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Corporate Social Responsibility and Firm Value: The Mediating Role of Profitability in Indonesia’s Consumer Non-Cyclicals Sector 
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ABSTRACT

	Aims: This study seeks to examine the impact of Corporate Social Responsibility on company value, with profitability serving as a mediating variable, in Consumer Non-Cyclicals sector companies listed on the Indonesia Stock Exchange (IDX) from 2021 to 2025.
Study design:  This study employs a quantitative methodology utilizing an associative causal approach.
Place and Duration of Study: Consumer Non-Cyclicals sector companies listed on the IDX from 2021 to 2025, from November to December 2025.
Methodology: During the observation period (November to December 2025), data was collected by utilizing documentation methods to analyze the financial statements and sustainability reports of 6 companies in the non-durable domestic products subsector. The employed data analysis technique is path analysis, utilized to examine both direct and indirect correlations among variables, including the assessment of profitability's mediating influence.
Results: The research findings demonstrate that CSR affects firm value directly (t value = 2.147, Sig = 0.041< 0.05) rather than through profitability (t value = 0.386, Sig = 0.702 > 0.05). Profitability positively and significantly influences business value (t value = 3.611, Sig = 0.001 < 0.05); however, it does not mediate the relationship between CSR and firm value.
Conclusion: This outcome suggests that corporate social responsibility initiatives exert a more immediate influence on enhancing business value than through augmented profitability.
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1. INTRODUCTION 

In the past decade, research on the connections between Corporate Social Responsibility (CSR), profitability, and business value has intensified, propelled by heightened regulatory pressure, capital market expectations, and the social and environmental awareness of stakeholders (Dela et al., 2024). CSR is now regarded not just as a charitable endeavor, but as a fundamental component of company strategy aimed at enhancing reputation, securing competitive advantage, and ensuring sustainable financial performance (Coelho et al., 2023). International studies indicate that firms that actively execute and disclose CSR initiatives generally experience reduced risk perceptions, enhanced reputations, and improved access to capital, ultimately resulting in increased company valuation from the perspective of investors (Lu et al., 2021; García‐Sánchez et al., 2019).

From the standpoint of stakeholder theory and signaling theory, CSR functions as a tool to mitigate information asymmetry and validate the company's enduring dedication to sustainability (Sitohang et al., 2023). CSR disclosure conveys a favorable indication to investors that the company effectively controls social and environmental risks, resulting in the perception of more predictable future cash flows and diminished lawsuit or regulatory risk (Handayati et al., 2022). A research gap exists concerning the variables under investigation. Empirical research has demonstrated that CSR positively and significantly influences firm value (Wu et al., 2023; Risal et al., 2025; Diningsih & Karunia, 2025). In contrast, Qonita et al. (2022) & Fathoni & Suwarno (2025) discovered that there was no substantial correlation between CSR and firm value.


Comprehensive global study suggests that assurance on CSR reports is increasingly esteemed by investors, as it bolsters the legitimacy of sustainability reporting and amplifies the influence of CSR on market valuation (Hoang & Trotman, 2020; Elbardan et al., 2023). Conversely, certain studies have revealed uneven or neutral outcomes, suggesting that the impact of CSR on corporate value is not solely direct but also mediated by financial variables such as profitability, cost of capital, and risk (Aydoğmuş et al, 2022; Datt et al., 2024; Dwomor & Mensah, 2024; Juliyanti et al., 2024; Delgado Sánchez et al., 2026).

Profitability is a crucial metric of a company's efficacy in resource management and profit generation. CSR can exert either a beneficial or detrimental influence on a company's profitability (Bhardwaj et al., 2018). Recent study frequently identifies profitability as a conduit elucidating how CSR initiatives ultimately enhance corporate value (Dwijayanti et al., 2025). Organizations that strategically execute CSR can enhance customer satisfaction, loyalty, and operational efficiency (such as energy conservation and waste management), resulting in increased and more stable earnings (Agyei et al., 2021; Susilawati et al., 2024; Dela et al., 2024).

Conflicting research findings exist about the researched variables. Numerous empirical studies indicate CSR correlates positively with profitability, which subsequently enhances firm value. Studies on Indonesian and Malaysian pharmaceutical firms indicate that CSR enhances profitability, hence bolstering the company's market value in the medium run (Hermawan et al., 2023). A further study revealed that profitability may serve as a mediating element in the relationship between CSR and business value, indicating that CSR activities enhance profitability initially, which subsequently manifests as a rise in firm value in the capital market (Mahdi et al., 2023; Fadillah et al., 2024)

Nonetheless, research findings are not universally consistent. Some studies indicate a weak or negligible effect of CSR on profitability, alongside a relatively little or even adverse effect of profitability on business value in some situations. The discrepancies in findings suggest that contextual factors, like business type, time frame, and the quality and emphasis of CSR programs, affect the degree to which profitability serves as a mediator in this relationship (Li et al., 2025; Christi et al., 2025).

Indonesia explicitly regulates CSR obligations for specific companies, especially in the natural resources sector, through the Limited Liability Companies Law and the Financial Services Authority (OJK) regulations concerning sustainability reporting. This institutional requirement and pressure compel enterprises across diverse sectors to enhance the quality of their CSR implementation and disclosure (Gunawan et al., 2022). Recent research in Indonesia indicates that CSR disclosure significantly influences firm value, with profitability or company size occasionally mitigating or mediating this relationship (Handayati et al., 2022; Rahmawati et al., 2023).

