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 Penelitian ini bertujuan untuk menguji persepsi masyarakat tentang manfaat sosial, 

ekonomi, dan lingkungan atas  program Corporate Social Responsibility (CSR) 

terhadap citra perusahaan. Sampel adalah pengunjung obyek CSR menggunakan 

kuesioner dan wawancara, di landmark terkenal yang disponsori oleh praktik CSR 

perusahaan tembakau. Sampel diseleksi menggunakan teknik Aksidental sampling 

untuk mewakili responden di lokasi penelitian. Partial Least Square-Structural 

Equation Modeling memerankan SmartPLS, digunakan untuk membangun model 

yang diajukan.  Data dianalisis menggunakan Nvivo. Studi ini menunjukkan 

masyarakat memiliki pandangan positif manfaat sosial dan lingkungan CSR, namun 

sebagian memiliki pendapat yang buruk tentang manfaat ekonominya. Hasil 

menunjukkan bahwa persepsi masyarakat tentang manfaat lingkungan, ekonomi, 

dan sosial berdampak signifikan terhadap citra perusahaan. Praktik CSR dapat 

mendukung ekonomi masyarakat, sosial, dan lingkungan dengan menawarkan 

suasana nyaman, tenang, dan bebas polusi. Selain itu, merupakan tempat nyaman 

untuk hubungan bisnis, berteman, olahraga, dan berkumpul dengan keluarga 
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 This study aims to examine public perceptions of the social, economic, and 

environmental benefits of Corporate Social Responsibility (CSR) programs on 

corporate image. Data were taken from a sample of visitors to CSR objects using 

questionnaires and interviews, at famous landmarks created by the CSR practices of 

tobacco companies. Accidental sampling was used to represent respondents at the 

research site. Partial Least Square-Structural Equation Modeling playing SmartPLS, 

was used for the proposed model. Data from interviews were analyzed with Nvivo. 

This study found that people have a positive view of the social and environmental 

benefits of CSR, but most have a bad opinion about the economic benefits. The finding 

shows that the public's perception of environmental, economic, and social benefits 

has a significant impact on the company's image. CSR practices can support the 

community's economy, society, and the environment by offering a comfortable, calm, 

and pollution-free atmosphere. Besides that, it is a comfortable place for business 

relations, sports, and gathering with family.  
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INTRODUCTION 

The topic of corporate social responsibility (CSR) remains diverse and a source of lively discussion from 

an academic and practical standpoint (Gond, El Akremi, Swaen, & Babu, 2017). The various effects on 

culture, economy, society and the climate have heightened debates about the company's operations 

(Jamali & Karam, 2018; Palazzo, Vollero, & Siano, 2020) and could conflict with the interests of the 

company at lower levels (Asmussen & Fosfuri, 2019). The dynamics discussed emerge in the scope of 

concept development, dimensions, the relationship with antecedent variables, and their impact (Feng, 

Zhu, & Lai, 2017; Xia, Olanipekun, Chen, Xie, & Liu, 2018).  The CSR program is structured to support 

external and internal company stakeholders, as well as individuals and organizations individually and 

collectively (Aguinis & Glavas, 2017; Latapí Agudelo, Jóhannsdóttir, & Davídsdóttir, 2019). The 

evidence demonstrates that these programs do not necessarily have a positive effect or have less value 

to the community. Still, they are felt more strongly by the businesses that engage in them. 

The allocation of company resources to CSR activities can positively impact the company's 

internal parties in several aspects, either directly or indirectly. Companies that allocate and carry out 

these activities receive positive performance rewards at various functional levels of management. 

