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Abstract

Corporate Social Responsibility (CSR) is generally presumed to be associated with
companies in the full sense of the word, overlooking the important role of other institutions
and organizations in achieving the objectives of the concept of CSR. This study's goal is to
scientifically evaluate the link between corporate social responsibility and a university's
sustainable competitive advantage. A conceptual model was created based on strategic
corporate social innovation literature. The research was quantitative, and the variables were
measured using the literature guide to build the research questionnaire. The analysis used
structural equation modelling and the result revealed that Corporate Social Responsibility in
relation to Customers or/and Students (CSRCS), Employees (CSRE), Government (CSRG)
and Social stakeholders (CSRS) has a major impact on a university's sustained competitive
advantage. Management and employees at universities can learn how to apply differentiation
techniques to address community issues related to healthcare, economic, sociocultural, and
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environmental. For quality research and community outreach that better fulfill social needs,
innovative, quality-based approaches must be developed. The study extends the existing
literature by empirically validating the relationship between CSR and a university's
sustainable comparative advantage.

Keywords: corporate social responsibility, higher education, sustainable competitive
advantage, university

1. Introduction

In recent years, universities have become increasingly concerned about how they can assist in
directly combating the negative effects of pandemics such as COVID-19 by conducting
research in a variety of domains relating to economics and health, as well as social and
environmental challenges (Perrotta, 2021). By reconsidering the present business processes
and developing novel inventive models to address the adverse impacts of pandemics (such as
COVID-19) through study or collaboration with industry, universities, for example, can
contribute significantly to the improvement of the nation's economic health (Islam et al.,
2021). As a source of knowledge in the development of vaccines and medicines that are
specifically designed to counter the effects of pandemics (such as COVID-19) on people's
lives, universities have played an important role. The introduction of such products relies on
innovation and breakthrough technologies to achieve such a goal, with the introduction of
such products relying on innovation and breakthrough technologies to achieve such a goal
(Kandeil et al., 2021; Rosa et al., 2021).

According to their current practices, private universities in Nigeria are blending with their local
communities and are also taking a leading role in this regard, as evidenced by their recent
responses to the COVID-19 pandemic, which is relevant to their students. The COVID-19
pandemic is currently affecting several universities, and strategies are being implemented to
combat it. These strategies include developing innovative and creative processes for teaching
and research to continue in a safe environment during these difficult times (Bao, 2020). As a
result, most educational institutions have begun developing various e-learning programs and
utilizing various online platforms in order to effectively and efficiently reach their various
learners without jeopardizing the quality of education or negatively impacting students'
educational experiences (Adedoyin & Soykan, 2020; Bao, 2020; DeVaney et al., 2020;
Mohammad et al., 2020).

Innovating educational, research, and community engagement processes that can help make
their countries better, grow their societies, and solve their problems are being promoted by
universities all over the world. These processes are helping universities make a greater impact
on the long-term development of their countries. This is accomplished via the encouragement
of innovative educational, research, and community involvement procedures that may assist
individuals in making positive social changes, growing their communities, and dealing with
their challenges (Bayuo et al., 2020; Tetrevova et al., 2021). Therefore, a limited research
(Binsawad, 2020; Ramos-Monge et al., 2019; Tetrevova et al., 2021) looked at the practical
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application of corporate social responsibility (CSR) from the perspective of a higher
education institution (HEI), leading to the coining of the phrase "university social
responsibility” (USR). Studies of corporate social innovation in the setting of universities has
just recently been conducted by Belayutham and colleagues (2019), and Bayuo and
colleagues (2020) which lead to a new concept known as university social innovation
(Belayutham and colleagues, 2019). However, according to McCKelvey and Zaring (2018),
the majority of social responsibility research employs primarily conceptual, qualitative, or
case-study methodologies, with no empirical or quantitative methodological investigations.
Furthermore, experts in the fields of economics, and environmental studies were more
involved in social responsibility research than experts in the fields of business, management,
and or education (Foroudi et al., 2020). Furthermore, there is a paucity of research conducted
from the perspective of strategic management. As a result, this paper combined theoretical
literature on strategy, operations, and innovation management with empirical literature on
university social innovation research fields from a cross-disciplinary perspective to explore
university social innovation research fields. The study investigates the direct relationship
between the dimensions of CSR (social, employees, government, and consumers, who are
students) and achieving a SCA in the context of higher education, particularly at university
level.

