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,Q D KLJKO FRPSHWLWL H EXVLQHVV ZR OG WKH

QRWLRQV RI FR SR DWH VRFLDO HVSRQVLELOLW

&65 DQG EXVLQHVV HWKLFV KD H HFHL HG J HDW

DWWHQWLRQ I RP LQGXVW LHV DQG WKH DFDGHPLD

* RZLQJ FRQFH Q KDV OD JHO FHQWH HG RQ

the ethical performance of both �nancial
and non-�nancial �rms, accompanied by
PDLQVW HDP HVHD FK FRQGXFWHG WR H[SOR H

&65 DQG LWV DQWHFHGHQWV I RP HLWKH WKH

EXVLQHVV SH VSHFWL H )RR V HW DO R

stakeholders’ perspective such as that from
FRQVXPH V 6WDQDODQG HW DO HPSOR HHV

/HH 3D R W DGH XQLRQV 3 HXVV

PRQJ D GL H VLW RI VWD HKROGH V
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The shifting emphasis to the dimensions of Corporate Social Responsibility (CSR) by �rms
has been more pronounced than ever before. Although CSR efforts by tobacco �rms have
been labelled oxymoron by commentators, they have still executed aggressive CSR strategies
aiming at the public. With the purpose of effectively carrying out CSR practices, tobacco
�rms need to explore how to concentrate customers’ attention on their CSR practices, that is,
the determinants in uencing brand loyalty. This study considered the aspects of perceived �t
between CSR activities and a �rm’s core business and corporate image pertaining to brand
loyalty. To analyse the relationships among them, Multiple Regression Analysis was employed
with a sample of 152 United Kingdom smokers. Results show that while there is a negative
relationship between the perceived �t of corporate image and CSR activities and brand loyalty,
there is no support for the association between the perceived core business-CSR �t and brand
loyalty in the tobacco industry.

.H ZRUGV Corporate Social Responsibility, brand loyalty, United Kingdom.
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FXVWRPH V D H HJD GHG WR EH H[FHSWLRQDOO

susceptible to a corporation’s CSR approach
JL HQ WKHL LPSR WDQFH WR WKH VX L DO DQG

prosperity of a �rm (Bhattacharya & Sen
2004). A review of relevant CSR-consumer
OLWH DWX H VKRZV WKDW &65 S DFWLFHV KD H EHHQ

LPSOHPHQWHG LQVW XPHQWDOO E EXVLQHVVHV

WR HQKDQFH E DQG OR DOW LODZDGL HW DO

2Q WKH RWKH KDQG WKH DG HQW RI WKH

so-called ethical consumerism coupled with
customers’ awareness of corporate ethical
EHKD LR &D LJDQ WWDOOD KDV DOVR

HQFRX DJHG WKH LQFR SR DWLRQ RI &65 DPRQJ

�rms to gain competitive advantages (Ha &
]PDW

Thus, while the signi�cance of the link
EHWZHHQ &65 DQG FRQVXPH V LV TXLWH H LGHQW

D PDMR S REOHP WKDW ERWK S RIHVVLRQDOV DQG

S DFWLWLRQH V KD H WR FRSH ZLWK LV WR D L H

at a mutually bene�cial match between
CSR initiatives, which would bene�t the
FR SR DWLRQV ZKLOH VLPXOWDQHRXVO S R LGLQJ

positive brand-related outcomes (Lee et al.
3 LR VWXGLHV KD H WKXV SODFHG D J HDW

GHDO RI HPSKDVLV RQ HVRO LQJ WKH SH FHL HG

�t between the values of the relevance or
the �t between a �rm and a CSR activity
(Becker-Olsen &Hill 2006). The idea of �t
and perceived �t have been under study not
RQO LQ PD HWLQJ DQG VSRQVR VKLS VWXGLHV

EXW DOVR LQ VW DWHJLF PDQDJHPHQW VWXGLHV

0DJQXVVRQ =G D R LF :LWKLQ WKLV

context, the perceived �t has been de�ned
DV WKH OH HO RI FRQJ XLW R HODWHGQHVV WKDW

FXVWRPH V SH FHL H EHWZHHQ WKH SKLODQWK RSLF

DFWL LWLHV DQG WKH E DQG 0HQRQ .DKQ

2003). Findings from studies related to cause-
brand �t suggest that aligning brands with
a social cause can help render consumers’
ID R DEOH DWWLWXGHV WRZD G WKH VSRQVR LQJ

brands, thereby signi�cantly impacting brand
loyalty (Becker-Olsen & Hill 2006).

%DVHG RQ WKH D JXPHQWV DER H LW VKRXOG

be effective for �rms to deploy a more
VW DWHJLF DSS RDFK WRZD GV &65 3R WH

. DPH RQH WKDW WD HV LQWR DFFRXQW WKH

perceived �t between a corporation’s CSR
DFWL LWLHV DQG LWV FR SR DWH LPDJH DQG FR H

business. Yet, scarce literature discusses about
WKH GL HFW HODWLRQVKLS EHWZHHQ WKH SH FHL HG

congruence with the �rm’s corporate image
DQG FR H EXVLQHVV DQG E DQG OR DOW &Kp RQ

HW DO 7R WKH EHVW RI RX QRZOHGJH

current research related to the role of �t in
CSR-brand loyalty provides inconsistent
�ndings or the relationship has been mediated
WK RXJK LQWH HQLQJ D LDEOHV VXFK DV E DQG

W XVW R E DQG DIIHFW 0D]RGLH 0H XQ D

6L J HW DO )R LQVWDQFH ZKLOH

GLZLMD D )DX]DQ LGHQWLI WKH

positive effect of cause-brand �t on consumer
loyalty, several �ndings reveal that �rm’s
cause-related marketing efforts, regardless
of high or low brand-cause �t, have no
impact on consumers’ attitudes or purchase
intention (Lafferty 2007, Nan & Heo 2007).
,Q OLJKW RI WKDW VXFK HVHD FK LQWR WKH GL HFW

association between CSR-brand �t and brand
OR DOW LV LPSR WDQW RQ ERWK WKHR HWLFDO DQG

S DFWLFDO OH HOV 7KHR HWLFDOO VSHD LQJ LW

can contribute to the understanding of �t in
the context of CSR-consumer relationship and
EXVLQHVV HWKLFV OLWH DWX H ) RP D S DFWLFDO

account, �ndings from such research would
RIIH JXLGDQFH IR PDQDJH V WR GHVLJQ

VXFFHVVIXO &65 DFWL LWLHV

The adoptionofCSRby those�rmsdenoted
WR EH RSH DWLQJ ZLWK FRQW R H VLDO LQGXVW LHV

KDV JHQH DOO EHHQ LHZHG E WKH SXEOLF ZLWK

RSHQ VFHSWLFLVP DQG GLVWDVWH &DL HW DO
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In this context, the CSR-related strategies
LPSOHPHQWHG E WKH WREDFFR LQGXVW KD H

DOZD V EHHQ FRQWHQWLRXV )RR V HW DO

) RP JLDQW WREDFFR PXOWLQDWLRQDOV VXFK DV

% LWLVK PH LFDQ 7REDFFR 3KLOLS 0R LV

International andImperialTobacco tomedium-
sized �rms, they have been striving to become
socially responsible. Yet, these actions have
HVXOWHG LQ E RDGO QHJDWL H HDFWLRQV I RP

both consumers and anti-tobacco activists
3DOD]]R 5LFKWH 7KH H D H WZR

PDLQ HDVRQV WR DFFRXQW IR WKLV SKHQRPHQRQ

�rstly, smoking is claimed to pose hazards
WR KXPDQ KHDOWK 3DOD]]R 5LFKWH

WHO2013) and secondly, tobacco �rms
KD H SH IR PHG SRR HWKLFDO S DFWLFHV LQ WKH

SDVW 3DOD]]R 5LFKWH 7KH WREDFFR

industry has been dubbed “the killing �eld”
RQ DFFRXQW RI LWV PDVVL H FDVHV RI OXQJ FDQFH

(WHO 2002, 2008). Upon realizing the
scienti�c proof and reports of smoking health
GDPDJH WKH LQGXVW VWD WHG DQG VSRQVR HG

