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Abstract

This study identifies and compares the antecedent of business student’s perception on business social responsibility among
Nigerian and Malaysian students. Part of its objectives is to examine the perception of business students in terms of
importance of business social responsibility as compare to profitability, and effectiveness of social responsibility in long-term
and short-term, the study review literature on the perception of business students on BSR. The factors in this study was
measured using 7- point scale ranging from 1 strongly disagree to 7 strongly agree, Three hundred and fifty copies of
questionnaires were administered to target the respondents from Nigeria and Malaysia. This is because UUM is the largest
management university in Malaysia; likewise BUK is also the largest university in Nigeria. Two hundred and twenty copies of
the questionnaire were completed and returned, 112 from students in Nigeria and 108 from Malaysian students, representing
64%, 62% of half of total questionnaire respectively. Giving a total responses rate of 63%. The study uses linear regression,
data were screened and outlier detected using Mahalonobis process. the finding reveals that there is a significant relationship
between the important of social responsibility as compared to profitability in both students Nigeria and Malaysia, also the study
found significant relationship between effective social responsibility and long & short term success in both the two countries,
but it was found that there is no significant relation with effective social responsibility and long term success on the part of
Nigerian students, the recommendation and implications of finding were also discussed.

Keywords: Business social responsibility, business ethics, business student’s perceptions, Nigeria, Malaysia.

1. Introduction

Business social responsibility has been regarded as voluntary activities or policies that organizations engage in for the
purpose of bringing positive social change and environmental sustainability (Aguilera, Rupp, Williams & Ganapathi,
2007). Most of such activities include donations to charities, community outreach programs, effort to improve employee
diversity and reducing environmental impact (Albinger & Freeman, 2000).

In recent years, BSR initiatives have become increasingly common as organizations compete for customers and
meet the growing and dynamic expectations of their stakeholders (Matten & Moon, 2008). As BSR activity increase and
becomes a main concern universally, researches in numerous areas of management have begun to more closely
examine the impact BSR on various organizational stakeholders (Balmer, 1998). These researches have among other
things, examined how BSR is perceived and helps organizations develop positive ethical identities/images (Dutton and
Dukerich,1991 ) in the minds of, and well-built exchange associations with, key stakeholders (Balmer, Fukukawa,&
Gray,2007;Castaldo, Perrini, Misani & Tencati,2009; Fukukawa, Balmer, & Gray,200 ).

Perception of business students may be varying among countries. Also there is no or little available literature in the
context of the current study (UUM and BUK). However, the main objectives of the current study are as follows:

1. To identify and compare the perception of business students on importance of social responsibility as

compared to profitability.

2. To identify and compare whether business student perceived effective social responsibility lead to long-term
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success.

3. To identify and compare whether business students perceived unethical behaviour of the firm lead to short-

term success.

Perception of BSR practices is helpful in setting up appropriate codes of conduct and training for expatriates to
reduce potential conflicts and the likelihood of “dirty hands” occurring (Grace & Cohen, 2005). The “dirty hands” idea
states that persons, over time be likely to get their hands dirty in the absence of moral compass to provide guidance
(Wong, Long & Elankumaran, 2010).

The paper will be organized as follows: after the introduction is a literature review on Business social responsibility,
Business student’s perception of social responsibility is also reviewed in this context. The next section will discuss on
methodology and hypothesis to be tested, next is the result discussion, and finally, conclusion and limitation for future
study.

2. Literature Review
2.1 Business social responsibility

BSR has also been commonly described as a demonstration of certain responsible behaviour on the part of public and
the private (business and government) sectors toward society and the environment. Business for Social Responsibility
(BSR), a leading Global Business partner, in a Forum held in (2005) defined BSR as achieving commercial success in
ways that respect ethical values and respect public, communities, and the natural environment. Similarly, BSR means
solving the lawful, ethical, business and other responsibilities society has for firms, and building decisions that reasonably
balance the claim of all key stakeholders. In its simplest conditions, it is: “what you do, “how you do it" “and when and
what you say” (David, 2010).