2. Theoretical Background and Hypothesis Development

In recent years, corporate social responsibility (CSR) has piqued academic interest as a
dimension of sustainability (Abernathy et al., 2017; Adhikariparajuli et al., 2021; Zhou et al.,
2020). Because the world is confronted with several difficulties, such as environmental and
socioeconomic concerns, there is a great deal of interest in how individuals may contribute to
the solution of these issues. A growing number of people from all types of organizations,
including both small and large institutions, wish to get more involved in the contemplating
nowadays world environmental challenges and contribute toward the solution (Chkir et al.,
2020). A company's consideration of issues other than its traditional goals, which are
primarily focused on conducting business and maximizing profits, is defined as fostering a
more holistic view of corporate governance (Degli & Portale, 2011; Dusingize &
Nyiransabimana, 2017; Rexhepi et al., 2013). Another frequently cited definition looks at
corporate social responsibility through a hierarchical lens, categorizing it into four distinct
layers: economic, legal, ethical, and philanthropic (Amiri et al., 2015). The activities of a
socially responsible organization should include corporate governance, business ethics, and
community development. It should also implement relevant measures that demonstrate its
engagement with its stakeholders, which includes the general public (Degli & Portale, 2011).

Universities, like their industrial counterparts, interact with their communities in a variety of
ways. For example, they serve a wide range of people and play different roles as knowledge
providers and changemakers in their communities (Bayuo et al., 2020; Benneworth & Cunha,
2015; Younis & Hammad, 2020). Universities are under more pressure than ever before to
rethink their role in their communities, which has grown beyond simply giving students
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educational opportunities. This is because of the outside opportunities and threats that all
businesses face (Amiri et al., 2015; Ramos-Monge et al., 2019). Universities need to come up
with unique strategies that show that they care about society by aligning their processes and
activities like teaching and learning, assessment, research, and managing their functional
areas with the public goal of improving the well-being of their society and taking care of the
environment (Adamik & Nowicki, 2019; Ahmad, 2012; McWilliams & Siegel, 2011). There
have been a few studies that have tried to think of university social responsibility practices as
a group of things that universities do to be ethical and environmentally friendly, protect social
and human rights, ensure long-term economic and human development, promote ethical
behavior, train for social responsibility, and do socially responsible research (Porter &
Kramer, 2006).

For competitiveness, the current difficult business environment has a lot of intense
competition because there aren't a lot of resources, technology is quickly changing, and
products have shorter life cycles. There are also a lot of changes in customer preferences,
stakeholder needs, and the pressure to be involved in community service (Marin et al., 2012).
Universities face a wide range of threats and challenges from outside because of factors like
globalization, more staff and students moving around, international competition, and new
educational technologies. Universities are also under more pressure from local governments
to meet certain accreditation requirements and improve their international rankings (Bobe &
Kober, 2015; De Haan, 2015; Dimitrova & Dimitrova, 2017; Mahdi et al., 2019; Steiner et al.,
2013). As defined by the theory of resource-based view (RBV), competitiveness is no longer
defined by a single thing in an institution. Instead, it's about combining internal resources and
strengths into a package that is embedded in the institution's processes, activities, and levels
and also stands out from what competitors are offering, allowing for a more long-term
competitive position to be held (Adner & Zemsky, 2006; Bobe & Kober, 2015; De Haan,
2015; Khan et al., 2019; McWilliams and Siegel, 2011). Several studies have looked into how
CSR and SCA are linked in the industry (Adamik & Nowicki, 2019; Marin et al., 2012;
Marin et al., 2017; McWilliams & Siegel, 2011; Porter & Kramer, 2006). As a result, some
businesses were able to make some money. However, this view has changed in recent years to
reflect a more systematic social engagement that promises benefits for everyone involved. if
an organization has a good CSR strategy and uses it, its performance improves, and its SCA
goes up (Khan et al., 2019).

