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ABSTRACT

This study aims to examine the impact of corporate social responsibility (CSR) on corporate reputation of the FMCG distribution industry. Quantitative research method and descriptive research design are applied in this study. Both the primary and secondary data are used. The primary data are collected through structured questionnaire with five-point Likert scale. Questionnaires are distributed to 384 customers by using convenience sampling method. Secondary data are gathered from companies’ reports, government reports, relevant research papers and websites. Reliability test, descriptive statistics and regression analysis are used to analyze the relationship between corporate social responsibility activities and corporate reputation of FMCG distribution industry. The findings of this study indicate that the economic responsibility and ethical responsibility have positive and significant effect on the corporate reputation. However, philanthropic responsibility is not significant with corporate reputation of FMCG industry. Among CSR activities, legal responsibility is the most influencing activity on corporate reputation. It can be concluded that the CSR activities form the positive perception of customers to enhance the corporate reputation.
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CHAPTER I
INTRODUCTION

Nowadays, businesses are heavily influenced by technology, focusing on digital models like e-commerce, digital marketing and online consulting while also seeing high demand for skilled trades, sustainable products and essential services like childcare, driven by AI integration and a shift to remote work. Key trends include leveraging AI for efficiency, building online communities and offering personalized, niche services. Future business trends in Corporate Social Responsibility (CSR) are moving beyond simple philanthropy to integrated, strategic initiatives driven by regulation, consumer demand and employee expectations. 
Corporate social responsibility (CSR) means that companies and businesses take actions to do good things for society and the environment, before beyond just making money. It refers to a company’s initiative to take responsibility for its social and environmental impact beyond its core business activities. CSR involves a company’s efforts to contribute positively to society and minimize its negative impact. Corporate social responsibility (CSR) is a self-regulating business model that helps a company be socially accountable to itself, its stakeholders and the public.
Corporate social responsibility is a business approach where companies integrate social and environmental concerns into their operations and stakeholder interactions, moving beyond just profit to balance economic, environmental, and social goals (Santiago et al., 2025). It’s about being a “good corporate citizen” by ethically managing impacts, improving society, and ensuring sustainability through actions like reducing carbon footprints, ensuring fair labor, promoting diversity, and supporting communities, often guided by frameworks like the UN Global Compact or ESG.
Corporate reputation and its related terms and concepts are receiving considerable attention in management theory and practice. Despite growing interest, however, corporate reputation research is often criticized as being ambiguous, loosely scattered across various disciplines and difficult to conduct due to the intangible nature of the concept (Foroudi et al., 2025). Corporate social responsibility CSR) positively impacts corporate reputation by building trust, enhancing brand equity, and improving stakeholder perceptions. Effective CSR—addressing environmental, ethical, and social issues—serves as a differentiator, boosting credibility, attracting employees, and increasing customer loyalty. Authentic, transparent communication is vital to avoid stakeholder disappointment. As corporate reputation is nevertheless widely seen to hold much promise for the future of management theory and practice, we dedicate this article to a review and integration of corporate reputation studies with the hope that our work may contribute towards more clarity in the field and appealing avenues for future research.
Corporate reputation is the public’s perception of a business. It’s the impression and how people perceived as an organization with the products, services and behaviors. It can be measured by many factors, including market share, brand equity, and customer satisfaction. These factors can be influenced online and offline and can be seen in loyal customers and strangers. Companies need to build their reputations as they go through their business operations (Saleh et al., 2025). It requires constant vigilance and maintenance since it can be easily damaged or tarnished by bad decisions or poor management. Corporate Social Responsibility (CSR) acts as a powerful driver for enhancing corporate reputation, creating a positive association that fosters trust, loyalty, and competitive advantage. Effective, authentic CSR initiatives—covering ethical, social, and environmental areas—improve public image and stakeholder perceptions, directly linking to improved financial performance. 
The distribution company industry is the vital link in the supply chain, connecting manufacturers with end users (retailers, businesses, consumers) by handling the storage, movement and delivery of goods, adding value through logistics, market insight and sometimes assembly or support, operating across nearly all sectors like food, tech and industrial supplies. These companies purchase bulk goods, manage inventory in warehouses and ensure timely delivery, facing challenges from e-commerce growth but leveraging technology to streamline processes and offer crucial services like credit and compliance. 
Distribution companies serve as the vital bridge between producers and end users. They purchase, warehouse and move goods often in massive quantities so that products are available where and they’re needed. Many also offer services such as assembly, customization, technical support and even inventory planning to optimize their own operations and create even better value for their customers. Distributors rely on a range of intermediaries to get goods into the right hands. These players expand market reach but add complexity around visibility, margins, coordination and control.

1.1	Background of the Study

Corporate Social Responsibility (CSR) is a business model where companies integrate social and environmental concerns into their operations, aiming to be accountable to stakeholders and society, balancing profit with people and the planet, evolving form simple philanthropy to strategic self-regulation covering environmental, ethical, philanthropic and economic aspects (Dongrui et al., 2025). Its background trace from early 20th century philanthropic ideas to Howard Bowen coining the term in 1953, gaining momentum in the 70s with the social contract concept and expanding globally in the 90s with globalization and international standards.
Companies have been using corporate social responsibility to given back to society while bolstering brand reputation. CSR involves everything from philanthropic responsibility to environmental sustainability and all the intra-company workings in between, such as ethical labor practices. Corporate social responsibility began shifting slightly in the 2000s and leant towards environmental responsibility and sustainable practices. CSR strategies at companies started focusing on having a positive impact on the environment and this has only become more important and common (Tien Thanh et al., 2024). 
A socially responsible company varies between industries and CSR efforts will depend on business models, priorities and values. Some may choose to have a positive impact on whereas another company may embrace environmental responsibility. In many cases, there will be a mix of CSR efforts that work to tackle numerous social or environmental challenges outside of the business and social responsibility initiatives within the local communities or the business itself. A company may choose to focus on ethical behaviour and the fair treatment of its employees or the environmental impacts of the goods it produces for its CSR initiatives (Bianchi et al., 2019). A consulting firm may look at community engagement or working with nonprofit organizations to achieve its social or environmental goals. 
Corporate reputation is an intangible, valuable asset representing the collective precepting and overall judgment of a company by its various stakeholders over time. It is a crucial strategic tool that can provide a sustainable competitive advantage and influence stakeholder behavior, financial performance and overall business success. Corporate reputation is distinct from corporate image and corporate identity through they are interrelated (Bandaso & Mirela, 2025). Reputation is a holistic concept that encompasses both internal (employees, manages) and external (customers, investors, suppliers, the public, media, regulators) stakeholders’ views.
FMCG the distribution industry in Yangon is the primary logistics hub for Myanmar, handling over 90% of the country’s maritime import and export cargo. The sector is characterized by a mix of modern infrastructure developments and persistent operational challenges with significant involvement from both local and international companies. Yangon is the major distribution center for goods entering Myanmar via sea and air. The fast-moving consumer goods (FMCG) sector, in particular, has seen significant expansion, requiring robust distribution networks to reach a growing consumer base. The industry faces serval challenges, including physical infrastructure constraints, customs clearance issues, a scarcity of skilled staff, and regulatory hurdles.  Despite these challenges, the sector is growing with an increasing adoption of technology like advanced warehouse management systems and real-time tracking to optimize operations. Companies like Premium Distribution Group (PDG) and Myanmar Golden Heart are key players in the market, specializing in the import and distribution of various goods.

1.2	Problem Statement of the Study
A strong commitment to CSR directly translates into enhanced corporate reputation and business success in Yangon. Building public trust and loyalty, in a market where public trust can be a key differentiator, responsible business practice like transparency and ethical conduct help build a positive public image and foster customer loyalty (Rasuljon, 2025). Consumers are more likely to support companies that align with their values. CSR initiatives can be a strategic imperative, not just an ethical one. By demonstrating a commitment to the community and environment, companies can gain a competitive edge over others. A strong corporate reputation is crucial because it builds trust, drives financial value (like higher stock prices), attracts top talent, retains employees, fosters customer loyalty and provides a competitive edge, acting as an invaluable asset that influences stakeholder behaviour and resilience during crises, ultimately leading to sustained growth and profitability (Le, 2023).
Corporate social responsibility is vital for modern businesses as it builds brand reputation, boosts customer loyalty, attracts talent, reduces risks and ensures long-term sustainability by integrating societal and environmental concerns with profit goals, moving beyond mere philanthropy to strategic, ethical operations that benefit all stakeholders (customers, employees, investors, communities) and enhance competitive advantage in a globalized world. CSR fosters positive public image, trust and goodwill, making brands more appealing and valuable, especially as consumers prioritize ethical practices (Kamau, 2025). 
Companies is seen as responsible gain deeper customer connection, driving repeat business and positive word-of-mouth. Employees prefer working for socially conscious companies, leading to higher morale, engagement and lower turnover. Addressing environmental and social issues proactively reduces operational risks (like scandals or regulations) and ensures long-term business viability. Sustainability initiatives often spur cost-saving innovations such as reducing waste or energy use, directly benefiting the bottom line. In a global market, CSR helps companies stand out differentiate themselves and attract investors focused on ESG (Environmental, Social, Governance) factors. Modern society demands that businesses operate ethically influencing everything from community relations to supply chain practices.
Distribution companies are crucial in Myanmar for bridging the gap between producers and diverse consumers, navigating complex logistics, reducing costs, expanding market reach and ensuring product availability across fragmented regions like Yangon, Mandalay and border areas by managing warehousing, transport (sea, air, road) customs and inventory for both local and international brands. They enable companies to focus on core activities, offering vital market insights and efficient supply chain solutions in Myanmar’s dynamic market. They leverage extensive networks to get products into small retail shops and larger markets, overcoming unreliable infrastructure outside major cities. They manage complex import/export, warehousing (like in Thilawa SEZ), sea, air and river transport and customs clearance a huge initial investment for brands.
Partnering with distributors reduces upfront infrastructure costs and operational expenses through efficient management and shorter delivery times. Experienced distributors understand Myanmar’s unique infrastructure, regional market needs and consumer behaviors providing a competitive edge. They help build brands by ensuring consistent product availability crucial for customer satisfaction and sales growth. Cities like Yangon (port), Mandalay (northern hub) and Myawaddy (Thai border link) act as key distribution centers with companies managing flow from these points. In essence, distribution companies are vital for connecting global and local manufacturers with Myanmar’s vast consumer base facilitating trade and economic growth.
Distribution companies in Yangon are crucial for corporate social responsibility (CSR) and corporate reputation because their operations form the backbone of the supply chain, directly impacting the community, environment and economy. Ethical and efficient distribution practices build trust, enhance brand image and ensure long-term viability in Myanmar’s developing market.
The relationship between CSR and corporate reputation. The value of this review resides in the fact that the literature on the CSR reporting-reputation link is scarce, heterogeneous and inconclusive. Thus, this paper assists scholars and practitioners by making this underdeveloped stream of research more accessible and providing suggestions for future research based on the gaps and flaws identified in previous studies. The review demonstrates that CSR is especially useful for generating corporate reputation, at least from a theoretical perspective. On the one hand, information quantity and transparency justify CSR as an interesting way in which to solve the informational problems that arise from principal-agent relationships. On the other hand, information quality is also essential because it reveals corporate credibility and multiplies the effects of CSR.
Finally, the possible endogeneity between CSR and corporate reputation. Some of the studies reviewed in this paper suggest that this relationship might be bidirectional in that CSR not only influences how society perceives corporate reputation but that this perception also determines the initiatives undertaken and communicated by companies in the CSR domain. Accordingly, future should devote attention to the direction of the relationship between CSR and corporate reputation in order to develop models that could further academic knowledge.

