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Introduction 
orporate Social Responsibility (CSR) is a concept that 

deals with how companies manage their business 

processes to produce an overall positive effect on the 

society. Through CSR, organizations integrate social and 

environmental concerns in their business operations and 

their interaction with their stakeholders. Corporate Social 

Responsibility (CSR) has attracted a large amount of 

attention in research and practice, particularly in the context 

of stakeholder’s engagement (Lindgreen & Swaen, 2010; 

Pedersen, 2010). Many organizations are concerned with 

satisfying the social responsibility expectations of their 

stakeholders, and therefore focus more on communicating 

their CSR policies and CSR activities to them. This has made 

CSR communication a vital issue in stakeholders’ 

engagement and has helped in building and sustaining the 

legitimacy of an organization in the eyes of stakeholders. 

Dimitrova (2018) observed that Corporate Social 

Responsibility is a multidimensional construct that requires 

the transformation of the whole organization’s visible and 

invisible structures. He noted that corporate communication 

is a vital part of the management of stakeholder relations 

and the legitimate socially responsible reputation of the 

company.  

C 

C 

 
TIMBOU-AFRICA ACADEMIC PUBLICATIONS 

INTERNATIONAL JOURNAL, MAY, 2022 EDITIONS 
VOL. 9 NO. 6 ISSN: 2977-5745 

 
 

INTERNATIONAL 
JOUNAL OF: 
SOCIAL SCIENCE 
RESEARCH AND 
ANTHROPOLOGY 

ABSTRACT 
Stakeholders’ 

engagement an 

integral concept of 

Corporate Social 

Responsibility (CSR) 

is important in the 

management of an 

organization. 

Stakeholders 

engagement is 

premised on the 

notion that those 

groups who can 

affect or are 

affected by the 

achievements of an 

organization’s 

purpose should be 

given opportunity 

to make input in the 

development of 

decisions that affect 

them. Steady and 

effective 

engagement will 

help translate 

stakeholders needs 

into organization’s 

goal. Quality 

stakeholder  
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Corporate Social Responsibility (CSR) initiatives have not only become expected but also 

highly scrutinized. Stakeholders, be it customers, employees, community members, 

NGOs, suppliers or investors, require companies to provide evidence of community 

courses they support and these stakeholders are looking for honest, authentic actions 

that have been carried out by such companies. This is why social responsibility is 

important; simple public relations actions are no longer accepted by savvy stakeholders 

(SustaiNet Software, 2017). Studies have shown that CSR has a positive influence on a 

firm’s financial performance (Orlitzky, Schmidt, & Rynes, 2003), it builds brand equity 

(Hoeffler & Keller, 2002) and at the same time, foster competitive advantages (Porter & 

Kramer, 2002). One of the positive effects of CSR and its communication is that 

stakeholders will more likely be positively attracted to products or services provided by 

organizations that act socially responsible than to organizations that do not. However, 

communicating CSR initiatives may be problematic, as consumers tend to be skeptical of 

companies that advertise their “good deeds” (Drumwright, 1994; Pomering & Dolnicar, 

2007). Therefore, a major challenge in gaining stakeholders’ acceptance of CSR reporting 

is that CSR messages are supported by corresponding corporate activities. Corporate 

Social Responsibility (CSR) has therefore become an important strategic policy for 

organizations. Companies have increasingly engaged in serious efforts to define and 

integrate CSR into all aspects of their businesses because organizations have come to 

realize that they cannot operate in isolation of their host community and that a 

responsible corporation will demonstrate responsibility to their stakeholders – investors, 

employees, customers, suppliers, government, the environment and the community 

where they operate. While some companies do take CSR seriously, others are slower in 

responding to issues of CSR. This makes it imperative to investigate and highlight some of 

the engagement strategies of establishments, especially Fast Moving Consumer Goods 

(FMCGs) companies who are presumably active in CSR to ascertain their strategies of 

engagement and the level of stakeholder responsiveness they experience in executing 

CSR projects. 

engagement will generate creative solutions to address stakeholders’ concerns, 

increases responsiveness, and transparency. When FMCG companies in Nigeria 

strategized rightly in their choices of engagement strategies it will result in high level of 

stakeholders’ responsiveness in terms of participation and contribution to the 

development of CSR objectives. Therefore, the aim of this study is to appraise relevant 

literature on CSR, Engagement strategies, Stakeholders’ Responsiveness and Fast 

Moving Consumer Goods (FMCG) companies. 

