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Abstract 

The spread of Corona virus pandemic has called for global economy challenge. Consequentially, it is imperative for 

corporate organizations to roll out their supportive packages to assist the government and give back to the society 

where they operate their business activities. This Study attempted to address the analysis of corporate social 

responsibility on the corporate of insurance companies in Nigeria. The population for this study is the fifty-eight 

(58), in which ten (10) were randomly selected. The study adopted descriptive research design and inferential 

analysis, the study tested the significant relationship between set of dependent variable (corporate image of 

insurance companies (CII)) and independent variable (CSR). The findings of the study show that involvement in 

CSR by insurance companies in Nigeria influences their corporate image positively and significantly. The study, 

therefore, recommends that CSR should be more invested into to redeem back the image of insurance companies in 

Nigeria, and restore the insurance trust in the mind of the insuring public. 
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Introduction 

As COVID-19 sweeps across the world, all sectors are being upended. In the Nigeria, the private sector is 

particularly vulnerable. Particularly the financial and non-financial sectors are being negatively impacted by the 

unpredictable nature of this pandemic.  In response to this a lot of palliative measures have been taken by different 

organizations and developed economies to ease the impact of the pandemic on the citizens. The practice of 

Corporate Social Responsibility (CSR) has been dominated by developments in Western and developed countries, 

such as the United States of America (USA) (Barnett and Salomon, 2006).  

In Nigeria, Poor performance has forced so many quoted insurance companies out of market while some have 

succumbed to merger and acquisition; there has been doubt in the way quoted insurance companies carry out their 

business because in Nigeria today, many quoted insurance companies are experiencing high failure rates (Ebere & 

Mazi, 2019). The role plays by government is crucial as insurance companies still implore them to make policies 

that would make some insurance services mandatory to members of society as it is practiced in developed nations 

(Olowokudejo, Aduloju, & Oke, 2011). . It is a common complaint that quoted insurance companies in Nigeria are 

performing below expectation as compared to companies of other industries in Nigeria (Ebere & Mazi, 2019). The 

lowest driving factors of their involvement were the support and promotion of cultural values and 

expectations/public pressure towards the needs of the community. In the driving factors to their non-involvement, 

most of the insurance companies indicated that their business was established strictly for profit maximization and 

tax payment is already a form of CSR (Olowokudejo, Aduloju, & Oke, 2011). 

According to Mwangi and Jerotich (2013) in Ahamed (2014), CSR is the activities which focus on responsible for 

society beyond making a profit. This concept aims to propose the companies merely profitable, also make 

contributions within the society. CSR can sometimes be referred to as sustainability development and as such 

requires an organisation to pay attention to the economic, environmental and social impacts of it activities. 

Sustainability development can be regarded as the practice of being accountable to stakeholders towards the aims of 

saving the planet and the people, thereby making profits from doing so (Grin, 2010).  

Corporate social responsibility (CSR) is the continuing commitment by business to behave ethically and contribute 

to economic development while improving the quality of life of the workforce as well as the local community and 

society at large. The growth of commercial activities of insurance companies in Nigeria has brought with them many 

side effects. Some have positive consequences, while some have negative to the society. According to Kazeem 
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(2011), the positive outcomes of industrialization include a general increase in the standard of living and a rise in the 

provision of better quality products and services and more job opportunities.  The negative outcomes or social costs 

of the growth in the industrial, manufacturing sector include the pollution of the environment, the increasing 

powerlessness of the individual consumer in a society dominated by big business organizations and corporate power, 

a rapid depletion of natural resources, etc., as a result of these activities engaged in by the various organizations, it 

brings about the need for organizations to engage in CSR, in order to give back to the society in large (Aruwa, 

2014). 