HVHD FK WR GLVDVVRFLDWH OXQJ FDQFH ZLWK

VPR LQJ % RZQHOO :D QH )R

GHFDGHV WREDFFR FR SR DWLRQV ZH H LQ RO HG

LQ H[FHVVL H OREE LQJ DFWL LW DQG PDVVL H

SXEOLFDWLRQ RI PLVOHDGLQJ LQIR PDWLRQ DERXW

WKH HIIHFW RI VPR LQJ % RZQHOO :D QH

&RVWD HW DO OO WKHVH WKLQJV

FRPELQHG KD H LQ LWHG XQL H VDO V HSWLFLVP

and that long-lasting sense of distrust has not
EHHQ ZLSHG RXW WLOO QRZ

&RQVXPH V KD H LHZHG PD HWLQJ DQG WKH

proliferation of numerous unjusti�ed ethical
FODLPV ZLWK V HSWLFLVP HVSHFLDOO ZKHQ D

�rm’sCSRmessages and images are conveyed
WR WKHP DKGL FL GLOOL :KLOH EHLQJ

XVHG WR EXLOG FRQVXPH W XVW &65 LQLWLDWL HV

have also been an obstacle for most �rms and
it is even more so for those �rms operating

LQ WKH WREDFFR LQGXVW 7KH VWXG WKH HIR H

attempts to gain amore in-depth understanding
of how the �t theory applies in the tobacco
LQGXVW DQG ZKLOH GRLQJ VR LW DLPV WR DFKLH H

VRPH REMHFWL HV )L VWO WKH VWXG DLPV WR

LQ HVWLJDWH WKH GL HFW DVVRFLDWLRQ EHWZHHQ WKH

corporate perceived �t with CSR in terms of
FR H EXVLQHVV DQG FR SR DWH LPDJH DQG E DQG

OR DOW ZLWKLQ WKH WREDFFR LQGXVW :KLOH

such research still remains under-researched
R IPDQ HW DO /HH HW DO WKLV

goal also helps to �ll the gap concerning the
HODWLRQVKLS EHWZHHQ WKH LPSOHPHQWDWLRQ RI

&65 DFWL LWLHV DQG FRQVXPH V 6HFRQGO WKLV

HVHD FK DWWHPSWV WR S R LGH PDQDJH V ZLWK

VXJJHVWLRQV DQG VXJJHVWLRQV LQRXWOLQLQJ IXWX H

CSR activities in the UK tobacco industry in
WKH SX VXLW RI E DQG OR DOW DQG FRPPLWPHQW

+HQFH WKH HVHD FK TXHVWLRQ VHW IR ZD G

LV What is the impact of the perceived �t
EHWZHHQ FRUSRUDWH LPDJH DQG FRUH E VLQHVV

and CSR practices of tobacco �rms on brand
OR DOW

LWHUDWXUH 5H LHZ DQG SRWKHVLV

H HORSPHQW

RUSRUDWH 6RFLDO 5HVSRQVLELOLW

&65 KDV LVHQ XS LQ WKH FR SR DWH DJHQGD

RI D QXPEH RI FR SR DWLRQV EXW WKH H LV

QR PXWXDO DJ HHPHQW XSRQ WKH FRQFHSWXDO

de�nition of this term across academic works
*DOE HDWK /LQGJ HHQ 6ZDHQ

3HOR]D * HHQ DQ GH +H GHQ DQ

GH 5LMW % RZQ DFLQ ZKHQ

studying the impact of CSR on the �rm and
S RGXFW H DOXDWLRQ PHDVX HG WKH FRQFHSW RI

&65 LQ WH PV RI WKH GRQDWLRQ WR ZR WK FDXVHV

DQG FRPPXQLW GH HORSPHQW 0HDQZKLOH

6HQ %KDWWDFKD D EDVHG RQ WKH

HVHD FK LQWR GLIIH HQW LQGXVW LHV VXPPD L]HG
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&65 DFWL LWLHV LQWR VL[ E RDG FDWHJR LHV

QDPHO FRPPXQLW HPSOR HH VXSSR W

environment, non-domestic operations, and
S RGXFWV ,Q D ODWH VWXG &65 LV QRZQ DV

the �rm’s involvement in improving the
social well-being, compliance with legal and
JR H QPHQWDO HJXODWLRQV DQG HQVX LQJ VDIHW

IR HPSOR HHV +D HW DO

Despite a range of contrasting de�nitions
RI &65 PRVW HVHD FKH V EDVH WKHL

conceptual de�nition research on Carroll’s
&65 I DPHZR ZKLFK FRQVLVWV RI

IRX FRPSRQHQWV HFRQRPLF OHJDO HWKLFDO

DQG SKLODQWK RSLF GLPHQVLRQV RI &65 & DQH

& Matten 2004, Garcı´a de los Salmones et
al. 2005, Maignan 2001). This de�nition
ZRXOG EH DGRSWHG WR JXLGH WKLV HVHD FK

SDSH GXH WR WKH IDFW WKDW LW HQFRPSDVVHV

H D HDV RI FR SR DWH EXVLQHVVHV ZLWKRXW

QHJOHFWLQJ WKHL HVSRQVLELOLWLHV WR H

VWD HKROGH V RI R JDQL]DWLRQV &65 LV WKXV

de�ned as an organization’s responsibilities
WR F HDWH HFRQRPLF JDLQV FRQIR P WR ODZ

DQG HJXODWLRQV HPE DFH HWKLFDO VWDQGD GV

DQG PR DO REOLJDWLRQV DQG FRQW LEXWH WR

WKH LPS R HPHQW RI WKH VRFLHW DV D ZKROH

&D ROO

Fit and perceived �t

The notion of �t has been demonstrated
LQWH FKDQJHDEO ZLWK VH H DO WH PLQRORJLHV

VXFK DV FRQJ XHQFH 6SHHG 7KRPSVRQ

HOH DQFH 5RGJH V R VLPLOD LW

*ZLQQH (DWRQ :KLOH HOH DQFH

is de�ned as the match in terms of semantic
IHDWX HV EHWZHHQ VSRQVR V DQG VSRQVHHV

5RGJH V VLPLOD LW LV S RSRVHG DV D

dimension of �t, referring to the similarity
of features, attributes, and bene�ts between
WKH FDXVH DQG WKH E DQG LF LQVRQ %D H

&RQJ XHQFH KDV DOVR EHHQ XVHG

to manifest the consumers’ perception of
VLPLOD LW R KRPRJHQHLW LQ D GL H VLW RI

ZD V IR H[DPSOH LQ WKH VSRQVR VKLS VWXGLHV

it is known as “relatedness” or “compatibility”,
which explicitly means the semantic �t
EHWZHHQ H HQWV DQG VSRQVR V RKD 3KDP

5XWK 6LPRQLQ

The �t construct in this study is consumer-
EDVHG DV WKH QDWX H RI WKH HVHD FK LV J RXQGHG

on consumers’ perspective. Thus, the concept
“perceived �t” would be used to guide this
study. Embracing the core meaning of “�t”
de�nitions, the perceived �t is considered as
the extent to which “a consumer perceived
WKH QHZ LWHP WR EH FRQVLVWHQW ZLWK WKH SD HQW

brand” (Aaker & Keller 1990: 29). In cause
related marketing literature, the perceived �t
betweena�rmandCSRpractices is understood
DV WKH OH HO RI FRQJ XLW R HODWHGQHVV

FXVWRPH V SH FHL H EHWZHHQ WKH SKLODQWK RSLF

activities and the brand of the �rm (Menon &
.DKQ 7KLV FRQFHSWXDOL]DWLRQ ZLOO EH

XVHG WK RXJKRXW WKLV VWXG IR FDSWX LQJ WKH

meaning of the perceived �t.

