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Certain types of corporate social responsible activities such as tobacco-related CSR 

conducted by tobacco companies have engendered controversy in regard to their ulterior 

motives.  This study aimed to examine the effects of CSR activities of tobacco companies 

depending on CSR-type, with a central focus on Philip Morris. This study investigated the effects 

of CSR on perceived motivation, attitudes toward CSR and the corporation, evaluation of 

corporate identity, and behavioral intentions. Additionally, smoking status and national 

differences were factored as variables. Online surveys were conducted. The results showed that 

the effects of CSR activities on perceived motivation were differentiated depending on smoking 

status and nationality.  As people perceived motivation of CSR as mutually beneficial, they 

evaluated the corporation as socially responsible and showed more favorable attitudes toward 

CSR and the corporation. The evaluation of CI and attitudes were also closely related with 

behavioral intentions relating to Philip Morris.   

 



 

CHAPTER 1 
INTRODUCTION 

Over the course of the 20th century, tobacco is estimated to have caused the death of over 

100 million people (American Cancer Society, 2007).  By the end of the 21st century, this 

number is projected to exceed 1 billion.  In the U.S. alone, more than 430,000 people die from 

cigarette-related diseases each year (Armour, Woollery, Malarcher, Pechacek, & Husten, 2005). 

This means that one of every five deaths is caused by tobacco use (Centers for disease control 

and prevention, 2006).  Thanks to growing awareness of the severe problems caused by tobacco 

use, the U.S. government has made significant strides in tobacco control since the mid-1990s 

(McDaniel, Smith, & Malone, 2006).  Public health initiatives have since translated into a series 

of intensive anti-smoking campaigns. (McDaniel et al, 2006).     

Beginning in the mid-1990s, tobacco companies unexpectedly followed suit, making the 

controversial decision to launch anti-smoking campaigns of their own. One of the most visible of 

these campaigns was a youth smoking prevention campaign conducted by the world’s largest 

cigarette manufacturer, Philip Morris.  Entitled, “Think. Don’t Smoke,” the campaign consisted 

of over 130 programs, conducted simultaneously in more than 70 countries beginning in 

2001(Landman et al, 2002).  To promote its campaign, Philip Morris now spends nearly $300 

million annually and has stressed strongly that the goal of the campaign is to protect underage 

children and teenagers from smoking (Tugend, 2002).  Some scholars and media have 

interpreted these activities in a positive way as charitable works meant to create a socially 

responsible corporate image by giving back to society (Metzler, 2001).  Nonetheless, this 

groundbreaking type of anti-smoking campaigning led by tobacco companies has generated 

controversy over possible ulterior motives behind its campaigns.  
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Most scholars and public health activist groups have labeled such campaigns as a 

sophisticated means of increasing profit (Landman et al, 2002; McDaniel et al, 2006; When 

Don’t Smoke Means Do, 2006).  This was claimed to occur when tobacco companies attempted 

to transform their unfavorable image into a socially responsible one to create favorable attitudes 

toward their products. Critics (Landman et al, 2002; Farrely et al, 2002) further argue that the 

industry-driven anti-smoking campaigns are aimed at generating a customer base from youths 

rather than showing social commitment. As a matter of fact, multiple studies have revealed that 

industry-driven anti-smoking campaigns are generally ineffective in altering youth attitudes 

toward smoking (Landman et al, 2002; Farrely et al, 2002).  

In addition to anti-smoking campaigns, tobacco companies have conducted multiple 

charitable works in areas unrelated to tobacco.  For example, Philip Morris has supported local 

community-building, conducted recycling campaigns for the environment (Philip Morris’s 

annual report, 2007), and has donated over $100 million over the past 40 years to fight poverty in 

the U.S. (Business wire, 1999).  Considering these different types of corporate social 

responsibility (CSR), it is difficult to conclude that all of the tobacco industry’s corporate social 

responsible trials are merely thinly-veiled attempts to generate profits as some researchers argue 

(McDaniel et al., 2006; Farrelly et al., 2002).   

The tobacco industry’s charitable CSR practices could instead be explained by current 

business trends.  Over the past ten years, CSR practices have proliferated at an extraordinary 

rate, now reaching a global scale.  Corporations have expended greatly for CSR practices, 

exceeding $1 billion annually (Barone, Miyazaki, & Taylor, 2000).  Regardless of industry type, 

conducting CSR activities has been one of the distinguished trends for corporations during this 

century (David, Kline, & Dai, 2005).  This may explain why in addition to Philip Morris, most 
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big tobacco companies such as British American Tobacco have followed Philip Morris’ lead in 

the tobacco industry in the name of CSR (McDaniel et al, 2006).   

People’s evaluation and attitudes toward a corporation may depend on the type of CSR. 

Many researchers point out that when people face CSR activities, the effects of CSR differentiate 

depending on people’s perceived motivation behind the CSR (Webb & Mohr,1998; Bae & 

Cameron,2007; Baron, Miyazaki & Taypor, 2000; Ellen, Mohr & Webb, 2000). Thus, this study 

aims to examine the effects of a tobacco company’s CSR practices on perceived motivation 

behind the CSR, as well as corporate identity, attitudes toward Philip Morris and behavioral 

intention of information-seeking and discussion of the CSR activities. Phillip Morris was 

selected as the focus of this study, as the largest tobacco company and leader in the industry.   

This study will recruit college students in the U.S. and Korea and test their attitudes and 

behavioral intentions toward Phillip Morris’ CSR programs.  Phillip Morris - like other global 

corporations - runs their anti-smoking prevention campaigns and other socially responsible 

programs on a global scale.  In order to test whether the effects of Phillip Morris CSR programs 

are universal across different nations, responses from college students in the U.S. will be 

compared to those from Korean college students.  

To date, few studies have addressed what kinds of CSR affects corporations that sell 

harmful products and whether their CSR practices are perceived as socially responsible.  As a 

result, this research aims to provide greater insight and a deeper understanding of tobacco 

industry CSR.   

By examining the effects of tobacco industry CSR based on CSR-type, this study is 

anticipated to uncover information on the concrete effects of each CSR type (tobacco-related/ 

tobacco-unrelated).  This information would thus provide useful information for public health 
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practitioners who work closely with anti-smoking campaigning.  



 

CHAPTER 2 
LITERATURE REVIEW 

To most adequately discuss the critical factors in relation to the effects of tobacco industry 

CSR, both the concept of CSR and various approaches toward it must first be addressed.  Based 

on the above discussion, tobacco industry CSR will be typified.  

The Concept of CSR 

From the 19th century through the early 20th century, maximizing corporate profit as a 

company’s sole objective was widely regarded as a legitimate goal in the absence of any 

perceived obligation to share social responsibility with society.  However, beginning in the early 

1920s, the concept of CSR first made its presence felt in the corporate world.  At that time, CSR 

was primarily conducted through charity by certain wealthy individuals, such as Henry Ford 

(Clark, 2000).  Following the close of the First World War, social business environments had 

transformed dramatically, and were accompanied by growing public expectations of 

corporations.   

As corporations were forced to adjust to these new and ever-changing business 

environments, many corporations began to seriously reconsider once standard business practices 

to better handle new and complex situations.  It was from this setting that discussion of the need 

for CSR from a social system perspective naturally arose in the 1920’s.  Sheldon (1924) 

examines this concept of social responsibility in his work “The Social Responsibility of 

Management.”  Here, Sheldon argues that corporations necessarily regard the business 

environment as a complex organism. Consequently, the purposes of a corporation were not only 

for servicing economic wealth but also for addressing social and moral issues by practicing 

social responsibility.  This perspective differs markedly with the classic approach, which regards 

the function of business as that of solely providing goods and services.  However, practicing 
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social responsibility gradually came to be viewed as necessary to succeed in a dynamic social 

system.  

By contrast, Bowen (1954) contends that CSR might better be explained from an ethical 

perspective.  In his book, entitled “Social Responsibility of Businessman” Bowen contends that 

CSR is the responsibility of a businessman to meet ethical obligations and follow the ethical 

demands of society.   His attempts to associate classic corporate responsibility with maximizing 

profits by serving goods with an ethical obligation had far-reaching implications.  Bowen’s work 

ultimately extended CSR to include an ethical perspective (Yoon, 2006).  Several definitions of 

CSR have since been proposed and debated in this area of discussion.   As McGuire (1963) and 

Davis (1973) insist, corporations have obligations that extend beyond narrow economic and legal 

requirements.   

From yet another perspective, Davis and Bloomstrom (1975) define CSR as the 

responsibility of management for both organizational interests and the well being of society as a 

whole.  Woods (1991) furthers this notion, asserting that “the basic idea of corporate social 

responsibility is that business and society are interwoven rather than distinct entities; therefore, 

society has certain expectations for appropriate business behavior and outcomes” (p.695).  In his 

view, businesses do not need to shoulder responsibility for all social issues but instead must at 

least in some way try to resolve all relevant social issues.  In a similar fashion, De George (2006) 

depicts CSR as a corporation’s ethical concerns toward society.   

Put succinctly, the concept of CSR has broadened considerably from the classic view 

which held that businesses need only function to provide goods and services.  In its modern 

context, CSR now necessarily includes ethical responsibility as a crucial, if not central, 

component. 
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This broadened concept is best and most comprehensively captured by Carroll’s (1979) 

conceptual discussion.  According to Carroll (1979), the concept of CSR consists of four-

dimensions: economic, legal, ethical, and discretionary responsibilities.  Among these, economic 

responsibility ranks as the most fundamental and primary social responsibility of corporations, as 

they are obligated to produce goods and services that conform to social expectations, and are also 

expected to sustain the socioeconomic system.  Corporations must also fulfill their economic and 

social responsibilities by adhering to appropriate standards, whether laws or ethics.  Based on 

these social responsibilities, corporations are expected to perform discretionary responsibilities.  

Discretionary responsibilities, also known as philanthropic responsibilities, reflect “society’s 

desire to see businesses participate actively in the betterment of society, beyond the minimum 

standards set by the economic, legal and ethical responsibilities” (Carroll 1979, p. 505).     

Based on these conceptual definitions, it may be presumed that socially responsible 

corporations are responsible not only for legal and ethical operations of business, but also for 

actively exhibiting philanthropic responsibility. Depending on which responsibility will be more 

stressed, there are two different approaches toward CSR; marketing approaches and public 

relations approaches.   

Two Approaches to CSR 

There are two different approaches toward CSR; marketing approaches and public 

relations approaches. As David et al.(2001) explains, “although researchers in marketing and 

public relations both recognize the importance of corporate identity, the two camps focus on 

different immediate outcomes that accrue from CSR activities” (p. 293).  Here David et al. 

(2001) explains that marketing researchers try to focus on the possible financial profits to be 

gained by conducting CSR activities, whereas public relations researchers focus on creating and 

maintaining long-term, mutually beneficial relationships between the corporation and the public.   
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Marketing Approaches  

Barone and his colleagues (2000) studied the effects of CSR activities with the 

perspective that CSR is “a strategy designed to promote the achievement of marketing objectives 

(e.g. brand sales) via company support of social causes” (p.248).  From a marketing standpoint, 

Barone’s perspective toward CSR is representative.  Many scholars in the marketing field note 

that CSR activities are treated as popular marketing tools to maximize corporate financial profits 

through increasing corporate consciousness and creating and positioning the company or brand 

in a positive way (Arnott, 1994; Carringer, 1994; Garfield, 1993; Lantos, 2001; Barone, et al., 

2000).  This largely confirms the vast amount of research on CSR effects on consumer 

purchasing intent as well as the general conclusion that CSR stimulates public consumption by 

improving corporate image (Arnott, 1994; Carringer, 1994; Garfield, 1993; Lantos, 2001).  

Furthermore, studies also show that CSR is capable of positively affecting public opinion of new 

products (Brown, & Dacin, 1997; Creyer, &Ross, 1997; Ellen, Mohr, & Webb, 2000).    

However, because the purpose of the marketing perspective of CSR activities is primarily 

to increase profit, researchers in this field warn of potential backlash effects of CSR. Sen and 

Bhattachary (2001) question CSR’s function to solely improve financial profits, concluding that 

in some cases CSR can decrease public purchasing intentions toward certain products.  They 

suggest backlash effects may be derived from public perceptions that there are ulterior motives 

behind CSR.  Thus, because these marketing approaches toward CSR are focused on achieving 

profits by utilizing goodwill activities, main research streams are seeking to maximize the effects 

of CSR and minimize possible backlash effects of CSR.   

In sum, the marketing perspective focuses more so on economic responsibility as the 

most fundamental and primary social responsibility of corporations. Other dimensions of CSR 
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such as performing ethical responsibilities or discretionary responsibilities are regarded as 

supporting strategies for operating businesses more effectively.   

Public Relations Approaches  

Unlike the marketing perspectives mentioned above, the field of public relations 

addresses primarily the CSR practices of philosophical and normative activities expected by 

society (David, Kline, & Dai, 2005).  In dealing with the public relations perspective of CSR, 

David’s analysis is perhaps the most embracing and comprehensive.  Here, David suggests that 

CSR in the field of public relations is treated as a “function with moral, ethical, and social 

obligations that provide the scaffolding for mutually beneficial exchanges between an 

organization and its publics” (p.293).  It is “beyond short-term profitability, focusing instead on a 

corporation’s commitment to avoiding harm and improving society’s well-being” (p.293).   In 

other words, in public relations, CSR’s ultimate goal is to create and maintain long-term, 

mutually beneficial relationships between the corporation and the public by strategic 

communication.  Its goal is not to maximize financial profits, but instead to create and maintain 

trustworthy, transparent, mutually beneficial, and long-term relationships.  

A recent study by Clark (2000) offers a more definitive view of public relations and CSR.  

Following a comparison of the origins of both discipline’s theories, mechanisms, purpose and 

functions, Clark concludes both are quite similar in each respect.  By comparing the character of 

CSR to public relations, Clark asserts that CSR is best understood within a public relations 

framework. This is because both fields deal with interwoven and reciprocal relationships 

between publics and communities and because the best practices of CSR may be through two-

way symmetrical public relations which Grunig (1984) suggests as ideal.  The purpose of public 

relations is not only concerned with reputation management, but also a pursuit of mutual 

interests through two-way symmetrical communication with publics.  This encompasses 
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communities, creating credibility, maintaining solid relationships, and effective issue 

management.  This holds especially true in the ethical and discretionary dimension, where the 

function and purpose of CSR activities is closely aligned with public relations functions, and not 

the mere profit aims of the marketing function.  This partially explains why the potential for 

backlash arises when corporations implement CSR marketing tools to increase profits, instead of 

recognizing the importance of a public relations perspective.    

