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Abstract

Purpose — This paper explores how Corporate Social Responsibility
(CSR) can move beyond philanthropic and compliance-based practices to
become a driver of meaningful community engagement. It highlights the
under-theorized relationship between CSR and community engagement,
emphasizing the importance of participatory, localized, and culturally
embedded approaches for sustainable socio-economic development.

Design/methodology/approach - A review-based method was employed,
synthesizing insights from recent scholarly literature and theoretical
frameworks, including Carroll’s Pyramid of CSR, stakeholder theory,
and legitimacy theory. The study integrated perspectives on social
capital, sustainability, and inclusivity to assess how CSR practices are
conceptualized and operationalized across contexts.

Findings - The review demonstrates that while CSR is increasingly
positioned as a strategic necessity, community engagement remains
fragmented and often symbolic. The findings of the study reveal that the
CSR models, which are rooted in Western perspectives, ignore the social
and cultural conditions of developing economies, reducing their impact.
Through the adoption of jointly developed inclusive strategies, firms can
generate social value, promote trust, and develop sustained authority.

Conclusion - The Research indicates that CSR initiatives generate stronger
outcomes when they are purposefully coordinated with community
engagement, surpassing communication to become deeply integrated
practices. This coordination not only gives strength to stakeholder
relationships but also promotes corporate adaptability and equality.

Originality/value - The paper helps us to understand CSR by rethinking
community engagement as a key element of CSR, bringing clarity to the
concept, and identifying new ways for empirical research in developing
economies. It raises doubts about existing ways of practicing CSR and
provides a base for developing culturally responsive, participatory
models that bridge the gap between theory and practice.
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1. Introduction

Over the years that have passed, CSR has grown from a philanthropic practice to an essential
component of strategic organizational operations. As social and economic issues around the world
increase, covering inequality and climate change to community displacement and the digital gaps
affecting communities, corporations are increasingly expected to go beyond profit-making and
contribute meaningfully to societal engagement (Hahn et al., 2018; Barauskaite & Streimikiene,
2021). Recent research highlights that CSR has become a multidimensional concept, focusing on
the needs of people, communities, and the planet while supporting the goals of the United Nations
for a better and sustainable future (Abbas, 2024; Fu et al., 2023; Al Frijat et al., 2024; Aguinis et al.,
2024). This change over time makes CSR an important approach for integrating communities and
environmental welfare into everyday business practices. Across many aspects of CSR, community
engagement has developed as an essential yet underexplored domain, especially in countries like
India, which is a developing economy. Businesses today are making efforts to establish sustainable
practices that meet the expectations of employees, customers, and local communities (Deb et al.,
2024). CSR initiatives help to build stronger community engagement by promoting eco-friendly
behavior, encouraging participation of employees in socially responsible projects, and supporting
local programs that promote environmental awareness (Rahman et al., 2024). These types of
initiatives promote stakeholder relationships, simultaneously integrating organizational objectives
with bigger sustainability goals. The relationship between CSR and community engagement is
dynamic and complex, connecting moral responsibilities with primary goals.

In the past, CSR practices focused on rules and charitable efforts, while today’s CSR models
support stakeholder engagement, collaborative value creation, and inclusive growth. Even with
all this discussion, there is still a gap between CSR theory and practices, especially in transforming
strong commitments into sustainable community efforts (Deigh et al., 2016; Celik et al., 2019).
This gap is most evident in emerging markets, where CSR strategies lack local empowerment and
meaningful engagement in many cases (Oduro et al., 2024; Pillai et al., 2022; Nicoara & Kadile,
2024). Addressing this gap is essential as much of the CSR literature remains rooted in Western
perspectives, commonly neglecting the contextual realities of developing economies. This study
contributes to the literature by integrating recent research to demonstrate that localized, cooperative,
and culturally aligned approaches to community engagement can enhance the CSR discourse. To
support this objective, the study undertakes a qualitative review of existing literature, focusing on
how CSRis conceptualized, operationalized, and aligned with community engagement goals. Based
on established frameworks such as Carroll’s Pyramid of CSR, stakeholder theory, and legitimacy
theory, the review explores how businesses can promote social capital, encourage collaborative
engagement, and contribute to inclusive social and economic outcomes. Recent research highlights
that CSR practices have gradually adapted corporate values to public interests and to integrate
stakeholder-driven innovation through community participation. Based on these insights, the
discussion not only highlights the strategic importance of community engagement within CSR but
also the need for culturally rooted, collaboratively designed, and guided by established theoretical
framework practices that connect with the lived experiences of communities.

