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Abstract
Globally, one sector of business that lays strdagns to public relations and corporate social cesbility-
human rights, employee rights, stakeholder rigtisjronmental protection, community relations, §@arency,
product stewardship, principles and code of practicthe oil and gas sector (Frynas, 2005). Theamd gas
transnational corporations are active and playdestdp role in integrating social and environmentaicerns in
their business operations and in their interactigth their stakeholders. This paper examines thesrand oil
communities in Niger Delta Region in relation taisb responsibility and public relation.
Introduction
The involvement of Shell Petroleum Development Canmyp[SPDC], Chevron, Texaco, Exxon Mobil Total,
Final EIf, Agip, etc in the United States Globalpact [UNGI], the Global Reporting Initiative [GPthe
Sullivan Principle, the Voluntary Principle on sdtpand Human Rights, the Millenium Developmentaio
[MDGs], Dow Jones Sustainability Index [DJSI], ahé World Summits on Sustainable Development ind®io
Jeneiro and the Johannesburg attested to thi§Tfactolo, 2009].
Specifically, this oil and gas transnational cogiimms are contributing to the economic growth afe¥ia and to
the development of communities in their area of raflens. For example, they are contributing to the
development of education: giving scholarship, bogdclassrooms, providing equipment and sometinagsng
allowance of teachers; health: building and reriogabf health centres, providing equipment, pravigddrugs
and paying allowances for health personnel; trartapon: building jetties, donating speed-boats mebicles;
agriculture: granting micro-credit schemes to faisneroviding farm implement, providing high-bregldnting
and rearing stocks, training farmers: water: sigkitoreholes, constructing water tanks; electricitgnating
power plants, supplying diesel etc. The areaedaNiger Delta Region in Nigeria comprises of natates
namely, Bayelsa, Delta, Rivers, Imo, Akwa-Ibom, Edbia, Cross River and Ondo States.
Therefore, as far as most of the transnationalaratjpns are concerned, they are performing veryiwéerms
of community development (Eweje 2006; cited in Idelia, 2009). Their area of concern is how toctitely
inform the outside world of their enormous conttibas. Holding this view, Green Business Repori0[Zthas
this to say: ‘Many transnational corporations syffeot from a negative perception, but from a lak
recognition of their corporate social responsipiéittivities’.
Conversely, some keen commentators, analysts aigeimes of Niger Delta, home of oil communities Sese
seemingly laudable contributions especially in ®ohcommunity development as mere ‘tokenism’ Nigeita
Development Commission [NDDC, 2004:11]. For Sarosd/i[1995:116], he sees the contributions as
‘negligible and most insulting when quantified gpidced side by side with what the company has take of
the area or the harm it has caused the environment.
Corroborating NDDC and Saro-Wiwa'’s views, FrynaZ)(5] and Akpan, [2006]; cited in ldemudia,[2009];
Dafinone,[2000]; Onduka,[2003]; Onyadongha,[2008jmisose,[2004] and Tosanwumi,[2004]; have all
continued to argue that oil and gas transnationgbarations efforts at community development aréest
abysmal. Rather, the transnational corporations areused of abusing public relations strategiedl [A
Africa.com, 2002].
Stretching the debate, Bala- Gbogbo,[2009] quatedNigerian Minister of Niger Delta Affairs, UfotkRette
thus :
‘oil companies prefer to embark on minor prograramsech as renovation of town halls,
health centres,donation of buses,boats and fispags, instead of capital project like roads,
bridges and training of people to be able to fibithe oil business.’
In a swift reaction Addax Okporbia, an oil compani§icial asked; 'If like the Minister said, it isow the
responsibility of the oil companies to build roadl bridges’. Then, the question is,
What will the responsibility of the federal goveremt, state government, and the local governments?'.
Emmanuel Etomeh, another official rejected the stéaris call outrightly saying: ‘it is not the regmibility of
the oil companies to carry out development. Ihis ¢onstitutional responsibility of governmentslévelop their
states. Our responsibility is to pay our taxes Whie@ do and through corporate social responsibityich is
supposed to be voluntary [Bala-Gbogbo, 2009]. R&atdy, for much of this debate, the criteria foe th
assessment of oil and gas transnational corpogt@mmtribution to community development are unclaad
neither are there any agreed criteria for such ssessment. As such, part of the problem is therghve
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perceptional corporations impact on community depelent and the often different scales within which
analysis are undertaken [Hamann, 2006 cited in ldieyv2009]. Consequently, the focus of this papenke, to
x-ray arguments for and against corporate socsgaesibility. Two, to point out the extent to whigthand gas
transnational corporations can be involved in caafmsocial responsibility in the face of globaimgetition and
economic meltdown .Three, to discuss the benefiitd these corporations can enjoy from being sgciall
responsible. Lastly, to analyse the role of putslation in effective corporate social respongiil