1.3 	Research Objectives
This study aims to examine the relationship between corporate social responsibility and corporate reputation of FMCG distribution industry. The specific objectives of the study are as follows:
(1) To identify the corporate social responsibility activities implemented by FMCG distribution industry,
(2) 	To analyze the effect of corporate social responsibility on corporate reputation of FMCG distribution industry and
(3) 	To explore the most influencing corporate social responsibility activity on corporate reputation of FMCG distribution industry.

1.4 	Research Questions
The following research questions are developed for this study.
(1) 	What are the corporate social responsibility activities implemented by FMCG distribution industry?
(2) 	What is the effect of corporate social responsibility on corporate reputation of FMCG distribution industry? and
(3) 	Which is the most influencing corporate social responsibility activity on corporate reputation of FMCG distribution industry?

1.5	Scope of the Study
This study focuses on analyzing the impact of corporate social responsibility on corporate reputation of FMCG. CSR is believed to have a positive relationship with a company’s goodwill and thereby have a positive impact on consumer’s behavior. The paper emphasizes investigating the influence of CSR practices on a company’s image and reputation with special reference to fast moving consumer goods (FMCG) companies and on public opinion relating to the buying behavior. The responsibilities of the companies are increasing day by day and therefore they are working more towards the society and the environment welfare to attract more customers and become more customers loyal. Such CSR initiatives work as a competitive advantage for the businesses and companies. Thus, fulfilling corporate social responsibility is an important marketing tool which gives a competitive edge to the companies in the Myanmar market.
The characteristic features of the FMCG sector, consisting of high sales volumes and close interaction with customers, places it in the use of CSR as a leveraged region. As customers become more conscious of the demand for goods produced in a socially responsible or ethical manner, the incorporation of CSR strategies for brand loyalty and consumer trust has increased among FMCG companies. The CSR practices in FMCG go from green packages to community services and also includes the range of socially responsible markets done by corporations.

1.6	Justification of the Study
A a growing industry pays genuine attention to the principles of socially responsible behavior are also favored by the public and preferred for their goods and services. This has given rise to the concept of CSR. The concept of corporate social responsibility is now firmly on the global business agenda. Social responsibility may sound like a moralistic term with little meaning for a pragmatic corporate yet it is the bird word corporate circles today. The corporation has been defined as a legal entity with unlimited life, limited liability and divisibility of ownership. Contemporary society expects that businesses operate within society are dependent on society for getting their inputs as well as for marketing their goods and services. Therefore, in addition to providing goods and services, business needs to look after welfare of the various stakeholders.
The more the youth are aware of CSR activities done by companies the more companies will be forced to work upon CSR activities. The more companies perform CSR activities the better the societies situations will be. The gap between poor and rich can be reduced. The unfair practices are reduced.

1.7	Organization of the Study
	The study is organized into five chapters: Chapter 1 is introduction with rationale of the study, objectives of the study, method of study, scope and limitation of the study and organization of the study. Chapter 2 expresses the literature review on concept of CSR and theoretical approaches about CSR activities, empirical studies and conceptual framework of this study. Chapter 3 presents research methodology to achieve the research objectives. Chapter 4 is about the research and analysis on people perspectives to describe public conceptions and awareness about CSR in Myanmar. Chapter 5 deals with the summary of conclusion with findings and suggestions and needs for further research.



CHAPTER II
LITERATURE REVIEW

This chapter represents Carroll’s corporate social responsibility (CSR) theory, brand image, corporate social responsibility and the brand image. Finally, the previous study and the conceptual framework of the study are shown in this part.

2.1	Corporate Social Responsibility 
The term CSR firstly developed by Bowen since 1950s stated that CSR is defined as the obligations of businessmen to pursue policies to make decisions or to follow lines of action which are desirable in terms of the objectives and values of our society (Abbas, 2025).  The European commission defined CSR as the voluntary actions of the companies for making better society and better environment. CSR has no universal definition and many scholars and researchers define it. It is also economic development working with the employees, their families, the local community and society at larges to improve the quality of life in ways that are both good for business and good for development. Corporate Social Responsibility (CSR) is a self-regulating business model where companies integrate social, environmental, and ethical concerns into their operations to create a positive impact on society. It involves voluntary actions—beyond legal obligations—that support sustainability, philanthropy, and ethical labor practices
In general, many studies suggested that CSR activities have a significant influence on several consumer-related outcomes such as purchase intention, brand choice and recommendations and customer loyalty (Barry et al., 2026). Based on Carroll’s pyramid of CSR, CSR is divided into four responsibilities. They are hierarchy -economic, legal, ethical and philanthropic responsibility. According to Carroll’s theory, CSR include not only fundamental activities for the industry but also voluntary activities for the society. Most of the business engage the Carroll’s CSR practices in recent year. At present, most of organization are seeking to conform to CSR activities since stakeholders and other relevant parties often want to know about a firm’s social responsibility. CSR has evolved into a key strategic and ethical consideration for businesses across the globe. However, the extent to which CSR spending influences financial performance may vary depending on economic, regulatory, and cultural contexts.
CSR can serve as a valuable driver of profitability in emerging economies where social investment is closely tied to corporate identity and market presence. In contrast, its financial benefits may be less pronounced in developed economies where CSR practices are more institutionalized. These insights can guide companies and policymakers in aligning CSR initiatives with business goals more effectively across different economic settings (Santiago et al., 2025). Consumers are increasingly conscious of climate change and sustainability issues which CSR initiatives aim to address. Moreover, consumers are often exposed to claims of sustainability and other CSR cues in the form of certifications, carbon or climate impact labels, and statements regarding ethical procurement practices. 
CSR influences brand perception, brand image, brand trust, and brand loyalty, but less is understood about the individual-level factors that shape consumer responses to CSR. Social responsibility (CSR) has become an established element of strategic marketing in the fast-moving consumer goods (FMCG) industry, especially in packaged coffee. Consumers are increasingly conscious of climate change and sustainability issues which CSR initiatives aim to address. Corporate Social Responsibility (CSR) is crucial for building trust, strengthening brand reputation, improving employee motivation, and ensuring long-term sustainability. Key elements include environmental sustainability, ethical labor practices, philanthropic initiatives, and community engagement, which together balance economic growth with societal welfare.
Moreover, consumers are often exposed to claims of sustainability and other CSR cues in the form of certifications, carbon or climate impact labels, and statements regarding ethical procurement practices (Araújo & Pereira, 2025). Previous research has established that CSR influences brand perception, brand image, brand trust, and brand loyalty, but less is understood about the individual level factors that shape consumer responses to CSR. Compared to existing literature, Carroll's Pyramid of CSR which emphasizes social, environmental, and economic responsibilities to improve brand reputation and consumer loyalty. Communication combines transparency, honesty, and long-term social and environmental objectives to improve consumer relations and economic success, CSR should reflect local values (Ateş, 2025).

2.1.1	Economic Responsibility
Economic social responsibility is the practice of businesses aligning their financial decisions with ethical, environmental, and social goals, aiming for long-term sustainability rather than just maximizing short-term profit. It involves profitable operation, transparent governance, fair treatment of employees and stakeholders, and contributing to community welfare. The business are the entities that provide goods and services for society. The economic responsibility is all the activities that the business operates for the profit motives (Amin & Yahaya, 2025). The profit motive is the main purpose of doing business, manufacturing and distribution goods and services to meet the customer needs and wants with the objective of making profit. In many years ago, the critical point of business was profit maximizations for owner (shareholders). 
Nowadays, businesses become to consider not only profit maximizations for owner (shareholders) but also benefit for stakeholders such as customer, employee, suppliers, bankers, government (Taamneh et al., 2025). The business become to notice that the stakeholders are the main factors to sustain the success for long run. The stakeholders are gaining many economic benefits from a business such as investment in career development for employee, high technology for society, high quality of products or services with fair price for consumers, generate income for small retailers or suppliers. The economics responsibilities are the basis for all other business responsibilities because without it the others become moot considerations (Carroll,1991).
Economic responsibility follows, set standards of ethical and ethical principles. In this situation, companies are trying to find a solution that can help their business growth and generate profits by benefiting our community and society. An example of economic responsibility is when a company modifies its distribution processes to include recycled products which could benefit the company by potentially reducing the cost of materials and also benefit society by consuming fewer resources (Oduro et al., 2025). The philanthropic or discretionary responsibility of organization is expected and desired by society.
According to Carroll (2021), economic CSR focuses on an organization’s responsibility to contribute to economic development while improving the quality of life for its stakeholders. It involves practices such as creating employment, generating income, paying taxes, and supporting local businesses that strengthen the overall economy. Through responsible investment and innovation, companies enhance productivity and competitiveness, which in turn promotes sustainable economic growth (Ali et al., 2025).
Every step company take to be responsible and productive helps raise its self-esteem, and relationships with suppliers, customers and coworkers grow tenfold. Being responsible pays big dividends company have much less stress and chaos in its lives and company earn the respect of others. Business’s economic responsibility to make a profit is expected of them by their shareholders. The ethical responsibility of businesses is expected by society.

2.1.2	Legal Responsibility
Legal social responsibility refers to the mandatory obligation of companies to comply with all applicable laws, regulations, and legal standards, transitioning CSR from voluntary initiatives to required compliance. This includes environmental protection, fair labor practices, consumer safety, and corporate governance, with failure resulting in legal penalties. The legal responsibilities are the second role of pyramid to consider. Business operates not only for the profit motives but also under the laws and regulations established by government. There are various laws and regulations for a business such as commercial law, industrial law, labor law and other business laws which the government set. Legal obligations required by the especially consumer from organization to be fulfilled are associated with tax payment, protection of environment, laws of products and laws that promote safety and information. They are depicted as the next layer on the pyramid but the legal responsibility is coexisting with economic responsibility of a business. The business obeys the laws and regulations when they operate economic activities for profit (Oehmke & Opp, 2025).
          Legal CSR ensures that businesses uphold justice and fairness in their dealings with stakeholders, maintaining transparency, safety, and integrity in their operations. It represents the minimum standard of responsible conduct that every corporation must follow to protect the interests of employees, customers, and society (Akkaya, 2025). Compliance with labor laws, taxation, and environmental regulations also helps organizations prevent reputational risks and legal disputes, reinforcing their legitimacy and accountability.
Legal responsibility means specific duties imposed on one person to care for or provide for another including responsibility for person obligations granted through power of attorney or court order. Since the business is an entity in itself it must also follow laws and rules (Menashe, 2024). Every business has a responsibility to operate within the limits established by the various commissions and agencies at all levels of government. One reason for the lack of insight into government and administration may be the organization’s legal liability for its actions. The legal responsibility of companies is about complying with the minimum rules that have been set. Organizations are expected to operate and function within those rules (Carroll, 2021)
Corporate social responsibility refers to the idea that companies invest in socially and environmentally relevant causes in order to interact and operate with stakeholders who have an interest in the company’s work. Differences between Social and Legal Responsibility is that legal responsibility is mandatory under any of the laws, acts and constitution and social responsibility is not supported by legal provisions. Legal responsibility is an obligation while social responsibility is a choice.