Several management functions received positive effects; financial, operational, human resources, 

organizational performance, and marketing. Research that addresses CSR programs' impact on internal 

companies has shown non-uniform findings so far. Several studies have found that CSR has a positive 

effect on the company's operating performance and finances. (Awaysheh, Heron, Perry, & Wilson, 2020; 

Ben Amar & Chakroun, 2018; Franco, Caroli, Cappa, & Del Chiappa, 2020; Partalidou, Zafeiriou, 

Giannarakis, & Sariannidis, 2020; Platonova, Asutay, Dixon, & Mohammad, 2016), and at the risk of 

corporate bankruptcy (Gangi, Meles, Monferrà, & Mustilli, 2020). Furthermore, CSR activities were 

discovered to impact HR performance, including work satisfaction, employee engagement, and 

citizenship actions. On the other hand, no substantial impact was observed on employee satisfaction 

dimensions. (Asrar-ul-Haq, Kuchinke, & Iqbal, 2017; H. L. Kim, Rhou, Uysal, & Kwon, 2017), affect 

employee attitudes and behavior (Zhao, Wu, Chen, & Zhou, 2020).  These insights highlight that CSR 

does not always have a good effect on internal businesses, even though it does in some cases.  

CSR has the potential to impact company performance from the perspective of external 

stakeholders, especially customers, and internal consequences. Previous related research has yielded 

mixed results. External performances related to consumers, such as the effect on consumer morale, are 

examples of external performances that have the potential to be linked to the company's CSR program. 

(Baskentli, Sen, Du, & Bhattacharya, 2019). Furthermore, several research studies suggest that CSR 

positively impacts brand attitudes and behavior, and brand preference. (Ferrell, Harrison, Ferrell, & 

Hair, 2019; Jeon, Lee, & Jeong, 2020), customer loyalty and brand positioning are affected (Akbari, 

Mehrali, SeyyedAmiri, Rezaei, & Pourjam, 2019; Han, Yu, & Kim, 2019). 

 Other research shows that CSR is closely related to the corporate image. (Al Mubarak, Ben 

Hamed, & Al Mubarak, 2019; Palacios-Florencio, García del Junco, Castellanos-Verdugo, & Rosa-Díaz, 

2018), CSR affects a company's reputation (Pham & Tran, 2020). CSR affects brand image (Salehzadeh, 

Khazaei Pool, & Jafari Najafabadi, 2018). Customer retention is directly affected by CSR and indirectly 

by corporate image mediation. (Afiuc et al., 2020). Meanwhile, other research has discovered that CSR 

can affect the desire to return to the tourism industry and increase the attractiveness and 

competitiveness of tourist destinations. (Rodrigues, Borges, & Vieira, 2020). 

The existing evidence, as described in the section above, focuses on the effect of CSR on internal 

companies and external parties intimately linked to the business, such as customers or consumers. The 

CSR program was developed for individuals, the public who were not affiliated with or closely 

connected with the company's Management. Business managers started to take on the task of balancing 

benefit maximization with establishing and preserving a balance with their clients', labor force's, and 

community's demands. Naturally, the increasing consciousness of culture and social movements 

during the 1960s influenced interest in CSR (Latapí Agudelo et al., 2019). An individual businessman's 

conduct is influenced by their place in society and the social background in which They operate. For 
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example, the general public, those who live in the vicinity of the company or where CSR is 

implemented, is the ideal beneficiary of the company's CSR benefits. However, the amount of research 

on the relationship between CSR programs and effects on the general public who are not affiliated with 

the organization is still restricted. There is a missing link between CSR activities and their outcomes 

(Jamali & Karam, 2018; S. Kim & Ferguson, 2016), and the findings are still worth following upon. 

Let's say you're undertaking research Caspers (2020); CSR initiatives have been shown to 

encourage greater trust in household water conservation companies. In a study of rural women, 

livestock keepers in oil host communities in Nigeria, Uduji and Okolo-Obasi (2019) discovered that 

CSR programs have an impact on socio-economic aspects and empower society. Meanwhile, Gursoy, 

Boğan, Dedeoğlu, and Çalışkan (2019) found that residents' perceptions of hotel social responsibility 

(HSR) contribute to support for tourism growth, both directly and indirectly, as well as their 

satisfaction, in a study performed in Turkey.  On the other hand, the CSR scheme has no impact on the 

economic and environmental aspects. Meanwhile, CSR affects corporate reputation as a mediator for 

return visits (J. Kim, Song, Lee, & Lee, 2017). 

The impact of CSR practices in the long term is the survival of the company (Gangi et al., 2020). 