In this Direction, BSR is viewed as a complete put of strategies, practices and activities that are incorporated into
firms operations provide series, and decision making processes throughout the organisation and wherever the firm does
businesses that are supported and rewarded by top management. It also includes responsibility for current and past
actions as well as potential implications. The issues that signify a company’s BSR focus vary by business, size, sector
and even geographical region. It is seen by leadership of companies as more than a collection of discrete practices or
occasional gestures or initiatives motivated by marketing, public relations or other firms advantages (David, 2010).

Similar to above, the World Business Council on Sustainability Development, (1998) described BSR as the
continuing commitment by Business to behave ethically and contribute to economic development while improving the
quality of life of the workforce and their families as well as of the local community and society at large. BSR is the concept
that indicates an organization is responsible or accountable for its impact on all relevant shareholders (European Union,
2002).

On the other hand, significant support has been given to the concept of corporate social Responsibility. Davis
(1974) argued that public visibility of corporate actions required managers to become socially responsible and that
business, as an essential component of society, has a responsibility toward solving problems of social concern. Freeman
(1984) defended this viewpoint and developed the Stakeholder theory. Freeman (1984) argued that firms have
relationships with many constituent groups who both affect and are affected by the actions of the firm. The stakeholder
theory became the dominant paradigm in business social responsibility (McWilliams and Siegel, 2001) and is the basis of
the current study.

2.2 Business students and perceived social responsibility

The pervasive increasing concern given to corporate social responsibility has led to more research being conducted on
firms and students. Business ethics has been significantly integrated in the curriculum of ethics education (Borkowski &
Ugras, 1998). However, not enough emphasis has been placed on business social responsibility. Gioia (2002) emphasis
that the teaching of social responsibility has been marginalized in business curricula. He even found that the percentage
of business students who believed that maximizing shareholders' value was the company's prime responsibility increased
from 68% upon entrance to college to 82% by the end of the first year (Gioia, 2002).

Previous empirical research has been conducted to measure students' perception of social responsibility. Most
studies also investigated demographic factors as possible explanatory variables. In order to investigate work experience
as an explanatory variable in social responsibility perception, Kraft (1991) examines the relative importance of social
responsibility in identifying effectiveness long-term and shor-term success among undergraduate students acting as
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potential managers. The results reveal that students viewed social responsibility as relatively unimportant compared to
other determinants associated with finance, marketing and personnel (Kraft, 1991).

Kraft and Singhapakdi (1995) conducted another study to determine the relative importance of business social
responsibility in effectiveness of long and short-term, the study reveals similar conclusions to Kraft (1991). The students
generally believed that social responsibility was unimportant as a determinant of effectiveness. In addition, MBA students
with work experience rated social responsibility as significantly more important than profitability in effectiveness compared
to undergraduate students without work experience. Based on both studies, Kraft and Singhapakdi (1995) argued that
ethics education and age could also be explanatory variables in perception differences between graduate and
undergraduate students, since the former group of students was older and received more exposure to ethics education
compared to the latter group (Kraft & Singhapakdi, 1995).

Other studies were also conducted on students to measure their social responsibility perception and to examine
work experience and age as possible explanatory variables. For example, Kumar (1995) attempted to predict the social
orientation of graduate and undergraduate business students. The results showed that over three quarters of the students
showed strong orientation towards social responsibility. The results also reveal that graduate student exhibited a stronger
social orientation than undergraduate students. Kumar (1995) attributed this demographic difference to work experience
and to the age of the respondents. He argued that adult students were less likely to change attitudes compared to
younger ones (Kumar, 1995).

Research has also investigated the perception of social responsibility based on gender and college major.
Regarding gender, many studies have been conducted to examine differences between male and female students in
ethical perception. In a Meta analysis of these studies, Borkowski and Ugras (1998) found that most studies concluded
that females judged ethical infractions more harshly than males (Paul, Zalka, Perry & Friday, 1997) investigated gender
differences in social responsibility perception. They found that female students were more sensitive Business social
responsibility compared to males.

