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ABSTRACT
This research examines the impact of University Social
Responsibility (USR) on University Performance (UP) through
mediating role of service quality, student satisfaction, university
reputation, and student trust. Data were collected from a sample
of 586 university students from Pakistan and 311 university
students from China. Universities in Pakistan revealed that USR
has a significant and positive impact on UP. However, this
relationship was found to be insignificant in China. The findings
from the overall sample revealed a significant and positive
influence of USR on the intervening variables. Except for student
trust in Pakistan, and student satisfaction in China, all the other
constructs in the sample from Pakistan, China, and the overall
sample were found to have a significant intervening role in the
relationship between USR and UP. There is little research on the
relationship and mechanism of impact of USR on UP.
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Introduction

The role of Social Responsibility (SR) in Higher Education Institutions (HEIs) is not only
restricted to the provision of education but also to attain a certain standard of perform-
ance that satisfies the emerging needs of the social setup (Vázquez et al., 2014). Hence,
concerning the higher education perspective, the term University Social Responsibility
(USR) was coined. It is derived from the concept of Corporate Social Responsibility
(CSR), which is the voluntary assumption by organizations of responsibilities that go
beyond economic and legal responsibilities (Piacentini et al., 2000). Thus, USR refers to
the ‘university’s commitment in recognizing the interests of society and performing in
a way that improves the well-being of its members through the provision of quality edu-
cational services’ (Latif, 2018, p. 516). To date, only a few studies have examined how USR
can work as an instrument to boost student-related outcomes, like student satisfaction
(Vázquez et al., 2015), social intrapreneurship culture (Sánchez-Hernández & Mainardes,
2016). With existing research on SR focused on its linkage with individual and organiz-
ational performance, it can be postulated that a socially responsible university can help
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improve University Performance (UP). Approaching Higher Education Institutions (HEIs)
using stakeholder and socially responsible marketing is critical to the very survival of uni-
versities (Huempfner & Kopf, 2017).

Existing literature exhibits that research on the USR and performance has been con-
ducted in the USA and European countries whereas there is limited research in develop-
ing economies. Also, there is limited research on the cross-cultural analysis between
emerging and developing economies. Furthermore, USR has never been significantly
addressed in Pakistani and Chinese HEIs (Asrar-ul-Haq et al., 2017; Malik & Kanwal,
2018). In addition to existing research on USR, student loyalty, and satisfaction in HEIs,
there have been calls for cross-cultural analysis based on the student population to repli-
cate the outcomes to further generalize the results (Sánchez-Hernández & Mainardes,
2016).

Considering the research gaps, the study opted for the developing economy (Pakistan)
and emerging economy (China), as per the similarities in their below average and static
USR activities as the policymakers in both countries sought to increase USR activities. Paki-
stan is less economically developed with low income (Bruton et al., 2021) and a low
human development index (Wang et al., 2018). Organizations have gradually shifted
towards SR in Pakistan but only a few have appropriately disclosed their practices. Simi-
larly, in comparison to western countries, SR in China is at an early stage of development
(Deng & Xu, 2017). In comparison to Pakistan, China is significantly more developed and
economically sound. China is regarded extensively as a strong emerging economy (Zhou
et al., 2021a). In this regard, there may be contrasting results when the two countries are
compared.

Pakistan has a total of 218 universities with 58,000 teachers in public and private
sectors in 2019-20. Student enrollment in universities rose to 1.91 million in 2019–20
from 1.86 million in 2018–19 (Government of Pakistan, Finance Division, 2022). Keeping
in view the economic crisis and competition in attracting new students, universities in
Pakistan are becoming more market-driven (Shahnaz, 2022). As for China, in 2019,
there were 2,956 HEIs (including 257 independent colleges). The enrollment in HEIs
went up quickly to 3.022 million, an increase of 10.6% or 289,000 students (Ministry of
Education of the People’s Republic of China). China’s elite universities have now earned
recognition in global rankings while making substantial efforts to internationalize, with
an increasing number of local and international students, there is also an increasing
race to admit the students (Hartley & Jarvis, 2022).

Figure 1. Conceptual framework.
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Pressures on CSR from various stakeholder groups are projected to have a significant
impact on organizations based in emerging economies like China (Zhou et al., 2021a). Fur-
thermore, the situation is particularly prevalent in China, where the Chinese government
has been promoting a green credit strategy to combat pollution since 2012 (Zhou et al.,
2021b). Although most businesses in Pakistan lack a formal CSR policy, some businesses,
particularly multinationals, engage in CSR activities that they highlight in their annual
reports.

Contemporary research has argued against assessing the direct impact of SR on organ-
izational performance (Saeidi et al., 2015). Research has highlighted that merely testing
the direct relationship between SR and organizational performance conceals several sig-
nificant factors, and a mediating mechanism that connects SR with outcomes is needed to
ensure reliable findings (Latif et al., 2020; Saeidi et al., 2015). At present, the main focus of
research in higher education is to assess the factors that impact UP (Sahibzada et al., 2020)
and also to examine the prevailing role of SR practices in shaping organizational perform-
ance. Therefore, adding the intervening variables to explain the impact of USR on UP will
highlight mechanisms through which USR can influence UP.

The existing research on SR in management and marketing domains has predicted the
significant relationship of SR with various variables such as service quality (Kim & Kim,
2016), satisfaction (De Roeck et al., 2014), reputation (Fernández Sánchez et al., 2015),
and trust (Yu & Choi, 2014). Furthermore, the current research on organizational perform-
ance also concludes that performance is positively affected by service quality (Ramayah
et al., 2011), satisfaction (Saeidi et al., 2015), reputation (Miotto et al., 2020), and trust
(Wang et al., 2014). Hence, four intervening variables, viz. service quality, student satisfac-
tion, university reputation, and student trust, are studied in the current research to ascer-
tain if the proposed mediators help in explaining the mechanism of impact of USR on UP.
Research on the SR and performance in HEIs has been scarce and since these variables
have been extensively investigated in the context of corporations, therefore, they also
hold vital significance in the context of HEIs. A similar proposition has beenmade by scho-
lars like Vázquez et al. (2016) to examine relevant variables such as quality of service and
trust with USR. Annamdevula and Bellamkonda (2016) recommended studying other
possible antecedents that would influence student satisfaction. Also, El-Kassar et al.
(2019) recommended further investigation into USR to ascertain its influence on the
quality of services and student satisfaction.

Different cultures can lead to different behaviors (Lalwani & Shavitt, 2013). Kang
et al. (2016) assessed the impact of national culture on SR in 63 different countries
and found that national culture carries a significant impact on SR. However, Woo
and Jin (2016) in their study of the apparel industry found no effect of culture on
SR. Further, Hofstede’s national culture also proposes differences in the attitudes
and behaviors of people in different cultures. Hofstede (1980, p. 25), defines culture
as ‘the collective programming of the mind which distinguishes the members of
one human group from another.’ According to Hofstede (2001), cultural values can
explain the differences in the individual’s behavior. In the context of the services,
research demonstrates that Hofstede’s cultural typology is supportive in understand-
ing cross-cultural differences. Based on the above literature, there exist some studies
exploring the effects of national culture on SR, but few studies did a cross-cultural
analysis on the outcomes of SR.
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The study is based on the Stakeholder Theory (Freeman 1994) and Resource-Based
View (RBV). Stakeholder theory refers to value creation for different stakeholders other
than the shareholders (Freeman, 1984). A stakeholder is ‘any group or individual who
can affect or is affected by, the achievement of the organization’s objectives’ (Freeman,
1984, p. 46). Stakeholders include shareholders, suppliers, employees, unions, customers,
community members, media, or other groups that may be affected by organizational
actions. These entities not only include the stockholder but also the stakeholders i.e. cus-
tomers, government, community, and suppliers. Among them, the customers are the
most important stakeholders (Bhattacharya et al., 2008). Moreover, based on the previous
research it is observed that stakeholder theory explains the value of each stakeholder.
Therefore, leaders must take stakeholders’ interests into account before organizational
planning, as meeting stakeholders’ expectations consequently lead to improved organiz-
ational performance (Freeman, 1984). Further RBV is utilized to elucidate the inter-
relationship between the mediators and the criterion variable. RBV examines differences
in performance based on organizational resources (Peteraf & Barney, 2003). A resource is
anything that serves as a strength and includes both intangible and tangible assets that
are semi-permanently tied to the organization (Miles, 2012).

Based on the identified gaps, the study makes several contributions. First, several
models are tested on the relationship between SR and organizational performance, this
study is one of the first to assess the impact of USR on UP. Second, with limited research
on the outcomes of USR, the study seeks to find the relationship of USR with service
quality, student satisfaction, university reputation, and student trust. Third, previous
studies on CSR and Organizational Performance have continuously emphasized the role
of mediators, the study further helps in explaining the mechanism of impact of USR on
UP. Hence, the study will add to the understanding of how USR can help improve UP.
Fourth, this paper demonstrates the role of USR through cross-cultural analysis
between two diverse economies, since there have been significantly limited studies on
USR and its outcomes in a cross-cultural setting. Finally, the research contributes to
USR in HEIs and further understanding the stakeholder theory and RBV. The present
study integrates stakeholder theory and RBV to assess the relationship between USR
and how it influences the proposed mediators (service quality, student satisfaction, uni-
versity reputation, and student trust) that lead to improved UP. The theories are widely
used in marketing contexts, the current study extends their use in HEIs research.

Literature review and hypotheses development

University Social Responsibility (USR)

Organizations do not operate in isolation and have a significant impact on society. Simi-
larly, universities as organizations shall take responsibility for the effects of their strategies
and policies. HEIs cannot stay away from the current position prevalent on SR, this is
because universities are responsible for educating people and promoting SR. Parsons
(2014) claimed that USR is one of the strategies adopted by the management to supervise
the university (internally) and to improve its reputation (externally). According to Vallaeys
et al. (2009), USR is the employment and dissemination of principles and values through
social participation, responsible campus, professional education, and social knowledge.
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The focus of USR is on how well the universities concentrate on the ethical dimension,
research/development responsibilities, and philanthropic responsibilities.