 

Keywords: Corporate Social Responsibility, Engagement Strategies, Stakeholders’ 

Engagement, Stakeholders’ Responsiveness, Fast Moving Consumer Goods (FMCG) 

companies 
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Stakeholders Engagement 

Stakeholder engagement can be defined as a process of involving and aligning 

stakeholders to a company’s or project’s objectives. It is the process by which companies 

communicate and familiarize with their stakeholders. By getting to know them, 

companies are able to better understand what they want, when they want it, how 

engaged they are and how the companies’ plans and actions will affect their goals. The 

importance of engagement and alignment of the stakeholders’ goal and vision to the 

project goal has been reflected in several literatures (Cooke–Davies, 2000, Christensen & 

Walker, 2003). The need for stakeholder engagement stems from the realization that they 

occupy a central position to the realization of an organization’s goals. Stakeholders in this 

regard includes shareholders, employees, directors, customers and host communities, 

whose varying interest the organisation seeks to satisfy one way or the other through 

their operations. Alderman and Ivory (2011) stated that the engagement of stakeholders 

is necessary from the strategic management perspective so as to know what the 

stakeholder actually needs. This is due to the understanding that different stakeholders 

have different values and view the organization in different ways. The purpose of 

engagement study is to identify and understand the diverse needs and expectations of 

stakeholders. Stakeholder engagement as defined by AccountAbility (2015) is the process 

used by an organisation to engage relevant stakeholders for a clear purpose to achieve 

accepted outcomes. It is recognised as a fundamental accountability mechanism that 

obliges an organisation to involve stakeholders in identifying, understanding and 

responding to sustainability issues and concerns, and to report, explain and be 

answerable to stakeholders for decisions, actions and performance. Quality stakeholder 

engagement in the sustainability reporting and accounting process generates creative 

solutions to address stakeholders’ concerns, increases responsiveness, transparency and 

accountability and establishes closer ties to stakeholders interested in sustainability 

performance (Lawrence, 2002, Brown and Hicks, 2013; GRI, 2013, Hörisch, Schaltegger & 

Windolph 2015). During Stakeholder engagement exercises in organisations, stakeholders 

interact and they are able to have a ‘say’ in organisational decisions impacting on their 

lives” (O’Dwyer, 2005, p. 28). The two-way communication not only allows organisations 

to listen, share and consult with their stakeholders on critical issues (Cummings, 2001) but 

also contributes to education as well as training and information in relation to internal and 

external stakeholders involved (Brown and Hicks, 2013). 

It is particularly important in the context of running an organisation responsibly and is 

integral to the concept of corporate social responsibility. It implies a willingness to listen; 

to discuss issues of interest to stakeholders of an organisation (Youmatter, 2019; Jeffery, 

2009). In the process of engaging stakeholders, managers are confronted with the 

challenging task of identifying stakeholders, understanding their concerns, in order to 

come up with CSR objectives that will produce satisfaction for both the organization and 

its stakeholders. Since CSR is about minimising negative and maximising positive 

environmental and social impacts, then stakeholder engagement is one of the core skills 

and key activities which enables this to happen successfully and effectively. When 
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organisations do not engage stakeholders successfully, they can lose out. But when 

organisations engage successfully with their stakeholders it can be a win-win for both the 

organization and the stakeholders. Building trust is a crucial part of meaningful 

engagement resulting in information being shared both ways and communication 

becoming an enabler and not a barrier. The organization needs to consult with host 

communities and other stakeholders to give them a sense of belonging and enable them 

have a say in issues that concern them. The ‘tone from the top’ is also very important, the 

role that leaders of an organization play is fundamental in building meaningful 

engagement.  

 

Motivation for Engaging in Corporate Social Responsibility 

Policy makers in organizations understand CSR as a concept whereby companies 

integrate social and environmental concerns in their business operations and in their 

interactions with their stakeholders on a voluntary basis, beyond compliance to 

mandatory legal requirements (European Commission 2001). Motivation for engaging in 

Corporate Social Responsibility by organizations deals with why or why not corporations 

act in socially responsible ways. There are lots of factors that motivate different 

organizations to engage in CSR activities. It is often assumed that executives are 

motivated to CSR by financial motives because CSR has shown to raise the corporation’s 

profitability (Orlitzky, Schmidt & Rynes, 2003; Van & Gössling 2008). Roberts (1992) noted 

that some companies engage in CSR to improve their relationship with the government 

and in order to prevent significant interference from regulatory bodies. These 

government interferences often appear in form of economic disincentives.  

The definition of CSR as given by the Dutch Social Economic Council (Social Economic 

Council 2001), states that “CSR is the conscious direction of business activities towards 

creating value in three dimensions in the longer term: not only in terms of financial-

economic variables, such as profitability and share value but also in an ecological and 

social sense”. Following Elkington (1997), the Social Economic Council emphasizes that 

the company’s contribution to the welfare of society does not only consist of economic 

value creation, but concerns value creation in three spheres which are referred to as the 

Triple-P bottom line: profit (the economic dimension), people (the social dimension), and 

planet (the ecological dimension). Whereas managers traditionally focused on the profit 

dimension, the new challenge is to integrate the social and ecological dimension in the 

strategy of the company. The social dimension to CSR includes a variety of aspects 

concerning the impact of company operations on human beings inside and outside the 

organisation, such as good labour relations, health and safety, and so on. Firms believe 

that corporate social responsibility is defined by ethical and society friendly strategies 

(Ismail, 2009). The ecological dimension of CSR relates to the effects of company 

operations on the natural environment; this environmental dimension to CSR is also very 

important.  

