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ABSTRACT
This study discusses the influence of corporate social responsibility on employee’s perception at CCK. The study had three specific objectives namely; to determine the initiatives played by CCK towards the development of society, to examine the communities’ expectations on CCK’s CSR programs and to find out how CCK CSR programs are perceived by the employees. Data collection instruments were questionnaires, personal interviews, and documentary sources. Data collected were analyzed using Statistical Package for Social Sciences (SPSS) mainly descriptive statistics (Frequencies & Statistical means). Data collected through documentary review and personal interview were analysed using content analysis. The study used a sample of 38 respondents from different departments at CCK. The findings showed that there is no agreement between public expectations and perceptions on CSR initiatives at CCK. Furthermore the findings revealed that employees of CCK have shown dissatisfaction level on the following aspects environmental protection (29%), health protection (19%), fair pricing (10%) and satisfactory employee compensation (8%). Conclusively the researcher argues that CSR initiatives are negatively perceived by employees. There is a need to involve employees in planning for CSR initiatives. 
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[bookmark: _Toc388723940][bookmark: _Toc413642124][bookmark: _Toc424294137][bookmark: _Toc424294840][bookmark: _Toc425892467][bookmark: _Toc425893420][bookmark: _Toc479172012]1.1 Introduction
This study aims to assess the influence of Corporate Social Responsibility (CSR) activities in the private sector in Tanzania by focusing on Coca Cola (ltd) as a case study. Specifically, the study aims to identify areas in which Coca Cola’s CSR activities are focused, to identify beneficiaries of Coca cola’s CSR activities and the effectiveness of Coca cola’s CSR activities in achieving set objectives.

1.2 [bookmark: _Toc388723941][bookmark: _Toc413642125][bookmark: _Toc424294138][bookmark: _Toc424294841][bookmark: _Toc425892468][bookmark: _Toc425893421][bookmark: _Toc479172013]Background Information to the Problem    
The concept of CSR is not very new and even it is not very old either. The concept of CSR has changed over time. Once, the business was conducted only for protecting the interest of owners. About one hundred years ago, the purpose of the management of the business was to maximize profit and managers paid very little attention to social responsibility. This form of business changed during the first quarter of nineteen century (Hargreaves, 2005).

This change brought the separation of the management from the ownership. Under this system, the management started working to earn profit for owners as well as to pay attention to the expectations of the society. This was the era of trade unions recognition, the rise of consumerism and awareness for human rights which made business organization get concerned for quality of life (Sullivan, 2002). According to Sullivan (2002), the recognition of CSR came to be known by the business organizations in the past few decades whereby society has developed the attitude that all corporations should react to the all effects or problems created by them or from the consequences of their business operations. This concept supported that corporations are to be proactive and committed to respond to the social problems or simply socially responsive. 

Traditional Corporation is a business organization for single group with a clear cut single purpose of conducting business for profit. This traditional view states only the legal social responsibility and leaving the public interest (p, 79). The history of private companies in Tanzania dates back before independence which operated during colonial times and after independence too. Things changed in 1967 after the Arusha Declaration when the government nationalized majority of private businesses, which was the beginning of the end for the private sector in Tanzania (Nyasingo, 2007). During the late 1980s, Tanzania underwent Structural Adjustment Programmes (SAPs), which among other things, involved privatization of public companies, which signaled for the re-birth of the private sector in Tanzania. Thereafter more private companies were established (Nyasingo, 2007).

[bookmark: _Toc388723942]Coca cola Kwanza (T) Limited was established to offer soft drinks services. Coca cola’s CSR activities are handled by the public affairs and communication department, which is a department within the company that offers donations to various groups and individuals in the society as part of the company’s social responsibility activities (Kaiza, 2015). CSR activities of Coca Cola Kwanza are directed towards sponsorship of events, learning institutions, donations to entrepreneurs, women empowerment and water projects. The objective of these activities is to improve the overall welfare of individuals and communities in the country.
1.3 [bookmark: _Toc413642126][bookmark: _Toc424294139][bookmark: _Toc424294842][bookmark: _Toc425892469][bookmark: _Toc425893422][bookmark: _Toc479172014]Statement of the Problem
Organizations use CSR as tool of developing a favorable corporate image among members of the communities in which they operate. CSR activities help organizations to build good reputation and maintain good relations with members of the community that can be used as a social capital and contribute to future profitability of the company (Szeles, 2001). Coca Cola is among local companies which have engaged themselves in various CSR activities which are aimed to boost the company’s image among members of the general public. 

Coca Cola’s CSR activities are handled by the specific department within the company that offers donations to various groups and individuals in the society as part of CSR initiatives (John Kaiza, 2015). Corporate social responsibility activities of Coca Cola Kwanza (T) Ltd are directed towards sponsorship of events, learning institutions, donations to entrepreneurs, women empowerment and water projects. The objective of these activities is to improve the overall welfare of individuals, communities and the country as a whole (John Kaiza, 2015).

However, there are suspicious that CSR activities conducted by Public affairs and communication department have less impact on public perceptions on Coca Cola’s products and services. On the company side it was expected the CSR initiatives to boost sales and create a pool of committed employees while externally creating a pool of potential customers with positive thinking about the organization (Kaiza, 2015). Moreover (Kaiza, 2015) argues that most CSR initiatives are externally focused. They have concentrated much on contributing to communities’ socio-economic development with less emphasis on employees and their families to improve quality of life. It is the researcher’s expectations that CSR initiatives are directed to external and internal environment and should result into increased employee productivity, loyalty and development of competitive advantage.

Therefore since no study has been conducted on the influence of CSR on public perception of soft drinks companies and their products, this study will examine how CSR programs are identified and implemented. It will also explore the communities’ expectations on CSR and determines challenges that face CSR initiatives and finally recommend on how to improve Coca Cola’s CSR initiatives.

1.4 [bookmark: _Toc388723943][bookmark: _Toc413642127][bookmark: _Toc424294140][bookmark: _Toc424294843][bookmark: _Toc425892470][bookmark: _Toc425893423][bookmark: _Toc479172015]Objective of the Study
1.4.1 [bookmark: _Toc388723944][bookmark: _Toc413642128][bookmark: _Toc424294141][bookmark: _Toc424294844][bookmark: _Toc425892471][bookmark: _Toc425893424][bookmark: _Toc479172016] General Objective
The main objective of this study is to determine the perception of the employees on Corporate Social Responsibility (CSR).
 
1.4.2 [bookmark: _Toc388723945][bookmark: _Toc413642129][bookmark: _Toc424294142][bookmark: _Toc424294845][bookmark: _Toc425892472][bookmark: _Toc425893425][bookmark: _Toc479172017]Specific Objectives
The study was guided by the following specific objectives
a) To identify the initiatives played by Coca Cola towards the development of society
b) To examine the communities’ expectations on Coca cola’s CSR programs
c) To find out how Coca Cola’s  CSR programs are perceived by the community

1.5 [bookmark: _Toc388723946][bookmark: _Toc413642130][bookmark: _Toc424294143][bookmark: _Toc424294846][bookmark: _Toc425892473][bookmark: _Toc425893426][bookmark: _Toc479172018]Research Question
The study will be guided by the following research questions;
a) What are CSR initiatives implemented by Coca Cola Kwanza (T) Ltd to the community?
b) What are the communities’ expectations on CSR initiatives of Coca Cola Kwanza (T) Ltd?
c) What the communities’ perception on CSR initiatives?

1.6 [bookmark: _Toc388723947][bookmark: _Toc413642131][bookmark: _Toc424294144][bookmark: _Toc424294847][bookmark: _Toc425892474][bookmark: _Toc425893427][bookmark: _Toc479172019]Significance of the Study
[bookmark: _Toc388723948]The findings of the study will help Coca Cola Kwanza (T) Ltd and other private companies and the general public to become aware of the areas in which Coca Cola’s CSR activities are focused, that are the beneficiaries of such CSR activities and the effectiveness of Coca Cola’s CSR activities in solving social problems, and suggest measures to be taken to improve their effectiveness. In addition, the findings will enable Coca Cola Kwanza (T) Ltd and other private companies to come up with new and more effective ideas of implementing CSR activities, focus on key areas of  people’s lives that need immediate attention, identify beneficiaries who are in genuine need of assistance and serve as a stimulant and stepping stone for future researchers.

1.7 [bookmark: _Toc413642132][bookmark: _Toc424294145][bookmark: _Toc424294848][bookmark: _Toc425892475][bookmark: _Toc425893428][bookmark: _Toc479172020] Scope of the Study
The study will cover the activities related to Coca Cola Kwanza (T) Ltd corporate social responsibilities within Dar es Salaam region. Specifically this study will cover the following scope: Literature review, development of data collection instruments, data collection, data entry and analysis, data interpretations, draft report, presentation of draft report and production of final report.
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[bookmark: _Toc388723953][bookmark: _Toc479172023][bookmark: _Toc413642134][bookmark: _Toc424294148][bookmark: _Toc424294851][bookmark: _Toc425892478][bookmark: _Toc425893431]2.1 Introduction
This chapter provides a summary of theoretical and empirical literature reviewed by the researcher during the study. It covers the theory underpinning the CSR, concepts of the CSR, empirical studies done by others on CSR, literature gap and conceptual framework of the CSR.

[bookmark: _Toc388723956][bookmark: _Toc413642137][bookmark: _Toc424294149][bookmark: _Toc424294852][bookmark: _Toc425892479][bookmark: _Toc425893432][bookmark: _Toc479172024]2.2 Theoretical Literature Review
[bookmark: _Toc388723954][bookmark: _Toc413642135][bookmark: _Toc424294150][bookmark: _Toc424294853][bookmark: _Toc425892480][bookmark: _Toc425893433][bookmark: _Toc479172025]2.2.1 Definition of Corporate Social Responsibility
There are number of definitions of CSR as given by various sources. CSR is what an organization does to contribute to the social, economic, political or educational development of the community where it is located, but which it is not compelled to do by any law (Ademosu, 2008). The social responsibility of business encompasses the economic, legal, ethical, and discretionary expectations that society has of organizations at a given point in time (Archie, 2009) CSR is a means of analyzing the inter-dependent relationships that exist between businesses and economic systems, and the communities within which they are based. 

A key indicator to determine the true worth and value of modern organizations is their ability to give back to the society part of their income through some mutually beneficial initiatives (Nkanbra and Okorite, 2007); these initiatives are encapsulated in the concept of CSR. CSR is a means of discussing the extent of any obligations a business has to its immediate society; a way of proposing policy ideas on how those obligations can be met (Nkanbra and Okorite, 2007).
[bookmark: _Toc388723955][bookmark: _Toc413642136][bookmark: _Toc424294151][bookmark: _Toc424294854][bookmark: _Toc425892481][bookmark: _Toc425893434][bookmark: _Toc479172026]2.3 History of Corporate Social Responsibility
[bookmark: _Toc424294152][bookmark: _Toc424294855][bookmark: _Toc425892482][bookmark: _Toc425893435][bookmark: _Toc479172027]2.3.1 Worldwide Perception
The needs and desires of society could best be met by the unfettered interaction of individuals and organizations in the marketplace (Friedman, 2006). This notion was coupled with greater concern of the needs of the community which later changed due to Industrial Revolution. Industrial revolution resulted into individuals accumulating more wealth for the expense of others. This concept was cemented by the philosophy of Charles Darwin “Social Darwinism” in nineteen century who believed on survival for the fittest. Individuals believed in and practiced a philosophy that came to be called "Social Darwinism". 

Noyer, (2003), this type of philosophy justified strategies and did not allow for much concern about the community, or the larger society. The social Darwinism could not survive longer since human being is social being. Organizational performance depends on individual motivation and commitment. Therefore between 1900 and 1960 the business world began to accept additional responsibilities other than making a profit and obeying the law.