University Performance (UP)

The ultimate variable of interest for an organization is its performance (Richard et al.,
2009). University as an organization is also focused on improving its performance. The
pursuit and the transmission of knowledge have traditionally been the primary objective
of universities. The rising emphasis on efficiency and effectiveness has naturally led to a
need for a thorough understanding and examination of UP. Universities form part of those
organizations where non-financial measures are primarily utilized in determining the
levels of their performance. UP can be measured in several ways (e.g. financial, teaching
performance) (Uluskan et al., 2017). In this paper, UP measurement is grounded in the
instrument by Tseng (2010) that is based on the indexes proposed by Maltz et al.
(2003). The focus is on measuring UP through the improvements made in the administra-
tive operations, university students, effectiveness & efficiency, resource development, and
preparation for the future. There are no standard measures for organizational perform-
ance, and researchers use measures that are compatible with their organization. UP can
be referred to as HEIs improvements in Operational/administration, market/students,
process (new programs and quality), people/resource development, and future readiness.
Assessing UP can be a significant process for HEIs and their stakeholders. Institutions with
high performance get more admissions and revenue than the lesser performing ones
(Herbst, 2007), providing a competitive edge that would probably stimulate the insti-
tutions with low performance.

University social responsibility and university performance

SR research has primarily focused on establishing its link with business performance
(Saeidi et al., 2015; Wang et al., 2014). With increasing importance of SR, universities
shall endeavor to take a leading position, by undertaking initiatives that are sustainable
and educating graduates in a manner that they can support a sustainable society
(Glavič & Lukman, 2007). Furthermore, there is an increasing demand from the society
that universities should improve their operational efficiency and performance by incor-
porating SR initiatives (Forrant & Silka, 2006).

Since Freeman’s (1984) important work, stakeholder theory has grown and evolved as
the central premise in SR research. According to stakeholder theory, a company’s perform-
ance is determined by its capacity to effectively manage stakeholder (Yuen et al., 2018).
Managing connections with significant stakeholders (students), is one of the critical
vehicles (Jain et al., 2022). As a result, understanding and drawing any inferences regard-
ing any probable link between SR and organizational performance requires interpreting
the stakeholder theory (Perrini et al., 2011). In light of stakeholder theory, social practices
are considered an instrument for amplifying stakeholder value. According to Jensen
(2001), the enlightened value maximization concept based on stakeholders’ theory pro-
poses that firms must focus on long-term value maximization (such as services, high
returns, low risk, low price, etc.) to achieve superior performance.
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By implementing USR, universities can improve their performance in several ways,
which can lead to numerous positive outcomes (Gomez, 2014), such as (a) Organizational
(improved relationships with stakeholders like students, associations, and unions, an
ethical and transparent management system, etc.); (b) Educational (responsible pro-
fessional and citizenship training, excellent educational policies, and programs, etc.); (c)
Cognitive impacts (incorporation of students to research projects relevant to social pro-
blems, promotion of inter-disciplinary and trans-disciplinary strategies, etc.); and (d)
Social impacts (integration of social networks and local community programs, communi-
cation of socially responsible practices, etc.). USR initiatives that include a focus on ethics,
improving research and development, and philanthropic practices can aid universities in
improving their performance. Hence, it is proposed that

H1: There is a significantly positive impact of USR on UP.

Social responsibility and service quality, satisfaction, reputation, and trust

There is little research on the impact of SR on service quality. Recently, Santos et al. (2020)
found a significant impact of USR on service quality in HEIs. Literature, in general, support
the idea of the relationship of SR with different quality variables. In this context, USR has
been identified as the ‘university’s commitment to recognizing the interests of society and
performing in a way that improves the well-being of its members through the provision of
quality educational services’ (Latif, 2018, p. 516). The application of SR in HEIs points
toward the identification of the university stakeholders and their responsibility towards
them, this can aid in enhancing the service quality (Vázquez et al., 2014). USR focuses
on good quality services, to attract students who desire quality education (Plungpongpan
et al., 2016). Considering stakeholder theory, Maignan et al. (1999) identified SR to be criti-
cal in how well organizations fulfill their responsibilities towards the stakeholders. With an
increased focus on the fulfillment of responsibilities towards the students through
increased socially responsible initiatives, the service quality within the organization will
improve (Yuen et al., 2018). Hence, it is proposed that

H2: There is a significantly positive impact of USR on service quality.

There is a significant impact of CSR on satisfaction (Pérez & Bosque, 2015), but there is
little research on how USR affects student satisfaction. Vázquez et al. (2014) study
revealed a significantly positive impact of USR on student satisfaction. A socially respon-
sible institution is linked to improved service quality, resulting in heightened student
satisfaction (Latif et al., 2021). SR is concerned with the stakeholders, It can be
assumed that students’ satisfaction is influenced by their perception of the institution’s
SR because a university aligns its activities with the needs of society through actively
engaging with its communities ethically and transparently, and meets stakeholder
requirements (Esfijani et al., 2012). Based on the stakeholder theory, since students
are the primary stakeholders to whom universities are responsible. Consequently,
HEIs know that their methods have an impact on students, and this recognition could
considerably aid in improving student satisfaction (Su & Swanson, 2017). Hence, it is
proposed that

H3: There is a significantly positive impact of USR on student satisfaction.
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Awareness concerning HEIs is expressed in the form of an institution’s reputation and
rankings (Manzoor et al., 2021). Universities project their socially responsible initiatives to
garner appreciation from the stakeholders, this appreciation can help the universities to
improve their reputation. Additionally, since reputation is referred to as total opinion, it is
highly likely that in universities it will be shaped by ethical practices, research & develop-
ment initiatives, and philanthropy. Grounded in stakeholder theory, CSR initiatives may
yield more favorable perceptions of firms, this is because when industries carry out CSR
activities, the execution will promote a reputation of the institution (Rasoolimanesh
et al., 2021). This was also partly evident in the study by Khoi (2021) who found that uni-
versity reputation was influenced by research and development, funding, social contri-
butions, leadership, and student guidance. Hence, it is proposed that:

H4: There is a significantly positive impact of USR on the university’s reputation.

According to Rojas-Méndez et al. (2009) students’ trust can be understood as students’
confidence in the integrity and reliability of the university. This can help in building long
and enduring relationships (Abdelmaaboud et al., 2021). Organizations that actively
engage in CSR activities and take into account the interests of all stakeholders may
acquire key stakeholders’ support and trust (Chang, 2015). The deliberation of the
concept of trust in the education sector is relatively recent (Kwan, 2016). USR can be uti-
lized to increase community perceptions of legitimacy, value, and trust, and universities
must recognize that they have a responsibility to return to society (Latif, 2018). According
to Freeman (1984), stakeholder theory postulates value creation for all the stakeholders
and not just the shareholders. Value in higher education can be created based on the criti-
cal elements of USR that include ethical behavior, focus on research, and philanthropic
initiatives that can help in the better positioning of the institution (Kumar & Singh,
2022). This leads to an improved level of trust in the HEI, as students carry a perception
of fairness, accountability, and responsibility. Hence, it is proposed that

H5: There is a significantly positive impact of USR on student trust.

Service quality, student satisfaction, university reputation, student trust, and
UP

Service has been identified as a resource that can differentiate the organization (Julien
et al., 1997). Based on the Resource Based View (RBV), this resource can help the univer-
sities to differentiate them from competitors who provide lower-quality services. Univer-
sities as service organizations rely on their distinctive service attributes to set themselves
apart (Girard & Pinar, 2021). One of the critical consequences of this service differentiation
in HEIs is the university’s performance (Sultan & Wong, 2012). The poor services by the
academicians, administrators, and other supporting staff cause student frustration,
which leads to poor UP (Annamdevula & Bellamkonda, 2016). While HEIs strive to
expand the number of students each year, a university’s service performance should be
routinely monitored. This could increase enrollment, enhance performance, and increase
the marketability of the university’s curriculum (Sultan & Wong, 2012). Since empirical
support on the linkage between service quality on UP is rare; support is available in
the corporate sector (Abd-Elrahman & Kamal, 2020), that service quality is associated
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with attracting customers which leads to increased profit and market share and ultimately
enhanced organizational performance. Hence, it is proposed that

H6: There is a significantly positive impact of service quality on UP.

Student satisfaction is an attitude that develops through the assessment of students’
experiences regarding educational services; it is continuously shaped by the series of
experiences (Elliot & Shin, 2002). A student is referred to as a customer of the universities.
Customer satisfaction is a strategic asset that should be optimized and not ignored
(Fornell et al., 2020a). Fornell et al. (2020b) unequivocally conclude that the link
between customer satisfaction and performance is very strong. The relationship can be
further explained in light of the RBV since student satisfaction is an asset and according
to RBV, resources are assets that are seen as strengths that help the organization to better
compete and to accomplish its vision, mission, strategies, and goals (Miles, 2012). Student
satisfaction is one of the most important elements of relative market success since it leads
to higher market share in terms of student intake, lower switching costs, and enhanced
perception (Sultan & Wong, 2012). Sultan and Wong (2012) focus group study revealed
that UP is an important outcome of student satisfaction and has a critical role in acquiring
market share. Hence, it is proposed that

H7: There is a significantly positive impact of student satisfaction on UP.

The reputation of the university is regarded as a vital asset for attracting potential
students (Alves & Raposo, 2007). In light of RBV, reputation as a valuable resource can
help shape the intentions of prospective students leading to improvement in university
performance based on the higher student intake that is made possible due to improved
reputation. Putting the corporate reputation in terms of university reputation, Baltaru
(2019) investigated its impact on university’s performance in hundred UK Universities
and concluded that despite the other factors i.e. professional staff, good honors,
degree completion, research quality, and graduate employability, reputation emerged
as the strongest indicator of the university’s performance. In this new educational land-
scape, an intangible asset such as reputation is a critical factor in gaining a sustained
competitive advantage, and HEIs are evaluated based on several different factors that
also include reputation (Miotto et al., 2020). Since the empirical study on the repu-
tation–performance relationship in universities is not thoroughly explored. Therefore,
it is proposed that

H8: There is a significantly positive impact of university reputation on UP.

