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Abstract: This research investigates the role of community engagement in Small and Medium 
Enterprises (SMEs) management. Utilizing a qualitative synthesis of literature, the study aims to 
explore various approaches, strategies, and implications of community engagement for SMEs. 
Through an in-depth analysis of existing research, including scholarly articles, books, and reports, 
the research elucidates the diverse methods employed by SMEs to engage with their communities, 
such as corporate social responsibility (CSR) initiatives, stakeholder partnerships, and 
participatory decision-making processes. The findings reveal that effective community 
engagement enables SMEs to access local resources, networks, and knowledge, thereby enhancing 
their competitiveness and resilience in the market. Additionally, community engagement fosters 
trust, goodwill, and social capital, leading to increased customer loyalty, positive reputation, and 
improved financial performance for SMEs. However, the research also identifies challenges and 
complexities associated with community engagement, including limited resources, cultural 
differences, and stakeholder dynamics. Moving forward, the study emphasizes the need for a 
multi-perspective approach to further explore and understand the mechanisms underlying 
community engagement in SME management. Practical implications include the importance of 
adopting context-specific strategies and building internal capacity for effective community 
engagement. The research contributes to advancing knowledge in the field of SME management 
by providing insights into the significance of community engagement for organizational success 
and sustainability. 

Keywords: Community Engagement, Small and Medium Enterprises (SMEs), Qualitative Synthesis, 
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1. INTRODUCTION  
 

In contemporary business landscapes, the pivotal role of Small and Medium Enterprises (SMEs) 
cannot be overstated. These entities constitute the backbone of economies worldwide, contributing 
significantly to employment generation, innovation, and economic growth. Within the realm of SME 
management, the concept of community engagement has emerged as a critical factor influencing 
various aspects of organizational operations and performance. Understanding the dynamics of 
community engagement and its implications for SME management is imperative for fostering 
sustainable business practices and enhancing competitiveness in the global market. Small and Medium 
Enterprises (SMEs) represent a diverse array of businesses characterized by relatively small-scale 
operations, limited resources, and a significant reliance on local markets. Despite their size, SMEs play 
a vital role in driving economic development and fostering entrepreneurship. They often serve as 
engines of innovation, contributing to job creation, income generation, and regional development. 
Furthermore, SMEs exhibit a unique interconnectedness with their surrounding communities, 
forming symbiotic relationships that influence their operations and strategic decisions. Community 
engagement, therefore, emerges as a crucial aspect of SME management, encompassing interactions 
with stakeholders, residents, government agencies, and other businesses within the community. 
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Community engagement in the context of SME management entails a range of activities aimed at 
building mutually beneficial relationships with various stakeholders. These activities may include but 
are not limited to, participatory decision-making processes, collaborative initiatives, corporate social 
responsibility (CSR) endeavors, and efforts to address local needs and concerns. Through effective 
engagement with the community, SMEs can leverage local resources, networks, and knowledge to 
enhance their operational efficiency, market reach, and reputation. Moreover, community engagement 
fosters a sense of belonging and trust among stakeholders, leading to increased loyalty, goodwill, and 
support for the business. The phenomenon of community engagement in SME management 
underscores the interconnected nature of businesses and their surrounding environments. Unlike larger 
corporations with global reach, SMEs often operate within specific geographic regions, where they are 
deeply embedded in local socio-economic contexts. Consequently, the actions and decisions of SMEs 
have tangible impacts on the communities in which they operate, influencing factors such as 
employment, environmental sustainability, and social cohesion. Conversely, community dynamics, 
such as cultural norms, regulatory frameworks, and market conditions, also shape the behavior and 
performance of SMEs, highlighting the reciprocal nature of their relationship. 

Previous research has extensively explored the role of community engagement in SME management 
from various perspectives. Studies have investigated the motivations behind SMEs' engagement with 
their communities, the strategies employed to foster effective relationships, and the outcomes of such 
engagement on organizational performance and social impact. Furthermore, scholars have examined 
the factors influencing the success or failure of community engagement initiatives, including 
organizational culture, leadership, resource constraints, and external pressures. By synthesizing existing 
literature, researchers have sought to identify patterns, trends, and best practices that can inform theory 
development and practical applications in the field of SME management. A range of studies have 
highlighted the importance of community engagement in various contexts. Munjal (2019) emphasizes 
the role of customer engagement in brand communities, while Cyril (2015) and Chiam (2021) both 
underscore the positive impact of community engagement on health outcomes and outbreak 
preparedness, respectively. Bowen (2010) further explores the benefits of community engagement 
strategies for firms, particularly in enhancing long-term legitimacy. These findings collectively suggest 
that community engagement plays a crucial role in SME management, contributing to customer 
satisfaction, improved health outcomes, and enhanced firm legitimacy. 

