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INTRODUCTION

The concept on Corporate Social
Responsibility is developing along the changes in
a business world (Isaksson et al., 2014). Looking
from various perspectives, CSR divided both
business communities and academia into two
sides, those who support CSR and those who are
against it. Interestingly, the development of CSR
become a significant issue in emerging country
such as Indonesia. Companies that particularly
listed in Indonesia Stock Exchange try their best
to translate the CSR program into their business
strategy. At the end of 2020, Reputation Institute, a
reputation-based advisory firm based in New York
ranked fifty companies in terms of who had the best
CSR program. Two companies from the top five
came from the entertainment industry. They are
Lego, The Walt Disney Company, Rolex, Ferrari,
and Microsoft. Interestingly, out of fifty companies
in the list, none are from mining companies and
few from manufacturing.

In understanding the CSR, academia
and practical often have divergent perspectives.
Businesses prefer to define CSR from an operational
perspective, while scholars seek to define it from
different point of view depending on specific category
and characteristics, such as business ethics, social
issues, and environmental impact. In academia, the
term corporate social responsibility first emerged in
the 1950s, as a response to the growing criticism of
the profit-centric approach. Howard Bowen (1953)
was the first who able to crystalizes the idea of
Social Responsibility that “refers to the obligation of
businessmen to pursue those policies, to make those
decisions, or to follow those lines of action which are
desirable in terms of the objectives and values of our
society” (Bowen et al., 2013). In 1960, two academia
support the CSR idea by Bowen. Davis (1960)
suggest that CSR is “businessman’s decisions and
actions taken for reasons at least partially beyond
the firm’s direct economic or technical interests”
(p. 1). While Frederick (1960) discussed that the key
responsibility of a company is to manage operational
activity to fulfil economic system that fulfils public

expectations.
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To achieve its objective of identifying
better designed and targeted CSR in Indonesia,
this article will be focus on the discussion on
CSR strategy in Indonesia context from literature
perspective. First, it will explore the literature on
CSR to identify both sides of the debate in this
field of research as well as the best frameworks
in applying CSR program to the situation that
currently prevails for Indonesia. The discussion
then outlines a proposed strategy based on
literature for improving CSR examine the gaps in
our understanding of CSR programs that currently

exist in Indonesia.

Literature Study

Concept on Corporate Social Responsibility
Socially responsible behavior could not appear
automatically because the present business system
is a result of past history and cultural traditions.
McGuire (1963) stated that “the idea of social
responsibilities supposes that the corporation has
not only economic and legal obligations but also
certain responsibilities to society which extend
beyond these obligations” (p. 144). Shortly,
the development of CSR concept conflicted
with established economic ideas in businesses.
Friedman (1970) argued that a company should
focus only on enhancing its profitability through
utilizing the resources and undertaking initiatives,
as long as the company operate within established
market rules and norms and engage in open and
transparent competition without deceptive or
fraudulent practices. This argument supported
earlier opinion by Levitt (1958) that suggested
the one who should be concerned on social
responsibility was government and not businesses.
The view from Friedman and Levit is known as
“shareholder approach”. Later, Drucker (1984)
added that a company has moral obligation to
its stakeholder. In particular, those communities
and environment that are affected with company’s
operational activity. Additionally, it is important
for a company to encourage the employees to
participate in achieving their legal obligation. This
view is known as “stakeholder approach”.
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According to Amin-Chaudhry (2016),
CSR concept in the early stage was primarily
focused on the macro-societal effects of corporate
activities. In 1970s the conceptual understanding
of CSR evolved to incorporate a more nuanced and
multifaceted approach. Committee for Economic
Development (CED) as a public institution have
also defined CSR. Social Responsibilities of Business
Corporation is a document that classify CSR through
three concentric circles: economics, social, and
environment (Cumming et al., 2016). Rather than
solely prioritizing profits, this perspective recognized
the obligation of businesses to actively contribute to
the broader well-being of the communities and
environments in which they operate, acknowledging
their interdependence and responsibility to the
wider social and environmental context.