The consumer non-cyclicals sector, encompassing food, beverages, household items, pharmaceuticals, and other essential goods, exhibits traits that are comparatively resilient to economic fluctuations due to the stability of product demand (Bacon & George, 2023). This renders the sector particularly pertinent for analysis, as investors frequently regard it as a refuge during economic instability, notably throughout the pandemic and subsequent recovery phases (Tumbelaka et al., 2024; Srivastava, 2024). In this area, consumer expectations for ethical business processes, safe and high-quality products, and environmental responsibility are substantial, rendering corporate social responsibility a crucial differentiator in competition and the perception of firm value (Phung & Huynh, 2022; Cuesta‐Valiño et al., 2023)

Recent research on non-cyclical consumer firms listed on the Indonesia Stock Exchange from 2017 to 2021 indicates that profitability and CSR disclosure collectively impact company value, with profitability being the predominant factor for investors (Unsulangi & Sufina, 2023). A recent study examining non-cyclical corporations from 2021 to 2023 determined that profitability significantly influences company value more than sustainability reporting and social initiatives, however corporate social responsibility remains pertinent to the long-term value discourse (Mitzy & Wijaya, 2025).

Within the consumer non-cyclicals sector in Indonesia, investigations into the mediating role of profitability in the relationship between CSR and company value remain relatively few and frequently conflated with other variables such as leverage, firm size, or ownership structure. Certain studies concentrate on CSR and profitability, or CSR and company value independently, without specifically examining the mediation pathway, whilst others see profitability as a moderator rather than a mediator. The disparity is notable as the attributes of the consumer non-cyclicals sector, focused on fundamental needs, susceptible to product quality and safety concerns, and directly engaging with end consumers, may facilitate a more rapid transformation of CSR into enhanced sales and profits relative to other sectors. This scenario presents pertinent and contemporary study possibilities to investigate how CSR affects corporate value through profitability in consumer non-cyclical sector firms listed on the Indonesia Stock Exchange.

Several research inquiries can be proposed in light of the points that were previously discussed.
1. CSR influence profitability in consumer non-cyclical sector firms listed on the IDX?
2. CSR affect company value in consumer non-cyclical sector firms listed on the IDX?
3. How does profitability influence company value in consumer non-cyclical sector firms listed on the IDX?
4. Does profitability mediate the effect of CSR on company value in consumer non-cyclical sector firms listed on the Indonesia Stock Exchange?

2. LITERATURE REVIEW
2.1. CORPORATE SOCIAL RESPONSIBILITY

Carroll's (1991) approach delineates that corporate social responsibility comprises four tiers that constitute a Corporate Social Responsibility pyramid. Each layer defines the company's priorities and its obligations to society. CSR is a company's dedication to fostering sustainable economic, social, and environmental advancement. Corporate Social Responsibility has transitioned from a charity model to a fundamental component of a company's primary strategy. Corporate Social Responsibility includes policies and procedures aimed at positively influencing society and the environment, in accordance with the company's long-term economic objectives (Komath et al., 2025). Within the framework of sustainability, CSR is essential for establishing enduring relationships with stakeholders and generating competitive advantages that beyond just financial benefits to include reputation, public trust, and operational resilience.

Dsouza et al. (2025) assert that contemporary CSR is intricately associated with sustainable investment methodologies, referred to as Environmental, Social, and Governance (ESG). CSR has emerged as a criterion for evaluating a company's long-term sustainability (Adiputra & Hermawan, 2020; Machmuddah et al., (2020). Investors are progressively using social and environmental factors as criteria for investment decisions, so making CSR a direct contributor to a company's market worth.

Tawfiq et al. (2024) illustrate that CSR, specifically regarding ESG disclosure, directly influences capital structure and cost of capital. Firms that consistently disclose CSR are seen by the market as possessing diminished risk, thus influencing financing efficiency and investor inclinations. CSR functions as a mechanism to mitigate reputational and legal concerns, particularly in the context of heightened public scrutiny.

2.2. COMPANY VALUE

Miller & Modigliani's (1961) argument posits that a company's worth is dictated by its capacity to make profits and its growth potential, rather than merely by its dividend policy or capital structure. Company value is an extensive assessment of investors' and the market's perception of a company's capacity to provide enduring economic value. Company value signifies a firm's prospective ability to provide consistent cash flows and profits, as evidenced by stock prices and financial metrics like Price to Book Value (PBV) (Sharma et al., 2025). In this era, a greater investor impression of corporate governance and sustainability correlates with an increased company value, as reflected by market indices.

Robust corporate governance and transparent sustainability reporting can augment organizational value by guaranteeing stakeholders of responsible management (Kiryanto & Noor Syaharani, 2024). A company's worth reflects not only its financial performance but also its reputation, integrity, and long-term operational viability (Suhartini et al., 2024). The capital structure affects risk perceptions and prospective profitability, hence influencing corporate value. An equitable capital structure of debt and equity signifies judicious financial risk management, which is preferred by investors in the capital market (Allayannis et al., 2003; Haron, 2016; Mawarni et al., 2024).

2.3. PROFITABILITY

Management decisions determine how well a company uses its resources to generate profit (Brigham & Houston, 2015). Financial analysts measure profitability by how much a firm makes from its operations in a certain timeframe. Profitability shows how well a corporation uses economic resources to make money (Suryati et al., 2019). This index measures a company's financial health, market competitiveness, and investor interest.

