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    ABSTRACT

    This study explores the role of community-based Corporate Social Responsibility (CSR) programmes in promoting social and economic sustainability, increasing local consumer loyalty, and strengthening corporate brand image. Using a systematic literature review method, 106 relevant articles from 2014 to 2024 were analysed to identify key strategies, challenges, and the impact of CSR implementation on Micro, Small, and Medium Enterprises (MSMEs). The research findings show that community-focused CSR initiatives significantly contribute to the empowerment of local communities, create competitive advantages for companies, and promote long-term sustainability. This study contributes to the theoretical understanding of CSR in the SME context by highlighting the interrelationship between community empowerment, sustainability, and business performance. Practically, this research provides insights that local companies can apply to design and implement CSR programmes that deliver measurable social and economic benefits, while enhancing their competitiveness and brand reputation.
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INTRODUCTION 


Research
Background


Corporate Social Responsibility (CSR) has become an important
element in global corporate sustainability strategies (Egels-Zandén, 2016;
Hongxin et al., 2022; Lee-Wong & More, 2016). In recent decades, attention
to CSR has continued to increase, in line with the business world's need to
respond to the demands of a society that is increasingly concerned about social
and environmental issues. Initially, CSR was often considered a moral
obligation for companies to contribute to the welfare of society. However, CSR
has now evolved into a strategic tool that can create competitive advantage,
especially when effectively integrated with a sustainable business model
(Lee-Wong & More, 2016). Innovative CSR strategies not only enhance a
company's image but also strengthen its relationships with consumers, partners,
and communities.


In a local context, such as in Manado City, the implementation of
CSR has greater potential to create a positive impact than in more fragmented
global markets. The geographical and emotional proximity between companies and
local communities (Colovic et al., 2019; Lund-Thomsen et al., 2014; McCaffrey
& Kurland, 2015) in Manado allows CSR to have a tangible, direct impact.
The city of Manado, as one of the economic and tourism centres in North
Sulawesi, has a unique social dynamic, where local communities are deeply
connected to their cultural identity and values of togetherness. This provides
a great opportunity for companies to design relevant CSR programmes, not only
to meet community expectations but also to increase community involvement.


Furthermore, CSR focused on community empowerment in Manado can
provide significant long-term benefits. By empowering the community, companies
can help create job opportunities, improve local skills, and support local
economic growth. For example, companies in the tourism sector can adopt CSR
programmes that involve local communities in cultural and environmental
preservation (Gatto & Parziale, 2024; Graafland, 2018), while the fisheries
and agribusiness sectors can empower farmers and fishermen with training and
market access. Such programmes not only have a tangible social impact but also
strengthen the company's position as an entity that cares about the social and
economic sustainability of the local community.


 


Problems,
Objectives, and Significance of Research


Companies in Manado City face a number of problems in implementing
sustainable Corporate Social Responsibility (CSR). Most CSR activities are
still traditional in nature, focusing on philanthropy such as donations or
charitable activities without considering the long-term impact on community
empowerment.


This approach often fails to create significant or sustainable
change for local communities. In addition, the lack of social marketing
strategies that integrate CSR as a differentiation tool is an obstacle to
maximising the potential of CSR in the local market. Companies in Manado also
face resource constraints, both in terms of funding and expertise, making it
difficult to design and implement CSR programmes that are effective and
relevant to local needs. In this context, it is important to answer the
following research questions:


1)     
How can local companies design and implement CSR programmed that
focus on community empowerment?


2)     
What is the impact on the social and economic sustainability of
the community?


3)     
To what extent can community-based CSR increase consumer loyalty
and brand image?