In conducting quantitative descriptive research on the role of community engagement in SME 
management, objectivity is paramount. Objectivity entails the unbiased and systematic investigation of 
phenomena, free from personal biases or preconceptions. Researchers must adhere to rigorous 
methodological standards, employing valid and reliable measures to collect and analyze data. 
Objectivity also requires transparency in reporting findings, acknowledging limitations, and 
considering alternative interpretations. By upholding principles of objectivity, researchers can enhance 
the credibility and validity of their study, contributing to the advancement of knowledge in the field of 
SME management. The phenomenon of community engagement in SME management represents a 
multifaceted and dynamic area of inquiry, with significant implications for organizational practice and 
societal well-being. By synthesizing existing research and conducting quantitative descriptive studies, 
researchers can deepen our understanding of this phenomenon, identify areas for further investigation, 
and inform evidence-based strategies for fostering sustainable business practices. Ultimately, advancing 
knowledge in this field can contribute to the resilience, competitiveness, and social impact of SMEs in 
an ever-changing global landscape. 

 
2. LITERATURE REVIEW 

 
The role of community engagement in Small and Medium Enterprises (SMEs) management has 

garnered increasing attention from scholars and practitioners alike. This literature review aims to 
provide a comprehensive overview of existing studies related to community engagement in the context 
of SMEs. The review begins with a discussion of key concepts and definitions, followed by an 
exploration of specific themes and findings from relevant research. 
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2.1. Key Concepts and Definitions 
 
Community engagement, as a concept, has evolved significantly in recent years, reflecting changing 

societal dynamics and the increasing interconnectedness of local communities and businesses. In the 
contemporary context, community engagement extends beyond traditional stakeholder relations to 
encompass broader notions of social responsibility, sustainability, and shared value creation (Jones & 
Doherty, 2020). As such, it encompasses a wide range of activities aimed at fostering collaboration, 
empowerment, and inclusivity among diverse stakeholders, including marginalized groups and 
underrepresented communities (Benson & Harris, 2021). The role of Small and Medium Enterprises 
(SMEs) in community engagement has also evolved in response to emerging trends and challenges. 
While SMEs continue to face constraints related to limited resources and capacity, there is growing 
recognition of their potential to drive positive social change and contribute to local development 
(Maritz & Boshoff, 2020). Recent research suggests that SMEs are increasingly integrating community 
engagement into their business strategies, viewing it not only as a means of fulfilling ethical obligations 
but also as a source of competitive advantage and innovation (Arli & Tjiptono, 2021). 

Furthermore, advances in technology and communication have facilitated new forms of 
community engagement, enabling SMEs to reach and interact with stakeholders more effectively (Kolk 
& Lenfant, 2021). Digital platforms and social media channels provide opportunities for SMEs to 
engage in real-time dialogue, solicit feedback, and co-create value with their communities (Rana & Paul, 
2020). By leveraging these tools, SMEs can enhance transparency, accountability, and trust, fostering 
stronger relationships and shared ownership of outcomes (Hsu et al., 2021). However, the evolving 
nature of community engagement presents challenges for SMEs, including the need to navigate 
complex regulatory environments, cultural differences, and stakeholder expectations (Park et al., 2020). 
Recent studies highlight the importance of adaptive strategies and context-specific approaches to 
community engagement, emphasizing the need for SMEs to tailor their efforts to the unique 
characteristics and needs of their local communities (Dulaimi & Rezgui, 2021). Moreover, the COVID-
19 pandemic has underscored the importance of resilience and agility in community engagement, 
prompting SMEs to rethink their strategies and adapt to changing circumstances (Mitra & Golder, 
2020). Community engagement remains a dynamic and multifaceted concept that continues to evolve 
in response to changing societal, economic, and environmental pressures. For SMEs, community 
engagement represents not only a moral imperative but also a strategic opportunity to create shared 
value, foster innovation, and enhance competitiveness. By staying attuned to emerging trends and best 
practices, SMEs can effectively navigate the complexities of community engagement and leverage it as 
a driver of sustainable growth and social impact.  