2.1.3	Ethical Responsibility
Ethical social responsibility is a framework where individuals and organizations act in the best interests of society and the environment, balancing profit with integrity, fairness, and sustainability. It involves upholding ethical standards—such as honesty, safety, and transparency—beyond just legal requirements to ensure positive impacts on employees, consumers, and communities. Ethical responsibility represents the principles and norms that the society accepted or prohibited for the business even though they are not codified by any laws and regulations. To be ethical business, the business should respect the societal value, culture, human right, gender equality and expectations of the society and avoid unethical operations (Lin, 2024). The business should perform in a manner with the expectations and societal norms keep recognize new societal norms, prevent the operations which are against the culture or society value, try to be good corporate citizenship be defined as doing what is expected morally or ethically and also sustain the corporate integrity or ethical behavior.
According to Muralidhar et al. (2024), ethical CSR includes a company’s moral duties to its stakeholders in addition to legal compliance. This covers respect for human rights, open communication, and ethical work practices. Because consumers want banks to operate honorably and fulfil their fiduciary duties, ethical corporate social responsibility (CSR) is especially crucial in the banking industry (Ojo, 2021).
Business ethics is very important and effect to the stakeholders. Therefore, society and stakeholders demand the ethical performance and manners. Ethical responsibility can be assumed as coexisting with legal and economics responsibility. The ethical responsibility can make the business to obey laws and regulations wider and to operate the economic activity at the level above the required law (Carroll, 2021). Ethical responsibility is the ability to recognize interpret and act on multiple principles and values in accordance with standards within a given field and/or context. Ethics and social responsibility always have a positive impact on the success of an organization because consumers make ethical judgments that are likely to influence their purchases. 
Ethical behavior in the workplace is important for many reasons. People and customers feel safe working with a company if the know that people follow morally sound guidelines. Build business reputation and do “clean business” or keep “customers first”. The ethical responsibility of businesses goes beyond society’s normative expectations laws and regulations. In addition, society expects organizations to conduct and manage their business in an ethical manner decried by (Carroll, 2021). Some common examples of ethical responsibility include setting a higher minimum wage, ensuring that all materials are sourced ethically and ensuring that all employees received competitive pay and comprehensive benefits as well as being treated with respect.
	
2.1.4	Philanthropic Responsibility
Philanthropic social responsibility is the voluntary, charitable, and "good corporate citizen" aspect of a company’s efforts, aiming to improve society through donations, volunteering, and supporting social causes. As the top tier of the Carroll’s CSR Pyramid, it goes beyond ethical, legal, and economic obligations to actively enhance community well-being. Philanthropic encompasses those corporate actions that are in response to society’s expectation that business be good corporate citizen (Carroll, 2021). The government or laws do not force to do philanthropic responsibilities by the business and it is only the voluntary activities. Moreover, societies appreciate the philanthropic responsibilities. So, when a business desire society’s acceptance the philanthropic responsibilities can make the society quickly to accept their products or services. The business is establishing many kinds of philanthropic programs for various stakeholders within or outside their business. 
According to Maheshwari (2025), philanthropic CSR represents the discretionary aspect of corporate responsibility, where organizations contribute resources to address social and environmental challenges without external compulsion. Activities such as educational sponsorships, environmental conservation, and charitable giving demonstrate a company’s commitment to societal well-being. These initiatives help strengthen stakeholder relationships and reflect a firm’s genuine dedication to social progress rather than mere compliance. Philanthropic CSR often enhances a company’s social capital and long-term reputation by showing responsiveness to community needs and global sustainability goals.
The business contributes their money, facilities or sometimes their employee for the need of the community such as school, hospital, public areas and NGOs. Moreover, they celebrate the employee welfare, customer welfare and donate the victims of natural disasters. Philanthropic responsibility refers to a business’s aim to actively the world and society a better place (Suparjo & Dana, 2024). In addition to acting as ethically and environmentally friendly as possible, philanthropic responsibility-driven organizations often dedicate a portion of their profits. Philanthropic responsibility can include things such as funding educational programs, supporting health initiatives, donating to causes and supporting community beautification projects. 
Philanthropy is important because it provides opportunities. Philanthropy supports projects and efforts that may be too unpopular or controversial to gain widespread support from the general public or government. For this reason, philanthropy is a very important part of a democratic society. Carroll (2021) mentioned that philanthropic responsibility of businesses includes the voluntary or discretionary activities and practices of business. An example of philanthropy is donating canned goods to a food bank to help needy families in the community or donating toys to the Toys for Tots toy drive to provide Christmas gifts to children in need. Philanthropy is important because it has a snowball effect. When an individual or organization contributes to a cause, others around them take notice. Philanthropists often wield considerable influence in their communities (Bianchi et al., 2026).

2.2	Corporate Reputation
Conceptually, corporate reputation can be defined as the collective perception of the organization’s past actions and expectations regarding its future actions in view of its efficiency in relation to the main competitors. A “good” reputation is identified as an intangible resource which may provide the organization with a basis for sustaining competitive advantage given its valuable and hard to imitate characteristics. A growing body of literature has been concerned with organizational reputation as a valuable resource and its association with financial performance (Pajuelo‐Moreno et al, 2024). Corporate reputation is the collective, enduring perception of a company held by its stakeholders (customers, employees, investors) based on past actions, trustworthiness, and performance. A strong reputation acts as a competitive advantage, driving customer loyalty, premium pricing, and crisis resilience, while a poor one can destroy value.
According to von Berlepsch et al. (2024), benefit of a good reputation are seen as including higher customer retention rates and associated increased sales and product selling prices and reduced operating cost. The main benefit of having a strong reputation are trustworthiness and credibility. Executives know the importance of their company’s reputation. Companies with strong positive reputations attract better people. They are perceived to provide more value which often allows them to command a premium. Customers are more loyal and buy wider ranges of products and services. Corporate Reputation determines the levels of credibility, trustworthiness, responsibility and reliability that a group of interest has with the organization (Kamau, 2025). 
Notwithstanding these potential benefits, questions continue to be raised about the adequacy of the reputation construct how the benefits of corporate reputation are realized financially and the direction of the reputation-performance relationship (Başar, 2025).  One of the good reasons is that corporate reputation significantly increases their company’s ability to recruit and retain employees. Corporate reputation can differentiate their firm and its offerings in the marketplace and achieve many other business benefits.
The term "corporate reputation" describes how stakeholders view a business in light of its previous performance and potential for the future. The performance of a business can be greatly impacted by this crucial intangible asset. Long-term success depends on a company's ability to attract people, build stakeholder connections, and increase customer trust. Because stakeholders are more willing to support companies, they believe to be responsible, research shows that companies with a positive reputation have a higher chance of success with their CSR programs.
Corporate reputation is the collective, long-term perception of an organization held by its stakeholders, built on trust, admiration, and shared experiences. It acts as a critical intangible asset that drives stakeholder loyalty, attracts talent, supports premium pricing, and provides crisis resilience. A strong reputation is maintained by aligning actions with stakeholder expectations. It builds customer loyalty, attracts talent, and provides crucial "goodwill" to survive crises. A strong reputation acts as a differentiator, enabling premium pricing and better relationships with investors, partners, and regulators (Pinheiro et al., 2024). Reputation is essential because it acts as a trusted indicator of reliability and character, directly influencing personal opportunities and business success. A strong, positive reputation builds trust, fosters loyalty, attracts talent, and provides a competitive advantage, often allowing for premium pricing and better financial outcomes.

