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Abstract
Business organizations implement corporate social responsibility (CSR) initiatives with an aim of generating
business value. This has often been noted as a means of ensuring sustainable development (SD) in the
relationship between business and society. However, some recent cases have produced outcomes that are
contrary to this view. This is evident in the Nigerian petroleum industry where multi-national oil companies like
ExxonMobil have contributed extensively to their host-communities without generating positive outcomes based
on the implemented CSR initiatives. Inspite of their contributions, the stakeholders in their host communities
engage in activities that threaten their sustainable development. This outcome reflects a gap in the theory and
practice of CSR. This gap was explored through critically examining the case of ExxonMobil with focus on their
CSR activities and outcomes. It was revealed that the focus of extant literature on corporate perspective in CSR
implementation and the extensive empirical focus on the direct relationship between CSR strategy and perceived
CSR lead to a narrow view of the CSR concept. The need to adopt an interactive process approach through
looking at the antecedents and outcomes in the relationship between CSR strategy and perceived CSR was
proposed as a means of grasping the nature of outcomes generated from CSR.
Keywords: corporate social responsibility, perceived CSR, sustainable development, Nigeria Petroleum Industry,
proactive CSR, reactive CSR
1. Introduction
In 1999, the re-emergence of democracy in Nigeria came with an increased awareness of the impact of corporate
practices of businesses on society. This is most visible in the Nigerian petroleum industry. Due to this growing
awareness, oil companies like ExxonMobil are increasingly contributing to the communities within which they
operate in Nigeria (Ibok & Mboho, 2011; Mbat, Ibok, & Daniel, 2013). It reflects in their adoption of annual
sustainability reporting practice as a means of showcasing their adherence to social responsibility principles.
They implement this through embarking on extensive corporate social responsibility (CSR) initiatives.
However, the increase in conflict between these multi-national oil companies and their host communities in
Nigeria is contradictory to the enormous claims of societal contributions that they make. This is evident in the
fact that the stakeholders in their host-communities frequently embark on violent activities like protests, riots,
blockades, militancy, sabotage among others, which threatens their sustainability (Paki & Ebienfa, 2011). This
has raised questions about the true impact of these oil companies’ CSR initiatives on their host-communities
(Omotola, 2006; Jike, 2004). This paper is aimed at understanding and proposing solutions to this problem. In
doing this, a case study of ExxonMobil is focused on and the exploration of the issue in theory and practice is
carried out.
Theoretically, it has been argued that beneath the implementation of CSR initiatives are strategies that can be
deployed by companies as means of attaining business benefits (Agle, Mitchell, & Sonnenfeld, 1999; Porter &
Kramer, 2009). These strategies are called CSR strategies (Groza, Pronschinske, & Walker, 2011). However, the
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effectiveness of these CSR strategies is dependent upon the extent to which benefits are perceived from CSR
initiatives by stakeholders (Groza et al., 2011; Porter & Kramer, 2009; Claydon, 2011; Bhattacharya et al., 2009).
This is referred to as perceived CSR. The focus of this paper is on understanding the means through which CSR
strategies translate to perceived CSR as a means of exploring the research problem.
In exploring the relationship between CSR strategy and perceived CSR, extant literature is focused on a direct
effect perspective. It has been noted that there are antecedents and consequences attached to CSR activities
which determine the nature of interaction between business and society (Stanaland, Lwin, & Murphy, 2011).
These antecedents and consequences make up the process of interaction between business and society, which is
referred to as interactive process. The direct effect perspective, which extant studies dwell on, ignores this
interactive process perspective. Therefore, it is posited here that the lack of adequate understanding of the
interactive process perspective can explain the negative outcomes generated from the implementation of CSR
theories in practice. In this paper, a case for the adoption of the interactive process a perspective in the study of
the relationship between CSR strategy and perceived CSR is made. In doing this, it is posited that the means of
ensuring a value alignment between business and society in the implementation of CSR can be attained, and the
means of generating positive outcome from CSR can be better understood.