Studying how university social responsibility and competitiveness are linked in the context of
higher education has been done by academics in the field of study (Plungpongpan et al.,
2016). Social responsibility strategies at universities were thought to be more effective and
efficient when they were used with other parts of quality assurance, which led to accreditation
from quality assurance bodies and a better competitive position than their counterparts
(Plungpongpan et al., 2016). University social responsibility differentiation strategies should
address both external and internal problems and weaknesses while also taking advantage of
extrinsic opportunities, internal strengths, and resources (De Haan, 2015; Plungpongpan et al.,
2016; Dimitrova & Dimitrova, 2017). People who study the relationship between social
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responsibility and competitiveness do most of their work in the manufacturing industry, but
those who study it in the higher education sector do most of their work from an
environmental and educational point of view, not from a managerial point of view (Chen et
al., 2015). To address this knowledge gap, the authors developed and proposed a hypothesis
between CSR and SCA in higher education institutions. Taking into account the diversity of
stakeholders at the university as well as the various ways in which the institution can affect
society, the study investigates the four key dimensions of CSR in relation to social
stakeholders; customers, defined in this study as those who directly received services from
the university; employees; and finally, government, as identified by Turker (2009) in
formulating the following hypothesis:
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Ha: Social Responsibility to Social stakeholders has a significant effect on university
sustainable competitive advantage.

Hb: Social Responsibility to customers/students has a significant effect on university
sustainable competitive advantage.

Hc: Social Responsibility to employees has a significant effect on university sustainable
competitive advantage.

Hd: Social Responsibility to government has a significant effect on university sustainable
competitive advantage.

3. Method
3.1 Variables and Measurement

After conducting a thorough review of the literature, the variables used in the study were
identified and taken into consideration during the development of the research structure. The
four dimensions of CSR was identified as an independent variable, and sustainable
competitive advantage was identified as the dependent variable. The responses were graded
on a five-point Likert scale adapted from Kaliappen, et al. (2017), with scores ranging from 1
(strongly disagree) to 5 (strongly agree) (strongly agree). Respondents can use a Likert scale
to select the response that best represents their feelings about a given statement or statement
of fact. The constructs and items used were mostly taken from previously published literature.
Turker (2009) identified four dimensions of corporate social responsibility, totaling 17 items,
which have been adapted to fit in with university concepts, as shown in table 1. In addition,
as shown in table 2, five items from De Haan (2015) were adapted to assess long-term
competitive advantage in the university.
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Table 1. Measurement Scale — CSR

SN Code University corporate social responsibility Scale

CSR in relation to social stakeholders

1 CSRS1  Our university participates in activities that aim to protect the quality of the
natural environment.

2 CSRS2  Our university makes an investment to create a better life for future
generations.

3 CSRS3  Our university implements special programs to minimize its negative
impact on the natural environment.

4 CSRS4  Our university targets sustainable growth, which considers future
generations.

5 CSRS5  Our university aids non-governmental organizations working in troubled
areas.

6 CSRS6  Our university contributes to the campaigns and projects that promote the
well-being of society.
CSR in relation to employees

1 CSRE1 Our university encourages its employees to participate in the voluntary
activities known as "community service”.

2 CSRE2  Our university policies encourage employees to develop their skills and
careers.

3 CSRE3  Our university management is primarily concerned with employees’ needs
and wants.

4 CSRE4  Our university implements flexible policies to provide a good work-life
balance for its employees.

5 CSRES5  Our university's management’s decisions relating to both teaching and
non-teaching staff are usually fair.

6 CSRE6  Our university supports both teaching and non-teaching staff who want to
acquire additional educational qualifications.
CSR in relation to customers/students

1  CSRCS1 Our university protects students' (and any other person seeking the services
of the university) rights beyond the legal requirements.

2 CSRCS2 Our university provides full and accurate information about its services to
its students and any other person who requires such services.

3 CSRCS3 Our university placed students’ satisfaction as a top priority.
CSR in relation to the government

1  CSRCG1 Our university always pays its taxes and other levies on a regular and
continuing basis.

2 CSRCG2 Our university complies with the legal regulations completely and

promptly.
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Table 2. Measurement Scale — SCA

SN Code  University Sustainable Competitive Advantage Scale

1 SCA1l  Our faculty has a favorable corporate social reputation, perceived by our
internal and external stakeholders, better than that of colleges and
universities.

2 SCA2  Our faculty holds a quality accreditation certificate that sets us apart from

other colleges and universities.

3 SCA3  Our faculty offers unique educational programs that take into account the
larger society and environment, which sets us apart from other higher
education institutions.