Based on the above questions, this study aims to analyse how local
companies in Manado can utilise CSR programmes to empower communities while
building a strong brand image. In addition, this study will assess the impact
of community empowerment through CSR on the long-term sustainability of
companies in the local market, as well as identify the most effective
social-based marketing strategies to increase local consumer loyalty. A
Systematic Literature Review (SLR) approach will be used to explore insights
from various previous studies, which will then be adapted to the local context
in Manado. This study has significant importance in several aspects. For local
companies, this study provides strategic guidance on how CSR can be used as a
competitive differentiation tool. For the community, this study ensures that
the implementation of CSR has a real impact on improving the social and
economic welfare of the community. On the academic side, this study is expected
to fill the literature gap regarding the relationship between community-based
CSR and marketing strategies in the local market. With a comprehensive
approach, this study contributes to the development of CSR that is not only
philanthropic but also strategic and sustainable.


 


THEORETICAL REVIEW


CSR in
relation to economic, legal, ethical, and philanthropic responsibilities


Corporate Social Responsibility (CSR) has developed into an
important framework for companies seeking to balance economic performance with
broader social and environmental responsibilities. The CSR pyramid proposed by
(1991) provides a basis for categorizing CSR into four domains—economic, legal,
ethical, and philanthropic responsibility. This model emphasizes the layered
obligations of companies, ranging from generating profits, complying with legal
standards, fulfilling ethical commitments, to contributing philanthropically to
the welfare of society.


Recent studies have expanded this framework to explore the relevance
of CSR in addressing social and environmental challenges in the contemporary
era. Sanusi and Kartini (2022) highlight the importance of CSR as a mechanism
for improving quality of life through sustainable programmed that directly
impact communities and the environment.


Their research reinforces the philanthropic and ethical dimensions
of Carroll's model, emphasizing CSR as a tool for strengthening social capital.
Wang et al. (2021) examined the role of air pollution in driving CSR efforts in
energy-intensive industries in China, finding that deteriorating environmental
conditions are forcing companies to adopt stronger CSR practices.


This is consistent with the legal and ethical responsibilities in
Carroll's pyramid, where companies respond to regulatory and social pressures
to reduce their environmental impact. Similarly, Kraus et al. (2020) focused on
the relationship between CSR and environmental performance, showing that CSR
initiatives are often realized through strategic environmental planning and green
innovation.


These efforts demonstrate how ethical and legal responsibilities
can drive significant environmental outcomes. Safrina (2021) examined CSR
practices in Indonesian state-owned enterprises, finding that these programmers
not only fulfil legal obligations but also demonstrate corporate commitment to
sustainable environmental management, combining Carroll's legal and ethical
responsibilities with a strong philanthropic orientation. Finally, Sardana et
al. (2020) examined CSR sustainability practices in India, revealing a positive
relationship between environmental initiatives such as green innovation and
financial performance, linking economic success with ethical and legal
compliance.


These studies collectively illustrate the continued relevance of
Carroll's pyramid, with companies utilizing CSR to navigate the complex
interrelationships between economic, legal, ethical, and philanthropic
responsibilities. This research emphasizes the transformational potential of
CSR in addressing social and environmental challenges, while still supporting
corporate objectives amid an evolving global landscape.


 


Theoretical
and Practical Implications of CSR for the Future of SMEs


According to the World Business Council for Sustainable
Development (WBCSD), Corporate Social Responsibility (CSR) is a continuous
commitment by companies to behave ethically and contribute to economic
development while improving the quality of life of their employees, their
families, local communities, and society at large (Barnett, 2004).


CSR is a multi-layered concept consisting of four interrelated
aspects. First, economic responsibility includes ensuring that companies are
able to run their businesses at least to cover daily operating costs. Second,
legal responsibility involves the obligation of companies to avoid illegal
activities and comply with laws and regulations. Third, ethical responsibility
describes the need for companies to act fairly and ethically in accordance with
the law. Finally, philanthropic responsibility encompasses the creative
involvement of companies in meeting community expectations (Discua Cruz, 2020;
Graafland, 2018). CSR means conducting business in accordance with the wishes
of the company's owners, usually in the form of generating as much profit as possible
while complying with the basic rules established in society as regulated by law
(Carroll, 1991).


