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1. Introduction 

Competition between state universities and private universities in meeting the wants and 

needs of the community must undoubtedly improve the quality of the performance of each higher 

education (Ilyas et al., 2024). The level of education in higher education is one factor that 

influences the growth of higher education (Muafi & Johan, 2022). Industrial technology 4.0 is a 

continuous improvement in the circular economy associated with the development of digital 

transformation (Grave et al., 2024). In a country's growth and development, the education sector's 

performance has a very significant role (Jauhar et al., 2018). The rapid development of higher 

education has become a competitive market due to changes in society in the 21st century, which 

are increasingly globalized, diverse, and digital (Nasution et al., 2023). From this phenomenon, 

the improvement of global conditions and technological advances referred to as the Industrial 

Revolution 4.0 has resulted in society becoming more digital, with these advances making 

someone able to connect to the internet anytime and anywhere. Technological developments 

encourage every university to better adapt to the times by continuously improving its performance 

(Almazrouei et al., 2024). 

As the opinion of (Eccles et al., 2020), strategic management is the science and art of 

formulating, implementing, and evaluating cross-functional decisions to bring the organization to 

achieve its goals; according to (Harrigan & Hulbert, 2011), the strategic management process has 

three stages: formulation, implementation, and evaluation; evaluation is the final stage in strategic 

management. Strategic management must review internal and external factors to measure 

performance and make corrective action decisions; then, evaluation is needed in preparation for a 

better future (Engizek & Yaşin, 2018). This background is supported by (Arenas Jal & 

Calsamiglia, 2023), who conducted research related to the performance of higher education from 

the customer perspective; the results of the findings revealed that there are three indicators of 

perspective on customers' first satisfaction, second learning, and third performance (Cuandra & 

Candy, 2024).  

In general, there are still many universities that have not prioritized value and quality; there 

are still many universities that still do not meet industry 4.0 standards, resulting in less than optimal 

outcomes in learning and graduates; with a value strategy, universities should be able to adapt to 

the development of the times and technology and be able to keep up with the challenges in society 

(Augtiah, 2022). From the formulation of the problems that have been described, the purpose of 

this study is to solve problems related to analyzing internal environmental factors and external 

environmental factors, as well as Value-driven business strategies through the partnership 

dimension, in such a way that universities in Indonesia still have a lack of value offered and 

provided, as well as funding that is lacking in general, which happens a lot in private universities 

in particular. Value-driven business strategy is one of the strategies for integrating several 

solutions to understand important issues in the new competition, one of which is the industrial era 

4.0 (Dibsi & Cho, 2023). The Value-driven business strategy model approach further identifies the 

consideration of partnership conditions and internal and external environmental assessments 

(Marsh et al., 2022). 

 Previous research conducted by Langrafe et al (2020) highlighted the relationship between 

higher Education institutions (HEIs) and stakeholders based on the principle of interest Theory, 

which produced more significant results and values. This study used a quantitative approach with 

a sample of 88 university leaders in Brazil. The findings indicate that stakeholder Theory, such as 

involvement in decision-making processes, mutual trust, information and knowledge sharing, and 

alignment of stakeholder interests in creating strategic decisions, creates new added value for the 

organization. Previous research conducted by Iqbal & Piwowar-Sulej (2021) highlighted the 
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important role of HEIs in sustainable improvement efforts, namely sustainable leadership and the 

exploration of social innovation in mediating university performance. The method used in this 

study was quantitative, with a cross-sectional design, employing Structural Equation Modeling 

(SEM) and cluster sampling, involving 500 employees from higher Education institutions in China 

and Pakistan. The findings indicate that social innovation mediates the relationship between 

sustainable leadership and sustainable performance. Previous research conducted by Sia & Abbas 

Adamu (2020) examined the impact of the pandemic crisis and challenges on higher Education 

institutions (HEIs) in Malaysia, such as the adoption of innovative strategies, mitigation plans, and 

recommendations for higher Education institutions. The method used was discourse analysis to 

examine the impact and challenges of the pandemic on the performance of higher Education in 

Malaysia. The findings revealed that the pandemic had a significant impact on the Education sector 

in Malaysia, as well as the reconstruction of the Education system and the redevelopment of 

programs with updated values. From the findings of several previous studies with the value-driven 

model, this study is an extension of the Value-Driven Business Strategy Theory, with the addition 

of new variables, namely the external and internal environment on the performance of higher 

Education institutions through value-based strategies, as well as the mediating variable of 

partnership that connects value-based strategies and the performance of higher Education 

institutions. The external and internal environments are among the factors in improving the 

performance of higher Education institutions, and partnership is considered an important variable 

in value-based business strategies. 

Higher education performance measures how well a higher education institution achieves its 

goals and objectives, typically using key performance indicators (KPIs) (Eccles et al., 2020). 

Higher education performance, in the context of Key Performance Indicators (KPIs), refers to a 

set of measures used to assess a higher education institution's success in achieving its vision and 

mission. These KPIs help higher education institutions monitor progress, identify areas for 

improvement, and design strategies to achieve higher education goals (Harrigan & Hulbert, 2011).  

A value-driven business strategy is an approach in which companies prioritise creating and 

delivering significant value to customers and other stakeholders (Saleh & Karia, 2024). This 

strategy involves a deep understanding of customer needs and desires and aligning all business 

operations to meet and exceed those expectations rather than focusing solely on cost reduction or 

profit maximisation. It places customers at the centre of all business activities (Wikström et al., 

2024). Companies strive to deeply understand what customers value and how they can add 

significant value. 

The external environment consists of all factors outside the organisation that can influence 

its performance and success. These factors are beyond the organisation's control but can create 

opportunities or threats (Almazrouei et al., 2024). Understanding the external environment is 

crucial for organisations to adapt their strategies and operations to achieve their goals. By 

understanding the external environment, organisations can create sustainable competitive 

advantages. 

