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ABSTRACT 

Social responsibility is one of the major practices among the various business 

organizations. However, this practice is also increasing among the educational institutions. The 

performance of Indonesian educational institutions in respect to the social responsibility is not 

satisfactory which has negative role in sustainable firm performance (FP). Therefore, objective 

of this study is to examine the role of social responsibility in sustainable FP. In this regard, the 

relationship between social responsibility, firm image, firm reputation, perceived quality and 

sustainable performance was examined by the current study. For this purpose, Indonesian 

educational institutions were selected, and teachers were preferred to get response for the final 

data analysis. Therefore, by using a questionnaire, data were collected from the teachers of 

various educational institutions. Finally, data were used for analysis with the help of statistical 

tool. Results of the study indicated that social responsibility has positive effect on firm image, 

perceived quality and firm reputation. Furthermore, firm image, perceived quality and firm 

reputation has positive effect on sustainable FP.  

Keywords: Educational Institutions, Social Responsibility, Firm Image, Firm Reputation, 

Perceived Quality, Sustainable Performance. 

INTRODUCTION 

Social responsibility is one the major concern among the organizations. Along with the 

different institutions, nations are also working to enhance the social contribution in the society. 

Companies are majorly working on social responsibility (Jermsittiparsert et al., 2019). The major 

social responsibility of institution is to enhance the environmental performance (Thongrawd et 

al., 2019). As in the current decade, due to increase in the performance of technology as well as 

other developments, the environmental performance is neglected. However, it is one of the major 

issues globally. Better environment is required for the people to survive. Damage of environment 

has negative role in the lives of people. That is the reason a healthy environment is required for 

the people to live healthy lives. The provision of healthy environment is based on the increase in 

environmental performance. In this direction, the role of social responsibility is most important 

among the institutions. The environmental safety is one of the major social responsibilities of 

companies. Now the institutions are also increasing the efforts towards the social responsibility 

in which the environment has major concern. Therefore, the social responsibility is most popular 

among the organizations which have several benefits including the environmental safety. The 

importance of social responsibility is clearly highlighted by the previous research scholars (Ali et 

al., 2020; Singhapakdi et al., 1994). Hence, social responsibility has several aspects including 

environmental performance among the various nations.  

Social responsibility is also linked with the educational institutions. Although all the 

organizations are working on social responsibility, the educational institutions are also 
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participating in social responsibility. Nowadays, social responsibility is one of the major 

concerns of educational institutions. Particularly, in various developing countries, where the 

environment is one of the major issues, the importance of educational institutions in respect to 

the social responsibility is quite high. Similarly, in Indonesia, the problem of social issues is high 

which require high social responsibility by the companies. To decrease the social issues, it is 

important to increase the efforts of social responsibility. Management of social responsibility is 

most vital efforts towards the society (Hernández et al., 2020; Uduji et al., 2020). As the efforts 

of social responsibility decreases the issues in the society. Educational institutions are also 

playing vital role in the aspect to decrease the social issues by increasing the practices on social 

responsibility. Indonesian educational institutions are also playing the vital results to increase the 

efforts of social responsibility. Indonesian educational institutions are involved in different types 

of social practices. These educational institutions are involved in protecting the environment 

with different environmental issues. These educational institutions are involved in making efforts 

to enhance the efforts of poverty reduction. As number of people in Indonesia are facing the 

issues of poverty and educational institutions are doing various efforts to help the poor people. 

These efforts of Indonesian educational institutions have major role among the society to help 

poor people and to handle environmental issues. Indonesian government is also making several 

efforts to enhance the social responsibility among the organizations. Along with the educational 

instructions, the role of other organizations also playing major role to protect the society. 

Therefore, educational institutions have major role in social responsibility (Sepetis et al., 2020).  