Through CSR practices, the existence and positive image of the company can be grown in the 

community. In turn, the company's presence will be maintained. Companies can be free from social 

disturbances from the community, not being shaken by the community's social conditions, especially 

those around the company. So far, studies that discuss the relationship between corporate image and 

company existence with CSR practices still invite further investigation. Some researchers have tried to 

link CSR with reputation, for example, Bianchi, Bruno, and Sarabia-Sanchez (2019),  the relationship 

between CSR and corporate image (Hsu, 2018; M. Kim, Yin, & Lee, 2020; Pang et al., 2018).  

The descriptions of the various studies above illustrate the impact of CSR practices on various 

internal aspects of the company, such as employees, finance, marketing, and external elements such as 

the company's reputation and image. They are externally testing the impact of CSR based on data from 

customers or consumers. The effect of CSR activities on stakeholders outside of participating businesses 

and the general public, in terms of social, economic, and environmental benefits, is still insufficient. 

According to the empirical evidence provided above, there were some exciting gaps to be filled, 

specifically concerning the benefits felt by stakeholders as a consequence of CSR practices and the 

developed image. This paper aims to address the following questions: Does the CSR benefits 

community's impression affect the company's image? 

LITERATURE REVIEW 

Corporate social responsibility 

The term Corporate Social Responsibility (CSR) is not a new term widely known and used. CSR is a 

multi-faceted concept firmly rooted in the universal principles of sustainable development (Contini, 

Annunziata, Rizzi, & Frey, 2020). After World War II and the 1950s can be considered a time of 

adaptation and changing attitudes to the discussion of corporate social responsibility. Still, it is also a 

time when there was little corporate action that went beyond philanthropic activity. Until the 20th 

century, CSR has experienced development (Latapí Agudelo et al., 2019).  CSR consists of three pillars 

related to the human, planet, and social issues (Omoloso, Wise, Mortimer, & Jraisat, 2020), is a 

commitment of businesses to contribute to sustainable economic development by working with 

employees, their families, and their local communities (Afiuc et al., 2020). In short, it can be stated that 

CSR focuses on three pillars, namely environmental sustainability (Planet), community welfare 

(people), and profit (profit). A responsible company does not only pursue profit but cares for the 

environment and the welfare of the community. Departing from this concept, this research employs the 
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dimensions of the benefits of CSR, in three ways, namely social aspects, economic aspects for 

community welfare, and ecology. 

Corporate image 

Corporate image or company image is considered among the top concepts in business and marketing. 

It is referred to as the perceptions of the corporate by the consumers, public, or society.  The significance 

of a company's image can be divided into seven categories; visual expression, positive emotions, 

environment expression, online appearance, staff/employee appearance, attitude and behavior, and 

external communications (Tran, Nguyen, Melewar, & Bodoh, 2015). There are many schools of thought 

when it comes to corporate image.  A second group presents the corporate image as attitudes, (mental) 

representations, or impressions of an organization in the minds of their audiences. The corporate image 

is defined as a group or groups' perceptions of an organization. The third study trend considers the 

corporate image on a cognitive level, stating that it refers to a person's beliefs about an organization 

(Tapia, Mercadé Melé, & Almeida-García, 2018). It is described as the perceptions of the corporate by 

consumers, the media, and society as reflected by brand or attribute associations in their memory 

(Mohammed & Rashid, 2018). Image is the overall impression that the business is focused on their 

feelings and experiences. In addition, consider the image as a distinguishing feature of a company's 

product or service. The institution's overall image, institute image, and reputation are part of the 

corporate image (Hassan & Shamsudin, 2019). A positive image is an advantage since it affects 

stakeholders' or customers' perceptions of the firm's communication and operations sustainability.   

Linkage of corporate social responsibility and corporate image  

In terms of corporate social responsibility, participants' perceptions of reciprocity positively and 

directly impacted purchasing intent. It also had a positive effect on corporate image, which positively 

impacted brand image, which positively impacted purchasing intention. (Lee & Lee, 2018).  