The internal environment consists of factors within an organisation that influence its 

operations and performance. It includes various aspects such as human resources, organisational 

culture, structure, systems, and processes within the company (Holgado & Macchi, 2023). The 

internal environment can also be defined as everything under the organisation's control and can 

influence the organisation's decisions and behaviour, especially regarding human resources.  

A partnership is a form of cooperation between two or more parties, whether individuals or 

business entities, to achieve a common goal. In a partnership, each party contributes, shares 

responsibilities, and works together to achieve the agreed-upon goal. Each partner contributes 
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according to the agreement, including capital, expertise, labour, or other resources (Dibsi & Cho, 

2023). 

Higher education, in this case, is very aware of how important factors such as government 

policies and technology are in the development and progress of a higher education institution 

(Kirchmer & Franz, 2020). External factors, such as government funds for other authorities outside 

the university, will affect the sustainability of the process in a value-based strategy (Nasution et 

al., 2023). Findings from Almazrouei et al., (2024) show that business strategies in an entity need 

external factors to adjust to society's needs for education. 

H1: The external environment has a significant effect on driven-value business strategy 

 

A value entity is well aware of how important it is to analyze the internal environment, such 

as the college culture, philosophy, policies, human resources, mission, and goals of the college, as 

the key to improving performance (Fasiha et al., 2022). Experts assess internal forces within the 

institution related to the organization, which also affect the academic plan and the adoption process 

of value-based business strategies (Kuitert et al., 2024). According to Holgado & Macchi, (2023), 

their research findings confirm that vision and mission, leadership, resources, and internal policies 

play a significant role in developing and smoothly implementing business strategies. 

H2: Internal environment has a significant effect on driven-value business strategy 

 

Partnerships are generally understood as a way to deliver cooperation to address problems 

(Krystallis et al., 2021). Global needs beyond the control of companies have driven strategic 

partnerships in the industry. Strategic partnerships bring companies together into collaborative 

agreements designed to maintain or improve the performance of each collaborating organization 

(Muafi & Johan, 2022). Dibsi & Cho, (2023) Explain in their research findings explain that 

partnerships are collaborative efforts between small, medium, and large businesses based on 

mutual need, mutual reinforcement, and mutual benefit. 

H3: Partnership has a significant effect on university performance 

 

A partnership is a collaboration between one entity and another that is mutually beneficial, 

with performances or principles of mutual need, mutual strengthening, and mutual benefit; this 

collaboration is an effort of business strategy (Jauhar et al., 2018). Global needs and partnership 

strategies drive partnership strategies in the industrial world. Strategic partnerships bring 

companies together into collaborative agreements designed to maintain or improve the 

performance of each collaborating organization in their respective business strategies (Augtiah, 

2022). 

H4: Value-driven business strategy has a significant effect on partnership 

Performance describes how the organization is effective and shows the level of productivity 

of its output, which is obtained through the management of resources owned by the organization 

(Almazrouei et al., 2024). One of the activities of strategic management is measuring performance, 

which is an activity of evaluating the strategy of one of their partnership (Eccles et al., 2020). 

According to Arenas Jal & Calsamiglia (2023), who cited in their research findings that 

performance indicators are quantitative and/or qualitative measures that describe the level of 

achievement of a target or goal set in the business strategy implemented. 

H5: Value-driven business strategy has a significant effect on university performance 

 

Experts consider that internal forces within the institution related to the organization also 

affect the academic plan and the process of adopting a value-based business strategy (Kuitert et 

al., 2024). Value-driven business strategy facilitates strategic logic in pulling together and 
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integrating unity in a large number of paradigm strategies. It offers a model for understanding 

critical issues in the competition faced by new companies (Grave et al., 2024). Partnerships greatly 

encourage value-based business relationships and an entity's performance. 

H6: Partnership mediates the relationship between value-driven business strategy and  

       university performance 

 

The performance of a company is influenced by external environmental factors, which are 

significant in influencing the performance of an entity (Engizek & Yaşin, 2018). Although the 

external environment is a factor whose position is outside the entity, the external environment is 

highly considered in business decisions (Arenas Jal & Calsamiglia, 2023). The external 

environment can force the Company to adapt to changes in the external environment. In an effort 

to improve performance, the Company needs to strategize in strategic business planning so that 

consideration of external environmental factors is very concerned about its influence (Dibsi & 

Cho, 2023). 

H7: Value-driven business strategy mediates the relationship between the external  

       environment and university performance 

 

College performance is a description of the level of achievement of the implementation of 

an activity/program. Policy in realizing the goals, objectives, mission, and vision of a rigorous and 

complex university (Almazrouei et al., 2024). The environment is one of the factors that is very 

concerning when managing business activities. The environment is very influential in business 

strategy planning (Kirchmer & Franz, 2020). So, value-based business is an effective strategy for 

improving the relationship between the internal environment and the performance of an entity. 

H8: Value-driven business strategy mediates the relationship between the internal 

       environment and university performance 

 
Figure 1. Research Model 

 

Based on the framework of thought and the phenomena discussed in detail above, the 

researchers developed and built an overview in the form of a model related to the influence of 

driven-value business strategy on university performance. Besides that, the researchers also 

developed the mediating dimension of partnership as an indirect relationship and the external and 

internal environment as reinforcements on driven-value business strategy. 

 

2. Research Methods 

The type of research conducted is quantitative causality, which is a research method aimed 

at testing the relationship and cause-and-effect between research variables. The quantitative 
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approach is an approach that uses data interpretation, data collection, and data analysis (Gujarathi, 

2022). The research consists of independent variables (X), dependent variables (Y), and mediating 

variables (Z). The research variables are External Environment (X1), Internal Environment (X2), 

Value-Driven Business Strategy (X3), Partnership (Z), and Performance (Y). The research data 

used consists of primary and secondary data. Primary data is a collection of data collected directly 

to answer the research questions and objectives. In contrast, secondary data is historical data in the 

form of data structures related to variables that have been obtained and compiled previously from 

other parties (Arikunto, 2019). The population in this study consists of universities in West Java, 

with 125 samples selected using purposive sampling, namely policy makers at universities in West 

Java, using questionnaires and literature studies. 