The company can take several actions that may protect the natural environment such as 

minimizing contamination, recycling solid residuals, efficiently managing energy 
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resources, and so on. Companies work with people and the environment and from the 

environment, we get customers, suppliers, employees, communities and their 

surrounding environments, shareholders, investors, governments, activists, competitors 

and other company stakeholders who are directly or indirectly affected by the existence 

of the particular company. CSR draws a picture that stipulates how a firm embraces 

responsibility for the impact of its activities on its stakeholders (Araña & León 2009; 

Hossain, Siwar, Jani, & Bhuiyan, 2013). This is because; CSR has been used to strike a 

balance between profitability and morality (Mozes, Josman, & Yaniv, 2011). And Firms 

believe that corporate social responsibility is defined by ethical and society friendly 

strategies (Ismail, 2009). Likewise, social, health, economic and environmental/ecological 

aspects are integrated into corporate strategies and governance structure to achieve a 

well-structured corporate social responsibility (Jones, Wynn, Comfort, & Hillier, 2007; 

Bahadur & Waqqas, 2013; Aldama, Amar, & Trostianki, 2009; Hossain, Siwar, Jani, & 

Bhuiyan, 2013; Goel & Ramanathan, 2014). While an organization's CSR activities may be 

effective by objective criteria or even judged effective by people who do not care for the 

activity, they may not be accepted universally by employees. CSR activities may be seen 

by some employees as a waste of resources the organization could devote to the 

employees or the organization as a whole. Also, CSR activities may be seen to support or 

advance an agenda, that is not embraced by all employees. The days when organizations 

operate solely for profit has gone, it is pertinent for companies to focus on CSR now and 

for them to operate in ways that demonstrate social responsibility because this is 

important for their success. CSR in organizations should demonstrate that they are 

businesses that take interest in wider social issues, rather than just those that impact their 

profit margins, this will attract customers who share the same values to such 

organizations. In addition, as a source of communication about organizational identity, 

CSR should reflect a company's core values (Bhattacharya & Sen, 2003). Firms that fail to 

engage in CSR often suffer public relations’ damage. 

 

Stakeholders Engagement Strategies 

Stakeholder engagement strategies can be defined as those practices which an 

organization undertakes to involve stakeholders positively in organizational activities. 

Stakeholder engagement is relevant to any type of organization: business, public or civil 

society. It is particularly important in the context of running an organization responsibly 

and is integral to corporate responsibility. An organization cannot be serious about 

Corporate Responsibility unless it is serious about Stakeholder engagement and vice 

versa. Stakeholder engagement is crucially different from stakeholder management in 

that stakeholder engagement implies a willingness to listen; to discuss issues of interest 

to stakeholders of the organisation; and, critically, the organisation has to be prepared to 

consider changing what it aims to achieve and how it operates, as a result of stakeholder 

engagement (Greenwood, 2007; Jeffery 2009).  

It can comprise the process of establishing, developing and maintaining stakeholder 

relations. Stakeholder engagements are those activities that are undertaken to create 
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opportunities for dialogue between an organization and one or more of its stakeholders 

with the aim of providing an informed basis for the organization's decisions (ISO 2010). 

When organisations do engage successfully it can be a win-win situation for both the 

business and the society. An organisation cannot be serious about Corporate 

Responsibility unless it is serious about stakeholder engagement and vice versa. For firms 

to merely interact with stakeholders is no longer sufficient, in fact, it never was. 

Interaction with stakeholders is a logically necessary activity of business (Noland & 

Phillips, 2010). Organizations have come to discover that greater focus on stakeholders 

will result in the development of a broad range of engagement strategies which stretch 

from increased dissemination of information through detailed reporting practices 

towards more interactive stakeholder relationships (Burchell & Cook 2008). Before now, 

stakeholder engagement for most companies meant episodic, one-off meetings with a 

few selected stakeholders designed to put out fires. Today, there is an emerging global 

norm where companies now see ongoing engagement with non-governmental 

organizations, investors, consumers, and local community groups as essential to 

assessing and addressing their social and environmental impact on communities.  

Leading companies incorporate strategic stakeholder engagement into their business 

plan and see the value in entering equal partnerships with affected communities. CSR 

stakeholders' engagement is very relevant today, given the increasing presence of 

committed and well-informed stakeholders raising issues that impact corporations’ 

immediate and long-term success, engagement with committed and well-informed 

stakeholders is indeed an opportunity (Vernon, 2015). CSR stakeholder engagement 

(including communication and other forms of dialogue) determines how the firm's CSR 

response is viewed and evaluated by stakeholders (O'Riordan & Fairbrass 2006). 

Accordingly, Stakeholder engagement plays a vital part in the development of CSR 

strategies (O'Riordan & Fairbrass, 2008). As noted by Jeffery (2009) Stakeholder 

engagement is relevant to any type of organisation: business, public or civil society. And 

an organisation cannot be serious about Corporate Responsibility unless it is serious 

about stakeholder engagement – and vice versa. Consequently, stakeholder engagement 

strategies refer to the process in which an organization involves its key stakeholders in 

dialogues, communication and operation to establish a mutual relationship. Effective 

engagement help translate stakeholders’ needs into organizational goals. The various 

levels of engagement strategy are Stakeholder mapping, Preparation, Engagement and 

Action plan (BSR, 2011).  Stakeholder engagement, when done at its best, is an 

opportunity for a corporation to carefully listen to issues raised in the engagement, work 

to fully understand the viewpoints presented around the issues, and then engage in 

dialogue, response, and action where warranted. There are many styles and practices 

designed to create an environment for a successful dialogue. A few practices are critical. 