Student trust summarizes student perceptions of the standing of the university in a
market and determines the worth of the academic programs (Sultan & Wong, 2012). In
light of the RBV, sustainable competitive advantage is derived primarily from its intangible
capabilities, such as the ability of the organization to gain the trust of customers (Barney,
1997). Observing the trust-performance relationship, trust is considered vital for the per-
formance and well-being of the members of the organization in a time of crisis (Mishra,
1996). Hence, it is proposed that

H9: There is a significantly positive impact of student trust on UP,
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Service quality, student satisfaction, university reputation, and student trust as
mediators

Santos et al. (2020) in their study of HEIs found a direct impact of USR on service
quality. As stated by Foote et al. (2010), SR being a vital element of modern organiz-
ations leads to quality and ultimately better performance. Stakeholder theory indi-
cates that stakeholders must be satisfied with the service quality or SR for positive
performance to be realized (Yuen et al., 2018). Moreover, satisfaction as studied by
Saeidi et al. (2015) is a significant mediator in CSR and performance relationship. Like-
wise, in HEIs, the USR strongly impacts student satisfaction (Santos et al., 2020;
Vázquez et al., 2016). Through social responsibility initiatives, the university can
increasingly take care of its stakeholders, leading to improved quality and increased
satisfaction (Severt et al., 2022).

University reputation is comparatively a novel concept in the SR and performance
context. Drawing on stakeholder theory, organizations with good social performance
are rewarded by the stakeholders and penalized for poor social performance (Jamali,
2008). Since SR as a strategic commitment is not only an emerging area of study in
the management field (Gupta et al., 2017) but is also deployed by firms to enhance
their reputation and organizational performance which reduces the potential conflicts
with the stakeholders (Lvina & Sirsly, 2019). Moreover, an adaptation of SR initiatives
creates a reputation and improves the overall competitive performance (Choi & Lee,
2018; Li et al., 2015). Finally, student trust, as the fourth mediating variable influences
higher education; nonetheless, the increase in the trust level would ensure better learn-
ing and performance (Kwan, 2016). As investigated by Yu and Choi (2014), SR practices
have a direct effect on organizational performance and are also partially mediated by
trust. Furthermore, mediating effect of brand trust and loyalty has been observed
between CSR initiative and a firm’s performance by Thanh et al. (2021). According to
Jones (1995), based on the stakeholder theory, organizations that have mutual trust
and cooperation with their stakeholders will have a competitive advantage. Based on
the literature and the chain of relationships proposed through different hypotheses
(H2-H9), it is proposed that:

H10-H13: Service quality, student satisfaction, university reputation, and student trust
mediate the relationship between USR and UP.

Research methodology

Despite its economic and social significance, SR in Pakistan has received little attention
(Sajjad & Eweje, 2014). On the other hand, China is one of the few countries that has intro-
duced various policies and regulations for organizations to fulfill their social responsibil-
ities (Zhou et al., 2021b). Although there is a discussion about USR, it is still a minor topic
in China’s higher education industry (Chen & Vanclay, 2020). SR studies exploring student
(consumer) perceptions from a cross-country viewpoint are rare. To the best of the
author’s knowledge, and based on a thorough search of peer-reviewed sources, no
study has yet been published that examines how students in the two cultures perceive
university SR activities.
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Measures

The questionnaire included scales modified from previous research. There were three sub-
dimensions of USR (Ethical, Research & Development, and Philanthropic). Students
marked their level of agreement with the statements on a scale of 1 (Strongly Disagree)
to 5 (Strongly Agree). Table 1 summarizes the sources for the instruments and items.

Data collection

Based on the convenience sampling technique, Data were collected from two public uni-
versities in China from students studying full-time in undergraduate and post-graduate
programs. Eight HEIs in Pakistan were approached for data collection. Before approaching
students, permission was obtained from the department heads. Students were provided
the questionnaire in print and were not obligated to participate. Out of 800 question-
naires administered to the universities in Pakistan, 586 returned duly completed, thus,
making a response rate of 73.25%. Similarly, out of 800 questionnaires administered to
both universities in China, 311 returned duly completed, thus, making a response rate
of 38.88%. The data from Pakistan consisted of 319 male (54.4%) and 267 female
(45.6%) respondents, with an average age of 23.94 years. 229 (39.9%) respondents
were enrolled in undergraduate programs while 267 (45.6%) were in postgraduate pro-
grams. The data from China consisted of 189 male (60.8%) and 122 female (39.2%) respon-
dents, with an average age of 26.12 years. 109 (35.04%) students belonged to
undergraduate programs while 202 (64.96%) students were in postgraduate programs.
SmartPLS 4 was utilized to perform the analysis.

Data analysis and results

Measurement model

Structural equation modeling is divided into measurement and structural model assess-
ment. Measurement model assessment includes establishing construct reliability and val-
idity. Construct reliability was established through Cronbach’s Alpha and Composite
Reliability (CR). Construct reliability and convergent validity for the country-specific
sample and the complete sample are presented in table 2. The Cronbach alpha values
and CR for all the constructs were higher than the recommended value of 0.700 for the
sample from Pakistan and the overall sample. The Average Variance Extracted (AVE) for
the constructs was higher than 0.500 for the sample from Pakistan and the overall
sample, which corroborates convergent validity. The dimensions for USR in China were
found to have low reliability and lack convergent validity. However, the composite
reliability for Research and Development Responsibilities and Philanthropic Responsibil-
ities was found to be fairly reliable (> 0.50). Furthermore, the overall dataset has better
quality characteristics than for either country separately. Discriminant validity was
assessed through cross-loadings. The results show that the factor loading of the items
on their underlying construct was greater than their cross-loadings on the other construct
in each sample, thus establishing discriminant validity. In this study, the Goodness of Fit
(GoF) for the overall hypothesized model was 0.641, while 0.572 and 0.457 for Pakistan
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Table 1. Source of measurement and items.
Construct Source Items

University Social
Responsibility

Latif et al. (2021)

The University… …
has comprehensive code of conduct
tries to perform in a manner consistent with expectations of
societal and ethical norms.

has reduced consumption of scarce resource like Electricity/Water.
encourages it students/staff initiatives towards good
environmental performance.

encourages its members to follow professional standards.
is committed to prevention of pollution on all major
environmental aspects.

behaves with honesty, transparency and fairness in all its activities
and relationships with others

arranges for links with industry to develop skills in students
encourages and empowers students to undertake research that
creates social and economic impact

integrates values such as respecting individual and social rights
when carrying out research

encourages scientific research on social problems and knowledge
generation

consistently offers scholarships to those in need
offers free education to support staff
understands and offers more time for students to pay their fees if
they are in financial difficulty

offers financial support to employees/students for extra-curricular
activities

participates in voluntary charitable activities within their local
community

Service Quality Hennig-Thurau et al.
(2001)

I am satisfied with the quality of academic staff at my university
I have access to latest Infrastructure at my university
I am satisfied with the teaching on offer at my university
The university has procedures and policies in place for sufficient
student care.

The quality of Examinations/tests conducted at the university
I am satisfied with the quality of administrative services at my
university

Student Satisfaction Annamdevula and
Bellamkonda (2016)

I am satisfied with my decision to register at this university
My choice to choose this university was a wise one
I think I did the right thing when I chose to study at this university
I feel that my experience with this university has been enjoyable
Overall, I am satisfied with this university

Student Trust Hennig-Thurau et al.
(2001)

I am sure that the university staff were always acting in my best
interest

Integrity is a word I’d use when describing the university staff
University staff always kept their promises to me
I have great confidence in the faculty members
I trust my university

University reputation Ali et al. (2016)
The University… …
has a good image
has a professional image
program run by the university is reputable
graduates are employable

(Continued )
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and China respectively, indicating that the model satisfied the global criterion of 0.3 (Hen-
seler & Sarstedt, 2013).

Validating higher-order construct (USR)

USR is the higher-order formative construct based on three lower-order constructs
(Ethical, Research & Development, and Philanthropic Responsibilities). To validate the
higher order formative construct, first, multi-collinearity was assessed using the Variance
Inflation Factor (VIF). VIF values less than or equal to 5 (Hair et al., 2021) indicate no multi-
collinearity issues. In the present study, collinearity did not pose any threat, as the VIF
values were less than 5 (Table 3). Next, the statistical significance and relevance of
outer weights were assessed (Sarstedt et al., 2019). Except for Philanthropic Responsibil-
ities (PR) in China, the outer weights were found significant. Further, outer loadings were
found significant for each indicator forming USR (Sarstedt et al., 2019). Hence, the higher-
order construct was validated.

Structural model

As part of the structural model assessment, the first step is to assess the multicollinearity
through VIF. VIF values were found less than the recommended threshold of 5 in the

Table 1. Continued.
Construct Source Items

University
Performance

Tseng (2010)

There has been an integral improvement in… .
the operations, administrations, services and overall university
performance.

the relationship between the university and its students (e.g. no of
students, student retention rates)

university effectiveness and efficiency (e.g. launching new
programs, management procedures, or quality control)

resource development (e.g. student skills and personnel
development)

preparing for the future (e.g. quality/depth of planning,
partnerships and alliances, preparing for environmental
changes)

Table 2. Reliability and convergent validity.
Pakistan China Complete

Items Alpha CR AVE Alpha CR AVE Alpha CR AVE

ER 0.867 0.898 0.557 0.607 0.711 0.305 0.898 0.920 0.621
RDR 0.848 0.898 0.687 0.308 0.554 0.291 0.872 0.912 0.723
PR 0.846 0.890 0.618 0.398 0.561 0.254 0.876 0.910 0.668
PQ 0.878 0.908 0.622 0.824 0.872 0.532 0.902 0.925 0.671
SS 0.907 0.931 0.729 0.824 0.877 0.588 0.918 0.939 0.754
UR 0.881 0.918 0.737 0.817 0.879 0.646 0.896 0.927 0.762
ST 0.892 0.921 0.699 0.768 0.844 0.522 0.908 0.932 0.732
UP 0.909 0.932 0.733 0.832 0.882 0.599 0.920 0.940 0.759

Note. ER: Ethical Responsibilities, PQ: Perceived Quality, PR: Philanthropic Responsibilities, RDR: Research and Develop-
ment Responsibilities, SS: Student Satisfaction, ST: Student Trust, UP: University Performance, UR: University Reputation,
CR: Composite Reliability, AVE: Average Variance Extracted.
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sample countries and the overall sample (Hair et al., 2021) indicating no multi-collinearity
issues. Following the results for the complete sample, results from each sample country
are presented.

