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ABSTRACT
The study aimed to explore the role of Corporate Social Responsibility (CSR) in selected family-owned businesses in Enugu metropolis. The population of the study comprised 750 employees from three prominent family-owned businesses: Innoson Vehicle Manufacturing, Juhel Nigeria Limited, and Roban Stores. Using a simple random sampling technique, 261 staff members were selected. The study was geographically focused on Enugu metropolis, with content scope focusing on CSR practices and its impact on the local community. The study employed a survey research design, with a structured questionnaire as the data collection instrument. The data gathered were analyzed using descriptive statistics, chi-square tests, and correlation analysis. The instrument was validated by three experts, and its reliability was confirmed through a pilot study, yielding a Cronbach’s Alpha of 0.78. The study found that family-owned businesses in Enugu generally exhibited moderate awareness of CSR concepts and actively participated in CSR activities such as community development and employee welfare. The study also highlighted that CSR initiatives positively impacted local communities, especially in healthcare and education. However, challenges such as financial constraints, lack of expertise, and internal leadership conflicts hindered the effective implementation of CSR. Based on these findings, the researcher recommends that family-owned businesses formalize their CSR practices, allocate dedicated budgets, enhance CSR training, foster external partnerships, and address internal governance issues to improve CSR effectiveness.
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CHAPTER ONE
INTRODUCTION
1.1 Background of the Study
Corporate Social Responsibility (CSR) has gained global recognition as a vital element of sustainable business practices. It involves a company’s commitment to manage its operations ethically, enhance societal welfare, and minimize negative environmental impacts (Carroll, 1999). While CSR is predominantly studied in large corporations, family-owned businesses are increasingly acknowledged for their unique approach to CSR, characterized by a blend of business objectives and familial values. These businesses often integrate CSR into their operations not just as a strategy for growth but also as a reflection of their commitment to community development and social impact (Chrisman et al., 2005).  
Family businesses, globally accounting for a significant percentage of GDP and employment, are pivotal in shaping local economies and societal structures (PwC, 2021). In Nigeria, they dominate the micro, small, and medium enterprises (MSME) sector, which contributes over 48% to GDP and employs about 84% of the labor force (SMEDAN, 2020). These enterprises, often deeply embedded in their local communities, leverage their familial identity to build trust, create employment, and address community needs through CSR initiatives.  
Enugu metropolis, located in southeastern Nigeria, hosts a variety of family-owned businesses operating across sectors such as manufacturing, retail, healthcare, and services. Companies like Innoson Vehicle Manufacturing, Juhel Nigeria Limited, and Roban Stores not only contribute significantly to the local economy but also engage in CSR activities that support education, healthcare, environmental sustainability, and poverty alleviation. These initiatives align with global CSR principles and respond to specific regional challenges, such as limited access to education and healthcare (Eze, 2019).  
Nevertheless, CSR in family businesses and those of corporate businesses are quite different. Most family-owned businesses are ready to forego short-term profits to maintain long-term relationships to keep their name and reputation intact to be enjoyed by future generations (Bingham et al., 2011). This practice of legacy means that there is a special CSR approach, where the activities are strongly connected to the individual values and the relationship of their owners to the community. As an illustration, one can mention the educational scholarships sponsored by Innoson Vehicle Manufacturing and the food donation programs conducted by Roban Stores, and regarded as examples of the integration of social responsibility with the business activities of family firms in Enugu.  
Despite these contributions, the family businesses of Nigeria do experience scaling up and professionalisation of their Corporate Social Responsibility (CSR) initiatives. Moreover, Corporate Social Responsibility (CSR) seems to affect business activities (Adeola & Eyo, 2021).  The two aspects of family values and business priorities meet and present a great research field, more so in the arena of CSR. This research aims to provide an insight into the practices involved in CSR in family-owned companies in Enugu metropolis, how they contribute to the development of the society, and some of the challenges that hinder the successful implementation of their CSR activities. Using the specific examples of such enterprises as Innoson Vehicle Manufacturing, Juhel Nigeria Limited, and Roban Stores, the research will aim to demonstrate the peculiarities of CSR in family firms and draw conclusions and recommendations as to how further improvement can be made.
1.2 Statement of the Problem
While family-owned businesses in the Enugu metropolis are significant contributors to local economic development, their Corporate Social Responsibility (CSR) efforts remain underexplored and, in some cases, underutilized. Many of these businesses lack structured Corporate Social Responsibility (CSR) policies and operate in informal settings, which limits their capacity to address pressing societal challenges effectively. Moreover, there is limited empirical research on the Corporate Social Responsibility (CSR) practices of family firms in Nigeria, creating a gap in understanding the extent and impact of their contributions to community development.  
Given the unique challenges faced by family businesses—such as resource constraints, resistance to professionalization, and the interplay of familial and business objectives—it is critical to examine how these factors influence their Corporate Social Responsibility (CSR) initiatives. This study seeks to address these issues by investigating the Corporate Social Responsibility (CSR) activities of selected family-owned businesses in the Enugu metropolis, analyzing their impact on societal welfare, and identifying barriers to the effective implementation of Corporate Social Responsibility (CSR).  
1.3 Research Objectives
The main objective of this study is to investigate the role of Corporate Social Responsibility (CSR) activities in selected family-owned businesses in Enugu metropolis. Specifically, the study seeks to:
i. Determine the level of CSR awareness among family-owned businesses in Enugu.
ii. Assess the CSR practices adopted by family-owned businesses in Enugu.
iii. Ascertain the key challenges faced by family-owned businesses in implementing CSR activities.
1.4 Research Questions
i. To what extent are family-owned businesses in Enugu aware of Corporate Social Responsibility (CSR)?
ii. What CSR practices are adopted by family-owned businesses in Enugu?
iii. What are the major challenges limiting the implementation of CSR activities by family-owned businesses in Enugu? 
1.5 Research Hypotheses
H01: Family-owned businesses in Enugu are not significantly aware of Corporate Social Responsibility (CSR).
H02: Family-owned businesses in Enugu do not significantly adopt CSR practices.
H03: There are no significant challenges limiting the implementation of CSR activities in family-owned businesses.
1.6 Significance of the Study
The significance of the study can be categorized into theoretical, empirical, and practical contributions as follows:
 Theoretically, this research adds to the body of literature on Corporate Social Responsibility (CSR) in family-owned businesses, particularly in the Nigerian context. By investigating Corporate Social Responsibility (CSR) practices within these businesses, the study will provide new insights into the interplay between family business dynamics and Corporate Social Responsibility (CSR) initiatives. The findings will offer a framework for understanding how family-owned businesses in developing economies integrate CSR, taking into account socio-cultural factors, governance structures, and business models that are unique to this business category.
 The study provides data-driven evidence on the CSR practices of family-owned businesses in Enugu Metropolis, revealing the extent to which these enterprises engage in CSR activities and the impact these activities have on their business performance and community relationships. This empirical contribution will fill a significant knowledge gap in CSR research, particularly in the context of Nigerian family firms, and offers a foundation for future research on CSR practices in similar emerging economies.


  The findings of this study will offer actionable recommendations for various stakeholders:
For Business Owners: The study provides practical insights into effective CSR strategies that align with both business and community objectives. Business owners can use these insights to integrate CSR initiatives that promote sustainability, enhance their brand image, and build stronger community relationships.
For Policy Makers:  The research offers evidence-based recommendations for developing policies that support family-owned businesses in adopting structured CSR frameworks. This can guide policymakers in creating an enabling environment for CSR practices, contributing to economic development and social responsibility in Nigeria.
 For Researchers: This study paves the way for further academic investigations into CSR in family-owned businesses, especially in emerging economies. It provides a basis for exploring CSR in diverse cultural and economic settings, expanding the scope of CSR research in the global context.
For Consultants and Advisors: The findings offer guidance for business consultants in assisting family-owned businesses with the implementation of CSR practices that are aligned with their values, operational goals, and the expectations of their stakeholders. Consultants can use the study to craft tailored CSR interventions that are sustainable and impactful.
In conclusion, this research provides significant theoretical, empirical, and practical contributions to the understanding of CSR in family-owned businesses, offering insights that can enhance both the academic discourse and real-world applications in the Nigerian business landscape.
1.7 Scope of the Study
The study focuses on selected family-owned businesses in the Enugu metropolis, specifically Innoson Vehicle Manufacturing, Juhel Nigeria Limited, and Roban Stores. It examines their CSR initiatives, impacts on community development, and challenges in implementation. The research covers sectors such as manufacturing, retail, and healthcare, offering a comprehensive view of CSR practices in family firms