The performance of Indonesian educational institutions is not satisfactory. These 

institutions require special efforts to enhance the performance. One of the evidences of low 

performance of these institutions is the most of the students from Indonesia join the universities 

in other countries due to the low level of education. Therefore, quality of education must be 

improved by these institutions to attract the more students. However, the performances of these 

institutions can be increase with the help of social activities. The focus of these universities on 

education social responsibility has major role in performance. Along with the other business 

organizations, the performance of educational institutions can be increased with the help of 

social responsibility. As the social responsibility and educational institutions has major 

relationship (Sengupta et al., 2020). Therefore, the focus of this study is to examine the role of 

social responsibility in sustainable firm performance (FP). Sustainable FP can be increased with 

the help of social responsibility. Most of the business-related organizations are majorly focusing 

on social responsibility as the social responsibility has the ability to highlight the business 

companies in the community and create awareness among people which lead to the higher 

performance as well as performance sustainability. Therefore, social responsibility is the major 

which shows positive role in sustainable performance. Given in the previous studies that social 

responsibility has relationship with performance (Uyar et al., 2020).  

Social responsibility has the potential to enhance the firm image. Better practices of 

social responsibility have the potential to enhance firm image. As the current study is dealing 

with the educational institutions, therefore, social responsibility can increase the educational 

institution image in the society. Along with this social responsibility it also has role in perceived 

quality by the customers. Infect in the educational institutions the perceived quality by the 

students has major role. Increase in the social responsibility practices shows positive role in 

perceived quality. Furthermore, the role of social responsibility is also important in case of firm 

reputation. As the increase in the social responsibility increase the firm reputation. Finally, 



 
Academy of Strategic Management Journal                                                                                      Volume 20, Special Issue 5, 2021 

Leadership & Organization Management                                               3                                                           1939-6104-20-S5-081 

 

positive effect of social responsibility on firm image, firm reputation and perceived quality 

which lead to the sustainable FP.  

Therefore, objective of this study is to examine the role of social responsibility in 

sustainable FP. In this regard, the relationship between social responsibility, firm image, firm 

reputation, perceived quality and sustainable performance was examined by the current study. 

Number of previous investigations shows the corporate social responsibility among various 

business organizations (Ali et al., 2020; Javed et al., 2020), however, previous studies have not 

examined the role of firm image, firm reputation, perceived quality and sustainable performance 

along with the role of social responsibility among educational institutions.  

LITERATURE REVIEW 

Educational institutions have crucial role in social responsibility. Especially, the higher 

educational institutions have major role as compared to the other educational institutions. 

Because higher educational institutions have better resources which help to take part in social 

responsibility. The role of higher educational institutions has vital among the society as these 

institutions take part in society welfare with the help of different ways. For instance, these 

institutions work for the welfare of poor people. They gather the funds and help the poor people. 

Moreover, these institutions take part in various disaster management activities. Educational 

institutions take part in disaster management activities. Various educational institutions have 

strong concern in environmental performance. In this direction, these institutions play their role 

in various environmental activities. Therefore, the role of education department in social 

responsibility cannot be neglected (Asrar-ul-Haq et al., 2017; Richards et al., 2019). In this 

direction, the current study examined the role of social responsibility in sustainable FP. Social 

responsibility has important role to develop the good firm image which lead to the sustainable 

FP. It also encourages enhancing the perceived quality of the educational institutions which 

causes to increase sustainable FP. Furthermore, it has relationship with firm reputation which 

also has positive role in sustainable FP. Figure 1 shows the relationship between social 

responsibility, firm image, firm reputation, perceived quality and sustainable performance.  

 

 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 1 

THE RELATIONSHIP BETWEEN SOCIAL RESPONSIBILITY, FIRM IMAGE, FIRM 

REPUTATION, PERCEIVED QUALITY AND SUSTAINABLE PERFORMANCE 
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Hypotheses Development  

 Social responsibility is one of an ethical framework and proposes that an individual or 

organization has a responsibility to act for the different benefit of society at large. Social 

responsibility is one of the duties every individual as well as organization has to perform so as to 

preserve a balance between the economy as well as the ecosystems. Social responsibility is not 

on limited to the environmental activities, but it also has relationship with the other aspects of 

society. Under the welfare of the society, there are number of aspects which could be the 

responsibility of educational institutions as well as other organizations. Social responsibility has 

central role among the organizations to increase firm image. Firm image has major role in 

company branding. Brand popularity is majorly based on the firm image. As the firm image or 

corporate image has major role in companies (Ali et al., 2020; Liat et al., 2017; Motilewa et al., 

2018). Increase in corporate image has positive role to enhance sustainable FP. Firm image has 

the direct relationship with sustainable FP. As firm image or cooperate image has significant 

relationship (Utomo et al., 2020).  