Companies use profitability to measure internal efficiency and external confidence (Nguyen, & Duong, 2025). High and stable profitability indicates that the company's management can control costs, optimize assets, and execute business strategies. Profitable companies that are sustainable can fund social and environmental activities, which improves corporate social responsibility (Sayekti, 2017).

2.4. PREVIOUS RESEARCH AND HYPOTHESIS DEVELOPMENT

CSR represents a commitment by firms to engage in business practices that prioritize not only financial gain but also social and environmental advantages. According to stakeholder theory (Freeman, 1984), it can enhance a company's rapport with stakeholders by augmenting trust and reputation. Signal theory (Spence, 1973) indicates that regular disclosure of CSR can act as a favorable signal to investors, enhancing the market's perception of a company's value. Mahoney et al. (2021) and Machmuddah et al., (2020) demonstrate that independent CSR reports are favorably associated with corporate reputation and perceived long-term value. It is a significant metric utilized by investors to evaluate the sustainability of a company's performance. Consequently, the more effectively CSR is implemented, the higher the potential to enhance corporate value (Qiu et al., 2021; Situngkir, 2024). Conversely, several studies revealed that CSR does not significantly affect corporate value (Ogachi & Zoltan, 2020; Elbardan et al., 2023; Fathoni & Suwarno, 2025).

H1: Corporate Social Responsibility Increases Company Value

CSR influences both reputation and financial performance (Yuniarti et al., 2025). From a resource-based theoretical standpoint, CSR is regarded as an intangible asset that is challenging to replicate and can generate a competitive advantage (Marakova et al., 2021). Organizations that strategically adopt CSR can enhance customer loyalty, operational efficiency, and product or service differentiation, hence potentially increasing profitability (Servera-Francés & Piqueras-Tomás, 2019; Xu et al., 2022; Shao et al., 2023; Kuo et al., 2023).

Firms with robust CSR initiatives exhibit enhanced financial stability and a notable influence on Return on Assets (ROA) (Nguyen & Duong, 2025). The effective execution of CSR can significantly enhance profitability and serve as a long-term corporate strategy to bolster reputation, augment investor trust, and provide sustainable added value (Saeidi et al., 2015). Moreover, reporting CSR in alignment with GRI Standards 2021 enhances transparency, accountability, and favorable market perception, ultimately augmenting the company's value and competitiveness (Septiany et al, 2026). Consequently, the execution of CSR yields both social and environmental advantages (Alam & Islam, 2021; Pratiwi et al, 2021; Sari et al., 2024). However, in other studies, it was found that CSR does not have a significant impact on profitability (Salsiah & Basmar, 2023; Hartono et al., 2025; Juliasari et al., 2025).

H2: Corporate Social Responsibility Enhances Profitability

Profitability denotes a company's capacity to produce profits from its entire array of resources. Elevated profitability signifies proficient managerial capability in asset management, hence enhancing the company's appeal to investors (Suprapto et al., 2025). Firms exhibiting elevated ROA or ROE typically possess greater market valuations, as profits underpin dividend allocation and reinvestment (Sharma et al., 2025; Rahmania et al., 2025). Profitability theoretically enhances market confidence in the firm's growth potential, hence elevating stock prices and augmenting corporate value, as indicated by Price to Book Value (PBV) (Widyakto et al., 2026). Conversely, certain research indicate that CSR does not significantly affect profitability (Sudrajat & Setiyawati, 2021; Mumtaza & Witono, 2025)

H3: Profitability enhances the Company's value.

Profitability may serve as a mediating mechanism elucidating the impact of CSR on corporate value. Comprehensive research investigating the impact of CSR on business value, using profitability as a mediating element, is essential. This will offer both a theoretical comprehension of the relationship between these variables and practical contributions to corporate management in developing effective CSR initiatives that significantly influence financial performance and firm value.

Effective implementation of CSR can enhance operational efficiency, foster customer loyalty, and cultivate a favorable image, ultimately leading to higher profitability (Machmuddah et al., 2020; Al Gista & Prastiwi, 2022; Indrawati et al., 2025). Enhanced profitability subsequently bolsters investors' favorable opinion of organizational worth.

CSR may not directly influence firm value, although it can substantially affect profitability (Faizah & Ediraras, 2021; Faizah, 2024). Increased profitability from CSR enhances a company's value to investors, as profitability indicates the efficacy of the company's social strategy in generating sustained economic value. Consequently, in the context of this research, profitability is anticipated to serve as a mediator elucidating the relationship between CSR and corporate value. 

Previous empirical research has investigated the correlation between CSR and corporate value, with profitability serving as a mediating variable; nevertheless, the results are unclear and can differ across contexts. The mediating function of profitability in the relationship between CSR and firm value is inconsistent; numerous studies affirm its importance (Novega & Siswanti; Firdauzi et al., 2024), while others present no corroborative evidence (Hartanto et al., 2025; Salsiah & Basmar, 2023; Juliasari et al., 2025).

H4: Profitability mediates the relationship between Corporate Social Responsibility and firm value.
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Fig 1. Conceptual Framework


4. MATERIAL AND METHODS 

This study employs an associative quantitative research methodology utilizing a causal explanatory framework. Quantitative research was selected due to its objective of testing hypotheses through numerical data and statistical analysis to elucidate the link between variables. The research encompasses three primary variables: CSR as the independent variable, profitability (ROA) as the mediating variable, and company value (PBV) as the dependent variable.