Next, the proposed hypotheses are tested. The results (Table 4) revealed that all
hypotheses were supported in the complete sample. The results for each country-
specific sample are essentially consistent with those for the total sample: Student
Trust→UP (β = 0.052, t = 1.052, p = 0.146) was found insignificant in the sample from
Pakistan. While H1: USR→UP (β = .034, t = 0.669, p = .252) was found insignificant in
the sample from China, while it was significant in the sample from Pakistan and the
overall sample. H7: SS→UP (β = .005, t = 0.073, p = .471) was found insignificant in the
sample from China, while it was significant in the sample from Pakistan and the
overall sample.

Next, model explanatory power is assessed. The R-Sq values for the endogenous vari-
ables ranged between 0.226–0.701 across the samples (Pakistan, China, and Complete) in
the study. The R-sq values can be described as weak to substantial (Hair et al., 2013). Pre-
dictive relevance was assessed using Q-sq value. The Q-sq values of the endogenous con-
structs ranged from 0.209–0.621. The Q-sq values in the study can be described as weak to
substantial (Hair et al., 2013).

Mediation analysis

For complete sample, the results revealed significant mediating role of service quality
(H10: β = .095, t = 2.638, p = .004), student satisfaction (H11: β = 0.061, t = 1.948, p =
0.026), university reputation (H12: β = .313, t = 10.292, p < .001) and student trust (H13:
β = .058, t = 1.735, p = .041). Therefore, hypotheses H10-H13 were supported.

Furthermore, in the Pakistani context, the analysis showed significant mediating role of
service quality (H10: β = .077, t = 2.069, p = .019), student satisfaction (H11: β = .057, t =
1.835, p = .033), university reputation (H12: β = .300, t = 9.116, p < .001). However,
student trust (H13: β = .033, t = 1.045, p = .148) was insignificant. Hence, H10-H12 were
accepted while H13 was rejected.

In the Chinese context, the analysis showed significant mediating role of service
quality (H10: β = .105, t = 2.179, p = .015), university reputation (H12: β = .206, t =
4.310, p < 0.001), and student trust (H13: β = .140, t = 2.735, p = .003). However,
Student Satisfaction (H11: β = .003, t = 0.073, p = 0.471) was insignificant. Hence, H10,
H12, and H13 were accepted while H11 was rejected. Mediation analysis results are sum-
marized in table 6.

Multi-group analysis

In the final part of the research, we looked at the notable variations between Pakistan and
China in terms of the effects of USR on service quality, student satisfaction, student trust,
university reputation, and UP. The findings revealed that all the differences were found
significant (the difference in the impact of USR on ST was partially significant). The differ-
ences in path coefficients revealed that the impact of USR on the outcomes was stronger
in Pakistan in comparison to China. The results of the multi-group analysis are summar-
ized in table 6.
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Table 4. Direct relationships.
Pakistan China Complete

Hypotheses Β T P Results Β T P Results Β T P Results
H1:USR->UP 0.190 4.209 0.000 Supported* 0.034 0.669 0.252 Not Supported 0.205 5.107 0.000 Supported*
H2:USR->SQ 0.729 33.755 0.000 Supported* 0.637 14.016 0.000 Supported* 0.790 51.509 0.000 Supported*
H3:USR->SS 0.659 23.974 0.000 Supported* 0.533 8.731 0.000 Supported* 0.728 36.926 0.000 Supported*
H4:USR->UR 0.654 22.657 0.000 Supported* 0.475 7.799 0.000 Supported* 0.710 33.122 0.000 Supported*
H5:USR->ST 0.635 22.840 0.000 Supported* 0.536 9.437 0.000 Supported* 0.731 39.035 0.000 Supported*
H6:SQ->UP 0.106 2.072 0.019 Supported* 0.164 2.215 0.013 Supported* 0.120 2.636 0.004 Supported*
H7:SS->UP 0.087 1.833 0.033 Supported* 0.005 0.073 0.471 Not Supported 0.083 1.946 0.026 Supported*
H8:UR->UP 0.460 9.402 0.000 Supported* 0.434 4.865 0.000 Supported* 0.440 10.349 0.000 Supported*
H9:ST->UP 0.052 1.052 0.146 Not Supported 0.262 2.868 0.002 Supported* 0.079 1.744 0.041 Supported*

R-Sq Q-Sq R-Sq Q-Sq R-Sq Q-Sq
PQ 0.531 0.527 0.405 0.387 0.623 0.621
SS 0.435 0.430 0.284 0.266 0.529 0.526
UR 0.427 0.423 0.226 0.209 0.504 0.501
ST 0.404 0.399 0.287 0.266 0.535 0.532
UP 0.627 0.430 0.608 0.221 0.701 0.531

Note. *Relationships are significant at P < 0.05, B = Beta Coefficient, T = t – Statistics, P = Probability (P) value.

Table 3. Higher order construct validation (university social responsibility).
Pakistan China Complete

VIF
Outer
Weights

T
Statistics

P
Values

Outer
Loadings

P
Values VIF

Outer
Weights

T
Statistics

P
Values

Outer
Loadings

P
Values VIF

Outer
Weights

T
Statistics

P
Values

Outer
Loadings

P
Values

ER 1.618 0.456 10.696 0.000 0.855 0.000 1.324 0.895 12.921 0.000 0.980 0.000 2.197 0.471 12.416 0.000 0.913 0.000
RDR 1.698 0.267 5.480 0.000 0.784 0.000 1.151 0.204 2.360 0.009 0.516 0.000 2.250 0.246 5.919 0.000 0.844 0.000
PR 1.678 0.464 9.016 0.000 0.865 0.000 1.261 0.036 0.378 0.353 0.482 0.000 2.249 0.405 9.070 0.000 0.894 0.000

Note: LOCs: Lower Order Constructs, VIF: Variance Inflation Factor
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Discussion and conclusion

The research examines the impact of USR on UP, through the mediating role of service
quality, student satisfaction, university reputation, and student trust. Overall findings
revealed a positive and significant influence of USR on UP. The outcome supports
Forrant and Silka (2006) idea that through USR activities, universities can improve their
performance as well as operational efficiency.

From the overall sample, the study found a significant impact of USR on the proposed
mediators including service quality, student satisfaction, university reputation, and
student trust. Results support Vázquez et al. (2014) notion that focusing on the USR
can improve service quality and student satisfaction. Stakeholder theory suggests that
the findings could be explained by the fact that students are the primary stakeholders
for whom the university is responsible. As a result, universities know that their activities
have an impact on students, and this recognition could considerably aid universities in
focusing on enhancing service quality and increasing customer satisfaction (Su &
Swanson, 2017). Additionally, practicing USR in education, research, and internal and
external management of the university can work as a marketing strategy and enhance
the university’s reputation. Furthermore, seeing the students as the important stake-
holders, the organizations that efficiently engage in socially responsible activities while
considering the interest of the stakeholders and gain their stakeholders’ trust (Chang,
2015). Based on the managerial perspective of the stakeholder theory, the findings
provide evidence that increasing the intensity of SR may improve reputation (Pérez et
al., 2017) and trust (Jones, 1995).

The results from the overall sample revealed that the mediators in the study (service
quality, student satisfaction, university reputation, and student trust) had a significant
impact on UP. The results corroborate the finding that service quality leads to improved
performance in HEIs (Annamdevula & Bellamkonda, 2016). The results of university repu-
tation display a pleasant picture of UP, this shows that reputation leads to improved UP
(Baltaru, 2019). The significant results of student satisfaction complement the findings of
Sultan and Wong (2012) who found that university success is highly dependent on
student satisfaction. Likewise, the significance of student trust is in line with the extant
marketing and management literature that has found a highly significant impact of
trust on performance (Mishra, 1996). The findings are in line with the RBV since existing
research has identified service provision as a critical resource (Julien et al., 1997),
student satisfaction and reputation as an asset (Alves & Raposo, 2007; Fornell et al.,
2020a, 2020b), trust as a capability (Barney, 1997). In light of RBV, organizations that
have such differentiating feature and resources has improved performance as the
assets and resources help HEIs capitalize on the market and become the preferred
choice among students. Although previous research on USR and UP in HEIs has
ignored these mediators, the findings revealed that for HEIs to improve UP, their focus
shall be on USR initiatives that will lead to improvement in service quality, student satis-
faction, university reputation, and ultimately leading to improved UP.

Further to the assessment of the overall sample, the conceptual model was tested and
reported in a country-specific setting. A significant finding that is different from the com-
plete sample is the significant impact of USR on UP in Pakistan while it was found insignifi-
cant in China. This is contrary to the assertion of Li et al., (2010) who noted that due to
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Table 5. Mediation analysis.
Pakistan China Complete

Hypotheses Β T P Results Β T P Results Β T P Results
H10:USR->SQ->UP 0.077 2.069 0.019 Supported 0.105 2.179 0.015 Supported 0.095 2.638 0.004 Supported
H11:USR->SS->UP 0.057 1.835 0.033 Supported 0.003 0.073 0.471 Not Supported 0.061 1.948 0.026 Supported
H12:USR->UR->UP 0.300 9.116 0.000 Supported 0.206 4.310 0.000 Supported 0.313 10.292 0.000 Supported
H13:USR->ST->UP 0.033 1.045 0.148 Not Supported 0.140 2.735 0.003 Supported 0.058 1.735 0.041 Supported

*Relationships are significant at P < 0.05
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increasing stakeholder pressure in China, organizations initiated SR practices over a decade
ago. However, this could be true for business organizations and it can be noted that SR is
yet to develop in HEIs. Additionally, USR is a relatively minor theme in the higher education
sector in China (Chen & Vanclay, 2020). The results from Pakistan, as well as the overall
sample, are consistent with the central notion of stakeholder theory (Freeman, 1984),
according to which SR is viewed as a tool that can help an organization make better use
of its resources, resulting in superior organizational performance (Hasan et al. 2018).
Hence, organizations that pursue strategic initiatives and practices that satisfy significant
stakeholders, specifically according to their potential to influence organizational perform-
ance, gain a competitive edge (Freeman, 1984). With the aforementioned in mind, the con-
clusions of this study, in terms of the association between social responsibility and
performance, are in general agreement with the findings of previous research (Latif et al.,
2020). The insignificant results from China are contrary to the existing literature (Zhou
et al., 2021b). This demonstrates that, while there is a discussion about USR, it is still a
minor topic in China’s higher education industry (Chen & Vanclay, 2020).