H1 Social responsibility has positive influence on firm image. 

H2  Firm image has positive influence on sustainable FP.  

 Another element; perceived quality has relationship with social responsibility and 

sustainable FP. Perceived quality can be explained as the perception of customer of the 

general quality or dominance of a product. Perceived quality is the first, a perception by 

customers. It is the perception of customer in his/her mind related to the concerned company. 

Companies adopt different ways to increase the perceived quality of the company products 

which ultimately has influence on firm perceived quality. In this way, social responsibility has 

major influence to develop firm perceived quality. Perceived quality has major importance 

among the companies that is the reason companies always focus to enhance the perceived quality 

(Situmorang, 2020; Susanti et al., 2020). Generally, companies remain involve in number of 

social activities for the welfare of the company which has the ability to increase the awareness of 

the company related to the company products in the community and it ultimately lead the 

customer to purchase the products of concerned company. Therefore, various activities of the 

educational institutions related to the social responsibility increase the perceived quality of the 

institutions. As the social responsibility has positive effect on perceived quality, further, 

perceived quality has positive effect on sustainable FP. Perceived quality has the potential to 

increase the sustainable FP. Increase in perceived quality increases the FP which is also given in 

previous studies (Sierra et al., 2017). Social responsibility has positive effect on both financial 

and non-financial performance. Therefore, social responsibility has important role in perceived 

quality which further lead to the sustainable FP.  

H3 Social responsibility has positive influence on perceived quality. 

H4 Perceived quality has positive influence on sustainable FP.  

 The above discussion shows that firm image has positive relationship with social 

responsibility and sustainable FP. Moreover, perceived image has positive relationship with 

social responsibility and sustainable FP. Furthermore, firm reputation also has important 

relationship with social responsibility which further lead to the sustainable FP. Firm reputation is 

explained as customers' perceptions of how well an institution takes care of different clients and 

is genuinely concerned related to their wellbeing. Carefully building as well as preserving 

this reputation is paramount for constant success in any industry, however, especially significant 
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for service companies where failures are inevitable. Service institutions such as educational 

sector has important role in this matter. It is given in various studies that firm reputation or 

corporate reputation has positive role among the companies (Arikan et al., 2016; Arli et al., 

2017). Furthermore, improvement in firm reputation has positive role in sustainable FP 

performance. Therefore, social responsibility effect positively on sustainable FP through firm 

reputation. Additionally, this study examined the mediating effect of firm image, firm reputation 

and perceived quality which lead to the below hypotheses;  

H5 Social responsibility has positive influence on firm reputation. 

H6 Firm reputation has positive influence on sustainable FP.  

H7 Firm image mediates the relationship between social responsibility and sustainable FP.  

H8 Perceived quality mediates the relationship between social responsibility and sustainable FP.  

H9 Firm reputation mediates the relationship between social responsibility and sustainable FP.  

RESEARCH METHODOLOGY 

To examine the relationship between social responsibility, firm image, firm reputation, 

perceived quality and sustainable performance, the current study designed questionnaire. 

Therefore, a survey questionnaire is preferred in the current study for data collection. As the 

survey questionnaire is the suitable tool to collect the data (Bowling et al., 1999). Number of 

previous investigations used survey questionnaire for data collection and proved that 

questionnaire is most important tool to collect the primary data. As the survey questionnaire has 

several benefits, for instance, a survey questionnaire helps to collect the opinion and views of 

employees. According to the literature, for the collection of primary data from the respondents 

among the organizations, the survey with the help of questionnaire is best, therefore, the current 

study also followed survey questionnaire.  

This study measured five variables; social responsibility, firm image, firm reputation, 

perceived quality and sustainable performance. The measurement of these variables was obtained 

from the previous studies. After collecting the scale items from previous studies, these scale 

items were adapted according to the current study and used for data collection. Indonesian 

educational institutions were selected, and teachers were preferred to get response for the final 

data analysis. Therefore, by using a questionnaire, data were collected from the teachers of 

various educational institutions. Among the Indonesian educational institutions, 450 

questionnaires were distributed for the data collection among the teachers of these institutions. 