CHAPTER TWO
LITERATURE REVIEW
This chapter provides a comprehensive review of existing literature relevant to the study. It consists of a conceptual framework, a theoretical framework, a review of empirical studies, and a summary of the review of related literature.  
2.1 Conceptual Framework
The conceptual framework explores key concepts relevant to the study, including Corporate Social Responsibility (CSR), family-owned businesses, organizational performance, community development, and challenges of CSR implementation.  
2.1.1 Corporate Social Responsibility (CSR)
Corporate Social Responsibility (CSR) can be termed as voluntary actions by businesses to help in enhancing the state of society in addition to their profit-making activities. These measures include ethical business, environmental sustainability, philanthropy, as well as support of employee welfare (Carroll & Brown, 2018). CSR has transformed over the years from a simple charity idea into a business strategy that takes into account social, environmental, and economic aspects and incorporates them in all business practices (Porter & Kramer, 2019). 
CSR has traditionally been grouped into four dimensions which include: 
1. Economic Responsibility
This dimension talks about the significance of businesses to make profits and continue their operations and generate employment opportunities. Profitability means that companies will be able to keep offering the services and goods that society requires and it also allows companies to invest in innovation, infrastructure, and technological advancement (Freeman, Harrison, & Zyglidopoulos, 2020). Besides, the concept of economic responsibility is not complete with the achievement of financial success in business operations because economic stability and economic growth require companies to provide ethical labor conditions, employment, and wages, as well as investments in the improvement of employee skills (Visser, 2021). 
2. Legal Responsibility
   Companies are obligated to comply with laws and regulations governing their operations. This includes adherence to labor laws, environmental regulations, and fair trade practices (Schwartz & Carroll, 2019). Compliance ensures that businesses operate within the legal frameworks set by society and maintain their license to operate. Legal responsibility is crucial in fostering trust between businesses and stakeholders, as regulatory compliance reassures customers, investors, and the general public that corporate activities align with ethical and legal standards (Matten & Moon, 2020).  
3. Ethical Responsibility
   Beyond legal compliance, businesses are expected to act in a morally sound manner. This involves doing what is right, just, and fair, even when not mandated by law. Ethical responsibility encompasses issues such as fair treatment of employees, transparency in operations, and integrity in dealings with stakeholders (Crane, Palazzo, Spence, & Matten, 2019). Ethical businesses prioritize corporate governance, data protection, and non-discriminatory practices to build a sustainable and inclusive work environment (Garriga & Melé, 2020). Additionally, research indicates that businesses that uphold ethical standards experience increased brand loyalty, employee retention, and long-term profitability (Brammer, Jackson, & Matten, 2021).  
4. Philanthropic Responsibility
   This dimension involves companies giving back to society through donations, scholarships, community programs, and other forms of charitable activities. Philanthropy reflects the company's commitment to addressing social issues and contributing to the betterment of society (Carroll, 2021). Unlike the other dimensions of CSR, philanthropic responsibility is entirely voluntary, yet it plays a crucial role in shaping a company’s public image and societal impact. Many multinational corporations, such as Microsoft and Google, actively engage in philanthropic efforts by funding educational initiatives, environmental conservation projects, and health programs (Kotler & Lee, 2020).  
CSR in Family-Owned Businesses
Personal values, long-term business objectives, and close communities can become central to the CSR practices in a family-owned firm (Chrisman, Chua, & Sharma, 2018). In family firms, Corporate Social Responsibility is seen as part of the process of heritage and family-based business alignment. They can place a focus on CSR-related endeavors as a sign of their dedication to the surrounding community and those living in the future (Berrone, Cruz, & Gomez-Mejia, 2020). This consistency allows family-owned firms and their approach to CSR to be more personal and lasting, separating them apart in the comparison to non-family firms. 
The recent report of CSR in family firms has stated that it is positively and significantly correlated with financial performance, innovation, reputation, and sustainability (Niehm, Swinney, & Miller, 2020). The greatest effect is on the sustainability of the firm, meaning that the CSR involvement in family businesses helps them attain optimal performance in these categories. Also, studies indicate that customers and investors place family firms involved in CSR at a more positive outlook since these firms are mostly linked to long-term engagement and involvement in the community (De Massis, Chirico, Kotlar, & Naldi, 2019). 
Moreover, CSR strategy adopted by the family firms can take somewhat different directions as some family firms are very inclined to a formal CSR approach whereas others are more informal. Among the factors that will affect this variation are the level of involvement that the family fits in, corporate structures of governance, as well as the values that the particular family espouses (Memili, Fang, Chrisman, & De Massis, 2021). As an illustration, on the one hand, family businesses can incorporate CSR into their business strategy, establishing their foundations or sustainability programs, and, on the other hand, informally participate in CSR, through local community engagement and responsible leadership (Lopez-Gonzalez, Martinez-Ferrero, & Garcia-Sanchez, 2020). 
These nuances are important in determining CSR practices completely in family-owned businesses. Family-owned enterprises effectively establish CSR in their business strategies and consequently build a competitive advantage, long-term sustainability, and stakeholder relationships (Cruz, et al., 2020). 
CSR is a complex concept that is not only about following the laws and making profits. In family-owned businesses, CSR mostly goes hand in hand with the family and long-term vision, and this results in the practices deeply embedded in the values of personal preferences and community interactions (Gomez-Mejia, Haynes, Nunez-Nickel, Jacobson, & Moyano-Fuentes, 2019). Such an original way of looking at CSR can bring great value to the business and society and lead to economic stability, ecological safety, and social welfare. The stakeholders have shown increased expectations of ethical and responsible conduct of businesses, and therefore, a company owner (family company) or a company owner (non-family firm) needs to acknowledge CSR as an important aspect of corporate strategy (Freeman & Dmytriyev, 2021). 
2.1.2 Family-Owned Businesses
A family-owned business is a business where decision-making and authority are held in a family and are normally inherited through generations. The businesses are also described as having a special combination of family participation and company activities resulting in notable organizational cultures and strategies. The results of the recent studies identified some major features that define family-owned businesses and non-family ones:
Increased Emotional Commitment: The members of the family may have strong emotional attachment to the business which means that they perceive business as part of their family. This affiliation creates some feeling of pride and responsibility towards the business and the community being served by the business. It may result in the increased devotion to the firm performance and survival (Berrone et al., 2012).
Long-Term Orientation Unlike non-family businesses which might focus on short term financial interest, family companies tend to adopt the long term view. This is a sustainability approach and the interest to transfer the business back to the future generations. These decisions are taken by keeping in mind their long-run effects, thus, making the enterprise succeed in the long term (McKinsey & Company, 2023).
Individual CSR Policies: One common practice, in relation to the corporate social responsibility (CSR) in family businesses, is to have a set of CSR practices that can truly be individualized. 
Such companies are inclined to use CSR activities that demonstrate their intentions, and support the local community, and ethical activities may be of concern. Their approach is more personal compared to other organizations and corporations of greater size that apply more generic CSR strategies (De Massis et al., 2024).
It has also been found that family-owned businesses always tend to incorporate CSR in their management and it is more of a casual action that applies more focus on local community involvement rather than mentioning large-scale corporate strategies. The flexibility and sensitivity to community demands that such types of informal integration enable a firm to maintain good relationships with the local region, thus building the image of the company (Igwe&Nwadialor, 2015). Furthermore, family importance as a point of orientation of CSR activities may result in genuine and effective community involvement (Campopiano & De Massis, 2015).
The element of family engagement and CSR adoption has been examined over the last few years. It was found out that firm features, family involvement, corporate governance, ethics, and religion have a significant role to play in the advancement of CSR initiatives in family firms. These considerations affect the perception and realization of CSR, showing that there is a complex relationship between family norms and business proceedings (Samara et al., 2021).
Additionally, acquiring financial objectives within family companies may influence their CSR approach depending on the particularities of the specific governance modes. The merging of family and business-related responsibilities can present some unique governance issues, though it is an opportunity to have coherent and value-based leadership. These dynamics are paramount to sound learning about the evaluation of CSR practices in family-owned companies (Samara et al., 2021).
To conclude, family-owned businesses can be characterized by strong emotional connections, their long-term actions concerning CSR, and individualized CSR strategies. These features not only differentiate them from non-family firms but are one of their strengths and problems in the business world. Using their family values as well as community ties, family-owned businesses will be able to build sustainable and socially responsible businesses that will benefit the family and society at large.
2.1.3 Organizational Performance and CSR
Corporate Social Responsibility (CSR) has progressively become a tightening force in determining the performance of different organizations in diverse industries. Both family enterprises and non-family businesses have an advantage in CSR activities in terms of sustainability, competitive edge, and stakeholder contentment over time (Carroll & Brown, 2021). Research has shown that companies with CSR integrated in their main business strategy are most likely to observe a positive non-financial and financial performance and thus CSR not only serves as a good ethical practice, but it is also a good investment (Aguinis & Glavas, 2019). 
CSR promotes the performance of the organization in various ways: 
- Brand Loyalty and Reputation: The consumers are becoming more attracted to firms with good ethical standards of business operation and corporate social responsibility. CSR activities like environmental sustainability, fair labor, and philanthropy improve the popularity of a business, encouraging customers to trust the organization and be more loyal to it (Jones et al., 2022). A good reputation not only enhances customer retention but also helps to attract new consumers who are concerned with socially responsible businesses. 
- Employee Satisfaction and Productivity- Internal CSR practices of a firm including fair salaries, inclusion and diversity initiatives, and healthy employee programs are relevant to the job satisfaction and productivity of individual employees. The turnover rates and the organizational commitment are lower, and the working engagement and motivation are higher in the employees who work in socially responsible organizations (Kim & Park, 2021). Moreover, ethical companies with unquestionable leadership and corporate social responsibility will have improved access to hire the best talent which will further increase performance. 
- Financial Performance: Various studies have articulated a positive relationship between CSR and financial performance. It has been observed that companies that have a strong connection with CSR initiatives tend to be more profitable, their shareholder value rises, and their financial stability is maintained over a long period (Kumar & Sharma, 2023). Corporate responsibility also leads to efficiency in operations, compliance with the regulatory framework, and the trust of investors, thereby improving the overall financial performance. 
In family-owned organizations, CSR is not necessarily directly correlated to the financial earnings but usually inspired by sustainability in the future, legacy and goodwill of the community. As opposed to publicly traded corporations that are interested in short-term cut-offs, family enterprises are likely to consider CSR as a part of their legacy to keep the business socially relevant even after future generations (Zellweger et al., 2020). Philanthropy, environmental sustainability, and social support of local communities within the framework of family firms are associated with the existence of social capital and the guaranteed sustainability of the reputation of these businesses. 
In addition, family-owned businesses often relate CSR to personal values and ethical concerns as opposed to regulatory demands and economic motives. The studies indicate that familial firms are more inclined to be involved in CSR activity with the aim of aligning their values and roles they can play in society rather than only maximizing their economic position (Hernandez-Perlines et al., 2023). Such value-based communication of CSR usually leads to greater stakeholder relations and increased trust by employees, customers, and the surrounding society. 
Moreover, family businesses have CSR, which affects the continuity of businesses and succession. Advanced family firms make the social responsibility part of their strategic vision and focus so that the new generation of households can keep the ethical obligations of the corporation (Igwe & Nwadialor, 2015). Not only does it boost organizational resilience, but it keeps the brand solvent in the long term and makes it loyal to stakeholders (Gomez-Mejia et al., 2021). 
In a nutshell, CSR is an important tool in boosting the performance of an organization in terms of better financial results, employee interest, or organizational image. Whereas non-family businesses might focus more on CSR to gain a competitive advantage and financial success, family-owned enterprises tend to incorporate CSR as the solution to keeping their family legacy and community associations alive as well as securing the further existence of their business. The relationship between CSR and organizational performance is important to organizations interested in building sustainability between economic performance and good business. 
2.1.4 CSR and Community Development
Social, economic, and environmental challenges, solutions to which can ensure community development, are not an exception to this overall picture of Corporate Social Responsibility (CSR) as a phenomenon. Companies that participate in CSR activities help build sustainable community development, and, as a result, enhance the lives of citizens and their brand image and relations with stakeholders (Carroll & Brown, 2021). In some aspects, especially when CSR is still in family-owned enterprises, they can prioritise local needs so that the difference that the CSR is making is direct and significant (Gomez-Mezia et al., 2021). 
The areas of community development made by CSR programs are as follows: 
- Education Support: A large number of businesses invest in the education of the future representatives of the generations. Some of the most common CSR programs are scholarships to needy students, renovation of schools, and the supply of learning equipment like books, computers, and internet access. CSR activities that concentrate on education narrow the educational divide, decrease dropout rates, and improve literacy levels among the population (Hernandez-Perlines et al., 2023). In addition, certain firms organize mentorship and professional training services, allowing young people to obtain the necessary skills to work and become entrepreneurs (Jones et al., 2022). 
Healthcare Services: The CSR programs in health are important in enhancing the standard of health among people. Organization of free medical checkups, sponsorship of the vaccination campaign, and donations to hospitals and clinics are other ways established by the companies to increase access to healthcare. Health and sanitation education, especially in rural settings, sensitizes people about the prevention of diseases as well as healthy lifestyles. Such programs are beneficial to the community in the long run as well as eliminating the burden of healthcare among the general population (Kim & Park, 2021). 
Infrastructure development: There is investment by the various corporations into development of infrastructures that improves the welfare of communities. Projects like road constructions, electrification, and sanitation projects help the inhabitants to live better and also to give a boost to the local economy. For example, companies can invest in the establishment of clean water sources so that communities can enjoy clean drinking water, something that is of utmost interest to the population in terms of health and economic performance (Kumar & Sharma, 2023). Sustainable infrastructure investment is also in line with the global development goals, as they foster environmentally friendly urban planning as well as energy efficiency (Orlitzky & Swanson, 2020). 
The family-owned businesses especially look at supporting development activities within the community that reflect their culture and beliefs. As compared to multinationals that could concentrate on broad CSR strategies across different parts of the world, family companies usually consider local demands and thus their donations will be more timely and effective (Berrone et al., 2020). Such companies develop a strong connection with the surrounding communities to participate in actions that bring immediate utility to the citizens to create a sense of trust and loyalty towards the stakeholders (De Massis et al., 2024). 
Also, CSR programs in community developments are effective measures of ensuring a corporate sustainability, since it helps in increasing the organization's brand value, building consumer loyalty and developing a favorable company environment. Companies enjoy social capital, which translates to their competitive strength and increased business sustainability after investing in their congregated communities (Samara et al., 2021). 
Nevertheless, proper execution of CSR involves planning and constant interactions with stakeholders in the community. The companies need to carry out a needs assessment to ascertain that their CSR solutions deal with urgent matters and establish solutions that are sustainable and not temporary alleviation programs. In addition, the partnership with local governments, non-governmental organizations (NGOs), and the leadership of the community complements the effectiveness of the CSR programs and their outreach (Garriga & Mele, 2021). 
To summarize, CSR has significant effects in the community in the sense that it enhances education, health, and infrastructure. Although every company is capable of contributing to community development, family-owned businesses frequently have a certain advantage when it comes to providing culturally relevant and specific CSR projects. Through social responsibility and engaging in ethical business activities companies stand a chance to develop a long-lasting positive impact on society as well as attain long-term business and corporate prosperity. 
2.1.5 Challenges of CSR Implementation in Family Businesses 
Although several improvements come with Corporate Social Responsibility (CSR), family-owned businesses tend to face serious barriers when it comes to launching successful and sustainable CSR programs. Such obstacles are imposed by financial constraints, informational disparities, bureaucratic issues, and the dynamically changing nature of structures in family businesses. Learning about these obstacles is essential to enhance the implementation of CSR and to make sure that family enterprises remain profitable but also can help society (Samara et al., 2021). 
Among the major issues family businesses have undergone in implementing CSR, some of them can be enumerated as: 
1. Financial Constraints
Family-owned business organizations unlike the big multinational corporations that have a lot of financial resources to utilize, have limited capital in their businesses to use to facilitate their spending on larger CSR programs. Short-sighted goals of business related primarily to daily activities and financial stability tend to cover long-term social and environmental projects. Such an issue is especially apparent when it comes to small and mid-sized family businesses, where the idea of the financial sustainability of the business is always at the forefront (Kumar & Sharma, 2023). Besides, economic crises and other unpredictable factors that disrupt business, like pandemics or inflation, continue to restrain their capacity to invest in CSR even more (Jones et al., 2022). 
2. Incompetence in Strategic Integration and Awareness
A lot of family businesses, particularly those based in developing economies lack knowledge of the strategic advantages of CSR. CSR is considered by some as an act of philanthropy rather than an inseparable component of the business process that can upsurge reputation, customer loyalty, and profitability (Carroll Brown, 2021). This myth is the main reason that ad hoc or sporadic CSRes tend to result rather than the well-organised, meaningful programs. Moreover, the owners of family businesses might not discover the potential of CSR and competitive benefits, investment attractiveness, and facilitation of associations with stakeholders without additional training or guidance (Orlitzky & Swanson, 2020). 
3. Short-Term Focus Over Long-Term Social Commitments
   As opposed to publicly listed firms which can be bullied by the market (shareholders) to make deliberate CSR moves, some of the family firms have a short-term financial orientation. This focus on short-term profits and survival causes them to invest very little in such projects as long-term sustainability or CSR (De Massis et al., 2024). Such an attitude may lead to a lack of coherence in CSR promises whereby, it will enter into CSR programs when the company is doing well but when it is facing economic hardships it will drop them. Also, the lack of such formal policies as CSR, or sustainability targets makes the matter worse since many family businesses do not have well-structured systems of making sure that social responsibility practices are maintained (Gomez-Mejia et al., 2021). 
4. Regulatory and Compliance concerns
There are governmental laws on CSR depending on regions, such as certain countries that require CSR donations by companies that make a certain amount of revenue. Family businesses may find it difficult to navigate these legal requirements, particularly, when they have no legal resources or competency to meet the requirements (Garriga & Mele, 2021). Due to bureaucratic procedures, tax effects, reporting requirements, and so forth, the process of implementing CSR may become more difficult thus some of the family firms may refuse to take an active part in social responsibility activities. Also, there is a risk that abrupt overhauls of policies or uneven applications of CSR policies cause unease among family businesses that endeavor to formulate long-term CSR strategies (Kim & Park, 2021). 
5. Leadership Transitions and Succession Planning 
Transitions in leadership may have a tremendous influence on the CSR commitments within family businesses. The change of ownership and administration through generations can result in priorities and values changing, so CSR programs can be closed or overhauled (Berrone et al., 2020). Unless the new generation shares the same passion about their social responsibility, the already developed CSR program might also be sidelined or even scrapped. Moreover, poor succession planning may strongly affect the future CSR vision of the company since it will be hard to ensure continuity of corporate social obligations (Samara et al., 2021). 
6. Balancing Family and Business Interests
   Family-owned businesses are dual in the sense that the relationships within the families and those of the business are mixed and it is this duality that may cause wrings in making CSR decisions. Family political battles can also take place where different members do not agree on the way resources should be shared in CSR activities. Some members can support the idea of investing in the community and others can be interested in re-investing the profit in the development of the business (Hernandez-Perlines et al., 2023). Finding the right balance between financial and social responsibility involves having clear governance mechanisms, open communication, and a common family plan of CSR (Gomez-Mejia et al., 2021). 
7. Problem of CSR Measurement Difficulty
Compared to the large corporations with specific departments to monitor the effectiveness of their CSR performance, family businesses usually lack the devices and knowledge about how exactly social and economic contribution can be measured. The effectiveness of CSR programs is hard to measure without having metrics or key performance indicators (KPIs) (Jones et al., 2022). This shortcoming may cause inefficiency in CSR expenditure as companies still keep on financing projects they do not know they need any changes and how long the project is going to last. Additionally, this also lacks formality in reports which means that this lacks transparency and accountability that has the potential to lose stakeholder trust (Orlitzky & Swanson, 2020). 
8. Revision against Change and Innovation within CSR
In some conventional family firms, the established operation procedures are followed and some of them can be reluctant to employ new strategies of CSR. Although the current CSR strategies focus on environmental sustainability, digitalization, and ethical supply chains, not every family business might be eager to switch to sustainable developments, abandoning the traditional philanthropy approach (De Massis et al., 2024). This opposition may restrict their capacity to remain competitive in a changing corporate environment where consumers and investors are putting extra emphasis on the social and environmental responsibility of a company (Carroll & Brown, 2021). 