4 SCA4  Our faculty conducts unique research and initiatives that consider the larger
society and environment, which sets us apart from other higher education
institutions.

5 SCA5  Our faculty provides unique community services that recognize the larger
society and environment, which sets us apart from other higher education
institutions.

3.2 Data collection, Population, Sample and Method of Analysis

Because of their extensive experience at privately owned higher education institutions,
faculty members at Nile University of Nigeria, including those in leadership positions, were
used as respondents. The response will be able to demonstrate how the university strikes a
balance between societal needs and the cost of establishing and operating the university. At
the time of data collection, there were 698 direct full-time faculty members working at the
university, of which 248 were drowned as samples using the Krejcie and Morgan method
(1970). Questionnaires were distributed, and 136 people responded, for a 54.8 percent
response rate.

Smart PLS-SEM was chosen to analyze the data collected and used to test the research
hypotheses as recommended by CSR scholar (Raza et al., 2020) and strategic and operations
management studies (Adel et al., 2020; Hair et al., 2012). The advantages of using PLS-SEM
have been reported in the literature (Hair et al., 2019; Raza et al., 2020).

4. Empirical Analyses

As stated previously in the methodology, the study hypotheses were tested using smart PLS,
and the measurement model was used to assess the reliability and validity of the study
variables. Table 3 shows the measurement model's results, which show how construct validity
and reliability were established (See also figure 1). In accordance with the findings of Hair et
al. (2020), the reliability of each construct was examined and validated by the composite
reliability and Cronbach's alpha, with all of their values exceeding 0.7, as shown in Table 1.
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Hair et al. (2014, 2020) found that the value of average variance extracted (AVE) associated
to each factor should be more than 0.5 in order to assure the convergent validity of each
component, which was proved in this study as shown in Table 3. Also, the measurement
model presented a very law loading of 2 items (CSRE1 & CSRS3) out of the total 17 items
adapted for the measurement of CSR, and they were deleted in the analysis.
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Table 3. Construct Reliability and Validity
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Figure 1. SmartPLS Algorithm Graph

All the hypotheses were tested and proved to be supported as shown by the beta coefficients
and p-values in Figure 2 and table 4. The results demonstrated that CSR significantly
influenced SCA as indicated from hypothesis (Ha) through hypothesis (Hd) by demonstrating
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that corporate social responsibility to customers or students (CSRCS); corporate social
responsibility to employees (CSRE); corporate social responsibility to government (CSRG);
and corporate social responsibility to social stakeholders (CSRS) have a significant impact on
a university's sustainable competitive advantage.

Table 4. Mean, STDEV, T-Values, P-Values

Relationship B STDEV T Statistics P Value
Ha:CSRCS ->SCA 0.217 0.105 2.072 0.019
Hb:CSRE ->SCA 0.219 0.090 2.443 0.007
Hc:CSRG ->SCA 0.307 0.089 3.457 0.000
Hd:CSRS ->SCA 0.287 0.090 3.168 0.000
SCAT SCA SCA3 SCA4 SCAS
DA

15.310

CSRCST

*21.800 2072
CSRCS2 48797

23348
CSRCS3

CSRCS 3.168 2.443

CSRG1
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30.367»
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3.457 \.
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CSRS1 \ | R
-
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£5.523 ~.7.860 .4
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411.8297
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- CSRE —
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Figure 2. SmartPLS Bootstrap Graph

The coefficient of determination (R2) is the variance explained in the dependent latent
variable by independent latent variables (Henseler et al., 2015). Therefore, Table 5 shows the
value of R square as 78% and adjusted R square as 77% as a good indication of a
parsimonious model.
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Table 3. R? of the Dependent Variable
R Square 0.780
Adjusted RSquare 0.771

5. Findings, Implications and Recommendations

It was decided to investigate direct relationships between the dimensions of CSR and SCA in
order to fill a research gap that had been identified in the literature. The findings reveal that
corporate social responsibility has a significant impact on SCA. In other words, university
administrators and staff can learn about how to use cross-disciplinary differentiation
strategies that will help their institutions move from simply being socially responsible to
being socially innovative, which will help them meet the needs of their communities by
providing solutions to problems and challenges in their communities. Developing new,
quality-based processes, programs, and services in education, research, and community
outreach that better serve social needs in general and pandemic needs in particular can help
keep this going. This can be done by involving staff in the development and implementation
of socially responsible strategies for better social engagement in order to be recognized as
quality-accredited and unique among their peers.