The �t theory has been a subject of
H[DPLQDWLRQ LQ WKH PD HWLQJ DQG VW DWHJLF

PDQDJHPHQW OLWH DWX H 0RVW HVHD FK VKRZV

that the �t between the brand and the social
FDXVH HVSHFLDOO &65 LV SRVLWL HO HODWHG

to brand loyalty (Nan & Heo 2007). To the
EHVW RI RX QRZOHGJH QR SXEOLFDWLRQV RI

the �t-brand loyalty relationship are seen in
WKH WREDFFR LQGXVW WKH HIR H WKH HVHD FK

would �ll this gap by conducting an empirical
research from consumers’ perspective in the
LQGXVW

UDQG /R DOW

% DQG OR DOW ZDV R LJLQDOO E RXJKW WR
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OLJKW E D DV D FRPPLWPHQW WR

EX LQJ WKH E DQG EDVHG RQ H[SOLFLW GHFLVLRQ

DQG H DOXDWLRQV RI FRPSHWLQJ E DQGV

Jacoby and Chestnut (1978) supported Day’s
FRQFHSWXDOL]DWLRQ EXW H HQ SRLQWV RXW WKDW

WKLV EHKD LR LV IR PHG DV WKH HVXOW RI D

SV FKRORJLFDO S RFHVV ZKLFK PD LQ RO H

HPRWLRQDO R SV FKRORJLFDO IDFWR V ,Q PR H

HFHQW HVHD FK E DQG OR DOW LV DSS RDFKHG

as a multi-dimensional concept. Brand loyalty
LV FODLPHG WR EH FRPSRVHG RI EHKD LR DO E DQG

OR DOW DQG DWWLWXGLQDO E DQG OR DOW .XPD

G DQL WWLWXGLQDO E DQG OR DOW RQ

WKH RWKH KDQG FDSWX HV WKH DIIHFW FRPSRQHQW

DQG LV PDQLIHVWHG DV WKH SV FKRORJLFDO

FRPPLWPHQW WR SX FKDVH WKH E DQG GXH WR

LWV LQKH HQWO GLVWLQFW DQG XQLTXH IHDWX HV

&KDXGKX L +ROE RR WKH SRVLWL H

ZR WK RI PRXWK 5HLFKKHOG DQG WKH

ZLOOLQJQHVV WR SD VRPH S LFH S HPLXP DQG

HQFRX DJH RWKH FRQVXPH V WR XVH WKH E DQG RI

a �rm (Chaudhuri & Holbrook 2001).

Worthingtonetal. (2009)de�ne thisconcept
as the composite of a consumer’s feelings and
HPRWLRQV WRZD GV D FH WDLQ E DQG WKDW OHDG

WR FRQWLQXRXV EX LQJ EHKD LR 0HDQZKLOH

Ndregjoni & Gega (2012) conceptualize it as
“theory and guidance leadership and positive
EHKD LR LQFOXGLQJ HSX FKDVH VXSSR W DQG

RIIH WR SX FKDVH ZKLFK PD FRQW RO D QHZ

potential customer”. In this research, brand
loyaltywould be understood as the consumer’s
FRPPLWPHQW WR D FRQVLVWHQW HSX FKDVH RI D

S RGXFW R VH LFH S LPD LO DV D FRQVHTXHQFH

RI WKHL ID R DEOH DWWLWXGH WRZD GV WKH E DQG

Perceived core business-CSR �t and
EUDQG OR DOW

%DVHG RQ WKH GLVFXVVLRQ DER H FRQFH QLQJ

the perceived �t, it can be inferred that

the perceived �t between a �rm’s core
EXVLQHVV DQG &65 DFWL LWLHV FKD DFWH L]HV WKH

HODWHGQHVV R FRPPRQ DVVRFLDWLRQV EHWZHHQ

a �rm’s CSR practices and major business
VXSSR WHG E WKH FR SR DWLRQ ( HQ WKRXJK

WKH H LV VFDQW HVHD FK LQWR WKH GL HFW HIIHFW RI

the perceived CSR-core business �t on brand
OR DOW /HH HW DO R IPDQ HW DO

SD DOOHO XQGH VWDQGLQJ FDQ EH G DZQ I RP

HOH DQW HVHD FK VHWWLQJV

3 HOLPLQD HVHD FK HODWLQJ WR WKH

perceived �t in product features began to be
FOHD O FRQGXFWHG E 0F RQDOG DQG

XPZ LJKW ZKR SODFH J HDW HPSKDVLV

RQ WKH HOH DQFH DQG FRPSDWLELOLW EHWZHHQ

the �rm’s core competences or what it does in
EXVLQHVV DQG WKH VHOHFWLRQ RI WKH VSRQVR VKLS

DFWL LWLHV ,Q FDXVH HODWHG PD HWLQJ LW LV

known as functional �t, or the congruence
between the sponsored cause and the �rm’s
FR H FRPSHWHQFHV &D ROO 3R WH

. DPH FORVH H[DPLQDWLRQ RI S LR

PD HWLQJ HVHD FK LQ E DQG H[WHQVLRQV E DQG

DOOLDQFHV R VSRQVR VKLSV LQ LQGXVW LHV RWKH

WKDQ WKH WREDFFR LQGXVW VKRZV WKDW WKH

perceived �t in general has a predisposition to
OHDG WR D SRVLWL H LPSDFW RQ DWWLWXGHV %XF OLQ

& Stengupta 1993). Speci�cally, Hoef er &
.HOOH HPSKDVL]H WKDW WKH FORVH PDWFK

between a �rm’s major business and a cause to
that �rm would alleviate consumers’ positive
IHHOLQJV WRZD G WKH E DQG

,Q D VLPLOD PDQQH LW LV FRQFOXGHG I RP

other previous studies that when �rms develop
a high �t with CSR activities, there is a great
OL HOLKRRG RI PR H SRVLWL H HIIHFWV LPSRVHG

RQ FRQVXPH V 0HQRQ .DKQ ZKLFK

FDQ SRVVLEO OHDG WR E DQG OR DOW EROVWH HG

6LPLOD O 5LIRQ HW DO VXJJHVW WKDW

high �t of the alliance between a �rm and a
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VRFLDO FDXVH ZLOO HVXOW LQ ID R DEOH IHHOLQJV

DQG HQKDQFHG OR DOW WRZD GV WKH VSRQVR LQJ

�rm. Even in the services sector, there is a
positive effect of the perceived �t of hotels’
HQ L RQPHQWDO S DFWLFHV LQ DVVRFLDWLRQ ZLWK

FR H EXVLQHVV DQG DQ DVSHFW RI E DQG OR DOW

- the resulting buying intentions of customers
+DP +DQ

,Q WKH FRQWH[W RI WKH WREDFFR LQGXVW

WREDFFR S RGXFWV KD H WK RXJK WKH ORQJ

KLVWR EHHQ QRZQ DV KLJKO DGGLFWL H

products,causingsevereandlarge-scalehuman
ORVV DQG VXIIH LQJ 3DOD]]R 5LFKWH

:+2 0HDQZKLOH WKH R H DOO DOXH RI

the tobacco industry’s CSR remains in doubt,
HQHZHG SXEOLF DZD HQHVV RI SRWHQWLDO LV V

FDXVHG E VXVWDLQHG WREDFFR FRQVXPSWLRQ

speci�es the underlying contradictions
between the tobacco industry’s claims of
VRFLDO HVSRQVLELOLW DQG WKHL SH VLVWHQW

S RPRWLRQ RI WREDFFR S RGXFWV )RR V HW DO

7HVOH 0DORQH OD JH QXPEH

RI VWXGLHV KD H FRQFOXGHG WKDW WKH SXEOLF

KROG QHJDWL H RSLQLRQ RI WKH WREDFFR LQGXVW

VKOH &RKHQ DQG EHOLH H WKDW &65

activities implemented by tobacco �rms are
IR WKH SX SRVH RI HQFRX DJLQJ SHRSOH WR VWD W

R HHS VPR LQJ ZKLFK LQ WX Q KHOSV LQF HDVH

WKHL VDOHV DQG ROXPHV FRQVXPHG :+2

,Q DGGLWLRQ WR WKDW VRPH HVHD FKH V H HQ

KROGWKH LHZWKDWHQJDJHPHQW LQ&65DFWL LWLHV

WKDW D H FORVH WR WKHL FR H FRPSHWHQFHV R

EXVLQHVV LQ WKH WREDFFR LQGXVW H J 3KLOLS

0R LV DQWL RXWK VPR LQJ SD WQH VKLS ZLWK

VFKRRO V VWHP D H OL HO WR S R R H SXEOLF

HDFWLRQV RI LQGLJQDWLRQ DQG S RGXFW ER FRWW

3DOD]]R 5LFKWH )R H[DPSOH D

VWXG WR H[DPLQH WKH HIIHFWL HQHVV RI WHHQ

VPR LQJ S H HQWLRQ FDPSDLJQV FRQGXFWHG E

tobacco �rms shows that such efforts prove
GHW LPHQWDO DV LW DIIHFWV FKLOG HQ LQ ZD V WKDW