[bookmark: _Toc424294153][bookmark: _Toc424294856][bookmark: _Toc425892483][bookmark: _Toc425893436][bookmark: _Toc479172028]2.3.2 Tanzanian Perception
For a number of years, the concept of corporate social responsibility was strange to many organisations, as the overriding emphasis was profit and nothing else. As at the time in question, company’s management never bordered about the customer or the environment within which business is being operated, and that created a lot of problems for the various institutions (Nyasingo, 2007). This has been so due to the fact that customers had little or no option, as the number of companies were relatively small. Moreover, the literacy level and consciousness of the company customers was quite low and so many things were taken for granted. Indeed times have changed a great deal and awareness about companies corporate social responsibility has continued to grow steadily ever since (Nyasingo, 2007).

[bookmark: _Toc388723957][bookmark: _Toc413642138][bookmark: _Toc424294154][bookmark: _Toc424294857][bookmark: _Toc425892484][bookmark: _Toc425893437][bookmark: _Toc479172029]2.4 Theories Underpinning Corporate Social Responsibility
2.4.1 [bookmark: _Toc424294155][bookmark: _Toc424294858][bookmark: _Toc425892485][bookmark: _Toc425893438][bookmark: _Toc479172030]Stewardship Theory
The Stewardship Theory basically follows religious teaching. The theory asserts that wealthier individuals and business entities recognizes themselves as steward or care taker of the community wealthy. They just hold the properties in trust for the whole society. The principle requires the business to use the wealthy it posses in the only use that the society deem appropriate and legitimate (Carnegie, 1900). This theory originated from communal mode of production or command economy where the government is controlling major resources of production of land, capital, labour, entrepreneurship and technology. The advent of free market economy where companies are after profit maximization very few organisations are considered with communities’ welfare, since CSR is treated as a cost centre that consumes part of the profit. In practice CSR initiatives should be treated as an investment because they are the ones to create a pool of potential customers and motivates internal customers (employees). 

2.4.2 [bookmark: _Toc424294156][bookmark: _Toc424294859][bookmark: _Toc425892486][bookmark: _Toc425893439][bookmark: _Toc479172031]Milton Friedman Theory
In his views, Milton Friedman believes that business organizations have one and only one social responsibility to use its resources and engage in activities designed to increase profit. He further argues that business organization needs to ensure it maximizes its wealth creation objective by using all its energy and resources as long as it operates within the required norms and do not break the laws of the day (Friedman, 1983).

In the legal sense therefore, the corporation has no special moral or social obligations. The basis of Friedman’s argument is an unguarded acceptance of the values of hard core free market economic system. Such values include individual free choice and rights, especially the right to own property and to a free use of that private good (Friedman, 1983). A business's social responsibility lies in making profit has shown a controversial point of view in modern business. Some people believe in Friedman's ideas while others do not. Is it possible that Friedman can be both right and wrong? In business, there are different situations that require different perspectives and methods of approach. Where organisations are working in a competitive environment where customers are free to choose the organisation to trade with the role of CSR cannot be underestimated. On the other hand employees are loyal to their organisation where the organisation has CSR programs that look after their social economic needs.

2.5 [bookmark: _Toc388723959][bookmark: _Toc413642139][bookmark: _Toc424294157][bookmark: _Toc424294860][bookmark: _Toc425892487][bookmark: _Toc425893440][bookmark: _Toc479172032]Elements of CSR
CSR has four elements namely; social obstruction, social obligation, social response and social contribution which are mentioned above. It is usual that making goods and services available to make profit is the minimum degree of social responsibility followed by legally compelled obligations. These two parts are generally performed by every business organization (Khan, 2000). According to Khan (2000), the elements of the social responsibility include investment in community outreach, employee’s relation, creation and maintenance of employment, environmental stewardship and financial performance. According to this, CSR should take into consideration three main areas. These are society, the economy of a country and the environment. a corporation which is socially responsible should perform its activities in such a way as to cover these three areas.

2.5.1 [bookmark: _Toc388723960][bookmark: _Toc413642140][bookmark: _Toc424294158][bookmark: _Toc424294861][bookmark: _Toc425892488][bookmark: _Toc425893441][bookmark: _Toc479172033]Drivers of CSR
Under the banner of CSR, many companies have taken voluntary steps to improve their responsiveness to the concerns of the communities in which they operate by incorporating CSR into their business models and adopted codes of conduct regarding CSR practices. These companies spend considerable sums on philanthropic efforts, such as building schools and hospitals (Graddfland, 2002).

2.5.2 [bookmark: _Toc388723961][bookmark: _Toc413642141][bookmark: _Toc424294159][bookmark: _Toc424294862][bookmark: _Toc425892489][bookmark: _Toc425893442][bookmark: _Toc479172034]Approaches to CSR
2.5.2.1 [bookmark: _Toc424294160][bookmark: _Toc424294863][bookmark: _Toc425892490][bookmark: _Toc425893443][bookmark: _Toc479172035]Voluntary and Regulatory Approaches
To define CSR is that whether it engages the approach of voluntary initiatives or whether it is simply seen as compliance to regulation in the different areas covering to the society & to the environment. According to the Friedman, CSR relates to obeying the law and generating as much money as possible for the shareholders (Milton Friedman, 1962). A voluntary approach will be productive to the organization since it will be concerned to the needs of society hence affecting communities’ perception.

2.5.3 [bookmark: _Toc388723962][bookmark: _Toc413642142][bookmark: _Toc424294161][bookmark: _Toc424294864][bookmark: _Toc425892491][bookmark: _Toc425893444][bookmark: _Toc479172036]Categories of Responsibilities in CSR
2.5.3.1 [bookmark: _Toc424294162][bookmark: _Toc424294865][bookmark: _Toc425892492][bookmark: _Toc425893445][bookmark: _Toc479172037] Responsibilities to Employees
Employees are the members of the society, so to be responsible to the employee is the responsibility to the society. An organization’s first responsibility is to provide jobs to employee, keeping people employed and letting them have time to enjoy the fruits of their labor is the finest thing business can do for society. Enron is a company which violated this responsibility (Gitman, 2005).

2.5.3.2 [bookmark: _Toc424294163][bookmark: _Toc424294866][bookmark: _Toc425892493][bookmark: _Toc425893446][bookmark: _Toc479172038]CSR Responsibilities to Customers
All the efforts of an organization go to its customers. A central theme of today’s business is that a business must satisfy its customers to be successful. A firm must deliver what it promises (Gitman, 2005). It must also be honest and forthright with its clients. If the customers are unsatisfied then the fundamental theme of the business will fall in vain. So corporations should not run after only profit, it should also satisfy its customers.

2.5.3.3 [bookmark: _Toc424294164][bookmark: _Toc424294867][bookmark: _Toc425892494][bookmark: _Toc425893447][bookmark: _Toc479172039]Responsibility to the National Economy
Economic responsibility is the bed rock of all responsibilities and the foundation of all CSR, which if not achieved other responsibility will not be attained. This responsibility emphasizes the reason for business establishment. According to Carroll (2009), a business first responsibility is to an economic institution, that is, it should be an institution whose orientation is to identify customers’ needs and provide these needs with a view of making profit (p, 42).

2.5.4 [bookmark: _Toc388723963][bookmark: _Toc413642143][bookmark: _Toc424294165][bookmark: _Toc424294868][bookmark: _Toc425892495][bookmark: _Toc425893448][bookmark: _Toc479172040]Benefits of CSR to Organizations
Well managed CSR supports the business objectives of the particular corporation. It helps to build relationship with key stake holders whose opinion will be most valuable when times are very hard. There are many reasons of corporate social responsibility to be essential. In a word, it can be said that to perform CSR activities or to be concerned about CSR is the reality of the present time. Actually it is the demand of situation (Skinner and Ivancevich, 1992).

There are some external and internal reasons behind this. There is a direct correlation between the economic result and company image of CSR policy. A socially responsible firm makes deliberate, regular efforts to increase its positive impacts on society while reducing its negative impacts. In the past, operation of business was limited to a certain area or to a group of customers (Skinner and Ivancevich, 1992).

2.5.4.1 [bookmark: _Toc424294166][bookmark: _Toc424294869][bookmark: _Toc425892496][bookmark: _Toc425893449][bookmark: _Toc479172041]CSR Enhances Competitiveness
This is the most influential factor to form CSR policy or to involve in CSR activities. Environmentalism creates some special challenges for global marketers (Kotler and Armstrong 2006). Now an organization faces a hypercompetitive market where it is very tough to operate. Many forces make the market hypercompetitive. So to get competitive advantage or to be differentiated, it (CSR) is very useful and effective tool (Kotler and Armstrong 2006)

2.5.4.2 [bookmark: _Toc424294167][bookmark: _Toc424294870][bookmark: _Toc425892497][bookmark: _Toc425893450][bookmark: _Toc479172042]CSR Enhances Brand Image
Corporate social responsibility plays a vital role to build customer loyalty based on distinguished ethical values. So CSR program makes the organization different from competitors. Brand image helps in increasing sales which contributes to profit (Sullivan, 2002).

2.5.4.3 [bookmark: _Toc424294168][bookmark: _Toc424294871][bookmark: _Toc425892498][bookmark: _Toc425893451][bookmark: _Toc479172043]CSR Enhances Public Relations
CSR plays a significant role in building and maintaining public relation. Corporations are increasingly becoming motivated to be socially responsible because their stakeholders expect that corporations understand and address social and community issues that are relevant to them. CSR activities help them to have good relationship with public. This certainly increases the social image and status of the organization (Weihrich and Koontz, 1994).

2.5.4.4 [bookmark: _Toc424294169][bookmark: _Toc424294872][bookmark: _Toc425892499][bookmark: _Toc425893452][bookmark: _Toc479172044]CSR is a Promotional Tool
Business firms run their promotional activities through different ways. Some of them are more effective for their own benefits while other ways benefit at some extent to the society. CSR is the only way which benefits the business firm and the society. CSR acts as a very effective tool to run promotional activities. CSR activities are published through annual report and different media which make the organization well known as compared to the competitors it faces (Paula, 2009).

2.6 [bookmark: _Toc388723964][bookmark: _Toc413642144][bookmark: _Toc424294170][bookmark: _Toc424294873][bookmark: _Toc425892500][bookmark: _Toc425893453][bookmark: _Toc479172045]Empirical Literature Review
If a company socially responsible, it means, that all its units are also operating responsibly. In order to sustain harmony between the CSR-strategies of the units, it is better to develop a single CSR strategy which is company’s operating strategy as well. A well-planned CSR strategy influences consumers and the society in general to have a positive and favorable outlook on the company (Westlund, 2008). In order for a company to build a favorable image, it is not enough to act responsibility, it is also important to communicate the responsibility, what the company feels for society. As part of CSR activity, management has to share openly the company’s social actions with both employees and customers. The company and employees should also dedicate time and energy implementing projects that benefit the community (Hundes, 2008).
According to a study conducted by (Green 2007) in South Africa, 84% of consumers have better opinion about a brand which they can link to some kind of social involvement, and 74% of them think that they would prefer to buy socially responsible product. 66% of customers said they would change brand if they found out that the company they buy products from does not have a good reputation (p, 87).

According to Lawrence (2002), the greater the CSR association perceived by consumers, the more positively a company is evaluated by consumers, and the greater the company’s identity attractiveness for consumers; the more likely consumers are to be loyal to the company’s products, and thus the greater the likelihood of the company realizing profits from it’s business operations. CSR can be an asset that provides all these needs for the employees. Socially responsible companies have better abilities to attract, motivate and keep the best employees. CSR is also a good asset of group-building. For instance, Vodacom frequently sends out its employees to collect garbage from the street, visit orphanages, paint school classrooms or visit patients in hospitals (Lawrence, 2002).