This study elucidates the impact of CSR on corporate value, with profitability serving as a mediating variable, for firms in the Consumer Non-Cyclicals sector listed on the Indonesia Stock Exchange (IDX) from 2021 to 2025. Research data was acquired through documentation methods by gathering financial and sustainability reports of companies issued throughout that timeframe. The acquired data were subsequently evaluated quantitatively to address the study problem formulations, resulting in results that correspond with the research aims.

This study used purposive sampling, a technique that selects samples according to predefined criteria pertinent to the research aims. The criteria include companies within the Non-Durable Household Goods subsector that are listed on the IDX continuously from 2021 to 2025 and have released comprehensive financial and sustainability reports for the same time. Moreover, these organizations possess comprehensive data concerning the research variables: CSR, profitability, and corporate value. 
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	No
	Company Name
	Company Code

	1
	PT Mandom Indonesia Tbk
	TCID

	2
	PT Falmaco Nonwoven Industri Tbk
	FLMC

	3
	PT Unilever Indonesia Tbk
	UNVR

	4
	PT Mustika Ratu Tbk
	MRAT

	5
	PT Kino Indonesia Tbk
	KINO

	6
	PT Uni-Charm Indonesia Tbk
	UCID



According to these criteria, six companies were deemed suitable. Consequently, the aggregate number of data utilized in this investigation is 30 observations. Data was processed with Microsoft Excel for tabulation and ratio calculations, followed by analysis using SPSS for descriptive statistics, classical assumption tests, path analysis, and mediation tests.

4. RESULTS AND DISCUSSION
4.1 Results
2.1.1. Corporate Social Responsibility 

Table 2. Description of CSR Patterns
	Company Code
	2021
	2022
	2023
	2024
	2025
	Average
	CSR Categories

	TCID
	29.91%
	33.37%
	45.32%
	46.18%
	50.42%
	41.04%
	Medium CSR 

	FLMC
	21.37%
	27.33%
	50.42%
	56.43%
	60.67%
	43.24%
	Medium CSR

	UNVR
	59.82%
	63.29%
	65.83%
	75.22%
	77.79%
	68.39%
	Good CSR

	MRAT
	40.16%
	41.84%
	53.86%
	54.71%
	57.29%
	49.57%
	Medium CSR

	KINO
	35.88%
	41.88%
	63.28%
	71.78%
	76.91%
	57.94%
	Medium CSR

	UCID
	41.03%
	44.44%
	54.71%
	68.39%
	74.37%
	56.58%
	Medium CSR



Table 2 shows that the sample companies' level of CSR sharing fell into three groups from 2021 to 2025: Low CSR (<40%), Moderate CSR (40%–60%), and Good CSR (>60%). Results of the study show that most businesses have moderately good CSR, with only UNVR being in the good CSR group. During the research time, no companies were consistently in the Low CSR group.

2.1.2. Profitability (RoA)

Table 3. Companies RoA
	Company Code
	Earning After Tax (Rp)
	Average Total Assets (Rp)
	Average
	Description

	TCID
	71,58,201,785
	2,348,173,348,154
	3.04%
	Medium ROA 

	FLMC
	26,962,106,245
	151,797,089,923
	17.76%
	Good ROA

	UNVR
	5,291,216,000,000
	18,526,711,300,000
	28.55%
	Good ROA

	MRAT
	18,833,718,768
	657,096,111,859
	2.86%
	Medium ROA 

	KINO
	266,152,773,789
	4,885,259,211,741
	5.44%
	Good ROA

	UCID
	377,169
	8,191,132
	4.60%
	Medium ROA 



Table 3 categorizes sample companies' profitability levels by ROA from 2021-2025 into three categories: Low (<1.5%), Medium (1.5%-5%), and Good (>5%). According to Bank Indonesia, a ROA above 1.5% indicates high profitability. UNVR and FLMC have the highest profitability and ROA, while UNVR is dropping and FLMC fluctuated during the observation period. KINO has a strong ROA, while MRAT, TCID, and UCID have fair ROAs and lesser profitability. This table shows the average ROA value as a broad overview, although the study uses annual ROA data for statistical testing.

2.1.3. Company Value (PBV)

Table 4. Company Value (PBV)
	Company Code
	2021
	2022
	2023
	2024
	2025
	Average
	PBV Categories

	TCID
	0.72
	0.57
	0.66
	0.58
	0.46
	0.598
	Low PBV 

	FLMC
	1.86
	3.12
	0.43
	0.69
	0.82
	1.384
	Medium PBV

	UNVR
	43.82
	30.15
	31.49
	24.60
	19.82
	29.976
	High PBV 

	MRAT
	0.18
	0.33
	0.96
	0.65
	0.34
	0.492
	Low PBV 

	KINO
	1.48
	1.13
	1.03
	1.18
	1.11
	1.186
	Medium PBV

	UCID
	1.40
	1.26
	0.89
	0.77
	0.55
	0.974
	Low PBV 



The table above categorizes the sample companies' firm value, measured by Price to Book Value (PBV), into three categories: Low (<1 time), Medium (1-3 times), and High (>3 times) between 2021-2025. UNVR has the highest corporate valuation and average PBV, however it declined during the observation period. KINO and FLMC have medium business values, indicating fair market valuation. MRAT, TCID, and UCID have PBV ratios below one, indicating market undervaluation. The study employs annual PBV data for statistical testing, although the average PBV value gives a basic idea of firm value.

Table 5. Descriptive Statistic Analysis
	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	CSR
	30
	21.36
	77.77
	52.7916
	15.37902

	ROA
	30
	.07
	56.16
	10.9661
	13.72301

	PBV
	30
	.17
	43.83
	5.7691
	11.52322

	Valid N (listwise)
	30
	
	
	
	



Table 5 indicates that the sample size (N) comprises 30 samples, as derived from the descriptive statistical analysis results. From these 30 samples, the minimum value, maximum value, and standard deviation were determined.

