect the adoption of CSR can have on their competitiveness. This study is crucial as it is expected to provide a rewarding information on what effect the use of CSR can have on the competitiveness of SMEs in the business world.
 
[bookmark: _Toc73716891]1.2	RESEARCH AIMS AND OBJECTIVES

Nigeria is the country with the highest Gross Domestic Product (GDP) in Africa (Statista, 2021) with Lagos State contributing 26.7% (Buildmacex, 2021) to this figure. Judging by this report, Lagos State is the commercial capital of the nation. Due to this fact, one ought to expect that there should be enough literatures relating to CSR and SMEs’ competitiveness. But after a thorough review of literatures, reverse seems to be the case. There appears to be a dearth in literatures on the issue of CSR and SMEs’ competitiveness in the commercial capital of Nigeria – Lagos State. How come a commercial capital which situates the highest number of SMEs in the nation (Nairametrics, 2019) has very few studies on the relationship between CSR and SMEs’ competitiveness? This shows a gap in the body of knowledge that needs to be filled. It is against this backdrop that this study aims to investigate the impact CSR has on the competitiveness of SMEs in Lagos State, Nigeria. To achieve this, this study seeks to accomplish the following objectives:
(i) To determine the kind of relationship existing between CSR and SMEs’ competitiveness?
(ii) To identify the relationship between the legal dimension of CSR and SMEs’ competitiveness?  
(iii) 
(iv) To identify the ways CSR can be used as a tool for sustainability of SMEs in Lagos state?
[bookmark: _Toc73716892]1.3	RESEARCH QUESTIONS

The following are the research questions from which this study derived its objectives:
(i) What kind of relationship exists between CSR and SMEs’ Competitiveness?
(ii) What is the relationship between the legal dimension of CSR and SMEs’ competitiveness?  
(iii) What ways can CSR be used as a tool for sustainability of SMEs in Lagos state?
[bookmark: _Toc73716893]1.4	RESEARCH HYPOTHESES

Hypothesis One (H1):
H0: CSR would have no impact on SMEs’ competitiveness in Lagos, Nigeria.
Hypothesis Two (H2):
H0: There is no relationship between the legal dimension of CSR and SMEs’ competitiveness in Lagos, Nigeria.
Hypothesis Three (H3):
H0: There is no relationship between CSR and SMEs’ competitiveness in Lagos, Nigeria.
[bookmark: _Toc73716894]1.5	JUSTIFICATION FOR THE STUDY

The recent upsurge in literatures on the significance of CSR to corporate entities has greatly contributed to the body of knowledge. However, in the case of Nigeria, much attention has been given to multinational corporations (MNCs) and/or large organisations at the expense of indigenous firms which are most often SMEs. Amaeshi et al (2006) affirmed this by stating that although studies on CSR with regards to the Nigerian context exist, less attention has been given to indigenous firms. 
SMEs which are commonly known to be the core of economic growth and development of developing nations (Ahmetti and Marmullaku, 2015) require more attention to be paid to both by researchers and policymakers. They are not to be neglected as have been largely done in times past in the literature. One major reason for the neglect experienced by SMEs could be the informal structures and systems which researchers perceive they have. This perception makes SMEs to be seen as second-class citizens when compared to larger organisations (Tansky and Heneman, 2003 cited in Zakaria, 2013). However, over the last five years, studies on CSR in Nigerian SMEs seemed to have increased though at a very low rate when compared with other countries especially developed ones. Despite the increase in literature on CSR in Nigerian SMEs, very few studies have paid attention to the commercial capital which contributes 26.7% to the GDP of the nation (Buildmacex, 2021). 
Could it be that the low volume of (empirical) studies on CSR in SMEs situated in the commercial capital of the nation is responsible for the disadvantaged position Nigerian SMEs are placed in a highly competitive business world? Ebitu, Basil and Ufot (2016) contribute greatly to this speculation when they stated that scarcity of studies is one of the causes for the poor competitiveness of SMEs in the nation. These understanding fuels the desire to conduct a study that can greatly contribute to the competitiveness of SMEs via the use of CSR. Moreover, Olsson (2011) cited in Peter, Elmarie and Elroy (2014) asserted that only few literatures linking CSR and competitiveness exist and that a higher percentage of those literatures define competitiveness mostly in financial terms. This assertion also contributes to the need for this study.
SMEs need business strategies to keep them afloat in an ever-increasing competition. Markets which used to be local have now become global and thereby increasing the risk of SMEs being edged out of business. Due to this, it is expedient for researchers to provide these business enterprises with rewarding information on how to increase their competitiveness and thrive in this highly competitive business world. Previous studies conducted by researchers have had positive effects on SMEs as it is seen that the Nigerian government are involving SMEs in the concessions given to business enterprises in the country. 
However, in contributing to the growth and development of SMEs, the Lagos State Government (LASG) has been observed to be silent despite harbouring the highest number of SMEs in the country. It is believed that this study will trigger the involvement of the LASG in improving the competitiveness of SMEs in the state which will ultimately impact positively on the Nigerian economy. This, therefore, justifies the carrying out of this study in the state.    
[bookmark: _Toc73716895]1.6	STRUCTURE OF THE STUDY

This research study is based upon the epistemology of positivism. As a result, quantitative methods shall be used in the collection and analysis of data. Primary data shall be obtained via the use of electronic close-ended questionnaires. The questionnaires shall be designed to collect necessary information from owners or managers of SMEs located in Lagos State. The questionnaires shall be categorised into five sections which are Sections A, B, C, D, and E. Section A will be about the socio-demographic characteristics of the respondents. Sections B, C, and D shall be concerned with information relating to the three objectives of the study while section E shall collect information about the dependent variable which is SMEs’ competitiveness. 
This study is structured into five chapters. The first chapter introduces the reader into what the study is about. In this chapter, the background to the study, research questions, objectives, hypotheses and justification for the study are stated. This chapter is often called the introductory chapter. The next chapter deals with the review of literatures. Here, literatures as pertaining to the variables of the study’s topic are explained in detail for the reader to have a thorough understanding of what the study is about. Moreover, the empirical findings of previous studies are also highlighted to acquaint the reader with works that have been carried out before in the literature in that chosen field of interest. The next chapter which is chapter three has to do with methodology selected by the researcher to provide answers to the questions stated in the introductory chapter of the study. 
Subsequently, chapter four will present and interpret the data collected from the field. It is the first post-field chapter. It further relates the findings obtained from the field with previous studies carried out in that line of interest. Finally, the last chapter will be chapter five. This is where the conclusive inference on the study will be stated. Here, answers to the research questions are clearly stated alongside possible recommendations for practice and future research are also stated. It is the “omega” of the research study. 
[bookmark: _Toc73716896]1.7	CONCLUSION

Statistical reports have proven Nigeria to be the country with the highest GDP in Africa with Lagos State contributing 26.7% out of the whole 36 states of the country. Furthermore, with Lagos State inhabiting the highest number of SMEs in the country, it is no wonder why it is referred to as the commercial hub or capital of the nation. However, SMEs in the state are increasingly facing high threats from businesses abroad because of globalisation. Globalisation which makes the world a global village eliminates the geographical barrier that SMEs once capitalised on to grow. Nowadays, the same services provided by indigenous SMEs could be provided by SMEs or larger business enterprises from abroad. This constitutes a threat to the growth and expansion of these indigenous SMEs. 
Consequent upon the foregoing, it is expedient for a research study to be conducted to identify different tools or instruments that could be used to increase the competitiveness of these indigenous firms in the state. And based upon a thorough review of literatures, the researcher identified CSR a potent tool that could aid in ameliorating the competitiveness of SMEs located in the commercial hub of the Nigerian nation. Moreover, having observed that few literatures which discuss the interaction between CSR and SMEs’ competitiveness exist, the researcher decided to embark upon the study. This, therefore, gave birth to the topic, “CSR and SMEs’ competitiveness in Lagos State, Nigeria. 
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[bookmark: _Toc73716899]2.1	Introduction
The business world in recent times has been characterised by an increasing rate of diverse competitions. These excessive competitions are believed to be a biproduct of the very exertive globalisation phenomenon from bigger and sometimes better industry players situated in more technologically advanced nations. As a result of these, local organisations always look for tools or practices to help them compete favourably against their counterparts in the global market. No organisation is left out of the concerns of competition in the business world, regardless of their scale or size. This leads both SMEs and large organisations to not only survive but thrive. This chapter encompasses the extant literature on corporate social responsibility, its measures, SMEs’ competitiveness, competitiveness measures, theoretical underpinning of the study, empirical review of literature, etc. 
[bookmark: _Toc73716900]2.2	Concept of Corporate Social Responsibility.

In the literature there are numerous definitions of corporate social responsibility. Despite its numerous definitions, not one of them is widely accepted as the main definition of the term in the existing body of knowledge. However, this section shall reveal various definitions of the term according to various scholars. 
CSR was defined by Adeyanju (2012) as a practice where the organization is able to take initiatives that have beneficial effects upon its host community, its environment and the general public. It is an organisation’s practice of doing things that will impact positively on the host communities, the environment and the general public. According to Kapur (2020), CSR is a concept by which organisations, in their business activities and in their relations with stakeholders, voluntarily incorporate social and environmental concerns. Ismail (2009) opined that corporate social responsibility (CSR) involves a collection of corporate strategies that make companies or corporations operate in an ethical, socially friendly, and humanistic way. It is an autonomous business model which helps an enterprise to be responsible socially – for itself, the stakeholders, and the general public (Fernando, 2021). 
Zelazna, Bojar, and Bojar (2020) conceptualised corporate social responsibility from the perspective of the protection of the natural environment. According to them, CSR is a process of carrying out business operations whereby firms, in their business decisions, voluntarily consider the impact of their operations on the environment in absolute conformity with the law while still maximising profits. Effiong, Usang, Inyang and Effiong (2013) suggested that CSR is the obligation of firms to act in an ethically acceptable manner that contributes to economic development, improves the livelihoods of employees, the host community, and the society generally. It is a process whereby an organisation treats its stakeholders in a way that is acceptable by international standards (Hopkins, 2014). 
According to Hopkin’s (2014), CSR could be better explained if it is divided into two parts – “corporate” and “social responsibility”. As concerning “corporate”, it is seen as any group of people for the purpose of achieving a business objective. It can be private, public or NGO. “Social responsibility” on the other hand has to do with all economic, environmental, and financial obligations of a firm or entity. He also explained that the overall aim of CSR is to improve living standards while protecting the profitability or integrity of such firm or organization. In his opinion, the main concern of companies when discussing CSR should be the process of profit-making and not merely an obsession with profit-making regardless of its cost implications on the environment. What this implies is that a firm termed to be socially responsible should ensure it considers its host environment while aiming to make profits. 
Deducing from the foregoing definitions, corporate social responsibility can be defined as the socio-economic considerations of a business firm on its host community while carrying out its business operations. It is a set of obligations that is more of the freewill of a business organisation to carry out. Although in recent times, various legislations have been put in place for organisations to ensure that they are socially responsible; still, CSR is believed to be more of the volition of corporate organisations. 
[bookmark: _Toc73716901]2.2.1	Dimensions of Corporate Social Responsibility