It is recommended that faculty leaders and managers, particularly those in the fields of
engineering, technology, and the humanities, raise awareness about social problems among
both teaching staff and students in their communities, as well as the critical role that
educational and research services play in improving society from such problems. This can be
achieved by meeting social needs through promoting innovative educational and research
processes and services that have the potential to reinforce positive social change as a result of
these developments.

6. Conclusions

The purpose of this study was to develop and test a model of the impact of corporate social
responsibility on universities' long-term sustainable competitive advantage. Several corporate
social  responsibility initiatives, including Corporate Social Responsibility to
Customers/Students (CSRCS), Corporate Social Responsibility to Employees (CSRE),
Corporate Social Responsibility to Government (CSRG), and Corporate Social Responsibility
to Social Stakeholders (CSRS), have a significant impact on a university's ability to maintain
a competitive advantage in the long term. The study builds on previous research on corporate
social responsibility that has focused primarily on industries that have been shown to have an
impact on higher education institutions. As a result of its findings, the study established a
relationship between each of the five dimensions of CSR and SCA.

7. Limitations and Future Research
A limitation that can be reported in this research is that it is focused on a single university and

all respondents are from the same university. Future studies can replicate the study and
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consider broadening the scope of the study. Since this study only considers a direct
relationship between the variables under consideration, another study could consider
examining the indirect relationship between the variables under consideration by including a
mediator or by including a control variable to moderate the relationship.

References

Abernathy, J., Stefaniak, C., Wilkins, A., & Olson, J. (2017). Literature review and research
opportunities on credibility of corporate social responsibility reporting. American Journal of
Business, 32(1), 24-41. https://doi.org/10.1108/AJB-04-2016-0013

Adamik, A., & Nowicki, M. (2019). Pathologies and paradoxes of co-creation: A contribution
to the discussion about corporate social responsibility in building a competitive advantage in
the age of Industry 4.0. Sustainability, 11(18), 4954. https://doi.org/10.3390/su11184954

Adedoyin, O. B., & Soykan, E. (2020). Covid-19 pandemic and online learning: the
challenges and opportunities. Interactive Learning Environments, 1-13.
https://doi.org/10.1080/10494820.2020.1813180

Adel, H. M., Mahrous, A. A., & Hammad, R. (2020). Entrepreneurial marketing strategy,
institutional environment, and business performance of SMEs in Egypt. Journal of
Entrepreneurship in Emerging Economies. https://doi.org/10.1108/JEEE-11-2019-0171

Adhikariparajuli, M., Hassan, A., & Siboni, B. (2021). CSR Implication and Disclosure in
Higher Education: Uncovered Points. Results from a Systematic Literature Review and
Agenda for Future Research. Sustainability, 13(2), 525. https://doi.org/10.3390/su13020525

Adner, R., & Zemsky, P. (2006). A demand-based perspective on sustainable competitive
advantage. Strategic Management Journal, 27(3), 215-239. https://doi.org/10.1002/smj.513

Ahmad, J. (2012). Can a university act as a corporate social responsibility (CSR) driver? An
analysis. Social Responsibility Journal, 8(1), 77-817.
https://doi.org/10.1108/17471111211196584

Amiri, E., Ranjbar, M., & Amiri, N. (2015). Corporate social responsibility in higher
education. In Annals of International Conference on Humanities, Literature and Management,
Dubai (p. 15).

Bao, W. (2020). COVID-19 and online teaching in higher education: A case study of Peking
University. Human Behavior and Emerging Technologies, 2(2), 113-115.
https://doi.org/10.1002/hbe2.191

Bayuo, B. B., Chaminade, C., & G&ansson, B. (2020). Unpacking the role of universities in
the emergence, development and impact of social innovations—A systematic review of the
literature. Technological Forecasting and Social Change, 155, 120030.
https://doi.org/10.1016/j.techfore.2020.120030

Belayutham, S., Ibrahim, C. K. I. C., Zulkifli, A. R., & Ibrahim, N. (2019). A dual-functional

