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Abstract 

In recent times there has been much debate on whether corporations should engage in 

social responsibility activities or not and what they benefit from doing it. The field of 

Corporate Social Responsibility (CSR) has become more important than ever before, 

due to the non-proportional relation between the increase in power of companies and 

the level of their social responsibilities. Today, corporations appear to expand their 

accountability in social issues by adopting such concerns into their enterprises in order 

to prevent potential crisis resulting in negative media debates. 

The aim of the study was to analyze the impact of Corporate Social Responsibility 

(CSR) in enhancing the profit and corporate image of selected wholesaler. The 

researcher made use of descriptive and exploratory research designs. To obtain 

quantitative data, questionnaires were given to 110 participants who were chosen in 

Brooklyn community using simple random sampling. As for the qualitative data the 

researcher made use of semi structured interviews with the employees of the selected 

wholesaler X. 

The researcher’s findings shows that engaging in corporate social responsibility does as 

have positive impact to the business in different ways and a lot of businesses are 

engaging in CSR because of these benefits. 
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CHAPTER 1 

INTRODUCTION AND BACKGROUND  

Introduction 

The research aims to analyse the impact of corporate social responsibility (CSR) in 

enhancing the profits and corporate image of a selected supermarket in Cape Town. 

“CSR is a concept whereby companies integrate social and environmental in their 

business operations and in their interaction with their stakeholders on a voluntary 

basis.” (David Growther and Guler Aras, 2008). From an academic standpoint, Jamali 

(2008) states that recent research points at CSR as a source of competitive advantage, 

since it may be considered as an excellent vehicle to enhance the legitimacy of the firm 

among relevant groups. 

According to Holme and Watts (2000) CSR can also be seen as the continuing 

commitment by the business to behave ethically and also to contribute to the economic 

development while improving the quality of life of the workforce and their families as well 

as the local community and society at large. In summary CSR is mostly concerned with 

the delivery of economic, social, environmental, legal and technological gains to internal 

and external stakeholders of the business.  

Macmillan and Tampoe (2011) defined and explained corporate image in their book 

Business Ethics as the manner in which a company, its activities, and its products or 

services are perceived by outsiders. The objective in managing the corporate image is 

to communicate the company’s identity to those audience or constituencies that are 

important to the firm, in such a way that they develop and maintain a favourable view of 

the company.  

Several factors have contributed to the increasing importance of corporate image in 

recent years. For example globalisation have forced many business enterprises to 

significantly alter their strategies to better compete and survive therefore they have to 
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engage in CSR and creating a good identity for their business since they wanted ways 

to spread their reputation to distance markets. Lamb (1984) 

 

Background 

The research will be conducted using a selected wholesale store in Cape Town so as to 

analyse and obtain data on how business enterprises view the impact of corporate 

social responsibility in creating the corporate image and increasing their profits. The 

wholesale store will be acknowledged as wholesaler X due to ethical and confidentiality 

purposes. It is located in Koeberg Road Brooklyn, Cape Town. 

Wholesaler X opened their store in 1971 and they offer food, electronics, housewares, 

camping and outdoor equipment and even liquor. The wholesaler has a total of 19 

stores trading in South Africa, bringing convenience and affordability to local 

households and businesses. (Makro 2015) 

“We are keenly aware of the need for large corporates to contribute generously to the 

up liftment and care of broader South African society. We have adopted a strict policy to 

focus our corporate social responsibility (CSR) activities primarily on three areas – 

education, feeding schemes and Hiv/Aids. We are committed to delivering on our 

promise of contributing at least 1% of profit after tax to deserving causes.”(ibid) 

Wholesaler X in partnership with the Gauteng Department of Education launched the 

Excellence in Education awards in 2006. The main purpose of the awards was to 

acknowledge schools from previously disadvantaged areas that delivered excellent 

matric results or showed visible improvement in their results. The excellence awards 

became the biggest event on their CSR calendar. 

Research problem 

The research addresses the overall importance of why companies should engage in 

corporate social responsibility activities and also how it will enhance their business 

image creating a competitive advantage for the firm and also enhancing their profits. 
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As mentioned in the background it is clearly stated that wholesaler X sees the 

importance which CSR has in their business and also how it contributed in the making 

of the good reputable corporate image which they have. 

However the researcher is going to use wholesaler X to help clarify the impact of the 

corporate social responsibility and how it enhances the profits and the image of the 

business. That is why companies should have CSR activities. 

 

Research questions 

The topic of the research is; analysing the impact of corporate social responsibility in 

enhancing the profits and corporate image of a selected wholesale in Cape Town.  

However the research will also answer the questions listed below that are also related 

to the main question: 

 What is the impact of CSR on business profits and corporate image? 

 What is the importance of having a good corporate image? 

 How do CSR enhance the profits and corporate image of the business? 

 How does the business benefit from engaging in CSR? 

 What is the influence of the CSR on the overall business performance? 

 

 Research objectives 

 To determine the impact of CSR on the business profits and corporate image 

 To establish the importance of having a good corporate image 

 To find out how CSR enhances the profits corporate image of the business 

 To establish the benefits of engaging in CSR 

 To determine the influence of CSR on the overall business performance  
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Significance of the research 

The research will be beneficial to a lot of people. Firstly the researcher will be able to 

complete the necessity of the B-Tech degree studies and also during the preparation of 

the research she is able to gain more knowledge concerning the topic. The business 

industry will be able to use the information stated in the research to understand the 

importance and impact of CSR and then implement it in their business so that they are 

able to build themselves a good corporate image and also be able to be competitive in 

the industry. 

Additionally the research will also be of use to other students, who might be interested 

in also doing a research which will be linked to the CSR, Thereby using it to identify 

differences and similarities with the other researches that are available. 

 

Limitations 

The research was exposed to limitations which are explained below: 

Since this was the first research that the researcher had to do there was lack of 

knowledge on how to do the research perfectly but however the researcher managed to 

do the research by asking for assistance from the supervisor and those other students 

who knew how to do it. Lack of adequate finance limited the researcher to partake in 

more activities that will be of use to the research nevertheless there was help from 

family members to enable a good research. 

 

 Delimitations 

“The delimitations are those characteristics that limit the scope and define the 

boundaries of your study.” Simon (2011). The research was limited to wholesaler X 

which has most of its consumers from Koeberg. This would be the geographical 

limitation of the research. Moreover the subject delimitation was only focusing on the 

impact of corporate social responsibility and how it enhances the profits and the 

corporate image of the business. 
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Organization of the study 

  

 

As illustrated by the diagram above the research will consist of five chapters.                         

Chapter 1: introduction and background 

In this chapter the researcher gives an idea about the organisation where the study will 

be conducted, the problem statement and describes the specific problem that will be 

addressed in the study as well as design components to be used. 

Chapter 2: literature review 

The literature review chapter will be presenting a review of information that has already 

been published that is relevant to the problem that is going to be addressed in the 

study. 