Although a standard definition for CSR is yet to be accepted by scholars, Carroll’s CSR pyramid developed in 1991 is considered the most frequently used and quoted model to discuss the topic of CSR (Adeyanju, 2012). Khoa and Phuong (2020) affirmed this by stating that since the development of the CSR pyramid, many CSR concepts are generally premised upon the foundational framework of the CSR pyramid. According to Carroll’s model, four sides or dimensions of CSR encompass all aspects of corporate responsibility. These are economic, legal, ethical, and philanthropic aspects. However, Gonzalez-Rodriguez, Diaz-Fernandez, and Simonetti (2015) asserted that there are three dimensions of CSR which are financial, social, and environmental dimensions of CSR. They are commonly referred to as the triple bottom line approach. Nicolae and Sabina (2010) consented to Carroll’s (1991) CSR pyramid by stating that legal, economic, ethical, and philanthropic aspects are all dimensions of CSR. Arsic, Stojanovic and Mihajlovic (2017) in their study declared the dimensions of CSR to be five and they include: social, economic, stakeholder, environmental and volunteering dimensions. Although these dimensions revealed by Arsic et al (2017) appear to be adequate, volunteering does not seem to be an ideal dimension of CSR. This is because CSR when conceptualised already carries the idea of voluntarism to a great degree of which every other dimension is based. Hence, in explaining the dimensions of CSR, this study shall only make use of the four major dimensions which are the economic, legal, ethical and philanthropic dimensions.   
[bookmark: _Toc73716902]2.2.1.1		Economic Dimension 

The economic dimension of CSR refers to the distribution of resources within the social system to produce goods and services (Nicole and Sabina, 2010). In the context of the economy, social responsibility includes many aspects of how companies affect the economy in terms of competition, consumers, employees, the community, and the environment. This dimension has to do with the production of goods and services that do not only meet the targeted customers’ needs but also the needs of the society in which the firm is situated. The idea of this dimension is that a given business organisation must be profitable, but its profitability should also be in the society’s best interests. Gonzalez-Rodriguez et al (2015) while carrying out a study on CSR, made use of the following as measures of the economic dimension: promotion of products/services by the means of expensive advertising campaigns, ensuring customers’ satisfaction and loyalty, becoming a market leader, attaining high profit margins, and meeting shareholders’ expectations. 
[bookmark: _Toc73716903]2.2.1.2		Legal Dimension

This dimension is concerned with an organisation’s strict adherence to statutes or laws enacted by appropriate authorities which now becomes a reference for acceptable business behaviour. It reveals the need for firms to abide by the rules, regulations or laws governing the society hosting them. Legally, regulating business behaviour is very important so as to protect the rights and interests of other stakeholders of the society. The absence of legal regulation creates a very huge opportunity for business organisations to exploit different stakeholders of the society. Distrust, hence, is the basis upon which legal restrictions are made so as to ensure compliance of organisations with what is right in the eyes of the society. This means the establishment of a legal framework tends to curb the level of irresponsible actions of business entities. Some of these legal frameworks established include environmental laws, consumer protection laws, etc. 
[bookmark: _Toc73716904]2.2.1.3		Ethical Dimension

The moral duty of businesses to address or offer solutions for the harmful effects they cause while making profit is related to the ethical dimension. In this case, the society in which such companies are located expects them to grasp values and standards that can be higher than legally obligated performance standards. Linnhoff et al (2014) suggested that a business that adheres to ethics is one that carries out the right activities, for example, environmental protection, good welfarism of employees, well-mannered approach to customers, accurate financial reporting, etc. Bahl (2019) affirmed that these activities are all major components of CSR. The ethical dimension of CSR are a set of behaviours and actions performed by the management of an organisation which due to it being right or wrong in the eyes of all relevant stakeholders are permitted or disallowed to be carried out even when not codified by law (Nicolae and Sabina, 2010). An organisation which is ethically compliant is one that does what is fair and just while trying as much as possible to avoid harm or any negative effect on any member of the society. 
[bookmark: _Toc73716905]2.2.1.4		Philanthropic Dimension

The Philanthropic dimension refers to the generous activities carried out by firms for the society within which they are situated. This dimension relates more with the reputation of firms. Nicolae and Sabina (2010) identified four advantages of this dimension and they are: (i) improves the standard of living of members of the host community (ii) lessens the burden on the government for the rendering of charitable assistance to those with legitimate needs (iii) increases the leadership ability of staff and (iv) build into staff good moral standards. The focus of this dimension is for an organisation to be perceived by the public to be a good and patriotic corporate citizen. 
Below is a diagrammatic representation of the Carroll’s pyramid of corporate social responsibility: 











[bookmark: _Toc73655732][bookmark: _Toc73656985][bookmark: _Toc73657338]	Fig 2. 1: Carroll’s Pyramid of Corporate Social Responsibility
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[bookmark: _Toc73716906]2.2.2	Characteristics of Corporate Social Responsibility

Six key features of the concept of CSR are revealed by Crane et al (2014), in their book, “Corporate Social Responsibility: Readings and Cases in a Global Context.” The epicentre of a CSR subject is probably represented by the characteristics identified by Crane et al (2014). Crane et al (2014) has revealed “voluntarism” as one of the features of CSR. This feature describes management’s use of discretion to promote CSR practice. Management in the community where its organisation is located is not legally obligated to promote CSR activities. In this context, organisation’s management involves itself voluntarily in projects and practices that can play a positive role in the internal and external environment of the organisation. This point is affirmed by Jones (1980), who states that, if CSR practice is influenced by law or union coercive hands, it is no longer voluntary.
Secondly, the management of externalities is another feature. This involves organisations, which manage thoroughly the resulting effects or by-effects of their business activities on their external environments. For example, air pollution in gas emissions, water pollution, such as oil spillage, soil pollution etc. could be the most significant impact in that environment. Organisations practice CSR to mitigate these adverse effects on their external environment. On the other hand, if the business activities positively impact on the external surrounding, organisations tend to increase efforts towards having more positive impact on the surroundings. The third feature is the ideology of several stakeholders. This feature of CSR practice is of great importance. In the business activities of an organisation, a CSR practice must include the diverse interests of relevant stakeholders. A firm which practises CSR must have a balanced plane for diverse stakeholders’ interests. It is a firm that not only strives to maximize its shareholders’ profit, but also respects the interests of employees, local groups, dealers, and the country generally (Johnson, 1971). This view of Johnson (1971) aligns with that of Freeman (1984), who opined that every stakeholder should be considered, not just the shareholders, in the management of stakeholder interests.
Fourthly, there is economic and social alignment. Crane et al. (2014) believe that there should be no conflict with the profitability of the enterprise in trying to balance the diverse interests of the different parties involved. This implies that their economic reason for entering business – profit – should not be neglected in an attempt at corporate organisations to become socially responsible. And, however, social, and environmental problems should not be overlooked while seeking to optimize profitability, as these problems have the potential to improve the performance of the organization in the long term. Practices and values are the fifth characteristic. This relates to moral principles, ethics and values that influence society’s thinking patterns. Davis (1967) confirmed this, revealing CSR’s thinking to be largely based on the ethical consequences of one’s actions. The final characteristic is philanthropy. Grayson and Hodges (2004) claimed that the CSR should not be viewed as an additional activity and should be integrated into the main business activities of an organization. This means that organizations must look for genuine reasons to contribute positively to the society in which they find themselves.

[bookmark: _Toc73716907]2.3	Concept of Small and Medium Scale Enterprises (SMEs)

The idea of small and medium enterprises (SMEs) was first introduced in the early twentieth century around the 1940’s with the principal aim of ameliorating trade and industrialisation in nations which are presently seen as developed nations (OECD, 2004). Although after examining the literature, there seems to be no universal definition of the term, SMEs. Every country appears to define the term as it suits them. SMEs are defined in the context of each country because of their role in the economy, policies and programs formulated by specific agencies charged with the responsibility of monitoring their operations. For better understanding, the definition of SMEs in developed countries like the USA, Britain, Germany, etc. would vary from that of developing countries like Nigeria, Ghana, India, etc. For example, the European Union (EU) in 1995 defined SMEs as any business enterprise that employs below 250 employees while classifying those enterprises that employ less than 10 employees as micro enterprises. While in Nigeria, SMEs are defined as business enterprises that have a total staff strength of at least ten (10) but less than 199 employees with a total asset (excluding land and building) being within the range of N5 million and N500 million (SMEDAN and NBS, 2013). This definition in the Nigerian context repeals that of the National Council of Industry (2001). Moreover, based on the policy focus of different political administrations, the definition could vary overtime. 
[bookmark: _Toc73716908]2.4.	Conceptualising Competitiveness

Despite popular acceptance of its importance, competitiveness in literature has always been a vague concept in terms of definition. Scholars are yet to come to a universal agreement on what is its definition despite its wide use in the literature. Various scholars have attempted to explain from their different perspectives what this term means. Porter (1985) is one of those scholars who have attempted to define the term. In his opinion, competitiveness is the implementation of uneasily duplicable strategies that create value for a specific firm which another competing firm does not simultaneously implement. Sauka (2015) defined competitiveness as the ability of an organisation, while successfully developing its business, to adapt to environmental factors. This means that an organisation can only be said to be competitive when it is able to adapt to trends in its environment effortlessly without being destabilised while still carrying out its usual business operations. 
In the words of Sipaa, Gorze-Mitkaa, and Skibiskia (2015), competitiveness is seen as the ability of organisations to produce products and/or services that meet the requirements or expectations of an open market consistently and profitably. It is also defined as the ability of a business to sustain its long-term performance better than its competitors in the market, as shown by its market share, sales and growth rate and profitability (Peter, Elmarie and Elroy, 2014). Barney (2007) cited in Marangu, Matoke, Yegon, and Egessa (2014) defined competitiveness as the ability to generate better economic value than competitors. Economic value is the disparity between a customer’s perceived gain and the full economic cost when purchasing the products or services of a business enterprise (Marangu et al, 2014).
Roman, Piana, Lozano, Mello, and Erdmann (2012) expressed competitiveness as the ability of firms to meet their expectations which are mainly determined by a quest for consistent profits and achieve this by ensuring a satisfactory resolution of operational uncertainties in the business. This means that when firms are the main piloting factor for business expectations is profit and when a firm can achieve this by satisfactorily solving inherent business issues, such firm is said to be competitive. From the above definitions, it could be seen that competitiveness is a term that relates with sustainability of a business firm. A business firm might be edged out of business if it is unable to favourably compete in the market. Simply put, sustainable ‘competitiveness’ is the ability of a company to deliver quality and affordable products and services to customers overtime whilst recording recognisable profits.