 

2.1.    Data Analysis 

The data analysis technique used in testing the research variables used the SEM (Structural 

Equation Modeling) method, which was operated through the SmartPLS program (Musyaffi et al., 

2022). SEM is a multivariate statistical technique that combines factor analysis and regression 

analysis (correlation), aimed at testing the relationships between variables within a model, whether 

between indicators and their constructs or between constructs themselves. 

 

Table 1. Measurement of Independent Variables 

Variables Indicator Code Items 

External 

Environment 

(Lin, 2023) 

Government 

 

 

EE.1 Private university establishment policy. 

EE.2 Lecturer age limit policy. 

EE.3 Regulations on the organization of higher 

education 

EE.4 Internal quality assurance system arrangement 

Information Technology 

 

EE.5 The development of Information technology in 

the industrial era 4.0 

EE.6 Policy on freedom of study program 

nomenclature in developing competencies in 

industry 4.0 

EE.7 Online lecture implementation policy 

EE.8 Teaching factory industry 4.0 development 

policy 

Internal Environment 

(Lin, 2023) 

 

Financial IE.1 Mechanism for determining student tuition fees 

IE.2 Internal funding monitoring and evaluation 

system 

IE.3 Accessibility of data in information systems 

IE.4 Blueprint for the development, management and 

utilization of information systems 

Organization IE.5 College vision, mission, goals and objectives 

IE.6 Organizational structure 

IE.7 Institutional existence, quality, SOPs and code 

of ethics 

Value-Driven 

Business Strategy 

(Essiz & Senyuz, 

2024) 

Market Sensing and 

Organizational Learning 

VDBS.1 Market research based on community needs 

VDBS.2 Industry needs analysis 

VDBS.3 Manager's ability to study the market 

Differentiating Capabilities VDBS.4 Include clear objectives 

VDBS.5 Aligning people, technology and innovation 

VDBS.6 Creating sustainable value 

Reinvented Organization VDBS.7 Seeking speed and flexibility 

VDBS.8 Learning capacity 

VDBS.9 Process-oriented and relationship-focused 

management 

 Source: processed data 
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Table 1 contains information related to research instruments, namely the external 

environment, internal environment, and value-driven business strategy. The first external 

environmental factor uses eight statements (Lin, 2023), the second internal environmental factor 

uses seven statements (Lin, 2023), and the third value-driven business strategy uses nine 

statements (Essiz & Senyuz, 2024). The research analysis uses a Likert scale with 5-point intervals. 

 

Table 2. Measurement of Dependent and Mediating Variables 

Variables Indicator Code Items 

Partnership 

(Muafi & Johan, 

2022) 

Position 

Collaboration 

P.1 Identify/map the position of the 

partnership network 

P.2 Determination of areas of cooperation 

Collection of 

Resources and Risk 

Sharing 

P.3 Risks between universities and 

alliances 

Ability to learn from 

partner 

P.4 Open up opportunities to gain new 

skills and understanding, new 

knowledge and new technologies 

P.5 Value chain activities such as R&D 

P.6 Learning from partners to expand 

access to markets 

P.7 Willingness of the alliance to receive 

and give 

College Performance 

(Essiz & Senyuz, 

2024) 

 

Concentration of 

Talents 

CP.1 Student quantity 

CP.2 Functional position of lecturer 

Abundant Resource CP.3 Government Research Fund 

CP.4 Government Operational Fund 

CP.5 Grant 

 Source: processed data 

 

Table 2 is information related to the research instruments, namely the partnership variable 

as a mediating variable dimension, and college performance as the dependent variable. The first 

partnership mediation factor with seven statements (Muafi & Johan, 2022), and the second college 

performance variable with five statements (Essiz & Senyuz, 2024). The research analysis uses a 

Likert scale with a 5-point interval. 

 

3. Results and Discussions 

In this section are the demographics of respondents in the study, such as gender dominated 

by women by 60.8% and men by 39.2%. Furthermore, institutions are dominated by colleges as 

much as 50.4%, universities 31.2%, institutes 4.8%, polytechnics 8.8%, and academies 4.8%. 

Then, the position is dominated by a lector with a percentage of 47.2, head lector 34.4%, and 

professor 18.4%. The profile of these respondents shows that the level of participation in the 

interest is enormous in the responses taken as a sample. 
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Table 3. Respondent Profile 

Category Item Frequency % 

Gender Male 49 39.2% 

Female 76 60.8% 

Age 20-29 4   3.2% 

30-39 45    36% 

40-49 72 57.6% 

50-59 4  3.2% 

60-69 0     0% 

Institution University 39 31.2% 

Institute 6   4.8% 

High School 63 50.4% 

Polytechnic 11   8.8% 

Academy 6   4.8% 

Position Expert Assistant 0      0% 

Lecturer 59 47.2% 

Head Lector 43 34.4% 

Professor 23 18.4% 

Without Position 0 0% 

Number of Employees 1-99 97 77.6% 

100-199 17 13.6% 

200-299 9 7.2% 

>300 2 1.6% 

Number of Students <999 114 91.2% 

10.000-19.999 7 5.6% 

20.000-29.999 3 2.4% 

>30.000 1 0.8% 

                          Source: processed data 

 

Value strategies in business need to be developed and even improved. Private universities, 

in particular, must adequately carry out value strategies in competition in the world of education; 

private competitors and state campuses are also evaluation material for the development of higher 

education. Value-driven business strategies must positively impact the performance of higher 

education, and partnerships that become a mediating dimension can play a positive role. 