This concept has gained significant attention in the business
world, emphasizing the responsibility of organizations’ to consider the impact
of their activities on society and the environment (Lu et al., 2020). Although
CSR is often associated with large companies, its relevance and implications
for Micro, Small and Medium Enterprises (MSMEs) are also interesting to
discuss. MSMEs are a term used to describe the business sector with a smaller
scale of operations compared to large companies (Tumiwa et al., 2022; Tumiwa
& Nagy, 2021). The definition of MSMEs is often based on several parameters
such as the number of employees, the amount of assets, and annual income
(Tumiwa et al., 2020), which differ in each country according to local economic
and industrial conditions. Knight and Liesch (2016) define MSMEs as
organisations with independent ownership and management structures, smaller in
scale, and generally involved in the production, distribution, and marketing of
goods and services (Hongxin et al., 2022; McCaffrey & Kurland, 2015). SMEs
typically have limited labour, smaller revenues, and a more local rather than
global market focus.


CSR in MSMEs is increasingly prominent in the current business
landscape. In the context of MSMEs, CSR is a conscious effort to integrate
social, environmental, and economic considerations into daily activities (Y.
Yang et al., 2020). CSR is not only about compliance with social and
environmental norms but also about providing a sustainable positive impact.
Through CSR practices, SMEs can help shape a better future for communities, the
environment, and the economy (Elkington, 1998). This study aims to fill the gap
by providing an in-depth analysis of CSR practices in SMEs, highlighting the
challenges, benefits, and strategies that can be developed to meet the needs of
SMEs.


 


METHODOLOGY 



Relevance
of the SLR approach


Using
the systematic literature review (SLR) method, this study synthesizes relevant
literature on CSR in SMEs, highlighting the importance of CSR practices for
these entities and acknowledging the limitations of existing research due to
limited data and specific contextual considerations.


The SLR
method is used to identify, review, and synthesized findings from various
relevant studies in a particular field (Hossain et al., 2022). The use of the
SLR method in our research on CSR in MSMEs offers several significant
advantages.


First,
SLR allows us to comprehensively explore the current research landscape,
ensuring that no relevant studies are overlooked, which is essential for
understanding the overall context and recent developments in CSR in MSMEs.
Second, the objectivity and transparency provided by the systematic and
repeatable SLR procedure minimizes bias, thereby increasing the credibility of
our findings. Third, this method is highly effective in identifying gaps in
existing research, providing a strong foundation for future research. In
addition, SLR facilitates the comparison and integration of results from
various studies, taking into account geographical, sectoral, and cultural
diversity in CSR practices among SMEs. Finally, its ability to handle extensive
and complex information allows us to present a rich and in-depth synthesis on
this subject, offering more detailed and nuanced insights into CSR in the
context of SMEs (Tumiwa et al., 2022).


Therefore,
this methodological approach significantly strengthens the reliability and
relevance of our research, making a substantial contribution to the literature
in this field. In this study, the SLR on CSR in MSMEs was conducted in several
stages.


 


Research Protocol


A research protocol
is a systematic step that ensures that research is conducted in a structured,
transparent, and repeatable manner, especially in a Systematic Literature
Review (SLR) approach. In this study, the protocol began with determining
research questions relevant to the implementation of CSR in SMEs. The research
questions asked cover various important aspects, such as the differences in CSR
implementation strategies between the manufacturing and service sectors (P1),
internal and external factors that influence the success of CSR (P2),
and the impact of CSR on brand image, reputation, financial performance, and
MSME growth (P3 and P4). In addition, the role of SME
owners (P5), government support (P6), and collaboration
with suppliers and customers (P7) are also key focuses for gaining a
deeper understanding of CSR practices in SMEs.


The next step is to
select an academic database to obtain relevant literature. This study uses the
Scopus database, which is considered credible and comprehensive in providing
access to scientific literature related to CSR in MSMEs. The keywords used in
the literature search are ‘CSR,’ ‘MSME,’ ‘CSR Practices,’ and ‘CSR Impact,’
which are designed to cover various relevant aspects of the research.