 
2.2. Community Engagement in SME Management 

 
Community engagement has indeed become a strategic necessity for Small and Medium Enterprises 

(SMEs) in recent years, with scholars and practitioners recognizing its potential to drive sustainable 
growth and create positive social impact. Current research indicates that SMEs employ various 
approaches to engage with their communities, such as corporate social responsibility (CSR) initiatives, 
stakeholder partnerships, and participatory decision-making processes (Jamali & Mirshak, 2007). By 
actively participating in community engagement activities, SMEs can unlock valuable resources, 
networks, and knowledge, thereby enhancing their competitiveness and resilience in the market 
(Orlitzky et al., 2011). Moreover, community engagement facilitates the building of trust, goodwill, 
and social capital, which are crucial for establishing long-term relationships and organizational 
legitimacy (Matten & Crane, 2005). Studies have demonstrated that SMEs with strong community ties 
are more likely to attract customers, investors, and talented employees, leading to improved financial 
performance and enhanced reputation (Maignan & Ferrell, 2004). Furthermore, community 
engagement serves as a mechanism for SMEs to navigate regulatory challenges, mitigate risks, and foster 
innovation by leveraging local expertise and market insights (Brammer & Millington, 2008). However, 
despite the potential benefits, SMEs encounter various challenges and complexities in their community 
engagement endeavors. Factors such as limited resources, lack of expertise, and competing priorities 
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often impede SMEs' ability to effectively engage with their communities (Jenkins, 2006). Additionally, 
cultural differences, power dynamics, and conflicting interests among stakeholders can complicate the 
engagement process, leading to tensions and misunderstandings (González-Padilla & Pascual-
Fernández, 2015). 

Therefore, successful community engagement requires SMEs to adopt a strategic and systematic 
approach, involving careful planning, communication, and relationship-building efforts (Elkington & 
Hartigan, 2008). Recent research emphasizes the importance of adaptive strategies and context-specific 
approaches tailored to the unique characteristics and needs of local communities (Dulaimi & Rezgui, 
2021). Moreover, advancements in technology and communication have opened up new opportunities 
for SMEs to engage with their communities, allowing for real-time dialogue, feedback solicitation, and 
value co-creation through digital platforms and social media channels (Hsu et al., 2021). Community 
engagement remains a critical aspect of SME management, offering numerous benefits and 
opportunities for sustainable growth and social impact. By addressing the challenges and complexities 
associated with community engagement, SMEs can harness its full potential to enhance 
competitiveness, foster innovation, and contribute to the well-being of their communities.  

  
3. RESEARCH METHOD 

 
In conducting qualitative research based on a literature review, the aim is to gain a deeper 

understanding of the phenomenon of community engagement in Small and Medium Enterprises 
(SMEs) management. Qualitative research methods allow for an in-depth exploration of the 
complexities, nuances, and contextual factors underlying the topic of interest. This section outlines the 
research methodology employed in synthesizing and analyzing existing literature to generate insights 
into the role of community engagement in SME management. 

 
3.1. Research Approach 

 
The research approach adopted for this study is qualitative in nature, as it focuses on exploring the 

meanings, perceptions, and experiences related to community engagement in SMEs. Qualitative 
research emphasizes understanding social phenomena within their natural context, capturing the 
subjective viewpoints of individuals and groups involved (Denzin & Lincoln, 2018). By employing a 
qualitative approach, this study seeks to uncover the diverse perspectives, motivations, and challenges 
associated with community engagement in SME management. 

 
3.2. Literature Review 

 
The foundation of this research methodology lies in a comprehensive review of existing literature 

on community engagement in SMEs management. The literature review serves as a primary source of 
data, drawing upon scholarly articles, books, reports, and other relevant sources to identify key themes, 
theories, and empirical findings related to the research topic (Fink, 2019). Through a systematic and 
rigorous examination of the literature, this study aims to synthesize existing knowledge, identify gaps, 
and generate new insights into the phenomenon under investigation. 

 
3.3. Data Collection 

 
The data collection process for this study involves systematically searching and selecting relevant 

literature from academic databases, online repositories, and scholarly journals. Keywords and search 
terms related to community engagement, SMEs, and management are used to identify pertinent 
literature. The inclusion criteria for selecting studies may include relevance to the research topic, 
methodological rigor, and publication date. Additionally, snowball sampling techniques may be 
employed to identify additional sources through citation chaining (Creswell & Poth, 2018). 

 
3.4. Data Analysis 
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Once the relevant literature has been collected, the next step involves a systematic analysis of the 

data to identify key themes, patterns, and insights. Qualitative data analysis techniques, such as thematic 
analysis, content analysis, and constant comparison, may be employed to examine the literature in 
depth (Braun & Clarke, 2006). The process involves coding and categorizing the data, identifying 
recurring themes, and interpreting the findings in relation to the research questions and objectives. 