These are the problems that private companies have been addressing through their CSR activities. A study conducted by REPOA (2008) in Tanzania found out that CSR is favorably perceived by the society. 89% of respondents who were asked to give their opinions on how they perceive the role played by CSR in the society replied that CSR is perceived to play a positive role by the society (p, 23). Corporations have become increasingly supportive of social causes through Public Private Partnerships (PPP) initiatives which aim at contributing to the development of the nation by giving back to the society. The study by REPOA (2008) identified creating a positive perception among members of the society as one of the motives for companies to continuously support social causes. The research further elaborated how Corporate Social Responsibility has become another way of reminding their customers to keep buying their products and services.

Another study conducted by Kamau (2009) revealed that Kenyan companies spend a large percentage of CSR budget on causes which are not directly beneficial to the welfare of the society especially those in need of urgent help. Data collected during the study showed that sports and entertainment are allocated majority of the budget for CSR at 69% compared to what is allocated for education projects. The research results show that 71% of the amount is targeted for youths aged 19-39 years, compared to 18% of the total amount which is targeted towards people aged 0-18 years and 11% of budget allocated towards older people aged 40 years or above. This shows that the youth are the major beneficiaries of CSR support from Kenyan companies (Kamau, 2009).

Also data shows that companies’ CSR support is directed to sports and entertainment (65%), education (24%) and health care (11%). Compared to the needs of the society, especially vulnerable members of the society, these data shows that there is a mis-match in allocation of resources as much CSR effort by companies is directed towards entertaining instead of solving problems of the society (Kamau, 2009). Furthermore, an analytical comparison of the data collected on the needs of the society showed that areas of priority which Kenyan companies directs CSR activities show that there is a mis-match between what the society needs and what companies focus their CSR activities on, and this contributes to reducing the impact and effectiveness of CSR activities (Kamau, 2009). In his study, Marcus (2008) analyzed the findings of 13 most significant studies available on this subject. Marcus found out that a definite correlation exists between higher profits and more responsible corporate behavior. Seven of the studies revealed a positive relationship between financial performance and social responsibility, while only 2 showed the opposite.

The study also found that ethical behavior pays and in most cases, irresponsible or unethical behavior is costly. Much evidence indicates that a wrong decision by a company can have extreme impacts on the bottom line as well as the ability of that company to markets its products and services in future. The fact ethical behavior creates fatter profits is proven not only by surveys but also by countless (Marcus, 2008). Luo and Bhattacharya (2006) conducted a study on impact of CSR on stakeholders’ attitudes towards businesses and found a negative relationship with performance because of the cost involved to invest in Corporate Social Responsibility. The study also found that Corporate Social Responsibility practices on stakeholder’s attitudes and behaviors towards an organization, though it remains poorly developed (p, 22). 

In survey conducted by the conference board, executives reported that volunteer programs improved employee productivity and morale, fostered teamwork and built skills. Another survey indicates that 84% of managers believed that achieving a responsible image in the community is important for employee morale (Business Ethics, 1997). Moving on the same track a study conducted by Cropanzano et al. (2001) demonstrates that employee attitudes and behaviors are heavily influenced by fairness of organizational actions towards them. Redington (2005) with the help of twelve case studies, while underlining the HR professionals’ key role in managing the changes required for CSR activities to succeed, stated that employees are the most neglected though most important stakeholder of the organization for conducting CSR activities and having a good reputation socially implies that a company’s behavior is acceptable. 

Rupp et al. (2006) accentuated that CSR plays a role about fostering positive social relationships between organizations and communities. They highlighted that employees will turn to CSR to assess the extent to which their organization values such relationships and so high levels of CSR can meet employees’ need for belongingness with the organization and the society. A survey conducted by Sirota Survey Intelligence (2007) affirmed that employees who are satisfied with their organization’s commitment to social and environmental responsibilities are likely to be more positive, more engaged and more productive than those working for less responsible employers and when employees are positive about their organizations’ CSR commitment, their engagement rises to 86 per cent (p, 73).

On the other hand, when employees are negative about their employer’s CSR activities, only 37 per cent are highly engaged. Similarly, Murray (2008) on the basis of survey stated that more than one-third of respondents pointed that working for a caring and responsible employer was more important than the salary they earned and nearly half would turn away from an employer that lacked good CSR policies. However Fenwick and Bierema (2008) has pointed that HR department, which has the potential to play a significant role in developing CSR activities within the organization, found to be marginally involved or interested in CSR. Mehta (2003), in a survey, found that of management workforce have been less likely to be involved in developing and implementing a policy on business responsibility towards society.

There are large variations conducted by companies and businesses in the understanding of CSR in the head office and the local plant or sales office of an organization (Young, 2006). The perceptions of workers and management also differ about whether an organization is complying with such regulations as related to labor or working conditions (Mehta, 2003). Agarwal (2007) stated that with the adoption of HR policies, such as, periodic review of employee performance, adequate training for the workforce and career advancement norms for its personnel, creating motivation, and commitment in the workforce the organization can reap the full business benefits and become successful to the great satisfaction of all its stakeholders.

Emphasizing upon such dimensions Krishnan and Balachandran (2004) pointed out the role of HRM in incorporating responsible practices within an organization. It is due to the lack of involvement of employees and failure to embed the socially responsible values into the organizational culture that many CSR initiatives inevitably fail and they just become an exercise in public relations.

The above verdicts of different researchers at different points of time entail that no doubt they have underscored the role of employee involvement through HR in various socially responsible initiatives of organization. But they have paid little attention on this aspect that how the internalization of CSR culture can happen with the initiatives of HR department of organization.

Masoud and Lauwo (2006) conducted a study aimed at understanding stakeholder view of CSR in state owned and privatized forms in Tanzania specification they wanted to test under formulated by Carroll in 1991 and 1995 on the ranking of CSR components and philanthropic the importance and community carrel pyramid model which ranks the CSR components in priority. The study posed questions as to where the results can differ if studies were done in a developing countries like Tanzania for both state and private firms while relationship between stakeholder wondered and salient and the components of CSR was found to be signification between employee private as well as more state owned forms conferment that shareholders are more concerned (Masoud and Lauwo, 2006).  

2.7 [bookmark: _Toc388723965][bookmark: _Toc413642145][bookmark: _Toc424294171][bookmark: _Toc424294874][bookmark: _Toc425892501][bookmark: _Toc425893454][bookmark: _Toc479172046]Research Gap
From the literature reviewed above, the researcher concludes that more studies have been conducted on the influence of CSR initiatives on the public perception to involved companies abroad but few studies have been conducted on the influence of CSR activities in Tanzania. In regard with Coca Cola Kwanza (T) Ltd nothing has been documented on the perception of the public on CSR initiatives. Moreover studies have clearly indicated the importance of CSR but have not shown how companies involve themselves in CSR initiatives. There are differing assumptions on the role of CSR and how they are implemented. Some say Coca Cola CSRs have no impact on the livelihood of the community and others say CSRs initiatives are centered to external customers (community) with less emphasis to internal customers (employees) affairs.  As a result, there is a knowledge gap that needs to be addressed, and that is the main objective of this study.

2.8 [bookmark: _Toc388723966][bookmark: _Toc413642146][bookmark: _Toc424294172][bookmark: _Toc424294875][bookmark: _Toc425892502][bookmark: _Toc425893455][bookmark: _Toc479172047] Conceptual Framework
A conceptual framework is an analytical tool with several variations and contexts. It is used to make conceptual distinctions and organize ideas. Strong conceptual frameworks capture something real and do this in a way that is easy to remember and apply.  Conceptual frameworks (theoretical frameworks) are a type of intermediate theory that attempt to connect to all aspects of inquiry (e.g., problem definition, purpose, literature review, methodology, data collection and analysis). Conceptual frameworks can act like maps that give coherence to empirical inquiry. Because conceptual frameworks are potentially so close to empirical inquiry, they take different forms depending upon the research question or problem. The conceptual framework has been clearly indicated using the Figure 2.1.
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[bookmark: _Toc424294173][bookmark: _Toc425893456][bookmark: _Toc479172048]Figure 2.1: A Conceptual Model for CSR
Source: Developed by Researcher, Judith George, (2015)
In this study the conceptual framework highlights the relationship between Corporate Social Responsibilities Initiatives and Public perception of Coca Cola Kwanza (T) Ltd. 
[bookmark: _Toc388723967][bookmark: _Toc413642147][bookmark: _Toc424294174][bookmark: _Toc424294877][bookmark: _Toc425892504][bookmark: _Toc425893457][bookmark: _Toc479172049]
CHAPTER THREE
[bookmark: _Toc334443397][bookmark: _Toc334444291][bookmark: _Toc334444541][bookmark: _Toc334792517][bookmark: _Toc388722875][bookmark: _Toc388723968][bookmark: _Toc413642148][bookmark: _Toc424294175][bookmark: _Toc424294878][bookmark: _Toc425892505][bookmark: _Toc425893458][bookmark: _Toc479172050]3.0 RESEARCH METHODOLOGY
[bookmark: _Toc388723969][bookmark: _Toc479172051][bookmark: _Toc334443398][bookmark: _Toc334444292][bookmark: _Toc334444542][bookmark: _Toc334792518][bookmark: _Toc413642149][bookmark: _Toc424294176][bookmark: _Toc424294879][bookmark: _Toc425892506][bookmark: _Toc425893459]3.1 Introduction
This section describes how the research methods were employed.  The chapter provides explanations on the following areas: Area where the study was conducted, research design and research approaches to be employed during the study, population, sample and sampling procedures, data collection methods and how data collected were analyzed.

[bookmark: _Toc388722876][bookmark: _Toc388723970][bookmark: _Toc413642150][bookmark: _Toc424294177][bookmark: _Toc424294880][bookmark: _Toc425892507][bookmark: _Toc425893460][bookmark: _Toc479172052]3.2 Research Design
A research design is a plan of action for collecting data, organizing and analyzing it with the objective of combining the relevance of the research with the economy in procedure (Kothari, 1997 and Bailey, 1994).  For the purpose of this study.

[bookmark: _Toc334443399][bookmark: _Toc334444293][bookmark: _Toc334444543][bookmark: _Toc334792519][bookmark: _Toc388722877][bookmark: _Toc388723971][bookmark: _Toc413642151][bookmark: _Toc424294178][bookmark: _Toc424294881][bookmark: _Toc425892508][bookmark: _Toc425893461][bookmark: _Toc479172053]3.3 Area of Study
The research was conducted in Coca Cola Kwanza (T), Dar es Salaam. The choice of the area was influenced by availability of data and shortage of financial resources.

[bookmark: _Toc334443400][bookmark: _Toc334444294][bookmark: _Toc334444544][bookmark: _Toc334792520][bookmark: _Toc388722878][bookmark: _Toc388723972][bookmark: _Toc479172054][bookmark: _Toc413642152][bookmark: _Toc424294179][bookmark: _Toc424294882][bookmark: _Toc425892509][bookmark: _Toc425893462]3.4 Study Population 
[bookmark: _Toc334443401][bookmark: _Toc334444295][bookmark: _Toc334444545][bookmark: _Toc334792521]The sum total of the units of analysis is called the population or universe (Bailey, 1987:81). A large population cannot be studied in its entirety for reasons of size, time, cost or inaccessibility (Ahuja, 2001:157). In the same way, the researcher used the sample in this research due to the constraints of time and other resources. The population for this study included all 800 employees working for Coca Cola Kwanza (T). The selection of these people was based on the fact that they had some experience and practice in one way or another in CSR.