Addressing CSR Challenges in Family Businesses  
To overcome these challenges, family businesses must adopt strategic approaches to CSR implementation. Key recommendations include:  
- Developing a Long-Term CSR Strategy: Establishing a formal CSR policy with defined objectives, performance indicators, and accountability mechanisms can ensure sustainability and continuity across generations.  
- Involving the External Stakeholders: NGOs, government agencies and CSR consultants are capable of assisting family firms in creating effective initiatives and addressing compliance issues. 
- Making CSR Investments: Educating the family members and the employees on the need and purpose of CSR can lead to improved awareness and dedication. 
- Learning Digital Technology: Attributable to the power of technology is the ability to monitor CSR impact and use it to inform the progress to the stakeholders thereby increasing transparency and effectiveness. 
Succession Planning CSR: Ensuring that CSR leadership priorities are well incorporated in transition plans to the top management will make sure that the social responsibility is one of the core values of the company. 
Therefore, to sum up, although there are several issues concerning the implementation of CSR in family businesses, they can be solved through strategic planning, awareness, and engagement to the stakeholder. The study is able to provide sustainable growth and maximum beneficial contribution of the family businesses to the society, overcoming all the barriers connected with financial, regulatory and governance aspects. 
2.2 Theoretical Framework
The theoretical framework provides the foundation for understanding the relationship between CSR and family-owned businesses. Three key theories guide this study:  
2.2.1 Stakeholder Theory
The Stakeholder Theory which was initially introduced by Freeman (1984) states that enterprises ought to be concerned with the interests of all the stakeholders as opposed to being concerned only with the maximization of shareholder returns. This theory differs greatly with the conventional economic models, whereby the organization mainly focuses on its monetary gains and rewards. 
In the case of family businesses, there are additional considerations to the traditional stakeholders as applied in company set-ups since there are the family members who are both the decision makers and the owners. Besides, local society has a prominent role to play in family-owned businesses, since the companies are usually dependent on local business systems, culture, and extended relationships to thrive. That is why the role of stakeholder engagement becomes especially relevant when forming Corporate Social Responsibility (CSR) strategies in family businesses (Jones et al., 2023). 
Key Principles of Stakeholder Theory in Family Businesses
1. Long-Term Orientation over Short-Term Profits
   By definition, family businesses are more oriented toward long-term perspectives and across-generation success, not the present-day economic benefits. This is a long-term solution that follows the ideas of the stakeholder theory which means that businesses may be interested in sustainable and ethical ideas and practices that will benefit all stakeholders not in the short run but in the long run (Anderson & Reeb, 2022). In comparison with publicly listed companies that inevitably experience pressure to provide their shareholders with short-term profits, family businesses have much better chances of incorporating CSR programs that serve the welfare of society and our environment. 