Corporate Social Responsibility

Corporate social responsibility, also known as odafe responsibility, corporate citizenship, resplole
business, sustainable responsible business or retepsocial performance is a complex concept witheou
universal flavour which has resulted in these vasiaWhat corporate social responsibility meana toanager

in oil and gas transnational corporation is différéom what it means to an indigene of an oil camity,
which may also be different from how the governmanits agency and a researcher or scholar seéssd,
between the civil society group and the privatedaeand for the oil and gas transnational corponain the
foreign field and the home country, there is haallyonsensus over corporate social responsibllitgt is not to
say there are no lines of commonality.

According to Baker [2009], ‘corporate social resgibility is about how companies manage the busipessess

to produce an overall positive impact on societilolmes and Wattes,[2009], said ‘corporate social
responsibility is the continuing commitment by mess to behave ethically and contribute to economic
development while improving the quality of life tfie workforce and their families as well as thealo
community and society at large’, cited in Baker(Jap

Social responsibility is a business’ intention begdts legal and economic obligation to do the tidings and
act in ways that are good for the society. A sdgiasponsible organisation views things littlefeliently , and
goes beyond what it is obligated to do or choose®tbecause of some popular social need, to dbitten to
help improve society because it is the right titmgo [Robbins and Coulter, 2007:119]. Carrol [13%6 states:
‘Total corporate social responsibility, pragmatigalnd meaningfully stated, is the strive by a bass to make
profit, obey the law, be ethical and be a good oc@fe citizen.’

Given the problem encompassing different viewpoiiris one inclusive definition of corporate social
responsibility, Blowfield and Frynas [2005] citegt Brynas [2009], have proposed to think of corpmisdcial
responsibility as an umbrella term for variety leédries and practices that each recognises tromiol):

i. That companies have a responsibility for thempact on society and the natural environment,
sometimes beyond that of legal compliance andighdity of individuals;

ii. That companies have a responsibility for théhdeour of others with who they do business, for
example, within the supply chains; and

iii. That business need to manage its relationslitp wider society for reasons of commercial viddifor

the purpose of adding value to society.

Theoretical Framework

The theoretical framework of this paper is basedhensocial exchange theory. The social theoryaiset on a
central premise that “the exchange of social anténa resources is a fundamental form of humaerattion,”
[Cook and Richard,1978:721 and Thibualt and Harb@52]. This means that every human interactioolires
an exchange; all relationship should be about gihe take, although the balance of this exchangetisilways
equal. Individuals, groups or organisation haveoueses that they are willing to exchange. In dothis
however, they strive to “minimise cost and maximismefits” [Alkalay and Robert,2003:9], and basedtlee
probability of developing a relationship or the geved possible outcome. Social exchange theorlaergphow
we feel about a relationship with another persooug or organisation as depending on our percepfion

i. the balance between what we put into the ratatiip and what we get out of it;

ii. the kind of relationship we deserve; and

iii. the chances of having a better relationshihvgomeone else.