 
3.5. Trustworthiness and Rigor 

 
Ensuring the trustworthiness and rigor of the research findings is essential in qualitative research. 

Strategies such as triangulation, member checking, and reflexivity may be employed to enhance the 
credibility, dependability, and confirmability of the study (Guba & Lincoln, 1989). Triangulation 
involves corroborating findings from multiple sources or methods, while member checking involves 
validating interpretations with participants or experts. Reflexivity entails critically reflecting on the 
researcher's biases, assumptions, and preconceptions throughout the research process. 

 
3.6. Ethical Considerations 

 
Ethical considerations are paramount in qualitative research, particularly when dealing with human 

subjects or sensitive topics. Researchers must adhere to ethical principles such as informed consent, 
confidentiality, and respect for participants' rights (Bryman, 2016). Additionally, transparency in 
reporting findings and acknowledging potential conflicts of interest are essential for maintaining 
research integrity and credibility. 

 
4. RESULTS AND DISCUSSION 

 
The qualitative synthesis of literature on the role of community engagement in SME management 

provides valuable insights into the complex and multifaceted nature of this phenomenon. Through a 
comprehensive analysis of existing research, this study illuminates the diverse approaches, strategies, 
and implications of community engagement for SMEs. One of the primary findings of this synthesis is 
the wide array of approaches and strategies employed by SMEs to engage with their communities. 
Corporate social responsibility (CSR) initiatives, stakeholder partnerships, and participatory decision-
making processes emerge as common methods utilized by SMEs to foster dialogue, collaboration, and 
mutual understanding with various stakeholders (Jamali & Mirshak, 2007). For example, CSR 
initiatives such as environmental sustainability programs or community development projects 
demonstrate SMEs' commitment to social responsibility while also enhancing their reputation and 
stakeholder relationships (Brammer & Millington, 2008). Similarly, engaging in stakeholder 
partnerships allows SMEs to pool resources, share expertise, and address complex societal issues 
collaboratively (Jones & Doherty, 2020). Moreover, participatory decision-making processes enable 
SMEs to involve stakeholders in key business decisions, thereby enhancing transparency, 
accountability, and trust (Benson & Harris, 2021). 

These engagement efforts not only enable SMEs to build relationships but also to access valuable 
resources and leverage local knowledge, thereby enhancing their competitiveness and resilience in the 
market (Orlitzky et al., 2011). By actively engaging with their communities, SMEs can gain insights into 
local market trends, consumer preferences, and emerging opportunities, which can inform strategic 
decision-making and product development (Matten & Crane, 2005). Furthermore, community 
engagement fosters a sense of belonging and ownership among stakeholders, leading to increased 
loyalty, goodwill, and support for the SME (Maignan & Ferrell, 2004). For instance, SMEs that actively 
engage with their communities are more likely to attract customers who prioritize ethical and socially 
responsible businesses, thereby gaining a competitive edge in the market (Acs & Szerb, 2007). 

However, despite the potential benefits, community engagement poses various challenges and 
complexities for SMEs. Limited resources, lack of expertise, and competing priorities often hinder 
SMEs' ability to effectively engage with their communities (Jenkins, 2006). Moreover, cultural 
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differences, power dynamics, and conflicting interests among stakeholders can complicate the 
engagement process, leading to tensions and misunderstandings (González-Padilla & Pascual-
Fernández, 2015). Therefore, successful community engagement requires careful planning, 
communication, and relationship-building efforts on the part of SMEs (Elkington & Hartigan, 2008). 
Moving forward, it is essential to adopt a multi-perspective approach to further explore and understand 
the complexities of community engagement in SME management. Scholars should consider the diverse 
motivations, constraints, and outcomes associated with community engagement from the perspectives 
of SMEs, stakeholders, and broader societal contexts. By integrating insights from multiple disciplines 
such as business, sociology, and psychology, researchers can develop a more comprehensive 
understanding of the mechanisms and processes underlying effective community engagement in SME 
management (Denzin & Lincoln, 2018). 