2. Corporate Social Responsibility Strategy
When business decides to implement corporate social responsibility (CSR), there are normally some values that
they hope to attain (Porter & Kramer, 2006). These values are either tangible or intangible (Turban & Greening,
1997). Tangible values are in the form of financial values, while intangible values are in the form of enhanced
reputation and image (Turban & Greening, 1997), as well as improved trust and loyalty (Stanaland, Lwin, &
Murphy, 2011). In order to provide these tangible and intangible values, these values must also be available for
stakeholders (Bhattacharya et al., 2009). Clarkson (1995) noted that it is companies’ ability to satisfy
stakeholders’ demands that determines their survivability and competitiveness. To achieve this, companies roll
out effective means of understanding the specific needs and yearnings of stakeholders, which they aggressively
respond to through CSR strategies (Agle, Mitchell, & Sonnenfeld, 1999). The understanding of the specific
needs of stakeholders reflects in the form of the choice on how companies should implement their CSR
strategies.
In the extant literature, some of the core concepts that have emerged to explain the way CSR strategy is
implemented are reactive, defensive, accommodative and proactive implementation of CSR strategy (Wilson,
1975). These means of implementing CSR strategy make up the core concepts of the role of timing in the
implementation of CSR strategy. The differences between these concepts are reflected in how CSR strategy is
implemented by companies. When a company carves out a CSR strategy that puts it in a position to escape the
responsibility that comes with the negative outcomes of its function and existence in society, it employs a
reactive strategy (Carroll, 1979, 1999). What this means is that the company seeks to find its way out of the
consequences rather than facing it. However, some companies utilize CSR strategies to ensure that the existing
legal and ethical frameworks protect them against taking responsibility for the consequences of their activities
and functions in society. This is referred to as the defensive CSR strategy (Carroll, 1979, 1999). Companies with
this type of CSR strategy take up the shield in the form of the legal establishments or existing laws to defend
themselves against embarking on extensive CSR.
Some other companies do not escape from the responsibility that comes with the outcome of their functions and
activities in society. However, they need to feel the pressures from the stakeholders before implementing CSR
initiatives. These companies employ an accommodative CSR strategy (Carroll, 1979; 1999). These companies
respond for strategic reasons that include the maintenance of stability and status quo which are fundamental to
the sustainability of their companies. There is a set of companies that actually embark on the implementation of
CSR activities without being pressurized or without the occurrence of negative trends. These companies employ
a proactive CSR strategy (Carroll, 1979, 1999).
The strategies identified above make up the initial concepts that represent CSR strategies. However, it has been
noted that irrespective of the objective underlying a company’s aim to implement CSR initiatives, they must fall
into the two broad categories of reactive and proactive strategies (Groza et al., 2011). In these two broad
categories, reactive implementation of CSR strategy implies the implementation of CSR strategy in a way that
makes companies to respond to the occurrence of negative trends in the course of their functions or activities,
while proactive strategy implies the implementation of CSR strategy in a way that is not necessarily connected to
the occurrence of negative trends or pressures, with the aim of instilling value (Groza et al., 2011). These two
broad concepts of CSR strategy are explained further to reveal their implications to CSR implementation.
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3. Proactive vs. Reactive Corporate Social Responsibility (CSR) Strategies
Proactive CSR strategy is the implementation of CSR by companies as a mean of instilling value without the
occurrence of negative events, while reactive CSR strategy is the implementation of CSR as a mean of instilling
value in the face of the occurrence of negative events that are caused by the activities of a company (Groza et al.,
2011). It has been found that when companies implement CSR reactively, they are perceived by stakeholders to
be serving business goals, but when they implement CSR proactively, they are perceived by stakeholders as
adding altruistic value in society (Groza et al., 2011, Ellen, Mohr, & Webb, 200; Becker-Olsen, Andrew, & Hill,
2006).