Chapter 3: research method 

This chapter presents the procedure that will be used by the researcher to collect data 

according to the research problem. 

chapter 1 

introduction and background 

chapter 2 

literature review 

chapter 3 

reserch methodology 

  charpter 4 

data analysis, findings and interpretation 

chapter 5 

conclusion and recommendations 
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Chapter 4: data analysis, findings and interpretation 

Contains an analysis of the data that will be collected and presents the results, that is 

the process by which sense and meaning of the data is made and by which developing 

knowledge to be applied to the problem. 

Chapter 5: conclusion and recommendations 

This chapter will offer the final words on the value of the study and also giving 

suggestions for practice 
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CHAPTER 2 

LITERATURE REVIEW 

Introduction 

The previous chapter presented a background of CSR. It described the overview of the 

subject and then further outlined the problem discussion, resulting in the purpose and 

formulation of the research questions and finally discussing the scope and the 

delimitations of the study. 

This chapter presents previous research and theory concerning the concept of 

corporate social responsibility that is the impact of CSR on the business, its benefits 

and augments on CSR. 

A literature review is an essential test of the research questions against the information 

that is already known about the subject to be researched on. Various journal articles, 

corporate reports, previous studies and internet articles have been published and this 

will also help to enrich the research (Gummensson 2000).  

Nowadays, the responsibility of companies has become one very important issue and 

the term “corporate social responsibility” (CSR) is widely used in every-day business. 

Still, the origin of the definition itself is not very clear. But one is certain; the history of 

corporate social responsibility is long and varied. Although the roots of CSR trace back 

to the development of business in general, the real concept of it was formally formulated 

quite recently. 

 

Defining CSR 

There is an extended debate about the legitimacy and value of corporate responses to 

CSR concerns. As CSR comes into contact with many of the issues traditionally 

addressed by government, like human rights and community investing, there is strong 



14 

 

criticism that societal problems are best solved by freely elected governments. The 

resources of a corporation are poorly suited for addressing those social problems, and 

therefore, it is argued, they should not be misallocated. 

According to Marlin and Marlin (2003), the term Corporate Social Responsibility is 

explained in three phases. First, the term was in common use in the early 1970’s 

although not often abbreviated. The second-phase is the social/environmental report 

and CSR reports represent the third-phase which involves more in-depth matters and 

actors. They further explained that the first phase was composed of advertisements and 

annual report sections that paid respect to the environment, at this stage the reports 

were not linked to the corporate performance and they were leaving aside the reports 

that were less informative.  

The second phase of CSR reporting began at the end of the 1980’s as a result of 

scandals that faced some of the biggest corporations during that time. The third phase 

of CSR reporting introduces not only third-party certification of the reports, but 

certification by bodies that are recognized to certify besides social or environmental 

standards. It breathes life into standards and on-site inspection, because social auditors 

are firms and people who are accredited by environmental or social accreditation 

bodies.  

According to Ruggie (2002), CSR is a strategy for demonstrating good faith, social 

legitimacy and a commitment that goes beyond the financial bottom line. Baker (2005) 

states that CSR is about how companies manage the business process to produce 

overall positive impact on society in accordance with, the World Business Council for 

Sustainable Development (WBCSD) that states, "Corporate Social Responsibility is the 

continuing commitment by business to behave ethically and contribute to economic 

development while improving the quality of life of the workforce and their families as well 

as of the local community and society at large." 

According to Kilcullen and Kooistra (1999), CSR can be defined as, the degree of moral 

obligation that may be ascribed to corporations beyond simple obedience to the laws of 

the state.  At the same time, Kotler and Lee (2004) explain the term corporate social 
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responsibility as, a commitment to improve community well-being through unrestricted 

business practices and contributions of corporate resources. In order to balance the 

theoretical side of the definition, the Author brings forth more practical view of what 

corporate social responsibility is, using the definition by European Commission.  

Thus, according to European Commission (2006), most of the definitions describe 

corporate social responsibility as a, concept whereby companies incorporate social and 

environmental concerns in their business operations and in their interaction with their 

stakeholders on a voluntary basis. 

However in the opposite Frederick (1994) explained a move from Corporate Social 

Responsibility to “Corporate Social Responsiveness” defined as the capacity of a 

corporation to respond to social pressures. CSR can also be referred to as Corporate 

Conscience, Corporate Citizen or Sustainable Responsible Business. Visser (2008) has 

rephrased the term corporate social responsibility to corporate sustainability and 

responsibility. 

This paper however believes the definition by Watts (2004) to be applicable in the study. 

Watts (2004) states that CSR is the continuing commitment by business to behave 

ethically and contribute to economic development while improving the quality of life of 

the workforce and their families as well as the society at large. Businesses must not 

only be in business for the business but must also be in business for the community in 

which it operates, which means it must be concerned about the welfare and wellbeing of 

the society. 

 

 

Impact of CSR on business 

Certainly, adopting the CSR principles involves costs. These costs might be short term 

in nature or continuous outflows. These costs might involve the purchase of new 

environmentally friendly equipment, the change of management structures, or the 

implementation of stricter quality controls. Since being socially responsible involves 

costs, it should generate benefits as well in order to be a sustainable business practice. 
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A corporation could not continue a policy that constantly generates negative cash flows. 

The shareholders invest their money in a corporation, expecting the highest possible 

risk adjusted return. Therefore, being socially responsible should have bottom-line 

benefits in order to be sustainable. 

In this day and age Corporate Social Responsibility (CSR) has become an area of 

concern for many organisations. In recent times there has been much argument on 

whether corporations should be socially responsible or not and to what extend should 

they be responsible. (Visser 2008). 

 From the definitions given above it is clear that, the exact nature of CSR is understood 

in various ways, with differences evident in the comprehending or presentation of the 

concept. Corporate social responsibility means something, but not always the same 

thing to everybody, (Van Marrewijk, M 2003). Different scholars view CSR differently but 

one thing is clear, they all agree that companies must be concerned about the wellbeing 

of the society.  

Benefits of CSR  

The phrase corporate social responsibility is often hard to pin down because there are 

several schools of thought concerning this concept. According to Rollinson (2003) a 

business is a part of a large society and therefore it has a responsibility other than just 

maximizing profits. Organisations operate in a society therefore they have to be 

concerned about the society`s well-being. He further explains that the core objective of 

the business is to make profit, however if a business a socially responsible it has to be 

concerned about the well-being of the society it operates .However Friedman (1970) 

indicates that if the organisations are required to take responsibility of social issues, he 

states that the sole social responsibility of a business is to boost its profits through legal 

ways and that donating an organisation`s funds to the society is harmful to the 

organisation`s profits as this reduces the organisation`s profits. Porter and Krammer 

(2002) states that addressing social concerns could increase the levels of company 

productivity, with succeeding positive effects on profitability, share value and company 

image. 
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Several authors argue that companies can gain enormous benefits by being socially 

responsible (Idowu & Papasolomou, 2007). There are a large number of different views 

of why companies engage in CSR and what benefits a company actually gets from 

participating in CSR. Companies participate in CSR in order to look better, feel better, 

do better and live longer. They explain that by participating in CSR the company will 

look good in the view of potential customers, business colleagues, investors and in the 

media. Furthermore, employees, customers, stockholders and board members will 

actually feel good. Many researchers also argue that CSR improve the brand, and some 

claim that companies with a strong reputation for CSR will last longer. Kotler et al. 