Furthermore, a company required “social
license to operate”, which can be obtained in the
situation when the company take into consideration
issues from political, social welfare, education, to
employees’ interests (Jo et al., 2015; Lindorff et
al., 2012). Davis (1973) then introduced the Iron
Law of Responsibility stating that a company
will lose its economic position in the long run if
not utilize its social power that could resulted in
a community and social acceptance. It because
others will eventually gain the social license and
take over the position.

Businesses are required to take action in
fulfilling various societal needs and demands. For
this reason, Sethi (1975) argued that corporate
behaviors can be classified through to be social
obligation, social responsibility, or social
responsiveness. Social obligation emphasis on
both economic and legal aspects, which provide an
explanation that corporate actions was driven by
market interests and legal concerns. Meanwhile,
social responsibility indicates corporate behavior
needs to be in line with society’s prevailing
norms, values, and expectations. In addition
to that, an approach to prevent or to minimize
potential environmental hazards is corporate
social responsiveness. This approach involuntarily
triggered by social and political transformation.
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With the aim to understand the
CSR concept more effectively, Carroll (1991)
attempted to define CSR through the pyramid
and encompassed all fundamental aspects of CSR.
The pyramid reflects the relationship between
stakeholder and businesses in managing its
operational activities, with economic obligations
forming the base, followed by legal responsibilities,
then ethical responsibilities, with philanthropic
commitments at the highest level. According to
the pyramid, a company must first and foremost
focus on maintaining profitability through sales
maximization, cost reduction, and focus on long-
term financial performance. Hence, a company
must strictly comply with all relevant laws and
regulations and with ethical principles in conducting
their operational activities. This forms the baseline
of their corporate social responsibility. Then to
demonstrate good citizenship by considering
engaging in additional philanthropic activities
that go beyond mere compliance. By adopting this
hierarchical approach, organizations can ensure
they are on a solid financial foundation while
also contributing to the sustainable development
of the communities and environments in which
they operate. Moreover, the pyramid emphasize
that these four elements should be implemented
together.

From the above discussion, it shows that
the concept of corporate social responsibility started
with philanthropy concept, then incorporates
economic, social, environmental, and stakeholder
elements. A company acts in a responsible ways
will be depend on economic conditions and
institutional conditions (Agarwal et al., 2024; Risi
et al., 2023). A company would engage in CSR in
a situation where they are financially sound, as
this would provide them with sufficient resources
to invest in their CSR initiatives. However, a
company tend to show little interest in a monopoly
market because customers and suppliers have few
alternatives. From an institutional perspective,
a strong regulations and systems will force a
company to engage in CSR. These regulations could
be issued by governments or other international
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instutions, such as the International Organisation
for Standardization (ISO).

On the other hand, from operational
terminology Lane & Devin (2018) argued that there
are four factors behind company’s motivation in
doing CSR activities. First is CSR as an instrumental
theory that found the objective of a company
engage in CSR as an opportunity to improve their
financial performance and profitability. There
are three ways to utilize CSR as wealth creation.
First by maximizing shareholder’s value (Jahn &
Briihl, 2018), next is achieve competitive advantage
through strategy (McWilliams et al., 2016), and
caused related marketing (Malla & Sharma, 2021).
CSR as a political theory is another key factor. A
company take advantage its CSR as political power
in society to obtain a license to operate (Famiyeh
et al., 2019; Hasan & Jiang, 2023). Moreover, a
company may also engage in CSR initiatives as a
strategic response to social and political pressures,
such as the need to maintain their license to
operate or to address the concerns of influential
stakeholder groups, including regulators, local
communities, and activist organizations (Gupta et
al., 2017; Waheed & Zhang, 2022). Furthermore,
CSR as an integrative theory explains that a
company engage in CSR to fulfill social demands
(Ring, 2021). Last factor that motivate a company
engage in CSR can be explained through ethical
theory. This theory found that a company perform
CSR activites because of its ethical responsibility
in their society (Ogola & Maria, 2020).