Applying this theory in this setting, the peopletlé Niger Delta are in a form of relationship witte oil and
gas transnational corporations. With exploratiod erploitation of oil in the region, its inhabitartitad expected
improvement in living conditions but the "story gfeat expectations” has turned out to be the “stdrgon-
expectation” [Aboribo,2000; cited in Sokoh,2006:B33n addition, apart from the devastation to the
environment and ecology, the activities of theamitl gas transnational corporations have affectedéalth of
the human component of the Niger Delta. For insgamdifon [1998] cited in Sokoh, 2006:333 identifielil
acne [a special skin eruption due to exposure lip iocidence of cancer, decreased fertility, feveough,
abdominal pain and diarrhea to be highly ramparith\All these, Niger Deltans expect worthy exchawhé&h
has hardly come into being.
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M ethod of Data Collection
The data collection method used in this researchkws mainly secondary data collection method idelu
library research.
Extent of Social Responsibility
Practical experience and survey have shown thalbelbil and gas transnational corporations inNfger Delta
accept, and are willing to be socially involved €Tdmly area of disagreement is the extent of sawialvement.
A lot of observers, commentators, researcher, ach@nd even proponents of social responsibiliyichthis
area as a plague. It may be understandable siscangwer to this issue do not lend itself to a Enfipes” or
“no”.
Notwithstanding, we can confidently say withougjpdice that transnational corporations should exsjsie
sustainable business practices that invest eqimathyree things: social, environmental and finahcapital. That
is, the oil gas transnational corporations shoul@ gocial and environmental considerations attlaasmuch
weight in their decision making as shareholder &alldemudia, 2009; Robbins and Coulter,2007,115 and
Owen,2002). Afterall, there is no clear evidencat tborporations which have committed themselvestmos
wholeheartedly to corporate social responsibilitavdn been penalised by investors. Corporate social
responsibility is a state of mind that must formrtpaf the core ‘DNA’ of a corporation if it is gagnto be
worthwhile. Ideally, any corporation’s commitment dorporate responsibility will be endorsed by thas the
very top of its leadership (Standwick, 2004).
Also, the extent to which transnational corporati@hould go in corporate social responsibility $thdae the
extent to which they go in their home countriese Transnational corporations have been accusegplyiag
different standards in their operations in deveigmnd developed countries. Given our global vdlagoving a
dirty process to a less regulated country or appglyiastly different standards in different partsted world is
common with oil and gas transnational corporatidhaguire, 2009; Tuodolo, 2009 and Soeze, 2004).
For instance, Shell is no longer involved in cotimp in Italy nor polluting the environment in
Denver; it may no longer dumping hazardous wasté&dltand or causing oil spills in San
Francisco; it may no longer commit emissions violas in Illinois or California and has
stopped gas flaring in the US. It is however, siittively involved, directly in corruption,
pollution of the environment, dumping of hazardomaste, human rights abuse, causing
community conflicts, gas flaring and negatively aopng the livelihood and survival of local
communities in many developing countries (Tuodal609).
Furthermore, on the extent of social responsibibil/and gas transnational corporations are exgettt be fair,
honest and open in what they do but should alsdesbrundue criticisms which they believe to bedais
exaggerated (Maguice, 2009 and Owen, 2002). Howeslaiming to promote and to be committed to
sustainable development while simultaneously emgagn harmful business practices is most socially
irresponsible. For instance, SPDC has a much psbticcorporate social responsibility policy, busttid not
prevent the dumping of poisonous substances inldéaas in Oyibo, River State in 2001 (Delta Tode302; 1).
It must be clearly stated that corporate socigboasibility is more than just window dressing teradt good
reputation. While boosting business is indeed tanihed consequence, it is the product of an intedrausiness
strategy. Instead of focusing superficially on lgeéngood corporate citizen, oil and gas transnaticorporation
should base its corporate social responsibilitygpgmme on the findings of a rigorous reputation ag@ment
audit (Siater, 2009). An ideal corporate sociapamsibility policy should be integrated into thalg function
of the transnational corporations. It should beudtdin, self-regulating mechanism that allows asimgss to
address its impact at all levels in its communitpjperation, on the environment and other stakedvsld
Corporate social responsibility should be an irdaég, sustainable and systematic approach to lussitie
should belong, as a core component, to the stestegid structures of the oil and gas transnatimglorations.
Corporate social responsibility is about being adjoorporate citizen to all stakeholders-investeraployees,
customers, communities, chain supply, environmettt, It is about the sustainability of the busin#ssugh
integrity and smart business decisions that resegrand integrate the impact on and influence of all
stakeholders. Good corporate social responsitshiyuld be seen as: corporate sustainability arbreibility
(Rochete, 2009).
Benefit of Cor porate Social Responsibility
There is now a concensus based on both practigariexce and formal studies that implementing ¢iffec
corporate social responsibility strategies canveelbenefits not just to the reviewing communityt bw the
corporation. Critics do not only see corporate @oa@sponsibility as a “subversive doctrine” anttrasguided
virtue” [Post,2009] but also as a costly venturdisTled to the coinage of the “business case” witiak
increasingly become a formidable corner stone ofudeg business commitment to corporate social
responsibility. The business case suggested tisdns acceptance of social responsibility invégiadsults in
a win-win situation for both business and its staltders. As a result, “business case” has sucdbssfioved
corporate social responsibility from the realm Ibdfudsm or morality to the realm of rational ecoriordecision-
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making [ldemudia, 2009]. Although findings from einigal research have yet to support incontroveytithle
“business case”, [Griffin and Mohan, 1997; Margaisd Welsh, 2003 and Utting, 2005; all cited innhdelia,
2009], the appeal of business case has remainediegdoth in the business community and in academi
Specifically, one of the strong points of the “mess case” for corporate social responsibilitha tt improves
financial performance in the long-run. There iflditevidence to say that corporation’s social adtiburt its
long-term economic performance [Robbin and CouR€f7]. Interestingly, no corporation that has bdeimg
corporate social responsibility properly for yedisputes this fact, it is however, the excuse afiah for those
lagging behind [Standwick, 2004].