The significant impact of USR on OP in Pakistan and the insignificant impact of USR on
OP in China can be further explained in light of the impact of culture on SR. For instance,
The results complement the work of Thanetsunthorn (2015), who found that collectivist
cultures (Pakistan) are more likely to promote shareholder interest and, as a result, are
more focused on SR activities that foster values and improve performance. The high
score on uncertainty avoidance is another factor for USR’s strong influence on perform-
ance in Pakistan. Ho et al. (2012) noted that higher uncertainty avoidance has a positive
effect on social responsibility.

Another difference in the significance of the relationship was found in the impact of
trust on performance, the relationship was found significant in China, but was found
insignificant in Pakistan. According to Wang and Juslin (2009), cultural orientation
toward masculinity leads to a positive impact on trust. However, in the case of Pakistan,
the results are contrary to the type of culture. Pakistan is low on individualism and has
higher collectivism, but still, the results revealed an insignificant impact on trust.

Another difference in the significance of the relationship was found in the impact of
student satisfaction on performance, the relationship was found insignificant in China,
but was found significant in Pakistan. Chinese people try hard to be neutral and avoid
extreme attitudes as a way to protect themselves in society (Qi et al., 2012). Hence, it is
likely that the Chinese do not consider satisfaction as a necessary ingredient in their
service encounters.

The rest of the findings were similar to the complete sample. In both samples, the
impacts of the mediating variables were found to almost match the findings from the
complete sample. In Pakistan, student satisfaction was found to be a substantial mediator;

Table 6. Multi-group analysis.
Relationships Difference (China – Pakistan) P-value

USR->SQ −0.092 0.027*
USR->SS −0.126 0.024*
USR->UR −0.179 0.003*
USR->ST −0.100 0.052*
USR->UP −0.155 0.013*

Note: *The Differences are significant in the relationships between the two countries (P < 0.05).
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whereas, in China, it was found an insignificant mediator. In Pakistan, student trust was an
insignificant mediator; while, in China, it was found significant mediator. In both Pakistan
and China, service quality and university reputation were significant mediating factors.
The importance of USR’s impact in both Pakistan and China, as well as the mediation
results, lead us to the conclusion that because the institutional framework can generate
varied overall organizational systems, the findings of this article stand in contrast to earlier
studies that indicated that SR implementation can differ between cultures (McDonald &
Lai, 2011). The findings, on the other hand, confirmed that certain characteristics,
virtues, and attributes are universal across cultures and are equally relevant in both
local and global situations (Bandsuch, 2013). This demonstrates that SR is gaining traction
in various cultures, and as a result, not only do organizations recognize its demand, but
customers are becoming warier about using the services of organizations that are not
socially responsible (Ailawadi et al., 2014). This indicates that students in different
countries are progressively aligning their understanding of USR, which may be directly
attributable to globalization and the greater homogenization of customer preferences
around the world (Ailawadi et al., 2014).

Multigroup analysis was performed to assess whether the impact of USR on the
outcome variables differs between the two countries. The results revealed significant
differences in the impact of USR on service quality, student satisfaction, and student
trust, this shows that the impact of USR on these outcomes was higher in Pakistan in com-
parison to China. Although the impacts (USR on service quality, student satisfaction, uni-
versity reputation, and student trust) were almost similar in both cultures, the multigroup
analysis revealed significant differences when comparing the effect of USR on UP with an
impact stronger in Pakistan. Previous literature has also argued that the implementation
of SR can differ between cultures because the specific institutional framework could
shape diverse overall organizational systems (McDonald & Lai, 2011). The significant
differences can be explained in light of Hofstede’s cultural typology. Since Pakistan is
high on collectivism, Collectivist societies emphasize social order, well-being, and
welfare of others (Hofstede, 1991), so the SR issues make up an important feature of col-
lectivist societies. Pakistan has a high level of uncertainty avoidance, which from the per-
spective of CSR improves corporate sustainability performance (Ho et al., 2012).
Furthermore, Uncertainty Avoidance is high in Pakistan, and from a CSR perspective,
higher uncertainty avoidance leads to higher corporate sustainability performance (Ho
et al., 2012).

Implications

This paper enriches the existing literature in four streams. First, it contributes to the devel-
opment of studies linking USR, service quality, student satisfaction, university reputation,
student trust, and UP. Second, it strengthens the role of USR, elaborating on the mediat-
ing role of service quality, student satisfaction, university reputation, and student trust in
the context of HEIs. Third, the findings advance stakeholder theory and RBV by focusing
on USR and UP with the proposed intervening variables in the context of HEIs, by showing
that students share a strong connection to a university that undertakes SR initiatives and
that by doing so improved performance is achieved through the mediators. To date, there
has not been a thorough examination of the USR initiatives and how it impacts student
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outcomes leading to improved UP. Finally, it provides a comparative study between two
diverse economies (i.e. emerging and developing).

In terms of managerial consequences, USR can assist HEIs in achieving positive student
and university outcomes. USR can be a strategic tool for HEIs to shape the perceptions of
different stakeholders. The study shows that if educational institutes carefully implement
SR initiatives, they have a better chance of attaining improved performance.

Limitations and future research directions

The study has some limitations. First, the current study has assessed USR and its outcomes
in only Pakistan and China. Future research shall include other cultures. Additionally,
future research can research additional mediating variables such as service motivation,
identity, and word-of-mouth. Finally, future research may assess other moderating vari-
ables like community support, market orientation, leadership, or university culture.
Further, the present study did not assess the impact of control variables on the criterion
variable, future research shall assess how is the issue of public or private universities or
self-sponsored or government-sponsored students or differences in fields of study fac-
tored into the study.

Disclosure statement

No potential conflict of interest was reported by the author(s).

ORCID

Khawaja Fawad Latif http://orcid.org/0000-0001-6400-1908
Umar Farooq Sahibzada http://orcid.org/0000-0001-5271-4062

References

Abdelmaaboud, A. K., Peña, A. I. P., & Mahrous, A. A. (2021). The influence of student-university
identification on student’s advocacy intentions: The role of student satisfaction and student
trust. Journal of Marketing for Higher Education, 31(2), 197–219. https://doi.org/10.1080/
08841241.2020.1768613

Abd-Elrahman, A. E. H., & Kamal, J. M. A. (2020). Relational capital, service quality and organizational
performance in the Egyptian telecommunication sector. International Journal of Emerging
Markets, 17(1), 299–324. https://doi.org/10.1108/IJOEM-11-2019-0983

Ailawadi, K. L., Neslin, S. A., Luan, Y. J., & Taylor, G. A. (2014). Does retailer CSR enhance behavioral
loyalty? A case for benefit segmentation. International Journal of Research in Marketing, 31(2),
156–167. https://doi.org/10.1016/j.ijresmar.2013.09.003

Ali, F., Zhou, Y., Hussain, K., Nair, P.K. & Ragavan, N.A. (2016). Does higher education service quality
effect student satisfaction, image and loyalty? A study of international students in Malaysian
public universities. Quality Assurance in Education, 24(1), 70–94. https://doi.org/10.1108/QAE-
02-2014-0008

Alves, H., & Raposo, M. (2007). Conceptual model of student satisfaction in higher education. Total
Quality Management & Business Excellence, 18(5), 571–588. https://doi.org/10.1080/
14783360601074315

JOURNAL OF MARKETING FOR HIGHER EDUCATION 985

http://orcid.org/0000-0001-6400-1908
http://orcid.org/0000-0001-5271-4062
https://doi.org/10.1080/08841241.2020.1768613
https://doi.org/10.1080/08841241.2020.1768613
https://doi.org/10.1108/IJOEM-11-2019-0983
https://doi.org/10.1016/j.ijresmar.2013.09.003
https://doi.org/10.1108/QAE-02-2014-0008
https://doi.org/10.1108/QAE-02-2014-0008
https://doi.org/10.1080/14783360601074315
https://doi.org/10.1080/14783360601074315


Annamdevula, S., & Bellamkonda, R. S. (2016). Effect of student perceived service quality on student
satisfaction, loyalty & motivation in Indian universities: Development of HiEduQual. Journal of
Modelling in Management, 11(2), 488–517. https://doi.org/10.1108/JM2-01-2014-0010

Asrar-ul-Haq, M., Kuchinke, K. P., & Iqbal, A. (2017). The relationship between corporate social
responsibility, job satisfaction, & organizational commitment: Case of Pakistani higher education.
Journal of Cleaner Production, 142(4), 2352–2363. https://doi.org/10.1016/j.jclepro.2016.11.040

Baltaru, R. D. (2019). Do non-academic professionals enhance universities’ performance? Reputation
vs. organisation. Studies in Higher Education, 44(7), 1183–1196. https://doi.org/10.1080/03075079.
2017.1421156

Bandsuch, R. M. (2013). Understanding integrity across generations in China: Implications for per-
sonnel choices in Chinese Corporations. In S. Rothlin & P. Haghirian (Eds.), Dimensions of teaching
business ethics in Asia. Berlin, Heidelberg: Springer. https://doi.org/10.1007/978-3-642-36022-0_4

Barney, J. B. (1997). Gaining and sustaining competitive advantage. Reading, MA: Addison Wesley
Publishing Company.