[bookmark: _Toc73716909]2.4.1		Measures of Competitiveness

The literature is filled with several measures or parameters used to measure the competitiveness of an organisation. It is very important for the parameters by which a concept is accurately measured to be identified. This greatly contributes to the accuracy of the study’s results. Concerning the measures of competitiveness, scholars have identified various parameters to accurately measure the competitiveness of a given firm. Kimemia, Gakure, and Waititu (2014), Tuan and Mai (2012), and Wang and Ang (2004) all agreed that quality, cost reduction and innovation are accurate parameters to measure the competitiveness of a firm. Romano et al (2012) in their study on the factors of organisational competitiveness concluded that speed, cost, dependability, quality and flexibility are accurate measures for the competitiveness of an organisation. Voinescu and Moisoiu (2015) stated that ability to innovate, sustainability, ability to export, business entrepreneurship, public administration, finance, and investments are all measurable factors of competitiveness. This was revealed by them on the quest to identify some factors to be used to measure the competitiveness of the European Union (EU). Also, from the study of Marangu et al (2014), it was deduced that market shares, diversification, growth rate and production expansion are significant indices that can be used to measure the competitiveness of a firm. 
Moreover, Segal, Borgia and Schoenfeld (2010) who examined the interacting effect between founder human capital and performance of small firms in the USA; in measuring the enterprise performance, made use of profitability, market share, sales volume, net worth and sales revenue. Salavou and Avlonitis (2008) while examining the effect of product innovativeness on SMEs’ performance adopted sales volume, market share, profitability and sales growth as measures of SMEs’ competitiveness. 
It should be recalled that Peter, Elmarie and Elroy (2014) asserted that most SMEs adopt an amalgam approach in measuring competitiveness so as to achieve both financial and non-financial returns. Parameters used to measure the financial aspect of competitiveness include profits and sales turnover while non-financial parameters include business growth rate and market share (Chong, 2008). Having identified the various measures of competitiveness, it is pertinent to reiterate that the measure to be adopted is dependent on perspective from which a study takes, the size of a business and the type of industry. This study adopts market share, profitability, sales, innovation, quality, and growth rate as measures of competitiveness in small and medium enterprises (SMEs). 
[bookmark: _Toc73716910]2.4.1.1		 Market Share

Market share is the fraction of a market accounted for by a particular business entity and an advantageous way of measuring competitiveness because the market share is less dependent on macro environmental variables, like the state of the economy or tax policy changes (Gregory, 2005). It is the portion of a given market controlled by the product and/or service of a given business entity or organisation. Thompson, Strickland, Gamble and Jain (2006) asserted that organisations possessing a relatively high market share have a stronger competitive power than those with lower market shares. Market share is a very important measure of competitiveness. This is because it reveals how well a business firm is performing against its competitors (Marangu et al, 2014). 
[bookmark: _Toc73716911]2.4.1.2 	Profitability 

Profitability is the extent to which a given business organisation generates financial gain. It is the ability of a given investment to earn returns to the organisation for its use (Nishathini and Nimalathasan, 2013). A business enterprise that is unable to gain returns from the investment made is not a profitable one. For organisations to be competitive, they must ensure that profits are made consistently. This is because the profits made can be ploughed back into the business for expansion which will contribute to the favourable competition of such organisation. This means that return of capital employed (ROCE), return on investment (ROI) are significant indicators of the profitability level of an organisation. Odusanya, Yinusa and Ilo (2018) affirmed this by stating that profit-maximisation is a vital objective for an organisation to remain in business and to favourably compete against firms operating in the same industry. It therefore can be said that a less profitable organisation is one with less competitive power. 

[bookmark: _Toc73716912]2.4.1.3	 	Sales

Sales as a measure of competitiveness have to do with its volume and effectiveness. Sales volume is the quantity of units sold by a business firm over a given period. It is one of the indices used by the investors and management to ascertain whether the business of an organisation is either experiencing contraction or expansion. Sales effectiveness on the other hand is the evaluation of the results of investment in certain sales strategies and procedures (Musibau, Oluyinka and Long, 2011). This means the degree to which the adoption of a particular sales strategy and procedure yield the desired result. Musibau, Joshua, Rowland and Anthony (2015) described sales effectiveness as the ability of the sales professionals of given business organisation to influence customers at each stage of the buying process, earning the business organisation more sales on the right terms and within the given period. A business organisation which is not generating sales cannot stay in business for long. Any competitive business firm is known to have powerful sales strategies that generate high volume of sales for its business. Hence, sales is a very vital tool of competitiveness. 
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The word “innovation” originated from the Latin word “innovare” which means “into new”. This means the word “innovation” refers to doing something new. Schumpeter (1982) whom some scholars regard as the father of innovation while others regard him as the ‘prophet’ of innovation defined innovation as the economic effect of change in technology where there are new combinations of current productive forces for proffering solutions to business problems (Kogabayev and Maziliauskas, 2017). Different studies in the literature classified innovation into three categories. These are: Product innovation, process innovation and organisational innovation. Product innovation has to do with the fabrication of new products, changes in already existing product design and packaging, or the utilisation of new materials in the manufacturing of existing products. Process innovation is concerned with the new or significantly improved method of production or delivery. While organisational innovation is the establishment of novel method or strategy in the business practice and external relations of an organisation. 
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Quality is defined as the degree to which the goods and services of an organisation aligns with the predetermined specifications and the degree to which the needs of customers are met in the goods and/or service (Alwan, 2013). It is the degree of satisfaction received by a customer in the use of a product or when rendered a service. Saeed et al (2013) defined it as the appropriate usability of a good and/or service, exhibiting its most accurate features while delivering best performance. A product or service is said to be of quality if it meets and/or exceeds the requirements, standards, expectations, and specifications. Kimemia, Gakure and Waititu (2014) indicated that quality can be measured through inputs, product design skills, customer service, alignment with current market trends, etc. 
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Growth rate is simply the speed at which an organisation increases in size. It means to expand business potential in the face of competition. As the firm expands its potential more than its competitors, the firm tends to experience more growth. This implies a positive correlation between business potentials and growth rate of a business organisation. When a firm increases its financial, material, physical and human resources, this automatically implies an increase in the firm’s growth rate. A firm that experiences this is said to be competitive.
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Lagos is known to be the first port of entry for foreigners (Portuguese) into the Niger area later called Nigeria in the 1500s. As a result of this, it has been known to be the commercial hub of Nigeria and the entire Africa. Bounded in the North and East by Ogun State, West by Benin Republic and South by the Bight of Benin, geography has reported Lagos to be the smallest state in Nigeria in terms of land mass. Despite this, it accommodates the highest population of people in the entire country with a population estimate of 14,368,332 (World Population Review, 2020). Its GDP is reported to be the fourth highest in Africa and accommodates one of the biggest and busiest seaports in the African continent (Wikipedia, 2020) – the Apapa Seaport. It is mostly believed that the economy of Lagos State is many times bigger than most African countries and is commonly assumed that if it were a country, it would be the fifth largest economy on the continent. 
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[bookmark: _Toc73716918]2.6.1	Stakeholder Theory

Edward Freeman (1984) introduced this theory into the literature in his book titled, Strategic Management: A Stakeholder Approach”. The theory states that the stakeholders of any organisation include anyone who is affected either directly or indirectly by the activities of an organisation. According to this theory, a company’s stakeholders are those set of people and organisations without whose support the company would cease to exist. This set of people and/or organisations include employees, customers, suppliers, local communities, environmental groups, governmental groups, etc. This viewpoint contrasts the traditional shareholder theory propounded by Milton Friedman who stated that the only stakeholders an organisation should be concerned for or care for are its shareholders and hence, are compelled to make profits and ensure continuous growth of the organisation for the purpose of satisfying the shareholders. 
The relevance of this theory to this study is embedded on how the activities of small and medium businesses impact on a major stakeholder – the local community. It is obvious that the local community encompasses the physical and social environment in which these businesses are situated and without it, these businesses cannot survive, let alone thrive. Hence, the application of this theoretical framework provides a lens through which proper analysis can be carried out on the relationship between these businesses and the local community. 


[bookmark: _Toc73716919]2.6.2	Social Contract Theory

The Social Contract Theory shows that the emergence of a state is contingent upon the consensus of people and the purpose of the state is for the maintenance of law, order and stability in the society. The theory involved three principal components – people, interaction and agreement. This theory was developed by some scholars such as Thomas Hobbes (1588-1679), John Locke (1632-1704) and David Hume (1711-1776). 
Thomas Hobbes viewpoint on social contract was presented in his book titled, “Leviathan.” Published in 1651. According to him, it is compulsory for people to subject themselves to the authority of a great Leviathan who is charged with the responsibility for the safety and protection of the people. John Locke on the other hand was of the idea that power of the state is acquired from the people who entrust such power into the hands of a leader. It is expected of the leader to consciously use the power to the best interest of the people, failure of which the people have the right to withdraw such power from the leader. In this relationship between the leader and the people, the leader is answerable to the people who put him/her in power. Contrary to the opinion of John Locke, David Hume asserted that the power of a leader is derived from usurpation and conquest and not from the people. According to him, any individual who can defeat his contenders automatically becomes the leader. The viewpoint of Hume is summarised by saying, the one who has the might, has the right to lead.
The relevance of this theory to this study is contingent upon the relationship of business organisations, the government and the society or local community. The presence of a business organisation in a particular environment means that such organisation has an implicit agreement to operate by socially acceptable norms. It is widely known that the law in which a society or state lives by is derived from the social norms of such society. An organisation thrives in a particular environment if it pays attention to the social contract it has with the local community.  

[bookmark: _Toc73716920]2.6.3	Systems Theory

Ludwig Von Bertalanffy in the 1940’s introduced the systems theory into the literature. According to him, a system is seen as a combination of elements that interact with one another and their immediate environment. The theory is described as a conceptual framework that explains a system as a complex interaction between different variables rather than in isolation (Wilkinson, 2011). These variables are input, throughputs, output, and the external environment. The inputs are likened to the factors of production, throughputs are the elements still in the process of production while the output are the product, the outcome or result of the production process. 
This theory is relevant to this discourse because organisations (SMEs) are placed within the framework of a complex relationship between actors both in the internal and external environments. In this case, SMEs relate with stakeholders both within and outside the organisation. The local community, government groups, environmental groups are seen as the external environment in which SMEs interact with in the process of producing goods and services while employees, financial resources, material resources and the work environment are seen as the internal environment.
[bookmark: _Toc73716921]2.7	Conceptual Framework

The significance of a conceptual framework to a research paper cannot be overemphasised. Unfortunately, many studies tend to neglect it in providing new knowledge to the literature. Conceptual framework has been defined as a structure which the researcher thinks to be the best tool in explaining the natural progression of the phenomenon to be investigated (Camp, 2001). Grant and Osanloo (2014) described it as a logical structure that helps in providing a pictorial or visual display of the interconnectivity of ideas in a study.