The party seeking the engagement must be well informed with facts and supporting 

information in raising the issues on which it seeks to engage. The party seeking 

engagement should equally invest the time to understand the business operations and 

business environment in which the business it seeks to engage operates because without 
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fully understanding the business operations, meaningful dialogue can be challenging. 

Likewise, the party seeking the engagement must work to establish trust within the 

engagement, ensuring that parties at the table seek to understand one another’s 

positions and concerns in good faith. Stakeholder engagement is done best when the 

critical process of “trust and respect” is established – though simple, yet essential to the 

process are true trust and respect (Vernon, 2015). 

Engagement strategies employed by organizations in achieving its CSR objectives include: 

Surveys, workers meeting, immediate bosses, memos, suggestion boxes, web-based 

survey, town hall meetings, community leaders/obas/chiefs, circulars, town 

unions/interest groups and community representatives. FMCG companies get involved in 

activities that will enhance the well-being of their stakeholders by using various 

engagement strategies such as:  

Annual General Meeting (AGM) - An Annual General Meeting (AGM) is a meeting 

conducted annually where the members of an organization gather to discuss and vote on 

key issues. Public companies hold annual general meetings for shareholders. At the 

meetings, many individuals who comprise the company’s leadership give speeches and 

answer questions from shareholders regarding its short-term and long-term strategies. At 

an AGM, the directors of the company present an annual report containing information 

for shareholders about the company's performance and strategy. AGMs help promote 

accountability and give every investor a voice in the direction and leadership of their 

company (Corporate Finance Institute, n.d.). 

General Staff Meeting - A cordial relationship between employees of an organization is 

very important. The key to this is clear communication and there are various ways to 

achieve this. One of the most effective ones is through General Staff Meeting. Staff 

meetings are used for a variety of administrative purposes, from exchanging information 

to making company-wide announcements and conducting team-building exercises. At 

such staff meetings, the main aim is to brain storm, exchange opinions, ideas and 

feedback. It helps promote teamwork and collaboration; and can also reduce the 

potential for miscommunication and misunderstanding (McQuerrey, 2019). 

Employee surveys -  are a market research tool that provides organizations with vital 

information about their employees. Engagement surveys are one of the most valuable 

tools yet are often underutilized. Regular surveys are integral to a healthy and engaged 

workforce. Employee survey measures the point of view of employees and is designed to 

assess whether it aligns with that of the organization. Employee engagement surveys 

measure employees' commitment, motivation, sense of purpose and passion for their 

work and organization. Employee Survey can be conducted using a variety of techniques, 

from traditional paper surveys to online surveys. Employee engagement is considered to 

be the solution for most workplace challenges and employee survey can help to tackle 

most of these challenges. High engagement rates offer effects that benefit the 

organization significantly (Powell, 2020). 

Town Hall Meetings - A town hall meeting is an informal public meeting around shared 

subjects of interest. The purpose of town hall meetings is for officials of an organization 
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to hear the community's views on public issues. Town hall meetings are important tool 

for informing citizens about emerging issues, gauge where a community stands on certain 

subjects and serves as a place to identify and implement solutions to a problem. These 

meetings also serve as a great way to get messages out to the public, generate news 

media coverage, jump start local advocacy efforts by mobilizing and organizing 

community support and identifying individuals and organizations for future partnerships 

and collaborations. When town halls meetings are well organized, they provide 

organizations with the opportunity to closely interact with host communities where they 

ask questions from the organization's management representation and they in turn give 

their feedback. Town hall meetings boosts trust and confidence (Guide, 2015). 

Community Representatives - These are local people who attend the Local Committee 

meetings to represent their communities. They represent the views of members of their 

community and they ensure that community needs and expectations from organizations 

that operate in their communities are met. Community members are at the heart of 

healthy communities and they come together to appoint representatives that have formal 

leadership role in the community. Community representatives are context experts, who 

provide critical insights into the dynamics at play in their local communities. These 

representatives can be community historians who know what has and has not worked in 

the community in the past. They work together with organizations to identify areas of 

concerns or issues related to the organization that may affect the local community and 

works to address those concerns (ZipRecruiter, n.d.). 

Community leaders/Obas/Chiefs - These are cluster of community groups that provide 

leadership, control and influence among community members in any village, town or LGA. 

Targeting them as champions to work with in promoting awareness on various 

engagement strategies is key to the achievement of CSR goals of FMCG companies. 

Because of their influence in their communities, and the fact that they are opinion leaders, 

they can easily gather their members together in a short notice for any community 

gathering or meeting (Community Engagement Training Manual, 2017). 