29


https://doi.org/10.1108/AJB-04-2016-0013
https://doi.org/10.3390/su11184954
https://doi.org/10.1080/10494820.2020.1813180
https://doi.org/10.1108/JEEE-11-2019-0171
https://doi.org/10.3390/su13020525
https://doi.org/10.1002/smj.513
https://doi.org/10.1108/17471111211196584
https://doi.org/10.1002/hbe2.191
https://doi.org/10.1016/j.techfore.2020.120030

A ISSN 2157-6068
Institute™ 2022, Vol. 13, No. 2

social innovation process model for low-cost houses through university-enabled
initiative. Construction Innovation, 19(2), 126-148. https://doi.org/10.1108/C1-07-2017-0062

\\ Mac rOth i “k Business Management and Strategy

Benneworth, P., & Cunha, J. (2015). Universities’ contributions to social innovation:
reflections in theory & practice. European Journal of Innovation Management, 18(4),
508-527. https://doi.org/10.1108/EJIM-10-2013-0099

Binsawad, M. H. (2020). Corporate social responsibility in higher education: a PLS-SEM
neural network approach. IEEE Access, 8, 29125-29131.
https://doi.org/10.1109/ACCESS.2020.2972225

Bobe, B. J.,, & Kober, R. (2015). Measuring organizational capabilities in the higher
education sector. Education+Training. 57(3), 322-342.
https://doi.org/10.1108/ET-09-2013-0114

Chen, S. H., Nasongkhla, J., & Donaldson, J. A. (2015). University Social Responsibility
(USR): Identifying an Ethical Foundation within Higher Education Institutions. Turkish
Online Journal of Educational Technology-TOJET, 14(4), 165-172.

Chkir, 1., Hassan, B. E. H., Rjiba, H., & Saadi, S. (2021). Does corporate social responsibility
influence corporate innovation? International evidence. Emerging Markets Review, 46,
100746, 1-19. https://doi.org/10.1016/j.ememar.2020.100746

De Haan, H. H. (2015). Competitive advantage, what does it really mean in the context of
public higher education institutions?, International Journal of Educational Management,
29(1), 44-61. https://doi.org/10.1108/IJEM-07-2013-0115

Degli Antoni, G., & Portale, E. (2011). The effect of corporate social responsibility on social
capital creation in social cooperatives. Nonprofit and Voluntary Sector Quarterly, 40(3),
566-582. https://doi.org/10.1177/0899764010362568

DeVaney, J., Shimshon, G., Rascoff, M., & Maggioncalda, J. (2020). Higher Ed needs a
long-term plan for virtual learning. Harvard business review, 2-5.

Dimitrova, G., & Dimitrova, T. (2017). Competitiveness of the universities: measurement
capabilities. Trakia Journal of Sciences, 15(1), 311-316.
https://doi.org/10.15547/tjs.2017.5.01.055

Dusingize, M. P., & Nyiransabimana, V. (2017). A study of university social responsibility
(USR) practices at Rwanda’s Institut Catholique de Kabgayi. In Corporate Social
Responsibility, Sustainability, and Ethical Public Relations. Emerald Publishing Limited,
Bingley, 143-166. https://doi.org/10.1108/978-1-78714-585-620181006

Foroudi, P., Akarsu, T. N., Marvi, R., & Balakrishnan, J. (2021). Intellectual evolution of
social innovation: A bibliometric analysis and avenues for future research trends. Industrial
Marketing Management, 93, 446-465. https://doi.org/10.1016/j.indmarman.2020.03.026

Hair Jr, J. F.,, Howard, M. C., & Nitzl, C. (2020). Assessing measurement model quality in

30


https://doi.org/10.1108/CI-07-2017-0062
https://doi.org/10.1108/EJIM-10-2013-0099
https://doi.org/10.1109/ACCESS.2020.2972225
https://doi.org/10.1108/ET-09-2013-0114
https://doi.org/10.1016/j.ememar.2020.100746
https://doi.org/10.1108/IJEM-07-2013-0115
https://doi.org/10.1177/0899764010362568
https://doi.org/10.15547/tjs.2017.s.01.055
https://doi.org/10.1108/978-1-78714-585-620181006
https://doi.org/10.1016/j.indmarman.2020.03.026

ISSN 2157-6068

\\ MacrOthi“k Business Management and Strategy
A Institute ™ 2022, \Vol. 13, No. 2