Summarily, there are two practical approaches to CSR: marketing approaches and public 

relations approaches.  Marketing approaches treat CSR as a strategy to increase financial profits, 

whereas public relations approaches interpret CSR as mutually beneficial activities expected by 

society.  Based on this broad discussion of CSR, a closer examination of tobacco industry CSR is 

warranted.  

Philip Morris’s CSR Activities and the Types 

Philip Morris’s CSR Activities   

Over the past decade, tobacco companies have faced numerous problems and setbacks, 

from FDA regulatory actions targeting tobacco to public’s challenges posed by nonprofit public 

health organizations (Mcdaniel et al,2006; Kluger, 1996).  Public health activists too, have 

attempted to increase awareness of the harmful effects of smoking and seek enactment of further 

regulation on smoking.  In recent years, tobacco companies have also experienced a dramatic rise 

in litigation related to the harmful effects of smoking, and an increasingly unfavorable and 

widespread public perception of smoking (Mcdaniel et al,2006; Kluger, 1996). Consequently, 

tobacco companies have been forced to confront these challenges.  As McDaniel et al. (2006) 

notes, Philip Morris first initiated its CSR practices during this period, with their CSR activities 

primarily delegated to the “Sunrise Project.” In his evaluation of the project, McDaniel criticizes 

the corporation for seeking to only generate increased revenue and gain public credibility 

17 



 

(McDaniel et al., 2006).  Here, some representative CSR activities of Philip Morris are 

introduced to help better understand the company’s CSR.  

Controversial Aspects of Philip Morris’s CSR  

Landman et al. (2002) criticize the controversial aspects of the tobacco industry’s CSR 

activities by noting that when people visit cigarette manufacturers’ websites, they may initially 

believe the websites are owned by public health promotion service organizations.  This is 

because the tobacco industry – namely Philip Morris as the industry leader – voluntarily provides 

information on the harmful effects of smoking and encourages abstinence from smoking through 

corporate websites to develop an image of corporate social responsibility.  

Like most corporate sites that advertise CSR efforts among their primary web content 

(Esrock, S.L.& Leichty, G.B., 1998), Philip Morris also provides intensive information of its 

CSR activities through its website.  Specifically, the corporation has established the Philip 

Morris International website for the purpose of publicizing its CSR activities. The site covers a 

variety of topics including the corporation’s mission, warnings and information on the harmful 

effects of smoking, as well as public relations trials toward publics, youth smoking prevention 

campaigning as a primary CSR activity, and social issues such as child labor.  Consequently, the 

website’s announced purpose of promoting public health quickly drew widespread criticism.  

Moreover, Philip Morris’ U.S. website offers even more detailed information regarding CSR 

activities.  It not only emphasizes community relationships such as its employee community fund 

and employee volunteerism, but also environmental relationships such as solid waste recycling, 

cigarette litter prevention, cessation support, and youth smoking prevention.  On both websites, 

Phillip Morris’ youth smoking prevention is treated as one of their major CSR activities.  

Whereas other programs such as the Cigarette Litter Prevention Program are introduced as sub-

categories, the youth smoking prevention project is designated as one of the primary categories 
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of CSR activities.  Specifically, information is provided that includes their approaches, research 

relating to youth smoking, resources for parents, and its campaign project entitled “Talk. They’ll 

listen.”   

However, Mcdaniel et al. (2006) expresses concern about Philip Morris’s CSR activities 

on key stakeholders.  Here, he asserts the following:  

Among tobacco companies, Philip Morris has responded uniquely to its de-legitimization 
by developing its own initiatives aimed at restoring its credibility and achieving a more 
favorable place in public and policymaker opinion. Corporate philanthropy, social 
responsibility programmes, public messages about the risks of smoking, and partnerships 
with public organizations are part of these efforts.  These types of outreach threaten to 
undermine de-legitimization messages and suggest to the public, market analysts, and 
policymakers that PM has genuinely changed and is a worthy partner in public health. 
(p.216)   

Many other scholars also agree with this critical perspective – that Philip Morris utilizes 

CSR activities as key marketing tools to achieve financial success (Chapman, 2004; Hirschhorn, 

2004; McDaniel et al., 2006).  They argue the corporation’s bottom line is to achieve financial 

success through manipulation of public opinion and perception of tobacco products.  As a result, 

people should be cautious to embrace its CSR activities and remain aware of potential underlying 

motives.  However, the hesitance and refusal to lend credibility to Phillip Morris’ CSR activities 

may depend on CSR-type. To better understand the controversy behind Phillip Morris' CSR 

activities, these types must first be discussed in greater detail.  

Tobacco Related-CSR Activities   

In helping to understand Philip Morris’ CSR activities, McDaniel et al.(2006) offers an 

insightful analysis of the company’s Sunrise strategies by analyzing Philip Morris’ internal 

documents retrieved through its documentary library website. They note that among the most 

important targets were “moderate tobacco control organizations (p. 217)”, studies on public 

health issues, smokers, and adolescents.  Among moderate organizations, researchers, and 
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smokers, one of the most important elements of Sunrise was the “fair play” strategy.  “The goal 

of the fair play strategy was to limit the effectiveness of the tobacco control movement” (p.216).  

In reaching this goal, four sub-strategies were devised: supporting research relating to tobacco 

control, building positive relationships with moderate anti-smoking groups, reducing funding for 

tobacco control, and gaining public credibility.  Another vitally important goal of the project was 

the repositioning of Philip Morris.  In order to “enhance the position of Philip Morris as the 

reasonable/responsible industry leader and work to give the company a legitimate ‘seat at the 

table,’ (sic)” (McDaniel et al., 2006, p.218), the company has made efforts to raise public 

awareness about its CSR trials.  These facts seem to indicate Philip Morris has actually 

conducted CSR as highly orchestrated and sophisticated marketing tools, meant to better their 

reputation as a socially responsible corporation, and ultimately, to increase their profits.  It is 

thus difficult to ascribe Philip Morris’ CSR to an ethical public relations perspective.  In fact, 

some research supports these evaluations, raising suspicion over the motives behind Philip 

Morris’ CSR activities and raising concern over its potential effects.  

Among Philip Morris’s various forms of CSR activities, tobacco-related activities have 

generated by far the greatest controversy.  Perhaps most representative of this problem is Philip 

Morris’ youth smoking prevention campaign, which has been conducted by Philip Morris’ 

worldwide.  In 2001, the corporation announced it would conduct youth smoking prevention 

campaigning in over 70 countries through over 130 programs (Landman et al, 2002).  Regardless 

of the many public health professions questioning the appropriateness of the campaign, Philip 

Morris continued to conduct its campaigns until only recently.  In examining the campaign, some 

researchers have evaluated these trials in a positive light, by noting that Philip Morris has worked 

hard to take social responsibility as a corporation that sells harmful products (Metzler, 2001).   
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However, the results of other studies (Matthew et al, 2002; Landman et al, 2002;  

Farrely et al, 2002; Biener, 2002) show that the Philip Morris’ youth smoking prevention 

campaign failed to influence formation of anti smoking attitudes and beliefs.  A recent study by 

Farrely et al. (2002) reveals that unlike the positive effects of other anti smoking advertisements, 

which engender antismoking attitudes or beliefs, Philip Morris’ advertisements generally have no 

positive effect on antismoking.  The results of Biener’s (2002) study also show that Philip 

Morris’s advertisements for youth smoking prevention have no positive influence.  Rather, many 

studies point out the ironic effects of Philip Morris anti-smoking advertisements.  Ferrely et 

al.(2002) concludes that exposure to Philip Morris’ advertisements actually makes adolescents 

more receptive to the idea of smoking.  This is because Philip Morris’ advertisements actually 

shape favorable attitudes among youth toward the tobacco industry instead of helping to prevent 

youth smoking.   Biener (2002) has also found similar results, showing that the corporation’s 

campaigns create a more favorable attitude toward the company among youth. In this respect, 

Landman et al(2002) criticizes Philip Morris, arguing the following:   

the purpose of the industry’s youth smoking prevention programs is not to reduce youth 
smoking but rather to serve the industry’s political needs by preventing effective tobacco 
control legislation, marginalizing public health advocates, preserving the industry’s access 
to youths, creating allies within policymaking and regulatory bodies, defusing opposition 
form parents and educators, bolstering industry credibility, and preserving the industry’s 
influence with policy makers (p. 917).  

However, in the case of Philip Morris, it is important to note that CSR activities are not 

strictly confined tobacco-related CSR activities. Instead, Philip Morris has conducted numerous 

tobacco-unrelated CSR activities such as employee community funds, employee volunteerism, 

solid waste and recycling, and donations to the ‘meals on wheels’ program.  For these tobacco-

unrelated CSR activities, controversy is lacking because tobacco-unrelated CSR activities 

generate little speculation over potential ulterior motives.  Accordingly, the effects of tobacco 
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industry’s CSR practices must be examined based on the type of CSR – tobacco-related CSR and 

tobacco-unrelated CSR.  In doing so, this raises important implications regarding the ulterior 

motivation behind Phillip Morris’ CSR activities.  What then, are important factors in examining 

the effects of tobacco industry CSR practices other than the two CSR-types—tobacco-relations 

vs. tobacco-unrelated CSR activities?  Many scholars suggest perceived motivations of CSR as 

an important factor when considering the effects of CSR on public attitudes or beliefs toward 

CSR and the corporation itself (David et al,2005; An. & Kwon., 2005) .       

Perceived CSR Motivation  

Though the nature of pro-social activities under the name of CSR activities is positive, 

CSR activities are not always perceived favorably.  By examining skeptical public responses 

toward CSR activities, researchers have attempted to explain this tendency by using the concept 

of perceived motivation (Webb& Mohr,1998; Bae & Cameron,2007; Baron, Miyazaki & Taypor, 

2000; Ellen, Mohr & Webb, 2000).  

Webb and Mohr (1998) note that people do not always perceive CSR activities as 

positive in nature since publics often question the motivation of CSR activities – such as whether 

companies provide CSR activities simply to realize hidden benefits. Thus, even though people 

face similar CSR activities, there will be different interpretations of these activities depending on 

public perception of the motivations behind CSR activities.  Research conducted by Baron 

(2000) shows that public perception of why corporations conduct charitable activities is a 

determinant factor in anticipating the effects of CSR activities.  More specifically, the study 

shows that when people perceive motivation positively – for example, to support social 

development and a socially beneficial cause – CSR activities engender positive customer 

attitudes toward both product and company. Conversely, when people perceive the motivation as 

self-interested, the reaction toward CSR is not positive.  
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In a similar respect, Ellen et al.(2000) warns of socially charitable programs sponsored by 

corporations by using the concept of perceived motivation.  According to this study, once people 

perceive CSR activities as self-interested, there are invariably negative outcomes.  To reduce the 

potential negative impacts of CSR activities, corporations must influence publics to interpret the 

motivation behind CSR activities as meant to achieve mutually beneficial ends.  Supporting this 

assertion were findings from research conducted by Elabach & Sutton (1992).  Here it was found 

that the attitude or support toward a Reebok campaign differed markedly among individuals, 

depending on the consumer’s perception of the company’s underlying motive behind the 

campaign.  They emphasize that the influence of CSR activities directly depends upon the 

perceived motivation.  Thus, examining the effects of CSR requires a crucial and careful 

consideration of perceived CSR motivations.  In describing this type of perceived CSR 

motivation, Webb (1998) characterizes publics as skeptics, balancers, attribution-oriented, and 

socially concerned.  An and Kwon (2005) further utilizes and modifies Webb’s typologies (Self 

interested activity, mutually beneficial activity) to examine perceived CSR motivation.  

Consequently, based on the sum of these findings, it is proposed that perceived motivations may 

be characterized as either self-interested or mutually beneficial.   

Cognitive Working Mechanism of Perceived Motivation 

The attribution theory provides a useful framework of how people analyze causes of 

events and how those attributions influence their attitudes and behaviors (Kelly, 1973). This 

theory has also been successfully adopted for explaining the cognitive mechanism of perceived 

motivation (Ellen et al, 2000; Bae & Cameron, 2006; An. & Kwon.,2005; Fein et al, 1990; Rifon 

et al, 2004; Szykman et al, 2004).   This study will therefore use the attribution theory as a 

theoretical framework to explain the cognitive mechanism of perceived motivation and to 

anticipate the effects of perceived motivation behind tobacco industry CSR.  
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In its most basic form, the “attribution theory is about how people make causal 

explanations" (Kelly, 1973, p.107).  The theory is based on the assumption that people are social 

perceivers who analyze the causes of certain events they experience to form their attitudes or 

behaviors (Rifon et al, 2004).  This theory deals specifically with the following topics; (1) 

making causal inferences, determining what information shall be used, and (2) using certain 

information to assess how people make causal inferences (Kelly, 1973).  In reference to the first 

topic, the attribution theory suggests two important concepts: intrinsic factors, and extrinsic 

factors.  For the second topic, two major principles are suggested: the discounting principle and 

the augmentation principle.  To facilitate a deeper understanding of the cognitive mechanism of 

perceived motivation, these factors (intrinsic/extrinsic) and principles (discounting principle/ 

augmentation principles) will be discussed.  

Intrinsic and Extrinsic Factors 

Regarding the type of information to be used for making causal inferences, the attribution 

theory utilizes Hider(1958)’s typologies of causal attribution.  Heider (1958) divides the 

attribution factors that people use to infer causes of certain events into two types: intrinsic factors 

and extrinsic factors.  Intrinsic factors refer to a subject’s personal and internal motivations to 

engage in certain behaviors, whereas extrinsic factors indicate situational factors that compel 

people to act.  For example, Kelly (1973) suggests, that in a case where “a person advocates a 

certain political position” (p.107), people may analyze the reason that he/she selects the political 

position as personal opinion (intrinsic factor) or as his/her company’s pressure (extrinsic factor).  

Accordingly, based on which information or factors people will use for their causal 

inference, the attribution tendency may be divided into intrinsic attribution and extrinsic 

attribution.  In the case of Tobacco industry CSR, people can assign CSR motivation to intrinsic 

nature, such as a corporation’s altruistic character.  Alternatively, people can infer that extrinsic 
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situations like government regulations toward tobacco industry compel corporations which 

market harmful products to share social responsibility.  Yet, when do people exhibit a tendency 

to attribute either extrinsic or intrinsic motives?  Regarding these attribution processes, Kelly 

(1973) suggests two principles for attributing causes behind some events: the discounting 

principle and augmentation principle.  