The CSR variable exhibits a minimum value of 21.36 for enterprises designated as FLMC, whereas the maximum value attains 77.77 for UNVR. The mean value of CSR is 52.7916, signifying a rather high level of CSR disclosure across the study companies. A standard deviation of 15.37902 signifies moderate variability among corporations in their social responsibility disclosures. This indicates that the degree of CSR disclosure does not fluctuate much among organizations, despite existing variances.

The least ROA value was 0.06 for the company coded MRAT, whereas the maximum value attained was 56.16 for FLMC. The average ROA score was 10.9661, signifying that the profitability of the sample enterprises was generally commendable, albeit with considerable disparities among them. The standard deviation of 13.72301 signifies a considerable data dispersion, indicating substantial variability in the profitability performance of the sampled enterprises. Companies with high ROA suggest proficiency in profit generation from their overall assets, whereas those with low ROA indicate suboptimal asset utilization for profit generation.

The minimum PBV value was 0.17 for the corporation coded KINO, and the maximum value attained was 43.83 for UNVR. The mean PBV value was 5.7691, signifying that the companies in the sample often possessed a somewhat elevated market valuation relative to their book value. The standard deviation of 11.52322 indicates substantial disparities across corporations regarding the market valuation of their equity. This signifies that certain companies are significantly overvalued by the market, whereas others are undervalued, demonstrating considerable discrepancies in investor assessments of corporate performance and potential.

2.1.4. Classical Assumption Tests

2.1.4.1. Normality Test
Table 6. Normality Test Result
	
	Unstandardized Residual

	N
	
	30

	
	Mean
	.0000000

	Normal Parameters(a,b)
	
	

	
	Std. Deviation
	13.38239764

	Most Extreme Differences
	Absolute
	.217

	
	Positive
	.217

	
	Negative
	-.150

	Kolmogorov-Smirnov Z
	
	1.184

	Asymp. Sig. (2-tailed)
	
	.122



The One-Sample Kolmogorov-Smirnov test, as indicated in Table 6s, reveals a significant value (Sig.) of 0.121. The value exceeds 0.05, indicating that the residual data follows a normal distribution. Consequently, the regression model in this study satisfies the normality assumption.
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Fig. 2 P- Plot Graph

In addition to employing the Kolmogorov-Smirnov test, data normality can also be assessed by the Normal Probability Plot (P-Plot) graph. The P-Plot graph in this study demonstrates that the data points are dispersed around the diagonal line and adhere to its trajectory. This suggests that the residual distribution approximates the diagonal line, indicating that the regression model in this study satisfies the normality test assumption.

2.1.4.2. Multicollinearity Test

The Tolerance and Variance Inflation Factor (VIF) values are employed to identify signs of multicollinearity in a regression model. A regression model is deemed devoid of multicollinearity if the Tolerance value exceeds 0.10 and the VIF value is less than 10.

Table 7. Multicollinearity Test Results
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According to the findings presented in Table 7, the CSR variable exhibits a Tolerance value of 0.951 and a VIF value of 1.052, while the ROA variable similarly shows a Tolerance value of 0.951 and a VIF of 1.052. Given that all VIF values are below 10 and Tolerance values above 0.10, it may be inferred that multicollinearity is not an issue among the independent variables in the regression model. The regression equation model employed is appropriate for this investigation as it satisfies the assumption of absence of multicollinearity.

2.1.4.3. Heteroskedasticity Test

The heteroskedasticity test seeks to ascertain the presence of uneven variance in the residuals across observations in the regression model. A method to identify heteroskedasticity is by examining the significant value (Sig.) in the outcomes of the Glejser test regression utilizing the absolute value of the residual (Abs_Res).

Table 8. Heteroskedasticity Test Result
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Based on the results of the heteroskedasticity test shown in the table above, it is known that the Corporate Social Responsibility variable has a significance value of 0.175, which is greater than 0.05. This indicates that the CSR variable does not significantly affect the absolute residual value, so it can be concluded that there is no heteroskedasticity phenomenon in the regression model. Therefore, the regression model in this study has met the classical assumption of being free from heteroskedasticity and is suitable for further regression analysis.

2.1.4.4. Path Analysis
CSR towards Company Value (PBV)
The regression analysis results indicate a t-statistic value of 2.147, with a significance level of 0.041, which is below 0.05 (β = 0.282, t value = 2.147, Sig = 0.041< 0.05). This outcome signifies that the CSR variable exerts a positive and substantial influence on PBV. The regression coefficient for CSR is 0.282, indicating that for each unit increase in the CSR index, the PBV will rise by 0.282, provided other variables are held constant. This outcome suggests that an increased level of corporate social responsibility implementation correlates with an enhanced market value for the organization. From the perspective of Stakeholder Theory, this may be elucidated by the ability of enterprises engaged in CSR efforts to fulfil the expectations and requirements of diverse stakeholders, including consumers, employees, investors, and the community. These activities fortify relationships and trust between the company and its stakeholders, augment its reputation, and cultivate a positive image that stimulates heightened investor interest in the company's shares.

The R-squared value recorded was 0.141. The CSR variable accounts for 14.1% of the impact on PBV, with the remaining 85.9% attributed to variables not included in this research model. Consequently, it can be inferred that while CSR affects company value, the extent of this effect remains minimal, as the majority of the variance in PBV value is driven by other factors, such as company size and dividend policy, which were excluded from this research model.