[bookmark: _Toc388722879][bookmark: _Toc388723973][bookmark: _Toc413642153][bookmark: _Toc424294180][bookmark: _Toc424294883][bookmark: _Toc425892510][bookmark: _Toc425893463][bookmark: _Toc479172055]3.5 Sample Size and Sampling Procedure
[bookmark: _Toc388723974][bookmark: _Toc413642154][bookmark: _Toc424294181][bookmark: _Toc424294884][bookmark: _Toc425892511][bookmark: _Toc425893464][bookmark: _Toc479172056]3.5.1 Sample Size
The study expected to employ 89 respondents from respective population available. The sample was obtained using Kothari’s (2007) formula as indicated below.
       n =        N
                1 + N (e) 2   
Where by 
           n = Sample size
           N = Targeted population
            e = Level of confidence i.e. 10%
      n =      800
1 + 800 (0.1)2
      n = 800  
  9
            n = 89 

However the response rate dropped to 38 respondents. This was due to a number of employees being pre-occupied by a number of undertakings hence delaying to feel the questionnaire. As an alternative to questionnaire the researcher tried to request for personal interview with employees and that also was not possible to ordinary employees, while other employees went further by asking money to feel the questionnaire. 
[bookmark: _Toc424294182][bookmark: _Toc424294885][bookmark: _Toc425892512][bookmark: _Toc425893465][bookmark: _Toc479172057]Table 3.1: Distribution of Sample
	S/N
	Departments/Sections
	Population
	Sample size

	1
	Distribution/Logistics Department:
	Procurement
	36
	4

	
	
	Stores
	55
	2

	
	
	Distribution
	109
	9

	2
	Accounts Department
	21
	2

	
	Public Affairs and Communication
	3
	3

	3
	Administration
	Chief Executive Officer
	01
	01

	
	
	Human Resource
	6
	3

	4
	Marketing
	400
	10

	5
	Production
	169
	4

	
	Total
	800
	38


Source: Developed by the Researcher, 2015

[bookmark: _Toc424294183][bookmark: _Toc424294886][bookmark: _Toc425892513][bookmark: _Toc425893466][bookmark: _Toc479172058]3.5.2 Sampling Techniques
A simple random sampling, stratified sampling, and purposive sampling techniques were used to select the sample size among the respondents and stakeholders. 

[bookmark: _Toc424294184][bookmark: _Toc424294887][bookmark: _Toc425892514][bookmark: _Toc425893467][bookmark: _Toc479172059]3.5.3 Simple Random Sampling
Simple random sampling is a probability whereby all members in the population have equal chance of being selected to form a sample. In this case probability selection of the study was made where by each staff had an equal chance of being selected to form a sample. Using simple random sampling made the researcher to select the sample at random from the sampling frame without replacement (Krishimaswami, 2002:148-152). Employees in the study were selected using simple random sampling technique. 

3.5.2 [bookmark: _Toc424294185][bookmark: _Toc424294888][bookmark: _Toc425892515][bookmark: _Toc425893468][bookmark: _Toc479172060]Purposive Sampling
This is where the researcher targets a group of people believed to be typical or average or a group of people specially picked for some unique purpose. The researcher never knows if the sample is representative of the population, and this method is largely limited to exploratory research. (Babbie, 1992).  Ndunguru (2004) and Kothari (2000) argue that purposive sampling is considered as representatives of the population for the case study research. Thus the study purposely selected Heads of Departments who are directly involved in CSR at Coca Cola Kwanza.  Heads of departments were selected purposively because, by virtue of their positions in their respective organizations/institutions, had right information being sought about CSR initiatives. 

3.5.3 [bookmark: _Toc424294186][bookmark: _Toc424294889][bookmark: _Toc425892516][bookmark: _Toc425893469][bookmark: _Toc479172061]Stratified Sampling Technique
Stratified sampling is the process of getting sample by dividing the population into a series of relevant strata means that the sample is likely to be representative as the researcher can ensure that each of the strata is represented proportionally within the sample (Saunders et.al 2012). The strata that were included in this sample are; Procurement, Stores, Distribution, Accounts and Finance Department, Administration, Human Resource, Marketing and production and operations department.

3.6 [bookmark: _Toc424294187][bookmark: _Toc424294890][bookmark: _Toc425892517][bookmark: _Toc425893470][bookmark: _Toc479172062]Research Instruments
In collecting relevant data the researcher used relevant instruments and methods for data collection such as:- 

3.6.2 [bookmark: _Toc424294188][bookmark: _Toc424294891][bookmark: _Toc425892518][bookmark: _Toc425893471][bookmark: _Toc479172063] Self-Administered Questionnaire
Questionnaire is the systematic design questions for the purpose of collecting data from a respondent. Is a set of questions that are usually sent to the respondents to answer at their own convenient time and returned back the field questionnaire to the researcher (Mugenda, 1999). Randomly sampling was applied to obtain the information from respondents. A structured questionnaire (Appendix 1) was used to collect data relevant to the study.  To ensure reliability and validity of data the questionnaire was pretested before the actual study took place. Kidder (1981) argues that the use of questionnaire is of advantage because of economy, limiting interviewer’s bias and the possibility of anonymity. The respondents of questionnaire were selected randomly from the population of employees. Every member of the sample was given a questionnaire to be filled with exception of Managerial cadre.

3.6.3 [bookmark: _Toc424294189][bookmark: _Toc424294892][bookmark: _Toc425892519][bookmark: _Toc425893472][bookmark: _Toc479172064] Interview Guide
An interview is a scheduled set of questions administered through oral or verbal communication in face to face relationship between the interviewer and interviewee (Devie 1997). For the purpose of collecting well-detailed information unstructured interview schedule was used. This is because an interview  was essential for understanding data obtained through quantitative methods (Kothari,2002) also Leedy (1994:196) argues that face to face interviews have the advantage of enabling the researcher to establish rapport with the participants and gain their cooperation. 

The research technique involved verbal questioning in collecting data and was administered through person to person contact. By the use of the said instrument of data collection, information from key informants (such as the officials from the company) was sought. In order to avoid some inconveniences the researcher made an appointment to each client in advance. The respondents of interview were selected purposive for Head of departments, because they are the key players in CSR.
3.6.4 [bookmark: _Toc424294190][bookmark: _Toc424294893][bookmark: _Toc425892520][bookmark: _Toc425893473][bookmark: _Toc479172065]Secondary Data Collection
Documents refer to an official paper or a book that gives information about something or that can be used as evidence or proof of something (Oxford Advanced Learners Dictionary, 2000:390). Company reports were used in order to obtain secondary data; Secondary data were collected through documentary review including minutes and newspapers. 

3.7 [bookmark: _Toc424294191][bookmark: _Toc424294894][bookmark: _Toc425892521][bookmark: _Toc425893474][bookmark: _Toc479172066]Data Analysis Methods
Data analysis consists examining, categorizing, tabulating, testing or otherwise combining both quantitative and qualitative data to address the initial propositions of the study (Yin, 2003).  Descriptive statistical methods were employed in this study. Frequency distribution tables, graphs and charts were prepared to summarize the data.  For categorical variables cross - tabulations were prepared.  Simple indices such as mean and standard deviation were used. The analysis was done by the use of Statistical Package for Social Sciences (SPSS) software. SPSS was used to analyze closed ended questions whereby for open ended questions Content analysis was used. 

3.8 [bookmark: _Toc424294192][bookmark: _Toc424294895][bookmark: _Toc425892522][bookmark: _Toc425893475][bookmark: _Toc479172067]Ethical Issue
The study was conducted in accordance with the ethics requirements and the rights of individuals as stipulated in the Constitution of the United Republic of Tanzania. Under no circumstances the researcher entertained the intrusion of respondents without requesting the prior approval from them.
3.8.2 [bookmark: _Toc424294194][bookmark: _Toc424294897][bookmark: _Toc425892524][bookmark: _Toc425893477][bookmark: _Toc479172068]Reliability and Validity data
Reliability defined as the extent to which results are consistent overtime ((Saunders, Lewis & Thornhill, 2012). Reliability has to do with accuracy and precision of measurement procedures. The reliability of data was measured by making sure that respondents taken are the ones knowledgeable with Corporate Social Responsibility. In order to ensure data reliability the study used the Cronbach`s an alpha test was 0.05 to examine the data for reliability. Reliability coefficients quantify the consistency among the multiple measurement on a scale from 0 to 1, in which  0 represent errors and 1 represent error free  Webb NM (2006). 

Validity implies applicability and usefulness of the data obtained through such reliable design and all the way to conclusive findings (Kothari, 2007).  Pilot study was done to test whether the tools are truly measuring what they intended to measure (Kothari 2007). Reliability of the tool was made by piloting the questionnaires before a comprehensive exercise of data collection to see if the tool can give consistent response from different respondents. 
[bookmark: _Toc424294196][bookmark: _Toc424294899][bookmark: _Toc425893479][bookmark: _Toc479172069][bookmark: _Toc388723986]
CHAPTER FOUR
[bookmark: _Toc424294197][bookmark: _Toc424294900][bookmark: _Toc425892527][bookmark: _Toc425893480][bookmark: _Toc479172070]4.0 RESULTS PRESENTATION AND DISCUSSION OF THE FINDINGS
[bookmark: _Toc479172071][bookmark: _Toc424294198][bookmark: _Toc424294901][bookmark: _Toc425892528][bookmark: _Toc425893481]4.1 Introduction 
This Chapter analyses and presents the research findings about centralized the influence of Corporate Social Responsibility of employees’ perception of Coca Cola Kwanza (T). The study had three specific objectives namely; to determine the initiatives played by Coca Cola Kwanza towards the development of society, to examine the communities’ expectations on Coca Cola Kwanza CSR programs and to find out how Coca Cola Kwanza CSR programs are perceived by the community. 

[bookmark: _Toc424294199][bookmark: _Toc424294902][bookmark: _Toc425892529][bookmark: _Toc425893482][bookmark: _Toc479172072]4.2 Overview of the Coca Cola Company
The Coca-Cola Company (TCCC) is the largest beverage company in the world, serving 1.7 billion consumers a day in more than 200 countries. The production and distribution of Coca-Cola follows a franchising model in which TCCC provides a syrup concentrate to its bottling partners who then manufacture package, distribute, and sell products for local consumption. Boasting the world’s largest distribution system, the TCCC system is renowned for its ability to make Coca-Cola products available in even the most remote locations.

TCCC established its first bottling plant in Tanzania in 1952. Currently, TCCC has three Tanzanian bottling partners [Coca-Cola Kwanza (CCK), Nyanza Bottling Co. Ltd., and Bonite Bottlers Limited], among which Coca-Cola Kwanza have played an instrumental role as TCCC’s local partners in the current supply chain initiative. "Whatever has to do with improvement of the Tanzania community it also touches improvement of, and welfare of our company." - Manager, Coca-Cola Kwanza
TCCC served as the lead investor and private sector champion of the project. The true value of the Coca-Cola contribution came from leveraging their convening power and sharing the core business expertise that has resulted in one of the farthest reaching supply chains in the world. As a show of its commitment to the partnership, two members of TCCC’s International Government Relations and Public Affairs team dedicated a proportion of their time to assist in moving the project forward, including engaging the local bottling system. In addition to many in-kind contributions, TCCC contributed more than $350,000 to the project and secured participation from Yale’s Global Health Leadership Institute to lead an analysis of key learning’s from the partnership experience. 

[bookmark: _Toc479172073][bookmark: _Toc424294200][bookmark: _Toc424294903][bookmark: _Toc425892530][bookmark: _Toc425893483]4.3 Corporate Social Responsibility and Employees Perception of Coca Cola Kwanza
Corporate Social Responsibility is concerned with what is-or should be the relationship between global corporations, governments and individual citizens. More locally it is concerned with the relationship between corporation and the local society in which it resides and operates. In other words it is the relationship between a corporation and its stakeholders (Crowther & Aras, 2010). 

