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Abstract

The manuscript provides a comprelfgnsive agpalysis of the effect of corporate
social responsibility (CSR) on small a Lum-gfzed enterprises (SMEs) in Juba,
South Sudan. It presents a detailed 1 i how CSR contributions enhance
SMEs' productivity through high p, reputation, and social welfare. The
population was mainly from five (5) s edium-sized enterprises in Juba city,

sampling method used was ampling while using self-administered
questionnaire for collecting cale was used for measurement from 1 =
strongly disagree to 5 = st inally, thus, both qualitative and quantitative

the study's test vari stidy concludes that SMEs brand image should be
improved so as to r ed profits, company’s reputation as well as in giving
back to the com of much improved productivity with SMEs, with this
narrative, corpoj Q cial rg8ponsibility could easily become a success with SMEs in
Juba, South Sud g uscript is well-written, informative, and provides valuable
insights into the be of corporate social responsibility for small and medium-sized

enterprises.
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Introduction

Through the practice of corporate social responsibility, or CSR, for-profit
businesses look for methods to advance organizational objectives such as revenue
growth and shareholder value while also generating social and environmental benefits

(Aggerholm & Trapp, 2014; Arevalo & Aravind, 2017; ATarg@A& Curbach, 2014). A
company that practices corporate responsibility is g h to be socially and
kchoNg@s, Jiccording to the 2018

environmentally responsible in its interactions with st
Harvard Business Review. Employers, stakeholdef, saciety, $id the environment all
gain from these kind of business practices. (Bad{iNgadiarwipod, 2013). According to
(Barnett, Hartmann & Salomon 2018; Pauly/8& SCN@er/ 2013), although socially
conscious practices are typically associated wjflarge corjjorations, they can also prove
advantageous for small businesses or start-yp\,

According to (Berger & Fisher 2¢A57*Bird, I§ll, Moment® & Reggiani, 2007;

Blasco & King, 2018), corporate social @esponsikility (CSR) has developed from the

idea that businesses set aside a portion\@ theigdprofits for charitable endeavors to
becoming an essential part of how ity bess®sses run their operations. Currently, a
iny any way are referred to by this all-

fompany's PR efforts as corporate social responsibility (CSR)
Rajntain a positive reputation (Camilleri, 2017¢; Campbell, 2018a;

be a major O
helps the busines
Carey, 2012).
According to (Carroll & Buchholtz, 2014; Navarro & Martinez, 2009), CRS
initiatives have long sought to improve society, the environment, and the local
community where a business is located by providing direct benefits to these areas.
Furthermore, (Charlebois, Hughes & Hielm 2013) emphasized that SMEs may benefit
internally from these initiatives since they will know that their company is supporting
worthwhile causes. Employee satisfaction may also rise and staff retention may be
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reinforced if CSR is paying off. Lastly, (Chesbrough & Appleyard 2007; Clevenger,
2017; Daw & Cone, 2011; Devereux & Gallarza, 2017) asserted that people in the
community might be more inclined to do business with SMEs who are trying to
intentionally have a positive influence outside of their traditional business.

1. Research Objectives

1. To explore the effect of good reputation on corpory | responsibility.
ii.  To investigate the effect of high profits on corpoy®
iii.  To explore the effect of social welfare on corpggate s8 4

2. Research Questions

i.  What is the effect of good reputation off c&§Rrate social responsibility?
ii.  What is the effect of high profits on gxporatSial responsibility?
iii.  What is the effect of social welfarefon corporaté social responsibility?

customers from th&@tside but also makes employers feel better about themselves from
the inside (Berger &¥isher, 2013; Bird, Hall, Moment™ & Reggiani, 2007; Blasco &
King, 2018).

According to (Aggerholm & Trapp, 2014), corporate social responsibility
(CSR) boosts profits. There are actually numerous ways to maximize profits while
increasing CSR, despite the common misconception that doing so requires making
sacrifices. There are numerous other advantages for businesses that strive to enhance
their CSR (Arevalo & Aravind, 2017). Top CSR statistics indicate that 55% of
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consumers are willing to pay more for goods produced by businesses that practice social
responsibility (ABlander & Curbach, 2014). Profits will rise as a result of increased
customer attraction brought about by higher CSR (Baden & Harwood, 2013).

CSR in South Sudan promotes both professional and personal development,
(Barnett, Hartmann & Salomon, 2018). Businesses that foster a corporate social
responsibility culture can readily encourage their staff to voluntear and make donations

to charitable organizations (Pauly & Scherer, 2013). If th byer promotes it,

employees can thus grow both personally and prgfCSsior@mdis a result of corporate
social responsibility (Blasco & King, 2018). ThoySghe advahtages of corporate social
responsibility (CSR) go far beyond what is covierdd irgs article, they include benefits
to the community and society as a whole in gddition to e business (Bolman & Deal,
2017; Boverini, 2008).