The next process is
the selection and evaluation of literature based on predetermined inclusion and
exclusion criteria. Relevant articles are selected based on their thematic
relevance to the SLR object, namely CSR in MSMEs. Articles from conferences or
general reviews that are not directly relevant to the SLR topic are excluded.
Additional articles are also used as references to provide broader explanations
and support the research discussion.


This research
protocol ensures that only relevant and high-quality literature is used, so
that the results of the analysis can provide in-depth and reliable insights
into the implementation of CSR in MSMEs. This systematic approach not only
increases the credibility of the findings but also allows for the
identification of research gaps, which are an important basis for the
development of future studies. The following is a summary table of the results
of the article selection used in this study:


 



  Table 1. Data Selection Results and Inclusion Criteria (screenshot results attached)
  
    
      	Keyword search and syntax “CSR”
      	Inclusion: 11,762 documents
Exclusion: unrelated documents
    

    
      	Document Type: Article
      	Inclusion: 8,835 documents
Exclusion: other documents (2,927 documents)
    

    
      	Languages: English and Indonesian
      	Included: 8,517 articles
Excluded: articles not in English or Indonesian (318 articles)
    

    
      	Publication Year: 2014 - 2024
      	Inclusion : 7,359 articles
Exclusion : articles prior to 2014 (1,158 articles)
    

    
      	Title and Abstract Alignment (TAA): CSR, MSMEs, Challenges, Benefits, Sustainability Practice, and Diversification
      	Inclusion : 106 articles
Exclusion : articles unrelated to the research issues and objectives (7,253 articles)
    

  



Source: Data
analysis results from the author, 2025.


 


The article
selection process involved systematic steps to filter literature relevant to
the topic of CSR research. An initial search using the keyword ‘CSR’ yielded
11,762 documents, which were then filtered to exclude irrelevant documents.
After limiting the search to articles, the number of documents was reduced to
8,835, while other types of documents were excluded. Filtering by language
narrowed the documents down to 8,517 articles written in English or Indonesian,
with 318 articles in other languages excluded. Further filtering by publication
year (2014-2024) resulted in 7,359 articles, eliminating articles prior to 2014
to maintain relevance to the current context. Adjusting the titles and
abstracts at the final stage, which focused on CSR, MSMEs, challenges,
benefits, sustainability practices, and diversification, resulted in 106
articles relevant for further analysis, with 7,253 irrelevant articles excluded.
This process effectively filtered a large amount of literature into a more
specific and relevant set of articles for the research purpose.


 


RESULTS
AND DISCUSSION


Descriptive
Data Analysis Results
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Figure 1. Results of
Metadata Description


 


The
figure summarises literature-based research data on the theme of CSR and MSMEs,
showing a comprehensive and diverse scope of analysis. A total of 106 relevant
articles were analysed, covering publications from 2020 to 2024. These articles
involved 286 authors, with 15 articles written by a single author. The research
also included collaborations from 169 different author affiliations,
illustrating the breadth of the academic network involved. The articles
analysed came from 73 different journals published by 44 publishers, reflecting
the diversity of academic sources used. In addition, 624 keywords related to
CSR and MSMEs were used in these articles, highlighting the complexity of the
topics discussed. The authors who contributed to this study came from 39
countries, enriching the analysis with global and contextual perspectives. This
data shows that research on CSR and SMEs covers a variety of credible sources
and provides deep insights into the relationship between corporate social
responsibility and the small and medium-sized enterprise sector in various
regions.