 

3.1.   Outer Model Results 

The outer model testing results show that all indicators used in this study have met the 

validity and reliability criteria. The factor loading values of each indicator are above 0.70, thus 

meeting the convergent validity requirement. In addition, the Average Variance Extracted (AVE) 

value for each construct is greater than 0.50, indicating that the construct is able to explain the 

variance of its indicators well. 
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Table 4. Outer Model Measurement Results 

Constructs Outer Loading 
Cronbach's 

Alpha 
AVE 

External Environment    

EE.1 0.713 

0.853 0.596 

EE.2 0.577 

EE.3 0.664 

EE.4 0720 

EE.5 0.659 

EE.6 0.797 

EE.7 0.819 

EE.8 0.652 

Internal Environment    

IE.1 0.843 

0.906 0.647 

IE.2 0.609 

IE.3 0.815 

IE.4 0.741 

IE.5 0.881 

IE.6 0.891 

IE.7 0.815 

Value-Driven Business Strategy    

VDBS.1 0.771 

0.907 0.569 

VDBS.2 0.780 

VDBS.3 0.682 

VDBS.4 0.712 

VDBS.5 0.714 

VDBS.6 0.741 

VDBS.7 0.827 

VDBS.8 0.809 

VDBS.9 0.743 

Partnership    

P.1 0.683 

0.836 0.597 

P.2 0.666 

P.3 0.660 

P.4 0.764 

P.5 0.673 

P.6 0.753 

P.7 0.727 

College Performance    

CP.1 0.823 

0.723 0.579 

CP.2 0.517 

CP.3 0.591 

CP.4 0.891 

CP.5 0.552 

          Source: processed data 

 

Information Table 4 shows the results of the validity test with the Average Variance 

Extracted (AVE) value on the college performance variable of 0.579, Value-Driven Business 

Strategy value of 0.569, partnership value of 0.597, External Environment value of 0.596, Internal 

Environment value of 0.647 in each of these values greater than 50% or AVE value> 0.50 with a 
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valid conclusion. Outer loading on each indicator has a value > 0.5 with this stated suitability 

between constructs. Then, in the reliability test results with a Cronbach's Alpha value on the 

college performance variable of 0.723, Value-Driven Business Strategy value of 0.9075, 

partnership value of 0.836, External Environment value of 0.853, Internal Environment value of 

0.906 in each of these values is greater than 70% or Cronbach's Alpha value > 0.70 with reliable 

conclusions. 

Table 5. Discriminant Validity 

Construct 1 2 3 4 

External Environment 0.235       

Internal Environment 0.295 0.291     

Partnership 0.361 0.638 0.884   

Value-Driven Business Strategy 0.402 0.498 0.600 0.672 

    Source: processed data 

 

The table 5 shows the results of the discriminant validity test using the Heterotrait-Monotrait 

Ratio (HTMT) approach. The decision on these results is based on the requirement that each 

variable construct value must be below 0.90. As can be seen, each construct variable in the study 

has a value below 0.90. This indicates that the correlation between different constructs is lower 

than the correlation within the same construct, indicating good discriminant validity. 

 

3.2.   Inner Model Results 

The results of the inner model testing show that the constructed structural model has good 

predictive capabilities. The R-square (R²) value for the endogenous variables indicates that the 

independent variables are able to adequately explain the variation in the dependent variables. 

Furthermore, the results of the path coefficient testing show that the relationships between the 

latent variables have a direction of influence that is consistent with the research hypothesis. 

 

Table 6. R Square Test Results 

Variable R Square % 

Partnership 0.452 45.2% 

College Performance 0.137 13.7% 

Value-Driven Business Strategy 0.459 45.9% 

          Source: processed data 

 

In Table 6, information is the result of the R-Square test on the partnership, performance, 

and Value-Driven Business Strategy variables; the first is a partnership with an R-Square value of 

0.452, which means that the Value-Driven Business Strategy variable affects 45.2% of the 

partnership variable, then the college performance R-Square value of 0.137 can be concluded that 

only 13.7% can be influenced by partnership and Value-Driven Business Strategy. External 

Environment and Internal Environment influence the Value-Driven Business Strategy R-Square 

value of 0.459 or 45.9%. 

The low R-square value for the college Performance variable in the higher Education 

performance analysis indicates that the independent variables used in the regression model only 

explain a small portion of the variation in higher Education performance. This means that there 

are other factors, beyond the variables measured in the study, that have a significant Influence on 

higher Education performance. This could be because other variables not measured in this study 
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have a significant Influence on university performance. For example, factors such as leadership 

quality, organizational culture, learning climate, alumni support, or even external factors such as 

government policies and economic conditions, may have a significant impact. A low R-squared 

value does not necessarily mean the model is poor. Sometimes, a low R-square value can indicate 

that the dependent variable has high variability and is difficult to explain using a linear model. 

 

3.2.   Hypothesis Testing 

Hypothesis testing in this study was conducted using the bootstrapping method on the 

structural model (inner model). The test results show that the relationship between the independent 

and dependent variables has varying levels of significance. The hypothesis is accepted if the p-

value is less than 0.05. 

Table 7. Path Coefficient Test Results 

Path  Sample Average (M) STDEV (|O/STDEV|) P-Values Results 

EE => VDBS (H1) 0.375 0.088 4.170 0.000 Accepted 

IE => VDBS (H2) 0.496 0.088 5.617 0.000 Accepted 

  P => CP (H3) 0.154 0.133 1.004 0.317 Rejected 

VDBS => P (H4) 0.258 0.119 2.252 0.026 Accepted 

VDBS => CP (H5) 0.686 0.030 22.716 0.000 Accepted 

  Source: processed data 

 

The information in Table 7 is the result of the research hypothesis test; the P-value of the 

External Environment variable 0.000 and Internal Environment 0.003 is less than the 5% risk 

standard or 0.005, so it can be concluded that it has a significant effect on Value-Driven Business 

Strategy. The P-value of partnership 0.317 is more significant than 0.005, so it can be concluded 

that it does not affect university performance. The P-value of a Value-Driven Business Strategy of 

0.000 is more minor than 0.005; it significantly affects partnerships. The P-value of a Value-

Driven Business Strategy is 0.000, smaller than 0.005; it significantly affects university 

performance. 