Literature Review
Effect of Good Reputation on Corp,

among SMEs is haviig@aasthorough, personalized reputation management plan in place
(Campbell, 2018a; Cajey, 2012; Carroll & Buchholtz, 2014; Navarro & Martinez,
2009; Charlebois, Hughes & Hielm, 2013).

Effect of High Profits on Corporate Social Responsibility

Increased company profit due to corporate social responsibility allows SMEs to
increase their growth and R&D spending, (Chesbrough & Appleyard, 2007; Clevenger,
2017; Daw & Cone, 2011); Devereux & Gallarza, 2017; Aggerholm & Trapp, 2014;
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Arevalo & Aravind, 2017; ABlander & Curbach, 2014; Baden & Harwood, 2013;
Barnett, Hartmann & Salomon, 2018; Pauly & Scherer, 2013; Berger & Fisher, 2013;
Bird, Hall, Moment® & Reggiani, 2007. In the long run, this may result in better
products that benefit customers, (Blasco & King, 2018). Increased dynamic efficiency
within the organization is made possible by this investment in improvements that
generates extra profits for the companies involved in CSR (Bolman & Deal, 2017). For

specifically mentioned as bg % of sglial welfare (Navarro & Martinez, 2009;
Charlebois, Hughes & Hielna 20N@ACTiCSbrough & Appleyard, 2007; Clevenger, 2017;
Daw & Cone, 2011). In agllition tON@¥lping companies, individuals and families in a
community, the social wifl {3 yster1 that results from implementing corporate social
responsibility also sigaificant@é/mproves a variety of social contexts, including
workplaces and edy titutions (Devereux & Gallarza, 2017). Therefore,
people who are una/S%@ko/Con\lniently access housing, healthcare, food, education, and
employment assistance'S@agifen by social welfare programs as a result of CSR benefits
r, Arevalo & Aravind, 2017; ABlander & Curbach, 2014).

Catipnal ins

welfare services 2%@athe professionals who provide them a purpose and meaning for
CSR (Baden & Harw®0d, 2013; Barnett, Hartmann & Salomon, 2018; Pauly & Scherer,
2013; Berger & Fisher, 2013; Bird, Hall, Moment® & Reggiani, 2007). A community
benefits greatly from social welfare programs, particularly from service organizations
and businesses as an obligation for fulfilling corporate social responsibility (Blasco &
King, 2018; Bolman & Deal, 2017; Boverini, 2008; Bramwell & Wolfe, 2008). These
social welfare programs highlight some of the tailored benefits, which include housing,
healthcare, infrastructure, and public education as CSR benefits in communities
(Brockner, Senior & Welch, 2014; Bruch & Walter, 2005).
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Corporate Social Responsibility Contributions

Corporate social responsibility typically leads to an increase in immediate brand
recognition, according to (Camilleri, 2017a; Campbell, 2018a; G 2012; Carroll &

2013), the implemny ot /1 social responsibility strategy with SMEs can readily
lead to higher emplO%@R retention rates. Because working for a socially conscious
company brings them fulfment, today's employees are less likely to quit as a result of
their CSR initiatives (Berger & Fisher, 2013; Bird, Hall, Moment® & Reggiani, 2007).
A recent study found that 95% of workers who are employed by purpose-driven
businesses say they have a stronger sense of loyalty to their employer (Blasco & King,
2018). Therefore, refusing to address CSR issues can have a caustic effect on a
company's ability to attract and retain top talent, as employee retention is more difficult
to achieve than it has been in a generation (Bolman & Deal, 2017; Boverini, 2008;
Bramwell & Wolfe, 2008).
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Conceptual Framework

v H1

Good Reputation DV

H2

High Profits Corporate Social
Responsibility (CSR)

Social Welfare

Framework

Thus, the following factors h
H1: Good reputation has a po n CSR.

In this study; e SMEs were selected for carrying out the study
especially in Jubgmity b e it the only urban and commercial city in the country.
Five of them t seledted includes, retail shops, construction companies, food and
beverage compa esale shops and healthcare companies. However, during the
study, the data that ollected is displayed below in the table 1.