HQFRX DJHV VPR LQJ DPRQJ RXWK +HQ L VHQ

et al. 2006). This industry’s publicly exposed
EDG FR SR DWH EHKD LR FDOOV IR VW RQJ

RSSRVLWLRQ I RP WREDFFR FRQW RO DG RFDWHV

and the public to pressure the tobacco �rms
WR SXW DQ HQG WR WKHL GLVLQJHQXRXV S RJ DPV

R IPDQ HW DO OWKRXJK LW PLJKW EH

FODLPHG WKDW WKH SRVVLELOLW RI S RGXFW ER FRWW

IR VPR H V LV VOLJKW DV WKH S RGXFW LV DGGLFWL H

LW PLJKW EH DVVXPHG WKDW L HVSRQVLEOH VRFLDO

behavior by tobacco �rms might lead them
WR VZLWFK WR RWKH E DQGV WKH HE GHF HDVLQJ

E DQG OR DOW

*L HQ WKHGDQJH RXV DQGGHIHFWL H HOHPHQWV

RI WREDFFR S RGXFWV 3DOD]]R 5LFKWH

:+2 *ODQW] *RQ]DOH] LW LV

S RSRVHG WKDW DWWHPSW WR PDWFK &65 DFWL LWLHV

ZLWK WKH FR H S RGXFWV LQ WKH WREDFFR LQGXVW

ZRXOG HVXOW LQ XQID R DEOH DWWLWXGH WRZD GV

WKH E DQG E FRQVXPH V

Hypothesis 1: The greater perceived �t
between a tobacco �rm’s core business and
CSR activities leads to lower brand loyalty.

Perceived corporate image-CSR �t and
EUDQG OR DOW

A corporate image is de�ned as the
XQGH VWDQGLQJ WKH R H DOO LPS HVVLRQ DQG

PHQWDO SLFWX H RI DQ R JDQL]DWLRQ DSD W I RP

LWV S RGXFWV R VH LFHV ZKLFK D H IR PHG E

stakeholders rather than the �rm itself (Balmer
&K LVWHQVHQ V HJDD G )OD LiQ

HW DO &KDWWDQDQRQ /DZOH V

stated by LeBlanc &Nguyen (1995) corporate
image is not static and it could be modi�ed as
a consequence of speci�c events or changes in
the consumer’s environment.

& HDWLQJ FR SR DWH LPDJH ZLWK HPEHGGHG
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&65 FDQ S HVHQW D FRPSHWLWL H DG DQWDJH WR

�rms because corporations which are actively
involved in the well-being of society and
HQ L RQPHQWDO S HVH DWLRQ D H PR H ID R HG

WKDQ WKRVH ZKLFK D H QRW )OD LiQ HW DO

)DWW HW DO FRQVLGH DEOH ERG RI

VWXGLHV KDV EHHQ LPSOHPHQWHG WR LQ HVWLJDWH

the effect of corporate image-CSR practices �t
RQ WKH DQWHFHGHQWV RI E DQG OR DOW *HQH DOO

the high degree of the perceived �t between
FR SR DWH LPDJH DQG &65 DFWL LWLHV LPS R HV

consumers’ attitudes toward �rms/brands and
HQFRX DJHV HSHDW SX FKDVH /LFKWHQVWHLQ HW

DO 0RK HW DO

V FRQVXPH V ID R D E DQG WKDW LQ RO HV LQ

VRFLDOEHKD LR 3p H]HWDO DQLQF HDVLQJ

number of �rms are pursuing CSR in order to
HQKDQFH WKHL FR SR DWH LPDJH ZLWK D LHZ WR

DWW DFWLQJ QHZ FXVWRPH V DV ZHOO DV IRVWH LQJ

stakeholders’ credence in the �rm (Flavián et
DO 3LQD HW DO HPSKDVL]H WKDW

D SRVLWL H DQG HQKDQFHG FR SR DWH LPDJH

FRXOG HVXOW LQ E DQG HFRJQLWLRQ DQG OH H DJH

FRQVXPH OR DOW DQG HSXWDWLRQ ,Q DGGLWLRQ

WKH SH FHL HG LPDJH RI D VRFLDOO HVSRQVLEOH

�rm empowers them to raise brand reliability
DQG JHQH DWH WKH ERQG EHWZHHQ FRQVXPH V DQG

WKH FR SR DWLRQ WKH HE XSOLIWLQJ FRQVXPH

OR DOW /LQGJ HHQ 6ZDHQ

H LHZ RI S H LRXV OLWH DWX H RQ WKH

HODWLRQVKLS EHWZHHQ FR SR DWH LPDJH DQG

&65 DOVR H[KLELWV PRVWO SRVLWL H FRQVXPH

attitudes and reactions towards CSR -
sponsoring �rms (Lichtenstein et al. 2004,
Mohr et al.2001, Pérez et al. 2009, Nan &
Heo 2007). Speci�cally, Trimble& Rifon

LQ WKHL VWXG LQGLFDWHG WKDW FRQVXPH V

KD H D WHQGHQF WR HDFW PR H ID R DEO WR

VSRQVR VKLSV OL H &65 DFWL LWLHV ZKHQ WKH

�rm or brand image is closely related to the

celebrity or sponsored activity. High-�t CSR
HQJDJHPHQWV KHOSV DPSOLI E DQG LGHQWLW

and augment brand relationships whilst low-
�t sponsorship activity acts in an opposite
PDQQH E DLVLQJ FRJQLWL H HODER DWLRQ DQG

facilitating negative inputs ow (Becker-
2OVHQ +LOO

3 H LRXV VWXGLHV LQGLFDWH WKDW FRQVXPH V

LQIH WKH W XVWZR WKLQHVV RI R JDQL]DWLRQV

GHSHQGLQJ RQ HDFK FRQWH[W &DPSEHOO

.L PDQL )R LQVWDQFH 6] PDQ HW DO

IRXQG WKDW WKH SXEOLF HDFWHG PR H

SRVLWL HO XSRQ VHHLQJ PHVVDJH DJDLQVW

G LQ LQJ ZKLOH G L LQJ VXSSR WHG E WKH

nonpro�t organizationMothersAgainst Drunk
Drivingandnegativelyonseeingone�rmin the
controversial sector list - the beer-producing
�rm Anheuser-Busch. Intuitively, the same
PLJKW EH DSSOLFDEOH IR WKH WREDFFR LQGXVW

4XHVWLRQDEOH SDVW EHKD LR DQG GHHSO RRWHG

GLVW XVW I RP WKH SXEOLF LQ WKH WREDFFR VHFWR

appear to be a key motive for tobacco �rms
WR R H FRPH WKH SDVW DQG HIR P WKHL LPDJH

3DOD]]R 5LFKWH +RZH H HOH DQW

FXVWRPH V DQG WKH SXEOLF PLJKW TXHVWLRQ WKH

DXWKHQWLFLW RI WKH LPSOHPHQWDWLRQ RI &65

in the tobacco industry as the tobacco �rms
D H QRZQ DV WKH LPDJH RI XQQLQJ FRXQWH

WR WKH VRFLHW )R LQVWDQFH ZKHQ % LWLVK

American Tobacco donated to the University
of Nottingham in establishing CSR research
FHQWH WKH R LJLQDOLW DQG HWKLFDOLW RI WKHL

DFW ZDV E RXJKW XQGH VXVSLFLRQ ZKLFK ZDV

GHPRQVW DWHG E D IX LRXV RXWF VX RXQGLQJ

WKLV SKLODQWK RSLF DFWL LW 0DJXL H

%D QHD 5XELQ H HQ FODLP WKDW

FRQW R H VLDO VHFWR V D H HPSOR LQJ &65 WR

improve their reputation and bene�t at the
FRVW RI VKD HKROGH ZHDOWK DQG WKH LJQR H

WR HG HVV QHJDWL H &65 DFWL LWLHV 6FDOHW
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.HOO 7KLV SKHQRPHQRQ LV QDPHG

window-dressing by Cai et al. (2012) and it
LV HQ LVDJHG WKDW FRQVXPH V H HQWXDOO HDOL]H

WKHL W XH PRWL HV RI &65 LPSOHPHQWDWLRQ DQG

SRVVLEO JL H XS RQ WREDFFR S RGXFWV ,W LV

therefore, suggested that the �t between CSR
activities and corporate image in tobacco �rms
PLJKW OHDG WR OHVV PRWL DWLRQ WR SX FKDVH DQG

ORZH E DQG OR DOW

%DVHG RQ WKH DIR HPHQWLRQHG GLVFXVVLRQ

WKH QH[W K SRWKHVLV LV IR PXODWHG DV IROORZV

Hypothesis 2: The greater perceived �t
between a tobacco �rm’s corporate image and
CSR activities leads to lower brand loyalty.