The purpose of the study was explained before data collection to the teachers. Total 349 

questionnaires were returned and used in data analysis. In this whole process, area cluster 

sampling was applied, and data were collected by using simple random sampling from each 

cluster (Siuly et al., 2011; Ul-Hameed et al., 2018; Hameed et al., 2019).  

RESEARCH FINDINGS 

 First of all, this study insured data screening to examine the error in the data. To fix the 

errors in the data, this study examined missing value (Aydin & Şenoğlu, 2018) and outlier in the 

data. It is given in Table 1 that data is free from missing value as well as outlier which allow the 

data analysis to proceed further.  
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Table 1 

DATA STATISTICS 

  No. Missing Mean Median Min Max SD Kurtosis Skewness 

SR1 1 0 3.459 4 1 5 1.251 -0.786 -1.466 

SR2 2 0 2.993 4 1 5 0.963 -1.896 -0.392 

SR3 3 0 3.444 4 1 5 1.183 -0.538 -0.563 

SR4 4 0 3.362 4 1 5 1.28 -1.854 -1.41 

SR5 5 0 2.976 4 1 5 1.231 -1.945 -0.308 

SR6 6 0 3.398 4 1 5 0.956 -0.772 -0.46 

SR7 7 0 3.464 4 1 5 1.193 -0.594 -0.451 

FI1 8 0 3.52 4 1 5 1.18 -0.695 -1.443 

FI2 9 0 2.987 4 1 5 1.339 -0.831 -0.624 

FI3 10 0 3.5 4 1 5 1.231 -0.785 -0.463 

FI4 11 0 3.408 3 1 6 1.256 -1.853 -0.28 

PQ1 12 0 3.48 4 1 5 1.154 -0.629 -0.452 

PQ2 13 0 3.51 4 1 5 1.315 -0.986 -1.477 

PQ3 14 0 3.49 4 1 6 0.938 -0.907 -0.422 

PQ4 15 0 3.51 4 1 5 1.163 -0.626 -0.417 

FR1 16 0 3.51 4 1 5 1.163 -1.626 -0.417 

FR2 17 0 2.949 4 1 5 1.175 -0.482 -0.59 

FR3 18 0 3.398 4 1 5 0.972 -0.84 -1.422 

FR4 19 0 3.291 4 1 5 1.23 -0.912 -0.322 

SFP1 20 0 3.495 4 1 5 1.214 -0.656 -0.453 

SFP2 21 0 3.52 4 1 5 1.18 -1.695 -0.443 

SFP3 22 0 3.577 4 1 5 1.332 -0.817 -1.622 

SFP4 23 0 2.99 4 1 5 0.935 -0.766 -0.476 

SFP5 24 0 3.418 3 1 6 1.257 -0.848 -0.303 

SFP6 25 0 3.474 4 1 5 1.136 -1.546 -0.484 

SFP7 26 0 4.056 4 1 5 0.91 0.501 -1.889 

SFP8 27 0 3.929 4 1 5 0.992 -0.286 -0.677 

Note: SR = Social Responsibility; FI = Firm Image; FR = Firm Reputation; PQ = Perceived Quality SP = 

Sustainable Firm Performance  

 

FIGURE 2 

MEASUREMENT MODEL 
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 PLS algorithm was used in this study to examine the factor loadings (Henseler & Chin, 

2010; Henseler et al., 2014; Henseler et al., 2015; Henseler et al., 2009; Ul-Hameed et al., 2019). 

It shows that firm image is measured by using four scale items, firm reputation is measured by 

using four scale items, and perceived quality is measured by using four scale items. Social 

responsibility is measured by using seven scale items and finally, sustainable FP is measured by 

using six scale items. All the scale items should have factor loadings above 0.4. Table 2 and 

Figure 2 shows that all the variables; social responsibility, firm image, firm reputation, perceived 

quality and sustainable FP have factor loadings above 0.4 for all scale items.  