From the discussion above, it can be
concluded that from the perspective of operational
terminology, a company could utilize its CSR as
strategy to obtain a license to operate. Particularly,
in the area where they perform their main
operational activity. However, it is important to
highlight that a company should not only conduct
philantophy activities when engaging in CSR. As
Porter & Kramer (2006) found that CSR programs
that are dominated by philanthropic activities
can only be seen as public relations projects with
minimum value to both society and businesses.
Although CSR is still a voluntary action in most
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countries, many companies invest their resources
because of the beliefs of its advantages in the long
run. A regression analysis suggests that CSR could
improve company’s financial performance (Kunz
etal,, 2014; Wang et al., 2016). As aresult, existing
literature tried to link CSR with business strategy.
Itis found that a maximum benefit can be obtained
when a company integrate its CSR into their long-
term strategy along the value chain (Flammer,
2018). Additionally, CSR can have a positive
impact on company’s financial performance when
a company able to differentiate their CSR from
its competitors (Siltaloppi et al., 2021). However,
how can CSR program have the ability to pursue a
differentiation strategy?

Corporate Social Responsibility in
Indonesia Context

Indonesia is an archipelago with thirty-
eight provinces. With a population of more than
279 million (BPS, 2024), Indonesia is the fourth
most populous nation on the planet. Indonesia’s
economy is also large, with GDP estimated at
US$1.37 billion in 2023 (IMF, 2024), making it
the worlds’ sixteenth largest. Outside Java and
Sumatera in particular, the economy remains in
a relatively undeveloped state, heavily reliant on
traditional activities such as farming, fishing, and
forestry. However, manufacturing and mining
industry currently are contributing the most to
the Indonesian GDP. Looking from sustainability
point of view, tese industries are closely linked to
environment and social issues.

Since 2007, corporate social responsibility
become mandatory for all companies having
businesses activity in Indonesia. Company Act No.
40/2007, sets out the legal basis for incorporation
of firms in Indonesia. Article 74 requires that all
companies “shall be obliged to perform its social and
environmental responsibility”. Moreover, article
74 (2) states that such tasks should be “budgeted
and calculated as the cost of the company”.
Furthermore, mining in its various forms has been
subject to a high degree of government regulation.
Most notable is the Ministerial Regulation No.
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7/2012, where the Indonesian government
banned all raw material exports from 2014. The
background to this regulation was the increasing
export of mineral resources such as iron ore and
iron sand, the export of the latter growing by 800
per cent in 2011. According to Devi & Prayogo
(2013) without such action, the Ministry of Energy
and Mineral Resources predicted that within
ten years iron ore reserves would be completely
drained. Additionally, Sinaga & Bowden (2018)
found that the enforcement of CSR in Indonesia
is embedded in various law and government
regulation.

In complying with government regulation,
numbers of money that being spent by companies
in Indonesia to create their CSR is increased. In
the mining industry, companies spent US$10.5
million in 2019 for CSR program (Eiti, 2021).
Furthermore, the report stated that 86 percent
of the CSR fund came from the mineral and
coal sectors and the remaining 14 percent came
from the oil and gas. Despite great expense, the
Indonesian mining industry is still regarded as
having a poor record in terms of environmental
performance and community relations. To date
in Papua, PT. Freeport Indonesia which owned
Grasberg gold mine, the world’s largest, was beset
by constant violence. At Sidoarjo in East Java, a
drill operated by PT. Lapindo Brantas inadvertently
released an uncontrolled flow of superheated
mud in May 2006 with devastating social and
environmental consequences. Hence, there is no
significant solution to fix thedamage up to now
and the society who get the impact still trying to
fight for the compensation that being promised
since the incident happen. Money spent by mining
companies is considered to be poorly targeted.
In 2019, 24.77 percent involved “charitable
donations” and 54.87 percent was for “regional and
community development” (Eiti, 2021). However,
this expenditure returned no clear benefit to the
mining companies themselves.