(2005) describe that companies can gain great benefits from participating in CSR and 

that these benefits are the reasons for their engagement in CSR. Kramer and Porter 

(2006) describe the reasons for participating in CSR by moral obligation, sustainability, 

license to operate and reputation. 

Even though many argues that companies gain enormous benefits from participating in 

CSR Kramer et al (2006) explains that it is hard to determine what benefits a company 

really gets from their CSR engagement.  They continue to describe that analyses of 

benefits gained from participating in CSR are inconclusive. Moreover, Kramer et al 

argue that all the connection between good actions and customer attitudes are so 

indirect that it is difficult to measure. However, they have convinced that CSR will 

become more important for competitive success in the near future. 

Carroll’s (1991) Pyramid of Corporate Social Responsibility, which illustrates how 

different levels of commitment to CSR are related to motives and outcomes. Carroll 

(1991) describes that a company’s CSR philosophy can be, compliance driven, profit 

driven, driven by caring, synergetic or universal. In the first stage of CSR category, 

which is called the legal stage, companies engage in CSR as it is their duty and 

obligation to follow laws and regulations. In the economic stage, companies use CSR as 

a strategy to create a competitive advantage and gain improved financial performance. 

The ethical and philanthropic stage has the aim to have a balance between the profit, 

people and the planet. In this stage the company does not only focus on profit but also 

on social welfare. 
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Impact of CSR on profits 

According to a pure profit oriented view, the more the corporation is involved in the 

society the better is the outcome for the corporation. Due to the fact that, if the 

corporation would make itself more responsible towards its society to the degree that 

the corporation would affect the rule of that society. Then the corporation could use this 

for maximizing profit, in the sense of for example affecting the infrastructure of that 

society, so it would benefit the corporation in its overall aim to create wealth (Friedman, 

1970). 

However, the profit oriented approach within the concept of CSR is not only something 

that Friedman stated in the beginning of the 1970's, it has also been tested for later on. 

For example in a paper by Beurden and Gössling (2008), the relationship between more 

responsibility from the corporation towards the society that it is active in and higher 

profits is positive. This means that the corporation would increases its profits by taking 

responsibility. This view could also be related to Jensen's notion of an economic 

approach, which highlights that the corporation cannot make profit for its shareholders 

without concentrating on making long term profits by taking responsibility towards the 

stakeholders. Jensen also argues that the corporation would maximize the wealth for all 

its stakeholders by maximizing its own profits (Jensen, 2001). 

Berkhout (2005) argues that CSR is a crucial element in enhancing profitability, 

especially in current dynamic business environment. Lately, most corporations have 

encompassed CSR in their business model because it is perceived that it is a drive of 

increasing profits. According to Bendell (2005) corporate social responsibility contribute 

to increasing profits through various ways. For instant by implementing CSR, an 

organisation earns respect in the marketplace, which is likely to attract higher sales. 

Specifically, it is easy for organisations engaging in CSR activities to earn customer 

loyalty in the market.  

Campbell (2007) asserts that, through embracing the spirit of CSR, consumers tend to 

believe that a company is concerned with their needs, and is ready to modify its 

business motives to cater for these needs. Therefore, consumers will always identify 

with the company, consuming their products and services from time to time; hence 



19 

 

contributing to the company’s profitability. Nevertheless according to Ullman (1985) 

socially responsible initiatives create additional costs that may put a firm at an economic 

disadvantage compared to less socially responsible organisations. These additional 

costs could stem from activities such as employee welfare programs, charity, 

community development, plant maintenance in economically depressed locations, and 

establishment of environmentally friendly policies. 

Companies perceived to have a strong CSR commitment often have an increased 

ability to attract and to retain employees (Turban & Greening 1997), which leads to 

reduced turnover, recruitment, and training costs. Employees, too, often evaluate their 

companies CSR performance to determine if their personal values conflict with those of 

the businesses at which they work. The success of an organisation is depended on the 

image of the organisation.  

Defining corporate image 

A good company is desired by all organisations. Roger (2005) states that company 

image can also be referred to as corporate image. There are several definitions of 

company image, it can be thought of as a mental picture that springs up at the mention 

of a firm`s name (Stewart 2004). Whereas Beliu (2001) defines company image as the 

perception people have of a business when they hear a company name. The image is 

composed of an infinite variety of facts, events, personal histories, advertising and goals 

that work together to make an impression on the public. Hatch and Schultz (2003) give 

a more comprehensive definition of corporate image; they defined it as the views of the 

organisation developed by its stakeholders; the outside world’s overall impression of the 

company, including views of the customer, shareholders, the media and the general 

public. Belieu (2001), states that a good corporate image backs up the corporate culture 

that has been established inside and outside firm. The importance of a good company 

image cannot be overlooked. 

Bromley (2001) defined corporate image as an “immediate mental perception of the 

organisation held by an individual, group or network.” Corporate reputation, on the other 

hand, refers to a particular type of feed-back received by an organisation from its 

stakeholders with regard to “the credibility of the organisation’s identity claims” (Whetten 
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and Mackey 2002). Whereas Baron (2007) defines company image as the perception 

people have of a business when they hear a company name. The image is composed of 

an infinite variety of facts, events, personal histories, advertising and goals that work 

together to make an impression on the public. 

Barnett (2005) supports the importance of good image and stressed that a good image 

does not just grow, active efforts must be employed in order to achieve this. Also 

endorsing this notion is Hayward (2005) who states that organisations may actively 

attempt to shape the image by communications, brand selection and promotion, use of 

symbols, and by publicizing its actions. 

According to Herremans et al. (1993) all companies with better CSR out performs those 

with poor reputations and provide investors with higher stock market returns. Firms with 

good reputation also command higher prices, generate more employee loyalty and 

greater productivity, have bargaining power with their suppliers, more stable revenues, 

and are less exposed to crises. 

The success of an organisation is depended on the image of the organisation. A good 

company is desired by all organisations. There are several definitions of company 

image, it can be thought of as a mental picture that springs up at the mention of a firm`s 

name (Visser 2008). Whereas Beliu (2001) defines company image as the perception 

people have of a business when they hear a company name.  

The significance of a good company image cannot be overlooked this is because a 

positive image increases profitability in the long run. A good image establishes 

confidence, loyalty, trust, and stronger relations with stakeholders. 