5HVHDUFK 0HWKRGROR

6DPSOH DQG GDWD FROOHFWLRQ

The UK was chosen as the country of
research because the long history of UK’s
LQWH HVW LQ EXVLQHVV HWKLFV LQ (X RSH DQG

DPRQJ HFRQRPLHV LQ RWKH FRQWLQHQWV ZRXOG

VXJJHVW D FRPSD DWL HO KLJK OH HO RI

FRQVXPH DZD HQHVV RI HWKLFDO LVVXHV % XQ

& DQH HW DO %DVHG RQ WKDW WKH

major target as survey participants are UK
WREDFFR FRQVXPH V ZKR D H HLWKH % LWLVK R

have lived in the UK for more than �ve years.
+RZH H GXH WR WKH FRQVW DLQWV RI WLPH DQG

EXGJHW WKH HVHD FK IRFXVHG RQ VPR H V LQ

Hudders�eld for data collection.

GRSWLQJ ROXQWHH VDPSOLQJ DQG VQRZEDOO

VDPSOLQJ PHWKRG ZH DV HG FRQVXPH V WR

HVSRQG WR TXHVWLRQV DFFR GLQJ WR WKH WREDFFR

�rms they are familiar with. Our sampling
VW DWHJ S R LGHGXVZLWK XVDEOH HVSRQVHV

The study used a seven-point Likert scale,
with scale anchors ranging from “1” (Entirely
disagree) to “7” (Entirely agree). Based
RQ WKH TXDQWLWDWL H GDWD FROOHFWHG WK RXJK

TXHVWLRQQDL HV TXDQWLWDWL H PHWKRGRORJ KDV

EHHQ HPSOR HG IR DFKLH LQJ WZR REMHFWL HV

VHW RXW

0HDV UHV

On the basis of construct de�nitions
DQG HOH DQW OLWH DWX H H[LVWLQJ VFDOHV ZH H

DGRSWHG WR PHDVX H WKH D LDEOHV LQ WKH

FRQFHSWXDO I DPHZR S HVHQWHG LQ )LJX H

1. Pre-tests were then carried out and further
re�nement made to tailor each questionnaire
LWHP IR WKH VWXG FRQWH[W % DQG OR DOW

%/ LV WKH GHSHQGHQW D LDEOH LQ WKLV VWXG

We operationally de�ned this concept as the
consumer’s predisposition to repeat purchase
DV D HVXOW RI WKHL DIIHFWLRQ DQG FRPPLWPHQW

to the brand. Following Jacoby and Chestnut’s
RSH DWLRQDOL]DWLRQ RI E DQG OR DOW

6LQJK HW DO PHDVX HPHQW RI WKLV

construct consists of four items: “I will buy
this brand the next time I buy tobaccos”, “I
intend to keep purchasing this brand”, “I am
committed to this brand” and “I would be
ZLOOLQJ WR SD D KLJKH S LFH IR WKLV E DQG

over other brands”. Coef�cient alpha for brand
OR DOW ZDV HQVX LQJ KLJK HOLDELOLW RI

WKH D LDEOH

)L XUH RQFHSWXDO IUDPHZRUN

,Q WH PV RI LQGHSHQGHQW D LDEOHV WKH

perceived core business-CSR �t (CB) refers
WR WKH GHJ HH RI FRQJ XHQFH WKDW FRQVXPH V

perceive between the corporation’s core
EXVLQHVV DQG &65 DFWL LWLHV PHDVX HG ZLWK
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a four-item scale adapted from prior study
RQ E DQG H[WHQVLRQ DQG FR SR DWH HWKLFV

(Ahluwalia & Gürhan-Canli, 2000, Lee et
al. 2012) (e.g., “This �rm’s CSR activities
are relevant to its core business”).Coef�cient
DOSKD IR WKLV FRQVW XFW ZDV 0HDQZKLOH

the perceived corporate image-CSR �t (CI),
WKH SH FHL HG HOH DQFH R VLPLOD LW EHWZHHQ

the �rm’s corporate image and CSR activities,
ZDV PHDVX HG E DWHG DJ HHPHQW ZLWK WK HH

items (e.g., “This �rm’s CSR activities match
its corporate image”) adapted from Berens et
al. (2005) and John et al. (1998). Coef�cient
alpha for corporate image-CSR �t was 0.936.

7KH TXHVWLRQQDL H ZDV GHVLJQHG EDVHG RQ

W XVWHG VWXGLHV E H[SH WV R SDQHO MXGJHV

In addition, before of�cially conducting the
survey, a small-scale pre-test was performed
VR WKDW HVSRQGHQWV ZH H LQWH LHZHG WR JL H

RSLQLRQ DERXW WKH TXHVWLRQQDL H FRQFH QLQJ

ZR GLQJV DQG VW XFWX HV 2Q WKDW EDVLV

D PLQR H LVLRQ ZDV PDGH ZKH H DQ

PLVXQGH VWDQGLQJR DPELJXRXVZR GLQJVZH H

HOLPLQDWHG WR HQVX H FRQWHQW DOLGLW (WKLFDO

considerations, such as the respondents’ right
to anonymity, con�dentiality, privacy and non-
SD WLFLSDWLRQ DQG S RWHFWLRQ I RP GLVFRPIR W

ZH H DGKH HG WR GX LQJ WKH DGPLQLVW DWLRQ RI

WKH TXHVWLRQQDL H

RQWURO YDULDEOHV

7KRXJK WKLV VWXG DLPV WR LQ HVWLJDWH WKH

relationship between core business-CSR �t,
corporate image-CSR �t and brand loyalty,
S LR HVHD FK VXJJHVWV WKDW GHPRJ DSKLF

D LDEOHV VXFK DV DJH JHQGH R HGXFDWLRQDO

level (Homburg & Giering 2001, Lambert-
3DQG DXG /DX HQW DOVR LPSDFW E DQG

OR DOW 7KH HIR H ZH FRQW ROOHG IR VH H DO

D LDEOHV QDPHO JHQGH *HQ VPR LQJ

VWDWXV 6PR DQG HGXFDWLRQ OH HO (GX WR XOH

RXW DOWH QDWL H H[SODQDWLRQV IR E DQG OR DOW

QDO VHV

7KH VWXG HPSOR HG WKH FR HODWLRQ DQDO VLV

DQG PXOWLSOH HJ HVVLRQ DQDO VLV WR DQDO ]H WKH

GDWD FROOHFWHG )L VWO FR HODWLRQ DQDO VLV ZDV

XVHG WR REWDLQ WKH PHDQ VWDQGD G GH LDWLRQ

DQG FR HODWLRQV )ROORZLQJ WKDW HJ HVVLRQ

DQDO VHV ZH H SH IR PHG WR FRQW RO VH H DO

GHPRJ DSKLF D LDEOHV JHQGH HGXFDWLRQ

OH HO DQG VPR LQJ VWDWXV DQG WR H[DPLQH

WKH HODWLRQVKLS EHWZHHQ WKH SH FHL HG FR H

business-CSR �t and the perceived corporate
image-CSR�t andbrandloyalty.Anestimation
RI S RSR WLRQ RI D LDWLRQ LQ WKH GHSHQGHQW

D LDEOH ZDV DVVHVVHG XVLQJ WKH VTXD H RI WKH

multiple correlation coef�cients (R squared).
The relative importance and signi�cance of
HDFK RI WKH GLPHQVLRQV LV H DOXDWHG LQ WH PV

of beta-values at the signi�cance level of 0.05.

