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Abstract

Communicating process of the company’s commitment on social and environmental aspect to the stakeholders
is called Corporate Social Responsibility (CSR) communication. CSR communication could be considered as a
way the company delivers special messages to its staheholders specially through communication channel to
achieve CSR goal i.e. empowerment the beneficiaries. CSR practices that had performed by companies in
Indonesia have not shown results significantly in term of community empowerment. This study was intended to
analyze the effectivity of the CSR communication factors conducted by Dairy Processing Industry on dairy
farmer’s empowerment on Pangalengan, West Java. Survey and simple regression analysis were used as

research method. This research had sampled 220 dairy farmers as respondents that received CSR program.

* Corresponding author.
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The result indicated that: a) factors that significantly influenced the knowledge and attitude of the farmers
were:farmer’s characteristic, external factor, CSR communicator’s capacity, information quality, communication
channel; b) CSR communicator capacity, information quality and communication channel were significantly

influenced the dairy farmer’s empowerment on Pangalengan.

Keywords: corporate social responsibility communication; dairy farmer; empowerment.

1. Introduction

Several models of CSR activities in Indonesia conducted by (1) the company directly to the beneficiary
communities; (2) foundations or charitable organization formed by a group of companies; (3) collaboration with
third parties; (4) a consortium of several companies [2,3]. The realization of CSR activities may include social
activities promotion, where companies provide funds or other resources to raise public awareness of a social
activity, with a focus on persuasive communication [8]. Other programs that can be provided by the company is
giving employment opportunities for the people residing around the company, provision of health and
educational facilities (buildings and teachers), soft loans, scholarshDairy Processing Companies and
construction of worship places [1]. However, CSR practices that has been committed by companies in Indonesia

revealed no statistically significant results, especially when associated with economic empowerment [19,26]

Important factors related to CSR's success is effective communication. Communication is recognized as a very
important factor for CSR since it has become known as a key issue of concern for companies [2,27].
Communication is an important factor affecting the image, reputation and relations between companies and
stakeholders [6]. Communication is said to be effective if impacts: (1) cognitive, increasing knowledge; (2)
affective, changes in attitudes due to communication, and (3) connative, changes in behavior or action [5]. CSR-
related communication effectiveness, reference [25] examined the communication channel used CSR of food
companies in Japan: (1) factory visit program; (2) healthy food education programs; (3) reporting of CSR
activities. Some authors state that effectiveness measure of communication can be seen from the indicators of
perception of communication on interest, interest rate, the amount of information received and the level of

media usage.

According to [2,27] the way companies deliver their CSR activity can be seen on: (1) informative message; (2)
communicator credibility; (3) a third party as an endorser; (4) the involvement of stakeholders; (5) media /
communication channels. Thus it can be said that CSR communication is the way companies deliver a specific
message to a special stakeholders through communication channels in order to achieve CSR goals to
empowering the beneficiaries. Author in [16] stated that stakeholder companies are categorized into four groups:
(1) business partners (employees, suppliers, distributors, service providers); (2) the customer; (3) regulator
(shareholders, top management, government, banking); (4) external parties affected (journalist / media, NGOs,
community members, community leaders). For dairy processing company in Indonesia, dairy farmers as
suppliers are important stakeholders for their sustainability, as well as become beneficiary from the CSR
program. Based on the opinion of [2,27] theory of stakeholder response strategies may be invoked to examine

the CSR communication with asymmetrical models of two way communication between the company and its

135



International Journal of Sciences: Basic and Applied Research (IJSBAR) (2016) Volume 30, No 3, pp 134-144

stakeholders.

There are many different working relationship in Dairy Processing Companies that take place in communication
process between the company and stakeholders. During this time, there has been a close relationship between
dairy processing companies and the farmers. One of the potential way of doing this relationship is through a
Corporate Social Responsibility (CSR). Company's CSR program can directly help the dairy farmers. The
company claimed to committed in such an effort to implement CSR to the responsible dairy farm systems,
provision of sustainable supply chains, as well as the development of the dairy production process with defined
communication strategy through the Dairy Development Program [13]. In particular for the empowerment of
dairy farmers, the company said that they set up a sustainable CSR program and long-term commitment to
develop dairy industries in Indonesia. The CSR that carried out by dairy processing company is unique because
it’s directly related to the company’s products. At the same time, the dairy farm is still dominated by local farm,
although it can not precisely referred as peasant since the main production of the business is almost all sold, but
not yet fully be referred as farmers because most of them do not have adequate ability in mastering and
implementing technical aspects of farming as well as in decision-making to achieve the success of their
business. Therefore we need targeted efforts to change the behavior of farmers who are still characterized by

traditional farmers to the modern dairy farmers [30].