CSR in Fast Moving Consumer Goods (FMCG) Companies in Nigeria 

Fast Moving Consumer Goods (FMCG) are product that sell easily and quickly at a 

relatively low cost. FMCGs have a short shelf life because of high consumer demand (for 

example soft drinks and confections) or because they are perishable (for example, meat, 

dairy products, and baked goods) (kenton, 2020). Fast Moving Consumer Goods have 

been around for a long time and have also seen new introductions of such goods to the 

market. The beauty of Fast Moving Consumer Goods (FMCG) is that they cost little and 

attract large demand from prospective customers. Over the years, consumers nationwide 

have become acquainted with some popular brands of these Fast-Moving Consumer 

Goods that it has become a household name. It is now a common mistake for a product 

to be referred to a particularly popular brand name, for instance, people generally tend 

to call noodles indomie because it is the brand that has been there before other brands 

came into existence. Also, some people call diapers Pampers. There is huge turnover in 

FMCG because irrespective of the poor economic situation, consumers have a high 
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tendency to consume such goods. In Nigeria and mostly other parts of the world, FMCG 

has aroused competition from brands who deals on consumer goods. The rate at which 

Fast Moving Consumer Goods are consumed in Nigeria is very high that it has generated 

high revenue for the government. 

According to Makinwa (n.d.) FMCG companies in Nigeria can be divided into the following 

groups:  

Monobrand – representing products from one category (for example, Coca-cola, Nigerian 

Breweries, Beloxxi group, Deli Foods) 

Offering 2-3 products – for example, juices and dairy products, drinks and confectionery 

(Cadbury Schweppes, Vital Products, Flour mills, Chi Limited, OK Foods, Dansa Foods 

Limited) 

Multi-product – Procter & Gamble, Nestle, Unilever, Dangote Group, PZ Cussons 

Corporate Social Responsibility (CSR) initiatives in Nigeria originated from the practices 

of Multinational companies (MNCs) operations in the extraction sectors of the Nigerian 

economy, especially in the oil sector. Using corporate social responsibility (CSR) to boost 

the image of companies has been popular particularly in the fast-moving consumer goods 

(FCMG) industry (Ramasamy, Yeung & Au, 2010). Yusuf (2009) on the other hand 

explained that Corporate Social Responsibility (CSR) is a form of self-regulation, conscious 

attempts and self-efforts undertaken by organizations for self-preservation and 

enhancement of their operations. CSR is usually integrated into a business model for an 

organization to be able to live in harmony with its operating environment. Corporate 

social responsibility policy functions as a built-in, self-regulating mechanism for a business 

entity to monitor and ensure its adherence to laws, ethical standards, and norms and 

nuances of its environment. CSR when proactively undertaken promotes the public 

interest by encouraging community growth and development, and by voluntarily 

eliminating practices that harm the public sphere, regardless of legality. It is the deliberate 

inclusion of public interest into corporate decision-making and the honoring of a triple 

bottom line known as People, Planet and Profit. 

In the interest of its business and its environment, an organization needs to relate its 

operations and policies in ways that are mutually beneficial. The models of CSR encourage 

businesses to actively and voluntarily contribute to community development. An 

important element of Corporate Social Responsibility in businesses is taking responsibility 

for its impact on society or their activities on the environment, consumers, employees, 

communities, stakeholders, and all other members of the public sphere. Firms are 

products of their socio-economic environment, which in turn shapes or influences their 

CSR activities. (Yusuf, 2009, Amaeshi, Adi, Ogbechie & Amao, 2006). Corporate Social 

Responsibility is in the interest of every business entity, but Nigeria should approach it in 

the context of global practices. The government can improve CSR activities in Nigeria 

through policies, persuasion and complementary activities. The addition of CSR tax to 

profit tax, education tax and VAT will be most damaging to business interest. As the CSR 

bill continues to make progress through the National Assembly, corporate Nigeria may 

remain skeptical of its real value (Yusuf, 2009). 
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While the government is expected to make laws for the good governance of the society, 

it appears that the CSR bill contradicts the whole notion and concept of CSR. CSR is 

enlightened self-interest. Government should enforce the existing laws on taxation, 

management of resources, anti-graft, and plug leakages. Above all, the government 

should fix all the infrastructures including energy, roads, rail system, waterways, and 

social services (education, security, unemployment, housing, and agriculture). It is 

doubtful if an enactment on CSR will achieve the purpose being canvassed. There is the 

likelihood of more companies moving out of Nigeria if CSR law becomes a fait accompli. 

Instead, an establishment that functions in an advisory capacity will achieve much more 

than an explicit legislation. A law on CSR negates its voluntary spirit (Yusuf, 2009). 

Corporate social responsibility (CSR) has been practised by private businesses from the 

early days of the Industrial Revolution. CSR has certainly become standard practice in 

Nigeria and several manufacturers of “super brands” use it as a means of building a strong 

foundation within the country, portraying themselves as part of the community within 

which they operate. For example, PZ Cussons Nigeria Plc, Cadbury Nigeria Plc and Unilever 

Nigeria Plc are all involved in CSR programmes, promoting their actions through their 

annual reports and press releases. These companies have a global reach and have 

practised CSR at one time or another in their markets around the globe (Euromonitor 

Research, 2011). 

