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Abstract

yniversity as an organi:afion established for a long period. In effort to maintain the survival and quality of
developmen’. university needs ’? develop the right Strategy, commitment, and concern for handling social issues.
strategies that can be C{0f7f’ to l'"Pr. ove the image and r eputation of the university in the minds of stakeholders is
through social responsibility. The image of university reflects the public's perception about social responsibility

which is done as a form of public perceptions, objectively based on their experience. Stakeholder assessment reflects

the reputation of the university, either in the form of self-assessment in whole or obtained from comparing with
ther universifies. Good image and reputation is one of th
0

€ competitive advantages. University social responsibility
is not only limit ed to the internal parties (faculty, staff, and students), but also to external parties (environment,
community, business, and government). In addition, the implementation of social responsibility in university can
partner with local governments and companies, both private and state enterprises.

Keywords: image, reputation, and responsibility social

1. Introduction

The company was established in general for a long period of time. The company will exist if it has a good
image and reputation in the minds of consumers and customers. There are many ways to establish the image and
reputation of the company, one of which is through corporate social responsibility (CSR).

Nowadays, many companies are realizing the importance of CSR. CSR is the commitment of business
world to act ethically, legally operate and contribute to economic development, improving the quality of life of
employees and improving the quality of the local community and society at large. CSR not only fulfill the obligation
set by the Act, but it is part of the company's business strategy relating to the sustainability of the business in the
long run. It is recognized, considering the company must have the commitment and concern for the handling of

social problems, to be able to survive (going concern). CSR program is the company's commitment to support the
creation of sustainable development.

A good image will have a beneficial impact to the organization. According to Steinmetz cited in Sutojo
(2004), image defines as the public perception of its corporate identity. Corporate image begins with the public
perception of the activities of the company which can form the customer's perception of time (Gregory &
Wiechmann, 2001). Furthermore Leblanc (2001) described the company's image as a public impression about what
the company do.

Reputation is a value that is given to individuals or institutions. Reputation can not be obtained in a short
time, because they need times to create something that can be judged by the public. Reputable companies have a
positive effect on the survival and profitability of the company, as well as an effective mechanism to maintain or
gain a competitive advantage (Fomburn et al., 1996). Reputation reflects the company's value for enterprise
Customers, whether it is their own assessment of the company as a whole or obtained from comparing with the
company's competitors.

The reputation of the company is a strategic asset, because it can increase the company’s value. Strong
Teputation helped the company not only in selling products with affordable prices, but also in attracting high-
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2. Corporate Social Responsibility

Universit

Remember, characterized by

university as a counterpart (Wi

ocial ReSponsibility (CSR) can be interpreted as a company socially re y
rages organizations 10 have a balanced social responsibili SPODSlbleu‘..
¢ and other stakeholders. Iriantara (2004) presents the e:y to CUstong,
activities as follows: (1) continuity and sustainability. This means that CSR activities Shomdmm“csl
term, systematic and planned to be evaluated; (2) Community empower be 'Glried -
conducted in an effort to make the community more ™ent Commyp,
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’ to h “
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continuously in the long-
empowerment'. That is, the CSR program

before the CSR; (3) two ways, that is to say,
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: According Wibisono (2007) CSR implementation by a company provide many benefits, i
maintain or boost the company’s reputation and brand image; (2) deserve a social license to o ehits, including ()
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3. Corporate Reputation

1 reputation is one of the important components in the business world in the form o(goods or
o compa”Y s :,od name is one of the targets 1o be achieved by a company. Good and bad reputation dd‘
Reputatio” ;’l;’i indicator of the success of the company. Maintaining the egutston of the company ,:h:
5cf\1‘c65' is an ir.n‘0 of each department con'tamad in the cormanykepmzoon is valug Judgment regarding .
""mpanrisP""Sib'l’l,y pased on time series is focused on the activities and unugm are implemented. llqa::!::
. of the cqmpdni a short time, but must be ’forr‘ned gradually and continuously to get an mman
i e obtained )}mc in chronological dimension is always attached to the company's reputation. ‘Thc companry
@ [Lsmpanic& ﬂ:i; as ;; result of the ability to provide high quality products, have credibility, and in accordance
j i
;::: f’d r;:;isibjmy (Nguyen and LeBlanc, 2001).
it w3 . essentially a representation of past perceptions and future prospects that describe ’thc
cputation 15 ance (Fombrun, 1996). There are five factors that affect the organization, namely being,
s overall perfof?lating, listening, and seeing. Organizations need to take action planned 10 build an
b (doing): cor:;:nof its stakeholders, the confidence in the organization can be rmaintained. Meanwhile,
e

,’mpr"“ion ”111 1m (2007), defines reputation as an overview of the perception of each stakeholders about how well
o He

scording t , provide 2 response OF responses.
mpan 2 . ,gs o
4 any's reputation is an important issue for the sustainability of the company. Reputation may
The cof'l’(f)’mCrs prefer products or services offered by a company rather than by competitors and that
e een success or failure. The more credible, then the company will be more confident 1o defend

betw : e
f external claims and negative publicity.