On the other hand, the development of dairy farming in Indonesia aims to increase dairy production in our
country in anticipation of high demand for dairy. This situation opens an opportunity for farmers, especially
local farm to increase their production so as to reduce dependence on imported dairy. In logical consequences,
the existing dairy farm will be required in order to support the supply process of dairy production and maintain
the farmer’s viability [10,22]. Indonesia’'s dairy farm and dairy processing industry are concentrated in Java,
particularly in West Java and East Java, where the production of fresh dairy reaches 98% of the total national
production, while the remaining 2% is produced by other provinces [4,14]. Advancement opportunities of
agribusiness’s dairy in Indonesia is wide open. Head of the Department of Animal Husbandry of West Java
mentions that demand for dairy is increasing due to the growth of Dairy Processing Industry. Well-improved
Dairy Processing Industry itself happens because of the increase in new industries and their production capacity.

However, dairy production in our country has not been able to meet the increased demand [4].

Based on the foregoing, it is necessary to conduct a study to measure the effectiveness of CSR communication
from the perspective of beneficiaries. Therefore, this study intended to: (1) analyze the influence of the farmers
characteristics, external factors, the capacity of the communicator, the quality of information and
communication channels on the effectiveness of CSR communication (2) analyze the effect of the characteristics
of farmers, external factors, the capacity of the communicator, the quality of information and communication

channels to the empowerment of dairy farmers in Pangalengan.

2. Limitation

This study does not take into consideration of other factors beside communication factor that may affect dairy

farmer’s empowerment. At the same time, the concept of empowerment in this study only examined in relation
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to improve competencies, information and productivities.

3. Research methodology

Combine survey methodology was used for this research to explain (explanatory research) and describe
(descriptive research), carried out in three places of Tempat Pelayanan Koperasi (TPK) in KPBS Pangalengan
namely Los Cimaung, Warnasari and Rancamanyar. The study was conducted from December 2015 to February

2016. The population in this study is 401 people of the dairy farmers who have received CSR program.

The 220 people of research sample are determined based on the table of authors in [19]. Probability sampling
method was used with proportional random sampling technique. Primary data were collected from
questionnaires filled out by respondents. Secondary data were obtained from in-depth interviews with the
corporate communications department that support CSR, publications, documentations and explanations from
the relevant authorities. Data obtained from the questionnaires were processed in the excel program through the
process of editing, coding and cleaning. Simple regression analysis was used to analyze the influence between

variables.

4. Results and discussion

4.1. Characteristics of Respondents

Table 1 shows the characteristics of respondents by age, gender, education, experience in dairy farms, business
scale and cosmopolitan. Age of the respondents are in adult category (47.3%) with age range from 18 to 75
years old. The average age the farmers is 43.35 years old. Based on the studies, 50.9 percent of respondents with
low education (elementary school). Data from Pangelengan also showed that the number of population by
educational attainment, are at primary school level / equivalent number of 53 892 people. This means that the

level of education in Pangalengan in general is still low.

Based on farming experience, 63.6 percent of respondents had a long-time experience as dairy farmers (>11
years). This is because farm businesses in Pengalengan are intergenerational. If the parents have dairy farm, the

children will carry on their parents’ business and have their own dairy farms.

Based on business scale, 62.2 percent of farms included in small-scale (1-5 units of livestock). Author in [30]
mentions that dairy farm ownership in Indonesia is low at 3-4 livestock units / households. It shows that even
Pengalengan is known as the center of a dairy farm, but most of the people are local farmers. Because it is
relevant for the Dairy Processing Company to take responsibility to empower dairy farmers in Pengalengan.
Most of respondents cosmopolitan are in high category (90.4%). Cosmopolitan level is the individual orientation

to the outside of the social system with a wider interpersonal relationshDairy Processing Companies.