Meanwhile, in manufacturing industry
big companies such as Unilever awarded as gold
winner in Diversity, Equality, and Inclusion (DEI)
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& Environment, Social, and Governance (ESG)
Awards 2023 because of their CSR program.
However, this industry also not having a better
performance than mining industry. Take an
example is the development on palm oil plantation
that has negative impact to the environment
(Rintis & Darsa, 2021). Most of the companies
only seek short-term benefit as they consider
CSR a community charity rather than a form
of community development. Moreover, Non-
Government Organizations (NGOs), media, and
other social organizations generally perceive CSR
programs by the mining industry in a negative
light. Consequently, the government has found that
sustainable development has been hard to achieve.
Given both the poor targeting of past CSR
expenditures by Indonesian mining companies,
and the recent fall in the amount of money being
spent, the research question that guides this
thesis is the following: What have been the main
guidelines for CSR activities by mining companies,
and how can such programs be better designed and
targeted in the future so as to maximize the benefit
to the mining companies, local communities, the
environment, and the wider Indonesian society?
Currently, there has been significant amount of
academic and scholarly articles that discussing
on CSR in Indonesia. Sinaga & Bowden (2018)
studied the historical development of CSR in
Indonesia. Rosser & Edwin (2010) and Waagstein
(2011) reviewed CSR in Indonesia based on the
political context, while Nainggolan et al. (2021)
and Wedayanti et al. (2022) exploring the
relationship between CSR and political connection.
Additionaly, academia trying to analyze the effect
of CSR on company’s value (Hermawan et al.,
2023; Rakhmantari et al., 2019), profitability
(Asmeri et al., 2017), and marketing (Susanto et al.,
2020). The discussion on CSR from management
perspective, particularly from strategic view in
Indonesia context has so far escaped attention.

RESEARCH METHODS
To achieve its objective of identifying
better designed and targeted CSR in Indonesia,
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this article will be focus on the discussion on CSR
strategy in Indonesia from literature perspective.
This article will explore the literature on CSR to
identify both sides of the debate in this field of
research as well as the best frameworks to apply to
the situation that currently prevails for Indonesia.
It will also outline, based on literature, a proposed
strategy for improving CSR and it is hope that the
discussion section could examine the gaps in our

understanding of CSR programs in Indonesia.

Data Collection

Given theimportance of outlining the scope
of the search prior to the data collection process,
this article focused solely on research studies that
exclusively examined the concept of CSR strategy
and implementation. The literature search was
conducted across various academic databases to
capture both published and unpublished works on
the topic (Gillan et al., 2021).

Data Analysis

The initial literature review was
conducted by searching published article using
the word “corporate social responsibility” and
“CSR implementation” on the online databases of
ProQuest and Science Direct, along with Google
Scholar. From the articles that being collected,
then further analysis being conducted to focus
on articles that discussing CSR from strategy
perspective. In applying this, this article able to
provide the findings based on CSR as company’s
strategy to the elements that a company needs to

focus in integrating its CSR as strategy.

RESULT AND DISCUSSION
Corporate Social Responsibility as Strategy
CSR becomes strategic when it creates
benefits or value to a company in line with the
company’s vision. In other words, CSR programs
can be a source of opportunity, innovation, and
competitive advantage. Given this point, it is widely
argued in the strategic management literature that
companies should create CSR activities that fit into

a company’s mission, strategic issues, markets,
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stakeholders, and create CSR activities that have
competitive advantage (Bérangere L. S (D) &
Boughzala, 2021; Poveda-Pareja et al., 2024).

Various social issues can affect a company,
internally, either externally, or from both internal
and external sources. According to Hollstein &
Rosa (2023) a company only needs to focus on
social issues that affect the company in order to
meet its objectives. Ford Motor as an automotive
company has profound knowledge on how to
produce cars and trucks. Therefore, it does not
make sense to give donations to support breast
cancer research, for example, as their CSR activity.
No one would argue that breast cancer research is
not a worthy community issue. However, there is
no strategic link between Ford as an automotive
company and breast cancer research. It would
make more sense for Ford to support research to
create environmentally friendly transportation as
their CSR program (McElhaney, 2009). Similarly,
Porter & Kramer (2006) suggested that every
company should prioritize social issues that are
associated with their industry. For example, Ben
& Jerry’s Homemade Ice Cream differentiates the
products into various flavors by using high-quality
ingredients through a three-part mission: product,
economic strategies, and social interaction. With
this strategy, the company supports their local
community (Belay et al., 2023) and promotes
diversity in the work place (Mu et al., 2024). In
the same way, The Body Shop claims that all
their products are free from animal testing. The
company successfully integrates CSR activity into
its marketing strategy (McWilliams et al., 2016;
O’Brien et al., 2018). For that reason, the highlights
would be that companies do not have the ability to
solve all social issues within a community and it is
not always possible to link a company’s mission
with CSR programs.