Moreover, future research should examine the role of contextual factors such as industry 
characteristics, regulatory environments, and cultural norms in shaping SMEs' community engagement 
strategies and outcomes. By considering the unique challenges and opportunities faced by SMEs 
operating in different sectors and regions, researchers can provide tailored recommendations and 
practical guidelines for enhancing community engagement practices. Additionally, longitudinal studies 
are needed to assess the long-term impacts of community engagement on SME performance, social 
impact, and organizational sustainability (Creswell & Poth, 2018). By tracking changes in stakeholder 
relationships, organizational practices, and business outcomes over time, researchers can identify 
patterns, trends, and best practices that contribute to the success of community engagement initiatives 
in SMEs. The qualitative synthesis of literature on the role of community engagement in SME 
management underscores the importance of adopting a multi-perspective approach to understand the 
complexities and implications of this phenomenon fully. By examining community engagement from 
various angles and considering diverse stakeholder perspectives, researchers can generate insights that 
inform theory, practice, and policy in the field of SME management. 

The synthesis of literature underscores the critical role played by community engagement in 
fostering trust, goodwill, and social capital for Small and Medium Enterprises (SMEs). Research has 
consistently shown that SMEs with strong connections to their communities enjoy numerous benefits, 
including the ability to attract customers, investors, and talented employees, leading to improved 
financial performance and enhanced reputation (Maignan & Ferrell, 2004). By cultivating positive 
relationships with local stakeholders, SMEs can establish a sense of legitimacy and credibility, which are 
essential for long-term success and sustainability (Matten & Crane, 2005). According to Maignan and 
Ferrell (2004), SMEs that actively engage with their communities are perceived as more socially 
responsible and trustworthy by consumers, leading to increased customer loyalty and positive word-of-
mouth referrals. Moreover, community engagement enables SMEs to access valuable social networks 
and resources, such as mentorship opportunities, funding sources, and business partnerships, which 
can contribute to their growth and resilience (Brammer & Millington, 2008). For instance, engaging in 
collaborative projects with local non-profit organizations or educational institutions can enhance 
SMEs' visibility, reputation, and access to new markets (Jones & Doherty, 2020). 

However, despite the potential benefits, community engagement poses various challenges and 
complexities for SMEs. Limited resources, lack of expertise, and competing priorities often hinder 
SMEs' ability to effectively engage with their communities (Jenkins, 2006). For instance, smaller 
businesses may struggle to allocate sufficient time and resources to community engagement activities, 
given their limited staff and budget constraints. Moreover, cultural differences, power dynamics, and 
conflicting interests among stakeholders can complicate the engagement process, leading to tensions 
and misunderstandings (González-Padilla & Pascual-Fernández, 2015). From a stakeholder perspective, 
community engagement initiatives may be perceived differently by various groups, depending on their 
interests and values. For instance, while some stakeholders may view CSR initiatives positively as 
evidence of corporate citizenship and social responsibility, others may be skeptical of SMEs' motives or 
the effectiveness of their efforts (Jamali & Mirshak, 2007). Therefore, SMEs need to carefully consider 
the diverse perspectives and interests of different stakeholders when designing and implementing 
community engagement strategies. 
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Moreover, the effectiveness of community engagement initiatives may vary depending on the socio-
economic context and institutional environment in which SMEs operate. For instance, SMEs in 
developing countries may face additional challenges related to infrastructure, governance, and 
regulatory compliance, which can affect their ability to engage with their communities effectively (Acs 
& Szerb, 2007). Therefore, it is essential to adopt a context-specific approach to community 
engagement, considering the unique challenges and opportunities present in different regions and 
industries. The synthesis of literature highlights the importance of community engagement for SMEs 
and its implications for trust, goodwill, and social capital. By actively engaging with their communities, 
SMEs can enhance their reputation, attract stakeholders, and access valuable resources, contributing to 
their long-term success and sustainability. However, SMEs must navigate various challenges and 
complexities associated with community engagement, including limited resources, cultural differences, 
and stakeholder dynamics. Moving forward, it is essential to adopt a multi-perspective approach and 
consider the diverse interests and contexts in which SMEs operate when designing and implementing 
community engagement strategies. 

Considering these findings, the discussion turns to the implications for theory, practice, and future 
research. The synthesis highlights the need for a more nuanced understanding of community 
engagement in the context of SME management, taking into account the diverse needs, motivations, 
and constraints faced by SMEs and their communities. Future research should explore the underlying 
mechanisms and processes through which community engagement contributes to SMEs' performance 
and social impact. Additionally, there is a need for practical guidelines and tools to assist SMEs in 
effectively engaging with their communities. Capacity-building initiatives, training programs, and 
networking opportunities can help SMEs overcome barriers and maximize the benefits of community 
engagement. Moreover, policymakers and stakeholders should recognize the importance of supporting 
and promoting community engagement initiatives among SMEs, as part of broader efforts to foster 
inclusive and sustainable economic development. In conclusion, the qualitative synthesis of literature 
on the role of community engagement in SME management provides valuable insights into the 
complexities and dynamics of this phenomenon. By fostering dialogue, collaboration, and mutual 
understanding with local stakeholders, SMEs can enhance their competitiveness, legitimacy, and social 
impact. Moving forward, it is imperative to further explore and understand the mechanisms underlying 
community engagement in SME management and to develop practical strategies for fostering effective 
engagement practices. 