 

CSR Activities in the FMCG Sector and the Economy and the Challenges of FMCG 

Companies in Nigeria 

There are a lot of Corporate Responsibilities (CR) a firm needs to provide. This includes 

providing customer value; shareholder returns; and employee satisfaction. For inclusive 

growth, the organization must discharge its CSR appropriately. As underlined by Davies, 

"Corporate responsibility is a pact for mutual benefit between the society that needs 

business for economic and social development, and business that needs a supportive 

business environment" (Davies, 2003). According to Porter and Kramer, it is through 

strategic CSR that a firm will make the most significant social impact and reap the greatest 

business benefits (Porter & Kramer, 2006); and that a firm will choose a unique position - 

doing things differently from competitors in a way that lower costs or better serve a 

particular set of customer needs (Porter & Kramer, 2006). Many large sized enterprises 

recognize an increasingly active CSR engagement will offer them a chance to become 

globally competitive. Corporate social responsibility is predominantly considered as a 

western phenomenon due to strong institutions, standards, and appeal systems which 

are weak in developing countries. Such weak standards pose a considerable challenge to 

firms that are practising CSR in developing countries (Chappie & Moon, 2005).  

Fast-Moving Consumer Goods (FMCG) are products that are sold quickly and at a relatively 

low cost. Examples include non-durable goods such as packaged foods, beverages, 

toiletries, over-the-counter drugs and many other consumables. Manufacturers of Fast 

Moving Consumer Goods (FMCG) in Nigeria have been facing a lot of challenges ranging 

from multiple foreign exchange rates to high interest rate even as consumers turn to 
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healthier alternatives and less expensive goods in a competitive market. Also, getting 

forex to procure raw materials for the manufacturing of their product has also been very 

difficult in recent times. The unavailability of raw materials in the country and the heavy 

government taxes on imported goods has brought about the low market share for FMCG 

companies in Nigeria. Another challenge faced by FMCG is the issue of instability in price. 

The Nigerian market is volatile, and Nigerians are known to be brand loyalists, who are 

equally price sensitive and they will always go for pocket-friendly alternatives. Giants 

FMCG companies in the country are also faced with serious threats of new brands coming 

out with new strategies and relatively cheaper prices, taking advantage of the older 

brands’ weaknesses. 

Fast Moving Consumer Goods Company (FMCG) have quietly grown into a significant 

economic force in Africa's most populous nation, Nigeria. Based on market trends, sales 

in the FMCG companies will become even bigger in the coming years (Fiorini, Hattingh, 

Maclaren,Russo,& Sun-Basorun, 2013). There is a lot of money to be made in the FMCG 

industry, but these goods tend to have a small profit margin and a short shelf life. This 

means that, in order to thrive, FMCG companies must strive to sell as many units as they 

can as quickly and as consistently as they can. This requires shrewd marketing (to get 

people to make an initial purchase) and high product quality (to keep people coming back 

for more purchases going forward). Other challenges for FMCG companies include: 

extending the shelf life of perishable goods, reducing the impact on the environment (e.g. 

from discarded packaging) and keeping costs low enough to compete on price. 

 

Theoretical Perspective 

Concepts and theories of corporate social responsibility (CSR) have been examined and 

classified by scholars since the mid‐1970s. However, owing to the evolving meaning of CSR 

and the huge number of scholars who have begun to analyze the issue in recent years 

fresh efforts are needed to understand new developments. Since there is a great 

heterogeneity of theories and approaches, the task remains a very hard one, mainly 

because heterogeneity derives from multi‐disciplinary diversity.  Two theories were 

considered in this work; the Stakeholder theory and the Social Responsibility Theory. 

 

Stakeholder Theory  

According to the stakeholder theory perspective (Freeman,1984, cited in Vollero, A., 

Conte, F., Siano, A., Covucci, C. (2018), the development of relationships and the 

engagement of stakeholders have been associated with the corporate commitment to 

recognizing the right of the public (consumers, investors, employees, etc.) to be heard 

and to report on social and environmental issues. Thus, the engagement of stakeholders 

appears connected to the concept of CSR (Lim & Greenwood, 2017). Through stakeholder 

engagement companies can better determine which information and data should be 

included in their CSR report (Manetti, 2011). 

Central to stakeholders’ theory is the concept of the stakeholder. Stakeholders as 

described by Freeman and Reed are any identifiable group or individual who can affect 
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the achievement of an organization’s objectives (Brin & Nehme, 2019). Thus, Stakeholder 

theory proposes that the objectives of a corporation can only be achieved by protecting 

and balancing the interests of different groups of stakeholders. Stakeholder theory has 

been accused of being an umbrella concept rather than a distinct theory per se.   Scholars 

have looked into how CSR and Stakeholder theory are complementary to each other 

(Russo & Perrini, 2010; Jamali, 2008; Kurucz, Colbert, & Wheeler, 2008; Roberts, 1992). 

Stakeholder theory and CSR as distinct concepts have some areas where they overlap. 

The main similarity between the two concepts is that both Stakeholder theory and CSR 

stress the importance of incorporating societal interests into business operations 

knowing fully well that businesses are embedded in the society always. The two concepts 

differ in that stakeholder theory postulate the key responsibilities of the business overall, 

that is, corporate responsibilities. Where responsibility to the society (which is often 

represented by the local communities where a business operates) is very important 

though it is only one part among other corporate responsibilities. CSR on its own part 

prioritizes one aspect of business – its orientation towards the society at large, that is, its 

social orientation – over the other business responsibilities. CSR should always be an 

umbrella concept for a company’s activities (charity, volunteering, environmental efforts, 

and ethical labour practices) and it should always be targeted toward the society at large. 