Furthermore, according to J. Kim et al. (2017), ethical CSR had the most impact on corporate image, 

followed by economic and philanthropic CSR. Only philanthropic CSR influenced behavioral 

intentions in a significant and transparent way. The relationship between three forms of CSR (ethical, 

financial, and philanthropic) and behavioral intentions was mediated by corporate image. Several other 

studies linking CSR and its dimensions with a corporate image found that there is a significant 

relationship or influence of CSR with corporate image, either directly or indirectly, as in research. Al 

Mubarak et al. (2019), Bianchi et al. (2019), M. Kim et al. (2020), Pham and Tran (2020), and also  Hsu 

(2018). Based on  these empirical findings, several research hypotheses can be formulated: 

H1: the benefits of social aspects affect corporate image 

H2: the benefits of economic factors affect corporate image 

H3: the benefits of ecological aspects affect corporate image 

H4: The benefits of CSR affect corporate image 

METHOD 

This research was conducted at one of the park sites, which manifests the CSR practices of a well-known 

cigarette company in Malang, East Java, Indonesia. This site is determined purposively because the 

company that supports it operates in the cigarette industry sector, which is full of controversy. This 

research was conducted with an embedded mixed-method approach. The subject of this research is 

park visitors with the lowest age limit in the category of adolescents. Data were collected using a 

questionnaire with a five-point Likert scale, from the sample respondents who were accidentally 
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selected as many as 100 people, and interviews with ten visitors. The data extracted through 

questionnaires covered the perceptions of aspects of corporate social responsibility (CSR), which 

consisted of social, economic, and environmental elements and corporate image. The indicators for each 

variable are listed in Table 1. Meanwhile, the data extracted through interviews are related to the 

benefits of CSR felt by the public. 

Table 1.  Variable, indicators, and statement item   

Variable Dimension Item  (Code) 

Corporate Social 

Responsibility 

Benefits 

(Kallmuenzer, 

Nikolakis, 

Peters, & 

Zanon, 2017; J. 

Kim et al., 2017; 

Mohammed & 

Rashid, 2018; 

Omoloso et al., 

2020)  

Social 

Aspect   

1. a comfortable place to relax (SA1) 

2. the right location for jogging exercise (SA2)  

3. a suitable location for taking photographs (SA3) 

4. an appropriate site for interaction between people (SA4) 

Economy 

Aspect 

1. Crowded with buyers and sellers of society (EA1) 

2. increase people's income by selling nearby (EA2) 

3. a comfortable place to communicate business (EA3) 

4. a suitable site for meeting buyers and sellers of products (EA4) 

Environment 

Aspect  

(Ecology)  

1. is a comfortable place to breathe fresh air (ENA1) 

2. the right place to reduce pollution as the heart of the city (ENA2)  

3. a suitable place as green open space (ENA3)  

4. a comfortable place to enjoy a beautiful living environment (ENA4) 

Corporate 

Image  

(Esenyel, 

2020; Tran et 

al., 2015) 

 Personality 1. a credible company (can be trusted) (CI1) 

2. companies that have a social responsibility to the community (CI2) 

3. companies that get community support (CI3) 

 Reputation 1. can increase the good name of the company (CI4) 

2. create a positive impression for the company (CI5) 

Value 1. make people give more value (respect, salute) to the company 

(CI6)  

2. demonstrate good business ethics to the community (CI7) 

  Corporate 

Identity 

1. people are more familiar with the company's products (CI8) 

2. people know more about the company (CI9)   

The data collected were analyzed to test two models of the relationship between latent variable 

CSR benefit and corporate image using structural equation modeling (SEM)-partial least square (PLS), 

employing SmartPLS software. The first model tested is the one-level unobservable corporate image 

variable relationship composed of indicators set out in table 2. The CSR benefit is a two-level latent 

variable, normatively structured by economic, social, and ecological aspects. The second model the 

relationship between one level of CSR benefit dimensions and one level of unobservable corporate 

image variables. Meanwhile, the qualitative interview data were analyzed, through the process stages, 

transcribing, translating, coding, and visualizing using the help of the Nvivo 12 plus software. 

Structural models that meet the goodness of fit are connected to the conceptual model from qualitative 

interview data. 