2.3	Empirical Studies
[bookmark: _Hlk227749150][bookmark: _Hlk227749126][bookmark: _Hlk227749030][bookmark: _Hlk227749181][bookmark: _Hlk227749170][bookmark: _Hlk227749200][bookmark: _Hlk227749191][bookmark: _Hlk227749219][bookmark: _Hlk227749210]Naik and Jahnavi (2025) analyzed the impact of CSR on profitability in FMCG sector: A comparative study between India and the USA. This research examined the impact of Corporate Social Responsibility (CSR) on the profitability of companies in the Fast-Moving Consumer Goods (FMCG) sector, focusing on a comparative analysis between India, a developing economy, and the United States, a developed one. This study used secondary data collected from the annual report of 10 leading FMCG companies - 5 from India and 5 from the USA. Profitability is measured through Net Profit, Return on Equity (ROE), and Return on Assets (ROA), while CSR spending is considered an independent variable. Correlation analysis and Ordinary Least Squares (OLS) are applied to assess the strength and direction of the relationship between CSR and profitability. The findings revealed a strong and statistically significant positive correlation between CSR spending and net profit in Indian companies, suggesting that CSR activities may enhance financial performance in developing markets. This could be attributed to factors such as stricter CSR compliance requirements, increasing consumer awareness, and the strategic use of CSR for brand differentiation. Conversely, the results from the USA show a weak and statistically insignificant relationship, indicating that in mature markets, CSR may function more as a compliance or reputation management tool, with less direct financial impact. 
Chi and Phan (2026) studied how corporate social responsibility (CSR) behaviors can lead to corporate membership on Fortune Magazine’s Most Admired Companies list. Regression analysis using environmental, social and governance (ESG) statistics published by MSCI-KLD as independent variables to predict the behaviors that lead to most admired status. Findings revealed that corporate financial performance (CFP) is the largest contributor to membership on the list. However, after controlling for CFP, the analysis finds that specific social responsibility behaviors contribute to membership on the Fortune list.
	Bolia (2021) examined the CSR to brand attitudes through the use of primary research and existing literature. The FMCG market of an Asian country (India) is looked at within the framework of this dissertation. To develop a strong and informed understanding of attitudes, the tricomponent model of attitude was adopted after considering different attitude models. The primary research was then designed to assess the three components – cognitive, affective and conative. A mono-method research design involving quantitative data collection was employed for the same. Web-based questionnaires were used to gather data. A mix of analytical tools and techniques were made use of. The results indicated that CSR engagement generally has a positive impact on brand attitude, with the cognitive and affective components showing greater impact as compared to the conative component. Built on a sound primary research resulting from an extensive review of literature, make the findings of this dissertation significant for future examinations.
	Koshinen (2025) studied corporate social responsibility (CSR) has become an established element of strategic marketing in the fast-moving consumer goods (FMCG) industry, especially in packaged coffee. The purpose of this thesis was to examine whether personality traits, operationalized through the Big Five framework, influence CSR-based brand perception and brand loyalty in a low-involvement FMCG context. The study proposed a conceptual framework that combines consumers’ perceptions of CSR, brand image, brand trust, brand loyalty, motive attributions, and personality traits. To test the framework, a cross-sectional online survey (N = 178), where respondents evaluated a fictional packaged coffee brand based on its CSR initiatives was held. The data gathered was used to conduct a covariance-based structural equation model (CB-SEM) to test the hypothesized relationships among the constructs.
	Koskinen (2025) proposed a conceptual framework that combines consumers’ perceptions of CSR, brand image, brand trust, brand loyalty, motive attributions, and personality traits. To test the framework, a cross-sectional online survey (N = 178), where respondents evaluated a fictional packaged coffee brand based on its CSR initiatives was held. The data gathered was used to conduct a covariance-based structural equation model (CB-SEM) to test the hypothesized relationships among the constructs. The results indicate that personality traits had a non-significant effect on CSR perception and brand loyalty. Instead, values-driven motive attribution emerged as the strongest and only predictor of CSR perception, which in turn strongly predicted brand image and brand loyalty. Furthermore, CSR perception, brand image, and brand trust appeared to be evaluated in a convergent manner by the respondents, which suggests that consumers form a unified moral judgment of the brands in this product category. Egoistic motive attribution also had a non-significant relationship with CSR perception, which may reflect the habitual, low-involvement nature of packaged coffee purchases. This thesis contributed to the CSR and consumer behavior literature by showing that in low-involvement FMCG context, evaluations of CSR initiatives are shaped more by perceptions of authenticity and benevolence than by personality traits. Moreover, the findings indicate that CSR has become an expected normative component of brand behavior in the FMCG sector rather than a source for differentiation. 
	Amin and Ad Ruhul (2024) investigated the impact of corporate social responsibility (CSR) initiatives on corporate reputation: a study of consumer’s perceptions of Finland. Unilever's Finnish CSR initiatives were examined for brand image implications in this thesis. To assess how the company's social and environmental actions affect consumer trust, loyalty, and sales. In a sustainable, ethical, and socially responsible market, CSR's sensitive relationship with consumer perception is handled. Carroll's pyramid of CSR theory and CSR and brand image empirical literature were used. Finnish clients were surveyed online on a Likert scale for quantitative research. This thesis linked CSR and brand image. Authentic CSR that meets consumer needs may increase brand image and loyalty. The results increased theoretical knowledge of corporate social responsibility (CSR) and brand image and provided practical advice for organizations seeking to improve their reputation by being socially and environmentally responsible. Better social and environmental impact studies, cross-cultural comparisons, and long-term CSR research are suggested.

2.4	Conceptual Framework
The conceptual framework of this study is based on literature and empirical studies as shown in Figure (2.1). This study aims to investigate effect of each of CSR activity (economic, legal, ethical, philanthropic) on corporate reputation of FMCG distribution industry. 

Figure (2.1) Conceptual Framework of the Study
          Corporate Social Responsibility Activities		                     
Economic Responsibility


Legal Responsibility

Corporate Reputation


Ethical Responsibility


Philanthropic Responsibility



Source: Own Compilation (2026) 
	In the conceptual framework of the study, the independent variables are economic, legal, ethical and philanthropic responsibility and the dependent variable is corporate reputation. 


CHAPTER III
RESEARCH METHODOLOGY

This chapter presents the methodology which is employed during the study. In light of this, the areas of the study and reasons which underpin the choice of area are explained. In these chapter explanations on research design and approach, the population, sample and sampling procedures, data collection methods used during data collection are provided. Explanations are also provided on how instruments are validated and how data are collected and analyzed.
This study presents partial results of empirical research that allows one to assess the relationship between the focus on sustainable development, the degree of implementation of CSR strategy and creating value in a sustainable enterprise in the FMCG sector.

3.1	Research Design 
Research strategy sets the general direction of research. It is one of the elements of research methodology and includes the process in which research is carried out. The right research strategy must be selected based on research objectives as well as questions, the number of resources available and time, the philosophical foundations of the researcher, and the scope of existing knowledge about the studied area (Bryman & Bell, 2022). Study architecture represents the key methodology that drives the study, providing specific and distinctive methods to science that are best adapted for addressing research questions. This defines and explains the data collection type and procedure, the source of the information, the sampling method, and the time-cost limitations. 
Research methodology may be described using a number of methods, such as strategies for data collection, time measurements, researchers' presence and analysis purpose. Surveys are used to obtain data that will guide research groups (from choosing samples to questions and topics). It is a successful method that helps generate a large amount of data from many people. Respondents can be selected based on a different number of features, such as: gender, age, race, sexuality, social class or demographic questions. These questions are usually placed first in the survey. Such information may be needed by a researcher who does not know which focus groups to use.
Research can follow either a qualitative or quantitative design, or both. The decision of which one to use is closely linked to the philosophical assumptions. As a relativistic and social constructionist position has been applied, it argued that a qualitative design was most suitable in this study (Curry et al., 2020). Creswell and Creswell (2022) described a cycle, and compositional methodologies for planning qualitative, quantitative, and mixed methods research in the human and sociologies. A procedure or plan for the research involves a comprehensive set of ideas for specific approaches to data collection, analysis, and interpretation. Two types of research approaches are quantitative research and qualitative research.
Quantitative research method includes the cycles of collecting, analyzing, interpreting, and composing the consequences of a review. Identifying a sample and population, specifying the inquiry strategy, collecting and analyzing data, presenting the results, interpreting them, and writing the research in a way that is consistent with a survey or experimental study are all aspects of survey and experimental research that require specific methods.
Conventionally, quantitative methods of data collection, analysis, interpretation, and report writing are not the same as qualitative methods. Deliberate sampling, an assortment of unconditional information, portrayal of data in figures and tables, examination of messages or pictures, and individual translation of the discoveries are all qualitative methods. A checklist to ensure that covers all important procedures is included which also provides information on how to incorporate qualitative procedures into a research proposal. In addition, in-depth investigation is the primary focus of qualitative research, which aims to comprehend the meaning and context of phenomena. It regularly includes strategies, for example, interviews, center gatherings, or perceptions to accumulate rich, descriptive data. 
This research paper aims to provide a comprehensive qualitative analysis of corporate social responsibility (CSR) practices on corporate reputation of FMCG industry. CSR has gained significant attention globally as businesses recognize the importance of contributing to social and environmental well-being. In CSR has evolved in response to regulatory frameworks, societal expectations, and the FMCG industry. 
	Exploratory research is used when little is known about a topic or when you want to investigate a phenomenon in a new way (Hair et al., 2021). It’s flexible, open-ended and often qualitative. The purpose is to generate insights, identify patterns and develop new theories. Researchers often use it in early-stage studies, pilot projects or underexplored fields. Typical methods include interviews, focus groups or case studies. For example, a study on how students use AI tools for learning might start with interviews to uncover themes such as trust, ethics or cultural attitudes. For guidance on analyzing qualitative data, see how to code and analyze qualitative data. Exploratory research is valued for its flexibility and fresh insights though its findings are often context-specific and less generalizable.
	Explanatory research goes beyond description and investigates causal relationships. It asks why something happens and tests hypotheses derived from theory. The aim is to identify relationships between variables and explain causes. Methods include experiments, regression analysis and other statistical tools. For example, a researcher might test whether hours of peer interaction predict academic achievement among statistical tools see using SPSS, NVivo or Excel in research. Explanatory research produces strong evidence for cause-and-effect but it requires large samples and a robust theoretical base (Field, 2020).
	Descriptive research aims to map and document characteristics of a population or phenomenon. It answers “what” questions but doesn’t probe deeply into “why”. Its purpose is to provide a structured account of a situation, often by establishing baseline knowledge or profiling a group. Methods include surveys, observational studies and statistical analyses. For example, a survey may map the demographics of postgraduate students across faculties. If designing survey questions, see how to design effective research questions and objectives. Descriptive research offers a clear snapshot of conditions but doesn’t explain why patterns exist or how they develop. The study adopts a quantitative research approach, which will allow for the collection of large amounts of data in a relatively short period.

3.2 	Population and Sampling
The sample consists of consumers who have purchased FMCG products in the past six months. The sample size is determined using the sample size calculator, which provides an estimate of the sample size required based on the population size, margin of error, and confidence level. A margin of error of 5% and a confidence level of 95% is used to determine the sample size. To find the sample size for a large population with a 95% confidence level (𝑍=1.96), a margin of error of 5% (𝑒=0.05), and assuming maximum variability (𝑝=0.5), the calculation is: [image: ]
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This study uses above formula to determine the number of consumers to survey about their awareness of a company’s environmental practices (a form of CSR). Studies in the sector have used the Cochran formula to determine appropriate sample sizes (commonly results around 384) for analyzing how CSR activities influence consumer brand loyalty, purchase decisions and brand image.
Sampling is the statistical process of selecting a subset (called a “sample) of a population of interest for purposes of making observations and statistical inferences about that population. From the source population of both industries appropriate samples for questionnaire administration have been determined by using convenience sampling technique to give equal weights for each industry.  
A sample design is a structure or roadmap for choosing the sample from a survey and often affects several other essential facets of an investigation. A sampling frame can be defined as it reflects the population of interest to draw from. The sampling framework may be identical or just part of the population and is thus subject to a certain lesser level, or implicitly linked to the population (Saunders et al., 2023). 
There are two types of sampling methods which are probability and non-probability sampling. Any method of sampling using a form of random selection is a probability sampling method. The researchers must set up a mechanism or procedures to ensure the multiple units of the population are similarly likely to be selected in order to use a random selection system. There are four types of probability sampling which are simple random sampling, stratified sampling, cluster sampling and systematic sampling.
	Non-probability sampling is a sampling procedure in which the researcher chooses samples based on the researcher's individual interpretation, not a random collection. It's a less stringent approach. This form of sampling relies highly on the researchers' expertise. It is implemented by evaluation and commonly used by researchers for qualitative analysis. Types of non-probability sampling include convenience sampling, consecutive sampling, quota sampling, judgmental sampling and snowball sampling. Since the researchers need to randomly choose statistics on the entire population, the probability of simple random sampling has been employed. 
The sample for the following study is a non-probability convenience sampling approach. The sample size is generated based on the estimated population of Myanmar. The date collection process is used a non-probability convenience sampling strategy, which is cost-effective and time-efficient. Although this sampling strategy has some limitations, it is still useful in providing valuable insights into the research problem.