Table 2 

FACTOR LOADINGS 

  
Firm 

Image 

Firm 

Reputation 

Perceived 

Quality 

Social 

Responsibility 

Sustainable 

Firm 

Performance 

FI1 0.818         

FI2 0.813         

FI3 0.77         

FI4 0.871         

FR1   0.507       

FR2   0.87       

FR3   0.866       

FR4   0.872       

PQ1     0.726     

PQ2     0.792     

PQ3     0.769     

PQ4     0.782     

SFP1       0.816   

SFP2       0.807   

SFP3       0.795   

SFP4       0.746   

SFP5       0.87   

SFP6       0.86   

SR1         0.514 

SR2         0.469 

SR3         0.866 

SR4         0.835 

SR5         0.847 

SR6         0.852 

SR7         0.857 

  
Table 3 

RELIABILITY AND CONVERGENT VALIDITY 

  Cronbach's Alpha rho_A CR (AVE) 

Firm Image  0.836 0.839 0.891 0.671 

Firm Reputation  0.792 0.843 0.868 0.631 

Perceived Quality  0.788 0.822 0.851 0.589 

Social Responsibility  0.874 0.903 0.905 0.587 

Sustainable Firm Performance  0.899 0.901 0.923 0.667 

Results in Table 3 shows the convergent validity with the help of average variance 

extracted (AVE). According to Hair et al. (2017), AVE should be above 0.5. It is given in Table 

3 that all the variables; social responsibility, firm image, firm reputation, perceived quality and 

sustainable FP has AVE above 0.5. Finally, for all variables; social responsibility, firm image, 
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firm reputation, perceived quality and sustainable FP, composite reliability (CR) is also above 

0.7. This study examined discriminant validity with the help of cross-loadings as given in Table 

4 (Fornell & Larcker, 1981). 

Table 4 

CROSS-LOADINGS 

 
Firm 

Image 

Firm 

Reputation 

Perceived 

Quality 

Social 

Responsibility 

Sustainable Firm 

Performance 

FI1 0.818 0.678 0.594 0.647 0.804 

FI2 0.813 0.654 0.545 0.669 0.794 

FI3 0.77 0.658 0.53 0.65 0.748 

FI4 0.871 0.723 0.615 0.735 0.862 

FR1 0.384 0.807 0.782 0.495 0.386 

FR2 0.756 0.87 0.583 0.854 0.811 

FR3 0.724 0.866 0.577 0.825 0.761 

FR4 0.698 0.872 0.574 0.838 0.728 

PQ1 0.805 0.74 0.826 0.738 0.767 

PQ2 0.335 0.449 0.792 0.504 0.348 

PQ3 0.357 0.434 0.769 0.464 0.362 

PQ4 0.384 0.507 0.782 0.495 0.386 

SFP1 0.729 0.806 0.61 0.855 0.816 

SFP2 0.821 0.677 0.596 0.846 0.807 

SFP3 0.811 0.662 0.54 0.878 0.795 

SFP4 0.767 0.654 0.526 0.846 0.746 

SFP5 0.874 0.737 0.616 0.881 0.87 

SFP6 0.791 0.734 0.706 0.888 0.86 

SR1 0.292 0.394 0.635 0.514 0.81 

SR2 0.255 0.373 0.65 0.469 0.87 

SR3 0.763 0.871 0.595 0.866 0.888 

SR4 0.741 0.863 0.599 0.835 0.778 

SR5 0.709 0.876 0.584 0.847 0.898 

SR6 0.725 0.806 0.576 0.852 0.876 

SR7 0.728 0.805 0.611 0.857 0.884 

 Before, to assess the indirect effect of firm image, firm reputation and perceived quality, 

this study examined the direct effect. The direct effect of social responsibility is examined on 

firm image. The direct effect of social responsibility was also examined on firm reputation and 

perceived quality. The direct effect of firm image is examined on sustainable FP. Moreover, the 

direct effect of firm reputation and perceived quality was examined on sustainable FP. This 

relationship was examined with the help of PLS structural model (Hair et al. 2014; Hair et al., 

2013; Hair et al. 2012; Hameed et al., 2018; Henseler et al., 2014). Results in Table 5 shows that 

social responsibility has positive effect on firm image. Social responsibility also has positive 

effect on firm reputation. Better implementation of social responsibility has the ability to 

increase firm reputation. Social responsibility also has positive effect on perceived quality. 

Along with this, firm image has positive effect on sustainable FP. Firm reputation has positive 

effect on sustainable FP. Finally, perceived quality also shows positive effect on sustainable FP. 

Hence, social responsibility has positive effect on firm image, firm reputation and perceived 

quality. Firm image, firm reputation and perceived quality have positive effect on sustainable FP. 