Discounting and Augmentation Principles  

According to Kelly (1973), discounting principles indicate that people discount intrinsic 

motivations (e.g. personal belief) when there are other plausible extrinsic factors (e.g. 

government regulations).  More specifically, in situations where there are several plausible 

intrinsic (e.g. personal belief) and extrinsic factors behind certain events, plausible extrinsic 

factors (e.g. government regulations) will be evaluated as primary reasons by discounting or 

minimizing the function of personal factors.  On the other hand, the augmentation principle 

explains situations where extrinsic factors function as inhibitory factors (e.g. monetary loss) of a 

certain event and where intrinsic factors exist as facilitative factors(e.g. corporate ethical 

standard).  In this scenario, people are most likely to augment the functions of intrinsic factors of 

the events.  

Among these two principles, discounting principles were most commonly used for 

investigating the effectiveness of advertising (Mizerski, 1978; Calder & Burnkrant, 1977; 

Sparkman, 1982).  Representatively, Sparkman (1982) examines consumer’s perceptions of 

advertisements by adopting discounting principles.  For example, Sparkman explains situations 

where a celebrity advocates a product in advertising.  In this scenario, there are typically two 

plausible reasons: the spokesperson’s belief of the qualities of product or paid sponsorship.  

Sparkman’s research effectively confirms this belief, showing that people are likely to infer the 

spokesperson’s monetary incentive (extrinsic factor) from advertising as the primary motivating 
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reason rather than personal favorable beliefs toward the products (intrinsic factor).   

This result proves especially true given that a person’s causal inferences are often 

affected by information readily available (Heider, 1958).  For example, if there is no mention 

that a person has not received a monetary incentive (no plausible extrinsic factors), people tend 

to evaluate the motivation of a certain situation based on previous similar situations.  However, if 

the spokesperson stated the product is not worth its price despite the risk of monetary loss or 

legal liability (extrinsic factors as inhibitory factors), people would attribute the reason as a 

personal belief (intrinsic factors as facilitator factors).  Thus, as a result people would trust his or 

her opinion relying on augmentation principles.   

However, when people are not given clear information on intrinsic or extrinsic factors, 

they tend to rely on previous knowledge to make judgment of a given situation. One of the 

examples is that consumers use prior reputation to evaluate social activities of business 

organizations when they cannot estimate ulterior motives behind the practices (Bae & Cameron, 

2006; Fein, 1996; Szykman, Bloom & Blazing, 2004). Thus, consumers’ perceptions about 

organizations’ reputation can make an impact on attribution tendencies.  

Suspicion, Prior Reputation and Attribution Process  

When people experience difficulty in clearly inferring motivations behind a certain 

situation, they typically become suspicious and minimize potential attribution errors (Carroll, 

1979; An & Kwon, 2005).  This aroused suspicion has a strong impact on leading people to 

focus on extrinsic motives (Bae & Cameron, 2006; Fein, 1996), and generally has the effect of 

negatively influencing people’s overall opinions (Campbell & Kirmani, 2000; Fein, 1996).  In 

other words, suspicions let people attribute extrinsic factors in a skeptical and negative way by 

amplifying the tendency of discounting intrinsic factors. (Bae & Cameron, 2006; Szykman et al, 

2004).  
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In a business context, Bae and Cameron point out (2006) that people inherently maintain 

a skeptical attitude toward corporate advertisements or philanthropic activities and so routinely 

question the motivations behind such activities.  That is because people often have conclusory 

beliefs that corporations are driven solely by profit-seeking (Bae & Cameron, 2006).  Szykman 

et al. (2004) explains that these situations induce people to think of further possible ulterior 

motives of the corporation.  Once suspicion is aroused, people tend to engage in a sophisticated 

attribution process by which they attempt to uncover underlying, ulterior motives.  These 

attributions ultimately tend to result in less favorable evaluations of the corporation (Fein, 

Hilton, & Miller, 1990; Vonk, 1998, 1999).  

These negative attributions to extrinsic factors are related to prior corporate reputation 

(Bae & Cameron, 2006; An. & Kwon., 2005; Dean, 2003).  Bae and Cameron (2006) 

investigated the relationships between suspicion, prior-reputation of a corporation, and 

philanthropic CSR activities.  They found that although pro-social activities can be regarded 

favorably, when a company has a prior negative reputation, the public suspects their motivation, 

inferring CSR activities as a self-interested activity rather than mutually beneficial (Bae& 

Cameron, 2004).  Dean (2003) also discovered that when corporations have negative past 

reputations, people strongly attempt to uncover a hidden motive behind the given CSR activity.  

This imputes that a corporation’s prior reputation is a crucial factor in determining how to 

attribute corporate pro-social activities (Bae &Cameron, 2004; Szykman, Bloom & Blazing, 

2004).   

Based on these scenarios, it may be anticipated that if people face pro-social CSR 

activities that are conducted by companies with negative prior reputations such as tobacco 

industry CSR, people will seek to link ulterior motivations with corporate extrinsic factors such 
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as monetary incentives.  However, depending on CSR-type (tobacco-related/unrelated), public 

perception of the ulterior motive behind the CSR activities may differentiate.  

Types of Tobacco Industry’s CSR and Attribution Tendency 

When people face CSR activities which have plausible inhibitory extrinsic factors (e.g. 

monetary loss) and facilitative intrinsic factors (e.g. corporate ethics), people will regard the role 

of the facilitative factor in a more credible and amplified way according to the augmentation 

principle (Kelly, 1973).  Yet, by this logic, it is necessary to consider what types of extrinsic 

factors people will regard most importantly among the many possible extrinsic factors.  If people 

regard monetary loss as a primary inhibitory extrinsic factor in the case of tobacco-related CSR 

(e.g. youth smoking prevention campaigns, supporting smoking cessation), it may be possible to 

adopt the augmentation principle to explain public perception of the motivation behind those 

CSR activities.  However, there may be many other plausible extrinsic/intrinsic factors, such as 

an attempt to improve corporate image and increase profit.   

Wolberg (2006) demonstrates that college smokers react very negatively to youth anti-

smoking campaign messages sponsored by the tobacco industry.  Regardless of message-type, 

college smokers tend to deny and reject anti-smoking messages and instead rationalize their 

smoking habits.  These strong skeptical attitudes toward smoking cessation messages suggest 

that tobacco-related CSR is not likely to be regarded by college students as a mutually beneficial 

activity – in contrast to the logic behind the augmentation principle.  However, there is 

nonetheless some research yielding results similar to when the augmentation principle is 

adopted.  Several studies show that through the process of exposure to industry sponsored 

tobacco-related CSR, people tend to form favorable and positive attitudes toward the corporation 

and even its products. (Matthew et al, 2002; Landman et al, 2002; Farrely et al, 2002; Biener, 

2002).  Put simply, these findings reveal the inconsistencies in public’s perception of motivation 
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behind the tobacco-related CSR activities. The results of this research therefore necessitate a 

research question regarding public’s perception of motivations behind tobacco industry CSR 

based on CSR type (tobacco-related CSR/ tobacco-unrelated CSR).   

Consequently, both CSR types (Tobacco-related CSR/tobacco-unrelated CSR) and 

perceived CSR motivation (self interested/mutually beneficial) were suggested as necessary 

factors to consider when examining the effects of tobacco industry CSR activities.  This research 

anticipates factors that may influence public attitude toward the particular corporation. 

Additionally, this research proposes smoking status as an additional variable to test the varied 

perceptions on CSR types and CSR motivation.   

Smoking Status 

Depending on an individual’s smoking status, attitudes toward tobacco issues can vary 

drastically (David et al., 2005; Wolburg, 2006). David et al. (2005) identifies the tendency of a 

positive relationship between perceived corporate social values of Phillip Morris and purchasing 

intentions, explaining that “the positive link is perhaps an endorsement of the CSR practices of 

Philip Morris by the smokers in the sample” (p.309).   

However, Wolburg’s research (2006) demonstrates the opposite reactions from smokers. 

He found attitudinal differences between smokers and nonsmokers toward messages of anti-

smoking campaigns of cigarette companies.  One of his studies reveals smokers’ reactions to 

anti-smoking advertisements developed by the cigarette company Lollilard. When shown anti-

smoking advertisements of Lollilard, nonsmokers generally reacted approvingly, but smokers 

questioned the motivation behind the advertisements. Thus, these findings reveal inconsistencies 

between smokers’ reaction toward cigarette companies and their anti-smoking campaigns. This 

study will examine how smokers perceive the motivation behind Phillip Morris’ various CSR 

practices.   
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Effects of Perceived CSR Motivation  

Corporate Identity  

Generally, the corporate identity (CI) indicates corporate distinctive and central 

characters (Dacin &Brwon, 2002, David et al, 2005).  CI is strongly involved with a series of 

questions regarding corporate individuality – including who they are, business-type, and ethos-

type.  Therefore, CI is essentially derived from organizational culture, business aims, and values 

they wish to pursue (Balmer , 2001).  For example, non-profit organizations are more likely to 

have ethical identities.  The best corporation in terms of pure profit is likely to be identified with 

business expertise.  CI is “the corporate individuality can help to differentiate the corporation 

with its competitive environments”(Balmer, 2001).   

CI is different from corporate image, which typically indicates the overall impression of a 

certain corporation (Bernstein, 1992; Dichter, 1985; Gray, 1986; Kennedy, 1977).  Additionally, 

it differs with corporate reputation as “an aggregation of a single stakeholder's perceptions of 

how well organizational responses are meeting the demands and expectations of many 

organizational stakeholders” (Wartick,1992).  In other words, unlike CI, corporate reputation is 

the evaluation of corporate abilities and whether the corporation meets publics’ expectations 

(Nguyen & Leblanc, 2001).  However, different concepts of CI, image, and reputation are 

interrelated in the respect that they are all influenced by publics’ perception and evaluation of the 

corporation.   

CI is created, developed, and maintained through continuous interactions between 

internal publics, corporations and external publics (Hooghiemstra, 2000; Van Riel, & Balmer, 

1997).  Due to these interactive characters, CI is not always formed the way the corporation 

would like to promote their publics.  A well-maintained identity allows a corporation to keep and 

develop its legitimacy and reputation in the most desirable way so corporations invariably seek 
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to establish their own solid and distinctive identity (Cheney & Christensen, 2001; Van Riel, & 

Balmer, 1997).  Thus, corporations continuously strive to promote and manage CI in line with 

how they want to position their identity among publics.  To accomplish this, organizations 

frequently conduct CSR. 

CSR activities are recognized as an important means of managing CI in the field of both 

marketing and public relations (David et al., 2005).  Although each field emphasizes the 

importance of CI and CSR, the crucial point in terms of expected benefits from CSR is different.  

As David et al. (2005) notes, “whereas marketing researchers tends to focus on the impact of CI 

on financial outcomes, such as premium pricing and competitive advantage, public relations 

researchers focus on less tangible variables, such as goodwill capital and strength of relationships 

between a corporation and its constituents” (p.293).   

David suggests that in order “to capture this difference between marketing and public 

relations, the concept of corporate identity must include at least two dimensions: corporate 

expertise and corporate social responsibility” (p.293).  Here, he proposes that corporations 

manage dual identities relating to CSR activities, including marketing and public relations 

perspectives. Specifically, these identities include the corporate expertise dimension and the 

Corporate identity-CSR values dimension.  The corporate expertise dimension is reflected in 

organizations that have developed a high ability to assess social trends, adjust quickly, and 

satisfy customers as a leader of business.  This means that corporations are generally highly 

proficient in both managerial and practical dimensions such as products and services. On the 

other hand, the Corporate identity-CSR values dimension is more closely aligned with a public 

relations perspective, and may be defined as “moral, ethical, and social obligations that provide 
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the scaffolding for mutually beneficial exchanges between an organization and its publics” 

(p.293).  

Based on this discussion, this study will utilize the dual CI dimensions as dependent 

variables, focusing especially on the Corporate identity-CSR values dimension.  Perceived CSR 

motivation (self-interested/ mutually beneficial) will have a different effect on evaluations of the 

Corporate identity-CSR values dimension.  In the Corporate identity-CSR values dimension, 

people are likely to evaluate the dimension more highly when they perceive CSR motivation 

more mutually-beneficial than self-interested.  For instance, if people perceive Philip Morris’ 

CSR motivation as mutually-beneficial, they will tend to evaluate Philip Morris as a corporation 

having a higher level of CSR values than when people perceive CSR motivation as self-

interested.   

Attitudes and Behavioral Intentions related to Philip Morris  

Since the evaluation of identity implies only how people position the corporation along 

corporate expertise dimensions or Corporate identity-CSR values dimensions, it is difficult to 

determine whether people perceive the corporation with favorable or unfavorable opinions.  

Through these attempts, attitudes toward Philip Morris’s CSR and attitudes toward corporations, 

which contain some value of how people feel favorable or positive, will be examined.  For 

example, if people perceive Philip Morris’ CSR motivation as self-interested, they may express 

unfavorable attitudes toward Philip Morris’s CSR and the corporation despite believing it is 

highly adept at conducting its business.  

Researchers have suggested that attitudes and behavioral intentions generally exhibit a 

strong relationship (Ajzen & Fishbein, 1977; Fishbein & Ajzen, 1970, 1972, 1980; Kahle & 

Berman, 1979; Andrews & Kandel, 1979). Ajzen and Fishbein posited attitude as an important 
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factor in predicting behavioral intentions, noting empirically strong relationships between each 

factor (Fishbein & Ajzen , 1970, 1972, 1977, 1980).  Kim and Hunter (1993) conducted meta-

analysis to determine “whether attitudinal relevance substantially affects the magnitude of the 

correlation between attitudes and behavior, and whether the effects are content-free” (p.101). 

This research too, revealed a strong relationship between attitude and behavior intentions overall.   

In regard to attitudes toward the tobacco industry, some studies showed that Philip 

Morris’ youth anti smoking campaign not only influenced youth attitudes favorably toward the 

company, but also resulted in an increase of youth’s behavioral intention to smoke in the near 

future (Farrelly et al, 2002).  Based on these discussions, this study will examine the behavioral 

intentions concerning Philip Morris’s CSR and Philip Morris.  For example, if people have 

favorable attitudes toward Philip Morris, they will be likely to show positive behavioral 

intentions toward Philip Morris’s CSR and Philip Morris such as a willingness to discuss Philip 

Morris’s CSR with friends and search for more information.   