The essence of an organization when looking at Stakeholder theory primarily lies in 

building relationships and creating value for all its stakeholders. To this effect, 

stakeholder theory posits that all stakeholders (employees, customers, communities, 

suppliers, and financiers (owners, investors) are equally important for a company to 

achieve its set goals and for it to be successful and their interests should be considered 

when companies make business decisions. 

 

Social Responsibility Theory 

The theory of Social responsibility has two meanings. First, it is a general name for any 

theory of the corporation that emphasizes both the responsibility to make money and the 

responsibility to interact ethically with the surrounding community. Second, corporate 

social responsibility is also a specific conception of that responsibility to profit while 

playing a role in broader questions of community welfare. As a specific theory, it is the 

way corporations interact with the surrounding community and larger world, corporate 

social responsibility (CSR) comprise of four obligations: The economic responsibility to 

make money. Required by simple economics, this obligation is the business version of the 

human survival instinct. Companies that do not make profits in this modern market 

economy are doomed to perish. Although there are some special cases – Non-profit 

organizations make money (from their own activities as well as through donations and 

grants) but pour it back into their work. Also, public/private hybrids can operate without 

turning in profit. In some cities, trash collection is handled by this kind of organization, 

one that keeps the streets clean without (at least theoretically) making anyone rich. For 

the vast majority of operations, however, there have to be profits. Without them, there is 

no business and no business ethics (Business Ethics (V1.), n.d.). 
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The legal responsibility compels organization to adhere to rules and regulations. Like the 

previous, this responsibility is not controversial. What proponents of CSR argued, 

however, is that this obligation must be understood as a proactive duty and responsible 

organizations accept the rules as a social good and make good faith efforts to obey not 

just the letter but also the spirit of the limits. The ethical responsibility on its own part has 

to do with what is right even when not required by the letter or spirit of the law. Ethical 

responsibility is the Social responsibility theory’s keystone obligation, and it depends on 

a coherent corporate culture that views the business itself as a citizen in the society, with 

the kind of obligations that citizenship normally entails. For example, many industrial 

plants produce, as an unavoidable part of their fabricating process, poisonous waste, if 

such companies were not legally required to enclose their poisons in double-encased, 

leak-proof barrels, the right and ethical thing to do is to double-encased, leak-proof 

barrels so as to ensure that the contamination will be safely contained. Though it might 

not be the right thing to do in terms of pure profits, but from a perspective that view 

stakeholders’ welfare as being valuable, the measure should be adopted by such 

industrial plants. Finally, philanthropic responsibility deals with how organizations 

contribute to society’s projects even when they are independent of the particular 

business. When organizations engage in public acts of generosity, this signifies that 

businesses, like everyone in the world, have some obligation to support the general 

welfare of the society where they operate. Social responsibility theory as it relates to the 

FMCG companies implies the obligations of the management of FMCG companies to 

protect the interests of the society where they operate and their stakeholders. Therefore, 

the objective of managers in carrying out their corporate social responsibility goals and 

when taking business decisions is not merely to maximize profits or shareholders’ value 

but also to serve and protect the interests of other stakeholders such as workers, 

consumers and the community as a whole. Also, the government should make it 

compulsory for firms to be socially responsible, FMCG companies should not ignore 

society while carrying out production and making profits. 

 

CSR and Stakeholder Engagement 

Stakeholders are a group to which management needs to be liable (Parmar, Freeman, 

Harrison, Wicks, Purnell & De Colles, 2010). Stakeholders are individuals or groups that 

have a legitimate interest in substantive aspects of corporate activity and the interest of 

all stakeholders are of intrinsic value. Stakeholder are individuals or groups who have a 

vested interest or stake in an organization, including employees, consumers, suppliers, 

and the local community (Branco & Rodrigues, 2007; Cheng & Ahmad, 2010). Stakeholder 

engagement is an important aspect of an organization's corporate social responsibility 

(CSR) activities. According to Crowther & Aras (2008), it is apparent that any action(s) 

which an organization undertakes will affect not just itself but also the external 

environment within which that organization resides. In considering the effect of the 

organization upon its external environment within which that organization resides it must 

be recognized that this environment includes both the business environment in which the 
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firm is operating, the local societal environment in which the organization is located and 

the wider global environment. An organization can have a significant impact on its 

external stakeholders through its various activities and organization’s activities within the 

society it operates can either be beneficial or detrimental to the environment. 

Within the CSR perspective, the stakeholders of a firm are defined as individuals or groups 

which are either harmed by or benefit from the firm, or whose rights can be violated, or 

have to be respected by the firm (Crane & Matten, 2004). CSR can also be defined from a 

stakeholder perspective: as a firm's strategic approach and initiatives toward its 

stakeholders (McWilliams & Siegel, 2001; Schermerhorn, 2002). Fulfilling legal 

responsibilities is a requirement of any firm seeking to be socially responsible, and the 

mandatory nature of government legislation makes it uniquely powerful. Government 

legislation influences CSR practices in two ways: (1) by providing tangible inducements for 

firms to apply some of their resources toward their stakeholders and behave in a socially 

responsible way; and (2) by applying penalties if actions are not taken, or standards are 

contravened (Carroll, 1996b; Aguilera, Rupp, Williams & Ganapathi, 2007). The role of CSR 

in the community has been classified into three levels of increasing involvement with the 

community (Hamman, 2003). The lowest level is "philanthropy and impact mitigation," 

where the community sees business as being in opposition to social development in the 

community. The second level of company attitude is "community investment and eco-

efficiency," where business is seen as a source of funding but is still mistrusted, and the 

highest level is labelled "social partnership, "where the community sees business as a 

partner for social development. Communities can use various approaches to influence 