Hill and Becker-Olsen (2005) found that proactive and reactive implementation of CSR programs serve as
informational cues that determine the evaluation of CSR programs. Based on the result of their study, they noted
that while respondents rated reactive CSR programs negatively, they rated proactive CSR programs positively
because they perceived the reactive CSR program to be self-serving, while the proactive CSR program was
perceived to be value based. In another study, Becker-Olsen, Cudmore and Hill (2006) found that proactive
based CSR program resulted in more favourable attitudes, while the reactive based program resulted in negative
thoughts and intentions. Moreover, it has been extensively posited that proactive CSR strategy is widely
perceived by stakeholders as responsible business practices that entails businesses contributing to society beyond
the standards required of them (Groza et al., 2011). On the other hand, reactive strategy is perceived as a face
saving strategy that is aimed at attaining business aims. As a result, proactive implementation of CSR is argued
to generate positive response over the reactive implementation of CSR (Groza et al., 2011).
However, it has been noted that outcomes from the implementation of CSR strategies are not assured
(Bhattacharya et al., 2009). This is because it has been noted that CSR is context specific, hence dependent upon
the context within which it is implemented (Freeman & Hasnaoui, 2011; Gjolberg, 2009). As a result, this paper
examined CSR strategy in the context of the Nigerian petroleum industry. A case study of ExxonMobil is used to
see the effects of proactive and reactive CSR strategies on the outcomes generated from the implementation of
CSR.
3.1 Nigeria’s Petroleum Industry
Nigeria’s major natural resource, crude oil, was found in the Niger Delta region in 1956. The industry attracted
many established multi-national oil companies like Shell, ExxonMobil, Total, and Chevron to name a few. By
the 1970s, oil production and export by these companies had become the major source of income in Nigeria’s
monotonous economy (Davis, 2009). Due to the complexity involved in trying to focus on all the oil companies
in Nigeria, this study is narrowed down to ExxonMobil in order to capture a distinct nature of the
implementation of CSR by Oil Companies. ExxonMobil is a representative case considering that it is the second
largest oil producing company in Nigeria, and is also renowned for implementing CSR initiatives.
3.2 Case of CSR by ExxonMobil in Nigeria
Like many of the Oil Companies in Nigeria, ExxonMobil ventured into the petroleum industry for profit. The
company started operations in Nigeria in 1955 as Mobil Exploration Nigeria Incorporated (MENI), a year before
Shell D’Arcy (Now Shell Petroleum Development Company of Nigeria) successfully drilled oil at Oloibiri.
MENI made the first discovery of oil in 1964 (Ibok & Mboho, 2011). In 1969, the company was transformed
into Mobil Producing Nigeria (MPN), and started oil production at Idoho field on the 15th of January, 1970
(NNPC, 2013). By 1971, it commissioned Qua Iboe Terminal (Q. I. T) at Ibeno area of Akwa Ibom State and by
1985, it hit its first million barrel benchmark in oil production (Ibok & Mboho, 2011). In 1999, Exxon and Mobil
merged to become ExxonMobil (Schweitzer, Salmeen, & Low, 2010). At the moment, it is the second biggest
producers of oil in Nigeria after Shell (NNPC, 2013).
In the course of its operations, ExxonMobil has contributed enormously to the societies within which it operates.
It embarks on sustainable development through contributing extensively by providing social, economic and
environmental values to the society.
ExxonMobil is renowned for its social contribution to its host communities (Mbat, Ibok, & Daniel, 2013). The
most noticeable sign of this can be seen in its provision of pipeborne water, rural electrification initiatives,
construction of schools and hospitals among other things (Ibok & Mboho, 2011). In addition, the company
devoted over $15 million dollars to tackling Malaria problems in Nigeria and annually awards scholarship to
over 500 Nigerian students in collaboration with the Nigerian National Petroleum Corporation (NNPC, 2013). In
the area of community development, ExxonMobil has established several initiatives like the Women Economic
Opportunity (WEO) initiative, where $38 million has been invested, and from where smaller initiatives like
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Global Women in Management (GWIM) has emerged to give women more control of economic resources. For
the youths, Graduate Assistance Programs (GAP) has been established to improve the employability and
entrepereneurial capacity of the unemployed youths in its host communities.