 

 

Enhancing Company Image through CSR 

Frederick (1994) argues that organisations today are getting involved in CSR to 

enhance their company image. It is often argued that the reason why corporations 

engage in CSR is a certain level of self-interest, not considering if the act is strategically 



21 

 

motivated by commercial reasons alone or whether it is also motivated by what might 

seem as an altruistic interest, (Moon 2001). Barker (2005) states that there are several 

objectives of CSR for corporate giving beyond altruism. Companies seek to enhance 

their image in order to create a positive reputation that may also relate to higher long-

run organisational performance. Some of the marketing objectives of CSR are 

increasing visibility, enhancing corporate image and thawing negatives publicity. In 

support of this assertion is Bennet et al, (2006) who explains that the main advantage of 

CSR are improvement of company image, attracting media attention, altering attitudes 

and helping the company’s relationship with the government and impressing key 

decision makers. 

More CSR practices leads to an improved (or at least maintained) reputation, which 

causes the firm to continue to be a target of activism, the consequence of which is more 

commitment to CSR. From the point of view of the company, however, having a good 

reputation can be a “double edged sword” or at least a potential liability when facing 

activists who seek the public limelight, (Rhee and Haunschild 2006). Corporate social 

responsibility (CSR) has become an important focus of attention among companies. 

Graafland et al (2004) emphasizes that including stakeholders in the business of a 

corporation and embarking on sustainability reporting can be seen as mechanisms by 

which the organisations satisfy and manipulate stakeholders. In other words, CSR 

reporting can be seen in the light of corporate image management, marketing and a 

public relations tool which corporations use in order to show that they perform some sort 

of CSR activities. These tools are used adequately in order to foster a healthy 

competitive status by passing on information created to preserve an excellent image 

(Adkins, 2004). As such, many organisations pay particular attention to the image that 

the public sees of them because it helps them to do business effectively, anything that 

affects their image can possibly hinder their sales and even affect their licenses or 

funding, (Reich, 2008) 

Kotler (1998) states the one of the benefits CSR is reputable for is its ability to enhance, 

if not build a business’s image and reputation. Concurring with this idea is Barney 

(2010) who states that, firms seek to enhance their public image to gain more 
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customers, better employees, access to money markets, and other benefits. Porter and 

Kremer (2002) also supports the assertion by also saying that reputation is used by 

many companies to justify CSR initiatives on the grounds that they will improve a 

company’s image, strengthen its brand, brighten morale, and even raise the value of its 

stock. Since the public considers social goals to be important, business can create a 

favorable public image by pursuing social goals, a poor social responsibility image can 

lead to sell outs of company shares by large investment funds, which can in turn 

negatively impact the financial performance of the business. (Levitt ,1997). 

From the assessment by different academics above, it is clear that they all acknowledge 

the fact that corporate social responsibility activities can indeed enhance the company’s 

image. They also agree on the fact that CSR can go beyond enhancing company 

image, and also bring other benefits to the organisation which will; all if summed up will; 

improve the overall performance of the organisation and also improve the bottom line of 

the business in all its areas of focus. Although Bhardwag (2001) and Black (2007) state 

that CSR on its own is not enough to create and maintain a positive image; it is however 

clear that these authors do not dispute the fact that CSR enhances company image.  

It can be noted that CSR improves company image. CSR actually portrays the image of 

the firm itself. It shows what the company has done to fulfill its corporate duty to ensure 

that the firm is not only good in providing the service but also plays its, roles by 

contributing something to the community. 

Arguments on CSR 

The case against the concept of CSR typically begins with the classical economic 

argument expressed most forcefully by the late Milton Friedman (1962). Friedman held 

that management has one responsibility and that is to maximize the profits of its owners 

or shareholders. Friedman argued that social issues are not the concern of business 

people and that these problems should be resolved by the unfettered workings of the 

free market system. Further, this view holds that, if the free market cannot solve the 

social problems, it falls not upon business, but upon government and legislation to do 

the job. 
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Another objection to CSR has been said to be that the business is not equipped to 

handle social activities. This position holds that managers are oriented towards finance 

and operations and do not have the necessary expertise (social skills), to make socially 

oriented decisions (Davis 1973). He also added that the business already has enough 

power so why should they add in its hands the opportunity to wield additional power 

such as social power by engaging in corporate social responsibility activities. 

 According to Hayek (1969) CSR dilutes the businesses’ primary purpose. The objection 

here is that adopting into CSR would put business into fields of work that are unrelated 

to their proper aim. 

Summary  

In this chapter the researcher have explained various literatures related to the CSR. 

Corporate social responsibility can be identified by various ways and it is the most 

popular idea that is dominated the debate of it are the ethics of business, sustainability 

as well as the citizenship of the corporations. 

The following chapter discusses the methodology applied to this thesis. The chapter will 

start with the research purpose followed by the research approach. Moreover the 

research strategy and data collection is discussed followed by sample selection and 

analysis and lastly the validity and reliability is discussed.  
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CHAPTER 3 

RESEARCH METHODOLOGY  

Introduction  

The chapter 2 of the study was about the literature review. The researcher was 

discussing previous published researches and theories concerning corporate social 

responsibility and how it impacts on the business. This was done in order to give the 

researcher a clear understanding of the topic and to also justify the reason of the 

research. 

This chapter provides information on the research methods of the study. Two research 

designs were used such that the weaknesses of one might be overcome by the other. 

The research designs used are Descriptive and Exploratory. Qualitative research was 

used to allow free response and quantitative research was used to avoid too much 

variation in responses. 

Exploratory research 

This research design gave a clear understanding of the subject and the researcher was 

able to clearly understand the problem. Through the use of exploratory research the 

researcher was able to gain more knowledge of the problem especially through the use 

of questionnaires and interviews. Semi-structured interviews where the most effective in 

gaining an insight of question at hand as it enabled the Wholesaler X employees to give 

a more detailed explanation of the information that was needed to answer the question 

of the impact of CSR on business profits and also on the business image. 

Descriptive research  

The researcher made use of descriptive research because it was seen to be suitable for 

the use of questionnaires and interviews as data collection tools.  Descriptive research 

also enabled the researcher to achieve the research objectives because it gave data on 

attitudes, opinions and perceptions. Attitudes opinions and perceptions of respondents 

where part of the objectives, respondents include Wholesaler X employees and 

management were able to express their opinions and perceptions on the concept of 

CSR and the activities they are carrying out for the community and also if they perceive 

these activities to have an impact on their business profits and the company image 
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Through descriptive research the Brooklyn community was able to express how they 

perceive Wholesaler X, their opinions and attitudes towards the wholesaler was also 

expressed. The community was able to give perceptions towards the CSR activities that 

Wholesaler X engages in and also how important these activities are the businesses 

and if they have any impact to the profits of the business and the company image. 