South Korea’s Tobacco Industry 

Phillip Morris has conducted anti-smoking prevention campaigns and other socially 

responsible programs on a global scale.  In South Korea, Philip Morris Korea Inc. now offers 

several youth smoking prevention programs.  These programs include the distribution of stickers 

and brochures to retailers for promoting the message that “selling tobacco to persons under 19 

years old is prohibited by law” with an added clause relating to youth smoking prevention when 

contracting with retailers.  Moreover, Philip Morris Korea Inc. has supported a wide range of 

socially responsible programs, ranging from art and cultural programs to charitable works 

projects such as hunger relief programs and donations to women’s shelters.  In other words, 

Philip Morris has intensively conducted CSR activities in Korea in ways quite similar to its 

approach in the U.S.   
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However, given that South Korea’s tobacco industry contrasts markedly with the U.S., it 

is possible that the effects of CSR can be differentiated depending on the nation.  In order to test 

whether the effects of Phillip Morris CSR programs are universal across different nations, it is 

necessary to consider the differing situations relating to tobacco issues.  Here, several main 

differences between the tobacco industry in South Korea and the U.S. will be introduced.  

In the 1980s, the majority of South Korean men were smokers, at a rate approaching 

80% (Lee, 2007).  The rate of smoking in South Korea saw little decline through the 1990s, 

consistently remaining above 70%.  However, since 2000, the rate of smoking among men has 

steadily declined to its current rate of 52.3%, thanks to recent government trials of intensive anti-

smoking campaigning (Lee, 2007; OECD health data, 2007).  However, South Korea still 

maintains the highest rate of smoking among OECD countries (OECD health data, 2007).  

Researchers point out that the reason Korea has maintained such unusually high statistics as an 

industrialized nation may be attributable to the social structure of Korea’s tobacco industry (Lee, 

2007; Bae, 2000; Son, 2002).  

First, few anti-smoking campaigns existed in Korea before 2001.  Namely because until 

2001, the Korean Tobacco and Ginseng (KT&G) Government Corporation held a monopoly on 

the right to manufacture and sell tobacco products to the public.  Moreover, a tobacco tax was 

imposed and constituted a significant source of income for local governments, averaging 

approximately 30% (Son, 2002; Lee, 2007).  Instead of anti-smoking campaigning, local 

governments had until this point conducted campaigns to encourage Korean tobacco 

consumption in the name of helping local tobacco farmers and to maximize tobacco-based tax 

revenues (Son, 2002; Bae,2000).  Although the South Korean government eventually opened its 

tobacco market to U.S. tobacco companies beginning in 1988, the majority of the industry 
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remained monopolized by the KT&G Government Corporation, due to restrictions on market 

shares available to foreign tobacco companies (Son, 2002).  In other words, the manufacturing 

and selling of tobacco remained one of the primary government businesses in South Korea.   

Aside from what amounted to government sponsorship of tobacco use, activist groups 

and political parties historically had little interest in anti-smoking campaigning or regulation of 

tobacco products (Son, 2002). This may explain why, prior to the Asian financial crisis of 1997, 

there was little pressure to privatize KT&G and a noticeable absence of government-sponsored 

anti-smoking campaigns.  Rather, the most visible step against smoking was to label cigarette 

packages with “smoking is not good for your health.”   

Only recently has the South Korean government made concerted efforts to raise publics’ 

awareness of issues like the harmful effects of smoking, youth smoking prevention, and smoking 

cessation through systemic supports and trials.  Many researchers attribute the sudden initiation 

of government-sponsored anti-smoking campaigns and support for smoking cessation medical 

treatment to the privatization of KT&G in 2001 (Son, 2002).   

Given the relatively short history of antismoking campaigns in Korea compared to the 

U.S., Korea noticeably lacks developed strategies for antismoking campaigns.  For example, 

there have been no anti-smoking campaigns that strategically attack tobacco corporations selling 

harmful tobacco products, such as Florida’s “Truth” campaign (Healton, 2001).  As a result, 

tobacco-related campaigns conducted by foreign tobacco companies such as a British America 

Tobacco and Philip Morris are widely seen as socially responsible activities by the Korean news 

media.   

Although KT&G’s market share remains at nearly 70 %, multinational tobacco 

companies have experienced continued growth in Korea, with a market share approaching 30% 
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(Kim, 2007).  Perhaps the greatest difference between KT&G and multinational tobacco 

companies is that multinational tobacco companies conduct CSR intensively, and regardless of 

CSR-type.  By contrast, KT&G has attempted to project images of public enterprise (despite now 

being a private corporation) through its continued use of government names.  Maintaining this 

image has proven useful for competing with foreign tobacco companies, as it has enabled KT&G 

to project a nationalistic and public enterprise image.  KT&G has also conducted tobacco-

unrelated CSR activities including familiar socially charitable activities such as hunger relief 

programs and helping the poor (Kim, 2007).  

On the other hand, tobacco-related campaigns by multinational tobacco companies are 

new to Koreans.  Several major news media outlets have introduced and praised their work as 

respectable and socially responsible (Hangyere 21, 2001; Economy 21, 2007; Lee, 2005). 

Moreover, the South Korean media has criticized KT&G as ethically inferior to multinational 

tobacco companies, going so far as to recommended that KT&G learn from their example by 

conducting tobacco-related CSR activities such as youth smoking prevention campaigns (Park, 

2007).  To date, there are few articles addressing the tobacco industry’s sophisticated strategies 

to expand their market in Korea, especially in relation to CSR activities. This contrasts markedly 

from the U.S.  Unlike U.S. citizens, Koreans lack exposure to information on tobacco industry 

CSR activities, and have not developed informed opinions on the matter.  Thus, this study will 

investigate the effects of tobacco industry’s CSR activities while considering the situational 

differences between each nation.  

Hypothesis and Research Question  

Based on the above theoretical backgrounds and discussions, the following hypotheses 

and research questions are proposed to examine the effects of Phillip Morris’ CSR activities.  
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Although the attribution theory provides some theoretical foundations regarding the 

effects of CSR-type on public’s perception of motivations behind CSR, research suggests many 

other potential factors affect the attribution process.  Namely, these include skepticism and prior 

corporate reputation.  In fact, there are inconsistent findings regarding formation of perception 

toward tobacco company’s anti-smoking campaigns.  Therefore, to investigate the effects of 

CSR-type on perceived motivation, this study suggests the following research questions: 

RQ 1: Are there any differences in college students’ perceived motivation of Phillip 

Morris’ CSR activities when exposed to tobacco-related CSR from when exposed to 

tobacco-unrelated charitable CSR?    

In attempting to correlate the type of perceived CSR motivation to corporate identity, it 

is expected that the evaluation of corporate identity as CSR will vary depending on perceived 

CSR motivation. When people perceive CSR motivation as mutually beneficial, people will be 

more likely to evaluate the CSR value highly. On the other hand, when people perceive CSR 

motivation as a self-interested activity, people will be unlikely to evaluate the corporate expertise 

highly. Based on these expectations, the following hypotheses are derived:  

H1: As college students perceive CSR motivation as mutually-beneficial, they are 

more likely to associate the corporation with higher CSR values.  

As mentioned above, the evaluation of identity reveals only how people will position the 

corporation in terms of social values.  Thus, to examine how favorably and positively people will 

feel toward a corporation, both attitudes toward Philip Morris’s CSR and attitudes toward the 

corporation must be examined.  

H 2-1: As college students perceive Philip Morris’s CSR motivation as mutually 

beneficial, they are more likely to show positive attitudes toward Philip Morris’s CSR.  
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H 2-2: As college student perceive Philip Morris’s CSR motivation as mutually 

beneficial, they are more likely to show positive attitudes toward Phillip Morris.  

Many studies have suggested that attitudes and behavioral intentions generally exhibit a 

strong relationship. As researchers point out (Sen & Korchun, 2006; Turban & Greening, 1997), 

a company’s CSR activities would be associated with stakeholders’ likelihood of seeking 

employment and a greater likelihood of investing in the company aside from a willingness to 

communicate on the issue. Thus, behavioral intentions toward Philip Morris were assessed by the 

behavioral likelihood seeking employment, the likelihood of investing, and the behavioral 

willingness to communicate with their friends about Phillip Morris’s CSR activities.  

 To examine how attitudes toward Philip Morris would relate with behavioral intentions 

relating Philip Morris’s CSR activities, the following hypotheses are suggested:  

H 3-1: As college students show positive attitudes toward Philip Morris’s CSR , they 

are more likely to show positive behavioral intentions to a) work for Phillip Morris, b) 

invest in Phillip Morris, and c) communicate about Phillip Morris’s CSR  activities.    

H 3-2: As college students show positive attitudes toward Philip Morris, they are 

more likely to show positive behavioral intentions to a) work for Phillip Morris, b) invest in 

Phillip Morris, and c) communicate about Phillip Morris’ CSR activities.    

Although the tobacco industry has gradually acquired a negative image as a profiteer and 

distributor of harmful products, research suggests inconsistent findings on smokers’ attitudes 

toward Philip Morris’s CSR practices of cigarette companies and the companies themselves. 

Thus, this research aims to investigate the function of smoking status on the effects of tobacco 

industry CSR. To investigate the effects of smoking status between CSR types and perception of 

the motivation, the following research question is suggested:  
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RQ2: How will publics’ smoking status affect perceived motivation behind the two 

types of CSR practices and attitudes toward Phillip Morris? 

Because the tobacco industry’s CSR activities and tobacco related CSR have been 

conducted worldwide, it is first necessary to investigate whether the effects can be differentiated 

between South Korea and the States with different tobacco industries.  Only then may the effects 

of tobacco industry CSR be adequately examined. Accordingly, the following research question 

is proposed in regard to different nations:   

RQ3: How do Koreans differ from Americans in perceived CSR motivations, CSR 

values identity, attitudes toward Philip Morris’s CSR and Phillip Morris across tobacco-

related and tobacco-unrelated CSR activities?   

Additionally, for testing further relationships between perceived CSR motivation and 

attitudes, evaluation of CSR values, and behavioral intentions and estimating causal relationships 

between them, the following research question is proposed:  

RQ4: What kinds of relationships exist between perceived CSR motivation and 

attitudes, evaluation of CSR values, and behavioral intentions?  
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Figure 2-1.  Proposed research questions and hypotheses   
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CHAPTER 3 
METHODOLOGY 

Participants and procedure 

For this research, online surveys were conducted, to be completed by college students.  

Participants were recruited from several courses: Principles of Microeconomics, Principles of 

Public Relations, and Principles of Advertising (University of Florida); Accounting and 

Financial Management (Sungkyunkwan University in Seoul, Korea); Principles of Economics  

(Sunmoon University in Chunan, Korea).  Participants in each country were randomly assigned 

to one of two conditions by using the last digit of their student ID number: one group was 

exposed to an online news release about tobacco-related CSR activities, and the other group was 

exposed to another online news release about tobacco-unrelated CSR activities.  Participants 

were e-mailed a link to a web survey.  When they agreed to participate, they were asked to read 

an assigned stimulus (tobacco-related CSR activities or tobacco-unrelated CSR activities) and 

complete an online questionnaire.  Upon reading the stimulus news coverage, each participant 

was asked about smoking status, perceived CSR motivation, evaluation of CSR values, and 

attitude toward Phillip Morris. Students were given extra credit for their participation.   

Stimuli 

To select appropriate stimulus topics, Philip Morris’ international websites and U.S. 

homepage were first searched to examine its extensive database of information concerning their 

CSR practices.  There were several CSR activity topics such as “helping to reduce underage 

tobacco use”, “supporting smoking cessation”, “investing in our communities”, “reducing our 

environmental impact”, “engaging with our business partner”, and “government relationships.”  

Among these CSR activities, two appropriate topics were selected for each stimulus.  For the 

topic of tobacco-related CSR activities, smoking prevention campaign for youth was selected.  
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For the topic of tobacco-unrelated CSR activities, donation for feeding the poor was selected.  

Both topics were selected because youth smoking prevention campaign and hunger relief 

programs have been conducted in both countries.   

Four news releases (Korean and English versions for each topic) were created as stimuli 

based on real news releases. The Korean version was created by referencing the English version 

to reduce any possible differences such as tone or length between English and Korean stimuli.  

Measurement 

Perceived CSR Motivation 

  Perceived CSR motivation was measured by one seven-point question (self-interested-1, 

mutually beneficial-7). This question has been used in other studies to measure perceived 

motivation regarding CSR practices (Rifon, Choi, Trimble, & Li, 2004; An, B.S. & Kwon, 

K.,2005).  

Evaluation of  CSR Values 

CSR social value was measured with four items, seven-point bipolar adjective scales. 

For assessing Corporate identity-CSR values dimension, compassionate, activist, sincere, and 

trustworthy were asked (α= .89). The average of respondents’ ratings were calculated and used 

for a Corporate identity-CSR values dimension. This question has been used in other studies 

(David, Kline& Y., 2005).  

Attitudes toward Philip Morris’s CSR and Attitudes toward the Corporation  

Two types of attitudes were evaluated: attitudes toward Philip Morris’s CSR, and 

attitudes toward the corporation.  Each attitude was evaluated by a set of three items that have 

often be used in research, seven-point bipolar adjective scales; good/ bad, pleasant/unpleasant, 

and favorable/unfavorable (MacKenzie & Luts, 1989; Biener, 2002).  The following different 

questions were asked for attitudes toward Phillip Morris “For me, Philip Morris’s corporate 
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social responsible activity (Hunger relief or youth smoking prevention campaign) is…” for 

evaluating attitudes toward Philip Morris’s CSR, and “For me, Philip Morris is…” for evaluating 

attitudes toward the corporation.  The mean of attitudes toward CSR was 5.00(SD= 1.61) and 

Cronbach’s α was .90. The mean of attitudes toward Philip Morris was 3.84 (SD= 1.74) and 

Cronbach’s α was .95.  

Behavioral Intentions toward Philip Morris  

Participants were asked six questions to examine their behavioral likelihood of seeking 

employment, their likelihood of investing, and their behavioral willingness to communicate, on a 

seven-point scale that has been used in research with high reliabilities (Morgan & Miller, 2002; 

Sen & Korchun, 2006; Greening & Turban, 2000). For behavioral willingness to communicate, 

following two questions were used; “I am willing to discuss Philip Morris’ smoking prevention 

campaign (or hunger relief project) with my friends (strongly disagree-1, strongly agree-7)”, “I 

am willing to search more information on Philip Morris’ smoking prevention campaign (or 

hunger relief project) (strongly disagree-1, strongly agree-7)”.  For behavioral likelihood 

investing in the company, “If you had money to invest, how likely would you to invest in Philip 

Morris? (very unlikely-1, very likely-7)” was used (mean= 11.53, SD=4.95).  For behavioral 

likelihood seeking employment, following three questions were used; “How likely are you to 

seek employment with Philip Morris within next two years? (very unlikely-1, very likely-7),” “In 

the future, how likely are you talk-up Philip Morris to your friends as a good organization to 

work for? (very unlikely-1, very likely-7),” and “I would very much like to work for Philip 

Morris (very unlikely-1, very likely-7).”  The reliability analysis of the items for behavioral 

likelihood seeking employment and behavioral willingness to communicate variable turned out 
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to be very reliable: likelihood seeking employment, (mean=2.55, SD=1.42, Cronbach’s α=.93), 

and willingness to communicate (mean=3.60, SD=1.48, coefficient=.65).   