ExxonMobil has also ensured the economic upliftment of the areas within which it operates. In terms of society,
ExxonMobil, along with other oil companies, contribute to 95% of foreign exchange earnings and 85% of local
revenue earnings in Nigeria (Bitrus, 2011; Edoho, 2008). This is in addition to playing a big part, as the second
largest oil producing company in the country, to the 40% contribution of oil companies to the GDP of the nation
(Edoho, 2008).
At the local community level, ExxonMobil is known to adopt a favourable employment policy for qualified
indigenes of the host communities within which it operates to improve their wage rate and economic
enhancement. The lack of adequately qualified indigenes proved to be an issue initially, but ExxonMobil made
sure that stakeholders in the community benefited from the employment benefits in its communities by offering
training and development programs. This was done through technical training centres, where the indigenes are
absorbed, trained and employed (ExxonMobil Sustainability Report, 2012). By employing indigenes, income is
provided, which enhances the livelihood of the members of the host communities, and alleviates the effects of
their loss of their traditional means of livelihood.
ExxonMobil has also experienced growth in its profits. In the first quarter of 2013, the company saw strong
global earnings of $9.5 billion. However, the profits from its Nigerian operations have considerably slowed
down due to disruptions that caused a crash in its production capacity. This was so severe that ExxonMobil
suffered a loss of over 1 million barrels of crude oil in November, 2012, which was caused by the sabotage of its
pipelines (Daily Independent Nigeria, 2012). This sabotage resulted in oil spills and translated into further
financial losses in the form of compensation to community and employment of over 500 local personnel for
clean up efforts (Daily Independent Nigeria, 2012).
Environmental protection is embedded within the fabrics of the policy of ExxonMobil in Nigeria. This is in line
with the propositions by scholars in CSR (Wartick & Cochran, 1985;Wood, 1991). The company has a policy
framework that supports the prevention of incidents, control of emissions and wastes, conduct of research and
development activities to enhance understanding of the impact of business on society, communication with
public on environmental matters and fostering of evaluation efforts to implement compliance to its
environmental policies (ExxonMobil Sustainability Report, 2012). These policies are followed by actions.
The actions are reflected in its efforts in trying to stop the occurrence of oil spills. This has been followed by
actions like the adoption of technologically enhanced processes in the form of testing gas wells directly to sales
lines in place of flaring them into the atmosphere to lower the extent of carbon emission (ExxonMobil
Sustainability Report, 2012). This, among other techniques, are proactive strategies that are aimed at sustaining
the environment while production is being sustained.
There have been cases when ExxonMobil was caught unawares. In these cases, the negative impact of
ExxonMobil’s operations occur unexpectedly. The company has proven to react effectively to contain the
negative effects of the oil spills in its host communities (Aghalino & Eyinla, 2009). Apart from spending
millions of dollars in responding to these negative trends from its production activities, the oil company joined a
responsive organization like the Clean Nigeria Associates (CNA), which was established in 1981 to pool
resources together for a faster response to negative environmental outcomes from production activities. In
addition, the company works closely with the national oil spill detection and response Agency (NOSDRA) and
its host-state’s department of petroleum resources (DPR) to tackle such unexpected occurences. More still, in
such cases, compensations are paid to host communities to alleviate the consequences of these negative
environmental occurences (Aghalino & Eyinla, 2009).