Population and sampling 

Total respondents of 75 were used as the sample. Random sampling was used in order 

to get the respondents that would fill in the questionnaire. The respondents were 

selected due to their own willingness to participate in the study. The other respondents 

were from the Wholesaler X employment team. The researcher was able to interview 4 

employees of Wholesaler X and these employees were interviewed because of their 

convenient accessibility. The sample frame was made up of the Brooklyn community. 

Research instruments  

Interviews  

These are face to face meetings and are most versatile and flexible of the available 

communication methods. Interviews were used because they are a fast way of getting 

information and also the respondents are able to explain more so that the researcher as 

a clear understanding.  

The researcher made use of semi-structured interviews because they allow the 

interviewee the freedom to express their views in their own terms. The semi-structured 

interview guide had 6 questions and the questions were compiled based on the 

research questions and the questionnaire.  The researcher had prepared the interview 

questions before the interview. The researcher conducted 4 in interviews from the 

Wholesaler X employees and these interviews took not more than 20 minutes. The  

Survey questionnaires 

The researcher made use of questionnaires as this method allowed large samples and 

also required a fewer special skills from the respondents. The questionnaire consisted 

of 21 closed ended questions and only 2 open ended questions. The questions were 

formulated based on the research questions, objectives and the hypothesis of the study. 
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The questionnaire had a cover letter that explained the purpose of the research and its 

relevance and to seek the agreement of the respondents to participate in the research 

study. The contact details of the researcher were provided in case the respondents will 

have any questions relating to the study. 

The first questions of the questionnaire were introductory, asking age, gender etc. then 

the following questions penetrated one by one into the respondent’s knowledge and 

thoughts of corporate social responsibility and their perceptions towards businesses 

engaging in the CSR activities. The questionnaire was anonymous because the 

researcher believed that by this, the answers would be more honest and reliable. 

   

Conclusion  

This chapter provided information on how the data was collected and also the research 

designs that the researcher used. It described the research instruments to be used in 

the research and how there were going to used in order to provide the researcher with 

the answers wanted. 

The next chapter will provide graphs that the researcher used to interpret the data that 

was collected. A brief description of the information shown on the data will be given. 
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CHAPTER 4 

DATA COLLECTION, PREPARATION AND ANALYSIS 

Introduction   

The previous chapter provided information on the methods, techniques and equipment 

that the researcher used in order to get the information that was needed to answer the 

research study.  

However chapter 4 provides an overview and detailed comparative of results that    

people of Brooklyn have towards the impact of CSR in enhancing the profits and image 

of the business. The empirical data presented is the data that was collected through the 

use of questionnaires and interviews. 

Data analysis 

4.1 Gender 

As it was highlighted before, the researcher managed to get 75 people to answer the 

questionnaires. According to Figure 1 the graph shows that more females were able to 

participate in the study than males. 

 

Figure 1: gender distribution  
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The Figure 2 shows the age distribution of the respondents. As it can be seen that the 

largest number of people who answered the questionnaire were between the ages of 

22-30 

 

Figure 2: age distribution of the respondents 

4.3 The level of education  

The Figure 3 indicates the level of education that the people who participated in the 

study have reached. The graph shows that no one with a masters or a doctorate 

participated in the study 

 

Figure 3: level of education of the respondents  
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4.4 The researcher asked the respondents if they were familiar with the term Corporate 

Social Responsibilities (CSR) and 70% of the respondents knew the concept but 30% 

did not have any idea about CSR. 

 

Figure 4: respondents familiarised with CRS 

4.5 Awareness of business CSR activities that benefit the community  

The questionnaire also asked the respondents if they were aware that businesses in 

their community embark on projects or programs that are beneficial to the people in the 

community. However according to the questionnaires 50% of the people who were able 

to participate in the study knew about that businesses in their community engage in 

CSR activities that benefit the residents. Another 50% did not have any idea about this.

 

Figure 5: respondents that are aware of business CSR activities that benefit the 

community 
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4.6 Impact of business CSR activities to the community 

The research also wanted to know if the CSR activities that the businesses embark on 

have any impact to the community and according to the responses that the researcher 

got 60% of the people responded that these activities have a positive effect to the 

community and 5% alleged that these activities have a negative effect. However 35% 

were in between they could not decide if these activities had a positive or a negative 

effect to their community. Figure 6 illustrates the respondents that the researcher got. 

 

Figure 6: Impact of business CSR activities to the community 

4.7 Importance of business’s social responsibility behaviour  

Respondents were asked to indicate the level of importance that a business’s social 

responsibility behaviour is to them.  Figure 7 indicates that from the responses that the 

researcher got, 65% were able to say that the business’s social responsibility behaviour 

is very important to them and 25% said it’s rather important. 10% indicated that the 

business’s social responsibility behaviour is rather not important to them. However none 

of the respondents indicated that the social responsibility behaviour of the businesses 

was not important to them. 
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Figure 7: Importance of business’s social responsibility behaviour 

4.8 impact of CSR on profits 

One of the objectives of the research was to find out if the CSR has any impact on the 

profits of the business. From the responses that the researcher got 80% of the people 

thinks that CSR as an impact to the profits of the business but 20% said the opposite. 

 

  

Figure 8: impact of CSR on profits 
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4.9 influence of a company’s devotion to social responsibility in purchasing  

Figure 9 shows the results that the researcher got from the respondents. 20 people out 

of the 75 that participated in the research said that they can be influenced into 

purchasing if they are aware of the business’s devotion to social responsibility. However 

the other 55 said they will not be influenced. 

 

Figure 9: influence of a company’s devotion to social responsibility in purchasing 

4.10 does engaging in CSR increase business expenses 

Out of the 75 people who participated in the study 70 of them agreed that CSR 

increases the business expenses and only 5 said it does not affect expenses. 

 

Figure 10: Does engaging in CSR increase business expenses 
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4.11 benefits from engaging in CSR  

One of the questions on the questionnaire wanted the respondents to give other 

benefits that the business can get from engaging in CSR. The table 4.11.1 give the 

benefits that the researcher got. 

Benefits  Respondents  

 Tax reduction 2 

 Customer loyalty  10 

 Positive publicity 45 

 Increased income 3 

 Good relationship with customers 15 

 

 

 

From question 4.12 to 4.22 of the questionnaire the researcher provided the 

respondents with a likert scale for them to indicate the extent to which they agree 

with the statements that were given. 

4.12 Profits is increased by the activity of CSR 

Figure 12 shows the level of extent to which they agree to the statement that says that 

profit is increased by the activity of CSR. From the 75 responses that the researcher got 

75% of them strongly agrees and 5% also agree that CSR increases the profit of the 

business. Apart from the ones who strongly agrees and agree 8% did not agree to the 

given statement and 2% were in between. 
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Figure 12: Profit is increased by CSR activities 

4.13 Profit is decreased by CSR 

In this question a lot of people (75%) strongly disagreed to the statement that profit 

decreases due to activity of CSR. 2% of them strongly agreed but also another 5% did 

not agree to this. 10% of the respondents were not sure whether profit decreases or not. 