Table 8. Test Results of Mediation Relationship Test 

Path  Sample Average (M) STDEV (|O/STDEV|) P Values Results 

VDBS => P => CP (H6) 0.107 0.092 0.972 0.333 Rejected 

EE => VDBS => CP (H7) 0.096 0.052 1.883 0.062 Rejected 

IE => VDBS => CP (H8) 0.127 0.062 2.122 0.036 Accepted 

  Source: processed data 

 

The information in Table 8 results from hypothesis testing on the partnership variable as a 

mediating dimension. The test results show that the P-value of 0.333 is more significant than the 

tolerance standard of 5% or 0.05; it can be concluded that the partnership variable does not mediate 

the relationship between value-driven business strategy and university performance. Then, the P-

Values Value-driven business strategy of 0.062 > 0.05 the results do not mediate the relationship 

between the external environment and university performance. Furthermore, value-driven business 

strategy mediates the relationship between the internal environment and college performance with 

a P-value of 0.036 < 0.05. 
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Figure 2. Structural Model Results 

 

The results of the structural model analysis show that the model constructed has a good level 

of feasibility in explaining the relationship between latent variables.The information in Figure 2 

results from the structural model of the relationships of the inner model, outer model, R-Square, 

hypotheses and research variables. 

 

3.3.   Discussion 

External Internal Environment and Value-Driven Business Strategy, the results of the 

hypothesis testing conducted by the external environment and internal environment significantly 

affect value-driven business strategy (H1, H2). This explains that the external and internal 

environments are important positive factors in a value-driven strategy. The values in the external 

environment are an overview of developing a value-driven strategy (Klausen, 2024).  

The internal environment is a value that has been reflected in both good and bad, so 

evaluating the internal environment is important in implementing a sustainable value-driven 

strategy (Krystallis et al., 2021). These findings align with the findings of Lin (2023) as previous 

researchers related to value-driven strategy that the internal environment is a good and bad picture 

so that the evaluation results positively impact value-driven strategy. It is also explained from the 

findings of PANETTA et al. (2019) as previous research that the external environment is a positive 

factor that encourages the sustainability of the value-driven strategy so the dimensions that exist 

in the external environment become limitations and evaluations in the development of value-based 

strategies. 

Partnerships and Higher Education Performance, the hypothesis testing results on 

partnership variables do not affect university performance (H3). Partnerships do not always 

mediate the relationship between value-based business strategies and university performance due 

to several factors, including expectation gaps, lack of transparency, and potential conflicts of 

interest. Although strategic partnerships can be a powerful tool for achieving common goals, they 

need to be well-designed and managed in order to have a positive impact on university 

performance. Expectation and goal gaps: Higher Education institutions and business partners may 

have different expectations about their goals through the partnership. Higher Education institutions 

may focus on social and educational impact, while business partners may prioritize financial gains. 

These gaps can lead to dissatisfaction and conflict, ultimately hindering the achievement of shared 
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goals. Additionally, differing focuses may arise, such as universities prioritizing research, 

Education, and human resource development, while business partners may be more focused on 

profitability and efficiency. Then, regarding potential conflicts of interest, partnerships can give 

rise to potential conflicts of interest, especially if business partners have interests that differ from 

those of the university. For example, companies sponsored by certain industries may have hidden 

agendas that could Influence the university's curriculum or research. Based on research findings 

Essiz & Senyuz (2024); Bertoni (2020), it was found that partnerships at universities have not been 

able to map out partnership networks with partners and other parties effectively. Partnerships 

involve collaboration with multiple parties, such as in creating innovative products and services 

within the industry. 

Value-Driven Business Strategy and Partnership, the results of hypothesis testing carried out 

on the Value-Driven Business Strategy variable significantly affect partnerships (H4). The results 

of this study explain that the value-driven business strategy of higher education partnership 

relationships in the West Java study is included in the high enough achievement category. This 

finding shows that value-driven business strategy in higher education has begun with its 

implementation and provides positive influence and encouragement for partnerships. Value-driven 

business strategy always focuses on creating more value in initiatives to achieve added value in 

sustainable development (Wikström et al., 2024). The partnership becomes a positive concept with 

a Value-Driven Business Strategy coupled with the significant influence of external environmental 

factors being important to consider in the process (Hereźniak & Anders-Morawska, 2021). 

Value-Driven Business Strategy and Higher Education Performance, the results of 

hypothesis testing conducted on the Value-Driven Business Strategy variable significantly affect 

university performance (H5). Value-based strategies form the points of value history that make 

sustainability in the long term. In the case of universities in West Java, many universities have 

carried out a Value-Driven Business Strategy even though the partnership is not significant 

enough; this result is also not in line with the previous hypothesis (H3) that partnerships do not 

affect college performance. Value strategy takes a long time with the growth of the image of higher 

education (Kirchmer & Franz, 2020). These findings align with Nasution et al. (2023) that value-

driven is a logical strategy for attracting widely and integrating in large numbers. 

Mediating Role of Partnership (Value-Driven Business Strategy and Higher Education 

Performance), the results of hypothesis testing conducted on the partnership variable as a 

mediating dimension do not mediate the relationship between Value-Driven Business Strategy and 

college performance (H6). In previous findings, Value-Driven Business Strategy has a significant 

effect on partnerships. Value-driven business strategy does not affect college performance, so the 

performance of universities, especially in West Java, is still unfamiliar with value-driven business 

strategy. Previous findings reinforce that partnerships do not affect college performance. These 

results align with the findings Klausen (2024) that the digital era of partnership transformation is 

ineffective in value strategy. Along with partnerships, a compelling value strategy in Industry 4.0 

is digital networking or social media (Hereźniak & Anders-Morawska, 2021). 