In planning a CSR strategy, Porter &
Kramer (2006) demonstrate that companies
should look from two dimensions, inside out and
outside in, to identify the opportunities that occur
along the value chain. A CSR strategy must go
beyond being merely good corporate citizenship



Rifeald Romauli Sinaga / Corporate Social Responsibility as Strategy in Indonesia Context | 139-153

or making it difficult or costly to imitate. On the
other hand, CSR program is very transparent.
Competitors can easily “copy” the programs
through CSR reporting that is publicly available.
Stakeholder relationships are perhaps the answer
to this issue. The stakeholder relationship involves
the combination of people or groups from
outside and inside company (Schaltegger et al.,
2019). Consequently, it will be more difficult for
competitors to imitate multiple activities than one
activity. Equally important, Carrolls’s pyramid
shows that the relationship between companies
and stakeholders should be profitable, obey the
law, be engaged with ethical behavior, and be
giving back to the community through responsible
activities (Carroll, 2016; Spence, 2016). Therefore,
a company should have a good relationship with
all stakeholders in every intersection of activity in
a company (looking inside out).

In the context of social dimension, a
company should look outside in by choosing
social initiatives that will have immense value
and benefit both the company and society.
These social initiatives should be a priority for
a company because they may significantly affect
the company’s ability to achieve their competitive
advantage. Therefore, to maximize the result in
undertaking CSR strategy, Porter (1997) found that
a company should define the industry structure
before formulating CSR strategy and map the social
impact. APP’s CSR program is an example of the
stakeholder relationship. Through Chain of Custody
(CoC) and verification certificates (Verifikasi
Legalitas Kayu/SLVK), APP ensures that not all the
materials for their factory are from illegal logging.

Many companies only focus on the
tension between business and society that compels
the companies to undertake CSR as a form of
insurance and to get a license to operate (Bui &
Le, 2023). As aresult, most of companies adopting
a high-profile cause and linking it to a marketing
campaign (Georgieva, 2020; Shin et al., 2023).
O’Brien et al. (2018) suggest that companies can
benefit from a CSR strategy if the CSR programs are

plan specifically, supervise carefully, and evaluate
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regularly. Nevertheless, in planning CSR as a
long-term strategy, da Silva et al. (2023) argues
that companies must comprehend the mutually
reinforcing relationship between their business
activities and the wider societal landscape in
which they are operate. There are opportunities
for a company to create CSR programs that link
with their business strategy and are not purely on
philanthropy. Unilever succeeded in implementing
a CSR program in line with the company’s business
strategy by supporting education for soybean
farmers in Indonesia. The program included giving
free seeds to farmers, education in cultivation
techniques, and setting up a co-op to market
the soybean. Indeed, this program benefits both
Unilever and the farmers. Farmers become
suppliers for Unilever, and Unilever gets good
quality soybean for their product.