 


Analysis
Results Based on Clusters


To
analyse clusters, this study set a minimum number of occurrences for a term to
be 6 times. Of the 2,845 terms analysed, 116 terms met this threshold. The
following are the results of the network analysis based on the occurrence of
these terms:
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Figure 2. Visualisation
of Terms in CSR and SME Research


 


The
network visualisation shows the close relationship between key terms in
research on Corporate Social Responsibility (CSR) and Micro, Small and Medium
Enterprises (MSMEs). Terms such as ‘social responsibility’ and ‘enterprise’
appear as central nodes, reflecting the main focus of the research on corporate
social responsibility in the context of MSMEs (Bevan & Yung, 2015;
Bielawska, 2022; Hermawan & Rahayu, 2024). The colour clustering in this
network provides a deeper understanding of the identified themes. The red
cluster focuses on methodological aspects and CSR values, such as the design
methodology approach and CSR initiatives, which indicate the importance of
structure and strategy in research (Dixit & Priya, 2023; Marcinkowska &
Sawicka, 2023; Salmi & Khan, 2019; Sinkovics et al., 2021; Zoysa &
Takaoka, 2020). The green cluster describes the close relationship between CSR
implementation and business models, with terms such as ‘model,’
‘implementation,’ and ‘business model’, highlighting the research focus on the
application of CSR in SME business schemes (Berniak-Woźny et al., 2023;
León-Gómez et al., 2022; López-Pérez et al., 2018). Meanwhile, the blue cluster
focuses on basic concepts, challenges, and the dissemination of information
related to CSR, with terms such as ‘information,’ ‘barrier,’ and ‘concept.’
(Dixit & Priya, 2023; Lee-Wong & More, 2016; Wójcik-Mazur et al., 2021)


The
relationships between key terms, indicated by thick connecting lines, indicate
the frequency of their co-occurrence in the literature. For example, the link
between ‘social responsibility,’ ‘manager,’ and ‘implementation’ reflects the
important role of management in ensuring the successful implementation of CSR
(Çera et al., 2022; Sendlhofer, 2020). Terms such as ‘effectiveness,’
‘competitive advantage,’ and ‘sustainability practice’ indicate that research
also extensively discusses the positive impact of CSR on the sustainability and
competitiveness of SMEs (Battaglia & Frey, 2014; Biadacz, 2019; López-Pérez
et al., 2018). Furthermore, the presence of terms such as ‘application,’
‘process,’ and ‘business model’ indicates a balance between conceptual
approaches and practical applications of CSR in real-world contexts (Corazza,
2018; Pazil et al., 2019; Rita et al., 2018).


Overall,
this visualisation illustrates the complexity of the relationship between
social responsibility, sustainability, and CSR implementation in SMEs. The
clustering and relationships between terms provide insights into existing
research focuses, such as practical application, sustainability impact, and
challenges faced. It also provides opportunities to explore research gaps that
have not been widely discussed, particularly in developing more targeted CSR
strategies for SMEs. This visualisation demonstrates the importance of
integrating theoretical and practical approaches to have a greater positive
impact on the sustainability of SMEs.


 


Results
of Data Analysis Based on Year of Observation


Data
analysis based on the year of observation provides an overview of literature
developments and research trends in a given period. In the context of this
study, mapping the distribution of publications over time is important to
understand how attention to the topics of Corporate Social Responsibility (CSR)
and Micro, Small and Medium Enterprises (MSMEs) has evolved. In addition, this
analysis also identifies peak research periods and the dynamics of academic
contributions to this theme. By understanding publication patterns based on
year, this study can reveal areas of focus and potential research gaps that
have not been widely explored. The following graph is the result of the
description based on year:
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Figure 3. Distribution of
Articles Based on Year of Publication


 


Figure
3 above shows the distribution of articles based on year of publication,
indicating a growing interest in the topics of Corporate Social Responsibility
(CSR) and Micro, Small and Medium Enterprises (MSMEs) in academic literature
over the past decade. The number of articles has continued to increase, with a
peak in publications occurring in 2021, when 16 articles were published.


This
may reflect a global push to highlight corporate social responsibility and
sustainability, particularly in the MSME sector, in response to the economic
and social dynamics of the time. The previous years, such as 2014 to 2017, saw
fewer publications, with an average of less than 10 articles per year.