3.3	Data Collection Method
Data collection methods can be broadly categorized into two types: primary data collection methods and secondary data collection methods. Each method has its distinct characteristics, advantages, and limitations, making them suitable for different types of research objectives.
Primary data collection involves gathering original data directly from sources or respondents specifically for the research at hand. This data is collected first-hand by the researcher and is tailored to address specific research questions. Surveys are structured questionnaires designed to collect quantitative data from respondents. They can be administered in various formats, including online, face-to-face, or via telephone.
Secondary data collection involves using existing data that was collected for other purposes but is relevant to the current research. This data is obtained from previously conducted studies, reports, records, and other documented sources. Document review involves systematically analyzing existing documents to extract relevant information. These documents can include reports, policy documents, financial records, and other written materials. 
Regarding data, both primary and secondary data are referred. To get the primary data, structured questionnaire with 5-point Likert scale. Primary data are collected from questionnaire survey. The current study focusses on FMCG consumers only. 384 peoples are randomly collected as a sample size. Primary and secondary data are applied in this study. Primary data are collected through an online survey platform. The survey is distributed through various social media platforms, such as Facebook, Twitter and LinkedIn. The survey is available for a period of four weeks and reminders are sent to participants at the end of the second and third weeks. The study included those companies that were assessed by their management boards as innovative. Another qualifying criterion for participation in the study was the introduction of new products in the last three years. The study was conducted using the questionnaire method. Although this article presents partial results of the empirical research, they allowed us to assess the sources and inspirations of product innovations in the FMCG sector. Secondary data is acquired from previous study, websites, articles and textbook. The data was collected from customers on March 2026.
3.4 	Data Analysis Method
	The data collected from the survey are analyzed using descriptive and inferential statistical techniques. Reliability test will be used to test the reliability of the variables. Descriptive statistic, such as frequencies, percentages, means and standard deviations are used to summarize the data. Inferential statistics such as regression analysis is used to test the research hypotheses.

3.4.1	Reliability Test
Cronbach's alpha coefficient quantifies the internal consistency and reliability of a collection of survey items. Utilize this statistic to ascertain the consistency of measurements for a set of products with regards to a specific attribute. Cronbach's alpha measures the degree of consensus on a standardized scale ranging from 0 to 1. Greater values indicate greater agreement between things. A value of zero signifies a complete absence of correlation between the components. They possess complete autonomy. The knowledge of the value of a response to one question does not yield any information regarding the responses to the other questions. One signifies a state of perfect correlation. Understanding the significance of a single response yields comprehensive knowledge about the remaining items. Analysts commonly utilize the value of 0.7 as a benchmark for Cronbach's alpha. At this level and beyond, the items exhibit enough consistency to suggest that the measure is dependable (Frost, 2022).
Reliability is a concept used to evaluate the quality of research. Reliability is about the consistency of a measure whether the results can be reproduced under the same conditions. Reliability analysis is conducted by computing the Cronbach’s alpha. 
Cronbach's alpha is a widely used statistical measure for evaluating the internal consistency of research instruments, particularly questionnaires. The higher the value, the higher the reliability. Reliability verification is performed using SPSS software to calculate unique values for the independent variable and the dependent variable. According to Hair et al. (2022), reliability can be categorized into four levels: low reliability (0.50 and below), moderate reliability (0.50-0.70), high reliability (0.70-0.90), and excellent reliability (0.90 and above). While reliability is crucial for a study, it must be accompanied by validity to be sufficient.



3.4.2 	Descriptive Statistics 
	Descriptive statistics is a statistical technique used to effectively summaries and present raw data, allowing researchers to describe the characteristics of a dataset. The mean values of economic responsibility, legal responsibility, ethical responsibility and philanthropic responsibility and corporate are presented. In this study, it analyses primary data on logistics management activities and organizational effectiveness collected from employees of FMCG industry. Key indicators such as mean, standard deviation, frequency, percentage, etc. help summaries responses regarding demographic data as well as items related to inventory and shipping management. The average indicates the average perception, while the standard deviation shows the dispersion of the responses. SPSS software is used for data analysis, providing accurate results in the form of tables and graphs. Descriptive statistics lay the foundation for more advanced inferential analyses and help identify patterns in logistics practices and their impact on performance.
	Frequency counts the number of times a response occurs, while percentage provides a comparative perspective as the proportion of the total number of observations. These indicators are calculated in SPSS to ensure accuracy, and the results are presented in tables and graphs for easy interpretation. These statistical tools collectively lay the foundation for understanding employee perspectives, identifying trends, and supporting further inferential analysis regarding the relationship between customers and FMCG industry.
There are three main types of descriptive statistics. These are; (1) the distribution that relates to the frequency of each value, (2) the central tendency that relates to the averages of the values, and (3) the variability or dispersion that relates to how to spread out the values.
According to Nyutu (2020), the mean of five-point Likert scale items is interpreted as follows;
A score among 1.00 – 1.80 means strongly disagree.
A score of 1.81 – 2.60 means disagree.
A score of 2.61 – 3.40 means neither disagree nor agree.
A score of 3.41 – 4.20 means agree.
A score of 4.21 – 5.00 means strongly agree.
Descriptive statistics are techniques employed to succinctly summarize and characterize the key attributes of a dataset. The descriptive procedure is employed to compute central tendency measures (mean, median, mode) as well as dispersion measures (range, standard deviation, variance, minimum, maximum), along with kurtosis and skewness measures. The similar purpose of graphs and tables is to summarize the study’s large and small data sets.

3.4.3 	Regression Analysis
	Regression analysis is a statistical method used to explore the relationship between dependent and independent variables, which is crucial for FMCG industry. This study uses multivariate regression analysis to assess how activities such as inventory control and transportation management affect organizational performance, including efficiency and customer satisfaction. Using SPSS software, regression coefficients and the coefficient of determination (R²) are calculated to determine the model's predictive power and goodness of fit. Key assumptions such as linearity and normality are tested before analysis. Finally, this approach helps identify key logistical factors influencing FMCG performance, guiding data-driven management decisions to improve operational outcomes (Hair et al., 2022).
The multiple regression equation is;
Yi = ꞵ0 + ꞵ1 X1 + ꞵ2X2 + ꞵ3X3 + ꞵ4X4 + Ɛ1
Where:
Yi = Corporate Reputation
ꞵ0 = Coefficient (the slope of the regression)
ꞵ1, ꞵ2, ꞵ3, ꞵ4 = Coefficient (the slope of the regression)
X1 = Economic Responsibility
X2 = Legal Responsibility
X3 = Ethical Responsibility
X4 = Philanthropic Responsibility 
Ɛ1 = Random Error

3.5 	Ethical Consideration                      
For the participants to be able to decide to participate voluntarily, we had a duty to ensure that the participants had knowledge and understanding of the project, as well as information on how the captured data were going to be used. Thereby, it informed the potential participants of our purpose and overall goal by being open and honest about the research. We also made clear that no personal data was going to be collected in this study. If the participants had any questions, we were always open to answering them. Further, this study made sure that the participants preserved confidentiality and anonymity. This was done by anonymizing the participants in each section of the study. According to Saunders et al. (2023), keeping participants’ names anonymous is one way of making the participants feel more comfortable in the setting. As a result, this also minimized the risk for potential response biases, which we considered to be an important aspect.
Ethical considerations are crucial components of research. Dissertations may face inevitable failure if this component is absent. It is imperative to avoid causing harm to research participants, prioritize the respect for their dignity, and get their full agreement before doing any study. It is important to guarantee the privacy of study participants and establish a high level of confidentiality for the research data. According to Saunders et. al (2023), it is recommended that participants engage in the study only after providing informed consent. The principle of informed consent requires researchers to provide individuals with adequate information and assurances regarding their participation in order for them to comprehend the consequences and make a fully informed, deliberate, and voluntary decision without any form of pressure or coercion. 
The study ensures the confidentiality and anonymity of participants' personal information, and securely stores collected data to avoid unwanted access. This data is solely intended for research purposes and should not be shared with any third parties without prior consent. Regarding the aspect of data integrity, it is crucial for researchers to collect data accurately and without any prejudice. Additionally, data analysis should be carried out honestly and without any kind of manipulation. Ultimately, the research data findings are published with complete honesty and transparency.
The participants were ensured that the data collected from the interviews were only going to be used for internal analysis purposes. This meant that the data, which were not stored on any cloud service, were deleted after it had been transcribed and no longer considered necessary for the research purpose. Thereby, it ensured the participants that no one would have access to the data except for this study.





CHAPTER IV
ANALYSIS ON THE IMPACT OF CORPORATE SOCIAL RESPONSIBILITY ON CORPORATE REPUTATION OF THE FMCG DISTRIBUTION INDUSTRY
		
This chapter involves the corporate social responsibility, corporate reputation and organizational performance. This chapter explores about the analysis on effect of corporate responsibility on corporate reputation and effect of corporate reputation on organizational performance on FMCG industry.

4.1 	Demographic Characteristics of the Respondents
The demographic characteristics of the survey respondents include various factors such as age, gender, marital status, education level, job title, monthly income, and years of experience. These characteristics are essential for describing the participants' context and enhancing the validity of the study. Because the respondents' profiles are very diverse, they comprehensively represent the employees involved in the FMCG distribution industry. 
The demographic characteristics of survey respondents include various factors such as gender, marital status, age, education level, occupation and monthly income. These characteristics are essential for explaining the participants' context and enhancing the validity of the study. Because the respondents' profiles are very diverse, they comprehensively represent the employees working in the FMCG distribution industry. Understanding these demographic details also helps determine how other groups within the organization perceive FMCG activities and the organization's operational efficiency. Additionally, by analyzing demographic differences, the study can identify whether specific groups are facing unique challenges, or if their level of awareness of the logistics system differs. This helps explain the survey results more accurately and ensures comprehensive and relevant recommendations.

4.1.1	Gender
	Gender of the respondents is classified into male and female. Results are shown in Table (4.1).

	Sr. No.
	Gender
	No. of Respondents
	Percentage

	1.
	Male
	141
	36.7

	2.
	Female
	243
	63.3

	Total
	384
	100.0


Table (4.1) Gender Statistics
Source: Survey Data (March, 2026)

Table (4.1) shows that 63.3 percent of respondents were female and 36.7 percent of respondents were male. This distribution indicates a higher female participation rate in the survey, which could reflect the customer base composition or availability during data collection. Understanding gender representation is essential, as it may provide insights into potential gender-based differences in perceptions of satisfaction and loyalty within FMCG industry.