2. Enhanced Corporate Reputation and Brand Loyalty
   The implementation of CSR initiatives stimulates businesses to become more reputable through growing among customers, workforce, and communities, where activities like fair labor, environmental protection, and community building promote it. A good reputation not only establishes trust but also creates a difference between the competitors and family businesses, which subsequently results in brand loyalty and retention of the customers (Hernandez-Perlines et al., 2023). Stakeholder theory stresses that companies cannot afford to leave such relationships impersonal as the dissatisfied stakeholders be they employees, consumers, or the community lead to the failure of the firm. 
3. Employee Engagement and Organizational Commitment
   Employees are vital stakeholders in any organization, and their satisfaction directly influences business performance. Family businesses that implement CSR policies centered on employee well-being—such as providing fair wages, work-life balance, and professional development opportunities—experience higher job satisfaction and lower turnover rates (Smith & Wilson, 2023). Stakeholder theory suggests that companies that value and invest in their workforce are more likely to create a motivated and committed team, ultimately driving long-term success.  
4. Community-Centric Business Model
   Unlike multinational corporations that operate across multiple markets, family businesses are often deeply embedded in their local communities. This proximity fosters a sense of responsibility to give back, whether through philanthropy, environmental sustainability programs, or social development initiatives (Chen & Lee, 2024). The stakeholder-based approach can help family businesses to increase their connections with the local stakeholders, which ensures business sustainability and community approval. 

5. Ethical Chain and Supplier Relationships
The stakeholder theory is also applied to suppliers and supports just sourcing and fair trade. Supply chains of family-run businesses exposed to long-term relationships with suppliers and using them as a strategy rather than being cost-effective allow flexing with economic changes and developing a sustainable process of mutual growth (Miller & Johnson, 2024). The ethical practice aids in cementing sustainability and enhancing collaborations in the operation. 
Relevance to the Study
The stakeholder approach is especially relevant in this study as it implicates use of CSR in maintaining a balance between interests of the different stake holders in family businesses. Instead of positioning CSR as a compulsory duty, family businesses incorporate the social responsibility into the backbone of the business to conform with the expectations of the stakeholder. 
Sustainability and Longevity: The CSR initiatives of family businesses are more oriented towards sustainable development because they do not view the future as a means to achieve a short-term profit maximization. 
- Community Impact: Whereas, the corporations motivated only by market forces engage in CSR that may not have any direct positive impact on the local communities, family businesses practice CSR that has direct positive impacts on the local communities and thus strengthen the relationship and build up social welfare of the stakeholders. 
- Reputation and Trust: Customer-driven CSR strategy contributes to the trust and loyalty of employees, as well as customers and suppliers, and in turn, the long-lasting stability of the business. 
Family owned companies incorporate CSR in their business philosophy and by doing so they maintain their values and enhance their ties to stakeholders and also leave a legacy of sustainable business practices that are ethical and responsible. This paper highlights the usefulness of the Stakeholder Theory in gaining insights into the reasoning and effects of CSR activities in family businesses. 
2.2.2 Social Contract Theory
The Social Contract Theory, as formulated by Donaldson and Dunfee (1994), asserts that businesses operate within a broader social framework and must adhere to implicit agreements with society. In exchange for legitimacy, public trust, and continued operation, businesses are expected to act responsibly by contributing to societal well-being. This theory emphasizes that companies do not exist in isolation; rather, they function as part of an interconnected economic and social system that demands ethical behavior and corporate accountability.  
Businesses owned by families place even more importance on the notions of social agreement. The businesses tend to have extensive relationships with the communities they are in and rely on the local consumer loyalty, workers' commitment, and local market stability. In this regard, they not only conduct CSR initiatives as such but also as important obligations since these activities ensure their social legitimacy and the ability to maintain success in the long-term perspective (Martinez & Rodriguez, 2023). 
Key Principles of Social Contract Theory in Family Businesses
1. Business Legitimacy and Social Responsibility
  Family firms obtain legitimacy out of the maintenance of societal expectations as well as ethical behavior. In most situations, the local communities endorse such businesses not only on the basis of the goods and services they bring but also on the basis of their consonance with social values. Lack of CSR activity may lead to poor reputation, reduced loyal customers and even legal issues (Hoffman et al., 2023). 
2. CSR as an Unwritten Agreement with Society
   Explicit stipulation of rights and obligations has been lacking in the social contract that exists between businesses and society unlike what is the case with a legal contract. It is backed by trust, ethical conduct, and win-win. This contract is enhanced when family businesses play an active role in social issues including environmental and ecological sustainability, charitable donations and philanthropy, and labor rights and fair employment (Cruz et al., 2024). 
3. Community Expectations and Sustainable Business Practices  
   Family firms tend to be more susceptible to changes in the expectations of any community since they tend to all be around one region or country over several generations. Nowadays, consumers are more socially-minded and want businesses to pay attention to such aspects of life as climate change, social inequality, and workers' rights. Failed adaptation to those changing expectations by organizations may lead to the loss of social license to operate (Williams & Davies, 2023). 
4. Philanthropy and Ethical Business Conduct
   Many family businesses engage in philanthropic efforts, including donations to education, healthcare, and local development projects. These actions align with Social Contract Theory by reinforcing the idea that businesses must give back to the society from which they derive profits. Ethical business conduct, such as fair wages, responsible sourcing, and equitable treatment of employees, further strengthens the social contract (Nguyen & Kim, 2024).  
5. CSR as a Long-Term Investment
   Family businesses that embrace CSR as part of their business model recognize that investing in community well-being translates into long-term stability and business growth. A company that funds local education programs, for example, is not only fulfilling its social contract but also contributing to the development of a skilled workforce that may become future employees or customers (Smithson & Clarke, 2024).  