Mediating Role of Value-Driven Business Strategy (External Environment and Higher 

Education Performance), the test results on hypothesis seven (H7) show that a Value-Driven 

Business Strategy does not mediate the relationship between the external environment and 

university performance. The external environment in the government and information technology 

indicators becomes easily affected by other factors, thus weakening the relationship that is not too 

significant for university performance. A Value-Driven Business Strategy is a strategy that 

prioritizes value from within (internal) in developing a good image. Opinion Kuitert et al. (2024) 

The value of an entity will be better from the inside out so that external factors only support 
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optional policies. Opinion Saleh & Karia (2024) good performance results from a long process of 

regulations and policies passed with a good and correct mechanism so that external value does not 

affect too much. 

Mediating Role of Value-Driven Business Strategy (Internal Environment and Higher 

Education Performance), the test results on hypothesis eight (H8) show that a Value-Driven 

Business Strategy can mediate the relationship between the internal environment and university 

performance. A value-driven business strategy with internal environmental factors is a very 

significant condition. Value-based strategies are certainly strongly supported by financial factors, 

and organizations are indicators of achievement. Colleges that carry out value-based strategies 

must meet important elements such as healthy and good finances and relatively healthy 

organizational conditions so that value-based strategies in higher education will issue good 

performance with qualified finances and organizations in improving college performance. Opinion 

Efendi et al. (2024); (Kirchmer & Franz (2020), Financial factors in an agency's performance have 

a significant effect on its performance, healthy financial performance, and vice versa. Bad finances 

will give birth to a performance that is not good enough. 

 

3.4.    Implications 

Some important contributions obtained in this study are related to the theoretical exploration 

of the external environment, internal environment, value-driven business strategy, and partnership, 

particularly in the context of higher Education performance in West Java. The findings of this 

study support the Theory that value-based strategies are very significant in improving higher 

Education performance, as also conveyed in the findings of the study by Iqbal & Piwowar-Sulej 

(2021) in addressing the theme of the important role of Higher Education Institutions (HEIs) in 

sustainable improvement efforts, namely sustainable leadership and the exploration of social 

innovation with values in mediating university performance. The research findings explain that 

social innovation with value-based strategies influences the relationship between sustainable 

leadership and sustainable performance in the context of universities. 

The theoretical contributions of external and internal environments, partnerships, and value-

based strategies are crucial to the performance of higher Education institutions. External 

environment: External factors such as economic conditions, government policies, technological 

developments, and social trends Influence the operations and performance of higher Education 

institutions. External environment analysis helps universities identify opportunities and threats and 

design appropriate strategies. Internal environment: Internal factors such as human resources, 

infrastructure, finance, and organizational culture also play an important role in university 

performance. Internal environment analysis helps universities understand their internal strengths 

and weaknesses, and design strategies to leverage strengths and address weaknesses. Partnerships: 

Strategic partnerships with various parties, such as industry, government, and other organizations, 

can provide benefits to higher Education institutions, including access to new resources, 

knowledge, and networks. Partnerships can also help higher Education institutions enhance the 

relevance of their academic programs, foster innovation, and expand their social impact. Value-

Based Strategy: Universities need to formulate value-based strategies that reflect their vision, 

mission, and core values. These strategies help universities focus on meaningful goals and ensure 

that all efforts and resources are directed toward achieving those goals. For example, universities 

can develop value-based strategies that emphasize innovation, sustainability, or social inclusion, 

and then design programs and activities that align with those values. 

The practical contributions of the external and internal environment, partnerships, and value-

based strategies to university performance are significant. Adaptation to the External Environment: 
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Universities need to conduct regular external environment analyses to understand changing trends 

and market needs. This enables universities to adjust their curricula, study programs, and teaching 

methods to address existing challenges and capitalize on opportunities. For example, there is an 

increase in demand for workers in the technology field. In that case, higher Education institutions 

can develop new study programs focused on technology or update existing curricula with 

technology-related material. Adaptation to the internal environment: A healthy and conducive 

internal environment, supported by an effective internal quality assurance system (SPMI), will 

improve the overall quality of Education, competitiveness, and reputation of higher Education 

institutions. Strengthening Strategic Partnerships: Building strong partnerships with various 

parties, including industry, research institutions, and government, can provide significant benefits. 

These partnerships can include knowledge exchange, student internships in industry, joint 

research, or joint training program development. Effective partnerships can improve the quality of 

Education, expand access to resources, and increase the relevance of higher Education to the needs 

of the job market. Value-Based Strategies: Higher Education institutions need to develop strategies 

rooted in core values such as ethics, sustainability, and social responsibility. These strategies can 

include curriculum development that integrates sustainability principles, research programs 

focused on social issues, or community service activities based on local needs. Value-based 

strategies can help universities build a positive reputation and attract students who share similar 

interests and values. 

                              

4.      Conclusions 

Based on the overall findings, this study concludes that the external and internal 

environments have a significant effect on value-driven business strategy, while partnerships do 

not directly affect college performance. Value-driven business strategy significantly influences 

partnerships and also has a direct and significant impact on college performance. However, 

partnerships do not mediate the relationship between value-driven business strategy and college 

performance, and value-driven business strategy does not mediate the relationship between the 

external environment and college performance. In contrast, value-driven business strategy 

successfully mediates the relationship between the internal environment and college performance. 

Although this study contributes both theoretically and practically to higher education stakeholders, 

it has limitations, particularly the focus on higher education institutions in West Java and 

respondents closely related to universities. Future research may expand to other regions, industries, 

and cultural contexts, as well as include negative or macro factors such as wage policies, income 

levels, and human development indices. Overall, the findings indicate that value-driven 

management plays an important role as a control mechanism and social dimension in 

organizations, offering strategic solutions to funding and performance challenges faced by 

universities in Indonesia, especially in the era of Industry 4.0. 