Coca Cola Kwanza (CCK) is considering itself as a social entity that provides support to stakeholders on voluntary basis. CCK stakeholders include both internal and external. Internal stakeholders comprise of employees, managers and board of trustees while external stakeholders include suppliers, government and social and economic groups and individual citizens. CCK is aware that their operations have an effect not just to itself but also upon the external environment within which it operates. In recognition of the impact of its operation to external environment it has established some initiatives as its responsiveness to stakeholders. To mention some include; CCK do sponsor Copa Coca Cola football competition for the whole country and other social events in Tanzania. 

By sponsoring football clubs the Company believes in gaining a share of heart in the society hence brand positioning of the company. CCK hopes by engaging in corporate social responsibility helps to build and sustaining the two teams. CCK accomplishes this by providing kits for teams, match gear, casual and training. On top of this, CCK uses their resource to support football clubs to build the brand loyalty. CCK Public Affairs and Communication Manager is the one who deals with social responsibility. According to Public Relations and Communication Manager of CCK, the company has been involving itself in contribution to disasters, supporting needy people in the community, creating awareness to public on social issues, supporting sporting activities, and education support to bright school children.  If you compare the figure in the income statement and the expenses they incur on supporting the community are of so minimal.  

The aim of this study was to know whether there is any correlation between corporate social responsibility initiatives and public perception of the Company in offering CSR. To arrive at conclusion the study had three specific objectives namely; determination of the initiatives played by CCK towards the development of society, determination of employees’  expectations on CCK’s CSR programs and finding out how CCK’s  CSR programs are perceived by the community. The discussions of the said specific objectives have been indicated under here below.
4.4 [bookmark: _Toc424294201][bookmark: _Toc424294904][bookmark: _Toc425892531][bookmark: _Toc425893484][bookmark: _Toc479172074]Characteristics of Respondents
4.4.1 [bookmark: _Toc424294202][bookmark: _Toc424294905][bookmark: _Toc425892532][bookmark: _Toc425893485][bookmark: _Toc479172075]Sex of Respondents
Gender sensitive is a global issue under discussion in every working environment today. From the questionnaire distributed to employees it was revealed that 89% of employees were male and 11% were female. If we examine the results critically we find that CCK is gender insensitive. This might be due to nature of tasks of CCK and communities’ perception on alcoholic drinks. 

Most of jobs require night shifts that make it difficult for women to accommodate the situation since they are expected to take of their families especially in the late hours in the evening. Moreover the researcher was interested in knowing the sex of respondents for the sake of understanding if there are any statistical significance difference in expectations and perception between male respondents and female respondents. The table 4.1 below shows the sex of respondents as appeared from the field. 

[bookmark: _Toc424294203][bookmark: _Toc424294906][bookmark: _Toc425892533][bookmark: _Toc425893486][bookmark: _Toc479172076]Table 4.1: Sex of Respondents
	Sex of Respondents
	Frequency
	Percent

	Male
	34
	89

	 Female
	4
	11

	  Total
	38
	100


Source: researcher, 2017
                                                                                           


[bookmark: _Toc425893487][bookmark: _Toc479172077]Figure 4.1: Gender of the Respondent
Source: researcher, 2017

Based on the findings it is clearly indicated that the organisation (CCK) is composed of many men as compared to women. As the results has shown only (4) 11% were female respondents, (34) 89% were male. This type of sample is likely to affect the results to large extent since female respondents have different expectations as compared to male respondents. Moreover the research has revealed that the mean expectations on CSR initiatives to improve employees’ welfare for women were found to be 3.9 while that of male was 3.2. The mean perception of female respondents on CSR initiatives was 2.4 while that of male was 3.0. Therefore the level of satisfaction is higher to men than that of women. This might be caused by the specific needs that women do address as opposed to those of men.
 
4.4.2 [bookmark: _Toc424294204][bookmark: _Toc424294908][bookmark: _Toc425892535][bookmark: _Toc425893488][bookmark: _Toc479172078]Educational Background of Respondents
Good performance of any working environment requires proper and possibly relevant credentials in the field. The researcher wanted to find out the level of education of the personnel recruited for the post they undertake. It was also necessary for the study to determine the educational levels of the respondents as that could determine what whether there are any significant difference in expectations and perception between those with high education and those with medium and low education. The findings revealed that the organization had employees of different educational qualifications. The distribution of respondents based on education was as follows; certificate level were 4 making 11% diploma level were 5 making 13%, 29 making 76% had bachelor degree . Table 4.2 below presents the data of educational background of respondents: 

[bookmark: _Toc424294205][bookmark: _Toc424294909][bookmark: _Toc425892536][bookmark: _Toc425893489][bookmark: _Toc479172079]Table 4.2: Education Level of Respondents
	Education level
	Frequency
	Percent

	Certificate
	4
	11

	Diploma
	5
	13

	Degree
	29
	76

	 Total
	38
	100


Source: researcher, 2017


[bookmark: _Toc425893490][bookmark: _Toc479172080]Figure 4.2: Education level of the Respondent
Source: researcher, 2017
The distribution above indicate that the organisation is characterized by majority with bachelor degree (29), followed by diploma holders (5) and (4) certificate holders (table 4.2). Since the majority of respondents are bachelor degree holders it is obvious that the responses were almost similar among respondents.

4.4.3 [bookmark: _Toc424294206][bookmark: _Toc424294911][bookmark: _Toc425892538][bookmark: _Toc425893491][bookmark: _Toc479172081]Initiatives Played by CCK Towards Improving Society’s Welfare
[bookmark: _Toc364980304]In order to know corporate social responsibility initiatives, the researcher created open ended question administered to employees and interviews were administered to employees of different departments. The initiatives have been presented according to the score it received from respondents. The results in Table 4.3 show how employees and Head of Departments identified some CSR initiatives at CCK. The frequencies and percentages for each initiative identified are given. These have been multiple response questions hence each item is scored independently at 100%.

[bookmark: _Toc424291446][bookmark: _Toc424294207][bookmark: _Toc424294912][bookmark: _Toc425892539][bookmark: _Toc425893492][bookmark: _Toc479172082]Table 4.3: Corporate Social Responsibilities at CCK  
	Variable
	Responses
	Frequency
	Percentage %

	CSR initiatives identified by employees



	Contribution to disasters
	35
	92

	
	Sports and games 
	38
	100

	
	Supporting people in needy
	37
	97

	
	Education Support 
	26
	68

	
	Employees welfare
	18
	47

	
	Total Number of Respondents
	38
	


Source: Research Findings, 2015

The above findings reveal the CSR initiatives are ranked by employees. The results show that all 38 employees (100%) do agree that CCK is very active in supporting sports and games, 37 (97%) of employees agree to the fact that CCK supports people in needy, 35 (92%) say CCK contributes to disaster mitigation, 26 (68%) say CCK supports education and 18 (47%) agree that CCK improves employees welfare. 
The findings reveal that employees consider sports and games to receive high priority followed by supporting people in needy, disaster mitigation, education support and lastly were employees’ welfare. When one observes critically on the employees responses she/he will note that employees are not satisfied on the way the company deals with employees’ welfare. For sustainability of CSR initiatives, the involvement of all stakeholders mentioned earlier is of paramount important. If employees will perceive as neglected in the whole program then, they will be bad ambassadors hence distortion of the company’s public image.

Moreover the company was observed to sponsor football clubs with less emphasis on other games like netball, basketball, volleyball and other related games. This has led a community to believe that CCK CSR initiatives are a bit biased to football clubs. The community is in expectations of seeing CCK sponsoring all kinds of sports.

4.5 [bookmark: _Toc424294208][bookmark: _Toc424294913][bookmark: _Toc425892540][bookmark: _Toc425893493][bookmark: _Toc479172083]Determination of Employees’ Expectations on CCK’s CSR Programs
Employees have expectations for their careers and the organisation for which they work.  Engaged, committed, high-performing teams are created by matching organization expectations and opportunities with employee skills, talents, and expectations. To match employee needs with organisation expectations, one must uncover the different motivations, strengths, and preferences of each employee. By conducting confidential, individual employee work expectations assessments, one can gauge where to begin individually, and collectively as an organization. 

These assessments will identify a clear starting point that will provide a springboard to decision-making at CCK for the various CSR programs. To know employees’ expectations the researcher composed a number of variables to be ranked by employees by showing their true perception on how an aspect is important. The following aspects were measured; health protection, environmental protection, interest in improving social life, attention to consumer safety, satisfactory recommendation, fair pricing, honest to customers, reduce unemployment and contribution to economic development of the country. The results for the mentioned aspects are presented below.

4.5.1 [bookmark: _Toc479172084]Health Promotion
Health promotion is the process of enabling people to increase control over their health and its determinants, and thereby improve their health". The primary means of health promotion occur through developing healthy public policy that addresses the prerequisites of health such as income, housing, food security, employment, and quality working conditions (WHO, 2005). CCK advocates itself to be a champion in health promotion to Tanzanian community. This being the case the researcher developed a question to be ranked by employees on how CCK is expected to associate itself in health promotion and the following were the outcomes; 98% of respondents thought to be very import or important. This implies that employees are expecting CCK to promote health by 97.4% thus leaving 2.6% of respondents who were indifferent that is to say they neither disagreed nor agreed. 

[bookmark: _Toc424294209][bookmark: _Toc424294914][bookmark: _Toc425892541][bookmark: _Toc425893494][bookmark: _Toc479172085]Table 4.4: Employees’ Expectations on Health Promotion
	Responses
	Frequency
	Percent

	neither disagree nor agree
	1
	2.6

	Agree
	9
	23.7

	strongly agree
	28
	73.7

	   Total
	38
	100.0


Source: researcher, 2017

[bookmark: _Toc425893495][bookmark: _Toc479172086]Figure 4.3: Expect CCK to Protect the Health of the Customers

Moreover the findings have revealed a mean different in expectations between male and female respondents. Female respondents have shown higher expectations on health promotion (mean of 3.7) as compared to male who have shown a mean of 3.6. Comparing the two means we find the difference of 0.1 which is greater than the significance level (α= 0.05). Therefore the difference is statistically significant. This implies that women are more vulnerable to health and hygienic problems due to their biological make-up thus demand more health care than men. 

4.5.2 [bookmark: _Toc479172087]Environmental Protection 
Coca cola Kwanza has been observed to involve itself in water management programs. Moreover Coca Cola Kwanza believes that water is a public good of very high value in all its competing uses, and requires that careful conservation and sustainable utilization be ensured. Deliberate efforts are, therefore, needed towards protection and sustaining the resource and to ensure that it is used efficiently and effectively for the benefit of the present and future generation. Moreover Coca Cola Kwanza believes that a company that implements an environmental management system is able to meet the requirements from the environmental law maintain good community relations and enhanced public image, as well as fostering development through the sharing of environmental solutions.

CCK has set itself as a role model for a company that puts environmental concerns on top of its agenda. This indicates that the Company is keen enough on aspect of environmental protection. A good example on how CCK involves itself in Wami-Ruvu and Pangani basin management which is very crucial for the life of Tanzania. However when the researcher asked how employees assign the importance of environmental protection the following were the outcomes; 55% of respondents either agreed or strongly agreed (see table 4.4), 37% neither disagree nor agree and 8% strongly disagreed. Based on these findings it is clearly indicated that employees are not much concerned with environmental protection. For them much consideration on environmental protection does not motivate them much to perform their duties.
[bookmark: _Toc424294210][bookmark: _Toc424294916][bookmark: _Toc425892543][bookmark: _Toc425893496]
[bookmark: _Toc479172088]Table 4.5: Employees’ Expectations on Environmental Protection                                     
	Responses
	Frequency
	Percent

	Strongly disagree
	3
	7.9

	Neither disagree nor agree
	14
	36.8

	Agree
	11
	28.9

	Strongly agree
	10
	26.3

	Total
	38
	100.0


Source: researcher, 2017



[bookmark: _Toc425893497][bookmark: _Toc479172089]Figure 4.4: Expect CCK not to Pollute the Environment With Their Operations 

When looking differences among respondents it was revealed that female respondents had higher expectations than male. The statistical mean of female respondents was 2.9 while that of male was observed to be 2.7 thus making a mean difference of 0.2 which is greater than significant level. This difference is statistically significant. This calls to the fact that women are more responsive to environmental protection than men and when droughts arise women are more vulnerable than men. 