However,
starting in 2018, there was a significant increase with a more consistent
number of articles, namely 14 articles in 2018 and 2022. This trend continued
until 2023 and 2024, each recording 10 articles. The surge in articles during
this period indicates that CSR and MSMEs are becoming increasingly relevant
topics, especially in the context of the post-COVID-19 pandemic, which has
prompted greater attention to sustainability and social responsibility
(Barrio-Fraile & Enrique-Jiménez, 2021; MacGregor Pelikanova et al., 2021;
Z. Wang & Le, 2022).


The
period from 2020 to 2024, with a total of 59 articles, reflects a growing
global awareness of the role of MSMEs in promoting sustainable economic
development through CSR. These data not only indicate a growing research trend
but also show that this topic is a major focus in recent academic literature.
This trend provides a basis for understanding the development of academic
discourse on CSR and MSMEs and identifying new areas of research that have not
yet been widely explored.


To
strengthen the discussion on the growth of literature in recent years,
especially in adopting more modern concepts such as ‘competitive advantage’
and "sustainability practices (Moneva & Hernández -Pajares,
2018), we provide a visualisation by linking key terms with temporal
dimensions. Figure 4 below provides insight into how the focus of research has
evolved over time and identifies new trends that are relevant for further
exploration.
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Figure 4. Visualisation
of Overlay Terms in CSR and SME Research


 


Figure
4 above provides a visual representation of the key terms used in CSR and SME
research, as well as their distribution by year. With colour overlays
reflecting the chronology (2019-2021), it can be seen that terms such as ‘social
responsibility,’ ‘enterprise,’ and ‘implementation’ were the main focus of
research throughout the entire time frame. The yellow colour indicates newer
terms, such as ‘effect,’ ‘innovation,’ and ‘policy maker,’ which indicate the
latest research trends that are beginning to explore impact, innovation, and
policy in the context of CSR and MSMEs.


 


Design
Implementation of CSR programmes by local companies focused on community
empowerment


The
implementation of Corporate Social Responsibility (CSR) programmes by local
companies focused on community empowerment requires a strategic approach that
considers social, economic, and environmental needs. Based on literature
analysis and data visualisation, several important components in designing such
CSR programmes can be identified.


First,
CSR programmes must be designed based on a deep understanding of local
community needs. Terms such as ‘social responsibility’ and ‘enterprise’, which
appear as central nodes in the network visualisation, indicate the importance
of integrating CSR with community goals to create real social impact (Battaglia
& Frey, 2014; Dziuron & Halaszovich, 2023; Hermawan & Rahayu, 2024;
Karam & Jamali, 2017; Marcinkowska & Sawicka, 2023). In the context of
MSMEs, terms such as ‘implementation,’ ‘competitive advantage,’ and
‘sustainability practice’ emphasise that CSR programmes must also provide
economic benefits to the community, such as creating job opportunities,
improving skills, or providing access to markets (Colovic et al., 2019; Stübner
& Jarchow, 2023; Z. Wang & Le, 2022).


Second,
the design of CSR implementation must be collaborative, involving stakeholders
such as the government, suppliers, customers, and the community itself. This is
supported by findings in the literature that show the importance of
collaboration to strengthen programme effectiveness. Terms such as ‘manager,’
‘policy maker,’ and ‘innovation’ in the overlay visualisation indicate that the
success of CSR implementation often depends on managerial support and
innovative policies (Kraus et al., 2020; Lu et al., 2020;


Palacios-Manzano
et al., 2024; Stawicka, 2021; Zheng et al., 2021). Third, CSR programmes must
adopt a data-driven approach to ensure sustainability. The increasing
distribution of articles year on year shows that sustainability has become a
major theme in CSR discussions.


Programmes
designed with sustainability in mind can have a long-term impact that not only
meets the needs of the community but also strengthens the company's image in
the local market (Rita et al., 2018; Zvarikova et al., 2024). This is reflected
in terms such as ‘effectiveness’, ‘business model’ and ‘sustainability’.