3.3 Outcomes from ExxonMobil’s CSR
Despite the implementation of CSR initiatives by ExxonMobil, the company is always in conflict with the
stakeholders in its host communities (Omotola, 2006). On the 15th of November, 2010, one of the ExxonMobil’s
gas and condensate complexes was viciously attacked and set alight before 8 employees of the company were
kidnapped (Vanguard Newspaper Nigeria, 2012). Also, 2000 youths from their host community blocked the
access road to Qua Iboe Terminal (Q.I.T) to protest the perceived continuous negligence by ExxonMobil, thereby
disrupting the production operations of the company (Vanguard Newspaper Nigeria, 2012).
In late 2013, the youths of Eket and Ibeno local government areas embarked on week of protest to make the oil
company to pay compensation for an oil spill that occurred in 2012, thereby blocking the operations of the
189

www.ccsenet.org/ijbm

International Journal of Business and Management

Vol. 10, No. 2; 2015

company for the duration of the protest, which led to losses on the part of the company (Thisday Newspaper
Nigeria, 2013). All these occurrences disrupt the production capacity of ExxonMobil, which declined by 1.7
million in 2009 (Paki & Ebienfa, 2011) and 1 million in late 2012 (Daily Independent Newspaper, 2012). For
example, ExxonMobil had to declare a force majeure in November, 2012 by shutting down production due to
leaks from a pipeline which affected its ability to meet projected lifting of petroleum products (Vanguard
Newspaper Nigeria, 2012). Government agencies and company authorities revealed that the leak was due to
sabotage from the nefarious activities of stakeholders in its host communities, whose intentions was perceived as
being to seek for compensations (Vanguard Newspaper Nigeria, 2012).
These losses are not specific to ExxonMobil. They reflect in the oil industry in general. the enormity of the effect
of these negative activities by the stakeholders in the host communities of oil companies in Nigeria, over the
years, has increased the losses suffered by these oil companies (Omotola, 2006).
From the outcome generated above, it can be deduced that the use of proactive and reactive CSR strategy in the
implementation of CSR initiatives by ExxonMobil is evidently not resulting to positive outcomes, hence
constitutes a threat to the sustainability of business and society in the industry. This challenges the theoretical
argument by scholars about the generation of positive outcome from the perception of CSR when it is
proactively implemented. As was noted Bhattacharya et al. (2009), situational dynamics actually render
companies’ strategic plans obsolete and cause changes in the expectations of stakeholders. Also, that returns
from CSR is everything but assured. So, it is important to re-evaluate how stakeholders perceive strategic
proactivity by companies in implementing CSR initiatives so as to understand the reasons behind the outcomes
generated.
3.4 Perceived Corporate Social Responsibility
Perceived CSR has two perspectives. The first perspective describes it in terms of stakeholders’ evaluation of
CSR initiatives according to how much they attained the objectives that they were implemented for, while the
second perspective describes perceived CSR in terms of the attributions about the motives behind the
establishment of CSR initiatives by companies (Bhattacharya et al, 2009). While ExxonMobil has been shown to
have implemented most of its CSR initiatives (Aghalino & Eyinla, 2009; Ibok & Iboho, 2011), the nature of
attribution made by its stakeholders about the implementation of CSR has not been focused on. In the context of
this research, stakeholders go beyond evaluating the implementation of CSR to perceive that there are motives
behind the establishment of CSR initiatives. Through the perception of these motives, the reasons for the nature
of outcomes generated can be understood (Bhattacharya et al., 2009).
In perceiving CSR, stakeholders tend to elaborate messages and assign types of motives to businesses when
presented with evidence of their social involvement. This is referred to as attribution. This elaboration of
messages and assignment of motives by stakeholders clearly shows that the successful implementation of CSR
by companies is not an end in itself. Efforts should be made to understand the motives ascribed by stakeholders
to the implementation of these CSR initiatives (Hill & Becker-Olsen, 2005).