 

 

References 

 

Almazrouei, F., Elias Sarker, A., Zervopoulos, P., & Yousaf, S. (2024). Organizational structure, 

agility, and public value-driven innovation performance in the UAE public services. Heliyon, 

10(13), e33261. https://doi.org/10.1016/j.heliyon.2024.e33261 

Arenas Jal, A., & Calsamiglia, C. (2023). Gender differences in high-stakes performance and 

college admission policies (IEB Working Paper No. 2023/13). Institut d’Economia de 

Barcelona. 

https://doi.org/10.1016/j.heliyon.2024.e33261


Purnamasari, Said, Latif, Apriani & Putri 343 

 

 

Arikunto, S. (2019). Prosedur penelitian. Rineka Cipta. 

Augtiah, I. (2022). College performance monitoring application using Appclay Shephertz. 

International Journal of Software Engineering and Computer Science (IJSECS), 2(2), 70–76. 

Bertoni, A. (2020). Introducing value-driven design in engineering education: Teaching the use of 

value models in preliminary design. International Journal of Technology and Design 

Education, 30(3), 531–552. https://doi.org/10.1007/s10798-019-09511-x 

Bryson, J. M., Crosby, B. C., & Bloomberg, L. (2014). Public value governance: Moving beyond 

traditional public administration and the new public management. Public Administration 

Review, 74(4), 445–456. https://doi.org/10.1111/puar.12238 

Cuandra, F., & Candy, C. (2024). Strategies and innovations for enhancing sustainable 

performance in SMEs during the Industry 4.0 digital business era. Jurnal Organisasi dan 

Manajemen, 20(1), 1–16. https://doi.org/10.33830/jom.v20i1.6449.2024 

Dibsi, J., & Cho, J. (2023). Data management for environmentally sustainable and profitable 

business: Evidence from the food retail industry. Sustainability, 15(23), 16298. 

Eccles, R. G., Lee, L.-E., & Stroehle, J. C. (2020). The social origins of ESG: An analysis of 

Innovest and KLD. Organization & Environment, 33(4), 575–596. 

https://doi.org/10.1177/1086026619888994 

Efendi, E., Romy, E., Krishnan, R., & Sudirman, A. (2024). Relationship between job 

embeddedness and employee work engagement with leader–member exchange and person–

organization fit as predictors: Evidence from North Sumatra. Jurnal Organisasi dan 

Manajemen, 20(2), 252–270. https://doi.org/10.33830/jom.v20i2.9611.2024 

Engizek, N., & Yaşin, B. (2018). Influence of consumer attributions and service quality on support 

of corporate social responsibility. Organizations and Markets in Emerging Economies, 9(1), 

86–105. https://doi.org/10.15388/omee.2018.10.00005 

Essiz, O., & Senyuz, A. (2024). Predicting the value-based determinants of sustainable luxury 

consumption: A multi-analytical approach and pathway to sustainable development in the 

luxury industry. Business Strategy and the Environment, 33(3), 1721–1758. 

https://doi.org/10.1002/bse.3569 

Grave, F., van de Wetering, R., & Kusters, R. (2024). An integrative model of enterprise 

architecture value: A grounded theory study to position its artifacts. Journal of Enterprise 

Information Management, 37(3), 1097–1116. https://doi.org/10.1108/JEIM-03-2023-0128 

Gujarati, D. N. (2022). Basic econometrics (5th ed.). McGraw-Hill. 

Harrigan, P., & Hulbert, B. (2011). How can marketing academics serve marketing practice? The 

new marketing DNA as a model for marketing education. Journal of Marketing Education, 

33(3), 253–272. https://doi.org/10.1177/0273475311420234 

Hereźniak, M., & Anders-Morawska, J. (2021). Public value-driven place branding: The way 

forward? Place Branding and Public Diplomacy, 17(1), 65–77. 

https://doi.org/10.1057/s41254-020-00185-0 

Holgado, M., & Macchi, M. (2023). A value-driven method for the design of performance-based 

services for manufacturing equipment. Production Planning & Control, 34(14), 1316–1332. 

https://doi.org/10.1080/09537287.2021.2008129 

Ilyas, I. M., Kammerlander, N., Turturea, R., & van Essen, M. (2024). When business model 

innovation creates value for companies: A meta-analysis on institutional contingencies. 

Journal of Management Studies, 61(5), 1825–1883. https://doi.org/10.1111/joms.12966 

Iqbal, M. B., Li, J., Yang, S., & Sindhu, P. (2022). Value-driven career attitude and job 

performance: An intermediary role of organizational citizenship behavior. Frontiers in 

Psychology, 13, Article 1038832. https://doi.org/10.3389/fpsyg.2022.1038832 

https://doi.org/10.1007/s10798-019-09511-x
https://doi.org/10.1111/puar.12238
https://doi.org/10.33830/jom.v20i1.6449.2024
https://doi.org/10.1177/1086026619888994
https://doi.org/10.33830/jom.v20i2.9611.2024
https://doi.org/10.15388/omee.2018.10.00005
https://doi.org/10.1002/bse.3569
https://doi.org/10.1108/JEIM-03-2023-0128
https://doi.org/10.1177/0273475311420234
https://doi.org/10.1057/s41254-020-00185-0
https://doi.org/10.1080/09537287.2021.2008129
https://doi.org/10.1111/joms.12966
https://doi.org/10.3389/fpsyg.2022.1038832


344 Jurnal Organisasi dan Manajemen 21(2) 2025, 328-345  

 

Iqbal, Q., & Piwowar-Sulej, K. (2021). Sustainable leadership in higher education institutions: 

Social innovation as a mechanism. International Journal of Sustainability in Higher 

Education, 23(8), 1–20. https://doi.org/10.1108/IJSHE-04-2021-0162 

Jauhar, S. K., Pant, M., & Dutt, R. (2018). Performance measurement of an Indian higher education 

institute: A sustainable educational supply chain management perspective. International 

Journal of System Assurance Engineering and Management, 9(1), 180–193. 

https://doi.org/10.1007/s13198-016-0505-4 

Kirchmer, M., & Franz, P. (2020). Value-driven process and project prioritization. 