Also, effective corporate social responsibility llas potentials of improving effective communityateons. Part
of the reasons for the crisis in the Niger Delta haen as a result of the social irresponsibilitthe oil and gas
transnational corporation [Eshagberi,2003; OgorgaSa&003; NDDC, 2004; Tosanwumi, 2004; Torulagha,
2004; Shunu, 2004 and Ogodo,2005]. Effective, stiagand intergrated corporate social respongibiin
improve relations between corporations and commyulgdding to enduring peace especially in this post
amnesty era. Peace will mean goodbye to vandalisaif oil installations, and disruption of corpdoats
activities which ultimately will save costs, timachother resources.

Furthermore, the “business case” for corporateasaeisponsibility will likely rest on one or mord these
arguments

i. Reduce exposure to non-financial risks;

ii. Help in identifying new products and new magket

iii. Enhance brand image and reputation;

iv. Increase sales and customers loyalty;

V. Improve recruitment and retention performance;
Vi. Create new business network;

Vii. Increase staff motivation, contribution andlisk
viii. Improve trust in the company and its managers
iX. Improve government relations;

X. Reduce regulatory interventions;

Xi. Reduce cost through lower staff turnover; and
Xii. Reduce cost through environmental best prastic

All these provide a compelling “business case”dorporate social responsibility. In turn, they chliver win-
win solution for the oil and gas transnational @rgtions and the communities in which they operate.

Public Relations and Cor por ate Social Responsibility.

To skeptics, public relations in corporate socésponsibility is merely ‘green washing’ the ‘sirf’ @l and gas
transnational corporations, spinning, self-glodfion, the latest market fad or a trendy thing,diReie, 2009].
Some others see it as the presentation of the gjdedf transnational corporations, a means ohlrashing the
masses, a euphemism for deceit or trickery, a gutesfor floppy management, etc [Davis, 2004; Nwok997
and Jeffers, 1977]. All the above, and sometimesevare what some people refer to as public relgtithough
they are not. It is pertinent and imperative tdesthat public relations play an important rolealhoil and gas
transnational corporations for none of them canigarthe murky water of business without publicemance.
According to Jefkins and Yadin [1998:6], “Publidations consist of all forms of planned communicas,
outwards and inwards, between an organisation @nglublics for the purpose of achieving specifijecbves
concerning mutual understanding.” For Davis [20Q4“RBublic relations is communication with peopldav
matter to the communicator, in order to gain tla¢iention and collaboration in ways that are adagedus to
the furtherance of his or her interest or thoseludever is represented.”