This paper views perceived CSR of stakeholders from the perspective of how they make attributions about the
implementation of CSR initiatives. It is rotted in the foundation of the attribution theory. The study of perceived
cause of an event is the root of the attribution theory (Kelley & Michela, 1980). In general, this theory is
concerned with how individuals interpret events and how this relates to their thinking and behaviour (Weiner,
1974, 1986). Attribution theory assumes that people try to determine why people do what they do. A person
seeking to understand why another person did something may attribute one or more causes to that behaviour
(Heider, 1958; Kim & Lee, 2012). The nature of attribution made by stakeholders plays a part in how outcomes
are generated from the CSR strategy employed by company. This has been empirically studied.
3.5 CSR Strategy and Perceived CSR Studies
It has been widely posited that CSR initiatives that are implemented without the occurrence of negative events
are attributed as being value adding by stakeholders. In empirical studies, this has been proven. Ricks (2005)
found that targeted respondents perceived proactive contribution to society higher on the evaluation of corporate
associations, brand evaluation and patronage intentions. Groza et al. (2011) also found that when CSR strategy is
proactively implemented by company, value-driven attributes are generated in which produces positive response
from stakeholders. Hill & Becker-Olsen (2005) found that respondents perceived reactive motivated CSR
programs negatively and proactive motivated CSR programs positively, a finding that they ascribed to the timing
of implementation of CSR strategies and the nature of stakeholders’ attribution about companies’ goals for
implementing CSR.
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However, some findings have also shown that situation plays a part in stakeholders’ attribution. For example,
Ellen et al. (2000) found that respondents donated more to disaster relief CSR programs that are reactive in
nature than to on-going ones that are proactive in nature. In this case, reactive implementation of CSR strategy is
seen as being value-driven while proactive implementation of CSR strategy was viewed as being strategy-driven.
This is made complicated by the recent events in the Nigerian petroleum industry, where Oil Companies also
employ proactive strategy in the implementation of CSR but their stakeholders still seem not to positively
perceive their CSR initiatives (Opukri & Ibaba, 2008; Aghalino & Eyinla, 2009). As a result of this outcome, it
has become important to re-evaluate how stakeholders perceive CSR, especially with regards to the strategy
employed by companies in the implementation of CSR.
The need to understand and balance the interests of business and society in a way that they will be sustainable
and non-disruptive to each other is urgently needed. Though, the study of this balance has extensively produced
models in extant studies (Carroll, 1979; 1999; Aras & Crowther, 2009; Claydon, 2011), there is still a gap in the
understanding of the interactive process through which this balance is ensured from the implementation to the
generation of outcome from CSR (Bhattacharya et al., 2009; Walker, Heere, Parent, & Drane, 2010). This is
mostly blamed on the focus of studies on how CSR strategies affect perceived CSR, without studies devoted to
the process through which this relationship translates into outcome (Bhattacharya et al., 2009; Walker et al.,
2010). This is referred to here as interactive process. An interactive process approach in the study of the
relationship between CSR strategy and perceived CSR is proposed in this paper.
3.6 Case for Interactive Process Approach
The need for the study of CSR in a way that will aid the grasping of the interaction effects that influences the
relationship between business and society (Walker et al., 2010) and at the same time enhances an understanding
of the underlying process that drives the generation of returns from CSR (Bhattacharya et al., 2009) has been
addressed and recommended in extant literature. The interactive process simply denotes the process of
interaction between business and society (Bhattacharya et al., 2009). In CSR, it implies going beyond the
prescriptive and normative nature of the view about the implementation of CSR to explore the process through
which performance is generated. In other words, it means looking beyond current practice to assess the means
through which outcomes are attained. In doing this, Bhattacharya et al. (2009) noted that exploring both the
corporate and stakeholders’ perspective is needed. This will require a shift from the predominant corporate view
of CSR in the extant literature, to a more balanced view between business and society.