[bookmark: _Toc73656986][bookmark: _Toc73657339]Fig 2. 2: Conceptual Framework Showing the Relationship between Corporate Social Responsibility and SMEs’ Competitiveness
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Fig. 2.2 above is the conceptual framework that serves a map for this entire study. From the diagram above, it is seen that the main variables of this study are “corporate social responsibility (CSR)” and “SMEs’ competitiveness”. CSR is the independent variable also known as the controlling variable or predictor while SMEs’ competitiveness is the dependent variable also known as the outcome variable. This study breaks CSR down into four sub-variables which are philanthropic, legal, ethical, and economic dimensions. These sub-variables are also known as measures of CSR. Similarly, the dependent variable, “SMEs’ competitiveness” was broken down into six sub-variables which are market share, profitability, sales, innovation, quality and growth rate. These sub-variables are regarded as the measures of SMEs’ competitiveness in this study. 
Furthermore, fig. 2.2 gave a diagrammatic representation of the three hypotheses of the study. The first hypothesis (H1) states that there is no relationship between CSR and SMEs’ competitiveness. The second hypothesis (H2) also states that legal dimension of CSR has no relationship with SMEs’ competitiveness. While the third hypothesis (H3) states that CSR will have no impact or effect on SMEs’ competitiveness. It should be recalled that these hypotheses would be tested for acceptance or rejection, and this would be done with the use of Pearson’s Product Moment Correlation (PPMC). 
The study seeks to achieve its objectives by collecting data from the external environment (its target respondents) with the use of structured survey questionnaires and data collected would be analysed with the aid of both descriptive and inferential statistics. By using descriptive statistics, this study shall adopt frequencies and percentages and by making use of use of inferential statistics, multiple regression and correlation shall be used. These methods of analysis would aid in generating the study’s findings as shown in the diagram above. 
[bookmark: _Toc73716922]2.8	Empirical Review of Literature

Effiong, Usang, Inyang and Effiong (2013) investigated CSR in the small and medium scaled hotels in the Nigerian hotel industry, making use of hotels in Cross River State as a case study. The study adopted a quantitative approach and collected data with the aid of questionnaires which were distributed to the management officers of hotels. A sample of 37 small and medium sized hotels was drawn for the study while simple random sampling technique was used to select the hotels to be included in the sample. The study made use of mean in the analysis and interpretation of data obtained. From the study’s results, it was concluded that SMEs have a low level of awareness of CSR.  
Battaglia, Testa, Bianchi and Iraldo (2014) examined CSR and competitiveness in SMEs of the fashion industry in Italy and France. In conducting this study, a sample of 213 SMEs located in Italy and France were used. Primary data obtained from this sample was analysed with the aid of correlation analysis. The study’s results showed that a strong and positive relationship exists between environmental, community-related, marketplace dimensions of CSR and some dimensions of competitiveness like innovation and intangible performance. The study therefore concluded that an increase in the practice of environmental, community-related, marketplace dimensions of CSR led to an increase in the competitiveness of firms especially in the areas of innovation and intangible performance. 
Peter, Elmarie and Elroy (2014) conducted a study to empirically measure the factors of CSR that influences SMEs’ competitiveness in Uganda. Primary data was used for the study as questionnaires were distributed to 750 SMEs. This sample was obtained via the use of purposive sampling technique and out of the 750 questionnaires administered, only 383 accurately responded, implying a response rate of 51%. Data obtained was analysed by the means of correlations which made use of the structural equation modelling. Results confirmed that positive relationships existed between all the factors of CSR and SMEs’ competitiveness in Uganda. The study concluded that the increased use of CSR tool led to the increased competitiveness of SMEs. 
Nguyen, Long and Nguyen (2018) evaluated the effects of CSR on tourist enterprises’ competitiveness in Ben Tre, Vietnam. Quantitative and qualitative methods were combined in carrying out this study and a sample of 250 was drawn. Statistical tests like scale reliability, exploratory factor analysis, confirmatory factor analysis, and structural equation modelling and qualitative methods like expert interviews and group discussions were used to collect and analyse obtained data. Findings from the study revealed that social activity-oriented CSR, human-oriented CSR, environment-oriented CSR, partner-oriented CSR, and product/service quality-oriented CSR were some CSR perspectives that affect the competitiveness of tourist enterprises In Ben Tre, Vietnam.   
Thanh, Huan and Hong (2021) evaluated the effects of CSR on the performance of SMEs in an emerging or upcoming market with corporate reputation (CR) and customers’ purchasing intention (CPI) as mediating variables. The study adopted more of a quantitative approach by using survey questionnaires as the research instrument and Partial Least Squares Structural Equation Modelling (PLS-SEM) as the technique for the analysis of data collected from SMEs in Southern Vietnam. A sample of 360 SME respondents was drawn for the study. It was concluded from the study’s findings that CSR has a significantly positive effect on SMEs’ performance.  
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This chapter deals with the techniques adopted for the collection and analysis of data. It encompasses the research design, research philosophy, ethical considerations, validity, and reliability of research instrument, etc. This section is very pivotal to a research activity as it reveals how a researcher goes about arriving at the results of his/her study. Moreover, it goes beyond just stating the methods used at arriving at a study’s findings, but also provides a justification for the adoption of those methods. 
[bookmark: _Toc73716926]3.2	Research Methods

Basically, two methods of research exist – qualitative and quantitative. A qualitative research method involves the study or observation of a given phenomenon through the collection and analysis of non-numerical data. According to Palmer and Bolderston (2006), qualitative research method is seen as an interpretative method seeking to gain understanding into exact meanings and behaviours exhibited in each social phenomenon via participants’ subjective experiences. They further established that qualitative research method makes use of words to study or observe human interactions and realities from the perspectives of the subjects. Brink (1993) stated that qualitative research avoids the use of empirical data and statistical analysis in the study of a social phenomenon. Deducing from the foregoing, a qualitative research method is one that helps a researcher in arriving at a study’s findings without the use of mathematical or statistical methods in the analysis of data. Examples include in-depth interview, focus groups, participants-observation, etc.
Many researchers adopt qualitative methods due to its strengths. One of its strengths is its ability to offer a very detailed explanation for issues that are complex. Adopting a qualitative approach to investigating a research problem provides one with sufficient information needed to gain deeper insights into the subject of inquiry. Also, the adoption of a qualitative approach allows researchers to interact with study’s participants directly (Rahman, 2017). This gives the researcher first-hand knowledge of what is going on around the subject of inquiry. Moreover, the use of qualitative research methods allows for adaptability of the research instrument to the current trends of the research problem. For example, a researcher who decides to make use of in-depth interview may decide to write down questions relevant to his/her research problem as obtained from the literature review but on getting to the field, observe that such questions drafted is obsolete compared to what is currently happening in the field. Qualitative research methods allow for the researcher to change or adapt his/her questions to the current happenings on the field.  
Despite its strengths, qualitative research methods still possess some weaknesses. One of which is that it is time consuming. It is estimated that an adequate in-depth interview should be conducted within a duration of at least 45 minutes (Weiss, 1994). Another weakness inherent in qualitative research methods is that it is very subjective. The bias of a researcher can easily interfere with the analysis of the data and hence distort accurate representation of facts or study’s findings. Also, qualitative research method is more labour-intensive. A researcher who adopts this method would be required to exert more efforts to arrive at the desired result than a researcher who adopts the quantitative approach. 
Quantitative research methods on the other hand have to do with using statistical tools for analysing numerical data with the aim of providing answers to research questions (Oberiri, 2017). It simply involves the collection and analysis of numerical data and is empirical in nature (Atieno, 2009). Its examples include survey, experiment, etc. Quantitative research method is also known to possess some strengths. The objectivity of the quantitative approach helps prevent the bias of the researcher from interfering with the results of the study; hence, producing accurate and reliable results. Another strength of the quantitative research method is that it is more appropriate for the study of a large sample size. As the name implies, “quantitative” research method; for a study which seeks to study participants that are large in number, this research method is deemed most appropriate. A reason for this is because it is time conservative. Large samples can be studied within a short time unlike the qualitative research method. Moreover, it helps a researcher to be able to generalise findings to a whole population since the sample studied was randomly collected. 
Quantitative research method also has some limitations. Amongst its limitation is the inability of the method to reveal the motive behind the occurrence of social phenomena. Most often, quantitative research method does not reveal the reasons for the happenings of a given phenomenon. Secondly, the use of a quantitative research method is capital-intensive. This means it is expensive to make use of. Another weakness of this research method is that participants may not properly fill the questionnaires administered to them. Participants may be psychologically down and may tend to respond to questionnaires in way that does not reflect reality; thereby distorting the accuracy of the findings.   
Having identified and explained the two research methods. This study seeks to adopt the quantitative research method. The rationale behind the selection of this method is due to the predicted large sample size of the study and the time-saving nature of the method. Moreover, owing to the positivist research philosophy adopted by the study, quantitative research method seems to be the most appropriate method to adopt. 
[bookmark: _Toc73716927]3.2.1	Research Philosophy

A research philosophy is the “development of research assumption, its knowledge and nature” (Saunders, Lewis and Thornhill, 2007). It is a belief regarding the way through which data about a given observable fact is to be collected, analysed, and used. Scotland (2012) referred to it as a set of persuasions regarding the nature of the phenomenon being examined.  
The qualitative research approach is often assumed to be embedded in the epistemological approach of interpretivism. Interpretivism is premised upon the notion that the researcher/investigator performs a vital role in the observance of a social phenomenon. It is of the idea that truth is subjective as it is based on everyone’s experiences and understanding of them (Ryan, 2018). Quantitative research on the other hand is seen to be predicated on the epistemological approach of positivism. The term “positivism” was first used by August Comte in the 1900s (Ryan, 2018). Aliyu et al (2014) opined that positivism is a research philosophy rooted in the belief that truth and reality exist independent of a researcher’s or observer’s interference. It is of the idea that knowledge should be objective and void of researcher’s bias. According to this philosophy, only the knowledge obtained from an objective and measurable observation can be relied upon. 
From the foregoing, the researcher decided to approach this study from the positivist point of view. This is because he decided to study the participants regarding his chosen focus of interest without allowing his bias to interfere. This implies the researcher decided to investigate the phenomenon of interest in an objective way. Hence, the study adopted the quantitative research method in finding answers to its research questions. 
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A research design is concerned with the general plan adopted by a researcher in amalgamating the various sections of a study coherently and logically for the purpose of effectively addressing a research problem. Creswell and Plano Clark (2007) defined it as the processes initiated in the collection, analysis, interpretation, and reporting of data in a research study. Simply, a research design is a plan or strategy to provide answer(s) to a research question(s).  
This study adopted the descriptive research design. A descriptive research design is a scientific technique through which a population or phenomenon is systematically and accurately described. It is a process that involves the observation and description of a given phenomenon without influencing it in any way. This research design is used for the description of the features of a given population or phenomenon of interest. The rationale behind the use of this research design is that it is very appropriate to find out knowledge about the impact of corporate social responsibility on SMEs’ competitiveness in Lagos State, Nigeria.
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The study area covered is Lagos State. Lagos State is situated in the Southwestern region of Nigeria of Nigeria and has been referred to as the commercial hub of the nation. Lagos State which was created on the 27th of May 1967 is grouped into five administrative divisions which are further classified into twenty (20) local government areas. The five administrative divisions are Badagry Division, Epe Division, Ikeja Division, Ikorodu Division and Lagos Division. Local government areas in the Badagry Division are: Ajeromi-Ifelodun, Amuwo-Odofin, Badagry, and Ojo. Local government areas in Epe Division: Epe, Ibeju-Lekki. Local government areas in Ikeja Division: Agege, Alimosho, Ifako-Ijaiye, Ikeja, Kosofe, Mushin, Oshodi-Isolo, and Somolu. Local government area in Ikorodu: Ikorodu. Local government areas in Lagos Division: Apapa, Eti-osa, Lagos Island, Lagos Mainland and Surulere. 
Lagos State is bounded in the North and East by Ogun State, in the West by Benin Republic and South by the Bight of Benin and is reported to be the smallest state in Nigeria in terms of land mass. The state is known to inhabit a population of 14,862,111 according to World Population Review (2021) indicating a 3.44% increase from 2020 and situate the highest number of SMEs in the country estimated to be 11, 663 (SMEDAN & NBS, 2013). 
Study population on the other hand is the population of interest for investigation by a researcher. It is a group of individuals, elements, things, etc having similar features that are being investigated by a researcher or an investigator (Ngechu, 2004). This study makes use of a finite population. A finite population is a known population in number/figure. Therefore, as revealed earlier, the population of this study is 11,663 SMEs located in Lagos State.  
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[bookmark: _Toc73716930]3.4.1	SAMPLE SIZE
The statistical formula adopted for the determination of the sample size from the study’s population is Taro Yamane’s (1967) formula which is given below:
 n =           N    	     ........................................................................... 3.1  		
         1 + N I2
Where n = Sample size to be tested (i.e., unknown sample size)
	N = Total population size
	e = Acceptable error term (0.05)
Therefore, the sample size for this study is:
n =           11663
      1 + 11663 (0.05) 2
n =          11663
      1 + 11663 (0.0025)
n =      11663
      1 + 29.16
n =      11663
          30.16
n =      386.70

n =      387
The sample size of this study is 387 SMEs using the Taro Yamane’s (1967) formula. However, an additional 3.5% was added to make it 401 SMEs. This addition was made due to the opinion of Israel (1992) who stipulated that there should always be an addition to the originally calculated sample size to cover for the non-response of respondents and/or defective research instruments. Therefore, the sample size for this study becomes 401 SMEs located in Lagos State. 