CSR towards Profitability (RoA)
The data analysis revealed that the CSR variable possesses a coefficient of 0.056, a t-statistic of 0.386, and a significance level of 0.702, exceeding 0.05 (β = 0.056, t value = 0.386, Sig = 0.702 > 0.05). This suggests that CSR exerts a favorable yet insignificant influence on Return on Assets (ROA). An augmentation in corporate social responsibility initiatives correlates with an enhancement in profitability, however the effect lacks sufficient statistical significance at this time.
 
From a Stakeholder Theory viewpoint, these findings can be elucidated by the notion that CSR implementation constitutes a manifestation of corporate responsibility in fulfilling the expectations of stakeholders, including the community, employees, and investors. This initiative seeks to establish legitimacy, cultivate a favorable reputation, and foster harmonious relationships with stakeholders. While its immediate effect on profitability has been minimal, CSR initiatives possess the capacity to yield long-term advantages for the company through enhanced reputation, consumer loyalty, and public endorsement, which may ultimately bolster financial performance in the future.

Profitability (PBV) towards Company Value (PBV)
The data analysis indicates that PBV possesses a coefficient of 0.703, a t-statistic of 3.611, and a significance level of 0.001 (β = 0.703, t value = 3.611, Sig = 0.001 < 0.05). The results demonstrate that PBV exerts a favorable and significant influence on ROA. A higher market value relative to book value indicates a stronger capacity for the company to produce profits from its assets.

This outcome signifies that a substantial market value shows investor trust in the company's future performance and potential. In Stakeholder Theory, this confidence indicates that the organization has effectively cultivated strong relationships with stakeholders through efficient performance and appropriate resource management. This scenario enhances asset productivity, hence positively influencing the company's profitability as indicated by the ROA value.

The Profitability (ROA) impact of CSR through Company Value (PBV)
The path analysis results indicate that the CSR variable has a direct effect on Company Value (PBV) with a coefficient of 0.282 and a significance level of 0.041 (t value = 0.282, Sig = 0.041 < 0.05). This outcome demonstrates that CSR exerts a favorable and significant influence on PBV. A higher degree of corporate social responsibility implementation correlates with an increased market value for the organization.

The impact of CSR on ROA is characterized by a coefficient of 0.056 and a significance level of 0.702, exceeding the threshold of 0.05. (t value = 0.056, Sig = 0.702 > 0.05). This suggests that CSR exerts a favorable yet insignificant influence on ROA. A rise in CSR correlates with an increase in firm profitability; nevertheless, the statistical significance of this effect is insufficient. The R value in the model signifies that CSR accounts for 14.1% of the variation in PBV, yielding e₁ = 0.7874.

The indirect effect of CSR on PBV through ROA is determined by multiplying the route coefficients of CSR to ROA and ROA to PBV, resulting in 0.056 × 0.463 = 0.026. The cumulative impact of CSR on PBV is the aggregate of the direct and indirect impacts, totaling 0.282 + 0.026 = 0.308. The magnitude of the indirect effect (0.026) is significantly less than that of the direct effect (0.282). This signifies that the impact of CSR on PBV is direct, whereas the pathway through ROA does not provide a substantial contribution. Consequently, ROA does not function as a mediating variable in the association between CSR and PBV.

Mediation Test
The regression coefficient for CSR on PBV is 0.282, with a standard error of 0.131 and a significance level of 0.041 (< 0.05). This signifies that CSR positively and significantly influences company value (PBV). Additionally, ROA exhibits a coefficient of 0.463, a standard error of 0.128, and a significance level of 0.001 (< 0.05), signifying a positive and substantial impact on PBV. Conversely, CSR has a coefficient of 0.056 for ROA, accompanied by a standard error of 0.145 and a significance value of 0.702 (> 0.05), indicating that CSR exerts a positive albeit statistically insignificant influence on ROA. The data indicate that CSR has a substantial direct impact on PBV, although its influence on ROA is negligible. Consequently, additional testing is required to ascertain if ROA can function as a mediating variable in the link between CSR and PBV by Sobel testing.

The obtained findings indicate a Sobel test statistic (Z) of 1.84986903, accompanied with a one-sided probability of 0.032 and a two-sided probability of 0.064. The results reveal that in the one-sided test, the p-value of 0.032 (< 0.05) suggests a weak but positive indirect effect. Nevertheless, as mediation testing typically employs a two-sided test to account for both positive and negative associations, the two-sided p-value of 0.064 (> 0.05) is deemed statistically insignificant. The indirect impact of CSR on PBV through ROA is insufficiently robust to establish a meaningful mediating effect.

The findings from the Sobel test and route analysis indicate that the ROA variable does not serve as a mediating variable in the link between CSR and PBV. The relationship between CSR and PBV is direct and non-mediation. This suggests that corporate social responsibility initiatives exert a more significant direct influence on company value by enhancing investor confidence, corporate reputation, and public legitimacy, without necessarily requiring an initial improvement in profitability (ROA). The findings of this study demonstrate that the established model is a non-mediation model, as the indirect pathway failed to achieve statistical significance in the two-tailed test.

4.2. Discussion
The Influence of Corporate Social Responsibility on Company Value
The test results indicate that Corporate Social Responsibility positively and significantly influences corporate value. The t-statistic value of 2.147, with a significance level of 0.041, which is below 0.05, and a regression coefficient of 0.282, substantiates this claim. Consequently, the initial hypothesis (H1) is affirmed.