 

Figure 13: Profit is decreased by the activity of CSR 
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4.14 Can a business use CSR as a business strategy 

Figure 14 illustrates that from the population sample out of the 75 respondents 60 of 

them were not sure if a business can use CSR as a business strategy. Only 10 of the 75 

agreed CSR can be used as business strategy but 5 were disagreeing to it. 

 

Figure 14: Use of CSR as a business strategy 
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Figure 15: CSR has no significant impact on the business profit 

4.16 CSR has a significant impact on the profitability of the business 

Figure 16 shows that most of the respondents who strongly agreed on the previous 

question strongly disagreed on this question. This means that 25% of the population 

strongly disagreed. 

 

Figure 16: CSR has no significant impact on profit 
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4.17 Can a business have other benefits from CSR besides profit 

80% of the respondents agree that a business can have other benefit by engaging in 

CSR besides profits only. 15% strongly agree and 5% were not sure if CSR benefits the 

business besides the fact of increasing profits 

 

Figure 17: Benefits from CSR besides profits 

14.18 The corporate image of a business can be enhanced by CSR 

 

Figure 18: CSR can enhance the image of a business 
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4.19 Impact of CSR on the corporate image  

According to figure 19, 45 respondents disagree and 10 strongly disagree that CSR has 

no impact on the corporate image of the business. However 5 other respondents 

strongly agree and 10 agrees that CSR has an impact on the image of the business. 

The other 5 people were not sure whether CSR has an impact on the corporate image 

or not. 

 

Figure 19 Impact of CSR on the company image 
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Figure 20: Use of CSR as a business strategy 

 

4.21 CSR has a significant impact on enhancing the corporate image 

As it sis shown by figure 21 a large number of the population sample agrees that CSR 

has a significant impact in enhancing the corporate image.  

 

Figure 21: Impact of CSR in enhancing the corporate image 
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Interview data interpretation and analysis 

The data collected through interviews is interpreted in figures below. 

As it is illustrated in table 2 the first 3 questions were asking about the demographics of 

the interviewee so at to break the ice and create a comfortable environment for both the 

researcher and the interviewee. 

Table 2 

 AGE Gender  Position  

Interview 1 35 Female  Store manager 

Interview 2 40 Male  Merchandiser  

Interview 3 27 Female  Sales assistant 

Interview 4 30 Female  Sales assistant 

 

According to the interviews that were held the interviewees both believed that CSR can 

have a positive impact on the profits and image of the business. They believed that 

profits can be improved and they also understand that CSR can promote respect for 

their company in the marketplace which can result in higher sales, enhance employee 

loyalty.  

They also came up with the idea that CSR activities focusing on sustainability issues 

may lower the costs of the business and improve efficiencies as well. 

 Conclusion  

According to the data interpretation of the questionnaires it can be said that most of the 

people in the Brooklyn community believes that if businesses engage in CSR activities 

their profits and image can be enhanced.  

The next chapter will be explaining the key findings of the research linking them to the 

research questions and objectives of the study.  
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CHAPTER 5 

FINDINGS, CONCLUSIONS AND RECOMMENDATIONS  

Introduction  

The previous chapter was discussing the data that the researcher collected through 

questionnaires and use of the interviews. The data was analysed and graphs were used 

to interpret the information that was collected. 

In this current chapter the, the researcher analyses the most important findings of the 

research by trying to understand their reasons and find connections between theory and 

practice. That is based on theoretical framework, previous researches and the 

researcher's vision and thoughts. In addition the previously set research questions will 

find their answers. 

The author will also give an overall conclusion about the research. And lastly at the end 

of the chapter, the researcher makes a couple of suggestions for improvement. 

 

Key Findings  

Research Q1 : What is the impact of CSR on business profits and corporate image? 

The research findings revealed that CSR activities have a positive impact on the 

business profit and corporate image as evidenced by 80% of the respondents who 

agreed that CSR has a positive impact on the business profit and corporate and image. 

These respondents also went further to agree that the impact that the CSR activities 

has on the business is a positive impact, this means that due to engaging in CSR 

activities the profits of the business will increase and their corporate imaged will be 

enhanced since these activities also create good relations between a company and the 

community it is located in. 

 The researcher’s results of CSR having a positive impact to the profits of the business 

are in line with what was said by Friedman (1970) when he said that the business profits 

are being increased through CSR activities that the business engage in. 
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The results that the researcher also got on the impact of CSR on the corporate image of 

the business shows that 45 out of the 75 respondents (figure 19) agree that CSR has a 

positive impact on the business. These results indicate that if a business engages in 

corporate social responsibility activities they will create a good image of their business. 

This can also be justified by the study done by Black (2007) who says that CSR 

activities portrays the image of the business itself by showing what the company has 

done to fulfil its corporate duty to ensure the firm is not only good in providing the 

service but also plays its, roles by contributing something to the community. 

Research Q3: How do CSR enhances the profits and corporate image of the business? 

Figure 18 show that 80% of the respondents agree that CSR enhances the image of the 

business. And according to the interviews done it is seen that CSR enhance the image 

of the business because if the business is engaging in CSR activities, it will create a 

good reputation for itself by helping out the community and this will result in the 

business have a positive word of mouth hence good image created. 

Due to the results that the researcher got on figure 16, it shows that most of the 

respondents (60%) strongly agree that CSR enhances profit of the business and also 

according to the interviews that were done the same response came up. The interview 

further gave the explanation saying that if the business engages in CSR consumers 

tend to believe that a company is concerned with their needs, and is ready to modify its 

business motives to cater for these needs. Therefore, consumers will always recognise 

the company, consuming their products and services from time to time; hence 

contributing to the company’s profitability. Therefore according to the research answers 

that the researcher got this is how a company’s profit is enhanced by CSR. 

The researcher’s findings on research question 3 can be linked to the study that was 

done by Barney (2010) who states that, firms engage in CSR activities to enhance their 

image by trying to give back to the community they are located in. 

Research Q5: What is the influence of the CSR on the overall business performance? 
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CSR has a positive impact on the overall business performance because as it is shown 

by the study (figure 15, 16& 19) it shows that from the questions that respondents were 

asked to rate the level of the impact that CSR has on the selected business elements 

both respondents turned out to be a positive answer being majority, which can lead to a 

conclusion that CSR has a positive impact on the overall performance of the business. 

Also according to the interviews the interviewees managed to outline that CSR activities 

provides a lot of benefits to the business and this can also be supported by table 4.11.1 

which shows the benefits that the questionnaire respondents views as the benefits that 

the business can get from engaging in CSR 

  

Conclusion  

After analysing the findings it can be concluded that engaging in CSR activities have a 

positive impact on the company’s profit and image.  