Smoking Status  

As individual characteristics, smoking status was assessed using four response 

categories: current everyday smoker, current occasional smoker, former smoker, and never 

smoked (National Health Interview Survey, 2005). If a respondent reports he/she has smoked 

almost everyday, the respondent was considered as an everyday smoker. If respondents answered 

they have smoked at least one cigarette in the past month, but not every day, those respondents 

were considered as occasional smokers.  Former smokers indicate those who have smoked in the 

past but have not smoked for at least one month.   

Demographics  

  Basic demographics such as gender, race, age, and academic level were assessed.  These 

were used as control variables because they could affect smoking status and attitudes toward 

Philip Morris’s CSR  and the corporation itself (Debon, M. & Kleges, RC., 1996; Johnston et al., 

2005; Lantz, 2003; Rigotti et al. 2000; Robinson, L. A., Klesges, R. C.,& Zbikowski, S. M, 

1998).   

Data Analysis 

The statistical package for social sciences (SPSS) and software of analysis of moment 

structures (AMOS) 7 were utilized to conduct statistical data analysis.  For RQ1, an analysis of 

covariance (ANCOVA) was conducted to test the influence of CSR-type on perceived CSR 

motivation while controlling for the effects of demographic variables and smoking status.  

To test H1, a regression test was conducted to analyze the effects of perceived CSR 

motivation on CSR values, controlling for the effects of demographic variables and smoking 

status. To test H2, a multiple regression test was conducted to analyze the effects of perceived 
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CSR motivation on attitude toward CSR and attitude toward Philip Morris. To test H3, a multiple 

regression test was conducted to analyze the effects of attitude toward CSR and Philip Morris on 

behavioral intentions relating the corporation.  

For RQ2, another ANCOVA test was conducted to investigate any differences in the 

influence of CSR-type on CSR motivation and attitudes toward Phillip Morris by smoking status. 

That is, interaction effects of smoking status and CSR type will be examined on the dependent 

variables.  For RQ3, an ANCOVA test was conducted to test any interaction effects between 

different countries and CSR type on perceived CSR motivation and attitudes toward Phillip 

Morris. For RQ4, a structural equation modeling (SEM) was used to investigate the relationship 

between variables and to suggest a comprehensive model.  



 

CHAPTER 4 
FINDINGS 

Demographics  

 Among all 519 respondents, 367 (70.7%) were from the U.S., and 152 (29.3%) from 

South Korea.  Of respondents in the U.S., 163(44.4%) were male and 204 (55.6%) were female. 

In Korea, 67 (44.1%) were male and 85 (55.9%) were female. When asked about ethnicity, 

among the 367 U.S. respondents, 244 (66.5 %) reported themselves as Caucasian, 48 (13.1%) as 

African American, 36 (9.8 %), Asian, 35 (9.5%) as Hispanic, and 4 (1.1%) as “other” ethnic 

affiliation. The respondents’ age ranged from 17 to 39, with an average age of 21.41 years. 

Because the experimental surveys were conducted to target college students in both countries, 

the education level remained consistent.  When asked about smoking status in the U.S., among 

females, 69(81.2%) reported themselves as nonsmokers, 4(4.7%) as former smokers, 9(10.6%) 

as occasional smokers and 30(44.8%) as everyday smokers.  When asked about smoking status 

in the U.S., among males, 25(37.3%) reported themselves as nonsmokers, 11(16.4%) as former 

smokers, 1(1.5%) as occasional smokers and 30(44.8%) as everyday smokers.  When asked 

about smoking status in South Korea., among females, 159(77.9%) reported themselves as 

nonsmokers, 17(8.3%) as former smokers, 19(9.3%) as occasional smokers and 9(4.4%) as 

everyday smokers.  When asked about smoking status in South Korea., among females, 

119(73.0%) reported themselves as nonsmokers, 20(12.3%) as former smokers, 19(11.7%) as 

occasional smokers and 5(3.1%) as everyday smokers.   
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Table 4-1.  Smoking status, Nation, and Gender 
 

nonsmoker former smoker 
occasional 

smoker 
everyday 
smoker 

 
Total  

Male  25(37.3%) 11(16.4%) 1(1.5%) 30(44.8%) 67(100%) South 
Korea  Female  69 (81.2%) 4(4.7%) 9(10.6%) 3(3.5%) 85(100%) 

Male  119(73.0%) 20(12.3%) 19(11.7%) 5(3.1%) 163(100%)U.S.A 
Female  159(77.9%) 17(8.3%) 19(9.3%) 9(4.4%) 204(100%)

  
Participants in each country were randomly assigned to one of the two conditions by 

entering the last digit of their student ID number.  In the U.S., among 367 respondents, 186 

(50.7%) were exposed to an online news release about tobacco-related CSR activities, and 

181(49.3%) were exposed to an online news release about tobacco-unrelated CSR activities.  In 

South Korea, among 152 respondents, 76 (50.0%) and 76 (50 %) were exposed to each online 

news release.   

Test of Hypotheses  

Effects of Type of CSR on Perceived Motivation  

RQ 1: Are there any differences in college students’ perceived motivation of Phillip 

Morris’s CSR activities when exposed to tobacco-related CSR from when exposed to 

tobacco-unrelated charitable CSR?    

It was explored how the respondents perceived Philip Morris’ CSR activities (1-for self-

interested, 7-for mutually beneficial) depending on a particular CSR type. An ANCOVA test was 

performed to examine the influence of CSR-type on perceived CSR motivation while controlling 

for the effects of demographic variables and smoking status. The difference in perceived 

motivation of Philip Morris’s CSR activities depending on CSR type was not statistically 

significant.   
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Table 4-2.  Analysis of covariance for the influence of CSR-type on perceived CSR motivation 
Source df F p 
Sex 1 6.90* . 009  
Smoking status 1 1.73 . 189 
Ethnicity  1  .51 . 475 
Age 1 3.45 . 064 
Nation  1 4.62** . 032  
CSR type  1  .16 . 691 

Note. *p < .01, **p <.05 

However, the difference in perceived motivation of Philip Morris’s CSR activities 

depending on nationality and gender was statistically significant.  In the U.S., the mean of 

perceived motivation was 3.81 (SD=1.64) and in South Korea the mean was 4.14 (SD=1.59).  

The mean differences were statistically significant (F (1,518) =4.62, p<.05).  Among female 

respondents, the mean of perceived motivation was 4.11(SD=1.61) and among males, the mean 

was 4.11 (SD=1.61).  The mean differences were statistically significant (F (1,518) =6.90, 

p<.001).   

Thus, there were no significant differences in college students’ perceived motivation of 

Phillip Morris’s CSR activities when exposed to tobacco-related CSR from when exposed to 

tobacco-unrelated charitable CSR.  However, there was a tendency for Koreans to be more likely 

to think Philip Morris’s CSR as more mutually beneficial than respondents in the U.S.  Males 

were also more likely to view CSR as more mutually beneficial than females.  

Effects of Perceived CSR Motivation on Evaluation of Corporate Identity-CSR values 
Dimension 

Hypothesis 1: As college students perceive CSR motivation as mutually-beneficial, they 

are more likely to associate the corporation with higher CSR values.  

To examine the correlation between perceived CSR motivation and CSR values, a 

regression test was performed, using perceived CSR motivation as an independent variable and 
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evaluation of corporate identity-CSR values dimension as a dependent variable while controlling 

for the effects of demographic variables and smoking status.   

The results show significant and positive effects of perceived CSR motivation on 

evaluation of corporate identity-CSR values dimension.  There was a significant positive 

relationship between perceived CSR motivation and evaluation of CSR values (β=.51, p <. 000). 

The regression was a good fit (R2= 36%), and the relationship was significant (F (1,517) 

=292.46, p < .001). Thus, the first hypothesis was supported.  

Table 4-3.  Multiple regression analysis for evaluation of social value    

Variable B β 

Perceived motivation .49  .58* 
Smoking status .01 .01 
Sex .06 .02 
Ethnicity -.01 -.01 
Age -.04    -.11** 
Nation        .38    .13** 

Note: *p < .001, **p < .01. R2=.61, F (6, 518) =51.60, p<.001 

 
Effects of Perceived CSR Motivation on Attitudes toward Philip Morris’s CSR and Philip 

Morris  

Hypothesis 2-1: As college students perceive CSR motivation as mutually beneficial, 

they are more likely to show positive attitudes toward Philip Morris’s CSR .  

Hypothesis 2-2: As college students perceive CSR motivation as mutually beneficial, 

they are more likely to show positive attitudes toward Phillip Morris.  

A multiple regression analysis was performed to analyze the effects of perceived CSR 

motivation on attitudes toward Philip Morris’s CSR while controlling for the effects of 

demographic variables and smoking status.  Another multiple regression analysis was conducted 

to analyze the effects of perceived CSR motivation on attitudes toward Philip Morris. For 
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regression analyses, perceived CSR motivation was used as an independent variable and each 

attitude was used as a dependent variable while controlling for the effects of demographic 

variables and smoking status.   

The results showed significant and positive effects of perceived CSR motivation on both 

attitudes.  There were significant positive relationships between perceived CSR motivation and 

attitude toward Philip Morris’s CSR (β=.37, p <. 000), and attitude toward Philip Morris (β= .43, 

p < .001).  The regressions were a good fit, and the relationships were both significant as Table 4 

and Table 5 demonstrate.  Thus, the results support H2. 

Table 4-4.  Multiple regression analysis for attitude toward Philip Morris’s CSR   

Variable B β 

Perceived motivation .33 .37* 
Smoking status -.04 -.03 
Sex .22 .08** 
Ethnicity -.03 -.02 
Age -.02 -.03 
Nation -.09 -.03 

Note: *p < .001, **p < .01 R2=.16, F (6, 518) =15.67, p<.001  
 
 
Table 4-5.  Multiple regression for attitude toward Philip Morris  

Variable B β 

Perceived motivation .44 .43* 
Smoking status -.02 -.01 
Sex .17 .05 
Ethnicity -.01 -.01 
Age -.10 -.20* 
Nation .35 .10 

Note: *p < .001 R2=.25, F (6, 518) =28.00, p<.001 
 

Effects of Attitudes toward Philip Morris’ CSR and Philip Morris on Behavioral Intentions   

Hypothesis 3-1: As college students show positive attitudes toward Philip Morris’s 
CSR, they are more likely to show positive behavioral intentions to a) work for Phillip 
Morris, b) invest in Phillip Morris, and c) communicate about Phillip Morris’ CSR 
activities.    

50 



 

Hypothesis 3-2: As college students show positive attitudes toward Philip Morris, they 
are more likely to show positive behavioral intentions to a) work for Phillip Morris, b) 
invest in Phillip Morris, and c) communicate about Phillip Morris’ CSR activities.    

Three multiple regression tests were conducted; both used attitudes toward Philip 

Morris’ CSR and attitudes toward Philip Morris as independent variables while controlling for 

the effects of demographic variables and smoking status.  Three types of behavioral intentions 

were used as dependent variables: a) working for Phillip Morris, b) investing in Phillip Morris, 

and communicating about Phillip Morris’ CSR activities.    

As Table 6 reflects, attitudes toward Philip Morris’s CSR were strongly associated with 

behavioral willingness to communicate (β=.31, p < .001).  However, there were no significant 

relationships between attitudes toward Philip Morris’s CSR and behavioral intentions to work for 

and invest in Phillip Morris.  Thus, H3-1 was partially supported.   

Table 4-6. Multiple regression for behavioral likelihood for behavioral willingness to 
communicate  

Variable B β 

Attitudes toward Philip Morris .07 .07 
Attitudes toward CSR  .31 .31* 
Smoking status -.02 -.02 
Sex .01 .00 
Ethnicity -.08 -.06 
Age -.02 -.04 
Nation .18 .04 

Note: *p < .001 R2=.14, F (7, 518) =11.44, p<.001 
 

As Table 7 and Table 8 show, there were strong positive relationships between attitudes 

toward Philip Morris and a behavioral likelihood for seeking employment (β=.45, p < .001) and 

for investing in the company (β=.48, p < .001).  Among control variables for the behavioral 

likelihood for seeking employment, age and nation showed significant relationships.  Age had a 

negative relationship with seeking employment (β=-.09, p < .05) and South Korea showed a 

more positive relationship with seeking employment (β=.37, p < .001).  Regarding behavioral 
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likelihood for investing in Philip Morris, among control variables smoking status showed 

significant positive relationship with behavioral likelihood for investing in Philip Morris (β=.08, 

p < .05).  However, there was no significant relationship between attitudes toward Philip Morris 

and behavioral willingness to communicate.  Thus, H 3-2 was partially supported.  

Table 4-7.  Multiple regression for Behavioral likelihood for seeking employment  

Variable B β 

Attitudes toward Philip 
Morris  .41 .45** 

Attitudes toward CSR -.05 -.05 
Smoking status .06 .04 
Sex -.14 -.05 
Ethnicity .02 .02 
Age -.04 -.09* 
Nation 1.18 .37** 
Note: * p < .05, **p < .001  R2=.33, F (7, 518) =36.66, p<.001  

 
Table 4-8.  Multiple regression for behavioral likelihood for investing in Philip Morris  
Variable B β 

Attitudes toward Philip 
Morris  .47 .48** 

Attitudes toward CSR .03 .03 
Smoking status .13 .08* 
Sex -.13 -.04 
Ethnicity .01 .01 
Age .00 .01 
Nation .46 .13 
Note: * p < .05, **p < .001,  R2=.27, F (7, 518) =26.49, p<.001 

 

In sum, as respondents showed more favorable and positive attitudes toward Philip 

Morris’s CSR, they responded they would be more likely to communicate about Phillip Morris’ 

CSR activities with friends.  When respondents showed more favorable and positive attitudes 

toward the corporation, they showed a strong likelihood to work for the company and to invest in 

the company.     
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Effects of Smoking Status  

RQ2: How will publics’ smoking status affect perceived motivation behind the two 

types of CSR practices and attitudes toward Phillip Morris? 

For RQ2, ANCOVA tests were conducted to investigate any differences in the influence 

of CSR-type on CSR motivation, attitudes toward Philip Morris’s CSR and the corporation by 

smoking status while controlling other demographic factors.  Interaction effects between 

smoking status and CSR type on perceived CSR motivation and on attitudes toward Philip 

Morris’s CSR and Philip Morris were examined.  There was a significant interaction effect 

between smoking status and CSR types on perceived CSR motivation (F (3,518) = 2.93, p<.05).   