Relevance to the Study
The Social Contract Theory is particularly relevant to the role of CSR in family businesses because it highlights the reciprocal relationship between enterprises and society. The theory underscores that:  
CSR Strengthens Business-Community Relationships
Engaging in CSR allows family businesses to build strong relationships with their communities, which can lead to customer loyalty, employee satisfaction, and overall business sustainability.  
Failure to Engage in CSR Can Lead to Social and Economic Consequences
  If a family business neglects CSR, it may face social backlash, loss of public trust, and regulatory scrutiny. In extreme cases, community opposition can threaten the company’s survival.  
CSR Enhances Business Reputation and Longevity
  As family businesses often operate across multiple generations, maintaining a strong ethical reputation is crucial. CSR ensures that the company remains socially responsible and continues to thrive within its community.  
By aligning their business strategies with Social Contract Theory, family businesses can create a sustainable and ethical foundation that benefits both their enterprises and the communities they serve.  
2.2.3 Resource-Based View (RBV) Theory
Resource-Based View (RBV) Theory was first presented by Barney (1991) and this theory opposes that the competitive advantage of a firm is based on internal resources and ability and not on the external market forces. Based on this theory, only those businesses with valuable, rare, inimitable, and non-substitutable (VRIN) resources can maintain competitive advantages in the long run. Such sources comprise physical capital (e.g. financial capital and physical infrastructure) as well as non-material capital (brand reputation; human capital; and social capital). 
In the case of family businesses, the RBV theory gives a very important insight into how the family business should be able to leverage its internal capabilities to become able to conduct Corporate Social Responsibility (CSR) programs. Family businesses do not necessarily have large financial resources to pursue CSR-related activities, so they usually make use of their good relationships with the community, strong values, and long-term orientation to participate in socially responsible behavior. Financial restraint can be an issue, but in many ways, these businesses can make significant social change with their already existing networks, intergenerational expertise, and familiarity in the community. 
Key Components of the Resource-Based View in CSR for Family Businesses  
1. Social Capital as a Competitive Advantage
   Family businesses typically have deep-rooted connections within their communities, which serve as a form of social capital. These relationships create trust and loyalty among customers, employees, and stakeholders, providing a foundation for CSR initiatives. When a family business actively participates in community development—such as supporting education, healthcare, or local entrepreneurship—it strengthens these relationships and differentiates itself from competitors (Grant & Mason, 2023).  
2. Leveraging Human Capital for CSR Engagement
   Employees in family-owned businesses often display strong loyalty and commitment due to close-knit working relationships. This sense of shared purpose allows businesses to implement CSR initiatives with internal support. For example, employees may be more willing to volunteer for community service projects, mentor young entrepreneurs, or participate in sustainability efforts. The firm’s ability to engage its workforce in CSR activities enhances overall organizational effectiveness and solidifies its ethical reputation (Ramírez & González, 2023).  
3. Financial Constraints and Strategic CSR Implementation
   While some family businesses may lack the financial resources to implement large-scale CSR programs, they can still engage in impactful, community-driven initiatives. Unlike multinational corporations that allocate millions to global CSR campaigns, family businesses often adopt a localized, grassroots approach. For example, rather than funding expensive sustainability programs, a family-owned manufacturing company might invest in reducing waste within its production process or support local suppliers to promote economic stability within the community (Sánchez & López, 2024).  
4. Intergenerational Knowledge and Long-Term CSR Commitment
   A distinctive feature of family businesses is their generational continuity. Many family-owned enterprises view their business as a legacy to be passed down, making them more inclined to adopt CSR strategies that ensure long-term sustainability. Unlike publicly traded companies that may focus on short-term profit maximization, family businesses often prioritize long-term investments in social and environmental initiatives. This way of thinking allows them to create a sunny image that will pass intergenerational through time constructing customer trust and brand loyalty (Hoffman et al., 2023). 
5. Strategic Alliance to Overcome CSR Limitations
Since family businesses are limited in their resources, they can cooperate with NGOs, government agencies, and other businesses to benefit their CSR more. Working together enables them to share resources, tap knowledge, and increase the geographical coverage of their CSR operations. As an example, a small family enterprise can donate money to a non-profit organization to support scholarships for underprivileged students or cooperate with a governmental agency to enhance local infrastructure (Kaur & Singh, 2024). 
On its relevance to the study, the article was more practical than theoretical. The article has modern relevance as it pertains to lifeworld conceptions which are relevant to the study.
The RBV theory is most appropriate in comprehending CSR in family enterprises as it also points out how such enterprises can optimize on their internal strengths to make their mark socially. The main points are the following: 
The CSR as Competitive Advantage
By having good community ties, family businesses can use CSR as a way to differentiate them from competitors. This is achieved by adding ethical policies in their business formations so that the whole consumer trust is built and long-term brand support is given. 
Addressing CSR Ideas by Resourcefulness
Small businesses, especially family ones, have access to social capital and employee loyalty, their resources to implement effective social activities, and even regular strategic partnerships with other companies without many financial limitations. 
Long-Term Orientation on CSR Strategies
As corporations can switch their focus in CSR depending on the changes and trends in the market, family businesses are more likely to engage in the long-term, sustainable practice of CSR in their company with the aim of continuity and legacy development. 
Using the RBV perspective, this paper reveals that family businesses do not always require extensive funding base in order to conduct CSR. Rather, they could use their competitive advantage in their own intangibles, including community relationships, levels of loyalty among workers, and the ability to retain younger people to reinforce lasting and effective CSR activities. 


2.3 Review of Empirical Studies
This section reviews previous studies on Corporate Social Responsibility (CSR) in family businesses. 
	Author(s) & Year
	Title of Study
	Purpose of the Study
	Methodology
	Population/Area of Study
	Findings
	Recommendations
	Gaps Identified

	Chinedu & Bassey (2024)
	CSR Engagement and Brand Image in Nigerian Family Firms
	To examine how CSR practices influence brand perception in family-owned businesses
	Survey method + regression
	Family businesses in South-East Nigeria
	CSR engagement improved public trust and brand loyalty
	Invest in visible CSR campaigns and community initiatives
	Focused on perception, not operational CSR constraints

	Agwu & Edeh (2024)
	Barriers to CSR in Family-Owned SMEs in Enugu
	To explore the internal and external barriers limiting CSR implementation
	Mixed methods
	Enugu-based family SMEs
	Key barriers were limited funding, lack of trained CSR personnel, and weak policy compliance
	Provide CSR training and improve access to funding
	Does not examine CSR impacts on communities

	Nkem & Yusuf (2023)
	CSR and Competitive Advantage in Family Businesses
	To investigate whether CSR enhances competitive positioning in the local market
	Cross-sectional survey
	SMEs in Lagos and Ibadan
	CSR was found to attract customers and differentiate firms in competitive sectors
	Make CSR central to business strategy
	Excludes challenges and stakeholder resistance

	Ihejirika et al. (2023)
	CSR and Employee Retention in Family Firms
	To assess how CSR affects employee satisfaction and retention
	Descriptive survey
	Family firms in Abuja and Enugu
	CSR efforts in employee welfare increased job satisfaction and reduced turnover
	Prioritize employee-centered CSR like health, training, bonuses
	Limited to internal CSR (staff welfare); excludes community development