As was noted earlier, recent studies have suggested that the nature of the implementation of CSR has an effect on
the stakeholders’ perception of the motives behind companies’ decision to implement CSR (Ellen, Mohr, &
Webb, 2000; Hill & Becker-Olsen, 2005; Kim & Lee, 2012). This means that the determination of the outcome
derived from the implementation of CSR is dependent upon what stakeholders attribute as the reason behind
such an implementation. This view vindicates the calls for an exploration of both the companies’ and
stakeholders’ views. Invariably, companies’ implementation of CSR does not guarantee the nature of outcome to
be derived. Rather, the nature of attribution ascribed to the implementation by stakeholders is vital towards
determining the nature of outcomes generated from CSR.
Some recent studies have attempted to explore the nature of stakeholders’ attribution to the implementation of
CSR (Ellen et al., 2000; Baden, Meyer & Tonne, 2011; Groza et al., 2011; Du, Bhattacharya, & Sen, 2007).
These studies intended to explore the nature of stakeholders’ attribution about the strategy employed by company
in the implementation of CSR. This paper is recommending the same focus as these extant studies; however, an
interactive process approach is proposed and added in the study.
3.7 Implementation of an Interactive Process Approach in Research
Implementing an interactive process requires looking at important antecedents and outcomes that determine the
nature of relationship between CSR strategy and perceived CSR. While a direct relationship has been extensively
explored, these antecedents and outcomes are yet to be determined. For example, Bhattacharya et al (2009) noted
that the value perceived by stakeholders from the implementation of CSR is an important antecedent in the
recognition of the usefulness and importance of CSR initiatives that were implemented by companies. This is a
vital observation.
In the case study, it could be observed that a vital issue in the strife between ExxonMobil and its community
stakeholders is lack of perception of value from its implementation of CSR. This is evident in the fact that the
Oil Company has been proven to have instilled socio-economic and environmental values in its
host-communities (Mbat, Ibok, & Daniel, 2013; Ibok & Mboho, 2011), but these contributions are not ensuring
the sustainability of business and society. Sustainability of business and society reflects in the form of
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contributions of business to the social, economic and environmental sustenance of society, and a reciprocal
sustenance of business through a cordial and supportive relationship with society (Claydon, 2011). This is
obviously not the case in ExxonMobil’s case. As a result, when exploring the relationship between ExxonMobil
and its host-communities’ stakeholders, it will be inadequate to look at a direct relationship between the CSR
strategy employed by the Oil Company and the perceived value of its community stakeholders. It will be more
effective to take an interactive process approach.
The implementation of an interactive process in ExxonMobil’s case study will imply exploring the antecedents
and outcomes to the relationship between the CSR strategies employed by the company and perceived CSR.
Since perceived value is an important antecedent and outcome in the attributions formed by stakeholders, as
noted by Bhattacharya et al. (2009), perceived value could be explored as an antecedent, outcome and mediator
of the relationship between CSR strategy and perceived CSR. This reflects the interactive process approach. To
do this, the means through which business claims to instil value in the society should be tested against the
perception of such value by stakeholders. In doing this, the true impact of the CSR strategy employed by
business will be seen in perceived value as an outcome, and the nature of perceived value can be viewed as an
antecedent to the perception of CSR.
In the case of ExxonMobil, the Oil Company claims to instil value through implementing CSR by adhering to
the principles of the triple bottom line (TBL) (ExxonMobil Sustainability Report, 2012). Also, it has been shown
that it does this through employing both proactive and reactive CSR strategies (Ibok & Mboho, 2011). In order to
explore the true impact of these value claims, it is important to explore the nature of value perceived by the
stakeholders in its host-communities, and also explore if the nature of perceived values generated has an impact
on the nature of their perception of CSR. In doing this, the reasons behind the non-perception of CSR can be
deduced, and the potential solutions can be proffered.
4. Recommendations for Future Research
As can be seen in this paper, there is an obvious gap between the theoretical propositions made about the
relationship between CSR strategy and perceived CSR, and the outcome generated in practice. Even though it
has been widely posited that the implementation of proactive and reactive CSR strategies generated differing
outcomes, the antecedents of these outcomes are yet to be determined. This paper has made some
recommendations that will aid research towards determining these outcomes.