5HVXOWV

RUUHODWLRQ DQDO VLV

V FDQ EH VHHQ I RP WKH FR HODWLRQ

DQDO VLV QRQH RI WKH D LDEOHV VXIIH I RP

PXOWLFROOLQHD LW 7DEOH EHORZ DOVR LQGLFDWHV

that there is a signi�cant relationship between
WKH WZR LQGHSHQGHQW D LDEOHV DQG E DQG

loyalty among smokers residing in the UK.
The result shows that the core business-CSR
�t is signi�cantly and negatively correlated
with brand loyalty (-0.240, p<0.05). This
FOHD O LQGLFDWHV WKDW ZKHQ WKH H LV J HDWH

�t between the tobacco �rm’s core business
DQG &65 DFWL LWLHV LW HVXOWV LQ FRQVXPH V

GHF HDVLQJ E DQG OR DOW 6LPLOD O WKH

VHFRQG LQGHSHQGHQW D LDEOH WKH FR SR DWH

image-CSR �t has a negative and signi�cant
relationship with brand loyalty (-0.470,
S 7KLV ZRXOG PHDQ WKDW ZKHQ



5 6 5 21 2120 1 17 5 7 21

( 7(51 / ( 2120 6 5( (1r

FRQVXPH V SH FHL H WKH FRQJ XHQFH EHWZHHQ

the tobacco �rm’s corporate image and its
&65 DFWL LWLHV WKHL OR DOW WRZD GV WKH E DQG

GHF HDVHV &R HODWLRQ DQDO VLV DOVR SRLQWV RXW

WKH SRVLWL H FR HODWLRQ EHWZHHQ SH FHL HG

core business-CSR �t and perceived corporate
image-CSR �t (0.441, p<0.05).

As there is a signi�cant correlation
between the perceived core business-CSR �t
and corporate image-CSR �t in the correlation
DQDO VLV PXOWLFROOLQHD LW WHVWV ZH H

FRQGXFWHG E H[DPLQLQJ WKH WROH DQFH DOXH

and Variance In ation Factor (VIF) associated
ZLWK LQGHSHQGHQW D LDEOHV V D HVXOW RI

WKLV S RFHGX H WROH DQFH DOXHV H[FHHG

3DOODQW DQG 9,)V D H EHORZ WKH

VXJJHVWHG WK HVKROG 0DVRQ 3H HDXOW

LQGLFDWLQJ QR VH H H PXOWLFROOLQHD LW

LQ WKLV VWXG 7DEOH

5HJUHVVLRQ DQDO VLV

5HJ HVVLRQ DQDO VLV ZDV DGRSWHG WR

H[DPLQH WKH HODWLRQVKLS RI WKH FR SR DWH

perceived �t between core business/corporate

7DEOH RUUHODWLRQ 0DWUL

Sig. (2-tailed) P<0.05 (In bold)

9DULDEOH 0HDQ 6 U U , U U *HQ U (GX U 6PR

&%

&,

%/

*HQ -0.094 -0.011
(GX

6PR -0.059 -0.013 -0.029
N

CB: Core business-CSR �t; CI: Corporate image-CSR �t; BL: Brand loyalty

HQ HQGHU (GX (GX DWL Q HYH P P NLQJ VWDWXV

7DEOH 5H UHVVLRQ PRGHO

0RGHO VXPPDU HSHQGHQW

DULDEOH EUDQG OR DOW HWD 7 6L 7ROHUDQFH 9,)

&RQVWDQW

*HQGH

(GXFDWLRQ OH HO

6PR LQJ VWDWXV -0.039 -0.538
Perceived core business-CSR �t -0.035 -0.429
Perceived corporate image-CSR �t -0.457 -5.663

R squared = 0.24, Adjusted R squared = 0.214
Sig., Signi�cant, VIF, Variance In ation Factor
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LPDJH DQG &65 DFWL LWLHV DQG E DQG OR DOW

7KH HVXOWV RI WKH HJ HVVLRQ DQDO VLV ZH H

VKRZQ LQ 7DEOH V LOOXVW DWHG LQ 7DEOH

WK HH FRQW RO D LDEOHV JHQGH HGXFDWLRQ

OH HO DQG VPR LQJ VWDWXV DQG WZR LQGHSHQGHQW

variables (the perceived corporate image-CSR
�t and core business-CSR �t) were added
WR WKH HJ HVVLRQ 7KH HJ HVVLRQ DQDO VLV

VKRZHG DQ 5 VTXD H RI ZKLFK LQGLFDWHV

WKDW RI WKH D LDWLRQ RI E DQG OR DOW LV

explained by the perceived �t between CSR
DFWL LWLHV DQG FR H EXVLQHVV DQG WKDW EHWZHHQ

&65 DFWL LWLHV DQG FR SR DWH LPDJH

*HQGH HGXFDWLRQ OH HO DQG VPR LQJ VWDWXV

are statistically insigni�cant relationship with
E DQG OR DOW 5HJD GLQJ WKH LQGHSHQGHQW

variables, β=-0.457, S ZKLFK

has reached a statistical insigni�cance, means
that the perceived corporate image-CSR �t
LV QHJDWL HO HODWHG WR E DQG OR DOW 7KLV

means that the higher the level of �t between
FR SR DWH LPDJH DQG &65 DFWL LWLHV WKH PR H

willing they are to purchase the organization’s
S RGXFWV DQG WR HFRPPHQG WKRVH S RGXFWV WR

I LHQGV DQG HODWL HV

+RZH H DV WKH VWDQGD GL]HG HJ HVVLRQ

coef�cient for the perceived core-business-
CSR �t is (-0.035) with the signi�cance
OH HO RI K SRWKHVLV LV QRW VXSSR WHG

OWKRXJK WKH 3HD VRQ FR HODWLRQ DQDO VLV

LQGLFDWHV WKDW WKH H LV D QHJDWL H FR HODWLRQ

between the perceived �t between core
EXVLQHVV DQG &65 DFWL LWLHV DQG E DQG OR DOW

HJ HVVLRQ HVXOWV S R H WKDW QR DVVRFLDWLRQ

ZDV GHWHFWHG HJD GLQJ WKH SH FHL HG FR H

business-CSR activities �t and brand loyalty.
7KLV HVXOW VXJJHVWV WKDW ZKHQ FRQVXPH V

perceive the greater �t between the tobacco
brand’s corporate image and CSR activities,
WKHL E DQG OR DOW LV QRW DIIHFWHG

LVFXVVLRQ DQG ,PSOLFDWLRQV

LVF VVLRQ

7KH FHQW DO SX SRVH RI WKLV HVHD FK LV WR

examine the in uence of the perceived �t
EHWZHHQ &65 DFWL LWLHV DQG FR H EXVLQHVV

FR SR DWH LPDJH RQ E DQG OR DOW LQ WKH

WREDFFR LQGXVW TXDQWLWDWL H PHWKRG ZLWK

PXOWLSOH HJ HVVLRQ DQDO VLV DSS RDFK ZDV

XVHG WR GHWH PLQH ZKHWKH E DQG OR DOW DQG

corporate perceived �t (core business-CSR �t
and corporate image-CSR �t) are connected.