2. Review of Literature
Evolving Paradigms of CSR: From Ethics to Strategic Integration

Corporate Social Responsibility (CSR) has been tested for its impact on societal well-being and
organizational performance (Abbas, 2025). Around the world, organizations are obligated to adopt
environmentally responsible practices (Al Frijat et al., 2024), although promoting public welfare
and human growth (Aguinis et al., 2024). With this understanding, many firms are matching their

34



Journal of Emerging Management Studies, Vol.3 No. 2, October 2025

strategies with the United Nations’ sustainable development agenda, where CSR plays a key
role. As a very diverse concept, CSR deals with economic, Social, and environmental priorities
(Abbas, 2024). It highlights that businesses can fulfil their objectives while also keeping a hand on
ethical values, safeguarding the environment, and ensuring benefits for the wider society to meet
sustainable goals (Fu et al., 2023).

CSR constitutes a fundamental component of corporate operations, functioning as a critical
interface between business entities and the broader community. Corporate Social Responsibility
is increasingly gaining prominence as businesses adopt sustainable practices that respond to the
expectations of employees, customers, and local communities (Deb et al., 2024). The imperative
for organizations to engage in socially responsible behavior commands substantial scholarly and
societal attention (Seth, 2014). Kotler and Lee (2005) described CSR as a company’s voluntary
commitment to enhance community well-being through its business operations and initiatives.
It is important to note that people tend to give extra effort when they feel that they are benefited
in some ways, leading to a willingness to engage and fulfil the responsibilities of the company
(Shilpakar et al., 2024). Three key components outline the principles guiding how companies
should conduct their business responsibly (Vidaver-Cohen & Brenn, 2015). Firstly, a company can
engage in honest and transparent business operations. Secondly, it should demonstrate genuine
concern for the well-being of its stakeholders. Thirdly, the organization should aim to generate
value for the broader community. Rather than limiting its focus to a particular stakeholder group,
such as customers, it should consider the interests of all its stakeholders.

Lantos (2001) identified three distinct forms of corporate social responsibility: ethical, altruistic,
and strategic. CSR based on moral values gives importance to the fact that a company is obligated
to operate responsibly, and it should ensure that its activities do not cause harm or detrimental
consequences. CSR shows a firm’s real concern for the welfare of others, where selfless objectives
guide efforts. As ecological problems and environmental-related risks persist, businesses
are continuing to adopt the methods that keep a balance between economic performance,
social responsibility, and ecological responsibility. CSR has evolved to be a key instrument for
companies to address these challenges, incorporating environmental, social, and economic values
in daily business practices. CSR initiatives are crucial in strengthening community engagement by
integrating sustainability into organizational practices. Encouraging eco-friendly behavior among
members, supporting employee participation in socially responsible projects, and advancing local
environmental awareness campaigns are the initiatives that help businesses to strengthen their
ties with stakeholders. These types of activities not only embrace the community welfare but also
synchronize organizational goals with expanded sustainability plans (Rahman et al., 2024). No
longer considered a willing effort, we can view CSR as a strategic necessity that upgrades corporate
reputation, builds stakeholder trust, and promotes long-term sustainable growth.

The increasing force of environmental and climate challenges has led stakeholders to focus on
sustainability and the efficient use of resources. Since its early recognition in 1924, CSR has directed
corporate behavior by embedding social, environmental, and economic priorities into strategic
planning. Businesses nowadays are expected to fulfil a dual mandate- achieving economic success
while contributing positively to society and promoting development that aligns with environmental
sustainability (Tomar et al., 2024). Identifying and handling the expectations of stakeholders enables
companies to achieve a competitive edge (Chaudhary et al., 2024) by developing collaboration with
customers and other partners, as well as encouraging interaction across different groups (Lusch
et al., 2007; Brodie et al., 2006). Every investor in the group brings a different set of experiences
to their interrelation with the main organization, advancing greater interest and collaboration
(Antonacopoulou & Meric, 2005). The initiatives that have been taken in this mindset cover the
production of goods and services that attract customers, creating job opportunities that engage
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potential employees, and fostering strong relationships with firms that value and contribute
financially to the community as responsible citizens (Freeman et al., 2004).