Insurance is a risk management tool that protects individual and corporate organization against future risk and 

provides financial security to them. In addition to this, the companies depend on these companies for various 

property and liability covers, employee compensation, and marine insurance. Life insurance companies have also 

realized their obligations towards society for which many life insurance companies: both public sector and private 

sector came forward to serve the society. Orimisan (2020) affirms that underwriting firms in Nigeria’s insurance 

industry have begun to invest more in Corporate Social Responsibility (CSR) especially in this period of the 

coronavirus pandemic. The move is not only to give back to the society where they derive their profits from, but also 

to boost governments’ efforts at all levels to stem the spread of virus in communities. According Babuna, Yang, 

Gyilbag, Awudi, Ngmenbelle, & Bian, (2020) Private Health Insurance providers have also witnessed increased 

spending on their Corporate Social Responsibility (CSR) budgets to support communities with food and to rebate 

clients who were facing financial challenges during the partial lockdown. 

This study aims at examining the analysis of corporate social responsibility on the performance of insurance 

companies in Nigeria. Therefore, the specific objective is to determine the significant relationship between corporate 

image of insurance companies and corporate social responsibility of insurance companies in Nigeria. 

Research Question 

To what extent has corporate social responsibility influenced the image of insurance companies in Nigeria? 

Research Hypothesis 

There is no significant relationship between corporate social responsibility and the corporate image of insurance 

companies in Nigeria 

Literature Review 

Aaronson (2003) defines corporate social responsibility (CSR) as “Business decision making linked to ethical 

values, compliance with legal requirements, and respect for people, communities, and the environment around the 

world” Ademosu (2008) expresses CSR as what an organization does to contribute to the social, economic, political 

or educational development of the community where it is located, but which it is not compelled to do by any law. 

According to Van Marrewijk (2003), the concept of CSR covers three dimensions of corporate action:  economic, 

social and environmental management.  

CSR and Corporate Image of Insurance Companies 

Kan (2012) expressed in his study that often companies do decide to incorporate CSR into their business strategies 

because it will eventually help improve financial performance and improve the company image. Many believe that 

success with corporate social responsibility strategies within a company will also lead to success in financial 

performance too. Major motivator of CSR engagement is branding and innovation. The activities that sustaining 

strategic CSR are assumed to improve corporate image and increase motivation and loyalty primarily among 

employees and customers, but also others such as suppliers and retailers (Lantos, 2002). 

Many companies focus on building their brands and creating a good reputation because that is the core in 

maintaining and ensuring the well-being of the company in the long run. A company with a strong brand reputation 

will have better performance, attract more resources and have a competitive advantage over other companies. Also 
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companies decide to become involved with CSR practice because they want to be placed in a new environment 

where they can come up with new ideas and create innovative products/services (Kan, 2012). 

A company can be performing very well financially and decides to use cause-related marketing to support charitable 

causes. This promotes their corporate image and at the same time they are marketing the product or service towards 

their audiences.  

CRS and Competitive Advantage 

A firm is said to have a competitive advantage if it creates and appropriates more value than the least efficient rival 

capable of breaking even. Harrison, Bosse, and Phillips (2007) argue that competitive advantage implies more than 

merely creating value. Rather, the key is to create more than competitors are able to create. Organizational and 

physical resources over time, it takes the view that social and ethical resources and capabilities can be a source of 

competitive advantage. There is an inverse relation between intensity of competition and provision of CSR. That is, 

in more competitive markets, less of the public good will be provided through strategic CSR. Conversely, in less 

competitive markets, more of the public good will be provided (Militaru and Ionescu, 2006). 

According to Ngatia (2014) this occurs when the firm drives a wedge between the willingness to pay it generates 

among buyers and the costs it incurs and then collects returns in excess of its on opportunity costs. Socially complex 

resources or capabilities that are not easily copied are necessary to retain a company’s competitive advantage. Porter 

and Kramer (2002) expressed that investing in philanthropic activities may be the only way to improve the context 

of competitive advantage of a firm and usually creates greater social value than individual donors or government  

Empirical Review of other Related Literatures 

Amole, Adebiyi, and Awolaja (2012) carried out their investigation on the causal relationship between CSR and 

profitability of banks in Nigeria using First Bank Nigeria Plc as a case study. Secondary data were obtained from 

documentary sources particularly the audited annual reports of the bank for the various years.  The outcome of the 

regression analysis carried out revealed a positive relationship between CSR investments and the profitability of the 

bank. 