[bookmark: _Toc73716931]3.4.2	Sampling Technique

This study adopted the simple random sampling technique. By adopting this technique, the table of random number was used. With the researcher’s choice of using just five (5) local government areas of the state, all the twenty (20) local government areas were arranged in alphabetical order and using the ith term of the table of random number, the local government areas randomly selected to be included in the sample are: Amuwo-odofin, Eti-osa, Ikorodu, Mushin, and Surulere. The rationale behind the researcher’s choice of sampling just five (5) local government areas is cost consideration as the research work is a self-sponsored research.  
With respect to the sample size being 401 SMEs and with the researcher’s choice of 5 local government areas, the sample size for each of the local government was evenly distributed by dividing the study’s sample size by five (5) which is the number of selected government areas. Hence for each local government, 81 SMEs would be sampled. 
[bookmark: _Toc73716932]3.5.3	Eligibility Criteria

Eligibility criteria represent the requirement(s) participants must have so as to be included in the sample of a study. In carrying out this study, the requirement for participants to be sampled is being an owner or manager of a small and medium enterprise located in any of the selected five local government areas in Lagos State. This therefore implies any SME owner/manager whose SME is not located in these selected five local government areas was not sampled. 
[bookmark: _Toc73716933]3.6	Source of Data

For the study of this nature, primary data remains the most appropriate option. This is because it helps the researcher to collect data directly from the study’s participants to either confirm or disprove existing studies on the chosen topic. Due to the quantitative nature of this study, data was primarily sourced via structured survey questionnaires which were proven to be valid for the achievement of the study’s objectives. 
[bookmark: _Toc73716934]3.7	Research Instrument

As earlier mentioned, structured survey questionnaires were used to collect data from the study’s participants. The quantitative nature of this research prompted the use of survey questionnaires for the collection of data. The questionnaire was divided into four (4) sections, sections A – D and consisted of 28 items where seven (7) items belong to the socio-demographic characteristics of respondents, eleven (11) items belong to CSR category, six  (6) belong to SMEs’ competitiveness and four (4) belong to sustainability category. Section A is concerned with the socio-demographic characteristics of the respondents. Sections B captured information regarding the economic, legal, ethical and philanthropic dimensions of CSR respectively. Items used in measuring CSR were adapted from Maignan (2001) Section C captured information regarding the measures of SMEs’ competitiveness while Section D captured information concerning the ways CSR can be used as a tool for sustainability of SMEs in Lagos. Questions in the research instrument were framed in statement form and were arranged using a 3-point Likert scale – Agree (1), Indecisive (2), and Disagree (3). 
[bookmark: _Toc73716935]3.8	Validity of Research Instrument

Srinivasan and Lohith (2017) defined validity as the extent to which a research instrument measures what it was set to measure. To ascertain the validity of the survey questionnaire, face validity and content validity were used. Face validity is seen as a validity measure where the research instrument at a surface level appears to measure what it was actually designed to measure. By adopting the face validity measure, the researcher requested the opinions of his supervisor to be certain of the instrument measuring what it was intended to measure. Content validity on the other hand refers to the degree to which the questionnaire items represent the total domain to be measured. Using content validity, the researcher made reference to the main constructs or variables of the study to ensure the research instrument covered all relevant concepts.
Moreover, content validity index (CVI) was further used. The CVI is as follows:
CVI = Number of declared valid
	Total number of items

With the standard for CVI being set at 0.75, it implies that any research instrument (questionnaire) that scores below this point should be thrashed or modified as such instrument is seen to be invalid (Claude, 2018). This therefore, means any questionnaire whose CVI score is at least 0.75 should be accepted as a valid one. 

To further ascertain the validity of the research instrument, a pilot study was conducted. This was done to determine the time taken for the completion of the questionnaire and also to ensure questionnaire items are clear and easily understandable for the study’s participants. A pilot study involving fifteen (15) respondents was conducted for this sole purpose.
[bookmark: _Toc73716936]3.9	Reliability of Research Instrument

The reliability of a research instrument is concerned with the repeatability of results. Jackson (2003) cited in Ghazali (2016) defined reliability as a degree of internal consistency of an instrument utilised for the measurement of some concepts. It is the degree to which test scores are error free (Muijs, 2011). To test the reliability of the research instrument, Cronbach alpha coefficient was used. The Cronbach alpha coefficient is the most commonly used reliability test in quantitative research papers that make use of Likert scales, and it is defined as test that measures the extent to which items in a group are closely related. A research instrument is said to be reliable if its Cronbach alpha coefficient is equal to or higher than 0.70 (0≥0.70) (Nunnally and Bernstein, 1994). 
[bookmark: _Toc73716937]3.10	Analytical Techniques 

In analysing collected data, descriptive statistics such as frequencies and percentages were used to analyse the socio-demographic features of the respondents and the third objective (III) of the research. As regards the achievement of the remaining objectives of the study, inferential statistics such as Pearson Product Moment Correlation (PPMC) was used to achieve objectives I and II and to test the study’s first and second hypotheses (H1 & H2) while simple regression was used to test for the study’s third hypothesis (H3). It is pertinent to note that the analysis of data was done using the Statistical Package for Social Sciences (SPSS) version 20.0. 
[bookmark: _Toc73716938]3.11	Model Specification

To determine the relationship between the study’s independent variable (CSR) and dependent variable (SMEs’ Competitiveness), the model of Lu et al (2020) was adapted. Hence Lu et al (2020) model is given as:
FCM = f (CSR) ....................................................................................3.2
Where FCM = Firm Competitiveness
	CSR = Corporate Social Responsibility
This model was modified by the present study by delimiting firms’ competitiveness to that of SMEs only. Moreover, in the model (3.2) above, the dimensions of CSR used were social, environmental, economic, voluntariness and shareholder while the measures of competitiveness used were production quality, financial capacity, efficiency, image of company, satisfied consumers’ needs, and innovations. The study further modified this model by making use of only four dimensions of CSR as revealed by Carroll (1991) which are: economic, legal, ethical and philanthropic dimensions. On the other hand, as regards the measures of SMEs’ competitiveness, this study made use of market share, profitability, sales, innovation, quality, and growth rate. The justification for these modifications is to have a model that reflect the impact of CSR on the competitiveness of SMEs. Moreover, the dimensions of CSR used served as more ideal variables of CSR amongst others.  
Therefore, CSR = ECN + ETH + LEG + PHL ..................................................3.3
Where: CSR = Corporate Social Responsibility
	ECN = Economic Dimension
	ETH = Ethical Dimension
	LEG = Legal Dimension
	PHL = Philanthropic Dimension
CMP = f (CSR) ..............................................................................................3.4 
Recall, simple regression equation is given as Y = α + β1X1+ ε .................3.5
Therefore, the proposed model for this study will be given as:
CMP = α + β1CSR + ε ...................................................................................3.6
Where: CMP = SMEs’ Competitiveness
	CSR = Corporate Social Responsibility
	α = Constant
	β1 = Parameter Estimate
	ε = Error Term
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[bookmark: _Toc73716940]Data Presentation and Analysis
[bookmark: _Toc73716941]4.1	Overview
This chapter deals with data collection, analysis and interpretation. It is the first post-field chapter in a research project. After the researcher must have gone to the field to collect data, it is in this chapter the data is analysed, presented and interpreted. Due to the positivist research philosophy adopted by this study, only quantitative data was collected and analysed via statistical methods for the achievement of the study’s objectives.
[bookmark: _Toc73716942]4.2	Socio-Demographic Data

[bookmark: _Toc73716943]4.2.1	Response Rate:

The research instrument (electronic structured questionnaire) was administered to 401 respondents who are either an owner or manager of small and medium enterprises located in Amuwo-Odofin, Eti-Osa, Ikorodu, Mushin and Surulere. According to my findings with regards to the administration of the questionnaire, only 344 respondents took part in the research. This led to a response rate of 85.79%. 
[bookmark: _Toc73716944]4.2.2	Gender of Respondents
	
With 344 respondents taking part in the study, 194 (56.4%), 150 (43.6%) were female while none refused to disclose their gender. This shows that most of the study participants were male. This implies that most of the owners and managers of SMEs in Lagos State are of the male gender. 
[bookmark: _Toc73716945]4.2.3	Age of Respondents

In the area of respondents’ age, 82 (23.8%) were below 21 years, 162 (47.1%) were between the age range of 21 and 30 years, 71 (20.6%) were within the age category of 31 and 40 years while 29 (8.4%) belonged to the age category of 41 years and above. From this result, it is seen that most of the respondents who participated in the study belonged to the age range of 21 and 30 years. This implies that most of the owners and managers of SMEs in Lagos state are of the age category of 21-30 years.
[bookmark: _Toc73716946]4.2.3	Marital Status of the Respondents

Concerning the marital status of the respondents, 202 (58.7%) are single, 101 (29.4%) are married, 26 (7.6%) are divorced while 15 (4.4%) are widowed. This result shows that most of the respondents who participated in the study are single. This implies that most SMEs’ owners and managers in Lagos State are not yet married. 
[bookmark: _Toc73716947]4.2.4	Education of Respondents

As regards the education of respondents, 78 (22.7%) just have high school certificate which is also referred to as secondary school education in Nigeria. 203 (59%) have either a B.Sc. or B.A. degree, 51 (14.8%) have either an M.Sc., M.A. or MBA degree while 12 (3.5%) have a doctorate degree. From this analysis, most of the respondents who participated in the study are either a B.Sc. or B.A. degree holder. This shows that most owners/managers of SMEs in Lagos State are either a B.Sc. or B.A. degree holder. 
[bookmark: _Toc73716948]4.2.5	Religion of Respondents

Concerning the religion of respondents, 296 (86%) are Christians, 32 (9.3%) belong to Islam while 16 (4.7%) are of other religions. This implies that most of the respondents who participated in the study are Christians. This therefore shows that owners and managers of SMEs in Lagos State are more of Christians. 
[bookmark: _Toc73716949]4.2.6	Position in the Business

As regards position in the business, 229 (66.6%) of the respondents are owner of SMEs in Lagos State while 115 (33.4%) are managers. This analysis shows that most of the respondents who took part in the study are owners. This therefore implies that most owners of SMEs in Lagos State manage their businesses themselves. They do not employ another individual to serve as managers for their businesses.  
[bookmark: _Toc73716950]4.2.7	Duration of Business