This substantial influence suggests that the market reacts favorably to corporations that consistently meet their social duties. Corporate Social Responsibility (CSR) is perceived not merely as a social duty, but also as a measure of managerial excellence and a corporation's dedication to enduring sustainability. Companies that actively participate in CSR typically enjoy elevated trust from investors and the public, leading to improved market valuations. From an economic standpoint, the implementation of CSR is seen effective in mitigating operational and reputational risks for corporations. Moreover, the implementation of CSR can enhance customer trust and loyalty, fortify the company's link with its social milieu, and attract investors focused on sustainability factors. This circumstance fosters the perception that the company exhibits more steady performance and possesses a definitive long-term development trajectory, hence prompting the market to assign a greater valuation to the organization.

This study's conclusions theoretically correspond with Stakeholder Theory, which posits that a company's sustainability is significantly reliant on stakeholder support. When a corporation successfully meets its social duties, the legitimacy and trust of its stakeholders will enhance. The execution of CSR enhances the company's reputation, mitigates potential social disputes, and fortifies its favorable public image. This research suggests that the sustainable execution of CSR affects social dimensions and yields concrete economic advantages for companies. Companies that constantly engage in corporate social responsibility have a heightened potential to attract investors, broaden access to environmentally focused funding sources, and strengthen their competitive advantage in the marketplace. Consequently, CSR must be included as an element of a long-term corporate plan rather than only a reporting requirement.

Moreover, these findings align with the research conducted by Butt et al. (2020), Jadiyappa et al. (2021), Benjamin & Biswas (2022), Angraini & Murtanto (2023) & Firdauzi et al. (2024), which shown that CSR enhances firm value. Investors perceive organizations engaged in CSR as more dedicated to sustainability and sound governance, thereby enhancing investor interest and the company's market valuation. Transparency and the execution of social responsibility enhance investors' favorable opinion of the company's performance and long-term potential. Consequently, the more effectively CSR is implemented, the greater the market value indicated by the stock price.

The Influence of Corporate Social Responsibility on Profitability
The regression findings indicate that CSR exerts a positive albeit statistically negligible influence on profitability (ROA), evidenced by a coefficient of 0.056, a t-statistic of 0.386, and a significance level of 0.702 (> 0.05). This suggests that while CSR efforts marginally enhance profitability, the gain is insufficient to yield a substantial benefit. Consequently, H2 is dismissed. 

While the influence is not substantial, the positive coefficient suggests that an increase in social responsibility activities correlates with a rise in profitability, albeit insufficient to produce a direct and significant impact. This may result from the temporal delay between the execution of the CSR program and the subsequent realization of its economic advantages, which are only experienced in the future. The insignificance of this effect arises from the fact that Corporate Social Responsibility (CSR) sometimes entails substantial initial costs, whereas its financial advantages are not immediately evident. Numerous CSR initiatives necessitate an extensive approach to alter public opinion and enhance client loyalty. Furthermore, certain organizations may not have included CSR into their business objectives, resulting in suboptimal economic impact. Consequently, CSR has not directly enhanced ROA during the research period.

The findings of this study carry significant implications for corporate management, including the necessity to regard CSR as a long-term investment rather than only a means to deliver immediate societal benefits. To realize substantial financial effect, firms must adopt CSR programs that correspond with their fundamental business strategy, like operational efficiency, environmentally sustainable product creation, or sustainability-oriented marketing initiatives. By incorporating CSR into their fundamental business models, organizations can diminish long-term expenses, broaden their devoted client base, and establish a favorable reputation that ultimately enhances sustainable profitability.

This outcome aligns with Yoon & Chung (2018), Aldino (2021) & Julasari et al (2025) study, which indicates that CSR does not consistently exert a direct influence on profitability, however remains crucial for fostering stakeholder connections and enhancing long-term reputation. Corporate Social Responsibility (CSR) frequently produces initial non-financial advantages, such as enhanced consumer trust and loyalty, which may subsequently lead to improved profitability. This research also aligns with the findings of Yulia & Sugih (2022), which indicated that CSR exerts a favorable albeit insignificant influence on company value, however enhanced by profitability (ROE) as a moderating variable. This suggests that the influence of CSR on financial performance necessitates additional time and more profound integration to have a measurable economic effect.

The influence of Profitability on Company Value
The research indicates that profitability exerts a positive and substantial influence on company value, evidenced by a coefficient of 0.703, a t-statistic of 3.611, and a significance level of 0.001 (< 0.05). This signifies that a company's capacity to create profits from its assets is a crucial consideration for investors in evaluating the company's worth. Consequently, H3 is approved. 

A company's capacity to make profit from its assets directly correlates with the market value attributed to it by investors. Elevated profitability indicates the company's adeptness in resource management and favorable business outlook, thereby enhancing investor interest. This substantial impact arises from profitability being the most comprehensible metric of performance for investors, directly linked to the potential for dividend distributions and enhanced stock value. Firms that can produce substantial profits are perceived as possessing reduced risk and more favorable outlooks, hence drawing increased investor interest. The amalgamation of favorable perception and robust financial performance significantly influences firm value through profitability.

In Stakeholder Theory, substantial profitability signifies that the company has effectively met its economic obligations to shareholders and other stakeholders. This enhances investor confidence, seen by a rise in the company's market value. Profitability indicates that the company can reconcile economic interests with those of its stakeholders, so enhancing its legitimacy and reputation in the public sphere.