Arias & Petterson (2009) investigated the relationship between CSR’s promotion and corporate performance in the 

multinational corporations.  The study employed a critical review of scholarly and peer-reviewed literature in an 

exploratory fashion.  The result of the study revealed that multinational corporations continue their investment in 

CSR activities because it promotes improved reputation and facilitates customer loyalty. They concluded their study 

by reporting that in most cases, investment in CSR activities would enhance profitability of corporations. 

A study by Utting and Ives (2006) examines the evolution and state of CSR in the oil industry, focusing on 

initiatives and institutions related to environmental management, climate change, human rights, community 

development and revenue transparency. The study identifies some certain regulatory approaches and political 

developments that might enhance the contribution of oil companies to social and sustainable development.  

Research Gap 

Many studies have been carried on the relationship between corporate social responsibility (CSR) and insurance 

business in Nigeria. However, none of these studies has majorly focused on corporate social responsibility and 

corporate image of insurance companies in Nigeria. Hence, this study set to investigate the relationship between 

these two variables. 

 

Methodology 

The study adopted descriptive research design. Primary data was employed for the study through well-structured 

questionnaire. random sampling technique to select ten insurance companies out the fifty-eight (58) insurance 
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companies currently registered with NAICOM. The sample size used for the study was fifty (50) questionnaire, 

administered to the randomly selected insurance companies’ personnel and some of the insuring public. Out of the 

fifty questionnaire sent to the respondents only forty-two (42) were completed and returned giving a response rate of 

84%. Likert scale was used for each item (1 = Strongly Disagree, 2 = Disagree, 3 = Indifference, 4 = Agree, 5 = 

Strongly Agree). The responses were analyzed by simple linear regression and analysis 

Regression Analysis 

By applying multiple-regression analysis, the relative contribution of each independent variable in explaining 

variance in the criterion variable can be well determined.  

 

Y= + +……..+ 

Where, and  are the model parameters. 

CII= f (+ +) 

Where: 

CII= Corporate Image of Insurance companies 

= Autonomous 

= Corporate Social Responsibility (CSR) 

e =is error term. 

Table 3.1.1 Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .919a .844 .844 1.31891 

a. Predictors: (Constant), CSR   

 

R =0.919 

= 0.844 

The coefficient determination ( ) in table 3.1.1 above shows how good is the fit of the regression line to the 

sample observation of the dependent and independent variables, from the research result 0.844, or 84.4%. 

This implies that about 84.4 % of the total variation in the dependent variable i.e. corporate image of insurance 

companies is being explained by the independent variable i.e. corporate social responsibility. While the remaining 

15.6% is due to error term or factors not capture within the model. 

Table 3.1.1. Coefficientsa 
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Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .772 .486  1.589 .113 

CSR .935 .026 .919 35.690 .000 

a. Dependent Variable: CII 

 

Table 3.1.1. above reveals that, CII= 0.772+0.836CRS 

Where CII is Corporate Image of Insurance companies and CSR is corporate social responsibility. The equation 

above indicates that: One percent increase in CRS will lead to 83.5 % increase in Corporate Image of Insurance 

companies in Nigeria. 

Summary of Findings 

The study was conducted to examine the analysis of corporate social responsibility on the Corporate Image of 

Insurance companies in Nigeria. The study was channeled by one specific objectives. The finding of the study 

shows that involving in CSR by insurance companies in Nigeria influence their corp0rate image positively and 

significantly.  

Conclusion and Recommendation 

Investment in CSR in the insurance companies has immensely affected their business greatly. Conclusively, the 

study has primarily established explanatory evidence that truly the engagement of CSR in the Nigeria insurance 

industry has positive significant impact, and precisely on their sector. The study affirmed CSR is a promotional 

tool that insurance companies in Nigeria have been really embraced. Therefore, the study recommends that CSR 

should be more invested into to redeem back the image of insurance companies in Nigeria, and restore the insurance 

trust in the mind of the insuring public. Also, Insurance industry in Nigeria needs to establish a body that will 

monitor the social responsibility program of insurance companies, in order to oversee the compliance of CSR 

policies and prosecute companies that are socially irresponsible.  
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