Table 4-9.  Analysis of covariance for perceived motivation  

Source df F p 
Sex 1 6.74 .010 
Ethnicity 1 .48 .487 
Age 1 3.73 .054 
Nation 1 4.01* .046 
CSR Type 1 1.58 .209 
Smoking status  3 1.47 .221 
CSR Type * smoking status 3 2.93* .033 

Note. **p <.05 
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Table 4-10.  Interaction effects of smoking status and CSR type 
CSR type  n Mean SD df F 

Never  187 4.03 .12 
Former smoker 28 3.34 .30 
Current occasional smoker 27 3.04 .31 

Tobacco related CSR  
 

Current everyday smoker  20 4.27 .36 
Never  185 3.94 .12 
Former smoker 24 4.04 .33 
Current occasional smoker 21 4.04 .35 

Tobacco unrelated CSR 
 

Current everyday smoker  27 3.70 .33  

3/518 2.93* 

*p <.05  

Regarding tobacco-related CSR, this means current everyday smokers and non-smokers 

responded they believed Philip Morris conducted youth smoking prevention campaigns for 

mutual benefit more so than former smokers or current occasional smokers.  In the case of 

tobacco-unrelated CSR, the opposite trends were revealed.  Former smokers and current 

occasional smokers responded they perceived the motivation of hunger-relief CSR as more 

mutually beneficial than current everyday smokers and non-smokers.  Among respondents who 

were exposed to tobacco-unrelated CSR, the mean of perceived motivation of former smokers 

(mean=4.04, SD=.33), that of current occasional smokers (mean=4.04, .35), and that of non-

smokers (mean= 3.94, SD=.12) were above average (mean=3.91, SD=1.60).  The mean of 

perceived motivation of current everyday smokers (mean=3.70, SD=.33) was the lowest. 

However, unlike respondents who were exposed to tobacco-related CSR, current everyday 

smokers and non smokers responded they thought the motivation of Philip Morris’s hunger relief 

campaign was more self-interested than former smokers or current occasional smokers.  Figure 2 

below shows this interaction effect between smoking status and CSR type on perceived CSR 

motivation clearly.   
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Figure 4-1.  Interaction effects of smoking status and CSR type 

There were no significant interaction effects between smoking status and CSR types on 

attitudes toward Philip Morris’s CSR and the corporation.    

Interaction Effects of Different Nations  

RQ3: How do Koreans differ from Americans in perceived CSR motivations, CSR 

values, attitudes toward Philip Morris’ CSR and Phillip Morris across tobacco-related 

and tobacco-unrelated CSR activities?  

For RQ3, ANCOVA tests were conducted to test any interaction effects of different 

nation and CSR type on perceived CSR motivation and attitudes toward Philip Morris’ CSR and 

Phillip Morris.  Interaction effects of different nations and CSR types on perceived CSR 

motivation and on attitudes toward Philip Morris’s CSR and Philip Morris were examined.  

There was a significant interaction effect between nation and CSR types on perceived 

CSR motivation (F (1,518) = 4.61, p<.05).  The results showed very different tendencies of 

perceived motivation depending on nation and CSR type (as Figure 3 shows).  Overall, Korean 

respondents evaluated the motivation of CSR activities as more mutually beneficial (mean=4.14, 
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S.D. =1.59) than respondents in the U.S.(mean=3.81, S.D.=1.64).  In the U.S., respondents 

evaluated the motivation of hunger relief CSR as more mutually beneficial than that of youth 

smoking prevention CSR.  On the other hand, when asked about perceived motivation in Korea, 

respondents evaluated tobacco-related CSR as more mutually beneficial than tobacco-unrelated 

CSR.   

Among control variables, sex and age showed a significant positive relationship: sex (F 

(1,518) =6.90, p<.01), age (F (1,518) = 2.96, p <.01).  Older respondents were more likely than 

younger respondents to perceive Philip Morris’s CSR motivation as more mutually beneficial.  

Women were more likely than men to perceive Philip Morris’s CSR motivation as more 

mutually beneficial.  

Table 4-11.  Analysis of covariance for perceived Philip Morris’s CSR motivation   
Source df F p 
Sex 1 6.90* .009 
Ethnicity 1 .63 .426 
Age 1 2.96* .086 
Smoking 1 1.38 .241 
CSR Type 1 .29 .593 
Nation 1 4.12** .043 

CSR Type * Nation 1    4.61** .032 

Note. *p <.01, **p <.05  

Table 4-12.  Interaction effects of nation and CSR type 
CSR type  N Mean SD df F 

Tobacco related CSR  186 3.69 1.68 U.S.A. 
Tobacco unrelated CSR 181 3.93 1.60 
Tobacco related CSR  76 4.39 1.54 South Korea 
Tobacco unrelated CSR 76 3.88 1.61 

5/518 4.61* 

*p<.05 
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Figure 4-2.  Interaction effects of different nation and CSR type  

There were no significant interaction effects between nation and CSR types on attitude 

toward CSR and the corporation.    

Model Testing  

RQ4: What kinds of relationships would exist between perceived CSR motivation and 

attitudes, between attitudes and evaluation of corporate identity-CSR values dimension, and 

between evaluation of corporate identity-CSR values dimension and behavioral intentions?  

Additionally, SEM was performed to analyze relationships between variables and to 

suggest a comprehensive model.  SEM is a comprehensive statistical methodology for testing a 

model and estimating causal relationships.  This method may also include factor analysis, path 

analysis and multiple regression analysis.  Through demonstrating the causal relationships 

between variables, the model of research can be strengthened.  

For this analysis, five constructs were used: perceived motivation, attitude toward CSR, 

attitude toward Philip Morris, the evaluation of corporate identity-CSR values dimension, and 

likelihood seeking employment, since nominal variables and variables consisted of two items 
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could not be utilized for conducting SEM analysis.  To create a more comprehensive model, 

several possible paths were added to the initial model that was previously suggested through the 

hypotheses.  Additional paths included relationships between perceived CSR motivation and 

attitudes, between attitudes and evaluation of corporate identity-CSR values dimension, and 

between evaluation of corporate identity-CSR values dimension and behavioral intentions.  Nine 

total paths were checked with modification indices.  First, for the suggested model, goodness-of-

fit was estimated. In the study, the X2 (316.88)/df(96) ratio was 3.30, the comparative fit 

index(CFI ) was .97, and the non-normed fit indext(NNFI) was .96.  Based on these measures, 

the model fit very well.  

The significance of regression weights for all constructs was investigated, finding that 8 

relationships were statistically significant (as Figure 4 shows).  Perceived motivation was 

positively related to attitudes toward Philip Morris’s CSR  (γ = .39, p < .001), attitudes toward 

the corporation (γ = .47, p < .001), and an evaluation of CSR values (γ = .33, p < .001).  Attitude 

toward the corporation was positively related to perceived motivation (γ = .47, p < .001). Both 

attitudes positively influenced an evaluation of CSR values: attitude toward Philip Morris’ CSR 

(γ = .12, p < .01), attitude toward the corporation (γ = .56, p < .001).  Both attitudes influenced 

likelihood seeking employment: attitude toward Philip Morris’ CSR (γ = -.18, p < .001), attitudes 

toward the corporation (γ = .32, p < .001).  Contrary to expectations, a negative influence was 

found in regard to the relationship between attitudes toward Philip Morris’ CSR and likelihood 

seeking employment.  Evaluation of CSR values positively affected likelihood of seeking 

employment (γ = .35, p < .001).  

In sum, this modeling reveals several additional findings in addition to supporting the 

following hypotheses.  Attitudes toward Philip Morris’s CSR and toward the corporation were 
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linked to an evaluation of corporate identity-CSR values dimension, which in turn led to more 

positive likelihood seeking employment. However, direct attitudes toward Philip Morris’s CSR 

had a negative influence on the likelihood seeking employment. 
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Figure 4-4. Final Model  

CMIN=316.884, df=96 
CMIN/df=3.30 
CFI=.97 
NNFI=.96 
RMSEA=.067 
*p<.01, **<.001 

 



 

Table 4-13.  Constructs, Indicators, and Key Statistics 
Constructs Indicators M SD Confirmatory 

Factor Loadings
To me, Philip Morris’s socially responsible 
practices are: 
Unfavorable/favorable 
Bad/Good 
Unpleasant/Pleasant  

 
 
5.16 
5.15 
4.67 

 
 
1.64 
1.58 
1.60 

 
 
.87 b 
.92 a 
.82 a 

Attitudes 
toward Philip 
Morris’s CSR  

Index  4.99 1.61 Cronbach α =.90
To me, Philip Morris’s corporate image are: 
Unfavorable/favorable 
Bad/Good 
Unpleasant/Pleasant 

3.89 
4.01 
3.63 

1.78 
1.76 
1.66 

.94 b 

.95 a  

.89 a  

Attitudes 
toward Philip 
Morris 

Index 3.84 1.73 Cronbach α =.95
I think Philip Morris is very compassionate.  
I think Philip Morris is a very activist.  
I think Philip Morris is very sincere. 
I think Philip Morris is very trustworthy.  

3.82 
4.08 
3.66 
3.57 

1.55 
1.69 
1.56 
1.54 

.86 b 

.78 a 

.83 a 

.81 a 
 

CSR values   

Index  4.23 1.59 Cronbach α =.89
 How likely are you to seek employment with 
Philip Morris within next two years?  
 How likely are you to seek information about 
jobs at Philip Morris in the future?  
 In the future, how likely are you talk-up Philip 
Morris to your friends as a good organization to 
work for? 
 I would very much like to work for Philip 
Morris.  

2.20 
 
2.48 
 
2.64 
 
 
2.60 

1.54 
 
1.64 
 
1.65 
 
 
1.66 

.86 a 
 
.90 a 
 
.86 a 
 
 
.88 a 
 

Likelihood of 
seeking 
employment  

Index  2.55 1.63 Cronbach α =.93
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CHAPTER 5 
CONCLUSION 

Discussion of Findings 

Effects of CSR Type on Perceived Motivation 

Many scholars have criticized Philip Morris’s CSR activities by arguing that Philip 

Morris utilizes CSR activities as key marketing tools to increase corporate profits (Chapman, 

2004l Hirschhorn, 2004; McDaniel et al.,2006; Landman et al, 2002).  These scholars argue that 

people should be cautious before interpreting Philip Morris CSR favorably.  This was especially 

true in the case of smoking related CSR activities where such activities engendered much greater 

controversy – most namely, in the case of Philip Morris’ youth smoking prevention campaigns. 

Multiple studies have also shown that Philip Morris’ CSR campaign led people to form positive 

attitudes toward Philip Morris and increase the likelihood of youth smoking, instead of formation 

of anti-smoking attitudes and behavioral intentions to quit smoking as would be expected. 

However, Philip Morris’s CSR activities are not only confined to tobacco related CSR, but also 

to numerous tobacco-unrelated CSR.  This research aims to examine which types of CSR would 

engender more favorable perceptions of why Philip Morris conducts CSR activities.  

As the results of R.Q.1 show, there were no overall differences of perceived motivation 

depending on CSR-type.  However, the results of R.Q.2 indicated that the effects of CSR-type on 

the perception of the motivation that the tobacco corporation conducts CSR activities were 

dramatically differentiated depending on smoking status.   

Nonsmokers generally showed the most generous reaction toward both CSR types.  

They thought tobacco-related CSR was more for mutual benefit than other types of CSR. This 

may be because, as other researchers note (Wolburg, 2006), nonsmokers generally react 

approvingly toward anti-smoking messages.  Interestingly, everyday smokers showed similar 

62 



 

patterns with nonsmokers in terms of interpreting motivation behind CSR.  Everyday smokers 

interpreted tobacco-related CSR in a more favorable way than tobacco-unrelated CSR.  On the 

other hand, former smokers and current occasional smokers exhibited skeptical reactions toward 

tobacco-related CSR.  They perceived tobacco unrelated-CSR as more favorable than tobacco-

related CSR.  These unique results were helpful in discovering the inconsistencies in the results 

of previous research 

David et al.( 2005) notes that groups of smokers perceive Philip Morris’ CSR practices 

in a very positive way.  However, Wolburg’s research (2006) points out that smokers are 

differentiable from non-smokers in that the former have a strong suspicion of the motivation 

behind tobacco companies’ antismoking advertisements.  This research revealed the positive 

relationship between heavy smokers and Philip Morris’ anti-smoking campaigns as David et al. 

(2005) suggests.  However, people who overcome smoking addiction or people who are not 

addicted to smoking showed a much greater tendency to be skeptical toward Philip Morris’s anti-

smoking campaigns.  These results partially supported previous research in terms of skeptical 

reactions.  These different effects of CSR types on perceived motivation - depending on smoking 

status - can be understood through attribution theories that research explains as a theoretical 

background.  

Everyday smokers usually responded negatively to anti-smoking messages that appeared 

to threaten their right to smoke (Wolburg, 2006).  Because smokers tended to hold strongly 

defensive attitudes toward tobacco issues including tobacco companies themselves, anti-smoking 

campaigns must generally be perceived in very skeptical and critical way (Wolburg, 2006).  

However, once smokers noticed that the anti-smoking campaign was conducted by a tobacco 

company, their reaction to the campaign was susceptible to change according to augmentation 
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principles (Kelly, 1973).  When everyday smokers were faced with tobacco-related CSR 

activities which could engender monetary loss for the company, it might happen that they were 

more likely to cite the role of the intrinsic factors (e.g. corporate ethics) in a credible and 

amplified way.  Unlike heavy smokers, former smokers who succeeded in overcoming smoking 

addiction, or occasional smokers who were not fully addicted to smoking to have defensive 

attitudes toward smoking issues, would potentially be more receptive to discounting principles 

(Kelly, 1973).  However, because this study did not examine the attribution tendency precisely, it 

is difficult to reach a conclusion based solely on this study.  Further studies will first be 

necessary.   