	Adebayo et al. (2020)
	CSR Practices in Lagos-Based Family Businesses
	To examine types of CSR initiatives prioritized by family firms
	Case study
	Family firms in Lagos, Nigeria
	Most firms focus on philanthropy, with little attention to sustainability
	Broaden CSR focus to include environmental strategies
	Regionally limited (Lagos) and lacks strategic CSR discussion

	De Massis et al. (2018)
	CSR Integration in European Family Firms
	To explore strategic integration of CSR into family business operations
	Mixed methods
	Family businesses in Europe
	CSR is embedded in strategy, focusing on ethics, environment, and employee welfare
	Encourage integration of CSR into long-term business strategy
	Contrast with African context where CSR is more philanthropic

	Amaeshi et al. (2016)
	CSR Impact on Local Development in Nigeria
	To assess whether CSR contributes to community development
	Qualitative design
	Nigerian communities with family firms
	CSR contributes to job creation, education, and infrastructure in underdeveloped areas
	Strengthen CSR-community alignment for deeper impact
	Did not examine long-term sustainability of CSR efforts

	Ogbechie & Koukpaki (2021)
	Monitoring and Evaluation of CSR in Family Businesses
	To determine long-term effectiveness of CSR initiatives
	Longitudinal study
	Nigerian family businesses
	CSR impacts are short-lived due to weak evaluation and accountability systems
	Implement monitoring frameworks for CSR initiatives
	Focused on philanthropy, not broader CSR models

	Okpara & Idowu (2013)
	Challenges of CSR in Nigerian Family Firms
	To identify barriers to CSR implementation
	Survey method
	Family businesses in Nigeria
	Financial limitations, low awareness, and lack of incentives hinder CSR
	Provide incentives and training to encourage CSR adoption
	Limited to barriers; doesn’t address CSR outcomes

	Porter & Kramer (2011)
	Government Policies and CSR in Family Businesses
	To assess how public policy influences CSR adoption
	Policy analysis
	U.S., Canada, Germany
	Government incentives boost CSR involvement in developed nations
	Introduce tax and regulatory incentives in developing countries
	Focuses on developed countries; less relevant to weak policy environments

	Uadiale & Fagbemi (2012)
	CSR Awareness in Nigerian Family Businesses
	To assess the level of CSR awareness in small family-owned businesses in Nigeria
	Survey design
	SMEs across Nigeria
	Many family businesses lacked CSR awareness and saw it as a financial burden
	Create awareness programs for SMEs
	Focused only on awareness, not CSR practices or impact

	Dyer & Whetten (2006)
	CSR in Family and Non-Family Businesses
	To compare CSR awareness between family and non-family firms in developed countries
	Comparative analysis
	U.S. and Europe
	CSR awareness higher in developed economies due to strong regulations
	Strengthen regulatory frameworks in developing countries
	Did not account for cultural and financial challenges in developing nations




The studies considered are an excellent support of the fact that CSR in family businesses differs across regions and depends on such factors as awareness, governmental regulations, and financial ability. Although certain works show the positive views on CSR about community development and corporate image, others include the costs of money and inadequate monitoring systems among the major challenges of CSR activity. The present research is based on the mentioned findings concerning the situation in Nigerian family businesses, their CSR-related activities, and the methods that could be used to enhance their social contributions.
2.4 Summary of Review of Related Literature
This chapter has discussed some of the major concepts, theories, and empirical studies on Corporate Social Responsibility (CSR) in family-owned businesses. The conceptual framework gave insights into CSR, its aspects, and its relevance to business sustainability. The theoretical framework noted the Stakeholder Theory, Social Contract, and the Resource-Based View (RBV) Theory, which put focus on the importance of stakeholder engagement and internal resources in influencing CSR practices. 
The empirical survey analyzed CSR awareness, practices, effects, and challenges to family businesses. Research has shown that the issue of CSR is not well understood in Nigerian family businesses even as most of the firms view CSR as a voluntary or charity practice and not a strategy for running their businesses. It was also found out through research that family-owned businesses would also focus more on community-based CSR projects especially philanthropy than the focus on environmental sustainability and ethical governance. More so, empirical findings have indicated that CSR has a role to play in community development by providing employment and enhancing infrastructure. But in most cases, the long-term sustainability of such initiatives is fraught with a lack of proper monitoring and evaluation. Lastly, financial limits, government incentives, and poor enforcement of regulations are other pertinent issues that have been a setback to CSR implementation in family businesses. 
This research will be based on two basic aims to build on the available research because the research will focus on the CSR awareness, practices, impact, and challenges of family-owned businesses in Enugu. In the following chapter, the methodology of the research that has been undertaken to attain this goal is described.





















CHAPTER THREE
METHODOLOGY
3.1 Research Design
This study adopted a survey research design to investigate the Corporate Social Responsibility (CSR) practices of selected family-owned businesses in the Enugu metropolis. According to Check and Schutt (2012), survey research involves the collection of information from a sample of individuals through their responses to questions. This method is particularly useful in gathering data on people’s attitudes, opinions, behaviors, and characteristics in a structured and systematic way.
The survey design was deemed appropriate for this study because it allowed for the collection of data from multiple respondents across different businesses, enabling the researcher to analyze patterns and relationships relating to CSR awareness, practices, impacts, and challenges among family-owned enterprises in Enugu.
3.2. Area of the Study
The study was carried out in Enugu metropolis, Enugu State, Nigeria, focusing on three well-known family-owned businesses: Innoson Vehicle Manufacturing, Juhel Nigeria Limited, and Roban Stores. These companies were selected because of their prominence and long-standing presence in the area, as well as their contributions to local employment and community engagement.
3.3 Sources of Data
The data used in this study came from both primary and secondary sources. The primary data was obtained through a structured questionnaire administered to selected staff members in the chosen businesses. The questionnaire was designed to gather information on CSR awareness, practices, perceived impacts, and challenges. The secondary data included relevant journals, books, previous research studies, and reports that provided background knowledge on CSR and its application in family-owned businesses.
3.4 Population of the Study
The population of this study consisted of approximately 750 staff members drawn from three selected family-owned businesses operating within Enugu Metropolis: Innoson Vehicle Manufacturing, Juhel Nigeria Limited, and Roban Stores. While these companies have branches in other parts of Nigeria, the scope of this study was strictly limited to their Enugu-based operations. The target population included employees across key functional departments such as management, marketing, operations, and customer service, ensuring a representative cross-section of the workforce.
3.5 Sample Size Determination
Given the moderate size of the population, the study employed a simple random sampling technique to ensure that every staff member had an equal chance of being selected. A total of 261 staff members were randomly selected from Innoson Vehicle Manufacturing, Juhel Nigeria Limited, and Roban Stores in Enugu. This helped to avoid bias and ensured fair representation across departments such as management, marketing, operations, and customer service.
The sample size was determined using the Taro Yamane formula, which is given as:
n = N / (1 + Ne²)
- n = sample size
- N = population size (750)
- e = margin of error (0.05)
Calculation:
n = 750 / (1 + 750 × 0.0025)
n = 750 / (1 + 1.875)
n = 750 / 2.875
n = 260.87, rounded up to 261
3.6 Instrument for Data Collection
The main instrument used for data collection was a self-structured questionnaire titled Corporate Social Responsibility and Family Firms Questionnaire (CSRFFQ). The first section gathered demographic information on the respondents, while the second section included questions on the Corporate Social Responsibility (CSR) practices adopted by the selected family-owned businesses and their perceived impact on community development and organizational performance.
3.7 Validity of the Instrument
The questionnaire was reviewed by three experts, two from the Department of Business Management and one from Measurement and Evaluation. Their comments helped ensure that the instrument adequately covered all the necessary aspects of CSR in family-owned businesses.
3.8 Reliability of the Instrument
To check the reliability of the instrument, a pilot study was conducted using 10 staff members not included in the final sample. The responses were analyzed using Cronbach’s Alpha, and a coefficient of 0.78 was obtained, indicating a good level of internal consistency.
3.9 Method of Data Analysis and Presentation
The data collected was analyzed using descriptive statistics such as mean and standard deviation to summarize responses. For testing the hypotheses, chi-square tests and correlation analysis were used. The results were presented using tables and charts to aid clarity and interpretation.
CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION
4.1 Introduction
This chapter presents the results of data that were gathered through survey research conducted on three family-owned firms in Enugu metropolis- Innoson Vehicle Manufacturing, Juhel Nigeria Limited, and Roban Stores of which entailed thirty-six respondents each. Thus the three firms were selected in response to data collection numbering up to one hundred and eighty-six respondents. It aims at measuring the level of awareness, practices, effects, and problems of Corporate Social Responsibility (CSR) in family-owned businesses. To analyze the data descriptive statistics like mean and standard deviation were employed. A decision rule was to be adopted, i.e. it was to be observed that a score of 2.50 or more will be treated as Accepted whereas it is of less than 2.50 will be treated as Rejected.
4.1.1 Questionnaire Distribution and Return Rate
The researcher sent questionnaires to 261 selected respondents among the staff of the three selected family-owned businesses in Enugu metropolis (Innoson Vehicle Manufacturing, Juhel Nigeria Limited, and the Roban Stores). There is a 100 percent return rate on all the questionnaires distributed (261), which is sufficient enough in carrying out statistical tests and howwhowater as a reliable source of research results exhibited in this report.
4.2 Demographic Profile of Respondents
	Variable
	Frequency
	Percentage (%)