First, it is important for more researchers to take an interactive process approach in trying to determine the nature
of outcome from the implementation of CSR. It has been noted that exploring the impact of CSR strategy is
simply not enough. There is need to go further to explore the interaction process as proposed by Bhattacharya et
al. (2009) and Walker et al. (2010). This interaction process should be aimed at exploring antecedents and
outcomes to the relationship between the CSR strategies employed by company and the perceived CSR of the
stakeholders in its host communities.
Secondly, it is recommended that research should go beyond the corporate view in exploring the relationship
between CSR strategy and perceived CSR. This will require exploring both companies’ and stakeholders’
perspectives. This means that efforts should be exerted towards exploring stakeholders’ perception in tandem
with companies’ implementation of CSR. This is because it has been noted that stakeholders are increasingly
becoming influential to corporate decisions and strategies employed by companies (Garriga & Mele, 2004). In
addition, their views will provide further understanding of the nature of their attribution and response to
companies’ CSR strategies.
Thirdly, it is recommended that more efforts should be directed towards exploring the relationship between CSR
strategy and perceived CSR through employing statistical methods that can handle complex relationships. Most
of the studies about the relationship between CSR strategy and perceived CSR are explored as direct
relationships (Ellen, Mohr, & Webb, 2000; Hill & Becker-Olsen, 2005; Kim & Lee, 2012), which requires the
use of simple statistical methods. By exploring the interactive process in the relationship, a more complex
statistical method will be needed to effectively handle the direct, mediating and moderating relationships.
5. Conclusion
The nature of the relationship between CSR strategy and perceived CSR was explored through a case study of
ExxonMobil in the Nigerian petroleum industry. The analysis carried out reflected the enormous contributions
that have been made by the oil company. However, these contributions have not enhanced the relationship
between ExxonMobil and their host-communities in Nigeria. This can be seen from the increasing threat that
their stakeholders pose to their sustainability. This problem formed the foundation of this paper.
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To explore this problem, a literature review was carried out. It was identified that understanding the relationship
between the CSR strategy used by a business and the nature of perception of CSR initiatives by stakeholders is
vital in finding out the nature of outcomes from the implementation of CSR. It was also noted that even though
some studies have focused on this relationship, they do this from a narrow perspective of the direct impact of
CSR strategy on perceived CSR. It is posited that this narrow view can be expanded through exploring the
antecedents and outcomes that define the relationship between CSR strategy and perceived CSR, which is known
as an interactive process perspective.
Applying the interactive process perspective to ExxonMobil’s case study implies the need for a re-orientation in
the approach being used by multi-national oil companies in Nigeria. This re-orientation requires a shift from
their current corporate dominant focus, to a combined corporate and stakeholders’ focus in the implementation of
CSR. What this means is that oil companies like ExxonMobil will need to explore and understand the value
expectations of their host-communities, and implement CSR initiatives based on this understanding in order to
ensure that their contributions are perceived by their stakeholders. It was recommended that this should be
backed up by theoretical extensions through exploring moderators, mediators and control variables in the
relationship between CSR strategy and perceived CSR. In addition, adoption of more advanced statistical
analysis techniques was recommended in exploring the complex relationships that will emerge.
This paper succeeded in creating an understanding of the nature of the relationship between multi-national oil
companies in Nigeria and their host-communities through the case study of ExxonMobil. A proposition of an
interactive process perspective was made as a solution to the research problem. A major weakness in this paper is
in the lack of description of how the interactive process should be precisely implemented. This is due to the
limited scope of this paper. However, the nature of perceived value of stakeholders was introduced as a possible
mediator in the relationship between CSR strategy and perceived CSR. More importantly, the recommendations
that were made will aid theoretical expansion of focus in the study of the relationship between CSR strategy and
perceived CSR. This will inevitably lead to the generation of mediators, moderators and control variables that
will define the precise nature of the recommended interactive process.
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