CSR activities creates a positive image by representing the image of the firm itself and it 

shows what the company has done to fulfill its corporate duty in trying to ensure that the 

firm is not only providing services or products but also showing that it plays a role in the 

community by contributing something that will benefit the community.  By so doing the 

consumers will tend to believe that the company is concerned about the community 

needs and they will end up spreading a good word of mouth about the business. 

Furthermore it can be seen that profits of the business can also be influenced by CSR 

because if a company is engaging in CSR this will have a positive impact to the 

consumers, that is they will know that the business is giving back what they gave it 

hence this will increase customer loyalty and consumers will prefer the business that is 

engaging in CSR. This will increase the sales of the business since the consumers will 

be coming from time to time and as a result this will increase the profit of the business. 

However CSR can also have a negative impact to the business by creating more costs 

that might put a firm on an economic disadvantage. 
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Recommendations  

Wholesaler X should try to inform more people or to increase the public awareness in 

the community about their CSR activities because according to figure 5 in chapter 4 it 

shows that 50% of the respondents are not aware that businesses engage in activities 

that are beneficial to the community.  

Wholesaler X should also put more investment on the other dimension of CSR as they 

are doing with corporate philanthropy. The other dimensions of CSR are just as 

important as corporate philanthropy. Coordinating all the four dimensions of CSR will 

indeed benefit the company. 

 

 Direction for future study 

In this study the researcher was limited to analysing impact of CSR on profit and 

corporate image of a specific wholesaler in Brooklyn. However future study may try to 

analyse the impact of CSR on profits and image of businesses in South Africa that is 

doing the research on a wide scale of audience. 

Another further might try to analyse the impact of other types of CSR activities on the 

business as this research only concentrated on the philanthropic responsibilities. 

 

 

 

 

 

 

 

 



45 

 

References 

Crowther, D and Aras, G. (2008). Corporate Social Responsibility: Bookboon 

Jamali, D. (2008). A stakeholder Approach to Corporate Social Responsibility. Journal 

of business ethics. Vol 82 

Holme, R. and Watts, P. (2000). Corporate Social Responsibility: Making Good 

Business Sense. World Business Council for Sustainable Development: Geneva. 

Macmillan, P. and Tampoe, S. (2011) Business Ethics. Oxford: Oxford University Press 

Lamb, W C. (1984) Essentials of Marketing. New York: McGraw-Hill 

www.makro.co.za/about/csr 

www.forbes.com/.../the-10-companies-with-the-best-csr-reputations/ 

Marlin, T. J. and Marlin, A. (2003). “Corporate Social Responsibility”. Business Respect, 

No. 51. 

Ruggie, J. (2002) The theory and practice of learning networks: Corporate Social 

Responsibility and the global compact: Journal of corporate citizenship 

Barker, M. (2005) arguments against corporate social responsibility 

Friedrick W.C. (1994) From CSR to CSR. P 150 

Visser W. (2008) The A to Z of Corporate Social Responsibility. Available @ 

www.aynevisser.com 

Van Marrewijk, M (2003) ‘Concepts and Definitions of CSR and Corporate 

Sustainability: Between Agency and Communion', Journal of Business Ethics. 

Rollinson, D. (2002) Organizational Behavior: An Integrated Approach, Harlow: Pearson 

Education. 

Friedman (1970) “The Social Responsibility of Business is to Increase its Profits. New 

York Times Magazine, (September 13). 

http://www.makro.co.za/about/csr
http://www.aynevisser.com/


46 

 

Porter, M.E. & Kramer, M.R. (2002). The Competitive Advantage of Corporate 

Philanthropy. Harvard Business Review 

Carroll, A. B. (1991). The pyramid of corporate social responsibility: toward the moral 

management of organizational stakeholders. Business Horizons, 34(4), 39-48. 

Friedman M (1970), The Social Responsibility of Business is to Increase its Profits, New 

York Times Magazine, September 

Beurden P & Gössling T (2008), The Worth of Values – A Literature Review on the 

Relation Between Corporate Social and Financial Performance, Journal of Business 

Ethics 

Jensen M (2001), Value Maximization-Stakeholder Theory and the Corporate Objective 

Function, Journal of Applied Corporate Finance, 

 

 

Berkhout, T. (2005). Corporate gains: Corporate social responsibility can be the 

strategic engine for long term corporate profits and responsible social development. 

Alternative Journal, 31(1), 15-18 

Bendell. J. (2005). In who’s Name? The accountability of Corporate Social 

Responsibility. Development in Practice Vol 15 (4) 362-374 

Campbell, J.L. (2007) ‘Why Would Corporations Behave In Socially Responsible Ways? 

An Institutional Theory Of Corporate Social Responsibility', Academy Of Management 

Review 32(3): 946-967. 

Turban, D. B., and D. W. Greening (1997) “Corporate social performance and 

organizational attractiveness to prospective employees.” Academy of Management 

Journal, 



47 

 

Idowu, S. O., & Papasolomou, I. (2007). Are the corporate social responsibility matters 

based on good intentions or false pretences? An empirical study of the motivations 

behind the issuing of CSR reports by UK companies. Corporate Governance 

Ullman, A. (1985) Data in search of theory: a critical examination of the relationship 

among social performance, social disclosure. Academy of management review. Pp 540-

577 

Bhattachary, C.B. (2001) Does Doing Good always lead to Doing Better? Consumer 

Reactions to corporate social responsibility, Journal of Marketing Research. Col 38, (2), 

pp 225-243 

Whetten, D. A, and Mackey, A.(2002). A social Actor Conception of organizational 

identity and its implications for the study of organizational reputation. Business and 

Society, Vol 41 (4), p393 

Herremans, I. M , Akathaporn, P. et al (1993), An investigation of corporate social 

responsibility and economic performance, Accounting organizations and society 18(7) 

Baron, D. (2007) ‘Corporate social responsibility and social entrepreneurship', Journal of 

Economics and Managerial Strategy, 16: 683-717. 

Saunders. M, Lewis, P and Thornhill, A.(2007) Research methods for business 

students. (4th edition), New Jersey: Financial time/ prentice hall. 

Dubois, A, Gadde, L. E, (2002)Systematic combining an abductive approach to case 

research, Journal of business research. Vol 55(7) 

Procter, T. (2000) Strategic Marketing : An introduction, Routledge, London 

Burns, N and Grove, S.K (1997) The practice of the Nursing Research Conduct, 

Critique and Utilisation. W. B Saunders and Co. Philadelphia 

Dawson, C. (2002) Practical Research Methods, New Delhi, UBS Publishers’ 

Distributors 

Gay, L.R (1992) Educational research (4th edition) New York: Merril 



48 

 

Walker, R. (1985) Applied Qualitative Research, Gower Publishing Company: London 

Sober, E. (2004) Core questions in philosophy, 5th edition 

Babbie, B. (2007) Research methods: uses and limitations of questionnaire, interviews, 

Grin: Verlag 

Baron, D. (2007) ‘Corporate social responsibility and social entrepreneurship', Journal of 

Economics and Managerial Strategy, 16: 683-717 

Baron, D. (2007) Corporate Social Responsibility and Social Entrepreneurship, Journal 

of Economics and Managerial strategy 

Barnett, M.L. (2005) Stakeholder influence capacity and the variability of financial 

returns to corporate social responsibility. Academy of Management Review 

Hayward, R (2005) Maintaining Corporate Image. Prentice Hall. 