The focal firm can enhance its reputation by demonstrating an engagement in community-oriented
actions and can view these behaviors as integral components of its marketing strategies (Sen et
al., 2006). The positive impact of community-oriented actions and the negative consequences of
violating CSR principles motivate most companies to not only focus on CSR concerns but also
to diligently engage in social initiatives (Lai et al., 2010). One of the central themes that emerges
from the CSR literature is the idea of representing a responsibility toward society (Clarkson, 1995);
it is composed of organizational procedures driven by managerial oversight (Wood, 1991); it
represents a responsibility toward stakeholders (Crane & Matten, 2004); and it is rooted in ethical
considerations (Carroll, 1979). Given the business’s access to resources, management capabilities,
and financial assets, it is believed that it should play a role in addressing social problems (Davis,
1973). The economic environment also shapes the kinds of obligations businesses are expected to
meet. Much of the existing CSR literature has been dedicated to conceptualizing this responsibility
(Carroll, 1979), along with modern research on its practical application (Porter & Kramer, 2006),
particularly in advanced nations. The concept of CSR, most frequently discussed and applied
in developed nations, is of Carroll’s pyramid (Crane & Matten, 2004). This model assesses the
prominence of four functions — (1) economic, (2) legal, (3) ethical, and (4) philanthropic - that
must be addressed sequentially. The legal and economic functions are grounded in the traditional
social contract, making them “required” expectations of society. Meanwhile, the philanthropic and
ethical functions represent the new social contract, with ethical responsibilities being “expected”
and philanthropic responsibilities being “desired” (Carroll, 1999). According to Carroll (1991),
corporate social responsibility comprises four interrelated dimensions: 1) Economic - the
responsibility to be Profitable; 2) Legal — the obligation to comply with laws and regulations; 3)
Ethical — the duty to conduct business in a morally acceptable manner; and 4) Philanthropic — the
expectation to contribute to society and be a good corporate citizen.

Corporate social responsibility (CSR) is a set of responsibilities organized in a hierarchical order
of decreasing importance. The most essential and foundational accountability is economic, which
emphasizes the necessity for a business to be profitable and financially sustainable. This serves
as the basis upon which all other responsibilities rest. Legal responsibilities come next, requiring
businesses to adhere to laws and regulations, as these reflect society’s codified standards of
right and wrong. Following this, ethical responsibilities involve actions and practices that, while
not legally mandated, are expected by society as morally appropriate. At the highest level are
philanthropic responsibilities, which are voluntary. These encourage organizations to act as good
corporate citizens by contributing to community engagement and enhancing the overall quality of
life. Collectively, this framework implies that businesses committed to CSR should aim to fulfill all
these responsibilities concurrently, while recognizing the differing levels of societal expectation and
obligation attached to each. Corporate philanthropy refers to the voluntary provision of resources,
such as financial contributions, in-kind services, or employee involvement, by an organization to
support charitable causes or initiatives to enhance community well-being (Kotler & Lee, 2008).
Kotler and Lee (2008) note that community relations, community giving, corporate citizenship,
and community affairs are often associated with philanthropy. While corporate philanthropy
traditionally reflects charitable intent, it is increasingly being leveraged as a promotional strategy
through cause-related marketing to enhance a company’s brand or public image.