Different effects of CSR-type on perceived motivation depending on nation were 

revealed through this study.  When asked the perceived motivation in Korea, college students 

evaluated tobacco-related CSR as more mutually beneficial than tobacco-unrelated CSR. When 

U.S. respondents were asked, college students perceived tobacco-unrelated CSR as more 

mutually beneficial than tobacco-related CSR.  This may be because, in South Korea, unlike the 

U.S., a government corporation had monopoly rights to manufacture and sell tobacco, and for 

many years, there were few anti-smoking campaigns to provide an opportunity for publics to 

develop their views on the tobacco industry.  Of further importance, there were no counter 

marketing anti-smoking campaigns that used strategies which attacked tobacco industries’ 

strategies to sell harmful products, such as Florida’s “Truth” campaigns (Healton, 2001). Also, 

Philip Morris’s youth smoking prevention campaigns marked the first time Koreans faced anti-

smoking campaigns conducted by tobacco-companies – much unlike the U.S.  As a result, 

Korea’s situation engendered even favorable media attention toward the youth smoking 
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prevention campaigns.  This would perhaps explain why Koreans show more favorable reactions 

toward new tobacco-related campaigns than tobacco-unrelated campaigns.   

That respondents in the U.S. exhibited more skeptical responses toward tobacco-

unrelated CSR can also be understood as a result of the U.S.’s particular situation.  In the U.S., 

there have been several different types of tobacco-related CSR activities that were supported by 

big tobacco companies.  Moreover, counter marketing campaigns, which are anti-smoking 

campaigns designed to attack tobacco industry marketing practices, have also been conducted 

(Healton, 2001).  These anti-smoking campaigns could play an important role in raising public 

awareness of tobacco industrial trials. This could explain why people perceived tobacco-

unrelated CSR activities as more mutually beneficial.  

Effects of Perceived Motivation on Evaluation of CSR Values, Attitudes, and Behavioral 
Intentions    

The results of this study support the notion that people are more likely to evaluate CSR value 

dimensions of CI more highly when they perceive CSR motivation as more mutually-beneficial 

than self-interested.  This means, that when people perceive their CSR activities as mutually 

beneficial, people are likely to position the organization in line with socially responsible 

organizations.  These results imply that when organizations try to develop and manage their CSR 

value dimensions of CI, conducting appropriate CSR activities is an effective option.  

This research confirms the results of previous research that perceived motivation of CSR 

activities is a determinant factor in anticipating the effects of CSR activities on formation of 

attitudes, and further formation of behavioral intentions (Webb & Mohr, 1998; Baron, 2000, 

Ellen, 2000; Elabach & Sutton, 1992). The research showed that when people perceive the 

motivation behind CSR activities as for mutual benefit, and not for increasing corporate profits, 

the attitudes toward Philip Morris’ CSR and attitudes toward the corporation are more positive 

65 



 

and favorable.  That is, the influence of CSR activities is differentiable depending upon the 

perceived motivation.  This offers some clues as to why CSR activities are not always perceived 

favorably despite CSR’s pro-social nature.   

Effects of Attitudes toward Philip Morris’ CSR and the Corporation  

The effects of attitudes toward Philip Morris’ CSR and the corporation were investigated 

through H3 and RQ4.  In accordance with what many studies had previously suggested (Ajzen & 

Fishbein, 1977; Fishbein & Ajzen, 1970, 1972, 1980; Kahle & Berman, 1979; Andrews & 

Kandel, 1979), there were generally strong positive relationships between attitudes and 

behavioral intentions.  This study reveals very interesting effects of attitudes on behavioral 

intentions.  First, attitudes toward Philip Morris’ CSR activities directly affect behavioral 

willingness to communicate Philip Morris’ CSR activities.  Second, attitudes toward the 

corporation are closely related with behavioral intentions for seeking employment or investing in 

the corporation.   

Through SEM analysis, it was also found that evaluation of CSR values dimension of CI 

can also play an important role in anticipating behavioral intentions.  Also, there were indirect 

relationships between attitudes and behavioral intentions through an evaluation of CSR values 

dimension of CI.  There are, however, inconsistent findings regarding attitudes toward Philip 

Morris’s CSR and likelihood for seeking employment.  Thus, it is necessary to analyze these 

findings more in depth.  

Limitations, Suggestions for Future Research, and Implications  

There are some drawbacks to this research.  Methodologically, the study utilized 

experiments conducted online based on different types of news releases (tobacco related/ tobacco 

unrelated).  Because respondents were asked to read the news release in order to be exposed to 
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different types of CSR, the artificiality of the situation could influence respondents’ reaction 

toward the CSR.  Additional research in a natural and realistic setting would be helpful to 

confirm the results of the research.  There were also inconsistent findings between attitudes 

toward Philip Morris’s CSR and behavioral intent to seek employments and to invest. More 

future research on these points will be necessary.   Because the sample was limited to college 

students, for generalization of the important findings, more studies using an expanded sample 

will be needed.  Although this research focuses only on tobacco industry CSR activities, more 

studies on the effects of CSR taking into consideration CSR-type will be necessary.       

However, to date there is little research regarding tobacco industry CSR, especially 

relating to CSR-type.  Thus, theoretically, this research may offer greater insight on the effects of 

tobacco industry CSR.  This study found that smoking status plays a crucial role in the effects of 

CSR-type on perceived motivation.  Specifically, the unique results relating to smoking status - 

that heavy smokers showed very favorable attitudes toward Philip Morris’s CSR and the Philip 

Morris corporation, and that occasional smokers or former smokers showed very skeptical 

attitudes toward each. These findings, based on varying levels of smoking status, may help to 

understand the inconsistencies of previous research.  

Also, this study reveals the importance of national background as a main variable.  

Although this study did not examine the attribution tendency precisely, it nonetheless implies the 

usefulness of the attribution theory in anticipating the effects of perceived motivation.  However, 

in this regard, more future studies will be necessary.  Lastly, the results of this study demonstrate 

that an evaluation of CI can also play an important role in anticipating behavioral intentions.   

Practically speaking, information on the effects of tobacco industry CSR based on CSR-

type - dependent on smoking status and the particular nation - will be especially useful for public 
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health practitioners who work closely with anti-smoking campaigning.  Specifically, public 

health practitioners can utilize the different effects of tobacco industry CSR for designing and 

planning counter-marketing anti-smoking campaigns.  Practitioners would then be able to 

segment their audience by smoking status or nationality to conduct more effective anti-smoking 

campaigning.  



 

APPENDIX A 
 STIMULI  

Tobacco-related CSR Stimulus in the U.S. 
 

Philip Morris’s Youth Smoking Prevention Program Raises Awareness  

Philip Morris Companies Inc. has provided several youth smoking prevention programs 
from 1999.  One of those programs is informing student’s parents by providing youth smoking 
prevention tips and tools to parents.  

As children get ready to go back to school, parents have good reason to be concerned 
about the activities their kids could be engaging in.  Research shows that key risk periods occur 
during every transition from early childhood through young adulthood.  Nationally, 12.2 percent 
of youth between 12 and 17 years of age reported using cigarettes.  

To raise awareness of the importance of youth smoking prevention and to encourage 
parents to talk to their kids about not smoking, Philip Morris USA is airing two national 
television advertisements.   These advertisements remind parents of the key role they play in 
influencing their children's decisions not to smoke and highlight everyday moments as perfect 
opportunities for parents to talk to their kids about not smoking. 

In addition to the two television advertisements, Philip Morris USA has placed online 
advertising on national parenting websites highlighting the free tips, tools and resources from 
parenting experts available at philipmorrisusa.com. 

"Research indicates parents are the single greatest influence on their kids' decision not to 
smoke," smoke, said Howard A. Willard, Philip Morris USA executive vice president, corporate 
responsibility.  "As the manufacturer of a product intended for adults who smoke, that has 
serious health effects and is addictive, we believe we have a responsibility to help prevent kids 
from smoking. We take that responsibility seriously and, as a company, are working towards it 
through comprehensive actions including parent communications, grant programs and youth 
access prevention efforts." 

The two television ads will air from August 8 until October 9, and November 14 until 
December 11.   In addition, new and updated free tools, tips and printed resources will be 
available to parents, including a recently released parenting brochure called, Could your kid be 
smoking?, as well as tip sheets on Parenting styles and youth smoking, Talking to pre-teens 
about not smoking, and Preventing kids access to cigarettes.    

 
Tobacco-unrelated CSR Stimulus in the U.S. 

Philip Morris Companies Inc. Join Forces to Feed 500,000 Hungry People. 

Philip Morris Companies Inc., has not only supported several arts and cultural programs, 
but also supported charitable works such as providing hunger relief programs or donating for 
women’s shelter. Recently, Philip Morris Companies Inc., has announced that it will donate 
150,000 pounds of salmon through the Safari Club’s National Campaign Against Hunger 
program to provide more than 500,000 meals for hungry people in Washington, Oregon, Idaho, 
Florida and Arizona. The program was announced today in a news conference at the Food 
Lifeline Food Bank in Shoreline, Washington. Through the program, thousands of disadvantaged 
people are expected to be provided with nutritious, high-protein meals.  
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About the donation, SCI Executive Director Rudolph Rosen, Ph.D. said, "This venture 
shows what happens when interests from both the profit and non-profit worlds unite in 
humanitarian programs. Everyone wins. More importantly, the biggest winners are those who 
have the least -- the hungry and homeless."  

"We have a 40-year history of supporting hunger-relief efforts and are pleased to support 
Safari Club International in their generous support to feed hungry people," said Stephanie 
French, Vice President, Corporate Contributions, Philip Morris Companies Inc. "This is a 
significant and innovative effort, one that accesses important new resources to aid in the fight 
against hunger."  

Against Hunger is a SCI humanitarian services program that was launched in 1989. The 
SCI Against Hunger program is active in all 50 states, parts of Canada, and in several countries 
around the world.  

In 1999, the Philip Morris family of companies -- which includes Kraft Foods, Inc. and 
Miller Brewing Company -- launched a four-year, $100 million campaign to combat hunger. The 
Philip Morris Fight Against Hunger initiative includes $50 million in cash contributions and $50 
million in food donations. It is believed to be the nation's largest corporate response to this 
pressing social issue, which affects as many as 35 million Americans, according to the U.S. 
Department of Agriculture. Fighting hunger is just one way Philip Morris has been helping 
people in need for more than 40 years.  

 
Tobacco-related CSR Stimulus in South Korea: Korean Version 

한국필립모리스의 “청소년 흡연 방지 캠페인”  

필립모리스는 지난 1999 년부터 청소년들의 담배접근을 차단하기 위한 프로그램들을 지원하고 

있다. 정기적으로 “19 세 미만 청소년에게 담배를 파는 것은 법으로 금지되어 있다”라는 메시지를 담은 

스티커와 홍보 자료 등을 전국의 소매업자에게 배포하고 있으며 소매점들과 계약시 청소년 흡연 방지를 

위한 조항을 넣고 있다.  

이러한 청소년 흡연 방지 캠페인의 주요 성과중 하나로, 최근 한국필립모리스와 미니스톱은 

전국 930 여개 점포에서 신분증 검사를 의무화하고 홍보물을 제작해 청소년들의 담배 구입을 막는 

‘청소년 흡연방지 캠페인’을 진행했다. 청소년들이 편의점에서 담배를 구입하는 경우가 빈번하여 

소매상을 대상으로 청소년 흡연 방지 교육을 제공한 것. 미니스톱측은 아르바이트생에게 주로 판매를 

맡기다 보니 청소년에게 담배를 파는 경우가 종종 발생한다면서, 이 캠페인 동참배경을 설명했다. 이 

캠페인의 홍보과 교육을 지원하는 필립모리스의 김병철 기업 커뮤니케이션 상무는 “청소년 흡연의 

일차적 책임은 담배회사와 담배 판매업자에게 있다고 본다”며 “여타 담배회사들과 편의점들도 

책임의식을 갖고 캠페인에 동참했으면 한다”고 말했다.  

한편, 필립모리스는 청소년들이 담배에 대해 잘못된 상식을 갖는 것을 방지하고, 담배와 흡연에 

대해 좀 더 정확한 정보를 알리기 위해 웹사이트 (www.pmkorea.com)를 통해 흡연, 질병 및 중독에 

관한 공중 보건 메시지를 전달하고 있다.  또한, 필립모리스가 미국에서 진행하고 있는 “부모와 함께 하는 

청소년 흡연방지 캠페인”에 대한 정보와 금연 캠페인 공익 광고를 함께 제공하고 있다.  이에 관해 윌리암 

하워드 미국 필립모리스 부사장은 “담배는 성인을 대상으로 한 제품이며, 건강에 치명적인 영향을 미칠 

수 있다.”며 “우리는 제품생산자로써 사회적 책임을 통감하기 때문에 청소년 흡연을 막기 위한 다각적인 

노력을 기울이고 있다.”고 말했다. 그는 “미성년자들은 종종 어떤 일에서 미숙한 결정을 내리는데, 

흡연이 그런 예”라면서, “또래 집단의 압박과 영향 속에서 흡연을 멋진 행위로 여기는 청소년들의 흡연 

방지는 사회적 차원에서 다각적으로 이뤄져야 한다.”고 말했다. 따라서 앞으로도 필립모리스는 청소년 

흡연 방지를 위해 지속적으로 노력할 예정이다. 

 
Tobacco-related CSR Stimulus in South Korea: English Version 

Philip Morris Korea’s Youth Smoking Prevention Campaign 
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Philip Morris Korea Inc. has provided several youth smoking prevention programs from 
1999.  Those programs include that distributing stickers and brochures to retailers for providing 
message of “selling tobacco to person under19 year olds is prohibited by law” and add clause 
relating youth smoking prevention when the company make a contract with retailers.  

One of major youth smoking prevention programs, recently Philip Morris Korea and 930 
Ministop Convenient Stores have conducted Youth Smoking Prevention Campaigns making it 
mandatory requesting ID and distributing brochures. That is since many adolescent buy 
cigarettes at convenient stores, Philip Morris provide educational campaigning toward retailers 
regarding youth smoking prevention.  Managing director of Ministop Convenient Store explain 
the motivation of joining the campaign as that convenient stores generally rely on part-time 
workers so it happened sometimes selling cigarettes to youth.” Byun-Cheul Kim, an 
organizational communication manager of Philip Morris, who support educations and publicities 
of the campaign, said “I think the first responsibility of youth smoking is on Tobacco companies 
and retailers,” and argued “I hope other tobacco companies and other convenience stores also 
join the campaign with responsibility”   

Philip Morris provide public health information on smoking, disease, and addiction 
through their website(www.pmkorea.com) to protect youth having biased knowledge of 
cigarettes and to give more accurate information of it.  In their website, there are also 
information on Philip Morris’s youth smoking prevention campaigning with parents and ads that 
conducted in the U.S.A.  

“Tobacco is only for adults, that has serious health effects and is addictive,” and “As the 
manufacturer, we believe we have a responsibility to help prevent kids from smoking. We take 
the responsibility seriously,” Howard A. Willard, Philip Morris USA executive vice president. 
“Youth sometimes cannot make right judgments and youth smoking is one of the examples. It is 
necessary to prevent youth smoking, who regards smoking cool under peer pressures in social 
level in diverse way.”  Philip Morris will keep try to prevent youth smoking.     
 