Furthermore, Burton and Hegarty (1999) reached similar conclusions. Jeffrey (1993) examined college major as an
explanatory variable in students' ethical perceptions. The results indicated that accounting majors exhibited higher ethical
development compared to students majoring in other business disciplines. Cohen, Pant and Sharp (1998) also examined
gender and college major as determinants of college major. They concluded that accounting majors and females viewed
ethically ambiguous situations as less ethical compared to other business majors and males, respectively. The previous
results led to attempts to sensitize students toward the importance of social responsibility. Gordon (1998) tested whether
extensive class readings and discussion make a difference in students' perception of the importance of social
responsibility. The study found that students viewed social responsibility as more important to organizational
effectiveness after the readings and discussion.

Similarly, The study Elias (2004) reveals that students in general perceived business social responsibility to be
more important to productivity and long- term achievement of the business and less important to short-term success after
media publicity of corporate scandals. In a recent study by Wong, Long and Elankumaran, (2010) on the students’
perception of BSR in United State, China and India, the result found that United State and India respondent attached
more importance to the non economic dimensions of social responsibility than Chinese respondents. US respondents
emphasised legal obligations while the Indian respondents placed more emphasis on philanthropic activities.

3. Methodology
3.1 Sample and data collection

The population of the study consists 4000 business students in the two countries. The study employs a simple random
sampling techniques, in line with sample selection formulae, which is stated as follows, (Yamane, 1967).
N

n=1+x5(s)?

Where: n = Sample size; N = Population of the study; e = level of precision.

Base on the above formulae, a representative sample size of three hundred and fifty (350) was chosen from
population of 4000 business students in the two countries, with precision levels of + 5% and the level of confidences is
95%. The sample for this study consisted of undergraduate and graduate business students in the Universiti of Utara
Malaysia and Bayero university Kano Nigeria, A survey questionnaires was developed and 350 copies of it administered
in many required undergraduate business classes such as Business Policy and Strategy, Principles of Managements,
and business ethics. These classes included junior (third year) students. The purpose of this selection is to get a diverse
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sample of business majors. In addition, conversations with some lecturers in universities and higher educational
institutions indicated that students were exposed to the importance of business social responsibility in lower-level
business courses such as Principles management and Introduction to Business. Since the purpose of this study is to
determine the perception of business students on the Business social responsibility. a more appropriate sample were
students who already had knowledge of business social responsibility, therefore an intermediate and upper-level sample.
Furthermore, out of three hundred and fifty copies of the questionnaires distributed, a total of two hundred and twenty
copies of questionnaires were completed and returned, representing 63 percent response rate.

This means that students in the sample understand the meaning of social responsibility, although not necessarily
agree with its benefits. Graduate classes surveyed included required classes in MBA programs. Despite, the fact that
graduate students differ significantly from undergraduates in terms of age, work experience and maturity level of
understanding the importance of business social responsibility.

The study will adapt and uses Singhapakdi, Rallapall, Vitell & Kraft,(1996) definition of effectiveness as increasing
profitability, a focus on long- term success of the firm and less preoccupation with short —term success. Considering the
previous research, the study expected that students will view social responsibility as positively more important to
profitability and long gains. The first hypothesis to be tested as follow:

H1: Do Business students have a higher perception of importance of social responsibility as compared to
profitability.

H2: Do Business students perceived that effective social responsibility lead to long term success.

H3: Does Business students perceived that unethical behaviour of the firm lead to short-term success.

3.2 Measurement

The study adapts and uses Singhapakdi et al. (1996). In order to measure the multidimensional nature of organizational
effectiveness, the Perceived Role of Ethics and Social Responsibility (PRESOR) instrument will be used. PRESOR was
developed by Singhapakdi et al. (1996). The instrument consists of 13 statements and respondents record their
agreement or disagreement with each statement on a nine-point scale ranging from 1 (totally disagree) to 9 (totally
agree). The instrument yields three factors as measures of effectiveness: profitability (4 statements), long-term success
(6 statements) and short-term success (3 statements). But what make this research unique instead of using 9 scales this
study will make use of 7 likert scale, because, according to Allern & Rao, (2000), 7 point scale measure is well accepted
in both the academic and industry research setting.