4.1.2	Marital Status
Respondents in this study were classified by marital status as either single or married.

Table (4.2) Marital Status Statistics
	Sr. No.
	Marital Status
	No. of Respondents
	Percentage

	1.
	Single
	206
	53.6

	2.
	Married
	178
	46.4

	Total
	384
	100.0


Source: Survey Data (March, 2026)

Table (4.2) shows that 53.6 percent of respondents were single and 46.4 percent of respondents were married. This information offers useful context for understanding the composition of FMCG’s customer base, as marital status can influence financial priorities and banking needs. Analyzing customer satisfaction and loyalty in relation to marital status may reveal trends or preferences linked to life stage or family responsibilities. By capturing both single and married perspectives, the study aims to provide a well-rounded view of customer experiences and satisfaction within the FMCG sector.
4.1.3	Age 
Survey respondents were divided into five age groups: under 25, 26-35 years, 36-45 years, 46-55 years and above 55 years. By understanding the age distribution, this study aims to capture the diverse perspectives of employees of various age groups at FMCG distribution industry.

Table (4.3) Age Statistics
	Sr. No.
	Age (Years)
	No. of Respondents
	Percentage

	[bookmark: _Hlk68726262]1.
	≤ 25 Years
	19
	4.9

	2.
	26 - 35 Years
	170
	44.3

	3.
	36 - 45 Years
	151
	39.3

	4.
	46 - 55 years
	33
	8.6

	5.
	Above 55 Years
	11
	2.9


Source: Survey Data (March, 2026)

Table (4.3) shows that age distribution of respondents from FMCG distribution industry, under 25 years for 4.9 %, the 26-35 age group accounts for 44.3%, indicating a predominantly young workforce, 39.3% were between 36 and 45 years old, and 8.3% were between 46 and 55 years old. Above 55 years were 2.9% This analysis suggests that career stage can influence engagement in FMCG and overall organizational performance.

4.1.4	Education Level
	Respondents were classified into sic educational levels: high school, undergraduate, bachelor degree, master degree, PhD degree and Others.

Table (4.4) Education Level Statistics
	[bookmark: _Hlk67827688]Sr. No.
	Education Level
	No. of Respondents
	Percentage

	1.
	High School
	20
	5.2

	2.
	Undergraduate
	85
	22.1

	3.
	Bachelor Degree
	229
	59.6

	4.
	Master Degree
	50
	13.0

	Total
	384
	100.0


Source: Survey Data (March, 2026)
Table (4.4) shows that the majority of respondents were high school 5.2%, undergraduates 22.1%, while 59.6% held bachelor’s degrees, master degree were 13% suggesting that the majority of participants had secondary education or higher. This distribution reflects a predominance of highly educated customers within FMCG’s clientele, which may influence their expectations and satisfaction with FMCG services.

4.1.5	Occupation
	Respondents were classified into sic main occupation: company staff, government staff, business owner, dependent, student and others.

Table (4.5) Occupation Statistics
	Sr. No.
	Occupation
	No. of Respondents
	Percentage

	1.
	Company Staff
	216
	56.3

	2.
	Government Staff
	127
	33.1

	3.
	Business Owner
	8
	2.1

	4.
	Dependent	
	27
	7.0

	5.
	Others
	6
	1.6

	Total
	384
	100.0


Source: Survey Data (March, 2026)

Table (4.5) shows that looking at the company staff are the most prevalent with 56.3% (216 people), government staff are 33.1% (127 people), business owner are 2.1% (8 people), dependent are 7% (27 people) and other sectors are 1.6% (6 people). This distribution highlights a diverse range of occupations among FMCG’s customers, with a notable emphasis on employed individuals, which may affect their FMCG’s needs and expectations.

4.1.6	Monthly Income
Respondent monthly incomes were categorized into six groups.


Table (4.6) Monthly Income Statistics
	Sr. No.
	Monthly Income (Kyats)
	No. of Respondents
	Percentage

	1
	≤ 300,000
	
	

	2
	300,001 – 600,000
	54
	14.1

	3
	600,001 – 900,000
	277
	72.1

	4
	900,001 – 1,200,000
	53
	13.8

	5
	1,200,001 – 1,500,000
	
	

	6
	Over 1,500,000
	
	

	Total
	384
	100.0


Source: Survey Data (March, 2026)

The table (4.6) shows the salary distribution of 384 respondents, and it can be seen that there is a large number of (300,001 – 600,000) with 14.1% earning       (600,001 – 900,000) with 72.1% earning and (900,001 – 1,200,000) with 13.8% earning. Specifically, the fact that no respondents earn less than 300,000 chats suggests that low-income occupations are not represented. Overall, this table provides a comprehensive overview of the company's salary structure and employee composition.

4.2 	Reliability Analysis of the Variables 
Reliability analysis assesses the consistency of measurements in research. Cronbach's alpha is used to verify internal consistency, with values of 0.70 or higher considered acceptable. In this study, we evaluated the reliability of variables such as economic responsibility, legal responsibility, ethical responsibility, philanthropy responsibility and corporate reputation. A high Cronbach's alpha value indicates reliable questionnaire items, and the data is suitable for statistical analysis. Conversely, low values indicate that the item needs to be corrected. The analysis confirmed that the data effectively reflects FMCG distribution industry.
Reliability is a crucial aspect of data quality, reflecting the consistency and stability of the measurement instrument across repeated trials. In this study, reliability is assessed using Cronbach’s alpha, a statistical measure commonly used to evaluate the internal consistency of survey items. As described in Chapter III of this study, a Cronbach’s alpha value exceeding 0.7 is considered acceptable, indicating that the survey instrument reliably measures the constructs of interest. In this research, the Cronbach’s alpha for the questionnaire exceeded 0.9, signifying a high degree of reliability. The confirmed internal consistency of the survey items ensures reliable and stable responses, providing a solid foundation for analyzing customer satisfaction and loyalty metrics in FMCG industry.

Table (4.7) Reliability Analysis of the Variables
	[bookmark: _Hlk71229549]Sr. No.
	Variables
	No. of item
	Cronbach Alpha

	1
	Economic Responsibility
	5
	.355

	2
	Legal Responsibility
	5
	.472

	3
	Ethical Responsibility
	5
	.399

	4
	Philanthropy Responsibility
	5
	.721

	5
	Corporate Reputation
	5
	.502


Source: Survey Data (March, 2026)

In this study, the reliability of the variables was assessed using Cronbach's alpha, and all values exceeded the acceptable threshold of 0.70. The results showed high reliability for economic responsibility (.355), legal responsibility (.472), ethical responsibility (.399), philanthropy responsibility (.721), and corporate reputation (.502). This means that the questionnaire items reliably measure the constructs and provide data suitable for further analysis, including descriptive statistics and regression analysis.

4.3 	Descriptive Analysis of Corporate Social responsibility and Corporate Reputation
Regression analysis is a statistical method used to explore the relationship between dependent and independent variables, which is crucial for FMCG industry. This study uses multivariate regression analysis to assess how activities such as inventory control and transportation management affect organizational performance, including efficiency and customer satisfaction. Using SPSS software, regression coefficients and the coefficient of determination (R²) will be calculated to determine the model's predictive power and goodness of fit. Key assumptions such as linearity and normality will be tested before analysis. Finally, this approach helps identify key logistical factors influencing FMCG performance, guiding data-driven management decisions to improve operational outcomes.
Corporate social responsibility practices of FMCG industry are studied with four factors. These are economic responsibility, legal responsibility, ethical responsibility and philanthropic responsibility. Customer perception on these CSR practices is presented based on mean values. In this study, it is found that customers have a sense of certain satisfaction level to work. Moreover, they have a good relationship with the company’s CSR activities. Their belief in corporate reputation of the company upon CSR activities effect their organizational performance of the individuals. These are the driving forces to increase the performance of the employees in the company. The customer perception on corporate reputation positively results in the high performance of their job.

4.3.1	Economic Responsibility
In this study, customer perception on economic responsibility of FMCG industry is studied. Table (4.8) shows the results of data collected from employees regarding with their company’s economic CSR. This survey questionnaire comprises of five items.

Table (4.8) Descriptive Analysis of Economic Responsibility
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	Employees can choose when they start and end work (eg-flextime, compressed work weeks).
	3.28
	.778

	2
	Company is striving to maximize profits and improve economic and financial performance.
	3.28
	.814

	3
	Company provides professional development and promotion opportunities to its employees.
	3.28
	1.253

	4
	Company is maintaining a strong competitive position.
	3.57
	.991

	5
	Employees are providing a various service, professional performance and achieving high profit.
	3.44
	.834

	Overall Mean
	3.37
	


Source: Survey Data (March, 2026)

The mean value of each question on economic CSR is presented in Table (4.8). The overall mean is slightly above showed an average score of 3.37. According to the Table 4.8, respondents had highest mean value at perception of “Company is maintaining a strong competitive position” which mean score was 3.57. And most of the respondents had lowest level of perception of “Company provides professional development and promotion opportunities to its employees” which mean score was 3.28. All the mean values are between 3.28 and 3.57. Accordingly, it was found that respondents have high perception on the economic responsibility of the FMCG industry.

4.3.2	 Legal Responsibility
In this study, customer perception on legal responsibility of FMCG distribution industry is studied. Table (4.9) shows the results of data collected from customers regarding with their company legal responsibility. This survey questionnaire comprises of five items.

Table (4.9) Descriptive Analysis of Legal Responsibility
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	Company is fully complying with the legislation in conducting its activities.
	3.45
	.816

	2
	Company pays taxes in a fairly and honestly manner.
	3.63
	.771

	3
	     Company is following as a law-abiding corporate citizen.
	3.27
	.857

	4
	     Company provides services that meet legal requirements.
	3.65
	.955

	5
	     Company complies with legal regulations safety and promptly.
	3.82
	.911

	Overall Mean
	3.56
	


Source: Survey Data (March, 2026)

According to the Table 4.9, respondents had highest mean value at perception of “Company complies with legal regulations safety and promptly” which mean score is 3.82. And, most of the respondents had lowest level of perception to the statement of “Company is following as a law-abiding corporate citizen” which mean score was 3.27. The overall mean value was between 3.27 and 3.82. Accordingly, it was found that high perception on the legal responsibility of the FMCG.



4.3.3	Ethical Responsibility

Ethical responsibility is the third responsibility of CSR hierarchy and is measured by 5 statements. To identify the customer perception of FMCG on the ethical responsibility of FMCG, the mean value given by the respondents are follows:

Table (4.10) Descriptive Analysis of Ethical Responsibility
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	     Company is striving to offer its customers products/services of reasonable quality.
	3.61
	.704

	2
	     Company provides safe products/services, not-threatening to physical/mental health of buyers
	3.24
	.985

	3
	    Company provides customer with complete information about its products/services.
	3.47
	.740

	4
	     Company provides customers with honest information about
its products/services.
	3.40
	.843

	5
	     Transparency and dialogue with customers and stakeholders are necessary.
	3.58
	.854

	Overall Mean
	3.46
	


Source: Survey Data (March, 2026)
		
	According to the Table (4.10), the statement “Transparency and dialogue with customers and stakeholders are necessary.” had the highest mean value of perception which mean score was 3.58. And most of the respondents had lowest level of perception of “Company provides safe products/services, not-threatening to physical/mental health of buyers” which mean score was 3.24. As the overall mean value was between 3.24 and 3.58, the high perception on the ethical responsibility of the FMCG.