With respect to the duration of time the business has existed, 118 (34.3%) of the respondents indicated that their businesses have existed between the timeframe of 1-3 years, 167 (48.5%) indicated that their businesses have survived above three (3) years but not up to seven (7) years while 59 (17.2%) indicated that their businesses have existed not less than 7 years and even above. From this analysis, it can be concluded that a majority of SMEs in Lagos State are not more than 6 years.  
[bookmark: _Toc73716951]4.2.8	Local Government Area of Business

Concerning the location or the local government area of business, 73 (21.2%) of respondents are in Amuwo-Odofin, 71 (20.6%) in Eti-Osa, 69 (20.1%) in Ikorodu, 65 (18.9%) in Mushin and 66 (19.2%) in Surulere. From this analysis, it can therefore be concluded that most of the respondents who participated in the study are in Amuwo-Odofin local Government Area.  
[bookmark: _Toc73655932][bookmark: _Toc73656749][bookmark: _Toc73656826]Table 4. 1: Tabular Representation of the Socio-Demographic Characteristics of Respondents 	

	Socio-Demographic Characteristics
	Frequency
(344)
	Percent

	Sex

	Male
	194
	56.4

	Female
	150
	43.6

	Prefer not to say
	0
	0.0

	Age (Years)

	Under 21 Years
	82
	23.8

	21-30 Years
	162
	47.1

	31-40 Years
	71
	20.6

	41 Years and Above
	29
	8.4

	Marital Status 

	Single
	202
	58.7

	Married
	101
	29.4

	Divorced
	26
	7.6

	Widow
	15
	4.4

	Education

	High School
	78
	22.7

	B.Sc./B.A.
	203
	59.0

	M.Sc./M.A./MBA
	51
	14.8

	Doctorate
	12
	3.5

	Religion

	Christianity 
	296
	86.0

	Islam
	32
	9.3

	Others
	16
	4.7

	Position in the Business

	Owner
	229
	66.6

	Manager
	115
	33.4

	Duration of Business

	1-3 Years
	118
	34.3

	4-6 Years
	167
	48.5

	7 Years and above
	59
	17.2

	Local Government Area of Business

	Amuwo-Odofin
	73
	21.2

	Eti-Osa
	71
	20.6

	Ikorodu
	69
	20.1

	Mushin
	65
	18.9

	Surulere
	66
	19.2



Source: Field Survey (2021) 
[bookmark: _Toc73716952]4.3	Respondents’ Views on Corporate Social Responsibility

[bookmark: _Toc73716953]4.3.1	Economic Dimension of Corporate Social Responsibility 
In the economic dimension of corporate social responsibility, 273 (79.4%) of the respondents agreed with the statement that “my firm maximises profit”, 48 (14%) disagreed while 23 (6.7%) were indecisive. With most of the respondents agreeing with this statement, it can therefore be said that SMEs in Lagos State maximise their profit. With respect to firms controlling their production costs strictly, 279 (81.1%) of the respondents agreed with the statement, 30 (8.7%) disagreed while 35 (10.2%) could not decide. From this analysis, it is implied that most SMEs in Lagos State strictly control their production costs since most of the respondents agreed. 

[bookmark: _Toc73716954]4.3.2	Legal Dimension of Corporate Social Responsibility 

Concerning the legal dimension of corporate social responsibility, 309 (89.8%) of the respondents agreed that their employee act within standards defined by law, 16 (4.7%) disagreed while 19 (5.5%) were indecisive. This result therefore implies that most of the SMEs in Lagos State ensure that their employees act within the standards as defined by law since most of the respondents agreed. 
Moreover, with respect to the statement “my firm avoids disobeying the law even if it helps improve performance”, 248 (72.1%) agreed, 67 (19.5%) disagreed while 29 (8.4%) were indecisive. This analysis shows that SMEs located in Lagos State ensures that they do not disobey the law even if such disobedience could improve their performance.  Furthermore, as regards firms strictly adhering to the principles defined by the regulatory system, 309 (89.8%) of the respondents agreed, 22 (6.4%) disagreed while 13 (3.8%) could not decide. From this result, it can be implied that SMEs within the geographical borders of Lagos State pay strict adherence to the principles defined by the regulatory system. 
[bookmark: _Toc73716955]4.3.3	Ethical Dimension of Corporate Social Responsibility

With respect to the ethical dimension of CSR, 212 (61.6%) of the respondents agreed with that they adhere to the ethical standards even if it impedes on their economic performance, 64 (18.6%) disagreed while 68 (19.8%) could not decide. This means most SMEs in Lagos State adhere to ethical standards despite its negative effect on their economic performance. Furthermore, as regards the issue of paying more respect to the ethical principles than economic performance, 160 (46.5%) agreed, 116 (33.7%) disagreed while 68 (19.8%) were indecisive. From this analysis, majority of SMEs in Lagos State are more concerned strict adherence to ethical principles than even their economic performance. As regards the issue of compromising ethical standards to achieve corporate goals, 302 (87.8%) agreed, 13 (3.8%) disagreed while 29 (8.4%) did not decide. From this analysis, it can be implied that most SMEs in Lagos State avoid compromising ethical standards all in the name of achieving corporate goals. 
[bookmark: _Toc73716956]4.3.4	Philanthropic Dimension of Corporate Social Responsibility 

As regards the philanthropic dimension of CSR, 228 (66.3%) of respondents indicated that their firms help in solving the social problems of society, 63 (18.3%) disagreed while 53 (15.4%) were indecisive. From this result, it can be seen that a larger fraction of SMEs in Lagos State assists the society in solving its social problems. In the aspect of allocating resources to philanthropic activities, 261 (75.9%) of the respondents agreed, 46 (13.4%) disagreed while 37 (10.8%) could not decide. It can therefore be implied from this result that a major portion of SMEs in Lagos State allocate some of their resources to philanthropic activities. Finally for this dimension of CSR, 290 (84.3%) of the respondents agreed that their firms play a role in the society that is beyond just making profit. 41 (11.9%) disagreed while 13 (3.8%) could not decide. This result shows that most of the SMEs in Lagos State play an active role in the society that is beyond just making profit.
[bookmark: _Toc73655933][bookmark: _Toc73656750][bookmark: _Toc73656827]Table 4. 2: Tabular Representation of Respondents’ Views on Corporate Social Responsibility 
	Respondents’ Views on Corporate Social Responsibility 
	A
	D
	I

	Economic Dimension
	F
	%
	F
	%
	F
	%

	My firm maximises profit
	273
	79.4
	48
	14.0
	23
	6.7

	My firm controls its production costs strictly 
	279
	81.1
	30
	8.7
	35
	10.2

	Legal Dimension

	Our employees act within standards defined by law
	309
	89.8
	16
	4.7
	19
	5.5

	My firm avoids disobeying the law even if it helps improve performance.
	248
	72.1
	67
	19.5
	29
	8.4

	My firm strictly adheres to the principles defined by the regulatory system.
	309
	89.8
	22
	6.4
	13
	3.8

	Ethical Dimension

	We adhere to ethical standards even if it impedes on our economic performance
	212
	61.6
	64
	18.6
	68
	19.8

	We pay more respect to ethical principles than economic performance
	160
	46.5
	116
	33.7
	68
	19.8

	We avoid compromising ethical standards so as to achieve corporate goals.
	302
	87.8
	13
	3.8
	29
	8.4

	Philanthropic Dimension

	My firm helps in solving social problems in our society
	228
	66.3
	63
	18.3
	53
	15.4

	We allocate some of our resources to philanthropic activities
	261
	75.9
	46
	13.4
	37
	10.8

	My firm plays a role in the society that is beyond making profit. 
	290
	84.3
	41
	11.9
	13
	3.8


Source: Field Survey (2021)

[bookmark: _Toc73716957]4.4	Respondents’ Views on SMEs’ Competitiveness

This section deals with respondents’ views on the competitiveness of SMEs in Lagos State. As regards the issue of firms getting good returns for every investment made, 158 (45.9%) of the respondents agreed, 16 (4.7%) disagreed while 170 (49.4%) could not decide. This result shows that most SMEs in Lagos State could not tell if they generate adequate returns for every investment made. In the aspect of firms generating good sales, 175 (50.9%) of the respondents agreed, 92 (26.7%) disagreed while 77 (22.4%) could not decide. From this analysis, it can be deduced that a majority of SMEs in Lagos State actually generate good sales. 
Moreover, concerning the issue of SMEs’ innovations being second to none, 198 (57.6%) of the respondents agreed, 62 (18%) disagreed while 84 (24.4%) were indecisive. This result shows that the innovations of SMEs in Lagos State are second to none. In the aspect of constant improvement of products and services, 148 (43%) agreed, 158 (45.9%) disagreed while 38 (11%) could not decide. This analysis shows that most SMEs in Lagos State do not constantly improve their products or services. 
Furthermore, with respect to SMEs’ being able to boast of the quality of their products/services, 181 (52.6%) of the respondents, agreed, 63 (18.3%) disagreed while 100 (29.1%) could not decide. From this analysis, it can be deduced that the quality of SMEs’ products/services are of high standard since a majority of SMEs can boast of their products/services quality. Finally, as regards the growth of their firms being rapid, 152 (44.2%) of the respondents agreed, 83 (24.1%) disagreed while 109 (31.7%) could not decide. This analysis implies that the growth of SMEs in Lagos State is rapid since most respondents agreed.   
[bookmark: _Toc73655934][bookmark: _Toc73656751][bookmark: _Toc73656828]Table 4. 3: Tabular Representation of Respondents’ Views on SMEs’ Competitiveness
	Respondents’ Views on SMEs’ Competitiveness 
	A
	D
	I

	
	F
	%
	F
	%
	F
	%

	My firm gets good returns for every investment made
	158
	45.9
	16
	4.7
	170
	49.4

	My firm generates good sales
	175
	50.9
	92
	26.7
	77
	22.4

	Our innovations are second to none
	198
	57.6
	62
	18.0
	84
	24.4

	We constantly improve our products/services
	148
	43.0
	158
	45.9
	38
	11.0

	I can boast of the quality of our products/services
	181
	52.6
	63
	18.3
	100
	29.1

	The growth of our firm is rapid
	152
	44.2
	83
	24.1
	109
	31.7



[bookmark: _Toc73716958]4.5	Respondents’ Views on Ways CSR can be used as a Tool for SMEs’ Sustainability

This section is concerned with respondents’ views on how corporate social responsibility can be used as a tool for SMEs’ sustainability. In this section and from the analysis, 222 (64.5%) of respondents agreed that CSR should be used as a publicity/marketing tool. 55 (16%) disagreed while 67 (19.5%) could not decide. This implies that CSR should be used as a publicity or marketing tool for the sustainability of SMEs in Lagos State since most of the respondents agreed. 
Concerning the suggestion of CSR being used as a brand loyalty tool where consumers become emotionally connected to SMEs’ products/services, 200 (58.1%) agreed, 77 (22.4%) disagreed while 67 (19.5%) could not decide. From this analysis, it is deduced that CSR should be used by SMEs as a brand loyalty tool. This would be making consumers become emotionally attached to their products/services. As regards CSR being adopted as a tool to increase the customer patronage of the business, 222 (64.5%) agreed, 39 (11.3%) disagreed while 83 (24.1%) were indecisive. This result shows that of a truth SMEs should adopt CSR as a tool to increase the customer patronage of their business since a majority of the respondents agreed.  
Finally, with respect to the issue of adopting CSR as a magnet for the attraction of quality employees, 232 (67.4%) agreed, 45 (13.1%) disagreed while 67 (19.5%) were indecisive. From this analysis, it can be deduced that CSR should be adopted as a magnet for the attraction of quality employees since most of the respondents agreed with it. 
[bookmark: _Toc73655935][bookmark: _Toc73656752][bookmark: _Toc73656829]Table 4. 4: Tabular Representation of Respondents’ Views on Ways CSR can be used as a Tool for SMEs’ Sustainability