In this study cosmopolitan seen by respondents as activity outside the village to establish contact with the other
community outside theirs, receive or meet guests from outsider who have goals related to dairy farm.
Pangalengan region known to be the location of practice fields for students from several universities in West

Java.
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Table 1: Description of the farmers characteristics as recipient of CSR Program in Pangalengan, 2016

Farmers Characteristics Measurement Category Quantity (people) Percentage (%)
Age Young (18-35 years old) 73 33.2
Adult (36-55 years old) 104 47.3
Old (> 56 years old) 43 195
Gender Male 183 83.2
Female 37 16.8
Education Not completed Elementary School 20 9.1
Elementary School 112 50.9
Junior High School 61 21.7
High School 23 10.5
University 4 1.8
Farming Experiene Recent (1-4 th) 23 10.5
Enough (5-9 th) 41 18.6
Long-time (>10 th) 156 70.9
Business Scale Small (1-5 ST) 137 62.2
Medium (6-10 ST) 70 318
Big (=11 ST) 13 6.0
Cosmopolitan Low 40 18,1
Medium 71 324
High 109 495
Source: Primary Data, 2016 n=220

4.2. Communication Factors in Empowering Dairy Farmers in Pangalengan, West Java, Indonesia

Table 2 shows the effect between studied variables. Individual characteristics have a statistically significant

effect on the CSR communication effectiveness on knowledge and attitude indicator. Educational factors,
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business scale and cosmopolitan also have significant effect on the effectiveness of communication on the
farmers’ attitude indicator. This means that although the level of education is low, farmers have enthusiasm and
passion in dairy farm. Business scale and cosmopolitan have significant effect on the effectiveness of

communication on indicators of farmers knowledge.

This means that even they have small business scale but they have sufficient knowledge about the feeding,

stables and livestock hygiene techniques and udder health techniques.

This is due to their experience and habit in a long time process. Similarly, although they are only small-scale
farmers but they have adequate knowledge about the ranch. Also, although they have low education and small-
scale business, but the respondents have a high level of cosmopolitan. This may be an argument about their

livestock knowledge and enthusiasm and eager.

At the variable external factors known to very significant effect on the effectiveness of communication. Local
governments support in providing animal health center facilities has significant effect on the enthusiasm and
spirit of the farmers. Authors in [2,27] stated that government support in the provision of concentrate feed is
strongly necessary. Variable capacity communicator significant effect on knowledge and attitudes of farmers.
Factors credibility, attractiveness and ability to motivate of CSR communicators determine the effectiveness of

communication.

In line with author in [18] refer to the ability of communicators attract mastery of the material can be qualified,
neat and easy to get along. Variable quality of CSR information significant effect on knowledge and attitudes of
farmers. Quality information is information according to the communicant desire for value point (relevant),
there is a novelty on the nature of the content of the information, reliable, easy to understand and help resolve
the problems facing farmers.

Variables of CSR communication channels have significant effect on the attitude of the respondent. No mass of
media channels used by dairy processing companies is interpersonal communication and group communication.
While the mass mediated communication used by dairy processing companies is a tabloid Bewara, broadcast
radio program on Radio Kosmo Bewara Bandung and Bewara TV program broadcast by TV Bandung. The
results showed that mediated communication channel has no effect on knowledge and attitudes of respondents.

This is because broadcast on radio and television is not often, one time in a month.

As for the influence of the characteristics, the capacity of the communicator, the quality of information and
communication channels towards the empowerment of farmers presented in Table 3. Indicators of business scale
and cosmopolitan very significant effect on increasing mastery of information and increase the productivity of
dairy. Capacity communicator consisting of credibility, attractiveness and ability to motivate highly nyat effect
on improving the competence of farmers, increasing mastery of information and increased productivity. Author
in [28] called a good communicator credibility means that he is trustworthy, competent, and having good faith.
Communicators also have to create attraction (attractiveness) in the form of mastery of the material qualified,

tidy and easy to get along [18] communicator that is credible, trustworthy, has a charm and capable of
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motivating an important element that must be considered by companies when communicating CSR to
beneficiaries , The success of CSR program marked by the successful communication of the communicator.
This is partly also because of Dairy Development Program which is a dairy processing company's CSR program

for dairy farmers has been conducted since 2009 until 2016 when this study was undertaken.

Similarly, the variable quality of the information very significant effect on the empowerment of farmers. This
means that information on techniques feed, stables and livestock hygiene techniques and techniques udder

health were sent by the CSR was successful. This is in line with the research conducted by [20].

From this research, it can be said dairy farmers stating the quality of information delivered to them on
techniques for feeding, cleaning the cage, animal hygiene and techniques already good udder health. The
content of this information prepared by the dairy processing companies assessed in accordance with the needs of

dairy farmers beneficiaries of CSR.