CSR practices (Tilt, 2004). To drive sustainable success, organizations need to invest effort 

in satisfying their stakeholders because the Stakeholder has the power to exert influence 

on the organization. Samantha Miles cited in Wasieleski and Weber (2017) combined the 

extent to which stakeholders can exert influence on an organization with a corresponding 

influence the organization can exert on the stakeholder by creating the 4 stakeholder 

hyponyms: 1. Influencer; 2. Claimant; 3. Collaborator and 4. Recipient. 

The use of both traditional media and social media have strengthened organizations’ 

abilities to engage with their publics beyond simply disseminating information, which the 

publics overtime has come to expect from them (Kelleher & Miller, 2006, Cone 

Communications, 2008;).  Gone are the days when corporate websites were sufficient 

means of disseminating information to the media and other stakeholders (Callison, 2003). 

Corporations have gone a step higher by taking advantage of the opportunity to engage 

with the public and by actively utilizing various types of social media such as Facebook, 

Instagram, Twitter, YouTube, LinkedIn and so on (Sareah, 2015). For citizen or the state or 

local communities to know what an organization is doing in the area of Corporate Social 

responsibility, organizations must engage their stakeholders by not only 

conducting/carrying out these CSR activities but also communicating the CSR activities 

they have carried out to them. Tang, Gallagher, and Bie (2015) noted that CSR can be 

understood as a discourse, or “an interrelated set of texts, the practices of their 

production, dissemination, and reception, that brings an object into being”. 
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Communicating CSR activities can be challenging because organizations need to gratify 

different expectations from various publics, which oftentimes conflict (e.g., shareholders 

vs. community members) (Carroll, 1991; Porter & Kramer, 2002). Research has shown that, 

publics are quick to criticize CSR activities and have negative attitudes toward explicit CSR 

communication, as they are perceived as self-serving for the corporation rather than truly 

caring for the community (Coombs & Holladay, 2012; Waddock & Googins, 2011; Wagner, 

Lutz, & Weitz, 2009). The solution to this is for organizations to engage with the 

public/stakeholders by carrying them along in all the CSR activities the organization 

embarks on. This is because communicating CSR is still very crucial to enhancing corporate 

reputation and public support (Ihlen, Bartlett, & May, 2011; Coombs & Holladay, 2012). In 

particular, utilizing interactive media to communicate CSR issues is considered an 

effective means for building organization-public relationships and gaining legitimacy from 

publics (Esrock & Leichty, 2000; Capriotti & Moreno, 2007; Fieseler, Fleck, & Meckel, 2010). 

The benefits organizations get from engaging stakeholders in their CSR activities include: 

improved public image, increased brand awareness and recognition, cost savings, an 

advantage over competitors, increased customer engagement, greater employee 

engagement and more benefits for employees. CSR helps to protect the environment, 

build closer ties between corporations and community. Also, CSR program can be seen as 

an aid to alleviate poverty, CSR program helps in data gathering for other public 

organization function and for corporate sustainability goals (Ismail, 2009, Collier 2018). 

CSR entails a broader approach to business than merely economic and technological 

purposes. Proponents of the theory of CSR assert that a firm’s role, in addition to 

producing profit, is to generate social value, which benefits those that have an interest in 

or are affected by the firm’s business operation activities and these are the stakeholders 

(Rhodes, Bergstrom, Lok & Cheng, 2014). 

 

Conclusion and Recommendations 

In line with findings from this study, it can therefore be concluded that engagement 

strategies such as general staff meetings, departmental staff meetings, employee 

surveys, annual general meetings (AGM), and community engagement sessions/Town hall 

meetings, among others served as strategies through which FMCG companies engaged 

various segments of stakeholders as to harness their inputs towards the realization of CSR 

objectives. When FMCG companies understand the key areas and they engage their 

stakeholders effectively, it will lead to better brand recognition, positive business 

reputation, increased sales, stronger customer and employee loyalty which will ultimately 

translate to better financial performance and organizational growth for the company. 

Also, when FMCG companies in Nigeria strategized rightly in their choices of engagement 

strategies it will result in high level of stakeholders’ responsiveness in terms of 

participation and contribution to the development of CSR objectives. Effective 

engagement strategies and stakeholders’ responsiveness will both have a strong 

influence on the achievement of corporate social responsibility (CSR) objectives, FMCG 

companies should therefore carry out regular engagement exercises with their 



 

TIMBOU-AFRICA ACADEMIC PUBLICATIONS 
MAY, 2022 EDITIONS, INTERNATIONAL JOURNAL OF: 

 

TIJSSRA 
168 

SOCIAL SCIENCE RES. & ANTHROPOLOGY VOL.9 

ISSN: 2977-5745 

stakeholders in order to come up with CSR objectives that will produce satisfaction for 

both the organization and its stakeholders. 
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