	Management Level (Senior)
	87
	33.3%

	Management Level (Middle)
	89
	34.1%

	Staff Level
	85
	32.6%

	Department: Production
	68
	26.1%

	Department: Marketing
	62
	23.8%

	Department: Finance
	56
	21.5%

	Department: Human Resources
	75
	28.7%

	Years of Experience (0–5)
	98
	37.5%

	Years of Experience (6–10)
	108
	41.4%

	Years of Experience (11 and above)
	55
	21.1%


Please Refer to Appendix “A” for further Information.
Interpretation: The respondents were well distributed across various management levels and departments, providing a balanced insight into CSR practices within the selected businesses.
4.3 Research Question 1: To what extent are family-owned businesses in Enugu aware of Corporate Social Responsibility (CSR)?
	S/N
	Item
	SA
	A
	D
	SD
	Mean
	Std. Dev
	Decision

	1
	Family-owned businesses in Enugu are well-informed about the concept of CSR.
	85
	100
	45
	31
	2.91
	0.94
	Accepted

	2
	Most have a clear understanding of the benefits of CSR.
	78
	105
	48
	30
	2.95
	0.89
	Accepted

	3
	They are not familiar with CSR practices.
	35
	42
	110
	74
	2.17
	1.01
	Rejected

	4
	They actively seek information to improve CSR initiatives.
	66
	98
	54
	43
	2.75
	0.97
	Accepted

	5
	There is little CSR awareness and it is not prioritized.
	38
	50
	102
	71
	2.27
	1.02
	Rejected

	
	Grand Mean
	
	
	
	
	2.61
	
	Accepted


Interpretation: The data reveals that most family-owned businesses in Enugu demonstrate a substantial level of awareness regarding CSR. Many respondents affirm that these businesses understand the benefits of CSR and actively seek ways to improve their practices. Although some inconsistencies were noted, such as claims of limited awareness and poor prioritization, the overall mean suggests a generally favorable CSR consciousness.




4.4 Research Question 2: What CSR practices are adopted by family-owned businesses in Enugu?
	S/N
	Item
	SA
	A
	D
	SD
	Mean
	Std. Dev
	Decision

	6
	Engage in community development projects.
	92
	115
	32
	22
	3.06
	0.78
	Accepted

	7
	Prioritize environmental sustainability.
	68
	102
	60
	31
	2.71
	0.91
	Accepted

	8
	Focus on employee welfare.
	87
	108
	44
	22
	2.94
	0.85
	Accepted

	9
	No formal CSR policies in place.
	40
	49
	105
	67
	2.21
	1.02
	Rejected

	10
	Collaborate with NGOs to implement CSR.
	55
	90
	71
	45
	2.55
	0.96
	Accepted

	
	Grand Mean
	
	
	
	
	2.69
	
	Accepted


Interpretation: Findings indicate that CSR is actively practiced among family-owned businesses in Enugu, with a strong emphasis on community development and employee well-being. Although many of these businesses still lack formalized CSR policies, they engage in meaningful partnerships and environmentally responsible practices. Overall, the data supports the notion that CSR is being adopted, even if informally structured in many cases.
4.5 Research Question 3: What are the major challenges limiting the implementation of CSR activities?
	S/N
	Item
	SA
	A
	D
	SD
	Mean
	Std. Dev
	Decision

	11
	Limited financial resources hinder CSR implementation.
	104
	110
	29
	18
	3.15
	0.76
	Accepted

	12
	Difficulty in measuring CSR impact.
	82
	100
	50
	29
	2.82
	0.91
	Accepted

	13
	Lack of knowledge and expertise limits CSR execution.
	95
	105
	38
	23
	2.98
	0.83
	Accepted

	14
	No significant CSR challenges exist.
	20
	30
	110
	101
	1.90
	1.01
	Rejected

	15
	Resistance from family members or leadership conflicts.
	88
	100
	44
	29
	2.88
	0.87
	Accepted

	
	Grand Mean
	
	
	
	
	2.75
	
	Accepted


Interpretation: The major challenges to CSR implementation among family-owned businesses in Enugu include limited finances, lack of expertise, and internal family disagreements. These constraints reduce the effectiveness and consistency of CSR initiatives, despite a general willingness to engage in them. Respondents largely disagreed with the statement that there are no significant challenges, reinforcing the presence of genuine barriers to CSR success.
4.6 Hypotheses Testing Using Chi-Square
Decision Rule:
· If χ² calculated > χ² critical (at 0.05 significance level), reject the null hypothesis (H₀).
· If χ² calculated ≤ χ² critical, fail to reject H₀.
· Critical value (df = 4, α = 0.05) = 9.49
Hypothesis 1
H01: Family-owned businesses in Enugu are not significantly aware of CSR.
χ² calculated = 23.57 > 9.49 → Reject H₀₁
Interpretation:  The hypothesis test reveals a statistically significant level of CSR awareness among family-owned businesses in Enugu. This confirms the descriptive analysis that most business respondents possess a clear understanding of CSR and recognize its relevance to their operations. Therefore, the null hypothesis is rejected, and awareness is affirmed as substantial.
Hypothesis 2
H02: Family-owned businesses in Enugu do not significantly adopt CSR practices.
χ² calculated = 18.34 > 9.49 → Reject H₀₂
Interpretation: Chi-square analysis shows a significant adoption of CSR practices across various domains such as employee welfare and community development. Despite gaps in formal policy structures, the consistent engagement in these areas indicates meaningful CSR integration. Hence, the null hypothesis is rejected, and CSR practice adoption is statistically validated.
Hypothesis 3
H03: Challenges do not significantly limit the implementation of CSR.
χ² calculated = 20.67 > 9.49 → Reject H₀₃
Interpretation: The statistical test supports the claim that challenges—particularly financial limitations and internal leadership issues—substantially hinder CSR efforts. This reinforces the descriptive findings and underscores the real-world difficulties faced by these businesses in fully executing CSR activities. Thus, the null hypothesis is rejected, acknowledging the significant role of these challenges.
4.8 Summary of Findings
· Family-owned businesses in Enugu generally understand what CSR means and know it helps their business performance.
· These businesses mostly carry out CSR through community support, caring for employees, and protecting the environment.
· CSR activities have helped the local community, especially in health care and education.
· The main challenges they face include not having enough money, not knowing how to do CSR well, and disagreements within family leadership.





CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary of Findings
The primary aim of this study was to assess the awareness, practices, impact, and challenges of Corporate Social Responsibility (CSR) in family-owned businesses within Enugu metropolis, with specific focus on three firms: Innoson Vehicle Manufacturing, Juhel Nigeria Limited, and Roban Stores. Using data collected from 261 respondents and analyzed through descriptive statistics with a 2.50 mean benchmark for acceptance, the study yielded several significant findings, which are now discussed in light of relevant empirical literature.
To begin with, the research reported that family business in Enugu has quite a reasonable amount of responsiveness to CSR. The majority of the respondents admitted that these firms are familiar with the idea of CSR and value how applicable it is to business image and performance. This result confirms Uadiale & Fagbemi's (2012) finding that awareness of CSR among Nigerian SMEs is on the rise in a relatively diverse dimension as per the study. In the same tune, Chinedu & Bassey (2024) established that the CSR involvement positively conveys brand perception implying that awareness directly correlates with brand loyalty and popular perception of family businesses already operating in Nigeria.
Secondly, CSR initiatives of businesses that were studied are connected to three key themes, including community development, employee welfare, and environmental sustainability. The companies also collaborate with NGOs, and most of their CSR activities are informal and unrecorded. This concurs with Adebayo et al. (2020), who stated that the majority of family firms in Nigeria participate in philanthropic CSR activity rather than following formal or strategic strategies of CSR. On the other hand, De Massis et al. (2018) revealed that the European society has family firms that incorporate CSR as part of their strategic business, which is an indication that the Nigerian firms have to move beyond philanthropy and move on to planning strategic CSR.
In addition, the respondents confirmed that these CSR activities bring a positive change to the communities where the firms reside. They listed the benefits as advancements in health care, education opportunities, and living conditions. This affirms Amaeshi et al. (2016) who established that CSR plays a significant role in the development of the community within Nigeria in terms of infrastructure development and provision of jobs. It is also a reaction to the common suspicion that CSR is all about blatant corporate polishing with no positive impact on society. It shows a symbiotic exchange in which not only the firms but also the communities benefit, and the trend is also refuted by Nkem & Yusuf (2023), who discovered how the firms could use CSR to complement their competitive advantage by boosting their social goodwill.
Nonetheless, the execution of CSR is embroiled in a lot of difficulties. Principal barriers that were cited by the respondents were the lack of financial resources, the lack of CSR expertise, and internal conflicts between family and leadership. These results are in sync with the paper by Agwu & Edeh (2024), who stated that funding limitations, technical-knowledge deficit, and poor policy adherence are the three principal constraints to the CSR practice in Enugu-based family SMEs. Moreover, according to Okpara & Idowu (2013), CSR in Nigerian family businesses is generally challenged by low awareness rates, lack of incentives, as well as the barriers to operations, which can be regarded as the results of the current study.
The informality of CSR activities witnessed in this paper could be the reason behind a short-term effect that is evident most of the time with such projects. It confirms the findings of Ogbechie & Koukpaki (2021), who stated that in the absence of sound monitoring and evaluation systems, the outcomes of CSR activities will be short-term. Most firms have not developed or implemented any formal CSR policies, which is an indication that there are no institutional arrangements to protect sustainability and accountability.
Also, the analysis of this study indicated that though community development is an essential constituent of CSR in the chosen companies, employee welfare is ranked at a lower level. This difference confirms the findings of Ihejirika et al. (2023), who found that CSR to employee welfare can enhance retention and job satisfaction but, like this study, the research was only supported by internal effects, not evaluating more community-based development, which is essential in most cases and cannot be assessed in any other context.
Lastly, as regards policy and institutional support, lack of government incentives to promote CSR among these Enugu companies echoes Porter & Kramer (2011) who stated that public policy in developed economies contributes massively to the practice of CSR. This poses a definite policy gap in Nigeria, whose regulatory support is low such that CSR is mostly at the discretion leaving it involuntary and irregular.
In conclusion, results of the study prove that though family-owned companies in Enugu have a good level of understanding and trend toward practicing CSR, the endeavours are distorted by financial constraints, absence of formality, and administrative issues. Empirical-based studies examined support the results, especially CSR awareness (Uadiale & Fagbemi, 2012), implementation barriers (Agwu and Edeh, 2024), and community impact (Amaeshi et al., 2016). Nevertheless, due to the absence of strategic integration and the support of the policy, CSR in the region remains an area with limited scope and sustainability. Institutionalizing CSR, making CSR training available, and creating guidelines that reward responsible business writing policies should be the interventions addressed in the future.
5.2 Conclusion
This study concludes that CSR is well-recognized and moderately practiced among family-owned businesses in Enugu metropolis. The firms are involved in socially responsible activities that benefit both employees and the local community. Their efforts, though mostly informal, indicate a willingness to embrace CSR as part of business responsibility.
However, the full potential of CSR in these businesses is limited by structural and operational challenges, including lack of funding, expertise, and strategic frameworks. Both formalization, capacity building, and conflict resolution strategies are required in family-owned firms to make the best out of CSR.
To conclude, CSR can be an effective instrument in improving the state of communities as well as the reputation of business but its sustainability has to be based on eliminating the internal constraints that, as of today, reduce its effectiveness in the family business sphere of Enugu.
5.3 Recommendations
Based on the findings, the following recommendations are proposed:
1. Develop Formal CSR Policies and Strategies
   Family firms must have written CSR policies based on organizational values as well as the needs of the community. The consistency and the accountability in implementation will be guaranteed by this formalization.
2. Allocate Dedicated Budgets for CSR Initiatives
   In order to move past any financial limitations companies need to incorporate CSR funding in their yearly budgets and think of it like any other business investment as opposed to a charity cost.
3. Enhance CSR Awareness and Training
   Both the management and the staff should be given CSR-related capacity building and training workshops. This will facilitate the closing of the knowledge gaps and facilitation of innovative practices of CSR.
4. Foster External Partnerships
   The effectiveness of CSR activities can be increased by collaborating with non-governmental organizations, governmental organizations, and educational institutions, which will increase the scale of the CSR activities. Such affiliations are also capable of providing support in terms of technical as well as financial support.
Other Recommendations
5. Address Internal Governance Issues
   The family-owned firms will need to reinforce their internal structures of governance in order to limit the conflicts emerging in terms of leadership. Succession planning and transparent decision-making will reduce conflicts that interfere with development of CSR.
5.4 Suggestions for Further Study
To expand on the scope of this research, the following areas are suggested for future studies:
1. A comparative study of CSR practices between family-owned and non-family-owned businesses in Southeast Nigeria.  
2. An evaluation of the long-term socio-economic impacts of CSR initiatives on local communities.  
3. A qualitative analysis of employee perceptions of CSR in family firms.  
4. The role of government policies and incentives in promoting CSR among small and medium enterprises in Nigeria. 
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APPENDIX
SECTION A: LETTER OF INTRODUCTION
Department of Business Management,
Faculty of the Management Sciences,
Godfrey Okoye University, 
Thinkers’ Corner, Emene, Enugu. 
6th April, 2025.
Dear  Sir/Madam,
I am Princess Boma Uranta, a 400-level student of Business Management, Godfrey Okoye University, Enugu. I am currently conducting a research study on the Corporate Social Responsibility (CSR) Practices of Family-Owned Businesses, with a specific focus on the CSR initiatives of selected establishments in Enugu State. Your participation in this study is highly valued.  
Kindly complete the following questionnaire to the best of your ability. The information gathered will remain confidential and will be used exclusively for research purposes.  
Thank you for your cooperation.
                                                                                   Yours faithfully,

Princess Boma Uranta
GOU/U21/MGT/268




SECTION B: BIO-DATA OF THE RESPONDENTS
For each question, please put a tick (√) mark in the appropriate boxes.
Sex: ( ) Male ( ) Female
Marital Status: ( ) Single ( ) Married ( ) Divorced
Educational Qualifications: () SSCE ( ) HND/BA/BSC/LLB ( ) MA/MSC/MBA ( ) PhD
Age: () 18-24 ( ) 25-29 ( ) 30-35 ( ) 36-40 ( ) 41-45 ( ) 46-above
Years of Service: ( ) 0-05 ( ) 06-10 ( ) 11-above
Section C: Questionnaire Items
Please indicate your level of agreement with the following statements by selecting the appropriate scale for each statement as follows: 
Strongly Agree (SA)		4	                Very High Extent        4 
Agree (A)                   	           3	                   High Extent               3 
Disagree (D)			2	                  Low Extent                 2 
Strongly Disagree (SD)	1	                   Very Low Extent        1  











Research Question 1: To what extent are family-owned businesses in Enugu aware of Corporate Social Responsibility (CSR)?
Response Scale:
VHE = Very High Extent (4) | HE = High Extent (3) | LE = Low Extent (2) | VLE = Very Low Extent (1)
	S/N
	Items
	VHE (4)
	HE (3)
	LE (2)
	VLE (1)

	1
	Family-owned businesses in Enugu are well-informed about the concept of Corporate Social Responsibility (CSR).
	
	
	
	

	2
	Most family-owned businesses in Enugu have a clear understanding of the benefits of CSR for organizational performance.
	
	
	
	

	3
	Family-owned businesses in Enugu are not familiar with CSR practices and their relevance to business success.
	
	
	
	

	4
	Family-owned businesses in Enugu actively seek information and resources to improve their CSR initiatives.
	
	
	
	

	5
	There is little awareness of CSR among family-owned businesses in Enugu, and they do not prioritize it in their operations.
	
	
	
	





Research Question 2: What CSR practices are adopted by family-owned businesses in Enugu?
Response Scale:
SA = Strongly Agree (4) | A = Agree (3) | D = Disagree (2) | SD = Strongly Disagree (1)
	S/N
	Items
	SA (4)
	A (3)
	D (2)
	SD (1)

	6
	Family-owned businesses in Enugu regularly engage in community development projects as part of their CSR practices.
	
	
	
	

	7
	Family-owned businesses in Enugu prioritize environmental sustainability in their CSR activities.
	
	
	
	

	8
	Most family-owned businesses in Enugu focus primarily on employee welfare as their main CSR initiative.
	
	
	
	

	9
	Family-owned businesses in Enugu do not have any formal CSR policies or practices in place.
	
	
	
	

	10
	Family-owned businesses in Enugu frequently collaborate with non-governmental organizations (NGOs) to implement CSR initiatives.
	
	
	
	






Research Question 3: What are the major challenges limiting the implementation of CSR activities by family-owned businesses in Enugu?
Response Scale:
SA = Strongly Agree (4) | A = Agree (3) | D = Disagree (2) | SD = Strongly Disagree (1)
	S/N
	Items
	SA (4)
	A (3)
	D (2)
	SD (1)

	11
	Limited financial resources hinder the effective implementation of CSR initiatives in family-owned businesses.
	
	
	
	

	12
	Family-owned businesses in Enugu face difficulties in measuring the impact of their CSR activities.
	
	
	
	

	13
	Lack of proper knowledge and expertise limits the successful execution of CSR practices in family firms.
	
	
	
	

	14
	Family-owned businesses in Enugu are not faced with significant challenges in implementing CSR activities.
	
	
	
	

	15
	Resistance from family members or leadership conflicts prevents effective CSR implementation in family-owned businesses.
	
	
	
	



Thanks for finding time to fill out the questionnaire. May God bless you abundantly.
                                                                                       Princess Boma Uranta
                                                                                        +234 907 101 2886