4.3.4	Philanthropy Responsibility
	Philanthropic responsibility is the last responsibility of the CSR hierarchy and are the voluntary activities and is measured by 5 statements. To identify the perception of the users on the philanthropic responsibility of the FMCG industry, the mean value given by the respondents are followed:
Table (4.11) Descriptive Analysis of Ethical Responsibility
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	   Company is conducting diligently to use environmentally friendly.
	3.58
	1.029

	2
	  Company contributes to the economic growth and
  development of the region.
	3.11
	.916

	3
	   Company supports charitable and social projects addressed the disadvantaged.
	3.95
	.726

	4
	   The distributors contribute in volunteer campaigns to preserve the environment (such as providing awareness campaigns).
	3.53
	.677

	5
	   The distributors contribute in solving problems related to
   Environmental pollution, such as support natural resources recycling projects.
	3.54
	.966

	Overall Mean
	3.54
	


Source: Survey Data (March, 2026)
	
According to the Table (4.11), the highest mean value of 3.95 indicated that “Company supports charitable and social projects addressed to the disadvantaged” FMCG provide more effort on charitable organizations. Moreover, most of the respondents had the lowest mean value of perception of “Company contributes to the economic growth and development of the region” which the mean value was 3.11. The perceptions of the FMCG were moderate level because the overall mean value was between 3.11 and 3.95.

4.3.5	Corporate Reputation
In this study, corporate reputation on the eyes of FMCG distribution industry is studied. Table (4.12) shows the results of data collected from employees regarding with their company corporate reputation. This survey questionnaire comprises of four items.


Table (4.12) Descriptive Analysis of Corporate Reputation

	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	I aware the high-quality service provided by the company.
	3.27
	.824

	2
	Company provides excellent value for money industry.
	3.45
	.777

	3
	Company has something unique to offer.
	3.78
	.740

	4
	     Company acts a socially responsible organization.
	3.48
	1.019

	5
	     The name of this FMCG is well known in the industry.
	3.71
	.866

	Overall Mean
	3.54
	


Source: Survey Data (March, 2026)

The mean value of each question on corporate reputation is presented in table (4.12). The overall mean is slightly above neutral. It shows that the corporate reputation on employee’s perception of FMCG is relatively good. The highest mean value of 3.78 indicated that “Company has something unique to offer”. had the lowest mean value of perception of “I aware the high-quality service provided by the company” which the mean value was 3.12. The perceptions of the FMCG were moderate level because the overall mean value was between 3.27 and 3.78.
The rest of the mean scores indicate their company was innovative, excellent value for money, market leader and socially responsible company. According to the result, the highest mean score stated that FMCG always recommend and give the high-quality services to their customers. However, innovativeness of company depends on the current market condition to invest in research and development. It can be interpreted that the employee’s perception on corporate reputation of FMCG industry is good. Moreover, employees feel their company have strong position in corporate reputation.

[bookmark: _Hlk210585729]4.4 	Analysis on the Effect of Corporate Social Responsibility on Corporate Reputation
In this study, it is found that employees have a sense of certain satisfaction level to work. Moreover, they have a good relationship with the company’s CSR activities. Their belief in corporate reputation of the company upon CSR activities effect their organizational performance of the individuals. These are the driving forces to increase the performance of the employees in the company. The customer perception of corporate reputation positively results in the high performance of their job.
Therefore, the more satisfied the employee on company’s CSR activities is the
higher in job performance at workplace. The result indicates that there is strong direct impact of organizational performance on corporate reputation at FMCG distribution industry. According to the survey results, it can be interpreted that the satisfied employees on CSR activities leads to higher reputation of the organization. If the customer believes their company’s reputation can lead to productivity of their individual work, they work not only for their own duties and responsibilities but also for their co-workers and organization. Thus, the implication on this study is that the more corporate social activities arranged are there in the company, the more their good reputation for the company is. The corporate reputation is explicitly related to the corporate social responsibility activities on the company.

Table (4.13) Model Summary
	[bookmark: _Hlk227711365]Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.616a
	.380
	.373
	.38945

	a. Predictors: (Constant), Philanthropic Responsibility, Economic Responsibility, Ethical Responsibility, Legal Responsibility


Source: Survey Data (March, 2026)

	According to the model summary, variables (philanthropic responsibility, economic responsibility, ethical responsibility and legal responsibility) have a positive impact on organizational performance, with a correlation coefficient of R = .616. An R-squared value of 0.380 indicates that 38.0% of the variation in organizational performance is explained by these variables. The model's robustness is supported by an adjusted R-squared value of 0.373, suggesting it retains strong explanatory power even after adjusting for model complexity. A low estimated standard error (0.38945) indicates high predictive accuracy. Overall, FMCG industry is crucial in determining corporate reputation, and improving these practices can significantly enhance reputation.
	The ANOVA results show that the regression model analyzing the impact of philanthropic responsibility, economic responsibility, ethical responsibility and legal responsibility on corporate reputation is statistically significant, with an F-value of 57.956 and a p-value of .000. This suggests that corporate social responsibility activities significantly predict corporate reputation. Comparing the regression sum of squares (35.161) and the residual sum of squares (57.484) indicates that the model has high explanatory power, supporting the notion that these practices have a significant impact on corporate reputation.
Table (4.14) ANOVA
	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	35.161
	4
	8.790
	57.956
	.000b

	
	Residual
	57.484
	379
	.152
	
	

	
	Total
	92.645
	383
	
	
	

	a. Dependent Variable: Corporate Reputation

	b. Predictors: (Constant), Philanthropic Responsibility, Economic Responsibility, Ethical Responsibility, Legal Responsibility


Source: Survey Data (March, 2026)
	
The ANOVA results show that the regression model evaluating the impact of philanthropic responsibility, economic responsibility, ethical responsibility and legal responsibility on corporate reputation is statistically significant, with an F-value of 57.956 and a p-value of .000. This shows that these corporate social responsibility activities have a significant impact on corporate reputation. Since the regression sum of squares (35.161) is larger than the residual sum of squares (57.484), most of the variance in corporate reputation is explained by these predictor variables, confirming the model's strong explanatory power and validity.

Table (4.15) Coefficients
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.939
	.184
	
	5.093
	.000

	
	Economic Responsibility
	.207
	.054
	.212
	3.862
	.000

	
	Legal Responsibility
	.371
	.054
	.370
	6.918
	.000

	
	Ethical Responsibility
	.130
	.055
	.119
	2.367
	.018

	
	Philanthropic Responsibility
	.036
	.037
	.044
	.988
	.324

	a. Dependent Variable: Corporate Reputation


Source: Survey Data (March, 2026)
	
According to the results shown in Table (4.15), adjusted R square value is 0.371. This model can explain 37% about the variation of dependent variable (corporate reputation) with independent variables (corporate social responsibility activities). Regression equation of this study is:
Corporate Reputation = .939 + .207 Economic Responsibility + .371 Legal Responsibility + .130 Ethic Responsibility

The regression results reveal that economic responsibility has a positive and significant impact on academic performance, with a coefficient value of 0.207 and a t-value of 3.861 (p < 0.01). This finding indicates that higher levels of economic responsibility led to better corporate reputation. It means that one unit of increment in economic responsibility results in 0.207 units of increments in corporate reputation.
The regression results further reveal that legal responsibility has a positive and significant impact on academic performance, with a coefficient value of 0.371 and a t-value of 6.918 (p < 0.01). This finding indicates that higher levels of legal responsibility led to better corporate reputation. It means that one unit of increment in legal responsibility results in 0.371 units of increments in corporate reputation.
The regression results further reveal that ethical responsibility has a positive and significant impact on academic performance, with a coefficient value of 0.130 and a t-value of 2.367 (p < 0.05). This finding indicates that higher levels of economic responsibility led to better corporate reputation. It means that one unit of increment in ethical responsibility results in 0.130 units of increments in corporate reputation.
As shown in Table (4.15), legal responsibility is most influencing corporate social responsibility on corporate reputation. The result points out that economic responsibility, ethical responsibility and legal responsibility are important for FMCG distribution industry to enhance organizational performance.








CHAPTER V
CONCLUSION

This chapter consists of three main parts. The first part is findings and discussions from the analysis of this study on corporate social responsibility of FMCG distribution industry. The second part is suggestions and recommendations according to the findings of the study. The third part is some recommendation for further research.

5.1 	Findings and Discussions
It is found that the majority of the respondents in this research are female. The results of single of respondents are more than married of the respondents. The results of the age of respondents show that most of the respondents are between 26-35 years followed by the category ≤25 years, between 36-45 years old, between 46-55 years old and above 55 years old. The education level of respondents shows that least of the respondent are high school and most of the respondent are bachelor degree. Majority of the respondents are the ones who have been working in company staffs. Least of the respondents are the business owner. In the monthly income, most of the respondents have the monthly income between 600,001 and 900,000 Kyats. This study attempts to explore the corporate social responsibility practices, and to analyze the effect of corporate social responsibility on corporate reputation and to examine the effect of corporate reputation on organizational performance of FMCG distribution industry. Based on findings, background reasons are discussed in the following paragraphs.
On the findings of the analysis, overall mean values of economic responsibility, legal responsibility, ethical responsibility and philanthropic responsibility are above average level, and it means that employee perception on CSR activities of FMCG industry is pretty good. However, among all CSR practices, economic responsibility, legal responsibility and ethical responsibility have no significant impacts on corporate reputation of the company.
Among the four corporate social responsibility practices, only philanthropic responsibility factor positively affects the corporate reputation of the company. Therefore, philanthropic responsibility plays an important role to build corporate reputation. Concerning philanthropic responsibility practices, FMCG yearly set target budget for funding educational programs, supporting health initiatives, donating to social causes, and supporting community beautification projects. Employees are encouraged to participate in volunteer program in philanthropic activity.
FMCG distribution donated the generator including installation services to urban area. In addition, distribution provides the enough water supplies to some water shortage area. Moreover, management of the distribution focuses on the financial contributions to employee welfare program that can fulfill the needs of their employees. These philanthropic practices may be strongly related to the reputation of the company. The higher the level of philanthropic practices, the better corporate reputation will be obtained.
Furthermore, there is a significant effect of economic responsibility, ethical responsibility and legal responsibility on corporate reputation. Distribution industry becomes more and more confidence of the organizational performance through corporate reputation. Better philanthropic responsibility, economic responsibility, ethical responsibility and legal responsibility will enhance the corporate reputation of FMCG. Legal responsibility is the most influencing factor. Therefore, corporate reputation based on legal responsibility will lead to improve corporate reputation not only in the short term but also in the long term for the FMCG distribution industry.