PLS structural model is given in Figure 3.  
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FIGURE 3 

STRUCTURAL MODEL 

Table 5 

DIRECT EFFECT RESULTS 

  (O) (M) SD 
T 

Statistics 

P 

Values 

Firm Image -> Sustainable FP  0.814 0.814 0.02 41.652 0 

Firm Reputation -> Sustainable FP 0.165 0.164 0.025 6.71 0 

Perceived Quality -> Sustainable FP  0.043 0.043 0.018 2.373 0.018 

Social Responsibility -> Firm Image  0.825 0.825 0.026 31.178 0 

Social Responsibility -> Firm Reputation  0.967 0.968 0.004 238.889 0 

Social Responsibility -> Perceived Quality  0.769 0.77 0.026 29.054 0 

   
Table 6 

INDIRECT EFFECT RESULTS 

 
(O) (M) SD t Statistics P Values 

Social Responsibility -> Firm Image 
0.672 0.672 0.03 22.597 0 

-> Sustainable FP 

Social Responsibility -> Firm Reputation 
0.159 0.159 0.024 6.67 0 

-> Sustainable FP 

Social Responsibility -> Perceived Quality -> Sustainable FP 0.033 0.033 0.014 2.442 0.015 

The indirect effect by the current study is given in Table 6. The indirect effect of firm 

image is examined between social responsibility and sustainable FP. The indirect effect of firm 

reputation is examined between social responsibility and sustainable FP. Finally, the indirect 

effect of perceived quality is examined between social responsibility and sustainable FP. All 

these indirect effect were examined by following the instructions of Preacher & Hayes (2008). 

The indirect effect of firm image between social responsibility and sustainable FP found t-value 

22.597 which is significant. The indirect effect of firm reputation between social responsibility 

and sustainable FP found t-value 6.67 which is also significant. Finally, the indirect effect of 

perceived quality between social responsibility and sustainable FP found t-value 2.442 which is 

also significant. Hence, all the indirect effect is significant which shows that firm image, firm 

reputation and perceived quality reflect the positive effect of social responsibility on sustainable 

FB. The indirect effect histogram for all three variables; firm image, firm reputation and 

perceived quality is given in Table 6. Furthermore, this study examined the r-square value which 
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is 0.973. This r-square value for sustainable FP is strong (Chin, 1998) and showing that all the 

variables; social responsibility, firm image, firm reputation and perceived quality are expected to 

bring 97.3% change in sustainable FP. Indirect effect is also given through histogram as shown 

in Figure 4. 

 

FIGURE 4 

INDIRECT EFFECT HISTOGRAM 

CONCLUSION 

The objective of this study was to examine the role of social responsibility in sustainable 

FP. The relationship between social responsibility, firm image, firm reputation, perceived quality 

and sustainable FP was examined by the current study. Additionally, the indirect effect of firm 

image, firm reputation and perceived quality was examined between social responsibility and 

sustainable FP. For this purpose, data were collected from the teachers of various educational 

institutions in Indonesia by using questionnaire survey. Results of the study provided vital 

contribution to sustainable FP among the educational institutions. Results of the study indicated 

that social responsibility has positive effect on firm image, perceived quality and firm reputation. 

Social responsibility enhances the firm image as the social responsibility has positive effect on 

firm reputation which shows positive effect on sustainable FP. Increase in social responsibility 

increases the firm performance as findings shows the significant positive effect of social 

responsibility on perceived quality of education. Finally, increase in perceived quality increases 

the sustainable FP. Additionally, firm image, perceived quality and firm reputation has positive 

effect on sustainable FP. Hence, increase in firm image, perceived quality and firm reputation 

increases the sustainable FP.  

The relationship examined in the current study has major role in sustainable FP which has 

positive role in theoretical and practical implications. As this study examined the valuable 

relationship between social responsibility, firm image, firm reputation, perceived quality and 

sustainable FP. This relationship is first time examined in the educational institutions of 

Indonesia. Furthermore, this study examined the mediation effect of firm image, firm reputation 

and perceived quality between social responsibility and sustainable FP which has vital 

contribution to the Literature. Practically, this study is helpful for the educational institutions of 

Indonesia as this study proved that social responsibility can increase the performance.  
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