	Respondents’ Views on Ways CSR can be used as a Tool for SMEs’ Sustainability
	A
	D
	I

	
	F
	%
	F
	%
	F
	%

	Use CSR as a publicity/marketing tool
	222
	64.5
	55
	16.0
	67
	19.5

	Use CSR as a brand loyalty tool where consumers become emotionally connected to SMEs’ products/services
	200
	58.1
	77
	22.4
	67
	19.5

	Adopt CSR as a tool to increase the customer patronage of the business
	222
	64.5
	39
	11.3
	83
	24.1

	Adopt CSR as a magnet for the attraction of quality employees
	232
	67.4
	45
	13.1
	67
	19.5



[bookmark: _Toc73716959]4.6	Research Hypotheses

[bookmark: _Toc73716960]4.6.1	Research Hypothesis One
This research hypothesis states that there is no relationship between CSR and SMEs’ competitiveness. To either accept or reject this hypothesis, Pearson Product correlation was used within a significance level of 0.05. Result showed that a very weak positive relationship exists between CSR and SMEs’ competitiveness (r = 0.165). Moreover, with the p-value being less than the significance value of 0.05 (p<0.05), the null hypothesis is rejected while the alternative hypothesis is accepted. Therefore, it can be concluded that a relationship between CSR and SMEs’ competitiveness exists and that the correlation is statistically significant. However, the relationship is a very weak positive one. This therefore means that as there is an increase in the use of CSR, there is a very small increase in SMEs’ competitiveness. This can be expressed in a tabular form below: 



[bookmark: _Toc73655936][bookmark: _Toc73656753][bookmark: _Toc73656830]Table 4. 5: Correlation between CSR and SMEs’ Competitiveness 
	Correlations

	
	CSR
	SMEs’ Competitiveness

	CSR
	Pearson Correlation
	1
	.165**

	
	Sig. (2-tailed)
	
	.002

	
	N
	344
	344

	SMEs’ Competitiveness
	Pearson Correlation
	.165**
	1

	
	Sig. (2-tailed)
	.002
	

	
	N
	344
	344

	**. Correlation is significant at the 0.01 level (2-tailed).




[bookmark: _Toc73716961]4.6.2	Research Hypothesis Two

This research hypothesis states that there is no relationship between the legal dimension of CSR and SMEs’ competitiveness in Lagos State, Nigeria. To test this hypothesis, Pearson Product correlation was also used within a significance level of 0.05. Here, as shown in Table 4.6, a very weak negative relationship (r = -0.141) is seen to exist between legal dimension of CSR and SMEs’ competitiveness in Lagos State, Nigeria. Moreover, to check whether the hypothesis would be accepted or rejected, with the p-value being lesser than the significance value of 0.05 (p<0.05), the hypothesis is rejected implying the acceptance of the alternative hypothesis. This means a relationship exists between legal dimension of CSR and SMEs’ competitiveness in Lagos State, Nigeria and that the correlation is statistically significant. Therefore, it can be concluded that a very weak negative relationship exists between legal dimension and SMEs’ competitiveness. This means that as there is an increase in implementing the legal dimension of CSR, there is a weak decrease in the competitiveness of SMEs. Table 4.6 below gives a tabular representation of the above discussion.



[bookmark: _Toc73655937][bookmark: _Toc73656754][bookmark: _Toc73656831]Table 4. 6: Correlation between Legal Dimension of CSR and SMEs’ Competitiveness

	Correlations

	
	Legal Dimension
	SMEs’ Competitiveness

	Legal Dimension
	Pearson Correlation
	1
	-.141**

	
	Sig. (2-tailed)
	
	.009

	
	N
	344
	344

	SMEs’ Competitiveness
	Pearson Correlation
	-.141**
	1

	
	Sig. (2-tailed)
	.009
	

	
	N
	344
	344

	**. Correlation is significant at the 0.01 level (2-tailed).



[bookmark: _Toc73716962]4.6.3	Research Hypothesis Three

This hypothesis states that CSR would have no impact on SMEs’ competitiveness. In testing this hypothesis, simple regression was used. The dependent variable SMEs’ competitiveness was regressed on the independent or predicting variable CSR so as to test the hypothesis. As seen in Table 4.6.1 below, it is seen that the Model Summary shows the R square to be 0.027. This means that only 2.7% of the variance in SMEs’ competitiveness can be explained by CSR. Also, in Table 4.6.2, the ANOVA table shows that the model of the study is significant due to the p-value being lesser than the significance level of 0.05 (p<0.05). Therefore, the model significance is given as F (1, 342) = 9.590, p = 0.002
Furthermore, consequent upon the information provided in Table 4.6.3, it is seen that the regression coefficient of CSR and its p-value are 3.097 and 0.002 respectively. With CSR, the predicting variable being with a p-value of 0.002 which is lesser than 0.05 level of significance, the null hypothesis is rejected while the alternative hypothesis is accepted. This therefore means that CSR would have an impact on the competitiveness of SMEs in Lagos State, Nigeria.




[bookmark: _Toc73655938][bookmark: _Toc73656755][bookmark: _Toc73656832]Table 4. 7
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.165a
	.027
	.024
	2.81418

	a. Predictors: (Constant), CSR



[bookmark: _Toc73655939][bookmark: _Toc73656756][bookmark: _Toc73656833]Table 4. 8
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	75.952
	1
	75.952
	9.590
	.002b

	
	Residual
	2708.502
	342
	7.920
	
	

	
	Total
	2784.453
	343
	
	
	

	a. Dependent Variable: SMEs’ Competitiveness

	b. Predictors: (Constant), CSR



[bookmark: _Toc73655940][bookmark: _Toc73656757][bookmark: _Toc73656834]Table 4. 9	
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	8.288
	.806
	
	10.288
	.000

	
	CSR
	.166
	.054
	.165
	3.097
	.002

	a. Dependent Variable: SMEs’ Competitiveness



[bookmark: _Toc73716963]4.7	Discussion of Findings

From the study’s findings, it was seen that corporate social responsibility has a very weak positive relationship with SMEs’ competitiveness. This implies that as SMEs in Lagos State increase their implementation of CSR practices, there is also an increase in their competitiveness, but such increase is a very weak one. This finding aligns with that of the European Competitiveness Report (2008) which revealed that a positive relationship exists between corporate social responsibility and SMEs’ competitiveness, although they did not reveal the strength of such positive relationship. Furthermore, Maldonado-Guzman, Pinzon-Castro and Lopez-Torres (2016) who evaluated the relationship between CSR and SMEs’ business performance also discovered a positive and significant relationship to exist between both variables. Although, business performance was used by them, it still relates to business competitiveness since a business enterprise cannot compete well if its performance is poor. Hence, this finding of Maldonado-Guzman et al. (2016) is in tandem with this study’s findings. 
Moreover, the study revealed that a very weak negative relationship exists between the legal dimension of CSR and SMEs’ competitiveness. This means that as SMEs adhere to the legal provisions for the implementation of CSR in Lagos State, there is a (weak) decrease in their competitiveness. This finding can be explained by that of Ufua et al. (2020) who emphatically stressed that the Nigerian legal system does not provide a supportive framework for the thriving of SMEs in the country. 
It is no news that the Nigerian business environment is not conducive for the thriving of SMEs due to several factors (Eze, Ojo, Adedeji and Nwaba, 2019). As a result, it is only ideal for small and medium enterprises to find a means through which they can not only survive but thrive in such harsh business environment. Hence, from the study’s findings, four ways through which SMEs can utilise CSR as a tool for sustainability were revealed. They include: (i) As a publicity/marketing tool. When SMEs are carrying out CSR activities, it should be used as a medium to create more public awareness of their respective businesses. (ii) As a brand loyalty tool where customers become emotionally attached to the products/services. (iii) As a tool to increase the customer patronage of their businesses and (iv) As a magnet for the attraction of quality employees. No organisation can outperform the quality of its workforce (Obisi, 2015). So, for an organisation to increase its competitiveness, its employees must possess qualities that provide a competitive edge over its counterparts.  
Finally, the study discovered that CSR would have a positive impact on the competitiveness of SMEs in Lagos State, Nigeria. This finding is in consonance with that of Peter, Elmarie and Elroy (2014) who revealed that CSR has a significant influence on the competitiveness of SMEs. With both studies having similar findings, it can be concluded that the adoption of CSR practices by SMEs will increase their competitiveness in the business environment. With the high rate of business competition in Lagos State, SMEs can leverage on CSR to favourably compete against their counterparts in business.  
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[bookmark: _Toc73716965]Summary, Conclusions and Recommendations
[bookmark: _Toc73716966]5.1	Overview
This is the last chapter of a research project. It is the chapter that summarises, concludes, and recommends solutions to the identified research problem. Moreover, in this chapter, the study’s limitations are presented; out of which suggestions for further studies are made. 
[bookmark: _Toc73716967]5.2	Summary
From the identified gap, the study aimed at examining the relationship and effect of CSR on SMEs’ competitiveness in Lagos State, Nigeria. To achieve this, three main objectives were framed: (i) to determine the relationship between CSR and SMEs’ competitiveness in Lagos State, Nigeria; (ii) to determine the relationship between the legal dimension of CSR and SMEs’ competitiveness; (iii) to suggest ways CSR can be used as tool for sustainability of SMEs in Lagos State, Nigeria. While, among the three hypotheses formulated, one had to do with evaluating the effect of CSR on SMEs’ competitiveness in Lagos State, Nigeria. All these were drafted in the first chapter of the study. 
Chapter two which is the literature review had to do with the coherent expression of various scholarly assertions on the issues related to the variables of the topic. In this chapter, three theories were adopted. These theories include stakeholder theory, social contract theory and systems theory. The stakeholder theory was adopted because it provides a better understanding on how the business activities of small and medium enterprises affect the local community which is a major stakeholder. The social contract theory was also adopted because members of the host community expect business organisations to keep to the socially acceptable standards or norms of their society. Hence, both the business organisation and the people are in an implicit social contract. While the systems theory was also used because it helps the study see SMEs as an individual entity existing in a web of complex interactions between the internal and external environment.  
Chapter three presented a comprehensive explanation on the methodology adopted in achieving the study’s objectives. This chapter showed that the study adopted a positivist research philosophy which justifies its quantitative nature and the use of quantitative research methods in achieving the research objectives. Electronic survey questionnaires were used for the collection of data and data were analysed with the aid of frequencies, percentages, simple regression, and Pearson product moment correlation methods. 
After the collection and analysis of data, chapter four provided a proper presentation of the analysis and interpretation of collected data. Here, the data was presented and interpreted in a manner that allows for easy understanding of its readers. How the findings of the study relate with other findings of previous studies in the literature was also shown in this chapter. And finally, chapter 5 which is the last chapter provided a summary of all that was done in the research work and concluded on the outcome of the study. Also, it presented implications for the government and SMEs in form of recommendations. 
[bookmark: _Toc73716968]5.3	Conclusion

Deducing from the findings of this study, it is obvious that a statistically significant positive relationship exists between CSR and the competitiveness of SMEs in Lagos State, Nigeria. The study therefore concludes that the increase in the practice of CSR by SMEs will lead to an increase in the competitiveness of SMEs. Also, the study’s results show that a statistically significant negative relationship exists between the legal dimension of CSR and SMEs’ competitiveness. Consequent upon this, it is therefore concluded that the increase in the implementation of the legal dimension of CSR would lead to a decrease in the competitiveness of SMEs. Finally, the study concludes that adoption or implementation of CSR practice has an effect on the competitiveness of small and medium enterprises. 