Klausen, K. K. (2024). Crisis management as strategic coping. Scandinavian Journal of Public 

Administration, 28(1), 25–42. https://doi.org/10.58235/sjpa.2023.12580 

Krystallis, A., Zaharia, V., & Zairis, A. (2021). When does it pay to be good? Attributions mediate 

the way CSR elements impact on consumer responses and are controllable. Sustainability, 

13(11), Article 5869. https://doi.org/10.3390/su13115869 

Kuitert, L., Willems, J., & Volker, L. (2024). Value integration in multi-functional urban projects: 

A value-driven perspective on sustainability transitions. Construction Management and 

Economics, 42(2), 182–198. https://doi.org/10.1080/01446193.2023.2264969 

Langrafe, T. de F., Barakat, S. R., Stocker, F., & Boaventura, J. M. G. (2020). A stakeholder theory 

approach to creating value in higher education institutions. The Bottom Line, 33(4), 297–313. 

https://doi.org/10.1108/BL-03-2020-0021 

Lin, T.-Y. (2023). A hybrid quantified SWOT analysis to label the competitive positioning for 

theme parks: A case study of Taiwan. SAGE Open, 13(4). 

https://doi.org/10.1177/21582440231218270 

Liu, Z., Li, B., Wang, J., & Qiao, Y. (2020). A value-driven modeling approach for crossover 

services. International Journal of Web Services Research, 17(3), 20–38. 

Marsh, J., Boszhard, I., Contargyris, A., Cullen, J., Junge, K., Molinari, F., Osella, M., & Raspanti, 

C. (2022). A value-driven business ecosystem for industrial transformation: The case of the 

EU’s H2020 “Textile and Clothing Business Labs.” Sustainability: Science, Practice and 

Policy, 18(1), 263–277. https://doi.org/10.1080/15487733.2022.2039491 

Muafi, M., & Johan, A. (2022). Role of remote transformational leadership on service 

performance: Evidence in Indonesia. Engineering Management in Production and Services, 

14(4), 77–93. https://doi.org/10.2478/emj-2022-0032 

Musyaffi, A. M., Khairunnisa, H., & Respati, D. K. (2022). Konsep dasar structural equation 

model–partial least square (SEM-PLS) menggunakan SmartPLS. Pascal Books. 

Nasution, H., Rahayu, A., Wibowo, L. A., Dirgantari, P. D., Yulianto, E., & Nurgraha, R. (2023). 

Business strategy through SWOT analysis in implementing loan origination system to 

improve bank’s business performance (Case study at mortgage credit). In Proceedings of the 

7th Global Conference on Business, Management, and Entrepreneurship (GCBME 2022) (pp. 

1593–1602). 

Panetta, I. C., Leo, S., Santoboni, F., & Vento, G. (2019). How do you disclose? Some evidence 

on IT governance and performance in European banking system. Journal of Financial 

Management, Markets and Institutions, 7(1). https://doi.org/10.1142/S2282717X19400024 

Porter, M. E., & Kramer, M. R. (2011). Creating shared value. Harvard Business Review, 89(1–

2), 62–77. 

Rafati, L., & Poels, G. (2017). Value-driven strategic sourcing based on service-dominant logic. 

Service Science, 9(4), 275–287. https://doi.org/10.1287/serv.2017.0190 

Saleh, F. I. M., & Karia, N. (2024). Value-driven management for international development and 

aid projects. Springer. 

https://doi.org/10.1108/IJSHE-04-2021-0162
https://doi.org/10.1007/s13198-016-0505-4
https://doi.org/10.58235/sjpa.2023.12580
https://doi.org/10.3390/su13115869
https://doi.org/10.1080/01446193.2023.2264969
https://doi.org/10.1108/BL-03-2020-0021
https://doi.org/10.1177/21582440231218270
https://doi.org/10.1080/15487733.2022.2039491
https://doi.org/10.2478/emj-2022-0032
https://doi.org/10.1142/S2282717X19400024
https://doi.org/10.1287/serv.2017.0190


Purnamasari, Said, Latif, Apriani & Putri 345 

 

 

Sia, J. K.-M., & Abbas Adamu, A. (2020). Facing the unknown: Pandemic and higher education 

in Malaysia. Asian Education and Development Studies, 10(2), 263–275. 

https://doi.org/10.1108/AEDS-05-2020-0114 

Teece, D. J. (2018). Business models and dynamic capabilities. Long Range Planning, 51(1), 40–

49. https://doi.org/10.1016/j.lrp.2017.06.007 

Washizaki, H., Hagimoto, J., Hamai, K., Seki, M., Inoue, T., Taniguchi, S., Kobayashi, H., 

Hiranabe, K., & Hanyuda, E. (2020). Framework and value-driven process of software 

engineering for business and society (SE4BS). In Proceedings of the 9th International 

Congress on Advanced Applied Informatics (IIAI-AAI) (pp. 701–706). 

https://doi.org/10.1109/IIAI-AAI50415.2020.00141 

Wikström, G., Bledow, N., Matinmikko-Blue, M., Breuer, H., Costa, C., Darzanos, G., Gavras, 

A., Hossfeld, T., Mesogiti, I., Petersen, K., Porambage, P., Stoica, R.-A., & Wunderer, S. 

(2024). Key value indicators: A framework for values-driven next-generation ICT solutions. 

Telecommunications Policy, 48(6), Article 102778. 

https://doi.org/10.1016/j.telpol.2024.102778 

 

 

 

 

https://doi.org/10.1108/AEDS-05-2020-0114
https://doi.org/10.1016/j.lrp.2017.06.007
https://doi.org/10.1109/IIAI-AAI50415.2020.00141
https://doi.org/10.1016/j.telpol.2024.102778