Finally,
to ensure success, continuous evaluation is necessary. Programmes must be
designed with measurable performance indicators, both in terms of social and
economic impact (Corazza, 2018; Otero-González et al., 2021). As seen in the
literature, active manager involvement and data-driven decision-making are key
elements for long-term success.


Overall,
the design of an effective CSR programme implementation must be based on an
understanding of the local context, be oriented towards socio-economic impact,
involve multi-stakeholder collaboration, and use a sustainable approach. With
this strategy, local companies can increase community empowerment while
strengthening their position in the local market.


The
impact of CSR programmes on the social and economic sustainability of local
communities


Strategically
designed Corporate Social Responsibility (CSR) programmes have great potential
to promote the social and economic sustainability of local communities. The
resulting social impacts include improved community welfare through the
provision of employment opportunities, skills training, and increased access to
public facilities.


In
network visualisations, terms such as ‘social responsibility’ and ‘community
empowerment’ (Colovic et al., 2019; Salmi & Khan, 2019; Sanusi &
Kartini, 2022) reflect the importance of CSR in building mutually beneficial
relationships between companies and communities. CSR programmes that focus on
empowerment, such as entrepreneurship training or SME development, provide
local communities with the ability to become more economically independent
(Hermawan & Rahayu, 2024).


From an
economic perspective, CSR programmes can contribute to increasing community
competitiveness by encouraging local innovation, opening up new market
opportunities, and providing access to resources. Terms such as ‘competitive
advantage’ and ‘sustainability practice’ in the literature indicate that CSR
not only has a short-term impact but also creates long-term benefits for the
community (Dziuron & Halaszovich, 2023). For example, companies that
support the development of local MSMEs through funding or technical assistance
contribute directly to the economic growth of the community.


In
addition, CSR also affects environmental sustainability, which indirectly
supports social and economic sustainability. Programmes such as waste
management (Gatto & Parziale, 2024), environmental conservation (Graafland,
2018), or the use of renewable energy (Stawicka, 2021; Wójcik-Mazur et al.,
2021) have a positive impact on communities by maintaining their quality of
life and creating an ecosystem that supports local economic activities. Terms
such as ‘innovation’ and ‘sustainability’ in the literature indicate that
environmental sustainability is increasingly becoming a key focus in CSR
implementation.


However,
it is important to note that the success of CSR programmes in supporting the
social and economic sustainability of local communities is highly dependent on
the relevance of the programmes to the specific needs of the community (Gatto
& Parziale, 2024; Lund-Thomsen et al., 2014; McCaffrey & Kurland,
2015). Programmes designed without considering the local context risk having
minimal or even counterproductive impacts. Therefore, active community
participation in the planning and evaluation of CSR programmes is key to their
success.


Overall,
community-oriented CSR programmes not only improve community welfare but also
support sustainable economic growth. By focusing on the specific needs of the
community, these programmes can be catalysts for significant positive change at
the local level, strengthening the relationship between companies and
communities, and creating a model for sustainable development.


 


Community-based
CSR can influence local consumer loyalty and brand image


Community-based
Corporate Social Responsibility (CSR) plays an important role in building local
consumer loyalty and strengthening a company's brand image (Ben Youssef et al.,
2018; Krishnan & Ahmad, 2019; López-Pérez et al., 2018).


CSR
programmes designed to directly empower communities create strong emotional
bonds between companies and communities. Local consumer loyalty can grow
because consumers see companies not only as business entities, but also as
partners who care about the welfare of their communities (Gorgenyi-Hegyes &
Fekete-Farkas, 2019). Literacy in terms such as ‘social responsibility’ and
‘community empowerment’ in the literature supports the view that
community-based CSR can create emotional value that increases consumer
attachment to the brand (Çera & Ndou, 2024).


CSR
that is relevant to local needs gives consumers a sense of pride and trust in
the company. For example, programmes such as SME mentoring, skills training, or
scholarships (Anesa & Bressan, 2024) for the surrounding community not only
have a social impact but also increase consumers' positive perceptions of the
brand (Hermawan & Rahayu, 2024).