A respondent who scores high on the profitability factor believes that social responsibility is important in
determining an organization profitability and competitiveness. A respondent who scores high on the long-term success
factor believes that social responsibility plays a significant role in the long-term success of the organization, including
overall effectiveness and employee morale. A respondent who scores high on the short -term success factor perceived
that social responsibility has an effect on short-term success such as stockholders' happiness and making profits by any
means.

3.3 Goodness of measures

Base on the previous research Singhapakdi et al. (1996), Ellias (2004) the measurement uses in this study has been
tested and validated. Reliability analysis showed coefficient alphas of 0.71 for profitability, 0.57 for long-term success and
0.64, for short-term successes in the original Singhapakdi et al. (1996) study. The authors indicated that this coefficient
alpha was sufficient in the exploratory stage of the survey and with a small sample. Coefficient alphas for this study were
calculated and reliability was 0.80 for profitability, 0.76 for long-term success and 0.71 for short-term success. Predictive
validity was also determined by Singhapakdi et al. (1996). PRESOR was correlated with ethical ideology (idealism and
relativism) and a measure of socially responsible attitudes (Singhapakdi et al., 1996).

Previous studies were conducted using PRESOR. Singhapakdi et al. (1996) concluded that undergraduate and
graduate business students believed that business social responsibility is important in determining effectiveness as
measured by profitability, long-term and short-term success. Marta, Singhapakdi, Rallapall & Joseph (2000) used
PRESOR to conduct a cross-cultural study of business students' perception of the importance of social responsibility. The
results reveal that business students from the U.S. and New Zealand had a higher perception of this importance
compared to business students from India.

Similarly, Elias, (2004) used PRESOR to survey accounting practitioners, faculty and students on the perception of
earnings management ethics. The results reveal that social responsibility was significantly correlated with the perception
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of eamnings management ethics. Respondents who believed that corporate social responsibility was important in
profitability and long-term success of the firm were more likely to view earnings management as unethical. Those
respondents who viewed social responsibility to be important in short-term success viewed earnings management
activities as more ethical (Elias, 2004).

3.4 Analysis method

Data were analyzed using SPSS 18 (PASW STATISTIC), through linear regression analysis to compare the perception of
the students from the two countries.

4. Results and Discussion
4.1 Demographic profile of respondents

The demographic profile of respondents in this study shows that 66.1% of the respondents were male and the remaining
33.9 % were female business students in Nigeria, while in UUM male were 50% and female also 50%, this implies that
the number of male business students out-numbered the female students in Nigeria, while in UUM they are equal. In
terms of ages 39% of Nigerian students are less than 25years and 71% above 25 years old, while in UUM 65.1% are less
than 25 years and 34.9 were above 25 years. This means that Nigerian students are more mature than UUM. Similarly,
on the ethics education, 95.3% of Nigerian students are familiar with ethics education and only 4.7% are not. At same
time UUM students have 94.9% awareness about it only 5.1% are not. This implies that both Nigerian & Malaysian are
well familiar with ethics education. In terms of marital status, 58.6% of the Nigerian respondents were single and the
remaining 41.4% were married, while in UUM 77.9 were single and 22.1 were married. With regards to educational level
most the respondents hold Bachelor's degree representing 67% in Nigeria, followed by 11.6% of the respondents, who
are Masters Degree holders, while in UUM 61.3%, 27.4% respectively. Furthermore, on the issue of working experiences
majority of Nigerian students have 48.1% between 1-5years, 24.5% less 1 year and 17.9% 6-10years. Where as in UUM
students 63.2% have less lyears, 26.4% 1-5years and 5.7% 6-10years. (See table, 1)

Table 1. Demograpics Of Respondents

Characteristics Nigerian % Malaysian %
GENDER:
Male 66.1 50
Female 339 50
AGE:
Less 25 years 39 65.1
Above 25 years 71 349
ETHICS EDUCATION:
Yes 95.3 94.9
No 4.7 51
EDUCATION QUALIFICATION:
Undergraduates 13.4 75
Diploma 6.3 2.8
Degree/HND 67 61.3
Masters 11.6 214
Others 17 0.9
MARITAL STATUS:
Single 58.6 77.9
Married 414 22.1
WORKING EXPERINCES:
Less 1 years 245 63.2
1-5 years 438.1 264
6-10years 179 5.7
11-15years 38 1.9
16-above 5.7 2.8
[ N J
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4.2 Hypotheses testing

This study examines the antecedents of business student perception on business social responsibility. The interpretation
of the hypotheses results is summarized in Table 2a & 2b.