On the other hand the researcher was interested to know whether there are statistical differences in expectations between respondents with different levels of education. Again this revealed that people with higher education have higher expectations than those with low level of education. The results indicate that respondents with certificate level of education have a mean of 2.0, diploma 3.0, Bachelor Degree 2.7 and Master Degree had a mean of 4.0. This indicates that the more you learn the more you expect things to look better.
4.5.3 [bookmark: _Toc479172090]Interest in Improving Social Life 
According to Kaiza (2015) CCK is very responsive to improved community life. This is cemented by his speech of July 22, 2014 to journalist that 70% of CCK CSR initiatives are directed to improved social life with a special concern to water projects. He further insisted that CCK has started a project of support to education, support to people in needy.  Again the researcher wanted to know whether this was a community need or it was a wish of CCK to offer that assistance. When respondents were asked on this the following were the outcomes; 82% of respondents either agree or strongly agree to the fact that CCK should build an interest to improved social life, while 16% neither agree or disagree to the fact that CCK should build an interest to improved social life of the community. The results can be further depicted by the Table 4.5.

[bookmark: _Toc424294211][bookmark: _Toc424294917][bookmark: _Toc425892544][bookmark: _Toc425893498][bookmark: _Toc479172091]Table 4.6: Employees Expectations on Improved Social Life
	Responses
	Frequency
	Percent
	Valid Percent

	neither disagree  nor agree
	6
	15.8
	15.8

	Agree
	2
	5.3
	5.3

	strongly agree
	29
	76.3
	76.3

	Missing System
	1
	2.6
	2.6

	Total
	38
	100.0
	100.0


Source: researcher, 2017

To add the findings revealed male respondents have higher expectations than female respondents (statistical mean of 5.1 and 3.3 respectively). It was also observed that respondents with certificate, bachelor degree and master degree level of education had higher expectations than diploma holders. The reasons for such differences in expectations are still unknown thus calling for further research on why such differences exist.

[bookmark: _Toc425893499][bookmark: _Toc479172092]Figure 4.5: Expect CCK to Build an Interest in Improving Social Life


4.5.4 [bookmark: _Toc479172093]Attention to Consumers’ Safety
The Coca Cola Kwanza (CCK) is claimed to be very concerned to work hard to improve its working environment for its employee and customers and as a result it scoops an international award for its safety, health and environmental risk management at workplace organized yearly by a South African firm (Kaiza, 2014). Kaiza (2015), has further been quoted saying that CCK is continuing to work hard to improve the working environment for its employees and customers. He added saying the year 2012 the company won the occupational health award sponsored by the government of Tanzania.

This statement touched the researcher to the extent of knowing what employees expected of these CSR initiatives played by the company. The responses to the question were as follows; 97% of respondents either agree or strongly agreed (see table 4.6) to the fact that CCK should pay attention to employees and consumers safety, 3% neither agreed nor disagreed to the fact.
[bookmark: _Toc424294212][bookmark: _Toc424294918][bookmark: _Toc425892545][bookmark: _Toc425893500][bookmark: _Toc479172094]Table 4.7: Employees Expectations on Safety
	Responses
	Frequency
	Percent

	neither disagree nor agree
	1
	2.6

	Agree
	8
	21.1

	strongly agree
	29
	76.3

	Total
	38
	100.0


Source: researcher, 2017


[bookmark: _Toc425893501][bookmark: _Toc479172095]Figure 4.6: Expect CCK to Pay Attention to Consumer Safety

When the researcher analyzed to detect the differences among groups of respondents it was revealed that male respondents had higher expectations than female respondents (mean of 3.7) while female respondents had a statistical mean of 3.6. These means were compared to know whether the difference is statistically significant. Since the significance level was 0.05 the difference (0.1) was greater than the significant level hence the differences were significant. 

Moreover there is growing concern among consumers, public health professionals and government agencies about the health problems associated with obesity. In addition, some researchers, health advocates and dietary guidelines are suggesting that consumption of sugar-sweetened beverages, including those sweetened with HFCS or other nutritive sweeteners, is a primary cause of increased obesity rates and are encouraging consumers to reduce or eliminate consumption of such products. 

Increasing public concern about obesity; possible new or increased taxes on sugar-sweetened beverages by government entities to reduce consumption or to raise revenue; additional governmental regulations concerning the marketing, labeling, packaging or sale of sugar-sweetened beverages; and negative publicity resulting from actual or threatened legal actions against CCK or other companies in beverage  industry relating to the marketing, labeling or sale of sugar-sweetened beverages may reduce demand for or increase the cost of CCK sugar-sweetened beverages, which could adversely affect CCK profitability.

In response to this response community consciousness on health related issues it has been observed that CCK is keen in reducing amount of sugar to its products. The community has witnessed the invention of new product by the name of Coke Zero which is sugar less and it is widely accepted among Tanzanians who seem to be affected by obesity.

4.5.5 [bookmark: _Toc479172096]Satisfactory Compensation to Employees     
In this study satisfactory compensation refers to wages, salaries, overtime payments, bonuses, commissions and any other financial rewards paid to employees in return for the work they perform for their employers. Sometimes it is referred to as pay. When the researcher asked employees on whether satisfactory compensation could be a major aspect of CSR the following were the responses. 79% of respondents strongly agreed, 18% agreed and 3% strongly disagreed. These results can be further depicted using Table 4.7 and Figure 4.7.

[bookmark: _Toc424294213][bookmark: _Toc424294919][bookmark: _Toc425892546][bookmark: _Toc425893502][bookmark: _Toc479172097]Table 4.8: Employees Expectations on Satisfactory 
	Responses
	Frequency
	Percent

	strongly disagree
	1
	3.0

	Agree
	7
	18.0

	strongly agree
	30
	79.0

	Total
	38
	100.0


Source: researcher, 2017

                                                                                

[bookmark: _Toc425893503][bookmark: _Toc479172098]Figure 4.7: Expect CCK to Recompense Satisfactory Their Employees

Based on findings it was also observed differences in expectations among categories of respondents.  Female respondents showed higher expectation on this aspect (mean of 7.4) while male respondents showed a mean of 3.8. The difference among male and female is very significant since it is above the significance level. Apart from the fact that female respondents had higher expectations than male, it was further revealed that respondents with diploma level of education had higher expectations (mean 9.0) than other categories like certificate (mean 4.0) and bachelor degree (mean 3.8).

4.5.6 [bookmark: _Toc479172099]Fair Pricing
The annual report (2014) of CCK’s marketing manager indicates that CCK is currently trading at a deep discount compared to its competitor PEPSI at 57%. The marketing manager was further quoted saying that without CCK discounting their products the current price of one bottle of Coke of 350mils could range between Tshs. 700 and Tshs. 1000. When the researcher asked respondents to rate whether fair pricing is part of CSR the following were the results; 3% respondents strongly agreed, 49% agreed, 43% neither agreed nor disagreed and 5% strongly disagreed. Based on these findings it is clearly indicated that pricing CCK’s products is not much considered as part of CSR initiatives (see Table 4.8).

[bookmark: _Toc424294214][bookmark: _Toc424294921][bookmark: _Toc425892547][bookmark: _Toc425893504][bookmark: _Toc479172100]Table 4.9: Employees’ Respondents on Pricing 
	Responses
	Frequency
	Percent
	Valid Percent

	strongly disagree
	2
	5.3
	5.4

	neither disagree nor agree
	16
	42.1
	43.2

	Agree
	18
	47.4
	48.6

	strongly agree
	1
	2.6
	2.7

	Total
	37
	97.4
	100.0

	Missing System
	1
	2.6
	

	Total
	38
	100.0
	


Source: researcher, 2017

It was the researcher’s interest to know if there are differences in expectations on whether price is an important aspect among male and female. After computation of data it was revealed that male respondents had higher expectation of 2.5 mean while female respondents had lower expectations of 2.2. This makes a difference of 0.3 which is very significant when compared to the set significant level of 0.05. This proves the allegation that male drink more than women. Men seem to be expecting CCK not to overprice their products since they major consumers of the product compared to women. This might be the reason to why male respondents had higher expectations as compared to female.
                                                                                                   

[bookmark: _Toc425893505][bookmark: _Toc479172101]Figure 4.8: Employees Expectations on Pricing


4.5.7 [bookmark: _Toc479172102]CCK Efforts to Reduce Unemployment
Unemployment is the percentage of the civilian labour force that is without jobs but that is actively looking for work (Miller, 1995). Unemployment can reduce living standards, disrupt families and take from an individual his or her feeling of self respect. As a result maintaining a low unemployment rate is one of the major goals in stabilizing the economy. It was the researcher’s expectations to see that among CCK’s CSR initiatives is reducing unemployment rate in Tanzania. When the researcher asked respondents on whether reduction of unemployment rate was their major concern, all respondents (100%) agreed to the fact that CCK CSR initiatives should consider it as a critical aspect.
This has been so due to the fact that all respondents were employees of CCK. Therefore the results indicate that employees appreciate the fact that CCK has offered them with employment opportunities.

4.5.8 [bookmark: _Toc424294215][bookmark: _Toc424294923][bookmark: _Toc425892549][bookmark: _Toc425893506][bookmark: _Toc479172103] Employees’ Perception on CSR Initiatives
Perception is the process by which people translate sensory impressions into a coherent and unified view of the world around them. Although  perception is necessarily based on incomplete and unverified (or unreliable) information, perception is equated with reality for most practical purposes and guides human behavior in general. To know employees’ perception the researcher used the same criteria used in measuring employees’ expectations. These are Health promotion, CCK and unemployment, Fair pricing, satisfactory compensation to employees, Attention to consumers’ safety, Interest in improving social life and Environmental protection. The findings on these aspects are presented.

4.5.9 [bookmark: _Toc479172104]Health Promotion
The government of Tanzania enacted a National Health Policy in 2003 catering the following specific objectives; Access to quality primary health care for all, access to quality reproductive health service for all individuals of appropriate ages, reduction in infant and maternal mortality rates by three quarters of current levels, universal access to clean and safe water,  and improved life expectancy. In line with the National Health Policy, CCK has established a number of projects including water projects, distribution of mosquito nets in secondary schools, construction of improved latrines in schools. Since these programs are designed by the management the researcher thought of asking employees to give their true feeling on how health programs are offered by CCK. The following were the results. 79% either agreed or strongly agreed to the fact that CCK is fully engaged in health protection, 18.4% neither agreed nor disagreed while 2.6% strongly disagreed to the fact. If we compare with what employees expected on health promotion it is clearly revealed that the perception is less by (79-98= -19) 19%. 