For some companies, environmental
issues play a significant role as well as social issues
in planning their CSR strategy. Consequently, as
part of their CSR strategy, various companies have
implemented specific environmental and social
management systems. However, to be beneficial,
these systems need to connect with a company’s
mission and strategy. In 1992, Kaplan & Norton
(1996) introduced The Balance Scorecard (BSC), a
strategic tool for a company to identify strategically
relevant issues in a company. This tool not only
gives emphasis to financial perspectives, however,
also on soft factors within a company such as
human resources or customer orientation. Using
the BSC system, a company formulate its strategy
into four perspectives: financial, customer,
internal organization, and learning and growth.
All four perspectives connect to each other in
a cause-and-effect relationship. Using BSC, a
company is able to translate their strategy into
business. In order to achieve sustainability while
undertaking CSR strategy, the BSC then developed
into the Sustainability Balanced Scorecard (SBSC)
(Georgieva, 2020). Moreover, Felber et al. (2019)
indicate that SBSC is suitable for CSR as well,
specifically for companies that are closely involved
with social and environmental issues.
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In creating CSR strategy with SBSC, a
company should identify social and environmental
issues that affect the company, define the company’s
vision/mission and clarify the company’s
sustainability strategy. As a result, a company might
integrate social and environmental issues into four
perspectives of BSC or add those two aspects
as the fifth perspective (Hansen & Schaltegger,
2018) depending on the challenges that faced the
company. Hansen & Schaltegger (2016) classify
sustainability strategy according to a company’s
strategic orientation. Thus, creating the fifth
perspective will be more suitable for companies
that are close to social and environmental issues
because both management and employees will
focus on CSR as a corporate value. For example,
from environmental perspectives, a company could
focus on total waste disposal by the company or
focus on identifying their stakeholder for the social
dimension. When a company decides to create
the fifth perspective, they need to add social and
environmental elements such as a non-market
perspective. Asia Pulp and Paper and Unilever are
a couple of examples if manufacturing companies
in Indonesia that succeed in capturing social and
environmental issues and integrating them into
CSR programs which align with their business
strategy.

From the above discussion, it can be
concluded that there are three important elements
when a company formulate its CSR strategy,
economic element as the main goal of CSR strategy,
followed by social and environmental elements.

The Importance of Stakeholder on CSR
Strategy

The relationship between a company and
its stakeholders is one of the CSR strategies that has
benefits but is difficult to imitate. The stakeholder
perspective currently has almost replaced the
shareholder perspective. Freeman et al. (2010)
define stakeholder as “anyone or any group that is
affected by an organization’s activities to achieve
their objectives” (pp. 207-208). Furthermore,
the term ‘group’ refers to those who could have
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an influence on company’s stability (Schaltegger
et al., 2019). From this view, stakeholders
include shareholders, employees, consumers,
creditors, surrounding communities, as well as
any individuals or groups closely associated with
the company, such as environmental groups or
governments’ institution.

Other scholar clasiffy stakeholder into
two groups, primary stakeholder and secondary
stakeholder (Miles, 2017). Those who are directly
influence or are impacted, either positively or
negatively, by a company’s activities are included
in primary stakeholders. Hence, a company cannot
survive without their involvement. Through this
perspective, a company is described as a complex
system of relationships between and among
interest groups with different rights, objectives,
expectations, and responsibilities. Meanwhile,
secondary stakeholders are individuals or groups
that do not directly impact or are affected by
company’s activities (Thijssens et al., 2015).
Moreover, stakeholders in this category are not
important to the company and not involved in any
business transaction (Kim et al., 2018).

From theoretical perspective, Donaldson
& Preston (1995) categorize stakeholder based
on three key dimensions: descriptive/empirical
(what the company actually does), instrumental
(the outcomes of management behavior), and
normative (what the company should do). The
descriptive/empirical aspect captures what the
company actually does in practice, while the
instrumental dimension examines the outcomes
of management behavior. The normative validity
dimension, on the other hand, identifies what a
company should do from an ethical and moral
standpoint. However, currently stakeholder’s
perspective has shifted from businesses focus
where stakeholder was regarded as a subject
that needs to be managed, to a network-based
perspective. Build on this findings, stakeholder
theory then modified into three perpectives.