Bhattacharya, C. B., Sen, S., & Korschun, D. (2008). Using corporate social responsibility to win the
war for talent. MIT Sloan Management Review, 49(2), 37–44. https://sloanreview.mit.edu/article/
using-corporate-social-responsibility-to-win-the-war-for-talent/

Bruton, G. D., Ahlstrom, D., & Chen, J. (2021). China has emerged as an aspirant economy. Asia Pacific
Journal of Management, 38(1), 1–15. https://doi.org/10.1007/s10490-018-9638-0

Chang, C. H. (2015). Proactive & reactive corporate social responsibility: antecedent and conse-
quence. Management Decision, 53(2), 451–468. https://doi.org/10.1108/MD-02-2014-0060

Chen, C., & Vanclay, F. (2020). University social responsibility in the context of economic displace-
ment from the proposed upgrading of a higher education institution: The case of the
University of Groningen Yantai campus. International Journal of Educational Development, 78
(October), 1–7. https://doi.org/10.1016/j.ijedudev.2020.102268

Choi, S., & Lee, S. (2018). Revisiting the financial performance–corporate social performance link.
International Journal of Contemporary Hospitality Management, 30(7), 2586–2602. https://doi.
org/10.1108/IJCHM-04-2017-0195

Deng, X., & Xu, Y. (2017). Consumers’ responses to corporate social responsibility initiatives: The
mediating role of consumer–company identification. Journal of Business Ethics, 142(3), 515–
526. https://doi.org/10.1007/s10551-015-2742-x

De Roeck, K., Marique, G., Stinglhamber, F., & Swaen, V. (2014). Understanding employees’ responses
to corporate social responsibility: Mediating roles of overall justice and organisational identifi-
cation. The International Journal of Human Resource Management, 25(1), 91–112. https://doi.
org/10.1080/09585192.2013.781528

El-Kassar, A. N., Makki, D., & Gonzalez-Perez, M. A. (2019). Student–university identification and
loyalty through social responsibility: A cross-cultural analysis. International Journal of
Educational Management, 33(1), 45–65. https://doi.org/10.1108/IJEM-02-2018-0072

Elliott, K. M., & Shin, D. (2002). Student satisfaction: An alternative approach to assessing this impor-
tant concept. Journal of Higher Education policy and management, 24(2), 197–209. https://doi.org/
10.1080/1360080022000013518

Esfijani, A., Hussain, F., & Chang, E. (2012, June). An approach to university social responsibility ontol-
ogy development through text analyses. In 2012 5th International Conference on Human System
Interactions (pp. 1–7). Perth, WA, Australia. IEEE. https://doi.org/10.1109/HSI.2012.10.

Fernández Sánchez, J. L., Luna Sotorrío, L., & Baraibar Diez, E. (2015). The relationship between cor-
porate social responsibility and corporate reputation in a turbulent environment: Spanish evi-
dence of the Ibex35 firms. Corporate Governance, 15(4), 563–575. https://doi.org/10.1108/CG-
08-2014-0101

Foote, J., Gaffney, N., & Evans, J. R. (2010). Corporate social responsibility: Implications for perform-
ance excellence. Total Quality Management, 21(8), 799–812. https://doi.org/10.1080/14783363.
2010.487660

Fornell, C., Morgeson, F. V., Hult, G. T. M., & VanAmburg, D. (2020a). Defining customer satisfaction: A
strategic company asset?. In Claes Fornell, Forrest V. Morgeson III, G. Tomas M. Hult, & David
VanAmburg (Eds.), The reign of the customer (pp. 1–24). Palgrave Macmillan.

986 K. F. LATIF ET AL.

https://doi.org/10.1108/JM2-01-2014-0010
https://doi.org/10.1016/j.jclepro.2016.11.040
https://doi.org/10.1080/03075079.2017.1421156
https://doi.org/10.1080/03075079.2017.1421156
https://doi.org/10.1007/978-3-642-36022-0_4
https://sloanreview.mit.edu/article/using-corporate-social-responsibility-to-win-the-war-for-talent/
https://sloanreview.mit.edu/article/using-corporate-social-responsibility-to-win-the-war-for-talent/
https://doi.org/10.1007/s10490-018-9638-0
https://doi.org/10.1108/MD-02-2014-0060
https://doi.org/10.1016/j.ijedudev.2020.102268
https://doi.org/10.1108/IJCHM-04-2017-0195
https://doi.org/10.1108/IJCHM-04-2017-0195
https://doi.org/10.1007/s10551-015-2742-x
https://doi.org/10.1080/09585192.2013.781528
https://doi.org/10.1080/09585192.2013.781528
https://doi.org/10.1108/IJEM-02-2018-0072
https://doi.org/10.1080/1360080022000013518
https://doi.org/10.1080/1360080022000013518
https://doi.org/10.1109/HSI.2012.10
https://doi.org/10.1108/CG-08-2014-0101
https://doi.org/10.1108/CG-08-2014-0101
https://doi.org/10.1080/14783363.2010.487660
https://doi.org/10.1080/14783363.2010.487660


Fornell, C., Morgeson, F. V., Hult, G. T. M., & VanAmburg, D. (2020b). Satisfied customers: An asset
driving financial performance. In Claes Fornell, Forrest V. Morgeson III, G. Tomas M. Hult, &
David VanAmburg (Eds.), The reign of the customer (pp. 139–154). Palgrave Macmillan.

Forrant, R., & Silka, L. (2006). Inside and out: Universities and education for sustainable development.
Baywood Publishing Company.

Freeman, R. E. (1984). Strategic management: A stakeholder approach. Pitman Books.
Freeman, R. E. (1994). The politics of stakeholder theory: some future directions. Business Ethics

Quarterly, 4(4), 409–421. https://doi.org/10.2307/3857340
Girard, T., & Pinar, M. (2021). An empirical study of the dynamic relationships between the core and

supporting brand equity dimensions in higher education. Journal of Applied Research in Higher
Education, 13(3), 710–740. https://doi.org/10.1108/JARHE-04-2020-0097

Glavič, P., & Lukman, R. (2007). Review of sustainability terms and their definitions. Journal of cleaner
production, 15(18), 1875–1885. https://doi.org/10.1016/j.jclepro.2006.12.006

Gomez, L. (2014). The importance of university social responsibility in Hispanic America: A respon-
sible trend in developing countries. In Gabriel Eweje (Ed.), Corporate social responsibility and sus-
tainability: Emerging trends in developing economies (pp. 241–268). Emerald Group Publishing
Limited. https://doi.org/10.1108/S2043-905920148

Government of Pakistan, Finance Division. (2022). Pakistan economic survey (2021-2022). Retrieved
September 11, 2022, from https://www.finance.gov.pk/survey_2022.html.

Gupta, A., Briscoe, F., & Hambrick, D. C. (2017). Red, blue, and purple firms: Organizational political
ideology and corporate social responsibility. Strategic Management Journal, 38(5), 1018–1040.
https://doi.org/10.1002/smj.2550

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial least squares
structural equation modeling (PLS-SEM) using R: A workbook. https://doi.org/10.1007/978-3-030-
80519-7

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial least squares structural equation modeling:
Rigorous applications, better results and higher acceptance. Long Range Planning, 46(1-2), 1–
12. https://doi.org/10.1016/j.lrp.2013.01.001

Hartley, K., & Jarvis, D. S. (2022). Let nine universities blossom: Opportunities and constraints on the
development of higher education in China. Higher Education Research & Development, 41(5),
1542–1556. https://doi.org/10.1080/07294360.2021.1915963

Hasan, I., Kobeissi, N., Liu, L., & Wang, H. (2018). Corporate social responsibility and firm financial per-
formance: The mediating role of productivity. Journal of Business Ethics, 149(3), 671–688. https://
doi.org/10.1007/s10551-016-3066-1

Hennig-Thurau, T., Langer, M. F., & Hansen, U. (2001). Modeling and managing student loyalty: An
approach based on the concept of relationship quality. Journal of Service Research, 3(4), 331–344.
https://doi.org/10.1177/109467050134006

Henseler, J., & Sarstedt, M. (2013). Goodness-of-fit indices for partial least squares path modeling.
Computational Statistics, 28(2), 565–580. https://doi.org/10.1007/s00180-012-0317-1

Herbst, M. (2007). Financing public universities: The case of performance funding. Springer. Sage
Publications.

Ho, F. N., Wang, H.-M. D., & Vitell, S. J. (2012). A global analysis of corporate social performance: The
effects of cultural and geographic environments. Journal of Business Ethics, 107(4), 423–433.
https://doi.org/10.1007/s10551-011-1047-y

Hofstede, G. (1980). Culture’s consequences: International differences in work-related values,
Beverly.

Hofstede, G. (1991). Culture and organisations: Software of the mind. McGraw-Hill.
Hofstede, G. (2001). Culture’s consequences: Comparing values, behaviors, institutions and organiz-

ations across Nations. Thousand Oaks, CA: Sage.
Huempfner, L., & Kopf, D. A. (2017). Using stakeholder marketing and social responsibility for new

product development in higher education: A business Spanish model. Journal of Marketing for
Higher Education, 27(2), 251–273. https://doi.org/10.1080/08841241.2017.1384782

JOURNAL OF MARKETING FOR HIGHER EDUCATION 987

https://doi.org/10.2307/3857340
https://doi.org/10.1108/JARHE-04-2020-0097
https://doi.org/10.1016/j.jclepro.2006.12.006
https://doi.org/10.1108/S2043-905920148
https://www.finance.gov.pk/survey_2022.html
https://doi.org/10.1002/smj.2550
https://doi.org/10.1007/978-3-030-80519-7
https://doi.org/10.1007/978-3-030-80519-7
https://doi.org/10.1016/j.lrp.2013.01.001
https://doi.org/10.1080/07294360.2021.1915963
https://doi.org/10.1007/s10551-016-3066-1
https://doi.org/10.1007/s10551-016-3066-1
https://doi.org/10.1177/109467050134006
https://doi.org/10.1007/s00180-012-0317-1
https://doi.org/10.1007/s10551-011-1047-y
https://doi.org/10.1080/08841241.2017.1384782


Jain, V., Mogaji, E., Sharma, H., & Babbili, A. S. (2022). A multi-stakeholder perspective of relationship
marketing in Higher Education Institutions. Journal of Marketing for Higher Education, 1–19.
https://doi.org/10.1080/08841241.2022.2034201

Jamali, D. (2008). A stakeholder approach to corporate social responsibility: A fresh perspective into
theory and practice’. Journal of Business Ethics, 82(1), 213–231. https://doi.org/10.1007/s10551-
007-9572-4

Jensen, M. (2001). Value maximisation, stakeholder theory, and the corporate objective function.
European financial management, 7(3), 297–317. https://doi.org/10.1111/1468-036X.00158

Jones, T. M. (1995). Instrumental stakeholder theory: A synthesis of ethics and economics. Academy
of management review, 20(2), 404–437. https://doi.org/10.5465/amr.1995.9507312924

Julien, P. A., Joyal, A., Deshaies, L., & Ramangalahy, C. (1997). A typology of strategic behaviour
among small and medium-sized exporting businesses: A case study. International Small
Business Journal, 15(2), 33–49. https://doi.org/10.1177/0266242697152002