[bookmark: _Toc73716969]5.4	Recommendations

Taking a cue from the outcome of the study, below are some recommendations for both government and SMEs to implement to improve their competitiveness and sustainability in an ever-increasing competitive business world:
(i) SMEs should make use of CSR as a publicity or marketing tool so as to create more public awareness of their respective businesses for the purpose of increasing their sales and ultimately having a reasonable share of the market.
(ii) SMEs should utilise CSR as a brand loyalty tool where customers become emotionally attached to them and would want to reciprocate by increasing their patronage. 
(iii) SMEs should use CSR as means of attracting quality employees. Many highflyers or talented employees are usually attracted to organisations that are socially responsible. And if SMEs can attract these employees into their respective organisations, their sustainability and competitiveness would rapidly increase. 
On the other hand, with SMEs being the economic bedrock for the Lagos State economy, the State Government should ensure the following is adhered to if they want the state to continually perform well economically:
(i) The government should reduce the number of taxes SMEs are burdened with in the state. These enterprises should not be taxed on different grounds or activities else they are only weakening the engine room of the state’s economy.
(ii) Instead, the government should give tax concessions to SMEs especially in these recessionary times where inflation is on an upward spiral. 
(iii) The government should increase the tax rate on large organisations that are producing similar products/services with those of SMEs in the state. This is to weaken the competitive might of those large organisations and increase that of SMEs. 
(iv) The government should enact statutory provisions that are beneficial to the competitiveness of SMEs in the state. 
[bookmark: _Toc73716970]5.5	Limitation of the Study and Suggestion for Further Studies

It is a known phenomenon that there is no perfect study. Despite the attempt by the researcher to ensure an error-free study, there are several limitations inherent in this study. One of which is, the study made use of only one research method in arriving at its outcome and that is the quantitative research method. The use of this research method exposes the fact that there was no in-depth scrutiny or investigation of the subject of interest. Also, using this research method may imply that respondents did not objectively respond to the questionnaire. They might have had some physical or psychological drawdowns that negatively affected their responses which ultimately affected the research outcome. Consequent upon the foregoing, it is suggested that another study be conducted that adopts a different research method to cover up for the lapses of this study. Moreover, the study investigated the effect and relationship between CSR and SMEs’ competitiveness in the commercial capital of Nigeria – Lagos State; another study can be conducted that examines the effect and the relationship between both variables in the Federal Capital Territory of Nigeria – Abuja.   
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Small and Medium Enterprises’ (SMEs) Corporate Social Responsibility and Competitiveness in Lagos, Nigeria.
Dear Participant,

I hope you are keeping well in this challenging time.

This is a survey, and it is being utilized as part of my dissertation research to fulfill the requirement for the award of master’s degree (MSc) in International Business and Law at the prestigious Griffith College Dublin, Ireland.

This research is geared towards identifying and gauging the impacts of "corporate social responsibility (CSR) with regards to the overall competitiveness of small and medium Enterprises in Lagos, Nigeria". This survey consists of (7) sections aimed at collecting information on Participant's business and demographic experiences within Lagos State, Nigeria whilst identifying possible economic weaknesses militating against small and medium enterprises in a bid to making positive recommendations geared towards improving the fortunes of these micro businesses.

As an SME owner or manager, you are hereby required to provide honest responses to this questionnaire. Please, be rest assured that this is purely an academic exercise and every information given shall be treated with utmost confidentiality. Also note that, it is entirely within your legal right to either accept or decline to take part in this research at any time. Thanks, in anticipation of your cooperation.
* Required

[bookmark: _Toc73648677]Socio-demographic Characteristics
Please tick [√] the appropriate option in the spaces provided.

Please tick [√] the appropriate option that best represents your opinion on the statement using the following response scale. 1 – Agree (A), 2- Disagree (I), 3- Indecisive

ECONOMIC DIMENSION











1. [bookmark: _Toc73648678][bookmark: _Toc73652080]Sex

[bookmark: _Toc73648679][bookmark: _Toc73652081]Mark only one oval.

Male
Female
Prefer not to say.



2. [bookmark: _Toc73648680][bookmark: _Toc73652082]Age *

[bookmark: _Toc73648681][bookmark: _Toc73652083]Mark only one oval.

Under 21
21 - 30 years
31 - 40 years
41 years and above




3. [bookmark: _Toc73648682][bookmark: _Toc73652084]Marital Status *

[bookmark: _Toc73648683][bookmark: _Toc73652085]Mark only one oval.

Single 
Married   
Divorced 
Separated 
Widowed

4. [bookmark: _Toc73648684][bookmark: _Toc73652086]Education *

[bookmark: _Toc73648685][bookmark: _Toc73652087]Mark only one oval.

High school
 B.Sc./B.A.
M.Sc./M.A./MB
Doctorate




5. [bookmark: _Toc73648686][bookmark: _Toc73652088]Religion *

Check all that apply.

Christianity 
Islam 
Others

6. [bookmark: _Toc73648687][bookmark: _Toc73652089]Position in the business *

[bookmark: _Toc73648688][bookmark: _Toc73652090]Mark only one oval.

Owner 
Manager 
Other:



7. [bookmark: _Toc73648689][bookmark: _Toc73652091]Duration of Business *

[bookmark: _Toc73648690][bookmark: _Toc73652092]Mark only one oval.

1 – 3 years
4 – 6 years
7 years and Above




8. [bookmark: _Toc73648691][bookmark: _Toc73652093]Local Government Area of Business

[bookmark: _Toc73648692][bookmark: _Toc73652094]Mark only one oval.

Amuwo-Odofin 
Eti-Osa 
Ikorodu 
Surulere

Corporate Social Responsibility

9. My firm maximizes profit.

[bookmark: _Toc73648693][bookmark: _Toc73652095]Mark only one oval.

Agree 
Disagree 
Indecisive

10. [bookmark: _Toc73648694][bookmark: _Toc73652096]My firm controls its production costs strictly.

[bookmark: _Toc73648695][bookmark: _Toc73652097]Mark only one oval.

Agree 
Disagree    
Indecisive

Legal Dimension


11. Our employees act within standards defined by law

[bookmark: _Toc73648696][bookmark: _Toc73652098]Mark only one oval.

Agree 
Disagree 
Indecisive

12. [bookmark: _Toc73648697][bookmark: _Toc73652099]My firm avoids disobeying the law even if it helps improve performance.

[bookmark: _Toc73648698][bookmark: _Toc73652100]Mark only one oval.

Agree 
Disagree 
Indecisive


13. [bookmark: _Toc73648699][bookmark: _Toc73652101]My firm strictly adheres to the principles defined by the regulatory system.

[bookmark: _Toc73648700][bookmark: _Toc73652102]Mark only one oval.

Agree 
Disagree 
Indecisive

Ethical Dimension


14. We adhere to ethical standards even if it impedes on our economic performance.

[bookmark: _Toc73648701][bookmark: _Toc73652103]Mark only one oval.

Agree 
Disagree 
Indecisive

15. [bookmark: _Toc73648702][bookmark: _Toc73652104]We pay more respect to ethical principles than economic performance.

[bookmark: _Toc73648703][bookmark: _Toc73652105]Mark only one oval.

Agree 
Disagree 
Indecisive

16. [bookmark: _Toc73648704][bookmark: _Toc73652106]We avoid compromising ethical standards to achieve corporate goals.

[bookmark: _Toc73648705][bookmark: _Toc73652107]Mark only one oval.

Agree 
Disagree 
Indecisive




Philanthropic Dimension


17. My firm helps in solving social problems in our society.

[bookmark: _Toc73648706][bookmark: _Toc73652108]Mark only one oval.

Agree 	
Disagree 
Indecisive


18. [bookmark: _Toc73648707][bookmark: _Toc73652109]We allocate some of our resources to philanthropic activities.

[bookmark: _Toc73648708][bookmark: _Toc73652110]Mark only one oval.

Agree 
Disagree 
Indecisive


19. [bookmark: _Toc73648709][bookmark: _Toc73652111]My firm plays a role in the society that is beyond making profit.

[bookmark: _Toc73648710][bookmark: _Toc73652112]Mark only one oval.

Agree 
Disagree 
Indecisive

SMEs’ Competitiveness



20. My firm gets good returns for every investment made.

[bookmark: _Toc73648711][bookmark: _Toc73652113]Mark only one oval.

Agree 
Disagree 
Indecisive
21. [bookmark: _Toc73648712][bookmark: _Toc73652114]My firm generates good sales.

[bookmark: _Toc73648713][bookmark: _Toc73652115]Mark only one oval.

Agree 
Disagree 
Indecisive



22. [bookmark: _Toc73648714][bookmark: _Toc73652116]Our innovations are second to none.

[bookmark: _Toc73648715][bookmark: _Toc73652117]Mark only one oval.

Agree 
Disagree 
Indecisive


23. [bookmark: _Toc73648716][bookmark: _Toc73652118]We constantly improve our products/services.

[bookmark: _Toc73648717][bookmark: _Toc73652119]Mark only one oval.

Agree 
Disagree 
Indecisive


24. [bookmark: _Toc73648718][bookmark: _Toc73652120]I can boast of the quality of our products/services.

[bookmark: _Toc73648719][bookmark: _Toc73652121]Mark only one oval.

Agree 
Disagree 
indecisive






25. [bookmark: _Toc73648720][bookmark: _Toc73652122]The growth of our firm is rapid.

[bookmark: _Toc73648721][bookmark: _Toc73652123]Mark only one oval.

Agree 
Disagree 
Indecisive




Ways Corporate Social Responsibility (CSR) can be used as a Tool for SMEs’ Sustainability

26. Use CSR as a publicity/marketing tool.

[bookmark: _Toc73648722][bookmark: _Toc73652124]Mark only one oval.

Agree 
Disagree 
Indecisive



27. [bookmark: _Toc73648723][bookmark: _Toc73652125]Use CSR as a brand loyalty tool where consumers become emotionally connected to SMEs’ products/services.
[bookmark: _Toc73648724][bookmark: _Toc73652126]Mark only one oval.

Agree Disagree Indecisive



28. [bookmark: _Toc73648725][bookmark: _Toc73652127]Adopt CSR as a tool to increase the customer patronage of the business.

[bookmark: _Toc73648726][bookmark: _Toc73652128]Mark only one oval.

Agree Disagree Indecisive




29. [bookmark: _Toc73648727][bookmark: _Toc73652129]Adopt CSR as a magnet for the attraction of quality employees.

[bookmark: _Toc73648728][bookmark: _Toc73652130]Mark only one oval.

Agree Disagree Indecisive
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