In the
network visualisation, terms such as ‘sustainability practice,’
‘effectiveness,’ and ‘competitive advantage’ indicate the relationship between
strategic CSR implementation and consumer trust in the brand. The positive
impact of CSR on consumer loyalty is also rooted in the principle of social
responsibility that society expects from companies (Gorgenyi-Hegyes &
Fekete-Farkas, 2019).


Consumers
who see companies making real contributions to the community tend to be more
loyal to the products or services offered. This is supported by research
showing that consumers prefer brands that are involved in social activities,
especially when these activities are relevant to the local community (Ben
Youssef et al., 2018;


Çera
& Ndou, 2024; Kim & Bhalla, 2022; McCaffrey & Kurland, 2015; Moneva
& Hernández-Pajares, 2018; Sawicka & Marcinkowska, 2023). A strong
brand image is also formed when companies consistently demonstrate their
commitment to social and environmental sustainability through CSR.


Terms
such as ‘innovation’ and ‘brand reputation’ in the literature indicate that
companies that implement community-based CSR are often perceived as more
innovative, ethical, and trustworthy (Ben Youssef et al., 2018; Krishnan &
Ahmad, 2019; López-Pérez et al., 2018).


Conversely,
companies that only use CSR as a marketing tool without any real impact risk
losing consumer trust, which can damage their brand image. However, the success
of community-based CSR in influencing consumer loyalty and brand image is
highly dependent on the credibility and transparency of its implementation.


Consumers
are increasingly critical of ‘greenwashing’ practices or CSR that only aims to
improve reputation without having a real impact (Khamisu et al., 2024; X. Yang
et al., 2021). Therefore, it is important for companies to involve the
community in designing, implementing, and evaluating CSR programmes so that
their positive impacts can be felt in a tangible way.


Thus,
community-based CSR carried out with a strategic and authentic approach can be
an effective tool for building local consumer loyalty and strengthening a
company's brand image. Programmes that focus on community empowerment not only
provide social benefits but also create a deeper relationship between the
company and its consumers, which ultimately increases business competitiveness
and sustainability.


 


CONCLUSIONS AND
RECOMMENDATIONS


The
conclusion of this study shows that community-based Corporate Social
Responsibility (CSR) programmes have great potential in empowering local
communities, supporting social and economic sustainability, and strengthening
local consumer loyalty and the company's brand image. The findings indicate
that the strategic implementation of CSR that is relevant to local needs can
create a significant positive impact, both in improving community welfare and
in strengthening the company's competitiveness. Network visualisation and
literature analysis also highlight the importance of collaboration,
sustainability, and data-driven approaches in CSR design and implementation,
particularly in the SME sector. However, this study has limitations, including
the limited number of articles analysed, which may affect the generalisability
of the findings. Furthermore, this study focuses more on theoretical literature
than on empirical data specific to certain local contexts.


Given
these limitations, further research could be directed towards empirical
analysis to explore the impact of community-based CSR programmes across different
sectors and geographical regions. Case studies of local companies that have
successfully implemented CSR could also provide deeper insights into the best
strategies for improving the social and economic sustainability of communities.


This
research provides a theoretical framework that can be used as a basis for
further studies in the field of CSR. Practically, this research offers guidance
for local companies in designing CSR programmes that are strategic, relevant,
and have a real impact on the community. Thus, the results of this study not
only contribute to the development of CSR theory but also provide direct
benefits to companies in building stronger relationships with communities and
consumers, as well as creating more sustainable business models.


 


FURTHER
STUDY


            Further
research should also examine how digital technology and innovation can be used
to expand the reach and effectiveness of CSR programmes, as well as identify
more concrete metrics to measure their success. The implications of this research's
contribution to science lie in enriching the CSR literature, particularly in
the context of MSMEs, by highlighting the relationship between community-based
CSR, sustainability, and consumer loyalty.
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