Table 1: Displaying SMEs for the study
SMEs Frequency Percentage
Retail shops 50 15.6
Construction companies 40 12.5
Food and beverage companies 70 21.9

Wholesale shops 100 31.3
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Healthcare companies 60 18.7
Total 320 100

Source: Data and information from this research (2025)

Before previous studies has been done frogh, Asr I European context
(Brockner, Senior & Welch, 2014). Little researchgnhasybeen cynducted from African
countries perspectives (Bruch & Walter, 2005). TUTS@a/ly aiiys to close this disparity.

The data was gathered in a single city in Juba, S n/ind as a matter of fact, the
data may be different when collected in any ofjf§@cities if¥the entire country. Previous
studies suggest that studies were done on ¢o% covernance other than corporate

astiftioy but was not deeply discussed in detail as
(ChJflebois, Hughes & Hielm, 2013).

report as in the context of financial
elaborated wholesomely in this resea¥

Corporate Social Responsily % A

In South Sudan, a Laroc@RNDOCY of companies give back to their communities
through charitable dongéions oN@Ftaff CSR volunteerism with neighborhood
organizations (ChesbrofishN@WAppleyard, 2007). For instance, a business could urge
staff members to dggate thoS@{me in order to lessen the amount of trash that

accumulates along T’ie side of the road (Clevenger 2017). Thls volunteer work in South

manufacturers irgauth Sudan to produce the best clothing available, and many
customers are willin} to pay more for clothing that they are certain to be of the highest
calibre (Devereux & Gallarza, 2017). However, modern consumers frequently agree to
pay more for apparel made by businesses that have moral principles. One possible CSR
project for a clothing manufacturing company would be to provide clothing that is
suitable for the climate to people in need all over the world (Aggerholm & Trapp, 2014).
As part of the initiative, the business may donate one item for everyone that a customer
buys to a person in need (Arevalo & Aravind, 2017). In addition to helping the business
make an impact, this would give the customer a sense of accomplishment. Customers
are happy to buy items that contribute to providing clothing for the less fortunate
(ABlander & Curbach, 2014).
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The goals and significance of CSR are centered on assisting in making sure that
organizations and people are aware of the impact they have on the environment (Baden
& Harwood, 2013). Without corporate social responsibility (CSR), there probably
would be less concern for the environment, for the underprivileged, or for local
communities (Barnett, Hartmann & Salomon, 2018). Therefore, it is a good idea for
organizations and people to include corporate social responsibility (CSR) initiatives in
their plans in order to foster positive influences on society at large (Pauly & Scherer,
2013).

Benefits of Corporate Social Responsibility Initiatives
It improves company brand and public trust: Cfnsiymners a§¢ more inclined to

spend money on goods or services provided by a conijg#that Bas a good reputation

businesses.

It attracts and retains employecS@ociafly conscious employers attract more
candidates due to the current trend i
work for a company that cares
fulfilment and pride.

It encourages investof
funds are supporting worthy
or business that has promgted envig@mental and community development.

It enhances pergbna{ and prdfessional growth: Businesses can encourage their
pgt, anlymake other contributions to society in any way they

society may give their employees a sense of

fries and investors want assurance that their

cas@mes. Invéstors are more inclined to fund an organization

employers to give, vol®
can by implementing a sySgn /hat supports corporate social responsibility (CSR). If
workers are expog sociayly conscious practices at work, they will likely become
more interested 4

It fosters a S@tainable environment: CSR initiatives tackle environmental
issues while contributi¥g back to society. Companies can support environmental
sustainability through adopting policies that conserve water, utilizing renewable
energy, raising public awareness of climate change, and lowering carbon emissions
through de-carbonization strategies.

It improves welfare: As part of their social responsibility, businesses must also
protect human rights related to child labour, wages, and work hours, create a safe

workplace, and pursue legal action against violations of employer rights. They
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guarantee a dedication to road safety, cultural sensitivity, and youth education in
addition to providing food.

It promotes quality healthcare: Many businesses provide medical equipment,
such as sponsored vaccine interventions for epidemic discasagmmto arecas that struggle
with health-related issues. The public's health is indirect} jed by other CSR
initiatives, like those that focus on air cleanliness.

Theoretical Background
Legitimacy Theory

and ecological studies.
The theory emphasizghat§@acorporate annual financial report serves as a tool

idea that a business en? s within the community through the "social contract,"
which gives it peyg firry out a number of desirable actions for the community
at large in ordg stify Poth its ultimate existence and its beneficiaries. The term
"social contract" refers to an unwritten agreement between a business and the

community it operatgefi, whereby the community grants the business permission to
operate within its bordCrs while adhering to regulations and best practices.