Tobacco-unrelated CSR Stimulus in South Korea: Korean Version 
책임경영 발판으로 새로운 도약 꿈꾸는 필립모리스  

 

한국필립모리스는 예술, 문화 활동 후원과 더불어 결식자 들을 위한 지원활동 및 가정폭력 

피해자들을 위한 쉼터 지원 등과 같은 다양한 사회공헌 활동을 하고 있다. 기업은 주변 환경과 분리되어 

운영되는 것이 아니라 그것에 의존하며 영향을 끼치기도 하기에 기업은 자신이 속한 지역사회의 

장기적인 발전과 복리를 위해 기여해야 한다는 믿음때문이다. 

한 예로 현재까지 한국필립모리스는 배고픔으로 고통 받고 있는 결식자들을 위해 전국 주요 

도시 사회복지시설에 26 대의 음식물 운반용 냉동탑차를 기증했다. 오늘 24 일 추가적으로 냉동탑차를 

기증할 예정이다. 이번에 기증하는 ‘냉동탑차’(1 톤)는 한국필립모리스가 대한 불교 조계종 

사회복지재단이 중앙회원으로 참여하고 있는 먹거리 나누기 운동 협의회에 지원하는 27 번째 차량이다. 

기증된 차량에는 냉장·냉동 시설 및 급식지원시설이 설치되어 있어 음식물의 위생적인 보관 및 배식이 

가능하다. 또한 주변에서 기탁 받은 잉여 식품을 필요한 곳까지 안전하게 전달할 수 있어, 결식아동 및 

독거노인들에게 더욱 안전한 먹을거리를 전달 할 수 있다.  

김현주 먹거리 나누기 협의회 상무는, “이러한 자선사업들은 기업과 자선단체가 함께 

사회공헌을 위해 헌신하는 좋은 예다.”면서 “ 자선단체와 기업체 모두가 성공하는 전략이며, 이를 통해 

결식아동 및 독거노인들이 더욱 많은 도움을 받을 수 있다는 점에 주목해야 한다.”고 설명한다.    

한국필립모리스(주) 김병철 상무는 “불우한 이웃과 독거노인 등 경제적으로 어려움을 겪고 있는 

이웃들에게 신선하고 위생적인 식품을 전달하기 위해 본 냉동탑차 기증사업을 실시해 오고 있다”며 
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“앞으로도 소외된 이웃들을 위해 안전한 먹거리를 제공하고 이들에게 용기와 희망을 줄 수 있는 나눔의 

활동을 지속적으로 펼쳐나갈 계획이다”고 기증 소감을 밝힌다. 

또한, 필립모리스는 노숙인 쉼터지원사업을 꾸준히 지원해오고 있다. 가정폭력 피해자들이나 

노숙자들의 경우 아직까지 사회적 인식 부족 등으로 예산 부분에서 어려움을 겪고 있는 것이 현실이다. 

한국필립모리스는 이들이 육체적, 심리적으로 안정을 취할 수 있도록 쉼터시설에 대한 개보수를 

도와주고 있으며 또한, 이들의 홀로서기를 돕기 위한 직업 교육 프로그램을 지원하고 있다. 이러한 

노력의 결과, 한국필립모리스는 2004 년 사회복지공동모금회 주최로 열린 ‘희망 2004 이웃돕기유공자 

포상식’에서 결식자 지원 및 노숙인 쉼터 지원 사업 등으로 보건복지부 장관 표창을 수상하기도 했다.  

앞으로도 한국필립모리스는 사회의 일원으로서 더욱 책임 있는 기업 활동을 통해 역할을 확고히 

해나가는 것은 물론, 지역 사회 발전을 위한 지속 적 인 투자와 지역 시민을 위한 다양한 

사회공헌활동에도 노력할 예정이다. 
 

Tobacco-unrelated CSR Stimulus in South Korea: English Version 
Philip Morris Korea strives to leap to responsible corporate management 

Philip Morris Companies Inc., presently supports a wide range of socially responsible 
programs, ranging from art and cultural programs to charitable works projects such as hunger 
relief programs and donations to women’s shelters. Philip Morris maintains the belief that 
corporations are so interwoven with society that corporations are obligated to contribute to 
society’s long-term development and well-being.   

In furtherance of this belief, Philip Morris Korea recently donated 26 freezer trucks to 
social welfare institutions across the nation to help feed the hungry.  On June 24th, the company 
pledged to donate yet another freezer truck. In total, this amounts to 27 freezer trucks that Philip 
Morris has donated to Food Sharing Campaign Association, one that Korean Buddhist political 
party Jogye Order supports as one of the Association’s most visible members. The freezer trucks 
are equipped with freezing, refrigerating systems, and kitchen equipment, to store and transport 
foods safely and feed hungry people. Also, it is possible that donated foods more safely deliver 
to unprivileged family.  

About the donation, Food Sharing Campaign Association’s managing director, Kim 
Hyunsu Ph.D. said, "This venture shows what happens when interests from both the profit and 
non-profit worlds unite in humanitarian programs. Everyone wins. More importantly, the biggest 
winners are those who have the least -- the hungry and homeless." As Phillip Morris’ 
organizational communication manager Byun-Cheul Kim explains, “We have donated these 
freezer trucks to provide fresh and sage foods for the economically struggling people such as 
unprivileged families.  We will continue to try and provide fresh foods to the poor and conduct 
charitable activities to encourage them and give them hope.”   

 Moreover, Philip Morris has supported homeless shelters. Victims of family abuse or 
homeless lack the financial means to sustain themselves because of low social awareness. 
Consequently, Philip Morris has not only supported maintenance of shelter facilities so that these 
people may have a place to sleep, but has also supported job education programs which help 
them to gain employment.  For their voluntary efforts, Philip Morris received the Health-Welfare 
Minister award in 2004 for aiding the poor. As a socially responsible member of society, Philip 
Morris Korea will continue to conduct responsible corporate management and invest in a broad 
range of social charitable activities.    

 

 



 

APPENDIX B 
QUESTIONNAIRE  

Questionnaire in the U.S. 
 
To receive extra credit on the survey, please enter your UF ID in the survey when 
prompted for your UF ID.   
 
When the last digit of your UF ID ends with an EVEN number, 
I AGREE: 
http://www.surveymonkey.com/s.aspx?sm=iFZM9CDDtlKDt2_2b2MAXi5Q_3d_3d  
 
When the last digit of your UF ID ends with an ODD number, 
I AGREE: 
http://www.surveymonkey.com/s.aspx?sm=JtxPpUnzfgK_2b0sC2iL_2bA1w_3d_3d  
 
I DO NOT AGREE: http://www.ufl.edu  
 
 
Please read the news article carefully and answer the following questions to the best of your 
ability.  
 
1. Please check the following questions, on a scale from 1 to 7, to the best of your ability:  
What do you think about why Philip Morris is conducting socially responsible activities?  

Self-interested  (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Mutually beneficial 
 
2. Please respond to how much you agree with the following statements. Please check the 
following questions, on a scale from 1 to 7 :  
 
(1) I think Philip Morris is very compassionate  

Strongly disagree (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Strongly agree  
(2) I think Philip Morris is a very activist  

Strongly disagree (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Strongly agree  
(3) I think Philip Morris is very sincere   

Strongly disagree(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7)  Strongly agree  
(4) I think Philip Morris is very trustworthy  

Strongly disagree(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Strongly agree  
 
3. Please check the following questions, on a scale from 1 to 7, to the best of your ability: 
 
(1) To me, Philip Morris’s socially responsible practices are: 

Unfavorable  (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Favorable 
Bad (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Good 
Unpleasant (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Pleasant  

 
(2) To me, Philip Morris is:  
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Unfavorable  (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Favorable 
Bad (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Good 
Unpleasant (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Pleasant  

 
4. Please respond to how much you agree with the following statements. Please check the 
following questions, on a scale from 1 to 7 :  
(1) I am willing to discuss Philip Morris’ youth smoking prevention campaign (or hunger relief 
project) with friends. 

Strongly disagree(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Strongly agree  
(2) I am willing to search for more information on Philip Morris’ youth smoking prevention 
campaign (hunger relief project).  

Strongly disagree(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Strongly agree  
 

5. Please check the following questions, on a scale from 1 to 7, to the best of your ability: 
(1) If you had money to invest, how likely would you to invest in Philip Morris? 

Very unlikely (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Very likely  
(2) How likely are you to seek employment with Philip Morris within next two years? 

Very unlikely (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Very likely  
(3) How likely are you to seek information about jobs at Philip Morris in the future? 

Very unlikely (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Very likely  
(4) In the future, how likely are you to talk-up Philip Morris to your friends as a good 
organization to work for? 

Very unlikely (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Very likely  
(5) I would very much like to work for Philip Morris.  

Very unlikely (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) Very likely  
 
6. How much and how often do you smoke?   

(1) Never.  
(2) In the past, but have not smoked for at least one month.  
(3) At least once in the past month, but not every day.  
(4) Almost everyday.    

 
7. Your sex:  Male_____   Female _____  
8. Your ethnicity  
9. Your age:  
 
Thank you for your participation!  
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Questionnaire in Korea 

미국 플로리다 대학교(University of Florida) 홍보학과에서는 기업의 사회공헌활동에 대한 연구를 

수행하고 있습니다.  

 

본 조사는 무기명으로 실시되며, 조사결과는 컴퓨터를 통해서 통계처리 됩니다. 그러므로 귀하의 모든 

응답은 철저히 비밀이 보장되며 응답내용은 순수한 학문적인 분석에만 사용됩니다. 설문에 소요되는 

시간은 10분 정도입니다. 귀한 시간 내시어 본 조사에 적극 협조해 주시길 진심으로 부탁드립니다.  

 

본 연구와 관련하여 질문 있으시면 아래 연락처로 연락주시기 바랍니다.  

대단히 감사합니다.  

 

Email : 김연수. yskim@ufl.edu.  

Phone : 1-352-328-6424  

 

 먼저 기업의 사회공헌 활동과 관련한 다음 기사를 신중히 읽어주십시오.  기사를 끝까지 읽으신 

후, 각 질문에 대답해 주시면 됩니다.  

 

읽으신 기사에 대해 귀하가 생각하신 점에 관한 질문입니다.  

 

1.필립모리스의 사회공헌활동의 동기에 대해 어떻게 생각하십니까? 기업이익을 위해서는 1 점, 

사회환원을 위해서는 7 점 입니다.   

 

기업 이익을 위해                                                                                 사회환원을 위해  

 (1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7)     

 
2. 다음 진술문에 얼마나 동의하시는지 응답해 주십시오. 전혀 동의하지 않는다는 1 점, 매우 동의한다는 

7 점입니다.   

 

(1) 나는 필립모리스가 매우 인정많은 기업이라고 생각한다.  

전혀 동의하지 않는다                                                                  매우 동의한다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 
(2) 나는 필립모리스가 사회공헌 이슈에 매우 적극적/활동적이라고 생각한다.  

전혀 동의하지 않는다                                                                  매우 동의한다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 
 

(3) 나는 필립모리스가  진실된 기업이라고 생각한다.    

전혀 동의하지 않는다                                                                   매우 동의한다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 
(4) 나는 필립모리스가 신뢰할 수 있는 기업이라고 생각한다.     
전혀 동의하지 않는다                                                                   매우 동의한다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 
 
3. 다음은 귀하가 필립모리스의 사회공헌 활동에 대해 느끼는 점에 대한 질문입니다. 각 문항에 대한 

귀하의 느낌을 솔직하게 답변해 주십시오.   

 

(1) 나는 필립모리스의 사회공헌활동들에 대해   

비호의적이다                                                                                호의적이다 

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 
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(2) 나는 필립모리스의 사회공헌활동들에 대해  

부정적이다                     긍정적이다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 
(3) 나는 필립모리스의 사회공헌활동들을  

싫어한다                좋아한다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 
 

4. 다음은 귀하가 필립모리스에 대해 느끼는 점에 대한 질문입니다. 각 문항에 대한 귀하의 느낌을 

솔직하게 답변해 주십시오.   

(1) 나는 필립모리스 기업에 대해  

비호의적이다                                                                                       호의적이다 

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 

(2) 나는 필립모리스 기업에 대해  

부정적이다                                      긍정적이다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 

(3) 나는 필립모리스 기업을  

싫어한다                               좋아한다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 

 

5. 다음은 귀하의 필립모리스와 필립모리스 캠페인에 대한 귀하의 의향에 관한 질문입니다.  

(1) 나는 친구들과 필립모리스의 캠페인에 대해 대화를 나눌 의향이 있다.  

전혀 그렇지 않다                                                                                 매우 그렇다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 

 

(2) 나는 필립모리스와 그 캠페인 관련 정보를 찾아볼 의향이 있다.  

전혀 그렇지 않다                                                                                 매우 그렇다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 

 

6. 다음은 귀하의 필립모리스에 대한 의향에 관한 질문입니다. 

(1) 여건이 된다면, 나는 필립모리스에 투자할 의향이 있다. 

전혀 그렇지 않다                                                                                 매우 그렇다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 

 

(2) 향후 2 년내에, 필립모리스에 취업지원할 의사가 있다. 

전혀 그렇지 않다                                                                                  매우 그렇다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 

 

(3) 필립모리스 관련 취업정보를 찾아볼 의향이 있다. 

전혀 그렇지 않다                                                                                  매우 그렇다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 

 

(4) 지인들과 필립모리스는 좋은 직장이라고 얘기를 나눌 의사가 있다. 

전혀 그렇지 않다                                                                             매우 그렇다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 
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(5) 필립모리스에서 일하고 싶다. 

전혀 그렇지 않다                                                                                 매우 그렇다  

(1)-----(2)-----(3)-----(4)-----(5)-----(6)-----(7) 

 

6. 다음은 귀하의 흡연경험에 대한 질문입니다. 적절한 항목을 체크해 주십시오.  

(1) 담배를 피운 적이 없다.   

(2) 담배를 끊었으며, 적어도 지난 한달간 담배를 피운적이 없다.  

(3) 최근 한달간 담배를 피운적이 있으나, 매일 피우지는 않는다.  

(4) 담배를 매일 피운다.  

 

7. 다음은 설문에 응답해 주신 귀하의 간단한 인적사항을 알기 위한 질문입니다. 

(1) 귀하의 성별은 무엇입니까?( ) 1 남 2   여  

(2) 귀하의 연령은 어떻게 되십니까? 만 ( ) 세 

 

 

귀한 시간 내주셔서 감사합니다.  
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