)LQGLQJV RI WKH HVHD FK GL XOJH ERWK

XQLIR PLW DQG LQFRQVLVWHQF ZLWK WKH

H[LVWLQJ H[WHQVL H OLWH DWX H FRQFH QLQJ WKH

S RSRVHG FRQFHSWXDO I DPHZR (PSL LFDO

HVXOWV I RP GDWD DQDO VLV IDLO WR VXSSR W

+ SRWKHVLV ZKHQ LW LV IRXQG WKDW WKH H

is no signi�cant relationship between the
perceived core business-CSR �t and brand
OR DOW LQ WKH WREDFFR LQGXVW :KLOH WKH

HODWLRQVKLS LV LQ WKH H[SHFWHG GL HFWLRQ

it is statistically not supported (β=-0.035
DQG S 7KLV VWDQGV LQ FRQW DVW

with �ndings by Ham & Han (2013), who
con�rmed that customers related hotels’ core
EXVLQHVVHV DQG J HHQ S DFWLFHV SRVLWL HO

ZKLFK DV D HVXOW DIIHFWHG WKHL SX FKDVH

intentions toward the hotels or Hoef er &
.HOOH ZKR IRXQG D SRVLWL H HIIHFW

from the �t between a �rm’s core business
DQG D VRFLDO FDXVH RQ DWWLWXGHV WRZD G WKH

�rm. One possible explanation might be
WKDW VPR H V PLJKW DF QRZOHGJH WKH HIIR W

WR DOLJQ WKH LPSOHPHQWDWLRQ RI WKH WREDFFR

corporation’s CSR activities with its type
RI EXVLQHVV EXW LW PLJKW EH SK VLRORJLFDOO

LPSRVVLEO IR WKHP WR JL H XS RQFH WKH D H

GHSHQGHQW RQ WKH S RGXFW +HDO :KLOH
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tobacco �rms have been punished either by
the government levying high taxes on or anti-
tobacco activists �ling lawsuit against them,
WKH HVSRQVH RI VPR H V WRZD GV WKH KD PIXO

S RGXFW LV XOHG RXW +HDO

OWKRXJK WKH HMHFWLRQ RI K SRWKHVLV

might indicate that tobacco �rms seems to
EH LPPXQH WR DQ VDQFWLRQV I RP WKH SXEOLF

+ SRWKHVLV RQ WKH RWKH KDQG LV WRWDOO

supported with the standardized coef�cient
RI QHJDWL H ZKLFK H HDOV DQ LQ H VH

HODWLRQVKLS EHWZHHQ FR SR DWH SH FHL HG

corporate image-CSR �t and brand loyalty.
7KLV HVXOW LPSOLHV WKDW FR SR DWH LPDJH

KDV D ROH WR SOD DV WR ZKHWKH WR G L H

R LPSHGH E DQG OR DOW 7KLV KRZH H

stands in contrast with several �ndings by
7 LPEOH 5LIRQ ZKR KLJKOLJKW WKH

SRVLWL H HIIHFW RQ ID R DEOH DWWLWXGH WRZD GV

a speci�c �rm when it implements CSR
S DFWLFHV FORVH WR LWV FR SR DWH LPDJH WKH

study by Nan & Heo (2007) or Zdravkovic
et al. (2010) who con�rm the positive impact
HJD GLQJ WKH FR HVSRQGLQJ PDWFK EHWZHHQ

a �rm’s corporate image and a sponsored
DFWL LW :KLOH OLWWOH WR QR HVHD FK KDV

investigated the perceived �t of a �rm’s CSR
DFWL LWLHV ZLWK FR SR DWH LPDJH QG HDVVHQ

/LQGHVWDG /HH HW DO R WKH

HOH DQW S H LRXV HVHD FK ZDV FRQGXFWHG

with �ctitious �rms (Trimble & Rifon 2006,
Nan & Heo 2007), �ndings from this study
provide a more realistic insight into the �t of
FR SR DWH LPDJH LQ &65 HVHD FK ZLWKLQ WKH

WREDFFR LQGXVW

7KH HDVRQ FRQGXFLQJ WR WKLV FRQW DVWLQJ

�nding is that tobacco �rms are essentially
QRWR LRXV DV EHLQJ VRFLDOO L HVSRQVLEOH DQG

SRR HWKLF SH IR PDQFH VW HWFKLQJ I RP WKH

past (Menon & Kahn 2003). Tobacco �rms
D H JL HQ DV WKH FXOS LW RI KXPDQ KHDOWK

GHWH LR DWLRQ S RGXFW FKD DFWH LVWLFV DQG WKH

SDVW SRR SH IR PDQFH RI WKH WREDFFR LQGXVW

This has in part generated people’s impression
of tobacco �rms as bad actors in the market.A
typical example of people’s denial of tobacco
�rms’ efforts is British American Tobacco
donating to the University of Nottingham
LQ HVWDEOLVKLQJ &65 HVHD FK FHQWH DQG

IRPHQWLQJ D IX LRXV RXWF VX RXQGLQJ

WKLV SKLODQWK RSLF DFWL LW 0DJXL H

Besides, the irreconcilable con icts between
tobacco corporations and anti-tobacco
NGOs have fueled the consumers’ cynicism
of the industry’s driver to engage in CSR.
Despites the industry’s attempt to create
IDQID H D RXQG &65 LQLWLDWL HV HOH DQW

SXEOLF KHDOWK R JDQL]DWLRQV D H VWLOO RXW DJHG

at big tobacco’s tactics, which they claims
D H VXE H WLQJ WREDFFR FRQW RO OHJLVODWLRQ

7DQVH :+2

5HVXOWV I RP HJ HVVLRQ DQDO VLV DOVR

GLVFORVH WKH SH FHSWLRQ RI E DQG OR DOW

among UK smokers. Despite the growing
HJXODWR I DPHZR V DQG XQSD DOOHOHG

HVW LFWLRQ RQ WREDFFR DG H WLVLQJ FLJD HWWH

E DQGV VWLOO HQMR WKH KLJK E DQG OR DOW RI DOO

FRQVXPH S RGXFWV 7KLV LV HVSHFLDOO WKH FDVH

when cigarette consumption is in long-term
decline in the UK and e-cigarettes have been
LQW RGXFHG LQ WKH PD HW KHOSLQJ WREDFFR

�rms entrench brand loyalty (Atkinson
7REDFFR E DQGV DLP WR WD JHW VPR H V

I RP HD O RI WKHL OLIH E DOLJQLQJ &65

activities with the core business- tobacco
S RGXFWV ZLWK D KLJK FRQFR GDQFH EHWZHHQ

the brand �rst tried and the one ultimately
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FKRVHQ DV D XVXDO E DQG 7KH HIR H RQFH

FRQVXPH V D H DGGLFWHG WR WKH E DQG WKH H LV

OLWWOH OL HOLKRRG WKDW WKH ZLOO VZLWFK WR RWKH

E DQGV V LOOXVW DWHG I RP WKH HPSL LFDO

HVXOWV FRQVXPH E DQG OR DOW LV QRW XQGH

the in uence of the perceived �t between
the tobacco brand’s core business and CSR
DFWL LWLHV 7KLV PLJKW EH DFFRXQWHG IR E

WKH SDVW H[WHQVL H PD HWLQJ HIIR WV WHDPHG

ZLWK D KLJKO DGGLFWL H LQJ HGLHQW ZLWKLQ WKH

WREDFFR LQGXVW +HDO 6+

+RZH H E DQG OR DOW LV QHJDWL HO DIIHFWHG

by the �t between corporate image and the
practices of CSR among tobacco �rms.
([SODQDWLRQ IR WKLV HODWLRQVKLS FDQ EH

VRXJKW LQ WKDW DWWHPSWV WR HIR P WKH FR SR DWH

image by tobacco �rms are not strong and
HIIHFWL H HQRXJK WR FRXQWH WKH FRQVXPH

past experience of tobacco �rms’ behavior.
)XQGDPHQWDOO &65 LPSOHPHQWDWLRQ VWLOO

KDV DQ LPSDFW RQ G L LQJ R KDPSH LQJ E DQG

OR DOW ZLWKLQ WKH WREDFFR LQGXVW

%DVHG RQ WKH HPSL LFDO HVXOWV LW FDQ EH

inferred that the perceived corporate image-
CSR activities �t is deemed as a more critical
variable thantheperceivedcore business-CSR
�t in brand loyalty. It is of crucial importance
for tobacco �rms to strategically design
&65 DFWL LWLHV DQG HQKDQFH WKH FR SR DWH

LPDJH :KLOH RWKH LQGXVW LHV PLJKW ZDQW WR

PDWFK WKHL &65 VW DWHJLHV ZLWK FR SR DWH

LPDJH WKH HQXH IR WREDFFR FR SR DWLRQV

VKRXOG EH GLIIH HQW ZKLFK LV PR H DERXW

emphasizing the re�nement of long-lasting
FR SR DWH LPDJH DWKH WKDQ KHLJKWHQLQJ WKH

perceived �t. Managing the corporations’
�t with CSR practices strategically and
FRQVFLHQWLRXVO ZLOO XOWLPDWHO OLIW XS E DQG