Despite this strategic use, such initiatives still represent only a small portion of corporate charitable
contributions. Philanthropy, therefore, encompasses a wide range of philanthropic actions that
follow a discernible strategy. In the corporate context, it typically implies a strategic alignment
between the charitable initiative, the firm’s core business operations, and its engagement with
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various stakeholder communities (Porter & Kramer, 2002). At its core, corporate social responsibility
recognizes that businesses and society are closely connected, not separate. As a result, society
places specific expectations on how businesses should act and what outcomes they should deliver
(Wood, 1991, p. 695). The interconnection between business and society is a recurring theme across
various CSR frameworks. Contemporary approaches to CSR increasingly focus on stakeholder-
driven innovation that actively incorporates community participation to promote socially inclusive
engagement (Lee, 2007).

The CSR’s role in shaping business practices is growing and indicates a wider change in the
perception of organizations regarding their stakes in society. In modern times, firms are not
independent in operating their business, but they are obligated to follow rules and satisfy other
bodies, such as society, government, communities, the global market, and the environment. With
shifting expectations, CSR practices are progressively tailored to align corporate values with public
interest, covering long-term stakeholder bonds. In addition, the incorporation of sustainability
and ethical governance into strategic agendas reinforces the concept that responsible behavior
contributes to both societal welfare and business sustainability. These efforts indicate that CSR not
only functions as a reactive mechanism but also as a proactive approach to managing change, risk,
and opportunity in an evolving global landscape.

Carroll (1991) CSR Pyramid
Figure 1
Carroll (1991) CSR Pyramid

Philanthropic Responsibility
(Be a good Corporate Citizen)

Ethical Responsibility
(Do what is right, fair)

Legal Responsibility
(Obey the Law)

Economic Responsibility
(Be Profitable)
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Understanding Community: Dimensions, Social Capital, and Organizational Engagement

The idea of community includes several features depending on the condition and viewpoint.
There are researchers Podnar and Jancic (2006), Harting et al. (2006), and Putnam (2000) who
highlight the parameters such as geographical affiliation, national identity, shared activities,
interests, and participation in digital networks. The definition of community can vary across
disciplines, including philosophy, sociology, psychology, anthropology, political science, and
urban planning. However, for analytical clarity, it is useful to establish basic parameters, typically
involving interaction, shared identity, and geographic location (Lee & Newby, 2012). Dunham
and colleagues (2006) broaden the concept of community by categorizing it into various forms,
including geographical communities, shared-interest groups, online advocacy networks, and
professional or practice-based communities. Recognizing these various forms of community
enables organizations to better manage their relationships with strategic stakeholders (Luoma-
aho & Vos, 2010; Vos & Schoemaker, 2011). A community, defined by various forms of interaction
(either in-person or online), consists of individuals who form social connections, regardless of
whether they live in the same location (Godwin, 2018). The significance of a community lies in
its social capital, which includes a rational aspect that shapes shared standards and principles
(Nahapiet & Ghoshal, 1998). Failing to follow the social norms that guide relationship-building
can harm a corporation’s chances of establishing ongoing credibility (Anderson & Jack, 2002).

Cooke (2002) defines social capital as the expression of standards of reciprocity and trust
between individuals and organizations that are incorporated in a structure of cooperation.
Social capital contributes positively to community engagement and is often rooted in shared
aspects such as cultural background, religious beliefs, or geographical closeness. Elements like
trust, shared norms, and networks often strengthen one another over time, creating cycles that
promote cooperation, social participation, mutual trust, and overall communal well-being.
When businesses actively engage with communities, they can increase the existing levels of
social capital.

Examining community in organizational contexts highlights its important role in stimulating
innovation, strengthening employee involvement, and advancing CSR. Within contemporary
organizations, communities serve as vital structures built on shared values and reciprocal
support (Dziedzic, 2024). Organizations must be mindful of how their actions impact these
communities and, in turn, the social capital present. They may also aim to strengthen this capital
while simultaneously leveraging its benefits (Deigh et al., 2016). Therefore, for companies to
engage meaningfully and establish themselves within the community, three main strategies
of engagement are often considered suitable: collaboration, cooperation, and containment.
Each approach serves distinct purposes and relies on varying methods, tools, and types of
engagement. Efforts related to community relations such as financial donations, employee
volunteering, locally focused programs, and partnerships with civic, professional, or nonprofit
organizations tend to share several common features (Altman, 1997), including a commitment to
the firm’s moral and ethical responsibilities, delivering tangible economic advantages, fostering
alignment and shared objectives between the organization and the community, acknowledging
and fulfilling responsibilities toward various stakeholders, taking initiative through forward-
looking and preventive measures, building collaborative partnerships that span different
sectors, demonstrating strong, engaged leadership.