geplain wh
disu’ng“ishes
pmself 86 © :
der to properly manage the reputation it needs measurement. This process, if well done, will be able 10
o :‘ﬁon of the company's reputation when compared to competitor's reputation. In addition, the
t O{I a company's reputation can also show the sectors and stakeholders that need to be prioritized to be
mwurcmenm eneral, the results of this measurement also serves as a road map for reputation management process
pun é;lhc c;mpany do reputation measurement by a simpler approach. For example, by looking a1 the
ilsCl'f‘ SO":f:gc and further analyzed into a reputation score cards. This option is better than no action at all
E ;f;: This approach is more focused on recording the outcomes of public relations activities in the media,
Shajlll;aixts i;npacl on the target audience has not been detected from the measurement. Especially if it is associated
yith the actual role of public relations in the field ofien only act as a transmitter, not as a decision maker.

dhow the con

In measuring the reputation is not only by calculate the gap between what is presented and perceived media
has been done by the company. Reputation measurement process is done in the following way:

I. Determine the stakeholder is the key of the company. Stakeholders consist of employees, customers, potential
customers, suppliers, shareholders, NGOs, the media, analysts, the House, or the govemment. Who are the key
stakeholders are determined by the type, scope (local, national, regional, global), and situation (before the PO,

the crisis) facing the company. Each of these stakeholders have realized the degree of interest and different
needs,

2 Determine the directional components (drivers), in the form of attributes, qualities, feelings, and image or other
form. In this phase of qualitative rescarch plays an important role in tapping into the steering components. In
&eral, there are four basic indicators that can be used as capital in tapping the steering components 1o

e how strong the reputation of a company.

aTh -
© Ompetitive of companies in selling their products at a premium price in a long time period.

bTh ! oy
" Company’s ability to recruit and retain qualified key staff.
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3. Reliability - the extent to the which
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takehoj
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communities.
4. Image University

The image can be said to be a community-oriented perception of experiences, belietu '
any. Aspects of company-owned facilities and services delivered to o s leelj
. . hoprens :

f the image. Thus, the image is one of the most important assets of the Oy

Y

or organization that should continually be built and maintained. A good image is a powerfy] device
e the product or the company, but also can improve the attitude and CUStome’ not. only
with the company. Corporate image can not be manipulated, means that the image does not come ;Sﬂtls ;
shaped by society, communication and disclosure of company activities. Build the image can n}' itself,
spontaneously at a given time, but it is a long process. Imagery is all perception of the object fon‘:edbebdnm
Y the

consumer by way of processing information from various sources all the time.

Kotler explains that, "corporate image is the consumer's response to the total offering and s defineg
sum the belief. ideas, and impressions that a public has an organization". Nguyen and Leblanc rey enlid &y
company's image as: "Corporate image is described as the overall impression made on the minds of the uh]fhn the
organization. It is related to business name, architecture, variety of products / services, tradition, ideolog; la:dm
impression of quality commuicated by each employee interacting with the organization's clients " idmmfh
according to Dowling, "the corporate image is a set of beliefs and feeling about an Organizations", i hins

iz
2

knowledge of the comp
can affect consumers' perceptions 0

attract consumers to choos

Soemirat and Ardianto (2007), argued the benefits of the establishment of good corporate image and strong

which is as follows:

]. Mid and long term sustainable competitive position
2. An insurance for adverse time

3. Increase of the attractiveness exclusive

4. Increase of effectiveness of marketing strategies

5. Operational cost savings

According to Smith, quoted by Roslina (2009), factors that affect the image of the company (00%
P () sl

image) are: (a) the product or service, including product quality and concern for the consumer; (b) s0¢
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In line with the development of the conce
been changed compared to a few decades ago. Soci
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preserving the environment, for exampl ot i '
recycle, reduction in the use of plastic bags, periodically hold treatment and free medica] ol s::hng.\
advice and helped the poor to make latrines, water pumps, > Provid, "u

University social responsibility

etc.

ement social responsibility in partnership with Other jnes
formulating and implementing CSR programs in accom“%fw
draft a CSR audit, even in terms of formulating the drafy o Wiin
incentives , certification or labeling for corporates who have to implement Corporate Social R“P"“:'ol:il?y of ty
incorporate Corporate Social Responsibility in the course curriculum, ﬁndil lty, o
and talented, holding seminars on CSR and helping §1, g, s““'pom
hich will conduct research on CSR. Concepts used in thjg cu:e3

g inaction university doing social responsibilj is ‘°help

In addition, the university also can impl
example, corporate positioning itself to assist In

core business, helping the government t0

training for auditors,
scholarships for poor students but smart
which is looking for data or information W
companies to plan for CSR, while at the same time bein

7. Conclusion

An organization, including university was established in general for a long period of time, The Hke!
will exist on a long time if it has a good image and reputation in the minds of stakeholders. One Way 1o builg e

image and reputation of universities is through social responsibility. University social responsibility is po
limited to the internal parties (faculty, staff, students), but also to external parties (the environment, m)y

business/industry, local government). Implementation of university social responsibility can also collaborates wj
local governments and companies, both private companies and the State companies.
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