In order to project an image of being "good" corporate citizens, it is more
convenient for businesses to operate within acceptable behavioural boundaries. This
theory claimed that, using the stakeholder theory, that the value of clear entitlements
such as wage contracts and intrinsic entitlements such as ecological concern determines
the value of a business entity. In order to achieve higher productivity performance,
environmentally conscious businesses would be better served by taking on additional
low-cost inherent benefits from less environmentally conscious businesses.

Methodology
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Population and Sample Size

It is necessary to ascertain the population and compute the sample size in
accordance with the overall goals and purpose of the research:
Populatlon Selected SMEs employees and workers in Juba City make up the

faphic of the study is approximately 3,880 Juba
City residents over the ad ol based on the data. A 95% confidence level and a 5%

Measurement
A self-admiNg@leted questionnaire including 320 items was used to assess South

Sudan's SMEs in Juba! The respondents were given questions on a 5-point Likert scale,

where 1 meant "strongly disagree" and 5 meant "strongly agree." Scales from a previous

literature study were used to measure both of the factors.

Cronbach Alpha Test

In order to test the internal consistency of variables Cronbach ‘s alpha,
coefficients were employed. As Cronbach Alpha state scales with coefficient alpha
between 0.6 and 0.7 indicates fair reliability. Thus, for this study, a Cronbach ‘s Alpha
score of.60 or higher is considered adequate to determine reliability. The reliability was
found to be 0.779 (table.2), as indication of acceptability of the scale for further
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analysis.

Table 2: Cronbach Alpha

Cronbach’s Alpha Cronbach’s Alpha Based on Standardized Items N of Items

779 788 28

Content and construct validity were tested, elatt efficient for the
independent and dependent variables were calcul oditively related with
corporate social responsibility.

Data Analysis

By creating summaries, identifying tr
mean, standard deviation, regression analysif and sampl¢fsize determination. However,
data analysis seeks to reduce the amount @& accumylated data to a manageable size
(Berger & Fisher, 2013). The statistical gac cial sciences (SPSS) version 22
was used to code and record the data fgr agalysis:

g statistical techniques e.g.

4. Results and Discussion
Demographic Information

Table 3: Respondents’ Profile

Demographic Frequency Percentage (%)
Gender 210 65.6
110 34.4
320 100%
Age 100 31.3
90 28.1
70 21.9
40 12.5
20 6.2
320 100%
Education Undergraduate 250 78.1
Postgraduate 50 15.6
Graduate 20 6.3
Total 320 100%
Work experience 1-5 year 230 71.9
6-10 years 60 18.7
11-15 years 30 9.4
Total 320 100%

Marital Status Married 230 71.9
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Unmarried 90 28.1
Total 320 100%
Source: Data and information from this research (2025)

According to Table 1's description, respondents' gende ale accounted for 65.6%
(210) and female accounted for 34.4% (110), meaning that 1y 4 tage in gender category
n

was the highest rate. Age of the respondents had most p age Yt 31.3% (100) for ages
between 17-20, undergraduate had 78.1% (250), work e espondents for 1-5 years
had 71.9% (230), and marital status had 71.9% (2 e derfiographic data shows that
majority of respondents were males, age less 7-2(W years and, education had
undergraduate as majority, work experience had 15 year erience and marital status had
married people as majority respectively.

Descriptive Statistics
Table 4: Values of Descriptive Statistics

Indicators N Std. Deviation

Good Reputation 320 1.52038
High Profits 320 1.39129
Social Welfare 320 1.18822
Valid N (listwise)
Source: Data and inform

The descriptio that the mean and standard deviation of good
reputation (4.3562, 1. high profits had a mean and standard deviation of (4.6188,
1.39129), social welfa n and standard deviation of (3.8938, 1.18822). The

analysis show the 4
results to a boo
each variable wa

rate social responsibility had on SME:s as it ultimately
image and productivity. It also shows that the mean for
ning that the data is fit for analysis.
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Table 5: Correlation Model

Good
Reputation High Profits Social Welfare

Good Reputation Pearson Correlation 228" * 108™

Sig. (2-tailed)

N 1 320
High Profits Pearson Correlation i 4

Sig. (2-tailed)

N 1 112"
Social Welfare  Pearson Correlation 106"

Sig. (2-tailed)

N N 1
**, Correlation is significant at the 0.0 @evel (2jtailed).
Source: Data and information in t e 025)

As per table 5 above, the efficients show that all the three factors

measuring corporate social resp e all positively related within the range of

(.106** to .228), all were si

Good reputation show a mode positive relation with the dependent variables
(high profits and social \ masterminding CSR by SMEs could result to

0.01 level. One independent variable i.e.

whooping rise of goodfe

108" respectively).