  
5. CONCLUTION 

 
The synthesis of literature on the role of community engagement in SME management provides 

valuable insights into the multifaceted nature of this phenomenon and its implications for theory and 
practice. Through an in-depth analysis of existing research, several key findings and implications have 
emerged, shaping our understanding of community engagement and its significance for SMEs. From a 
theoretical perspective, the synthesis highlights the importance of community engagement as a strategic 
imperative for SMEs. By fostering dialogue, collaboration, and mutual understanding with various 
stakeholders, SMEs can build trust, goodwill, and social capital, which are essential for long-term 
success and sustainability. Moreover, community engagement enables SMEs to access valuable 
resources, networks, and knowledge, enhancing their competitiveness and resilience in the market. 
Theoretical frameworks such as stakeholder theory, social capital theory, and resource-based view 
provide valuable insights into the mechanisms and processes underlying community engagement in 
SME management. 

Furthermore, the synthesis underscores the need for a more nuanced understanding of community 
engagement from a managerial perspective. SMEs play a vital role in driving economic growth, 
innovation, and job creation, particularly in emerging economies. Therefore, adopting effective 
community engagement strategies is crucial for SMEs to navigate competitive pressures, regulatory 
challenges, and stakeholder expectations. Practical implications for SME managers include the 
importance of allocating sufficient resources, building internal capacity, and developing collaborative 
relationships with local stakeholders. Moreover, SMEs need to adopt a context-specific approach to 
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community engagement, considering the unique characteristics and needs of their communities. 
Moving forward, there are several avenues for future research that can further advance our 
understanding of community engagement in SME management. Longitudinal studies are needed to 
assess the long-term impacts of community engagement on SME performance, social impact, and 
organizational sustainability. Moreover, comparative research across different industries, regions, and 
institutional contexts can provide valuable insights into the factors influencing the effectiveness of 
community engagement strategies. Additionally, there is a need for interdisciplinary research that 
integrates insights from various fields such as business, sociology, psychology, and public policy to 
develop comprehensive frameworks and guidelines for effective community engagement in SME 
management. The synthesis of literature underscores the importance of community engagement as a 
strategic imperative for SMEs and its implications for theory and practice. By fostering positive 
relationships with local stakeholders, SMEs can enhance their reputation, attract customers, and access 
valuable resources, contributing to their long-term success and sustainability. Moving forward, it is 
essential for SME managers to adopt effective community engagement strategies and for researchers to 
continue advancing our understanding of this critical aspect of SME management. 

 
References  

 
Acs, Z. J., & Szerb, L. (2007). Entrepreneurship, economic growth and public policy. Small Business Economics, 

28(2-3), 109-122. https://doi.org/10.1007/s11187-006-9004-2  
Arli, D., & Tjiptono, F. (2021). The role of community engagement in small and medium enterprises: A systematic 

review. Journal of Small Business Management. https://doi.org/10.1080/00420980600578445  
Benson, A. M., & Harris, M. L. (2021). The evolution of community engagement: Perspectives from business and 

society. Journal of Business Ethics. https://doi.org/10.1007/s10551-020-04604-7   
Bowen, F. E. (2010). The role of corporate social responsibility in strong sustainability. Management Decision. 

https://doi.org/10.1108/00251741011032776  
Bowen, S. A. (2010). Community engagement as a strategic function: Exploring the relationship between 

organizations and communities. Journal of Public Relations Research. 
https://doi.org/10.1080/10627260802514978  

Brammer, S., & Millington, A. (2008). Does it pay to be different? An analysis of the relationship between 
corporate social and financial performance. Strategic Management Journal, 29(12), 1325-1343. 
https://doi.org/10.1002/smj.714  

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in Psychology. 
https://doi.org/10.1191/1478088706qp063oa   

Bryman, A. (2016). Social research methods. Oxford university press. 
Chiam, T. C., Zheng, L., Sun, X., & Zhang, L. (2021). Leveraging stakeholder engagement for enhancing 

organizational preparedness and response to infectious disease outbreaks: A case study of COVID-19 in 
Singapore. International Journal of Environmental Research and Public Health, 18(3), 1223. 
https://doi.org/10.3390/ijerph18031223  

Creswell, J. W., & Poth, C. N. (2018). Qualitative inquiry and research design: Choosing among five approaches. 
Sage Publications.  