Hallahan (2004) explains that building a community involves bringing together individuals
and the organizations they are part of into a working group that shares common or
aligned objectives. From an organizational viewpoint, he outlines three stages in fostering
community: engaging with the community, supporting its growth, and actively structuring
or organizing it. In this framework, individuals and organizations collaborate to achieve
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shared objectives. In contemporary organizations, collaborative communities are viewed
as a strategic necessity for strengthening innovation, adaptability, and long-term resilience.
Community involvement refers to an organization’s engagement with existing causes or
events, such as participating in local initiatives. Community nurturing focuses on enhancing
the economic, social, political, and cultural strength of local areas through actions like
sponsorships and volunteer efforts. Ultimately, managing the community involves creating
local modern projects comparable to social movements, aimed at improving both the social
and economic structure of communities.

Integrating CSR with Community Engagement: Theoretical Foundations and Practical
Applications

Levy (1999) stated that social responsibility and corporate charity are positioned at the center
of business practices. Ismail (2009) put forward the idea that the objective of CSR is to improve
the social, environmental, and economic wellness of communities. CSR definitions commonly
underscore their moral, ethical, and financial dimensions. The idea that business and society are
interconnected rather than different is a repetitive focus in these definitions. However, as Birch
and Moon (2004) point out, there is no universal approach to CSR. It covers a range of initiatives
and policies that vary across corporations and their bonds with the communities they engage
with. The main principle of CSR supports various theoretical approaches, including legitimacy
theory. This theory suggests that a firm’s actions are seen as valid within the framework of
socially constructed norms. According to Campbell (2000), legitimacy theory proposes that
organizations function in society following a validated or accepted social agreement. Stakeholder
theory is broadly seen as one of the most important frameworks for understanding corporate
social responsibility. (Moir, 2001). Stakeholder theory maintains that organizations have a
responsibility to serve the welfare of individuals or groups who influence, or are influenced by,
the organization’s actions and results. These stakeholders can include shareholders, employees,
consumers, and the broader society. Porter and Kramer (2002) emphasized that businesses
should craft a corporate social agenda that aligns social priorities with strategic goals, allowing
them to generate both societal and economic value by focusing on relevant social issues and key
stakeholders. Wilson (1996) stated that beyond pursuing profits and upholding organizational
values such as trust, respect, and human dignity, companies must demonstrate a genuine
dedication to serving the community to effectively foster their development. Galloway and
Lynn (2007) suggest that corporate community relations and CSR, often referred to as corporate
citizenship, are key avenues through which public relations connect with communities. Within
a company, public relations professionals are expected to play a central role in fostering
communities around the organization’s offerings. Since both CSR and public relations focus on
strengthening an organization’s image among key stakeholders, Clark (2000) argued that the
two share similar objectives. Leeper and Leeper (2001) suggest a communitarian perspective,
focusing on values like social cohesion, citizen empowerment, and shared responsibility to
create a better society. Hahn et al. (2018) point out that examining CSR from the viewpoint of
the community offers insights into how sustainability issues might be integrated into CSR, a
topic that is frequently overlooked in CSR research.

Current systematic review highlights the growing emphasis of academicians on how small
and medium-sized enterprises (SMEs) align CSR practices with their communities (Oduro et
al., 2024). SMEs working in less controlled sectors probably integrate CSR practices into their
business models to create shared value, whereas firms in highly controlled industries, such
as manufacturing, usually implement CSR mainly to follow legal requirements (Pillai et al.,
2022). It indicates that a firm’s contribution to social issues is naturally shaped by its specific
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context (Nicoara & Kadile, 2024). Community engagement is progressively acknowledged as a
fundamental part of CSR scholarship. Community engagement is highly integrated in the study
of CSR initiatives (Barauskaite & Streimikiene, 2021. Community engagement can be seen as an
important part of a firm’s CSR journey, assisting shred value creation (Rudito et al., 2022).