Table 6: Coeffici ethrmination

Coefficient of determination
Model Adjusted R Square Std. Error of the Estimate
1 .066 1.49510

a. Predictors: Go utation (Constant), high Profits, Social welfare

In table 6’above, the coefficient of determinant indicates that R? = 78.8%,
implying that independent variable can predict the dependent variable at 78.8 %. Also,
the variation between independent and dependent variable is explained by 78.8 %. this
shows a relationship between dependent and independent variables. The remaining
21.2% of variations on CSR are explained by other variables out of this model or
variables which are not incorporated in this study.

ANOVA

Table 7: Values of ANOVA
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Sum of
Model Squares df Mean Square F Sig.
1 Regression 28.791 2 14.396 6.440 .002
Residual 708.596 317 2.235
Total 737.388 319

Source: Data and information from this research (2025)

The ANOVA indicated that there was signiffcant (p<ONgP) relationship between the
dependent variable and independent variable. Tho/gs £ shenificant difference between
independent and dependent variable with (F = 6.44,

Regression Model
Table 8: Regression Model
Standardized
Coefficients
Model Beta t Sig.
I GoodReputtion &g 204 13221 000
(Constant)
High Profits 186 .062 170 3.008 .003
Social Welfare )88 .072 069 1.215 225

Source: Data and informat{o¥ Fresearch (2025)

The results impYy @R sjgnificant influence on corporate social responsibility
came from high eagiitigs. TheYtudy accepts the positive hypothesis one, which holds
that good reputaty haye a positive on the small and medium sized firms in South
Sudan, as the t-statge's spenificance threshold is higher than 0.05 (P = 13.221), as
jod r&@ftation was found to be a substantial and reliable positive
aoact Of corporate social responsibility. The results corroborate the
idea put forthg@ (B1td, Hall, Moment® & Reggiani, 2007), according to which the
possibility of go0W@eputation raises the legitimacy of corporate social responsibility
even more. This shows that good reputation had a track record of greatly boosting small
and medium-sized businesses' overall success and expansion in South Sudan.

The results also demonstrated that high profits had a favorable and considerable
effect on corporate social responsibility. Because the significance level for the t-
statistic is greater than 0.05 (P= 3.008) as indicated, the study accepts the second
positive hypothesis, which says that high profits does have a positive and significant
effect on corporate social responsibility on the small and medium sized enterprises in
South Sudan. This result is in line with the research conducted by (Blasco & King,
2018), which discovered that high profits factors have a beneficial impact on growth

demonstrated
predictor off
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and liquidity of the SMEs. Corporate social responsibility is generally improved via
high profits strategies. They found that putting this aspect into practice leads to ultimate
success and growth, which directly supports an organization's improvement, stability,
and quest of excellence. This implies that high profits had a positive effect on the
)l businesses in

corporate social responsibility of SMEs among small and mediug
South Sudan.

Furthermore, the results demonstrate that corporatg sOd
strongly impacted by social welfare. The significance levelffor the t™%

ponsibility is
fistics of social

il exparfion. And finally, this shows
P nificantly impacted by social

implementation of CSR practiceS Y B firm performance by 67% in 2023
compared to 2019 when it was #nly gi'@a20% priority. In order to accomplish the

Conclusions
From the standpqls of&SR, it is possible to conclude from the findings that

impacted by high
profitability, which
Small and me@-sized businesses (SMEs) are often involved in charitable
work and other developrt projects that improved people's lives, therefore social
welfare and the success of their CSR initiatives were intimately linked.
In general, the study draws the conclusion that SMEs with strong reputations are more
likely to draw in and keep top talent. This is because top talent seeks out companies
that prioritize sustainability and social responsibility, and SMEs with strong reputations

@aunport more expansion when needed make this clear.

are able to leverage their brand to attract and attract top talent.

Recommendations
SMEs should prioritize improving their brand image and reputation in order to
have an effective and positive corporate social responsibility. This is because this is
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how they set themselves apart from competitors and develop a devoted customer base
that values their broader societal contributions. As a result, absolute productivity may
soon follow.

Additionally, the researcher suggested that SMEs priggze their philanthropic
responsibilities over financial gains because doing so W ate and encourage
employees to feel that the company is giving back to the ¢or? which will greatly
improve employee satisfaction and productivity foster a positive

organizational culture.

Limitations and future research
The study was impacted by response Jia8
leaving out some crucial information.
Furthermore, the current study wag
function differently from those in rural aredq@ It is a gommon misconception that people
who live in cities are more aware of techno g thag! people who live in rural areas are
of the range of services that are accesgliblg to theiil. These differences might restrict the

s a redult of the non-respondents

in Juba City, where the SMEs

broadly the findings can be apf® gadc contexts.
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