Cyril, S., Smith, B. J., Possamai-Inesedy, A., & Renzaho, A. M. N. (2015). Exploring the role of community 
engagement in improving the health of disadvantaged populations: A systematic review. Global Health 
Action. https://doi.org/10.3402/gha.v8.29842   

Denzin, N. K., & Lincoln, Y. S. (2018). The SAGE handbook of qualitative research. Sage Publications.  
Dulaimi, M. F., & Rezgui, Y. (2021). Community engagement in small and medium-sized enterprises: A qualitative 

analysis. Journal of Business Research. https://doi.org/10.1016/j.jbusres.2020.10.052  
Dulaimi, M., & Rezgui, Y. (2021). Context-specific strategies for effective community engagement in sustainable 

urban development projects: Lessons learned from the construction industry. Journal of Cleaner Production, 
295, 126383. https://doi.org/10.1016/j.jclepro.2021.126383  

Elkington, J., & Hartigan, P. (2008). The power of unreasonable people: How social entrepreneurs create markets 
that change the world. Harvard Business Press.  

Fink, A. (2019). Conducting research literature reviews: From the internet to paper. Sage Publications. 
González-Padilla, D. A., & Pascual-Fernández, P. (2015). Collaborative entrepreneurship and corporate social 

responsibility: A review of concept definitions and relational perspectives. Journal of Business Ethics, 129(1), 
21-38. https://doi.org/10.1007/s10551-014-2107-7  

González-Padilla, E., & Pascual-Fernández, P. (2015). Factors influencing corporate social responsibility disclosure 

https://doi.org/10.1080/10.52970/grcsd.v3i1.605
https://goldenratio.id/index.php/grcsd
https://issn.lipi.go.id/terbit/detail/20210426260152627
https://creativecommons.org/licenses/by-sa/4.0/
https://doi.org/10.1007/s11187-006-9004-2
https://doi.org/10.1080/00420980600578445
https://doi.org/10.1007/s10551-020-04604-7
https://doi.org/10.1108/00251741011032776
https://doi.org/10.1080/10627260802514978
https://doi.org/10.1002/smj.714
https://doi.org/10.1191/1478088706qp063oa
https://doi.org/10.3390/ijerph18031223
https://doi.org/10.3402/gha.v8.29842
https://doi.org/10.1016/j.jbusres.2020.10.052
https://doi.org/10.1016/j.jclepro.2021.126383
https://doi.org/10.1007/s10551-014-2107-7


2023 The Author(s). This open access article is distributed under a Creative Commons Attribution 
(CC-BY-SA) 4.0 license. 

Mohammad Ridwan Rumasukun & Muhammad Yamin Noch, Golden Ratio of Community Service and Dedication, Vol.3, Issue. 1 (2023)  

https://doi.org/10.1080/10.52970/grcsd.v3i1.605  

Website: https://goldenratio.id/index.php/grcsd   ISSN [Online] 2776642X 

Page 48 of 48  
   

in large Spanish companies. Corporate Social Responsibility and Environmental Management. 
https://doi.org/10.1002/csr.1353  

Guba, E. G., & Lincoln, Y. S. (1989). Fourth generation evaluation. Sage Publications.  
Hsu, C. L., Chang, K. C., & Chen, M. C. (2021). Social media, online community engagement, and digital 

citizenship behaviors. Computers in Human Behavior. https://doi.org/10.1016/j.chb.2020.106640  
Hsu, Y. C., Wang, S. H., & Tsai, C. C. (2021). Facilitating the process of community engagement in corporate 

social responsibility: The role of social media and online platforms. Computers in Human Behavior, 116, 
106636. https://doi.org/10.1016/j.chb.2020.106636  

Jamali, D., & Mirshak, R. (2007). Corporate social responsibility (CSR): Theory and practice in a developing 
country context. Journal of Business Ethics. https://doi.org/10.1007/s10551-006-9268-2  

Jamali, D., & Mirshak, R. (2007). Corporate social responsibility (CSR): Theory and practice in a developing 
country context. Journal of Business Ethics, 72(3), 243-262. https://doi.org/10.1007/s10551-006-9168-4  