Table 2a: Regression Result for Nigeria students
Unstandardized Coefficients Standardized Coefficients

Model B Std. Error Beta t Sig.
(Constant) 251 0.49 515  0.000
1 NLONGTERM 0.054 0.07 0.07 0.78 0.438
NSHORTTERM 0.17 0.06 0.26 2.73  0.007**

P<0.05;T>196,

Table 2b: Regression Result for Malaysian Students
Unstandardized Coefficients Standardized Coefficients

Model B Std. Error Beta t Sig.
(Constant) 211 0.52 4.10 .000
1 SLONGT 0.15 0.07 0.21 2.10 039+
SSHORT 0.16 0.06 0.26 2.65 .009%*

P<0.05;T>196,

The result of regression analysis of Nigerian and Malaysian business students indicates that there is no significant
relationship between perception of business students on long term than profitability from Nigerian part (P = 0.438; t=0.78;
B= 0.07). This is inconsistence with the result of (Elias, 2004; Wong et al., 2010). Thus, H2 is rejected for Nigerian
students. Likewise the relationship between short term and profitability found to be significant (P=.007; t= 2.73; 3=0.26).
The result is consistence with the result of (Elias, 2004; Wong et al., 2010). Hence, H3 is supported for Nigerian.

However, the result of regression analysis of Malaysian business students indicate that there is significant
relationships between long term & short term than profitability (P=0.039; t=2.10; 3= 0.21),(P=.009;t=2.65; 3=0.26). Both
the result is line with the study of (Elias, 2004; Wong et al., 2010), thus, H2, & H3 Supported. For Malaysian students. In
both the results it indicates that Nigerian and Malaysian students are putting much importance of social responsibility as
compared to profitability (P=.000; T=5.15; 3=0.33). The result is consistence with (Elias, 2004). Hence, H1 supported.
Finally, table 3, shows that R-square (R2) for Nigerian and Malaysian are 0.07 and 0.08, respectively. This implies that
65% of variable are achieved in Nigeria and 81% was also achieved for Malaysian business students.( See table 3).

Table 3. R Square

R Square R Square %
Nigerian Students 0.065 65
Malaysian Students 0.081 81
Table 4. Model Summary
Model R R Adjusted  Std. Error of the R Square F Change dff d2 Sig. F
Square R Square estm. change Change
Nigerian  0.26  0.07 0.05 0.79 0.07 3.78 2 109 0.03
Malaysian 0.28  0.08 0.06 0.70 0.08 451 2 103 0.01

5. Conclusion, Managerial Implications, Limitations and Suggestion for Future Research

The findings of this study revealed that there is a significant positive relationship between: the importance of social
responsibility as compare to profitability, the study also found a significant relationship between effective social
responsibility and long and short term success for both Nigerian and Malaysian business students. Meanwhile, the study
found that there is no significant relationship between effective social responsibility and long term success on the
Nigerian students.

The implication drawn from the direct effect of perception of business students which indicate much importance in
long term & short term than profitability. The findings from this study will be useful for the managers in making better
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business decision making in relation to business social responsibility, it also enhances the literature in the context of
Business social responsibility in other words it goes along with theory of BSR. However, the findings in the study have
been supported by previous studies. It must be noted that this study have some methodological limitations. First, the data
for the study were mainly collected from higher institutions Kano metropolis and UUM business students. Thus, the
findings of the study cannot be generalized to the entire business students in Nigeria as well as Malaysian. In order to
overcome these limitations, future studies should consider the possibility of increasing the sample size by including more
students in their studies. In addition, future studies should employ a longitudinal research design, so that the direct effects
of the independent variables on the dependent variables could be concluded.
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