Many dimensions of CSR have been investigated by previous studies. These studies also
highlighted the impact of CSR on community development, indicating that CSR efforts positively
contribute to the well-being and progress of communities. Forexample, thereisa study conducted
by Oppong (2016) that examined CSR practices in Ghana mentioning the widespread presence of
CSR activities in several sectors such as telecommunication, banking, and extractive industries,
particularly among foreign enterprises. These efforts mainly focus on education, healthcare,
conservation of the environment, social entrepreneurship, and development of sports. It can
be noted that CSR efforts were mainly visible in educational programs, mining, communities,
athletic initiatives, and coastal areas adjacent to offshore oil and gas stations. A literature review
has been conducted by Celik et al. (2019) on the contribution of CSR initiatives to community
development. It revealed that the companies studied were involved in various CSR activities
such as education, healthcare, and empowerment, which positively influence community
development. Masum et al. (2020) employed an integrated literature review approach to test the
impact of CSR on community development. Their studies highlighted a change from a profit-
centered business model toward CSR practices that involve economic, environmental, and social
dimensions. The impact of CSR on community development was visible across multiple areas,
including the protection of the environment. Studies which have been conducted by Oppong
(2016), Celik et al. (2019), and Masum et al. (2020) collectively indicate that CSR initiatives play
a supportive role in fostering community development.

3. Method

In this study, a review-based methodology has been adopted based on secondary sources.
This study explores the relationship between CSR and community engagement. This paper
is formatted as a conceptual and narrative review. The focus of the paper is to synthesize
observations from existing literature rather than conducting empirical investigation or thematic
analysis. The base of this study includes a wide range of academic sources, including journal
articles, academic books, theoretical papers, and reputed institutional publications. These
sources were selected to provide a comprehensive understanding of CSR evolution, theoretical
foundations, and its integration with community engagement practices. The literature reviewed
involves key theories such as Carroll’s pyramid of CSR, Stakeholder theory, legitimacy theory,
and socially grounded perspectives, which offer multiple angles on how businesses engage
with communities through socially responsible initiatives. This approach brings together
insights from various contexts and fields of study, underscoring the moral, ethical, and strategic
dimensions of CSR. The literature covers discussions on environmental responsibility, social
capital, corporate charity, and the rising expectations placed on organizations by society. By
synthesizing these insights, the study aims to present a clear picture of how CSR contributes to
social development, mainly through community engagement and collaborative practices.

As the nature of this study is review-based, the methodology is naturally interpretative, aiming
to integrate and frame the existing knowledge rather than generate new empirical data. This
method supports the development of conceptual clarity and provides a foundation for future
research and practice in the field of CSR and community relations.
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4. Findings

This study derives meaning from a wide range of existing knowledge, uncovers several
important findings into the evolving relationship between CSR and community engagement:

- CSRin evolving markets cannot be entirely explained through Western-framed models;
instead, it requires approaches that are rooted in local traditions and cultural practices
that integrate community values, traditions, and social and economic realities.

- Engaging with communities is central to CSR, as it ensures that initiatives are accepted,
trusted, and capable of creating long-lasting positive change.

- CSR planning overlooks the importance of social capital, which includes trust,
reciprocity, and shared norms. Making social capital a central part of CSR efforts can
transform symbolic projects into sustainable and collaborative partnerships.

- Findings suggest that a company should not perform CSR practices that are
inconsistent, random, and not connected to the objectives of the firm. This may result
in the distrust of communities towards the company. This shows that CSR efforts need
to be planned carefully and aligned with the company’s main mission.

- CSR is shifting from just following the rules or doing the minimum to actively
involving the community, which is found to be essential for companies to be more
flexible, innovative, and continue growing in the future.

- This review points out a new area for research. It looks at CSR practices that are
adapted to local communities and developed together with them in countries like
India. These practices can expand current CSR theories and new opportunities for
research in the global understandings of CSR.