RESULT AND DISCUSSION 

Respondent demographics 

Respondents selected in this study were visitors to a CSR practice site in the form of a green open park 

located in the city of Malang, East Java, Indonesia. From the respondents' questionnaire, several 

demographic aspects can be described, including gender, age, education level, and occupation, as 

shown in Table 2 below. 
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Table 2. Respondent’s demographics 

Gender Frequency Percentage (%) 

Male 44 44 

Female 56 56 

Total 100 100 

Age (year) 

18 – 25  63 63 

26 – 35  24 24 

36 – 45  10 10 

> 45  3 3 

Total 100 100 

Education 

SHS 72 72 

Diploma 8 8 

Undergraduate 20 20 

Total 100 100 

Job   

Student 60 60 

Civil Servant, Police, Armi 2 2 

Private Job 16 16 

Entrepreneur 22 22 

Total 100 100,0 

The results of interviews with informants obtained an overview of the benefits of CSR. In general, 

the informants stated that CSR in parks is a comfortable place and has various uses, such as; an excellent 

location for business, refreshment, sport, and friendship. Besides, expectations are obtained from the 

management or local government so that the place remains sustainable and the need for additional 

facilities. Some of the people hopes expressed by the informants were related to vehicle parking, 

accessible toilets, wifi, and children's playgrounds. Visualization of informants' views regarding the 

benefits of the CSR program is processed using the Nvivo 12plus software, as shown in Figure 1. 

 

Figure 1. Community views on the benefits of the CSR program, the case of city parks 
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Figure 2. Linkage to the CSR benefit theme 

In Figure 1, it appears that comfortable is the central theme and is the most prominent among 

other themes. This means that the location of the CSR site is a convenient place for visitors. Different 

themes are facilities, environment, existence, and organization. The results of deeper data exploration 

can arrange several essential and relevant nodes to the research theme. Informant data nodes can be 

grouped into eight interrelated themes: management, air pollution, relationship business, transaction 

business, facilities, family gathering, fitness, and friendship. For example, the major themes of the 

informants' views regarding the benefits of city parks as CSR practices by cigarette companies have a 

relationship between one theme and another. The relationship between the themes is visualized in 

Figure 2. In this figure, 24 lines connect the themes. The line illustrates the relationship between one 

theme and another, written on the circle's side. For example, friendship is associated with the themes 

of business relations, business transactions, family gathering and fitness. The transaction business is 

connected to the fathering, fitness, friendship, and business relations families. 

Meanwhile, management is connected to facilities and air pollution. The closeness and linkage 

of existing themes can also be seen from Jaccard's coefficient, which is a coefficient that shows the 

similarity and diversity of sample sets, 0.50 and 1.00, as stated in Table 3. Normatively, Jaccard's 

coefficient measures closeness or similarity of qualitative data, for example, the word -words. The 

coefficient values range from 0.00 to 1.00. The closer the number one is, the more similar or closer the 

data is. The data processing results from the formed nodes obtained Jaccard coefficient numbers 0.5 

and 1.00. This table illustrates that the nodes, in the form of an identified word, have a strong 

relationship and similarity. 
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Table 3. Relation coefficient of CSR theme 

 From the findings based on the above interviews; several propositions can be drawn as follows: 

P1:  Good management can improve corporate image and CSR site survival 

P2:  The provision of additional public facilities can create added value to the CSR site and enhance 

the corporate image 

P3: CSR practices that are beneficial to the public can maintain the company's existence structural and 

measurement models 

 The investigation aimed to put the relationship model between CSR Benefits perception and 

corporate image to the test, as mentioned at the outset. Using structural equation modeling (SEM), 

investigate the relationship between latent variables of social, economic, ecological, and corporate. The 

following are some of the aspects of SEM modeling that will be tested: 

Model reliability and validity 

At one or more stages, the outer model is a measurement model of latent variables that are reflective or 

formative. The measurement model must evaluate every latent variable's reliability and validity. Truth 

can be assessed in convergent validity, which explains the degree of trust in each indicator's 

measurement goodness of fit. Discriminant validity, which defines the disparity or discrepancy 