[bookmark: _Toc424294216][bookmark: _Toc424294924][bookmark: _Toc425892550][bookmark: _Toc425893507][bookmark: _Toc479172105]Table 4.10: Employees Perception on Health Programs
	Response
	Frequency
	Percent

	strongly disagree
	1
	2.6

	neither disagree nor agree
	7
	18.4

	Agree
	15
	39.5

	strongly disagree
	15
	39.5

	Total
	38
	100.0


Source: researcher, 2017


[bookmark: _Toc425893508][bookmark: _Toc479172106]Figure 4.9: Employees Perception on Health Protection

Moreover it was further revealed that there were differences in perception between male and female respondents. Male respondents view CCK doing far better in Health protection (Mean of 3.2) while female respondents perceive CCK to do less in health matters (mean of 2.9). The mean difference among male and female is 0.3 which is statistically significant when compared to significance level of 0.05. These results reveal that women needs more care in health related issues than men. Therefore the organisation is required to put more efforts on hygienic issues to women working environment.

4.5.10 [bookmark: _Toc479172107]CCK and Unemployment
CCK is advocating being a company that provides employment opportunities on merit basis. For Dar es Salaam office alone it has more than 800 employees leaving other zonal offices. Provision of employment opportunities to the community is treated as one of the initiatives of CSR. When the researcher asked respondents whether CCK offers employment opportunities on merit basis, 100% of respondents were in agreement to the fact. This implies that employees are satisfied with recruitment and selection procedures at CCK and employees consider it as part of Corporate Social Responsibility. When compared to employees expectations it was observed that the difference was (100-100) 0, meaning that employees are satisfied with this aspect. In addition to direct employment In addition, CCK contracts out all noncore activities to private companies, thereby creating employment.

4.5.11 [bookmark: _Toc479172108]  Fair Pricing 
When the researcher asked respondents to show their true feelings on how they perceive the pricing strategies at CCK the following were the results; 58% of respondents neither agreed nor disagreed (table 4.10) and 42% either agreed or strongly agreed. It should be noted that Price can be set to maximize profitability for each unit sold or from the market overall. It can be used to defend an existing market from new entrants, to increase market share within a market or to enter a new market. Businesses may benefit from lowering or raising prices, depending on the needs and behaviors of customers and clients in the particular market. Finding the right pricing strategy is an important element in running a successful business. CCK products price have been raising from time to time thus affecting employees’ perception on pricing strategies. This has been evidenced by the results indicated above where 58% of respondents did not agree that CCK uses pricing strategies as part of CSR initiatives. 
 
	[bookmark: _Toc424294217][bookmark: _Toc424294926][bookmark: _Toc425892552][bookmark: _Toc425893509]Responses
	Frequency
	Percent

	neither disagree nor agree
	22
	57.9

	Agree
	11
	28.9

	strongly agree

	5
	13.2

	Total
	38
	100.0


[bookmark: _Toc479172109]Table 4.11: Employees Perception on Pricing 
Source: researcher, 2017

                

[bookmark: _Toc425893510][bookmark: _Toc479172110]Figure 4.10: Employees Perception on Pricing
 
While male respondents had a mean of 2.5 female respondents had a mean of 2.6. This indicates a mean difference of 0.1 which is greater than alpha level of 0.05. The differences can be explained by looking at consumer behavior. It has been experiential that female are price sensitive than male. This being the case it is very easy for them to detect the difference in any price change since they are the budget holders in most of the families. However when compared to expectations the difference is not significant. Employees saw pricing strategy as important by 52% and they have perceived the same by 42%. The difference is not big, hence researcher argues that this aspect is not much important to influence the public perception of the company.

4.5.12 [bookmark: _Toc479172111]Satisfactory Compensation to Employees
 In modern working environment it is no wonder to see vacancy announcement that states that “Attractive package will be offered to successful candidate”. This implies that people are moving from one organization to another looking for better paying jobs. Therefore good remuneration is treated as a CSR initiative. When the research asked respondents to show their true feelings on satisfactory compensation, they responded as follows; 71% of respondents agreed while 29% neither agreed nor disagreed.

[bookmark: _Toc424294218][bookmark: _Toc424294928][bookmark: _Toc425892554][bookmark: _Toc425893511][bookmark: _Toc479172112]Table 4.12: Employee Perception on Satisfactory Compensation
	Responses
	Frequency
	Percent

	Neither disagree nor agree
	11
	28.9

	Agree
	1
	2.6

	strongly agree
	26
	68.4

	Total
	38
	100.0


Source: researcher, 2017

[bookmark: _Toc425893512][bookmark: _Toc479172113]Figure 4.11: Employees Perception on Satisfactory Compensation
 
When the researcher analysed data among categories (male and female) it was revealed that male felt far better (mean of 3.4) as compared to women with mean of 3.2. Comparing the mean we get the mean difference of 0.2 which is greater than the alpha level of 0.05, thus the difference is statistically significant. From these findings it seems men are well compensated than women. This might be due to the fact that men do offer extra working hours thus demanding overtime pay than women who immediately rush to attend their families after the normal working hours.

4.5.13 [bookmark: _Toc479172114]Attention to Employees
The Occupation Health and Safety Act (2003) of Tanzania section 24-50 provide instructions on safety issues. In line with this the CCK claims to adhere to National provisions including the provisions of OSHA, 2003. When the researcher asked respondents on the extent to which CCK adheres to these provisions as part of CSR initiatives, 55.3 % agreed (See table 4.12) that CCK pays attention to employees/consumers safety while 44.7% strongly agreed to the fact. This implies CCK is very keen in ensuring that employees are safe.

[bookmark: _Toc424294219][bookmark: _Toc424294930][bookmark: _Toc425892556][bookmark: _Toc425893513][bookmark: _Toc479172115]Table 4.13: Employees Perception on Safety
	Responses
	Frequency
	Percent

	Agree
	21
	55.3

	strongly agree
	17
	44.7

	Total
	38
	100.0


Source: researcher, 2017


[bookmark: _Toc425893514][bookmark: _Toc479172116]Figure 4.12: Employees Perception on Safety

4.5.14 [bookmark: _Toc479172117]CCK and Economic Development
Michael Todaro (1995) defines economic development as an increase in living standards, improvement in self-esteem needs and freedom from oppression as well as a greater choice. The most accurate method of measuring development is the Human Development Index which takes into account the literacy rates & life expectancy which affects productivity and could lead to Economic Growth. It also leads to the creation of more opportunities in the sectors of education, healthcare, employment and the conservation of the environment. It implies an increase in the per capita income of every citizen. Economic growth is the expansion of the economy to produce more goods, jobs and wealth. The researcher was interested in knowing the perception on whether CCK improves economic development 100% of respondents agreed to the fact. This implies that CCK attracts qualified employees, improved social life and contributes to National Gross Domestic Product (NGDP) through payment of taxes. This makes employees to see it as the organisation of their choice.

4.6 [bookmark: _Toc424294220][bookmark: _Toc424294931][bookmark: _Toc425892557][bookmark: _Toc425893515][bookmark: _Toc479172118]Conclusion to Chapter Four
Findings suggest that, employees had their expectations on CSR at CCK. The most critical aspects that was sought to be very important included:- reduction of unemployment rate (100%) health promotion (98%), employees and consumers safety (97%), improving social and economic life (82%), satisfactory compensation (79%), environmental protection (55%) and fair pricing (52%). Moreover employees perception on the same aspects were as follows; reduction of unemployment rate (100%) and Health promotion (79%), Employees and consumers safety (100%), improving social and economic life (100%), satisfactory compensation (71%), environmental protection (26%) and fair pricing (42%).

Based on the findings above we can merge expectations and perceptions to detect whether employees are satisfied on not, hence knowing how the organization is perceived and what aspects needs more attention. To know the level of satisfaction the researcher used Parasuraman (2008) principle, that states as follows; 
Satisfaction = Perception – Expectation
Where the result is 0 or positive then employees are satisfied while negative results indicate dissatisfaction level.
[bookmark: _Toc424294221][bookmark: _Toc424294932][bookmark: _Toc425892558][bookmark: _Toc425893516][bookmark: _Toc479172119]Table 4.14:  Employees’ Satisfaction on CSR Initiatives
	S/N
	Item
	Perception
	Expectation
	Satisfaction

	1
	Reduction of unemployment rate 
	100%
	100%
	0

	2
	Health promotion 
	79%
	98%
	-19

	3
	Employees and consumers safety 
	100%
	100%
	0

	4
	Improving social and economic life 
	100%
	100%
	0

	5
	Satisfactory compensation 
	71%
	79%
	-8

	6
	Environmental protection 
	26%
	55%
	-29

	7
	Fair pricing 
	42%
	52%
	-10


Source: Research Findings, 2015

The Table (4.13) above indicates that employees are satisfied with three aspects of Reduction of unemployment rate, Employees and consumers safety and Improving social and economic life. Employees perception on these aspects were equal to employees expectations hence satisfaction. Moreover aspects of environmental protection and fair pricing are not considered as much important to influence the public perception. 

4.7 [bookmark: _Toc479172120]Discussion of the Findings 
When this study is compared to Westland (2008), it is evident that CSR at Coca cola cannot be sustained since employees consider themselves as neglected. Employees of Coca Cola see CSR as a tool to satisfy external customers and not internal customers (employees).  This is contrary to what Westland (2008) argues that a well planned CSR must have a positive and favorable outlook on the company.  CSR needs to be communicated to both internal and external customers that employees dedicate time and energy to these initiatives.
Moreover the study at hand reveals that CSR initiatives seem to concentrate on promotion side while leaving aside the community welfare. This again is contrary to Green (2007) who emphasizes on consumers involvement while planning for CSR. The current study indicates that consumers are not involved in planning for CSR initiatives. This is evidenced through employees’ response where they argued not to be consulted in planning for CSR. On the other hand the community is just given a project of which the company things can bring value to their business.

Based on the findings on table 4.13 it is clearly indicated that employees had higher expectations than what they perceived. The findings show that employees are not satisfied with the way the company promotes consumers’ health (-19%), environmental protection (-29%), satisfactory competition (-8%), and fair pricing (-10%). This means that CCK needs to work more on promoting health of consumers. This trend can be seen where a big number of people currently are avoiding consumption of Coca Cola products for the reasons that they are made of materials that considered as hazardous to their health.  The study findings are contrary to Green (2007) who argues that for a long term survival of a business CSR must look after the people and the community as well as the environment.  

CCK needs to reconcile and align demands, needs, interests and values of employees, customers, suppliers, communities, shareholders, the environment and the society at large. CCK’s track record in terms of CSR accounting will be effective when appropriate CSR measures are included in its internal as well as supply chain activates.
[bookmark: _Toc424294222][bookmark: _Toc424294933][bookmark: _Toc425892559][bookmark: _Toc425893517][bookmark: _Toc479172121]CHAPTER FIVE
[bookmark: _Toc424294223][bookmark: _Toc424294934][bookmark: _Toc425892560][bookmark: _Toc425893518][bookmark: _Toc479172122]5.0 CONCLUSION AND RECOMMENDATION
[bookmark: _Toc424294224][bookmark: _Toc424294935][bookmark: _Toc425892561][bookmark: _Toc425893519][bookmark: _Toc479172123]5.1 Introduction
This chapter presents conclusion and recommendations based on study findings, analysis and discussion. The study had three specific objectives namely; to determine the initiatives played by CCK towards the development of society, to examine the communities’ expectations on CCK’s CSR programs and to find out how CCK CSR programs are perceived by the employees. The chapter is concluded by brief summary and recommendations.

[bookmark: _Toc479172124][bookmark: _Toc424294225][bookmark: _Toc424294936][bookmark: _Toc425892562][bookmark: _Toc425893520]5.2 Summary of Findings
The primary purpose of the study was to examine if there is any correlation between corporate social responsibility initiatives and employees perception of the company in offering CSR. Various statistical techniques used to analyze data derived from objectives of study. Research questions and interview guide were answered. The study findings show that employees are not satisfied the way company promotes consumers health 19%, environmental protection 29%, satisfactory competition 8% and fair pricing 10%. On the other hand, the findings revealed that 89% of employees respondents were male and in addition, 76% of employees respondents had bachelor degree. 