5. Discussion

Corporate Social Responsibility (CSR) has become a mechanism for sustainable business, but its
integration with community engagement continues to vary across different contexts. Carroll’s
(1991, 1999) model says that companies have different levels of responsibility. First, to make
money, which refers to the economic responsibility; second, to follow the rules, which is a legal
responsibility; third, to do what is right, which is an ethical responsibility; and last, to give back
to society, which is a philanthropic responsibility. On the other hand, Porter and Kramer (2002,
2006) view CSR as a way for companies to create benefits for both the business and society at
the same time, which they call shared value. This study shows that CSR works best when it
fits local culture and actively involves the community. Unlike Carroll’s and Porter & Kramer’s
model, which focus mainly on Western contexts, this paper emphasizes that in countries like
India, getting the community involved and building trust is what makes CSR initiatives credible
and effective. Previous studies show unclear or inconsistent results about whether CSR really
helps improve the well-being of communities. Oppong (2016) and Celik et al. (2019) found that
CSR projects in education and healthcare actually improved social well-being, while Deigh et
al. (2016) and Clark (2000) noted that many CSR programs are mostly for show and mainly
help improve a company’s image. This review agrees with Oppong and Celik and shows that
CSR can truly help society when companies include the ideas and needs of the community
while planning their programs. It also agrees with Deigh et al. (2016) that if CSR does not fit
the local culture or involve the community, it can end up being shallow and not make a real
difference. Oduro et al. (2024) and Pillai et al. (2022) found that how much a company does CSR
activities depends on its size and the type of industry it belongs to. This paper shows that small
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and medium-sized companies in developing countries include CSR naturally in how they work
with local people, while big companies mostly do it to follow rules. So, how well CSR works
depends on the situation, the company’s purpose, and how much it involves the community.
In short, CSR and community engagement help each other. When companies and communities
work together, CSR is not just about giving money. It helps build trust, respect, and lasting
development.

6. Conclusion

CSR is now an important way for companies to include sustainability, ethics, and social
responsibility in their work. But many studies still see community engagement as a side issue,
ignoring how it can make CSR more real and effective instead of just for show. This is especially
important in developing countries, where global models do not always fit local needs. So, more
thinking and research are needed to understand how CSR can become more inclusive and better
suited to local situations.

This review demonstrates that CSR works best when companies listen to the community, build
trust and cooperation, and meet local needs. When CSR is based on real communication and
participation, it helps create trust, respect, and lasting growth that benefits everyone. Ideas like
Carroll’s Pyramid, stakeholder theory, and legitimacy theory help explain how companies can
do well in business while also doing good for society. These theories say that profit and social
responsibility can go hand in hand. This study adds to the discussion on CSR in three main ways:
First, it shows that CSR should fit local cultures and be created together with communities, not
just follow Western ideas. Second, it says that community engagement should be at the heart of
CSR, not just an extra part. It is both smart and the right thing to do. Third, it encourages future
research to explore how working with communities through CSR can build trust, cooperation,
and long-term success in different places.

Companies are moving away from focusing only on profit to creating value that benefits both
business and society. In this new way of thinking, community engagement is not just a duty, but
it is a chance for companies to build stronger relationships, help communities grow, and shape
a more responsible future for business.

7. Implications

Theoretically, Community engagement is an essential part of CSR, not just a side activity.
Recognizing this helps make CSR research clearer and challenges ideas based on Western
experiences. Practically, it highlights that managers should design participatory, context-
sensitive initiatives to build trust and long-term value. Policymakers can encourage localized
frameworks that reward authentic engagement, while investors and consumers can view
such CSR as an indicator of accountability and resilience. Together, these insights underscore
that CSR aligned with community engagement fosters not only corporate credibility but also
inclusive development.

8. Limitations and Scope for Future Research

This study is conceptual and based on secondary sources, limiting empirical validation. Its
focus on emerging markets, particularly India, may restrict broader generalizability. Future
research should test these propositions using case studies, surveys, or structural equation
modeling to capture community perspectives. Comparative cross-country analyses can reveal
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how institutional and cultural contexts shape CSR-engagement linkages. Further, emerging
forces such as digital transformation and circular economy practices merit exploration for their
potential to deepen participatory CSR. Addressing these directions will enrich understanding
of how CSR can evolve into a sustainable, co-created process.
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