No Code Code Jaccard's coefficient 

1 Business Relations Air Pollution  0.5 

2 Business Transaction Business Relations 1 

3 Business Transaction Air Pollution  0.5 

4 Facilities Air Pollution  1 

5 Facilities Business Relations 0.5 

6 Facilities Business Transaction 0.5 

7 Family Gathering Business Relations 1 

8 Family Gathering Business Transaction 1 

9 Family Gathering Air Pollution  0.5 

10 Family Gathering Facilities 0.5 

11 Fitness Business Relations 1 

12 Fitness Business Transaction 1 

13 Fitness Family Gathering 1 

14 Fitness Air Pollution  0.5 

15 Fitness Facilities 0.5 

16 Friendship Business Relations 1 

17 Friendship Business Transaction 1 

18 Friendship Family Gathering 1 

19 Friendship Fitness 1 

20 Friendship Air Pollution  0.5 

21 Friendship Facilities 0.5 

22 Management Air Pollution  1 

23 Management Facilities 1 

24 Management Business Relations 0.5 

25 Management Business Transaction 0.5 

26 Management Family Gathering 0.5 

27 Management Fitness 0.5 

28 Management Friendship 0.5 
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between measures in latent variables, must also be evaluated. For the variance distribution between 

latent variables in a model, the Fornell-Larcker (1981) criterion is widely used. Convergent validity is 

calculated using the average variance extracted (AVE) and composite reliability criteria (CR). The AVE 

scale compares the amount of build variance to the amount of measurement error. Excellent 

measurements are indicated by AVE values greater than 0.50, and the values of its predictor that can 

be recognized are at least 0.50. Table 4 lists the five significance parameters for unobservable variables, 

including AVE, CR, Rho A, and Cronbach's Alpha. As calculated by the five validity criteria, all latent 

variables are higher than the appropriate minimum value (0.50) and even higher than 0.70 for CR 

values. This meant that the latent variable was constructed using high-quality measurements. 

Table 4. Latent variable reliability and validity 

 Latent Construct 
Cronbach's 

Alpha 
rho_A 

Composite 

Reliability 

Average Variance 

Extracted (AVE) 

CSR Benefits 0.93 0.94 0.94 0.43 

Corporate Image 0.92 0.93 0.94 0.64 

Economic Aspect 0.67 0.69 0.80 0.51 

Environment Aspect 0.72 0.73 0.83 0.55 

Social Aspect 0.81 0.82 0.88 0.64 

R-Square 

Another measure that can be used to view a model in PLS-structural equation modeling is the R-Square 

value. In this study, it appears in Table 5 that the endogenous latent variables CSR Benefits (1.00) and 

corporate image (0.64) have large R-Square (square multiple correlations) values, while the R Square 

adjusted values 0.63, respectively. This means that the latent variable building model is unobservable 

CSR benefits, and Corporate image can be said to be reasonable or adequate, which is shown by the 

relatively high R-square value. 

Table 5. R-square latent variable coefficient 

Latent Variable R Square R Square Adjusted 

CSR Benefits 1.00 1.00 

Corporate Image 0.64 0.63 

Cross loading indicators 

Cross loading describes the amount of weight the contribution of an indicator to one or more latent 

variables. An indicator can be used as a component that supports one latent variable if the weight value 

of the latent variable is more remarkable than the weight of the other latent variables—an illustration 

of an example in Table 6. The table consists of five columns, column (1) contains the indicator code, 

while columns (2) through (5) contain the weights for each of the latent variables listed in the first row 

of the table. Take an example of an indicator with the codes CI1, CI2, CI3 to CI9, which are valid 

indicators for the corporate image latent variable. For instance, CI1, the highest weight value on the 

corporate image (column (2)), is 0.897, while the weight value is smaller for other latent variables. This 

fact indicates that CI1 is a valid indicator for the corporate image variable. Using this principle, we can 

identify all existing indicators, meaning that each indicator designed in the research method section is 

appropriate and valid. For example, CI1-9 is an indicator of corporate image, EA1-4 is an indicator of 

economic aspects, EN1-4 measures latent variables for environmental factors, and SA1-4 measures 

social elements. 
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Table 6. Cross loading indicator 