Moon, J. (2001) ‘Business Social Responsibility: A Source of Social Capital?', Reason in 

Practice Vol 1(3), 35-45. 

Bennett, D., Lyulcheva, E., Alphey, L. (2006). Towards a comprehensive analysis of the 

protein phosphatase1 interactome in Drosophila.  J. Mol. Biol. 364(2): 196--212. (Export 

to RIS) 

Graafland, J.J., Eijffinger, S.C.W., and SmidJohan, H. (2004) ‘Benchmarking of 

Corporate Social Responsibility: Methodological Problems and Robustness', Journal of 

Business Ethics 

Adkins, S. (1999) Cause Related Marketing: Who Cares Wins, Heinemann Butterworth, 

London. 

Reich, R. B. (2008) ‘The New Meaning Of Corporate Social Responsibility', California 

Management 

Kotler, P (1998) Marketing Management; Analysis, Planning, Implementation and 

Control. Englewood Cliffs, Prentice Hall, NJ. 



49 

 

Porter, M.E. & Kramer, M.R. (2002). The Competitive Advantage of Corporate 

Philanthropy. Harvard Business Review. 

Levitt, T. (1997) ‘The Dangers Of Social Responsibility', Harvard Business Review, 

Friedman, M. (1962). The social responsibility of business is to increase its profits. New 

York Times, September, 126. 

Davis, K. (1973). The case for and against business assumption of social 

responsibilities. Academy of Management Journal, June, pp. 312–322 

Hayek, F.A. (1969). The corporation in a democratic society: in whose interest ought it 

and will it be run? In Ansoff, H. (ed.), Business Strategy. Harmondsworth: Penguin 

Books 

 

Polit, D. F., & Beck, C. T. (2009). Nursing research: Generating and assessing evidence 

for nursing practice (8th Edition). Philadelphia: Wolters Klower/Lippincott Williams & 

Wilkins. 

American Counselling Association(2005) ACA code of ethics: Alexandra, VA: Author 

Jamison, W(2007) Confidentiality in social science research :Worcester polytechnic 

institute 

 

 

 

 

 

 

 



50 

 

QUESTIONNAIRE SURVEY 

 

Analysing the impact of Corporate Social Responsibility (CSR) in enhancing the 

profit and corporate image of a selected wholesale in Cape Town. 

 

Dear Sir/Madam 

 You are kindly being asked to participate in this research study. The core purpose of 

the research is to analyse the impact of Corporate Social Responsibility (CSR) in 

enhancing the profit and corporate image of a selected wholesaler in Cape Town. 

Participating in this research is on a voluntary basis. There will be no benefits given 

from your participating in this research study. It takes about 5-10 minutes to complete 

the whole questionnaire. 

If you have any questions pertaining to your participation in this research, please feel 

free to contact me on the details given below. 

 

Researcher 

Regina T. Mukarati 

BTech student: retail business management 

Cape Peninsular University of Technology 

Cell number: 072 063 2397 

Email: rmukarati@ymail.com 

 

APPENDIX 1 
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SECTION A  

1. What is your gender? 1.1 Female  1.2 Male   

 

2. Which age category do you belong to?  

2.1 22-30  

2.2 31-40  

2.3 41-50  

2.4 51-55  

 

3 Please indicate your level of education  

3.1 High school of less  

3.2 Diploma   

3.3 Bachelor   

3.4 Masters   

3.5 Doctorate   

 

4. Are you familiar with the term 

Corporate Social responsibility 

(CSR)? 

 4.1 Yes  4.2 No  

 

5. Are you aware that businesses 

embark on projects / programs that 

are beneficial to people in your 

community? 

  

5.1 

   

Yes 

   

5.2 

       

No 

 

 

6. What impact does the projects or programs have on the  
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community? 

6.1 Positive impact  

6.2 Negative impact  

6.3 neutral  

 

7. How important is the company’s social responsibility behavior 
important to you? 

 

7.1 Very important  

7.2 Rather important  

7.3 Rather not important  

7.4 Not important at all  

 

8. Do you think CSR has any impact on 

the profits of the business? 

8.1 Yes   8.2 No   

 

9. Would you be influenced in your 

purchasing if you were aware of a 

company’s devotion to social 
responsibility or environmental 

protection? 

        

9.1 

  

Yes 

  

9.2 

      

No 

 

 

10. Do you think that engaging in CSR 

increases the business expenses? 

10.1 Yes  10.2 No  

 

11. What other benefits do you think the business can get from engaging in CSR? 
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12. Would you be influenced to shop from a store that you know engages in CSR? 

If your answer is yes please tell us why. 

 

 

 

SECTION B 

Please indicate to the extent to which you agree with the following statements. 

  

S
tr
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n

g
ly

 a
g
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e
 

a
g

re
e
 

N
o

t 
s

u
re

  

S
tr

o
n

g
ly

 d
is

a
g

re
e
 

D
is

a
g

re
e

  

13. Profit is increased by the activity of CSR      

14. Profit is decreased by the activity of CSR      

15. Can a business use CSR as a business strategy to 
improve profit 

     

16. CSR has no significant impact on the profitability of a 
company 

     

17. CSR has a significant impact on the profitability of the 
business 

     

18. Can a business have other benefits from CSR besides 
profits 

     

19. the corporate image of a business can be enhanced 
through CSR 

     

20. CSR has no impact on the corporate image of the 
business. 

     

21. Can a business use CSR as a strategy to enhance the 
corporate image. 

     

22. CSR has no significant impact on enhancing the corporate 
image of a business. 

     

23. CSR has a significant impact on enhancing the corporate 
image. 

     

       

THANK YOU 
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INTERVIEW GUIDE 

Analysing the impact of Corporate Social Responsibility (CSR) in enhancing the 

profit and corporate image of a selected wholesale in Cape Town. 

 

Questions  

1. Age  

 

2. Gender     

 

3. What is your position at wholesaler X? 

………………………………………………………………………………………………
……………………………………………………………………………………………… 

4. What is the impact of CSR on the business’s profit and corporate image? 

………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………… 

APPENDIX 2 
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5. What influences does CSR have on the overall business performance? 

………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………… 

6. What other benefits does your company get from engaging in CSR 

activities? 

………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………… 

THANK YOU 
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