Firstis a corporate perspective that explore
company’s efforts in dealing with its stakeholders.
This perspective suggest that a company should
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conducts a comprehensive approach that includes
identification, engagement, transparency,
integration, and continuous improvement. By
actively managing these aspects, companies can
create effective corporate social responsibility
programs that align with stakeholder expectations
and contribute to long-term sustainability (Henisz
et al., 2014). Next, a stakeholder perspective
explores the efforts of various stakeholders to
influence the company and shape its corporate
social responsibility (CSR) practices. This approach
examines how different stakeholder groups, such
as employees, local communities, environmental
advocates, and government regulators, can exert
pressure on the company to address social and
environmental concerns. Stakeholder theory
suggests that by focusing to the interests and
needs of a broad range of stakeholders, companies
can create long-term value for both the business
and society (Siltaloppi et al., 2021). However, the
degree to which companies prioritize and balance
the competing demands of various stakeholder
groups is a key determinant of their CSR strategy
and implementation (Park et al., 2014). Finally,
a conceptual perspective offers a more nuanced
analysis of the multi-faceted interaction and
dynamic relationship between the company
and its diverse stakeholders. This approach
examines how the company’s engagement with
various stakeholder groups, such as employees,
local communities, environmental advocates,
and government regulators, can shape and
influence the development and implementation
of its corporate social responsibility strategy. By
considering the complex interplay between the
company’s business activities and the broader
social, environmental, and regulatory landscape,
this conceptual framework provides a more holistic
understanding of the factors that drive and shape
a firm’s CSR practices (Lahtinen et al., 2018).

To have an effective CSR strategy based
on the stakeholder, a company should identify
the needs of the stakeholder inside the network
and translate it into action through CSR activities
(Taghian et al., 2015). Stakeholder involvement
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is the key in CSR. Therefore, the impact of a
companys’ actions and decision-making on various
stakeholders should be considered. There is a
debate on stakeholder definition to this extent.
On one side, academia suggest that stakeholder
concept only related to people (Miles, 2017). On
the other hand, in CSR context, many include
environment elements as a company’s stakeholder
(Nora et al., 2023; C. B. van Rees et al., 2019; C.
van Rees & Reed, 2015). From strategy perspective,
Weiss (2014) argues that anything that could give
impact to company’s strategy should be included
as stakeholder of a company.

Companies in a mining industry are always
associated with environment (Ansu-Mensah et al.,
2021). Therefore, environmental issues that arise
can give negative impact to company’s reputation.
When Newmont mining operation was accused
polluting the environment, the company appealed
to the Indonesian Supreme Court to defend
its reputation (Septiani, 2013). The company’s
executive denied any wrongdoing that addressed
to Newmont as the issue can harm company’s
image. Therefore, it can be concluded that in
mining industry, environment should be included
as company’s stakeholder.

According to Weiss (2014), a company
should balance stakeholder’s expectation along
its operational activities. Therefore, it is important
for a company to morally create an ethical decision
and consider the fairness in achieving its economic
goals. From a normative view, stakeholder rights
and various expectation should be considered when
management creating a decision (Chowdhury et al.,
2024). In conclusion, those ethical principle can
be considered as company’s social responsibility
to stakeholders.

Stakeholder Mapping as a Tool for CSR
Strategy

Above discussion illustrates that existing
literature has shown the connection between CSR
strategy and stakeholders. Therefore, in creating
a CSR strategy, a company should take into
consideration its stakeholders. Servaes & Tamayo
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(2013) suggest that the interests of the company and
its stakeholders should be aligned by considering
stakeholder engagement. Through the interaction
with its stakeholder, a company could see from the
lense of stakeholder. Particularly, when it relates
to the company’s mission. Therefore, identifying
the key players in CSR strategy is crucial before
a company begins to plan its CSR initiatives.
The company should provide an analysis on how
stakeholders can contribute to the strategy and
what function and the impact that the stakeholder
have. From a strategy perspective, analyzing
stakeholders enables managers to identify and rank
its stakeholders, thereby generating public value.

Perrault & Shaver (2021) create a
schematic representation of rationale derived
from descriptive, normative, and instrumental
approaches, resulting in three distinct stages for
stakeholder analysis. involves identifying the
stakeholder. Second, it is important to distinguish
between the different categories of stakeholders.
The last step is to investigate the relationships
between stakeholders. However, there are various
methods in each step when doing a stakeholder
analysis. Adding environment elements into the
analysis, Taghian et al. (2015) found fours steps in
stakeholder analysis. Started with the identification
on individuals or groups that could affect or
be affected by the companies environmental
marketing activities. Second, establishing the
importance of each group and linked it to the
environmental marketing strategy. Thirdly,
determine if the expectations have been met and,
ultimately, enabling the company to prepare an
environmental marketing strategy on the most
significant stakeholder of the company. Despite the
complexity of this analysis, it can guarantee that a
company comprehends the various stakeholders
and their corresponding implications.