Indicators 
Corporate 

Image 

Economic 

Aspect 

Environment 

Aspect 

Social 

Aspect 

(1) (2) (3) (4) (5) 

CI1 0.89 0.49 0.57 0.63 

CI2 0.77 0.49 0.49 0.48 

CI3 0.78 0.45 0.53 0.37 

CI4 0.83 0.57 0.54 0.53 

CI5 0.52 0.44 0.48 0.49 

CI6 0.80 0.32 0.56 0.54 

CI7 0.85 0.48 0.51 0.54 

CI8 0.74 0.36 0.56 0.39 

CI9 0.90 0.56 0.67 0.59 

EA1 0.51 0.85 0.36 0.38 

EA2 0.44 0.57 0.36 0.23 

EA3 0.38 0.69 0.31 0.37 

EA4 0.34 0.72 0.48 0.21 

ENA1 0.48 0.27 0.69 0.39 

ENA2 0.57 0.48 0.75 0.37 

ENA3 0.47 0.30 0.69 0.32 

ENA4 0.52 0.47 0.82 0.41 

SA1 0.48 0.30 0.36 0.81 

SA2 0.53 0.39 0.35 0.83 

SA3 0.58 0.37 0.52 0.82 

SA4 0.48 0.29 0.39 0.75 

Measurement and structural models 

Furthermore, to see the validity of the latent variable constituent indicators, it can be seen from the size 

of the loading and its significance. The discussion regarding this for each latent variable refers to Figure 

3. CSR Benefit is a level two formative latent variable whose construction consists of three variables 

that are also unobservable, namely environment aspect, Economy aspect, and social aspect, with the 

contribution weight of Environmental aspect with loading. 0.41, economic aspect (0.34), and social 

aspect (0.47), with an R-square value of 1.00. This illustrates that the CSR benefit is a good and reliable 

level two latent variable. In Figure 3, each of these variables is built by accurate indicators. The construct 

validity of the latent variable building can be seen from the loading value of each hand which is greater 

than the threshold of 0.50, and the t-statistic value is more significant than 2.00. Meanwhile, the 

environmental aspect is reflected in the indicator (ENA1-ENA4). The loading values range from 0.69 to 

0.82 and the t-statistics value of 9.71 to 24.90. The economic element is supported by four hands (EA1-

EA4), with a loading value of 0.57 to 0.85, t-statistic 6.22 to 21.54. Likewise, the Social Aspect variable, 

which is composed of SA1-SA4 indicators, has the lowest loading value of 0.75, and the highest is 0.83, 

with a t-statistic of 14.52 to 26.89. This condition illustrates that the measurement model for the three 

latent variables meets the requirements of the goodness of fit reflectively and is suitable for modeling. 

Furthermore, as the dependent variable, the corporate image is arranged thoughtfully from one 

level to nine indicators (C1-C9), with the lowest loading value of 0.52 and the highest as 0.90, the t-

statistic value of 8.24 to 41.101. As the dependent variable in this study, company image is also an 

unobservable latent variable composed of nine indicators. Factor weight values for the nine indicators 

varied between 0.52 (t-statistic = 8.24) to the highest reaching 0.90 (t-statistic = 41.10). This illustrates 

that the contribution of indicators in shaping the company's image varies. The most contributing 
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indicators are cognitive domains, corporate identity, public knowledge of the company (people know 

the company (CI9). Another indicator that also has a fairly high contribution is CI1, which relates to 

"credible companies" or companies that can be trusted. 

In Figure 3, there is also an inner model, or a structural model that shows the relationship 

between the effect of second-order CSR benefit with the constructs of the environment, economic and 

social aspects, on the corporate image. While in Figure 4, the effect of the three constituent variables of 

CSR benefit first order on corporate image. The two models are deliberately designed to compare, and 

at the same time, be part of the novelty of this research. In the structural model in Figure 3, it is shown 

that the coefficient value of the effect of CSR benefits on corporate image is 0.79 (t = 13.23). As an 

emphasis to the reader, that this model does not show a direct or indirect influence, and the benefit 

SCR is not an intervening variable. CSR benefits is more of a formative latent variable, which is 

composed of three indicators, each of which is arranged by items reflectively. Seeing the magnitude of 

the coefficient and the T-statistical value indicates that CSR benefits affect corporate image positively 

and significantly. This means that the better or higher the CSR benefits are felt by the community, the 

better the company's image will be in the minds of the community. 