The essence of professional public relations prads to apply communications to help oil and gasgnational
corporation to develop and maintain reciprocaltiefeships with stakeholders [publics] that canuefice their
business. Public relations is an interface betwsentransnational corporations and their publi¢sislan
important broker between these corporations andcaihmunities, the corporations and non-governmegntal
organisations [NGOs], corporations and governmeamuiporations and other stakeholders. Public miatseek
goodwill, co-operation, mutual understanding, ataepe, friendship and loyalty. Public relationsbased on
the ethics of honesty, integrity, trust and faimes

It must be clearly stated that public relationsx@ mere communications. Communications, no mattev
constructively expressed are not enough to earerstahding and goodwill. To be effective, commutitres
must be preceded by worthy actions. Public relatisnsaid to be “Ninety percent doing good andpercent
saying it” [Black, 1989:15]. The great good work sheome before the saying. No wonder Ogbodo [1999:9
said “organisations are judge by what they do avtcby what they say. Sadly at times, the sayinig fhort of
the doing. For instance, “ the same week that &espoan for SPDC, Harriman Oyofo, made a statement i
Warri, Delta State about his company’s commitméatthe development of the communities in whichdesl
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business” ridiculously, “ that same week, the comypwas caught illegally dumping poisonous substance
farmlands in Oyibo, River State” [Delta Today, 2001

Irrespective of this negative use of public relasiopublic relations practitioners in oil and geensnational
organisations must never assume that the publiovknor understands or appreciates the organisations’
corporate social responsibility initiatives. Raththiere must be effective communications about@ate social
responsibility initiatives. If practitioners faibtcommunicate effectively, be sure that there bdino vacuum.
Other sources will supply explanations especiddiptigh gossip and rumour and this could be dangetbmay
make the corporations to be misunderstood, missepted and criticised. However, communication lkres
not mean bragging or pompous self-glorificatione Hssence of communication is to reveal, explajpromote
the actions of the transnational corporations teirttvarious public to secure enduring goodwill and
understanding [Ogbodo, 1999:9].

However, caution is needed in communication. Intnoases, practical experience and empirical studie®
shown that celebrating an ordinary or expected aae social responsibility initiative is not gogadiblic
relations on corporate social responsibility (Raeh2009). It is probably what skeptics call “greshing” or
“self-glorification”. It is artificial and could agse more harm more than good. Public relationsnifust not be
abused, it must trend carefully especially for neaporate social responsibility initiative. Until @prporate
social responsibility programme has gained momendunth there is something to celebrate, public ahati
should just inform the public that a corporate aboesponsibility programme is on and progress ntepdl be
sent across from time to time.

For existing corporate social responsibility iritie, the strategy may be different. Communicationay
include corporate social responsibility value-addegrovement year-on-year corporate social respditgi
improvement, highlights on new areas of corporateiad responsibility performances which can be used
benchmark for competitive valuation (Rochete,2009).

Another caution reports only on the activities bot out of proportion to the other activities of and gas
translational corporations. Doing so has often bmmmterproductive, worsening relation between riegs and
local communities (Pendleton, 2004, and Rochet&R00

Combination of effective public relations and sttt integrated corporate social responsibilityhswt smart
business practices. It is about consistent impr@rgnand integrity. Public relations in corporateciab
responsibility is about the right corporate socidponsibility message, the right amount of corgoscial
responsibility message delivered through the rigttiticle. Public relations are about showcasinggthed deeds
of the oil and gas transnational corporations.

Conclusion

Despite the barrage of criticism against sociapoesibility, it has been established that corporsdeial
responsibility has become an increasingly acceptabsiness strategy of oil and gas translationgdaration in
oil communities. However, the major concern is drere the boundaries lie. The paper has positeexisat of
social involvement of the oil and gas translatiooaifporations. It has also been established thategty and
integrated corporate social responsibility can véglisignificance benefits to the oil and gas tratishal
corporations and none of these translational catpmrs that have been committedly involved in wprth
corporate social responsibility programmes, and thés not been disputed. As oil and gas transkition
corporations embark on well-deserved corporateasoesponsibility programmes, effective relatiotrategies
must be applied not for self-glorification but tewvélop and maintain reciprocal relations with thé o
communities.
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