Kang, K. H., Lee, S., & Yoo, C. (2016). The effect of national culture on corporate social responsibility in
the hospitality industry. International Journal of Contemporary Hospitality Management, 28(8),
1728–1758. https://doi.org/10.1108/IJCHM-08-2014-0415

Khoi, B. H. (2021). Factors Influencing on university reputation: Model selection by AIC. In Nguyen
Ngoc Thach, Vladik Kreinovich, & Nguyen Duc Trung (Eds.), Data science for financial econometrics
(pp. 177–188). Springer. https://doi.org/10.1007/978-3-030-48853-6

Kim, S. B., & Kim, D. Y. (2016). The influence of corporate social responsibility, ability, reputation, and
transparency on hotel customer loyalty in the US: A gender-based approach. SpringerPlus, 5(1),
1537. https://doi.org/10.1186/s40064-016-3220-3

Kumar, A., & Singh, R. K. (2022). Does a retailer’s performance depend on CSR practices? A stake-
holder theory perspective from developing economy. Benchmarking: An International Journal,
29(8), 2615–2638. https://doi.org/10.1108/BIJ-07-2021-0384

Kwan, P. (2016). The effect of trust on the relationship between instructional leadership and student
outcomes in Hong Kong secondary schools. The Asia-Pacific Education Researcher, 25(1), 111–121.
https://doi.org/10.1007/s40299-015-0242-5

Lalwani, A. K., & Shavitt, S. (2013). You get what you pay for? Self-construal influences price-quality
judgments. Journal of Consumer Research, 40(2), 255–267. https://doi.org/10.1086/670034

Latif, K. F. (2018). The development and validation of stakeholder-based scale for measuring
University Social Responsibility (USR). Social Indicators Research, 140(2), 511–547. https://doi.
org/10.1007/s11205-017-1794-y

Latif, K. F., Bunce, L., & Ahmad, M. S. (2021). How can universities improve student loyalty? The roles
of university social responsibility, service quality, and “customer” satisfaction and trust.
International Journal of Educational Management, 35(4), 815–829. https://doi.org/10.1108/IJEM-
11-2020-0524

Latif, K. F., Pérez, A., & Sahibzada, U. F. (2020). Corporate Social Responsibility (CSR) and customer
loyalty in the hotel industry: A cross-country study. International Journal of Hospitality
Management, 89, 1–13. https://doi.org/10.1016/j.ijhm.2020.102565

Li, S., Fetscherin, M., Alon, I., Lattemann, C., & Yeh, K. (2010). Corporate social responsibility in emer-
ging markets. Management International Review, 50(5), 635–654. https://doi.org/10.1007/s11575-
010-0049-9

Li, Y., Fu, H., & Huang, S. S. (2015). Does conspicuous decoration style influence customer’s intention
to purchase? The moderating effect of CSR practices. International Journal of Hospitality
Management, 51, 19–29. https://doi.org/10.1016/j.ijhm.2015.08.008

Lvina, E., & Sirsly, C. A. T. (2019). From doing good to looking even better: The dynamics of CSR and
reputation. Business and Society, 58(6), 1234–1266. https://doi.org/10.1177/0007650315627996

Maignan, I., Ferrell, O. C., & Hult, G. T. M. (1999). Corporate citizenship: Cultural antecedents and
business benefits. Journal of the Academy of Marketing Science, 27(4), 455–469. https://doi.org/
10.1177/0092070399274005

Malik, M. S., & Kanwal, L. (2018). Impact of corporate social responsibility disclosure on financial per-
formance: Case study of listed pharmaceutical firms of Pakistan. Journal of Business Ethics, 150(1),
69–78. https://doi.org/10.1007/s10551-016-3134-6

988 K. F. LATIF ET AL.

https://doi.org/10.1080/08841241.2022.2034201
https://doi.org/10.1007/s10551-007-9572-4
https://doi.org/10.1007/s10551-007-9572-4
https://doi.org/10.1111/1468-036X.00158
https://doi.org/10.5465/amr.1995.9507312924
https://doi.org/10.1177/0266242697152002
https://doi.org/10.1108/IJCHM-08-2014-0415
https://doi.org/10.1007/978-3-030-48853-6
https://doi.org/10.1186/s40064-016-3220-3
https://doi.org/10.1108/BIJ-07-2021-0384
https://doi.org/10.1007/s40299-015-0242-5
https://doi.org/10.1086/670034
https://doi.org/10.1007/s11205-017-1794-y
https://doi.org/10.1007/s11205-017-1794-y
https://doi.org/10.1108/IJEM-11-2020-0524
https://doi.org/10.1108/IJEM-11-2020-0524
https://doi.org/10.1016/j.ijhm.2020.102565
https://doi.org/10.1007/s11575-010-0049-9
https://doi.org/10.1007/s11575-010-0049-9
https://doi.org/10.1016/j.ijhm.2015.08.008
https://doi.org/10.1177/0007650315627996
https://doi.org/10.1177/0092070399274005
https://doi.org/10.1177/0092070399274005
https://doi.org/10.1007/s10551-016-3134-6


Maltz, A. C., Shenhar, A. J., & Reilly, R. R. (2003). Beyond the balanced scorecard: Refining the search
for organizational success measures. Long Range Planning, 36(2), 187–204. https://doi.org/10.
1016/S0024-6301(02)00165-6

Manzoor, S. R., Ho, J. S. Y., & Al Mahmud, A. (2021). Revisiting the ‘university image model’for Higher
Education Institutions’ sustainability. Journal of Marketing for Higher Education, 31(2), 220–239.
https://doi.org/10.1080/08841241.2020.1781736

McDonald, L. M., & Lai, C. H. (2011). Impact of corporate social responsibility initiatives on Taiwanese
banking customers. International Journal of Bank Marketing, 29(1), 50–63. https://doi.org/10.1108/
02652321111101374

Miles, J. A. (2012). Management and organization theory: A Jossey-Bass reader (Vol. 9). John Wiley &
Sons.

Miotto, G., Del-Castillo-Feito, C., & Blanco-González, A. (2020). Reputation and legitimacy: Key factors
for Higher Education Institutions’ sustained competitive advantage. Journal of Business Research,
112, 342–353. https://doi.org/10.1016/j.jbusres.2019.11.076

Mishra, A. K. (1996). Organizational responses to crisis. Trust in organizations. Frontiers of Theory and
Research, 3(5), 261–287. https://dx.doi.org/10.4135/9781452243610

Parsons, A. (2014). Literature review on social responsibility in higher education. Occasional Paper,
Number 2.

Pérez, A., & Bosque, I. (2015). Corporate social responsibility and customer loyalty: Exploring the role
of identification, satisfaction and type of company. Journal of Services Marketing, 29(1), 15–25.
https://doi.org/10.1108/JSM-10-2013-0272

Pérez, A., López, C. and García-De los Salmones, M.d.M. (2017). An empirical exploration of the link
between reporting to stakeholders and corporate social responsibility reputation in the Spanish
context. Accounting, Auditing & Accountability Journal, 30(3), 668–698. https://doi.org/10.1108/
AAAJ-11-2013-1526

Perrini, F., Russo, A., Tencati, A., & Vurro, C. (2011). Deconstructing the relationship between corpor-
ate social and financial performance. Journal of Business Ethics, 102(1), 59–76. https://doi.org/10.
1007/s10551-011-1194-1

Peteraf, M. A., & Barney, J. B. (2003). Unraveling the resource-based triangle.Managerial and Decision
Economics, 24(4), 309–323. https://doi.org/10.1002/mde.1126

Piacentini, M. G., MacFadyen, L., & Eadie, D. R. (2000). Corporate social responsibility in food retailing.
International Journal of Retail and Distribution Management, 28(10), 459–469. https://doi.org/10.
1108/09590550010356822

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

Qi, J. Y., Zhou, Y. P., Chen, W. J., & Qu, Q. X. (2012). Are customer satisfaction and customer loyalty
drivers of customer lifetime value in mobile data services: A comparative cross-country study.
Information Technology and Management, 13(4), 281–296. https://doi.org/10.1007/s10799-012-
0132-y

Ramayah, T., Samat, N., & Lo, M. C. (2011). Market orientation, service quality and organizational per-
formance in service organizations in Malaysia. Asia-Pacific Journal of Business Administration, 3(1),
8–27. https://doi.org/10.1108/17574321111116379

Rasoolimanesh, S. M., Tan, P. L., Nejati, M., & Shafaei, A. (2021). Corporate social responsibility and
brand loyalty in private higher education: Mediation assessment of brand reputation and trust.
Journal of Marketing for Higher Education, 1–22. https://doi.org/10.1080/08841241.2021.1973645

Richard, P. J., Devinney, T. M., Yip, G. S., & Johnson, G. (2009). Measuring organizational performance:
Towards methodological best practice. Journal of management, 35(3), 718–804. https://doi.org/
10.1177/0149206308330560

Rojas-Méndez, A. Z. V.-P., Kara, A., & Cerda-Urrutia, A. (2009). Determinants of student loyalty in
higher education: A tested relationship approach in Latin America. Latin American Business
Review, 10(1), 21–39. https://doi.org/10.1080/10978520903022089

Saeidi, S. P., Sofian, S., Saeidi, P., Saeidi, S. P., & Saaeidi, S. A. (2015). How does corporate social
responsibility contribute to firm financial performance? The mediating role of competitive

JOURNAL OF MARKETING FOR HIGHER EDUCATION 989

https://doi.org/10.1016/S0024-6301(02)00165-6
https://doi.org/10.1016/S0024-6301(02)00165-6
https://doi.org/10.1080/08841241.2020.1781736
https://doi.org/10.1108/02652321111101374
https://doi.org/10.1108/02652321111101374
https://doi.org/10.1016/j.jbusres.2019.11.076
https://dx.doi.org/10.4135/9781452243610
https://doi.org/10.1108/JSM-10-2013-0272
https://doi.org/10.1108/AAAJ-11-2013-1526
https://doi.org/10.1108/AAAJ-11-2013-1526
https://doi.org/10.1007/s10551-011-1194-1
https://doi.org/10.1007/s10551-011-1194-1
https://doi.org/10.1002/mde.1126
https://doi.org/10.1108/09590550010356822
https://doi.org/10.1108/09590550010356822
https://doi.org/10.1108/IJEM-10-2014-0136
https://doi.org/10.1007/s10799-012-0132-y
https://doi.org/10.1007/s10799-012-0132-y
https://doi.org/10.1108/17574321111116379
https://doi.org/10.1080/08841241.2021.1973645
https://doi.org/10.1177/0149206308330560
https://doi.org/10.1177/0149206308330560
https://doi.org/10.1080/10978520903022089


advantage, reputation, and customer satisfaction. Journal of Business Research, 68(2), 341–350.
https://doi.org/10.1016/j.jbusres.2014.06.024

Sahibzada, U. F., Jianfeng, C., Latif, K. F., & Sahibzada, H. F. (2020). Fueling knowledge management
processes in Chinese Higher Education Institutes (HEIs): the neglected mediating role of knowl-
edge worker satisfaction. Journal of Enterprise Information Management, 33(6), 1395–1417.
https://doi.org/10.1108/JEIM-07-2019-0197

Sajjad, A., & Eweje, G. (2014). Corporate social responsibility in Pakistan: Current trends and future
directions. In Corporate social responsibility and sustainability: Emerging trends in developing econ-
omies (pp. 163–187).