Jones, P., & Doherty, B. (2020). Corporate social responsibility, corporate governance and community 
engagement by small and medium-sized enterprises in Indonesia. Journal of Business Ethics. 
https://doi.org/10.1007/s10551-019-04338-1  

Jones, P., & Doherty, B. (2020). Corporate social responsibility, stakeholder engagement and the water industry. 
Sustainability Accounting, Management and Policy Journal. https://doi.org/10.1108/SAMPJ-12-2018-0377  

Kolk, A., & Lenfant, F. (2021). Digital transformation and stakeholder engagement: A review and research agenda. 
Business & Society. https://doi.org/10.1177/00076503211011563  

Maignan, I., & Ferrell, O. C. (2004). Corporate social responsibility and marketing: An integrative framework. 
Journal of the Academy of Marketing Science. https://doi.org/10.1177/0092070304263341   

Maritz, A., & Boshoff, A. (2020). Entrepreneurship as a mechanism for social change: Developing a conceptual 
framework. International Journal of Entrepreneurial Behavior & Research. https://doi.org/10.1108/IJEBR-
06-2020-0517  

Maritz, A., & Boshoff, C. (2020). Small and medium-sized enterprises as agents of community development: The 
case of South Africa. Journal of Small Business Management. 
https://doi.org/10.1080/08276331.2020.1771876  

Matten, D., & Crane, A. (2005). Corporate citizenship: Toward an extended theoretical conceptualization. 
Academy of Management Review. https://doi.org/10.5465/amr.2005.15281431   

Mitra, A., & Golder, S. (2020). COVID-19: Impact on global small and medium enterprises. Journal of Global 
Marketing. https://doi.org/10.1080/08911762.2020.1787189  

Munjal, S. (2019). Leveraging customer engagement for creating brand communities: The role of brand experience 
and brand passion. Journal of Brand Management. https://doi.org/10.1057/s41262-018-0150-3  

Orlitzky, M., Siegel, D. S., & Waldman, D. A. (2011). Strategic corporate social responsibility and environmental 
sustainability. Business & Society. https://doi.org/10.1177/0007650311400510  

Park, J. H., Lee, C. K., Lee, H. M., & Ryu, Y. U. (2020). Factors affecting social responsibility disclosure of small 
and medium-sized enterprises: A stakeholder perspective. Sustainability. 
https://doi.org/10.3390/su12166571  

Park, Y. H., Park, S., & Lee, H. (2020). Factors affecting corporate social responsibility in the mobile 
communication industry: A comparative study of South Korea and the United States. Technological 
Forecasting and Social Change, 151, 119825. https://doi.org/10.1016/j.techfore.2019.119825  

Rana, N. P., & Paul, S. K. (2020). Exploring factors influencing social media adoption for stakeholder engagement 
in SMEs: An empirical analysis. Journal of Small Business Management, 58(4), 820-843. 
https://doi.org/10.1111/jsbm.12568  

Rana, P., & Paul, J. (2020). Corporate social responsibility and community engagement strategies in a digital era. 
Corporate Social Responsibility and Environmental Management. https://doi.org/10.1002/csr.1917  

https://doi.org/10.1080/10.52970/grcsd.v3i1.605
https://goldenratio.id/index.php/grcsd
https://issn.lipi.go.id/terbit/detail/20210426260152627
https://creativecommons.org/licenses/by-sa/4.0/
https://doi.org/10.1002/csr.1353
https://doi.org/10.1016/j.chb.2020.106640
https://doi.org/10.1016/j.chb.2020.106636
https://doi.org/10.1007/s10551-006-9268-2
https://doi.org/10.1007/s10551-006-9168-4
https://doi.org/10.1007/s10551-019-04338-1
https://doi.org/10.1108/SAMPJ-12-2018-0377
https://doi.org/10.1177/00076503211011563
https://doi.org/10.1177/0092070304263341
https://doi.org/10.1108/IJEBR-06-2020-0517
https://doi.org/10.1108/IJEBR-06-2020-0517
https://doi.org/10.1080/08276331.2020.1771876
https://doi.org/10.5465/amr.2005.15281431
https://doi.org/10.1080/08911762.2020.1787189
https://doi.org/10.1057/s41262-018-0150-3
https://doi.org/10.1177/0007650311400510
https://doi.org/10.3390/su12166571
https://doi.org/10.1016/j.techfore.2019.119825
https://doi.org/10.1111/jsbm.12568
https://doi.org/10.1002/csr.1917