PLS-SEM using confirmatory composite analysis. Journal of Business Research, 109(1),
101-110. https://doi.org/10.1016/j.jbusres.2019.11.069

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report
the results of PLS-SEM. European business review. 31(1), 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

Hair, J. F., Sarstedt, M., Pieper, T. M., & Ringle, C. M. (2012). The use of partial least
squares structural equation modeling in strategic management research: a review of past
practices and recommendations for future applications. Long Range Planning, 45(5-6),
320-340. https://doi.org/10.1016/j.Irp.2012.09.008

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant
validity in variance-based structural equation modeling. Journal of the Academy of Marketing
Science, 43(1), 115-135. https://doi.org/10.1007/s11747-014-0403-8

Islam, A., Jerin, I., Hafiz, N., Nimfa, D. T., & Wahab, S. A. (2021). Configuring a blueprint
for Malaysian SMEs to survive through the COVID-19 crisis: The reinforcement of
Quadruple Helix Innovation Model. Journal of Entrepreneurship, Business and
Economics, 9(1), 32-81.

Kaliappen, N., Hilman, H., & Abubakar, A. (2017). Market orientation and performance: The
mediating effect of service quality and moderating effect of star rating system. Journal of
Business and Retail Management Research, 11(3), 165-178.

Kandeil, A., Mostafa, A., Hegazy, R. R., EI-Shesheny, R., El Taweel, A., Gomaa, M. R., ... &
Ali;, M. A. (2021). Immunogenicity and Safety of an Inactivated SARS-CoV-2 Vaccine:
Preclinical Studies. Vaccines, 9(3), 214. https://doi.org/10.3390/vaccines9030214

Khan, S. Z., Yang, Q., & Waheed, A. (2019). Investment in intangible resources and
capabilities spurs sustainable competitive advantage and firm performance. Corporate Social
Responsibility and Environmental Management, 26(2), 285-295.
https://doi.org/10.1002/csr.1678

Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research
activities. Educational and Psychological Measurement, 30(3), 607-610.
https://doi.org/10.1177/001316447003000308

Mahdi, O. R., Nassar, I. A., & Almsafir, M. K. (2019). Knowledge management processes
and sustainable competitive advantage: An empirical examination in private
universities. Journal of Business Research, 94, 320-334.
https://doi.org/10.1016/j.jbusres.2018.02.013

Marin, L., Martm, P. J., & Rubio, A. (2017). Doing good and different! The mediation effect
of innovation and investment on the influence of CSR on competitiveness. Corporate Social
Responsibility and Environmental Management, 24(2), 159-171.
https://doi.org/10.1002/csr.1412

31


https://doi.org/10.1016/j.jbusres.2019.11.069
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1016/j.lrp.2012.09.008
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.3390/vaccines9030214
https://doi.org/10.1002/csr.1678
https://doi.org/10.1177/001316447003000308
https://doi.org/10.1016/j.jbusres.2018.02.013
https://doi.org/10.1002/csr.1412

ISSN 2157-6068

\\ MacrOthi“k Business Management and Strategy
A Institute ™ 2022, \Vol. 13, No. 2

Marin, L., Rubio, A., & de Maya, S. R. (2012). Competitiveness as a strategic outcome of
corporate social responsibility. Corporate Social Responsibility and Environmental
Management, 19(6), 364-376. https://doi.org/10.1002/csr.1288

McKelvey, M., & Zaring, O. (2018). Co-delivery of social innovations: exploring the
university’s role in academic engagement with society. Industry and Innovation, 25(6),
594-611. https://doi.org/10.1080/13662716.2017.1295364

McWilliams, A., & Siegel, D. S. (2011). Creating and capturing value: Strategic corporate
social responsibility, resource-based theory, and sustainable competitive advantage. Journal
of Management, 37(5), 1480-1495. https://doi.org/10.1177/0149206310385696

Mohammad, S. A., Osman, A. M., Abd-Elhameed, A. M., Ahmed, K. A., Taha, N. M., Saleh,
A., ... & Mohamed, M. A. (2020). The battle against Covid-19: the experience of an Egyptian
radiology department in a university setting. Egyptian Journal of Radiology and Nuclear
Medicine, 51(1), 1-9. https://doi.org/10.1186/s43055-020-00335-7

Perrotta, D. (2021). Universities and Covid-19 in Argentina: from community engagement to
regulation. Studies in Higher Education, 46(1), 30-43.
https://doi.org/10.1080/03075079.2020.1859679

Peters, R. C. (2007). Corporate social responsibility and strategic performance: Realizing a
competitive advantage through corporate social reputation and a stakeholder network
approach. Florida Atlantic University.