Table 2: Effect of characteristics, external factors, capacity, quality of information and communication channels

on the effectiveness of communication

Variables Communication Effectiveness
Knowledge Attitude
Farmers Characteristics 0.087** 0.087**
Education 0.017 0.039**
Business Scle 0.062** 0.108**
Cosmopolitan 0.309** 0.270**
External Factors 0.026* 0.041**
Support for Local Authorities 0.017 0.042**
Physical Environment 0.020* 0.014
CSR Communicator Capacity ~ 0.512* 0.526**
Credibility 0.450** 0.474**
Attractiveness 0.438** 0.453**
Ability to Motivate 0.471** 0.471**
Information Quality 0.322** 0.305**
Relevance 0.503** 0.463**
Novelty 0.381** 0.316**
Trustworthy 0.185** 0.179**
Accessible 0.157** 0.173**
Solve the Problem 0.078** 0.080**
Communication Channel 0.027* 0.055**
No Mass Media Channels 0.039** 0.069**
Mass Media Channel 0.006 0.064

**significant at <0.01 * significant at <0.05
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Table 3: Effect of characteristics, capacity, quality of information and communication channels to empower,

2016

Empowerment

Increased Improved control of Increased dairy
Variables Competence information productivity
Farmers Characteristics 0.002 0.086** 0.012
Business Scale 0.021 0.040** 0.074**
Cosmopolitan 0.059** 0.204** 0.040**
Communicator Capacity 0.130** 0.519** 0.069**
Credibility 0.114** 0.412** 0.086**
Attractiveness 0.128** 0.496** 0.064**
Able to Motivate 0.104** 0.466** 0.040**
Information Quality 0.072** 0.222** 0.171**
Relevance 0.102** 0.386** 0.086**
Novelty 0.080** 0.259** 0.074**
Trustworthy 0.031** 0.109** 0.165**
Accessible 0.052** 0.130** 0.157**
Ability to solve the 0.020** 0.041** 0.145**
problem
Communication Channel 0.028* 0.014 0.119**
No Mass Media Channel 0.006 0.022* 0.089**
Mass Media Channel 0.040** 0.002 0.072**

**significant at <0.01 * significant at <0.05

The mass of media channels has no significant effect on the increase in the dairy productivity, while the mass of
media channels very significant effect on improving the competence of farmers and of enhancing the
productivity of dairy. According to Rogers [17], there are two kinds of communication channels to convey
messages, namely agricultural development of mass media channels and interpersonal channels. Authors in
[12,15] added a communication channel groups in penyampaikan message development. Communication
channels used by dairy processing companies are grouped into channels consisting of not mediated interpersonal
communication channels and channel groups; and channels of media consisting of tabloid Bewara, Cosmo radio

broadcasts in Bandung, Bandung and broadcast on television.

Author in [24] mentions the low level of livestock productivity is partly due to lack of knowledge and skills of
farmers relating to the production, feeding, management of post-harvest results, the application of the recording
system, dairying, sanitation and disease prevention. In this case CSR dairy processing company has endeavored

to meet the needs of dairy farmers about the knowledge of feeding, hygiene and disease prevention through
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engineering mastitis udder health.

5. Conclusions and suggestions

This study showed that CSR qualified communicators means someone with high level of credibility,
attractiveness and capable of motivating the effectiveness of CSR communication and empowering the dairy
farmers in Pangalengan. The study also found that the quality of information affects the effectiveness of CSR
communication. Quality information is information that is relevant / appropriate to the needs of beneficiaries,
have the nature of a novelty for beneficiaries, reliable, easy to understand and help solve problems faced by
beneficiaries. Quality information also affects the empowerment of farmers in terms of increased competence

trying to livestock, increased mastery of information and increased productivity of livestock.

The use of mass mediated communication channel does not affect the effectiveness of CSR communication.
Knowledge and attitude of farmers is determined by the use of mass communication channels are not mediated
interpersonal communication channel and communication channel group. Similarly, the empowerment of
farmers in terms of increased competence trying livestock, increasing mastery of information and increased
productivity of livestock were also formed by the use of mass communication channels are not mediated. While
the use of mass media channels through the tabloids, radio and television did not affect the effectiveness of
communication but affects the empowerment of farmers in terms of increased competence trying livestock,

increasing mastery of information and increased productivity of livestock.

This study may suggest for Dairy Processing Companies to maximize mass media communication channels
such as the use of tabloids, radio, and television. For local government, especially Veterinary Office of South
Bandung District, to increase support such as contribute to product exhibition activities in some regions and

allow farmers with excellent performance and productivity to participate in these activities.
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