In Figure 4, three latent variables, namely environment aspects, economic and social, are and act 

as latent variables composed of reflective indicators. The public considers that the company that 

supports the construction of this CSR site regard as a credible company. Its identity is known to the 

broader community and contradicts the thinking of the skeptics. The scholarly group assumes that a 

company only thinks about profit. It will not be possible to think about the surrounding environment 

(Rim & Kim, 2016; Xia et al., 2018).  The findings are contrary to the skeptics but support the pessimists' 

view. It can also be explained through latent variable indicators at both levels one and two in more 

detail. In the second-order and first-order variables, it can be interpreted that the higher the 

environmental, economic, and social benefits of CSR, the better the company's image will be. Besides, 

it can also be interpreted from each indicator that makes up the latent variable. For example, in the 

environmental aspect, one of the indicators relates to the CSR program in the form of a green open 

garden. This place can be used to breathe or enjoy fresh, comfortable, free of air pollution and beautiful 

air. The community feels more benefits. The corporate image that is practiced is valued as a responsible 

company that cares for the community, which is different from the skeptical view of CSR. The idea of 

companies that issue and implement CSR programs is better in the community, and this is in line with 

the results of the study by Salehzadeh et al. (2018) and Al Mubarak et al. (2019). Consequently, the 

company's existence will not be shaken, but instead, it will be guarded and maintained by the 

community. 

 
Figure 3. Measurement and structural models of the effect of CSR benefits on corporate image 

(Smart PLS output) 
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Figure 4. Measurement and structural model of the influence of the dimensions of csr benefits on 

corporate image (Smart PLS output) 

The argument that the CSR site is a comfortable place to enjoy the fresh air and a beautiful 

atmosphere has the highest weight in the environmental factor latent component. This indicates that 

the latent variable building plays a more significant role than the other indicators. In other words, it 

can be stated that the CSR site is a comfortable place to enjoy the fresh air and is pollution-free, and is 

the lungs of the city with a higher value in the minds of the community than other indicators. Suppose 

it is related to the company's image that sponsors the site. In that case, it can be said that in this case, 

the provision of a comfortable place for the community will be able to boost, the name of the company 

will become better known in the community. When people enjoy a comfortable atmosphere on the CSR 

site, they find out to dig up information about who built the site. On the CSR site, the name, logo, and 

slogan of the sponsoring company are displayed so that people know and think about the company. 

This condition is also supported by the results of interviews, as in word cloud, that a comfortable place 

is a word most talked about by informants so that the word "comfortable" is more prominent when 

compared to other words. 

In the meantime, the indicator, namely crowded areas, carries the most weight in the latent 

economic aspect. The location of the CSR site has the potential to produce revenue for the city because 

it is densely populated. Owing to the solid economic opportunity that the community perceives and 

gives a higher rating than other indicators, the society perceives and provides a higher rating than other 

indicators. 

CONCLUSIONS 

The findings of this study suggest that a corporate image can be shaped or created through a corporate 

social responsibility program that is beneficial to the community socially, economically, and 

environmentally. The more valuable a company's CSR program is, the better its reputation in the eyes 

of the world would be. As a result of this finding, practitioners should suggest that organizations that 

issue or adopt community-beneficial CSR programs may receive funding and security from those who 

profit from CSR programs. By giving or endorsing a positive label as a company that is responsible and 

cares for the community, cares for the natural and social environment, companies can earn a positive 
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label as an accountable and cares for the community and cares for the natural and social environment.  

Good management, which is funded by the local government where the site is constructed, will ensure 

the long-term viability of sites built via the company's CSR program. To be more helpful, the CSR site 

that is designed must be fitted with the supporting facilities that the tourist community requires. This 

research also makes a theoretical contribution to the history of CSR thought, demonstrating that a 

cynical view is a paradigm that fails to see corporate. Balancing benefit and social policies through CSR 

is an ethical strategy that can keep a company alive. 
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