Plungpongpan, J., Tiangsoongnern, L., & Speece, M. (2016). University social responsibility
and brand image of private universities in Bangkok. International Journal of Educational
Management, 30(4), 571-591. https://doi.org/10.1108/IJEM-10-2014-0136

Porter, M. E., & Kramer, M. R. (2006). Strategy and society: the link between competitive
advantage and corporate social responsibility. Harvard Business Review. 84(12), 78-92.

Ramos-Monge, E. L., Llina&-Audet, X., & Barrena-Mart nez, J. (2019). Drivers and barriers
of University Social Responsibility: integration into strategic plans. World review of
entrepreneurship, management and sustainable development, 15(1-2), 174-201.

Raza, A., Rather, R. A., Igbal, M. K., & Bhutta, U. S. (2020). An assessment of corporate
social responsibility on customer company identification and loyalty in banking industry: a
PLS-SEM analysis. Management Research Review.
https://doi.org/10.1108/MRR-08-2019-0341

Rexhepi, G., Kurtishi, S., & Bexheti, G. (2013). Corporate social responsibility (CSR) and
innovation—the drivers of business growth?. Procedia-Social and Behavioral Sciences, 75,
532-541. https://doi.org/10.1016/j.sbspro.2013.04.058

Rosa, M. F. F., da Silva, E. N., Pacheco, C., Diggenes, M. V. P.,, Millett, C., Gadelha, C. A. G.,
& Santos, L. M. P. (2021). Direct from the COVID-19 crisis: research and innovation sparks

32


https://doi.org/10.1002/csr.1288
https://doi.org/10.1080/13662716.2017.1295364
https://doi.org/10.1177/0149206310385696
https://doi.org/10.1186/s43055-020-00335-7
https://doi.org/10.1080/03075079.2020.1859679
https://doi.org/10.1108/IJEM-10-2014-0136
https://doi.org/10.1108/MRR-08-2019-0341
https://doi.org/10.1016/j.sbspro.2013.04.058

H Business Management and Strategy
A\\Mac.rOtthll;.k ISSN 2157-6068
Institute 2022, Vol. 13, No. 2

in Brazil. Health Research Policy and Systems, 19(1), 1-7.
https://doi.org/10.1186/s12961-020-00674-x

Steiner, L., Sundstrdn, A. C., & Sammalisto, K. (2013). An analytical model for university
identity and  reputation  strategy = work. Higher  Education, 65(4),  401-415.
https://doi.org/10.1007/s10734-012-9552-1

Tetrevova, L., Vavra, J., & Munzarova, S. (2021). Communication of Socially-Responsible
Activities by Higher Education Institutions. Sustainability, 13(2), 483.
https://doi.org/10.3390/su13020483

Turker, D. (2009). Measuring corporate social responsibility: A scale development
study. Journal of business ethics, 85(4), 411-427. https://doi.org/10.1007/s10551-008-9780-6

Younis, R. A. A, & Hammad, R. (2020). Employer image, corporate image and
organizational attractiveness: the moderating role of social identity consciousness. Personnel
Review. 50(1), 244-263. https://doi.org/10.1108/PR-02-2019-0058

Zhou, H., Wang, Q., & Zhao, X. (2020). Corporate social responsibility and innovation: A
comparative study. Industrial Management & Data Systems. 120(5), 863-882.
https://doi.org/10.1108/IMDS-09-2019-0493

Copyright

Copyright for this article is retained by the author(s), with first publication rights granted to
the journal.

This is an open-access article distributed under the terms and conditions of the Creative
Commons Attribution license (http://creativecommons.org/licenses/by/4.0/).

33


https://doi.org/10.1186/s12961-020-00674-x
https://doi.org/10.1007/s10734-012-9552-1
https://doi.org/10.3390/su13020483
https://doi.org/10.1007/s10551-008-9780-6
https://doi.org/10.1108/PR-02-2019-0058
https://doi.org/10.1108/IMDS-09-2019-0493