5.2 	Suggestions and Recommendations
According to the findings of the study, the employees perceive that FMCG industry is taking the corporate social responsibility relating with economic, legal, ethical and philanthropic responsibility.
Economic responsibility has impact on corporate reputation of FMCG industry. Companies should provide fair wages and ethical labor practices, crucial for poverty alleviation in an economy where factory wages can be low. Moreover, it should address infrastructure gaps, especially in transportation, companies are responsible for investing in efficient logistics and distribution networks to ensure products reach both urban and rural areas. Companies are increasingly expected to leverage digital platforms and e-commerce for better market access and efficiency, while promoting environmentally sustainable packaging to meet growing demand for green products.
Legal responsibility is significant with corporate reputation of FMCG industry. Companies should adhere to standardizations, and ingredients must meet safety standards, with recent 2024 regulations imposing penalties of up to 10 years imprisonment for selling dangerous or prohibited food. Labels must be in the Myanmar language (or Myanmar plus other languages) and include product type, size, quantity, ingredients, storage instructions, manufacturing date, expiration date, batch number, and warnings/side effects. Companies are suggested to ensure strong collaboration with local distributors to manage the complex and evolving regulatory landscape in Myanmar.
Ethical responsibility has also significant impact on corporate reputation of FMCG industry. Companies should promote sustainability, ensuring safe and fair labor practices, maintaining product safety, and supporting local communities, often guided by principles from the Myanmar Centre for Responsible Business (MCRB). In a developing market, these companies are tasked with balancing profit with social responsibility to build trust. Companies should ensure their supply chains are ethical, which includes partnering with local farmers, ensuring fair wages, and eliminating forced or child labor.
The result of the study shows that philanthropic practice does not have positively significant effect on corporate reputation. Philanthropy or business giving may not be a responsibility in a literal sense, but it is normally expected by businesses today and is a part of the everyday expectations of the public. The public does have a sense that businesses will “give back,” and this constitutes the “expectation” aspect of the responsibility. When one examines the social contract between business and society today, it typically is found that the citizenry expects businesses to be good corporate citizens just as individuals are. To fulfill its perceived philanthropic responsibilities, company engages in a variety of giving forms – gifts of monetary resources, product and service donations, volunteerism by employees and management, community development and any other discretionary contribution to the community or stakeholder groups that make up the community.
However, philanthropic practices involvement in distribution industry is not high. Therefore, to fulfill the expectations of the public and to enhance the corporate reputation, distribution industry should more involve in taking the philanthropic responsibility such as doing everything possible to reduce its negative effects on the natural environment, working diligently to use environmentally friendly materials, contributing to the economic growth and development of the region and supporting charitable and social projects.
Reputation is seen by many commentators as an important asset which could be used as a competitive advantage and a source of organizational performance. A “good” reputation is an intangible resource which may provide the organization with a basis for sustaining competitive advantage given its valuable and hard to imitate characteristics. Organizational reputation can be assumed as a valuable resource.
Benefits of a good reputation are seen as including higher customer retention rates and associated increased sales and product selling prices and reduced operating costs and these can lead to increase organizational performance. Therefore, distribution should more focus to build good reputation than ever before through involving corporate social responsibilities practices especially in philanthropic activity.
CSR practices should be conducted periodically by every FMCG companies to identify the difficulties and the areas which are missing out as per consumer expectations because perceptions of consumers of all categories are not similar. As there is significant difference in the perception level with difference in the socio-economic demographic characteristics of the consumer respondents, FMCG companies should extend their CSR activities to consumers of all walks of life and cultivate an effective value chain system of their products through their CSR activities to compete with other similar products of global brands. FMCG companies should consolidate the CSR activities to develop a long-standing relationship between the consumers and the company. There is no consistency in the views of the consumers’ of FMCG companies about their knowledge on CSR, impact of CSR and gains from CSR. 

5.3 	Needs for Further Research
This study has a few limitations. One of the limitations of this study is that the survey is done only to the distribution industry and it does not represent the results of other industry and other organization of Myanmar. Given the limited scope of this study, the findings cannot be generalized across all other organization of Myanmar. Hence, this study can only represent the corporate reputation and organizational performance at FMCG. Further studies could be done for the corporate social responsibility practices that are influencing the corporate reputation and organizational performance. The findings in this study may need to adjust with the results of the further studies.
The research is limited by its cross-sectional design, which captures data at a single point in time and may not fully represent fluctuations in customer satisfaction and loyalty over longer periods. Such a design restricts the ability to observe changes in customer behavior and service quality perceptions that could occur due to evolving market conditions, technological advancements, or economic shifts. Future research employing a longitudinal approach would be more suitable to capture these dynamics and provide a deeper understanding of how customer satisfaction and loyalty develop over time.
Furthermore, this study only focuses on corporate social responsibility, corporate reputation and organizational performance of employees at FMCG. The items to measure organizational performance are only based on corporate social responsibility model. There are many other relevant articles and models which are presented about organizational performance. In the future, if time, effort, data availability is not limited, the larger research should be conducted by considering the limitations of the study. Moreover, the outcome of a good corporate reputation could also lead to a better organizational performance. More research can be done to identify the other influencing factors such as leadership, motivation, organizational culture of the organizational performance.
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APPENDIX (A)
Questionnaire


Respected Sir / Madam
I am pleased to inform you that I am a student at Swiss School of Business Research pursuing a degree in Master in Business Administration (MBA). As partial fulfillment of my degree, I am conducting research on “Impact of Corporate Social Responsibility on Corporate Reputation of the FMCG Distribution Industry”. I assure you that this is purely academic research and participation in this study is voluntary.
Please note that any information you give will be treated confidentially. Your assistance will be highly appreciated. Thank you for your cooperation.

Yours faithfully,


Impact of Corporate Social Responsibility on Corporate Reputation of the FMCG Distribution Industry
Section (A)
Demographic Profile of Respondent

Please tick (√) the appropriate answer. 
Section A: Respondent Profile 
1. Gender 
· Male 
· Female

2. Marital Status 
· Single
· Married 

3. Age (Years)
· 20≤ 25 Years 
· 26 - 35 Years 
· 36 - 45 Years
· 46 - 55 years 
· Above 55 Years 

4. Education Level 
· High School
· Under Graduate 
· Bachelor Degree
· Master Degree
· PhD Degree
· Others: Please Specify ----------------------------- 
 


5. Occupation
· Company Staff
· Government Staff
· Business Owner
· Dependent
· Student
· Others				

6. Monthly Salary (Kyats)
· ≤ 300,000
· 300,001 – 600,000
· 600,001 – 900,000
· 900,001 – 1,200,000
· 1,200,001 – 1,500,000
· Over 1,500,000






Section (B)
Corporate Social Responsibility Activities
Please indicial the responses that best fit your agreement or disagreement with each statement by ticking (√) only a box from the following interpretations of the scales:
Strongly Disagree	-	1 
Disagree	-	2   
Neutral		-	3                  
Agree	-	4
Strongly Agree	-	5 

1. Economic Responsibility
	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	Employees can choose when they start and end work (eg-flextime, compressed work weeks).
	
	
	
	
	

	2
	Striving to maximize profits and improve economic
and financial performance
	
	
	
	
	

	3
	Providing professional development and promotion
opportunities to its employees
	
	
	
	
	

	4
	Maintaining a strong competitive position
	
	
	
	
	

	5
	Maintaining a high level of operating efficiency
	
	
	
	
	

	6
	Employees for excellence by providing a various service,
professional performance and achieving high profit
	
	
	
	
	

	7
	Employees targets sustainable growth which considers future
generations
	
	
	
	
	





2.  	Legal Responsibility
	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	Fully complying with the legislation in conducting
its activities
	
	
	
	
	

	2
	Paying taxes in a fairly and honestly manner
	
	
	
	
	

	3
	Following as a law-abiding corporate citizen
	
	
	
	
	

	4
	Providing services that meet legal requirements
	
	
	
	
	

	5
	The complies with legal regulations safety and promptly.
	
	
	
	
	

	6
	The endeavors to create employment opportunities.
	
	
	
	
	

	7
	It is necessary for the FMCG products and services to meet
minimal legal requirement.
	
	
	
	
	



3. Ethical Responsibility

	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	Striving to offer its customers products/services of reasonable quality
	
	
	
	
	

	2
	Providing safe products/services, not-threatening to physical/mental health of buyers
	
	
	
	
	

	3
	Concerned with its customers’ satisfaction
	
	
	
	
	

	4
	Providing customer with complete information about its products/services
	
	
	
	
	

	5
	Providing customers with honest information about its products/services
	
	
	
	
	

	6
	Customer satisfaction is highly important for this industry.
	
	
	
	
	

	7
	Transparency and dialogue with customers and stakeholders are
necessary.
	
	
	
	
	







4. Philanthropy Responsibility
	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	Doing everything possible to reduce its negative
effects on the natural environment
	
	
	
	
	

	2
	Working diligently to use environmentally friendly materials
	
	
	
	
	

	3
	Contributing to the economic growth and development of the region
	
	
	
	
	

	4
	Supporting charitable and social projects addressed to the disadvantaged
	
	
	
	
	

	5
	The distributors contribute in volunteer campaigns to preserve the environment (such as providing awareness campaigns)
	
	
	
	
	

	6
	The distributors contribute in solving problems related to environmental pollution, such as support natural resources recycling projects
	
	
	
	
	

	7
	The distributors contribute to improve the appearance of civilization and cleanliness of cities and streets
	
	
	
	
	



















Section (C)
Corporate Reputation
Please indicial the responses that best fit your agreement or disagreement with each statement by ticking (√) only a box from the following interpretations of the scales:
Strongly Disagree	-	1 
Disagree	-	2   
Neutral		-	3                  
Agree	-	4
Strongly Agree	-	5 
	Sr. No
	Statement
	1
	2
	3
	4
	5

	1
	Awareness on high quality service provided by Industry.
	
	
	
	
	

	2
	Awareness on innovativeness of industry.
	
	
	
	
	

	3
	Awareness on providing excellent value for money by industry.
	
	
	
	
	

	4
	Awareness on being leader position of company in the industry
	
	
	
	
	

	5
	Believing company has something unique to offer
	
	
	
	
	

	6
	Believing company as a socially responsible industry
	
	
	
	
	

	7
	The name of this FMCG is well known in the industry.
	
	
	
	
	










APPENDIX (B)
SPSS Output


	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.616a
	.380
	.373
	.38945

	a. Predictors: (Constant), PR, ER, Eth, LR




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	35.161
	4
	8.790
	57.956
	.000b

	
	Residual
	57.484
	379
	.152
	
	

	
	Total
	92.645
	383
	
	
	

	a. Dependent Variable: CR

	b. Predictors: (Constant), PR, ER, Eth, LR




	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.939
	.184
	
	5.093
	.000

	
	ER
	.207
	.054
	.212
	3.862
	.000

	
	LR
	.371
	.054
	.370
	6.918
	.000

	
	Eth
	.130
	.055
	.119
	2.367
	.018

	
	PR
	.036
	.037
	.044
	.988
	.324

	a. Dependent Variable: CR
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