Sánchez-Hernández, M. I., & Mainardes, E. W. (2016). University social responsibility: A student base
analysis in Brazil. International Review on Public and Nonprofit Marketing, 13(2), 151–169. https://
doi.org/10.1007/s12208-016-0158-7

Santos, G., Marques, C. S., Justino, E., & Mendes, L. (2020). Understanding social responsibility’s
influence on service quality and student satisfaction in higher education. Journal of Cleaner
Production, 256, 120597. https://doi.org/10.1016/j.jclepro.2020.120597

Sarstedt, M., Hair Jr, J. F., Cheah, J. H., Becker, J. M., & Ringle, C. M. (2019). How to specify, estimate,
and validate higher-order constructs in PLS-SEM. Australasian Marketing Journal (AMJ), 27(3),
197–211. https://doi.org/10.1016/j.ausmj.2019.05.003

Severt, K., Shin, Y. H., Chen, H. S., & DiPietro, R. B. (2022). Measuring the relationships between cor-
porate social responsibility, perceived quality, price fairness, satisfaction, and conative loyalty in
the context of local food restaurants. International Journal of Hospitality & Tourism Administration,
23(3), 623–645. https://doi.org/10.1080/15256480.2020.1842836

Shahnaz, A. (2022). Marketisation of higher education: A genre analysis of university prospectuses in
Pakistan. Higher Education Quarterly, 76(3), 653–670. https://doi.org/10.1111/hequ.12334

Su, L., & Swanson, S. R. (2017). The effect of destination social responsibility on tourist environmen-
tally responsible behavior: Compared analysis of first-time and repeat tourists. Tourism
Management, 60, 308–321. https://doi.org/10.1016/j.tourman.2016.12.011

Sultan, P., & Wong, H. Y. (2012). Service quality in a higher education context: An integrated model.
Asia Pacific Journal of Marketing and Logistics, 24(5), 755–784. https://doi.org/10.1108/
13555851211278196

Thanetsunthorn, N. (2015). The impact of national culture on corporate social responsibility:
Evidence from cross-regional comparison. Asian Journal of Business Ethics, 4(1), 35–56. https://
doi.org/10.1007/s13520-015-0042-2

Thanh, L., Ngo, T., & Silva, H. Q. (2021). Contribution of corporate social responsibility on SMEs’ per-
formance in an emerging market-the mediating roles of brand trust and brand loyalty.
International Journal of Emerging Markets. https://doi.org/10.1108/IJOEM-12-2020-1516

Tseng, S. M. (2010). The correlation between organizational culture and knowledge conversion on
corporate performance. Journal of Knowledge Management, 14(2), 269–284. https://doi.org/10.
1108/13673271011032409

Uluskan, M., Godfrey, A. B., & Joines, J. A. (2017). Integration of Six Sigma to traditional quality man-
agement theory: An empirical study on organisational performance. Total Quality Management
and Business Excellence, 28(13-14), 1526–1543. https://doi.org/10.1080/14783363.2016.1150173

Vallaeys, F., De La Cruz, C., & Sasia, P. M. (2009). Responsabilidad social universitaria, manual de pri-
meros pasos. McGraw-Hill.

Vázquez, J. L., Aza, C., & Lanero, A. (2015). Students’ experiences of university social responsibility
and perceptions of satisfaction and quality of service. Ekonomski vjesnik: Review of
Contemporary Entrepreneurship, Business, and Economic Issues, 28(S), 25–39. https://hrcak.srce.
hr/clanak/202499

Vázquez, J. L., Aza, C. L., & Lanero, A. (2014). Are students aware of university social responsibility?
Some insights from a survey in a Spanish university. International Review on Public and Nonprofit
Marketing, 11(3), 195–208. https://doi.org/10.1007/s12208-014-0114-3

Vázquez, J. L., Aza, C. L., & Lanero, A. (2016). University social responsibility as antecedent of stu-
dents’ satisfaction. International Review on Public and Nonprofit Marketing, 13(2), 137–149.
https://doi.org/10.1007/s12208-016-0157-8

990 K. F. LATIF ET AL.

https://doi.org/10.1016/j.jbusres.2014.06.024
https://doi.org/10.1108/JEIM-07-2019-0197
https://doi.org/10.1007/s12208-016-0158-7
https://doi.org/10.1007/s12208-016-0158-7
https://doi.org/10.1016/j.jclepro.2020.120597
https://doi.org/10.1016/j.ausmj.2019.05.003
https://doi.org/10.1080/15256480.2020.1842836
https://doi.org/10.1111/hequ.12334
https://doi.org/10.1016/j.tourman.2016.12.011
https://doi.org/10.1108/13555851211278196
https://doi.org/10.1108/13555851211278196
https://doi.org/10.1007/s13520-015-0042-2
https://doi.org/10.1007/s13520-015-0042-2
https://doi.org/10.1108/IJOEM-12-2020-1516
https://doi.org/10.1108/13673271011032409
https://doi.org/10.1108/13673271011032409
https://doi.org/10.1080/14783363.2016.1150173
https://hrcak.srce.hr/clanak/202499
https://hrcak.srce.hr/clanak/202499
https://doi.org/10.1007/s12208-014-0114-3
https://doi.org/10.1007/s12208-016-0157-8


Wang, L., & Juslin, H. (2009). The impact of Chinese culture on corporate social responsibility: The
harmony approach. Journal of Business Ethics, 88(3), 433–451. https://doi.org/10.1007/s10551-
009-0306-7

Wang, X., Yu, Y., & Choi, Y. (2014). Corporate social responsibility and firm performance through the
mediating effect of organizational trust in Chinese firms. Chinese Management Studies, 8(4), 577–
592. https://doi.org/10.1108/CMS-10-2014-0186

Wang, Z., Zhang, B., & Wang, B. (2018). Renewable energy consumption, economic growth and
human development index in Pakistan: Evidence form simultaneous equation model. Journal
of Cleaner Production, 184(May), 1081–1090. https://doi.org/10.1016/j.jclepro.2018.02.260

Woo, H., & Jin, B. (2016). Culture doesn’t matter? The impact of apparel companies’ corporate social
responsibility practices on brand equity. Clothing and Textiles Research Journal, 34(1), 20–36.
https://doi.org/10.1177/0887302X15610010

Yu, Y., & Choi, Y. (2014). Corporate social responsibility and firm performance through the mediating
effect of organizational trust in Chinese firms. Chinese Management Studies, 8(4), 577–592. https://
doi.org/10.1108/CMS-10-2013-0196

Yuen, K. F., Thai, V. V., Wong, Y. D., & Wang, X. (2018). Interaction impacts of corporate social respon-
sibility and service quality on shipping firms’ performance. Transportation Research Part A: Policy
and Practice, 113, 397–409. https://doi.org/10.1016/j.tra.2018.04.008

Zhou, G., Sun, Y., Luo, S., & Liao, J. (2021a). Corporate social responsibility and bank financial per-
formance in China: The moderating role of green credit. Energy Economics, 97, 105190. https://
doi.org/10.1016/j.eneco.2021.105190

Zhou, X., Cai, Z., Tan, K. H., Zhang, L., Du, J., & Song, M. (2021b). Technological innovation and struc-
tural change for economic development in China as an emerging market. Technological
Forecasting and Social Change, 167, 120671. https://doi.org/10.1016/j.techfore.2021.120671

JOURNAL OF MARKETING FOR HIGHER EDUCATION 991

https://doi.org/10.1007/s10551-009-0306-7
https://doi.org/10.1007/s10551-009-0306-7
https://doi.org/10.1108/CMS-10-2014-0186
https://doi.org/10.1016/j.jclepro.2018.02.260
https://doi.org/10.1177/0887302X15610010
https://doi.org/10.1108/CMS-10-2013-0196
https://doi.org/10.1108/CMS-10-2013-0196
https://doi.org/10.1016/j.tra.2018.04.008
https://doi.org/10.1016/j.eneco.2021.105190
https://doi.org/10.1016/j.eneco.2021.105190
https://doi.org/10.1016/j.techfore.2021.120671

	Abstract
	Introduction
	Literature review and hypotheses development
	University Social Responsibility (USR)
	University Performance (UP)
	University social responsibility and university performance
	Social responsibility and service quality, satisfaction, reputation, and trust
	Service quality, student satisfaction, university reputation, student trust, and UP
	Service quality, student satisfaction, university reputation, and student trust as mediators

	Research methodology
	Measures
	Data collection

	Data analysis and results
	Measurement model
	Validating higher-order construct (USR)
	Structural model
	Mediation analysis
	Multi-group analysis

	Discussion and conclusion
	Implications
	Limitations and future research directions

	Disclosure statement
	ORCID
	References


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles false
  /AutoRotatePages /PageByPage
  /Binding /Left
  /CalGrayProfile ()
  /CalRGBProfile (Adobe RGB \0501998\051)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.5
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /sRGB
  /DoThumbnails true
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 524288
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments false
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo false
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings false
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.90
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.90
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /GrayImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 300
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects true
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /ENU ()
  >>
>> setdistillerparams
<<
  /HWResolution [600 600]
  /PageSize [595.245 841.846]
>> setpagedevice