OR DOW DQG EHFRPH S DJPDWLF JXLGDQFH IR

&65 SH IR PDQFH WKR RXJK XQGH VWDQGLQJ

RI WKH FR SR DWH LPDJH DQG KRZ WR FXOWL DWH LW

LQ WKH PD HW ZRXOG GHSLFW D EHWWH SLFWX H RI

the tobacco �rm - one that harbors ethicality,
S LQFLSOHV DQG HVSRQVLELOLW IR WKH JHQH DO

SXEOLF

Ultimately, it is implied that tobacco �rms
when taking into account �t with CSR, should
VF XWLQL]H WKH DVVRFLDWLRQ EHWZHHQ FR SR DWH

LPDJH DQG &65 S DFWLFHV 7KH QHJDWL H HIIHFW

of the tobacco industry’s corporate image-
CSR �t would suggest that the perceived �t
WKHR PLJKW QRW EH J RXQGZR IR WREDFFR

�rms to determine types of investment in CSR
activities. Practically, the �ndings unveil that
tobacco �rms, when trying to use marketing
HIIR WV WR FRPPXQLFDWH &65 DFWL LWLHV WR

FRQVXPH V VKRXOG QRW GL HFW WRZD G WKH

FRQJ XHQFH EHWZHHQ &65 DFWL LWLHV DQG WKH

FX HQW FR SR DWH LPDJH

,PSOLFDWLRQV

7KH VWXG RIIH V ERWK WKHR HWLFDO DQG

PDQDJH LDO LPSOLFDWLRQV DERXW WKH S DFWLFHV

RI &65 LQ WKH WREDFFR LQGXVW )L VW

WKH HVHD FK PD HV VH H DO LQQR DWL H

FRQW LEXWLRQV WR WKH OLWH DWX H RI PD HWLQJ

PDQDJHPHQW DQG EXVLQHVV HWKLFV 7KLV LV

EHFDXVH WKH H LV VFDQW HVHD FK LQWR WKH GL HFW

relationship between the perceived �t with
&65 DW FR SR DWH OH HO DQG SH FHSWLRQ RI D

S RGXFW E DQG LQ WH PV RI OR DOW

Second, �ndings of the study offer
SH WLQHQW LPSOLFDWLRQV IR WKH WREDFFR

management. The �rst implication is related
WR FOD LI LQJ RQH RI WKH PDMR ZR LHV RI WKH

WREDFFR LQ JHQH DO DV WR ZKHWKH DGRSWLRQ RI

&65 DFWL LWLHV LV ZR WKZKLOH WKHL HIIR WV

The �nding of the study endorses the
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H[LVWHQFH RI WKH QHJDWL H DVVRFLDWLRQ EHWZHHQ

the perceived corporate image-CSR �t and
brand loyalty and it suggests that �rms should
pursue ethical policies because in this well-
FRQQHFWHG JOREDO PD HW ZKH H W DQVSD HQF

LV S LR LWL]HG DQG LQIR PDWLRQ DERXW E DQGV

D H D DLODEOH D W XH HWKLFDO EHKD LR LV RQH

the privileges driving �rms to success.

+RZH H LW LV LQWH HVWLQJ WR GHWHFW WKDW WKH

HQXHV DQG SH VSHFWL HV IR PDLQVW HDP &65

efforts by tobacco �rms are different from
QR PDO &65 7KH WREDFFR LQGXVW LV SODFHG

DW WKH ORZHVW OH HO RI VRFLDO DFFHSWDQFH DQG

SXEOLF OHJLWLPDF GXH WR HOH DQW SXEOLF

V HSWLFLVP DQG VW LFWH VF XWLQ RI WKHL

&65 DFWL LWLHV VKIR WK *LEEV

7KH HIR H WKH WREDFFR LQGXVW QHHGV WR

FRPH WR WH PV ZLWK WKH IDFW WKDW WKHL &65

DFWL LWLHV ZLOO EH OLPLWHG WR WKH FRPPRQ JRRG

DV LW LV GHHPHG WR XQ FRXQWH VRFLDO HWKLFDO

VWDQGD GV 7R PD H WKHL E DQGV SH FHL HG

DV HWKLFDO WREDFFR FR SR DWLRQV VKRXOG QRW

HO RQ QR PDO &65 S DFWLFHV DQG &65

FRPPXQLFDWLRQV 6RPH LQLWLDO VXJJHVWHG

actions for tobacco �rms to propel consumer
W XVW D H WR ZLWKG DZ I RP DFWL LWLHV WKDW PD

FDXVH RXWF DQG F QLFLVP

/LPLWDWLRQ DQG V JJHVWLRQ IRU I W UH

UHVHDUFK

7KLV HVHD FK FRQWDLQV VH H DO OLPLWDWLRQV

The �rst limitation of the study is the research
VDPSOH 7KH VDPSOH LV WKH FRPELQDWLRQ RI

ERWK VQRZEDOO DQG ROXQWHH LQJ VDPSOLQJ

from smokers in Hudders�eld, which is far
I RP DQGRP VDPSOLQJ 7KLV PLJKW SRVVLEO

OHDG WR VRFLDO ELDV DQG WKH HVSRQVH RI WKH

SD WLFLSDQWV QRWKH LVVXH FRQFH QLQJ WKH

HVHD FK VDPSOH LV WKH HODWL HO VPDOO VL]H

is relatively small, which are not suf�ciently
high to statistically generalize the UK’s
VPR H V 7KH HIR H LQ WKH IXWX H HVHD FK

PR H WLPH VKRXOG EH GHGLFDWHG WR GDWD

FROOHFWLRQ LQ R GH WR DFTXL H WKH QXPEH RI

HVSRQGHQWV KLJK HQRXJK IR JHQH DOL]DELOLW

6HFRQGO WKH VDPSOH LV VROHO OLPLWHG

to smokers from the UK. Hypotheses were
FRQVW XFWHG S LPD LO EDVHG RQ HVHD FK WKDW

R LJLQDWHG R FRQGXFWHG LQ:HVWH Q FRXQW LHV

7KH HIR H WKH JHQH DOL]DELOLW RI HVHD FK

�ndings might only valid for samples from
:HVWH Q QDWLRQV ZKLOH WKH HVXOWV IR RXWVLGH

RI :HVWH Q ZR OG LV REVFX H ,Q OLJKW RI

WKDW IXWX H VWXGLHV HODWHG WKH GLVVH WDWLRQ

WRSLF VKRXOG EH EDVHG RQ VDPSOHV RI VLDQ

consumers or even cross-country samples
WR JHW WKH PRVW FRPS HKHQVL H DQDO VLV

0R HR H HVHD FKHV FDQ EH FRQGXFWHG RQ

RWKH W SHV RI S RGXFWV DQG VH LFHV VXFK DV

WRX LVP R EDQ LQJ VH LFHV

In addition, although this study veri�es
the impact of the �t theory on product
E DQG OR DOW LW GRHV QRW WD H LQWR DFFRXQW

RWKH SRWHQWLDO IDFWR V VXFK DV QRZOHGJH

S LFH R H[SH LHQFH ZKHQ FRQVXPH V PD H

SX FKDVLQJ GHFLVLRQV &XOWX DO GLIIH HQFHV

DOVR KD H DQ LPSR WDQW ROH WR SOD LQ WKH

SH FHSWLRQ RI E DQG OR DOW 6XFK D LDEOHV

probably play a signi�cant role in customers’
S RGXFW R VH LFH H DOXDWLRQ 7KH HVHD FKH V

VXJJHVW WKDW IXWX H VWXGLHV FDQ EH IRFXVHG

RQ FRQVW XFWLQJ DQ H[WHQVL H FRQFHSWXDO

I DPHZR RI KRZ VXFK D LDEOHV PHGLDWH WKH

DVVRFLDWLRQ EHWZHHQ WKH FR SR DWH SH FHL HG

�t and brand loyalty.q
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