This outcome indicates that enhancing profitability should be the foremost priority of the company's strategy to sustain and elevate market value. Management must guarantee the optimal utilization of assets, implement cost control measures, and pursue product diversification to maintain sustained earnings. These results highlight the necessity for investors to consider profitability measures such as ROA when assessing a company's performance and future potential prior to investment. By sustaining consistent profitability, the company enhances its competitive standing in the market and bolsters the long-term confidence of shareholders and prospective investors.

This research corroborates Irawan et al. (2023), demonstrating that profitability is a critical determinant of corporate value. Return on Assets (ROA) signifies a company's proficiency in asset management, serving as a fundamental criterion for investor decision-making. This aligns with the study by Yuvianita et al. (2022), Saputra & Yanti (2025), & Febriyanti & Hasibuan (2025) which demonstrates that profitability (GPM) significantly influences firm value (PBV). Companies that can generate substantial profits from their operations will be valued more highly by the market, since they are perceived to exhibit efficient performance and promising growth potential.

The Influence of Corporate Social Responsibility on Company Value thru Profitability
This study indicates that the test findings demonstrate no indirect influence of Corporate Social Responsibility on business value through profitability. The findings from the path analysis and Sobel test indicate that the indirect association between CSR and PBV through ROA is not statistically significant, evidenced by a Z value of 1.849 and a two-tailed p-value of 0.064 (> 0.05). This insignificance arises from the failure to satisfy a primary criterion for mediation, specifically the impact of CSR on ROA, which has a significance value of 0.702 (> 0.05). Consequently, profitability (ROA) does not serve as a mediating variable in the relationship between CSR and company value; therefore, H4 is rejected.

The results demonstrate that the enhancement of business value resulting from CSR implementation does not transpire through higher profitability, but rather through a direct pathway. This indicates that the enhancement of corporate value through CSR is primarily derived from non-financial factors, such social legitimacy, reputation, and public trust, rather than from an increase in operating profit. This reinforces the perspective that CSR is regarded by investors primarily as a non-financial indicator of the company's dedication to sustainability principles, corporate ethics, and social responsibility. Consequently, while CSR can enhance firm value, this enhancement does not transpire through ROA as a middleman; instead, it occurs through market trust in the company's reputation and social responsibility. 

The findings of this study align with those of Qonita et al. (2022) & Irawan et al. (2023), indicating that CSR does not significantly influence financial performance and hence does not establish a mediation relationship with business value. The research conducted by Aldino (2021) affirmed that profitability is more suitably classified as an independent or moderating variable instead of a mediating one. The consistency in results underscores that the research findings indicate the impact of CSR on firm value is not mediated by profitability, but rather occurs directly through reputation and investors' favorable impression of the company. This research paradigm is classified as non-mediation, indicating that the relationship between CSR and corporate value is direct, without the influence of intervening variables.

4. CONCLUSION

The results indicate that increased levels of CSR disclosure and execution enhance investors' assessments of the company's performance and reputation. Companies that consistently implement CSR convey a message of trust and sustainability to the market, hence enhancing PBV as a measure of corporate worth.

Additionally, this study discovered that while the direction of the association between CSR and profitability is consistent—that is, higher profits tend to follow increased CSR activities—the effect is not yet statistically significant. This suggests that the execution of CSR has not yet successfully enhanced firm profitability in the short term. The modest relevance of this influence is largely attributable to factors such as cost efficiency, market conditions, and the emphasis of CSR programs that have not directly affected operational income. Consequently, corporate social responsibility is integral to a company's sustainability plan; nevertheless, its economic impacts are realized only in the long run.

This study demonstrates that firms with elevated profitability typically possess superior market value. A high ROA signifies the company's efficient management of assets to generate profits, hence drawing investor interest and enhancing the company's stock value in the capital market.

The study's findings suggest that there is no mediation role for profitability in the relationship between business value and corporate social responsibility. The impact of CSR on profitability is insignificant, hence failing to satisfy the criteria for mediation. Consequently, the impact of CSR on business value manifests directly, rather than through enhanced profitability.

According to this finding, investors view corporate social responsibility (CSR) more as an indication of a company's sustainability and reputation than as a guarantee of higher economic performance. Consequently, the mediation hypothesis was dismissed, and this study model was classified as non-mediation.

5. RESEARCH IMPLICATIONS

Theoretically, the findings of this study demonstrate that corporate social responsibility (CSR) improves performance perception, reputation, and ultimately price-to-book value (PBV), so reinforcing the stakeholder theory's assertion that addressing non-financial stakeholder concerns (community, environment, employees) promotes shareholder value. The consistency of CSR implementation and disclosure serves as an indicator of trustworthiness, sustainability, and long-term potential, which is subsequently reflected in valuation ratios like PBV.

The practical implications of this research indicates that CSR serves as a method to enhance corporate value. Management can incorporate strategic and pertinent CSR initiatives into their corporate strategy to enhance investor trust and elevate PBV, rather than only participating in charity endeavors.

6. RESEARCH LIMITATIONS

Corporate Social Responsibility (CSR) is solely assessed through the extent of transparency and the monies allocated, failing to account for the quality, relevance, and stakeholders' perspectives of CSR initiatives. The sample is confined to particular sectors and types of organizations, as well as designated timeframes, thereby rendering applicability to other sectors, countries, or crisis periods insufficiently robust. The capital market conditions and the specific CSR legislation in Indonesia (or IDX) may render the conclusions challenging to generalize to other jurisdictions.
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