From a communication perspective,
stakeholder characteristic become an important
element in stakeholder mappping (del Mar Garcia-
De los Salmones & Perez, 2018; Marin et al., 2016).
Since stakeholders are interested in knowing
everything that the company did to fulfill its
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responsibilities, responses to CSR activity will vary.
Therefore, it is essential for a company to identify
its stakeholder based on strategic concern when
implementing CSR strategy. A company can use its
CSR as a communication tool to their stakeholders.
Unilever, as one of the manufacturing companies in
Indonesia, has “Cuci tangan Lifeboy” as one of CSR
program. Through this activity, Unilever visited
many schools in rural areas and introduced one of
its products. The message they gave to the children
was that they should wash their hands regularly
to keep healthy. However, a company should be
aware that the success of CSR as a communication
tool could be achieve only if the company gets a
complete and accurate stakeholder analysis.

For CSR strategy that is stakeholder
oriented, it is essential to map the findings from
stakeholder identification. When a company
identifies its stakeholders, they will find that not
all of them are partners. Singh & Rahman (2022)
added that undertaking stakeholder mapping
would show the correlation among stakeholders,
their strengths, and a potential coalition between
important stakeholders. Moreover, stakeholder-
mapping aims to classify stakeholders based on
the company’s mission and strategy. Pedrini &
Ferri (2019) stated that stakeholder mapping is
only a technique. However, it is crucial and one of
the most important activities in managing changes.
Thus, this is the starting point where a company
can integrate their CSR activities into a long-term
strategy to achieve sustainability (Bocken et al.,
2015).

There are varying methods to create
stakeholder mapping depending on the purpose
of a company. Miles (2017) suggests a stakeholder
mapping by degree of relevance and classified into
power, legitimacy, and urgency. Stakeholders who
have power can influence a company’s survival and
they can be acquire as well as lost. From a legitimacy
perspective, a company must be able to assess the
applicable norms practiced by each stakeholder
on their community. This power and legitimacy
attribute can be combine to create authority.
From an urgent point of view, stakeholders
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are categorize based on the stakeholder’s time
sensitivity, the degree to which delay is acceptable,
and how important the claim is to the status of the
relationship with the company. From these three
general categories, the company then narrows
the mapping and categorizes its stakeholders into
dormant stakeholder, discretionary stakeholder,
demanding stakeholder, dominant stakeholder,
dangerous stakeholder, dependent stakeholder,
definitive stakeholder, and non-stakeholder. Using
this approach, a company can determine which
stakeholders require greater attention from the
company.

CONCLUSION

The adoption of CSR strategies has become
increasingly essential for organizations seeking
to enhance their sustainability, reputation, and
competitive positioning within the contemporary
business landscape. This article has provided
a discussion of the importance of integrating
CSR into a company’s strategy that not only can
provide a short-term benefit for a company.

Moreover, a company needs to carefully consider

149

the ethical and non-ethical motivations behind
implementing CSR initiatives. Some organizations
may adopt CSR to enhance their public image
and financial performance, rather than out of a
genuine commitment to social responsibility. For
that reason, this article has provided elements that
a company needs to consider in integrating CSR
into its strategy.

This review of CSR strategy revealed
that the basic concept of CSR is a company’s
responsibility based on triple bottom lines,
economic, social, and environmental practices. To
optimize the benefits of CSR strategy, a company
should have value added CSR programs that
are link with company’s strategy and mission.
Stakeholders are the most essential element in
creating CSR strategy. However, it also clearly
stated that the company could not benefit from CSR
programs if they fail to identify the stakeholders
correctly. There is limitation in this article as it only
provides a discussion from literature perspective.
Further research using quantitative methods might
help to show the possibility of integrating CSR into

the company’s strategy.
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