[bookmark: _Toc479172125]The following are the summary of the research findings from the research objectives;

[bookmark: _Toc479172126]5.2.1 Initiatives Played by CCK Towards the Society
The research findings have revealed the CSR initiatives that receive more emphasis include; Water Programs, Sports and games, Rural Health Care, Environmental protection and Employees welfare. The above findings were obtained using questionnaire where respondents mentioned the initiatives and the initiatives were analysed using content analysis. When these aspects were ranked by respondents in priorities the following were the outcomes; Sports and games (95.5%), health promotion (93.2%), water programs (68.2%), environmental protection (61.4%) and employees welfare (54.5%).

[bookmark: _Toc479172127]5.2.2 Employees’ Expectations on CCK CSR Initiatives
To get employees expectations the researcher administered a questionnaire with aspects to be measured. Data were analysed using statistical package for social sciences (SPSS) specifically frequency distribution. Employees ranked the following according to what they thought they were important; Reduction of unemployment rate (100%), Health promotion (98%), Employees and consumers safety (100%), Improving social and economic life (100%), satisfactory compensation (79%), Environmental protection (55%), and Fair pricing (52%).

It should be noted that employees have their expectations on how the company should behave. They believe that if the company would prioritize the ranked initiatives the way they expect the company should avoid some long term potential loss. If CCK needs to accomplish its goals it has to adhere to customers, employees, consumers and suppliers expectations.

Managers need to behave as a socially responsible managers and how to solve problems related to the community. In Tanzania there are some laws that enforce companies to be socially responsive. However to be socially responsive one must be more than simply law abiding who has to be capable of acting and being held accountable for decisions and actions. It is important to note that CSR initiatives and managerial behavior should be directed to stakeholders’ expectations. It is important to note that even if CSR programs are not stipulated in writing, they are social contract between a company, society, employees, government, consumers and suppliers. Moreover the findings revealed that CCK was observed to perform well in aspects of provision of employment opportunities (100%), employees’ welfare (100%) and employees and consumers welfare (100%). Other aspects were negatively perceived (that is to say employees were not satisfied with them).

[bookmark: _Toc479172128]5.2.3 Employees’ Perception on CSR Initiatives
To know employees perception the researcher administered a questionnaire to employees and data were analysed using Statistical Package for Social Sciences (SPSS). Aspects that have been identified to receive more emphasis include; Reduction of unemployment rate, Employees and consumers safety and improving social and economic life. Employees are satisfied with this and are ranked 100% excellent. However employees were not satisfied with satisfactory compensation (8%), Environmental protection (29%), Fair pricing (10%) and Health promotion (19%).

5.2 [bookmark: _Toc479172129]Conclusion
The main objective of this study was to determine the perception of the employees on Corporate Social Responsibility of the Coca cola Kwanza Company. Specifically the study identify the initiatives played by Coca cola Kwanza towards the development of society, examine the communities` expectations on Coca cola`s CSR programs and to find out how Coca cola`s CSR programs are perceived by the community. Primary data for the study was obtained through structured questionnaires to explain the main objective. 

Data were analyzed using various statistical techniques: Statistical Package for Social Sciences (SPSS) was used to analyze closed ended questions and content analysis was used for open ended questions. The study findings revealed that two dimensions of the levels of Corporate Social Responsibility have positive and significant effect on employees` perception in the Coca cola Kwanza. Furthermore, the findings revealed that gender and education level of the respondents have impact on employees CSR involvement level.  

When CSR is done correctly, CCK has enormous potential to affect change in their communities and the environment by investing in CSR initiatives. Research findings point out that CSR matters to employees’ job performance and public perception of the company. If employees perceive the company positively they will advocate the same to the public hence good reputation of the company to the community. The Company’s management need to be aware of what pay-offs they can expect to get from an investment in CSR, and it should be noted that a participative style in CSR investment is needed if sustainability is required. Managers who stay aware of CSR and the implications for their organizations will be able to make the most informed decisions.

In this study the researcher attempted to answer a question of how CSR initiatives at CCK are perceived by the employees. The study has determined aspects that receive more attention and those that do not. Conclusions have been given basing on these three specific objectives. 

5.3 [bookmark: _Toc424294226][bookmark: _Toc424294937][bookmark: _Toc425892563][bookmark: _Toc425893521][bookmark: _Toc479172130]Recommendations 
It is an undeniable fact that in recent times many organizations have come to the realization of the importance of CSR in influencing the public perception. In order to reap the full benefits of CSR initiatives CCK should ensure that the following are instituted at the work place. 

Identification of stakeholders:  CCK must identify its stakeholders and describe its relationship with each individual group.

Engagement of stakeholders: CCK must demonstrate inclusive engagement of stakeholders on issues of significant concern to them. The organization should demonstrate that an appropriate approach has been used to enable stakeholders to express their views and opinions.

Evaluation of stakeholders’ expectations: The organization shall evaluate the expectations of its stakeholders. The evaluation shall cover the aspects of the ‘Triple Bottom Line’ – economic, environmental and social. Records of the evaluation of stakeholders’ expectations should be maintained.

Evaluation of the impacts of the organization: The organization shall evaluate social and environmental impacts of its activities, products and services that the organization can control and influence. Records of that evaluation shall be maintained and shall include, but not necessarily be restricted to, the following areas: financial health,  corporate governance and business ethics,  workplace health and safety, human rights issues,  individual supply chains and the overall supply web, business partners and communications.

5.4 [bookmark: _Toc364980310][bookmark: _Toc424294227][bookmark: _Toc424294938][bookmark: _Toc425892564][bookmark: _Toc425893522][bookmark: _Toc479172131]Area for Further Study
The researcher recommends the future researchers to commit their efforts towards the following areas;
i. The effect of CSR initiatives on employees performance
ii. The impact of CSR initiatives  on employees turnover
iii. The impact of CSR on public perception of the company- non- employees perspectives

5.5 [bookmark: _Toc364980311][bookmark: _Toc424294228][bookmark: _Toc424294939][bookmark: _Toc425892565][bookmark: _Toc425893523][bookmark: _Toc479172132] Contribution to Knowledge
The findings and analysis of this study show that CSR initiatives are well perceived by employees at CCK, although there are some discrepancies in perception among stakeholders (Managers and ordinary employees). There is a need to harmonize the situation. More than that the study has contributed that effective CSR initiatives should be backed up by identification of stakeholders and their expectations in terms of economic, social and legal aspects.  As far as research study is concerned, the contribution of knowledge will be to the following area:

5.5.1 [bookmark: _Toc424294229][bookmark: _Toc424294940][bookmark: _Toc425892566][bookmark: _Toc425893524][bookmark: _Toc479172133]To the Researcher
Through research study made at CCK the researcher has widened her knowledge following the findings obtained due to ability of revealing the challenges and the solutions in relevant study. In that SSSS the researcher has accumulated a lot of knowledge and will be able to carry out another related study more efficiently in broader area of study.
5.5.2 [bookmark: _Toc424294230][bookmark: _Toc424294941][bookmark: _Toc425892567][bookmark: _Toc425893525][bookmark: _Toc479172134]To the Other Researcher Student
This research report will help other Project Management professionals and other managers who will be undertaking the related study to acquire knowledge and making deeper investigation on the study by making sure that they are covering the gaps not covered by the researcher hence bringing new insight.

[bookmark: _Toc479172135]
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APPENDICES
[bookmark: _Toc479172137]Appendix 1: Questionnaire
My name is Judith George; I am currently in the process of writing my dissertation for the completion of a Master Degree in Project Management of the Open University of Tanzania. My research topic based on “The Influence of Corporate Social Responsibility on Employees Perception of the Company at Coca Cola Kwanza (T) Limited”. Your assistance in filling and returning the questionnaire is greatly valued. The responses are completely anonymous and confidential and are for academic purposes only.

SECTION A: RESPONDENT’S PROFILE
Please tick in the boxes provided.
 
Personal data 
1. Gender or the respondents
a) Male      
b) Female
2. Respondents level of education
a) Certificate
b) Diploma 
c) Degree 
d) Masters 
3. Occupation………………………………
4. Department……………………………….
SECTION B: Relationship between corporate social responsibility initiatives on employee’s perception of the company at Coca Cola Kwanza (T) Ltd
Employees Expectations
Give a score to each Expectation out of 4 points
The following set statements relate to your expectations about your organization. For   each statement, please show the extent to which you expect your company to show on each statement. 
DIRECTIONS:  Indicate your true expectations by choosing a score from ‘1’ strongly disagree to ‘4’ strongly agree.
Scale: (1 = strongly disagree, 2= neither disagree nor agree, 3 = Agree, 4 = strongly agree).  
	S/N
	Question/Item
	 Ranking

	
	
	1
	2
	3
	4

	1
	I expect Coca Cola to protect the health of the customers
	
	
	
	

	2
	I expect Coca Cola not to pollute the environment with their operations
	
	
	
	

	3
	I expect Coca Cola to build an interest in improving social life
	
	
	
	

	4
	I expect Coca Cola to pay attention to consumers’ safety
	
	
	
	

	5
	I expect Coca Cola to recompense satisfactory their employees
	
	
	
	

	6
	I expect Coca Cola to look after the safety of employees
	
	
	
	

	8
	I expect Coca Cola not to gain outrage profits at the expense of customers
	
	
	
	

	9
	I expect Coca Cola not to overprice their goods or services
	
	
	
	

	10
	I expect Coca Cola not to delude the consumers
	
	
	
	

	11
	I expect Coca Cola reduce unemployment in the country
	
	
	
	

	12
	I expect Coca Cola to contribute to the prosperity of the community
	
	
	
	

	13
	I expect Coca Cola to contribute to the economic development of the country
	
	
	
	


Employees Perceptions
Give a score to each Perception out of 4 points
The following set statements relate to your feelings about Coca cola (T) Ltd. For   each statement, please show the extent to which you believe Coca cola has the feature described by the statement. 

DIRECTIONS:  Indicate your true feeling about the actual experience (perception) by choosing a score from ‘1’ Strongly disagree to ‘4’ strongly agree..
Scale: (1 = strongly disagree, 2= neither disagree nor agree, 3 = Agree, 4 = strongly agree).  

	S/N
	Question/Item
	Ranking

	
	
	1
	2
	3
	4

	1
	Coca Cola protects the health of the customers
	
	
	
	

	2
	Coca Cola do not pollute the environment with their operations
	
	
	
	

	3
	Coca Cola builds an interest in improving social life
	
	
	
	

	4
	Coca Cola pays attention to consumers’ safety
	
	
	
	

	5
	Coca Cola recompenses satisfactory their employees
	
	
	
	

	6
	Coca Cola looks after the safety of employees
	
	
	
	

	7
	Coca Cola builds an interest in improving citizens’ quality of life
	
	
	
	

	8
	Coca Cola does not gain outrage profits at the expense of customers
	
	
	
	

	9
	Coca Cola does not overprice their goods or services
	
	
	
	

	10
	Coca Cola does not delude the consumers
	
	
	
	

	11
	Coca Cola reduces unemployment in the country
	
	
	
	

	12
	Coca Cola contributes to the prosperity of the community
	
	
	
	

	13
	Coca Cola contributes to the economic development of the country
	
	
	
	



What other CSR initiatives do you consider as most critical to influence employees perception at Coca Cola Kwanza (T) Ltd?
a)……………………………………………
b)……………………………………………
c)……………………………………………
d)……………………………………………...
e)……………………………………………….
What are the Challenges faced by Coca Cola Kwanza (T) Ltd in implementing CSR?
a)……………………………………………
b)……………………………………………
c)……………………………………………
d)……………………………………………...
e)……………………………………………….

Thank you for your Cooperation
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