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Abstract
Purpose – This paper aims to investigate the interplay between managerial assumptions and institutional
corporate social responsibility, and determines how such fit affects performance.
Design/methodology/approach – The authors developed and tested a model using survey
methodology. The authors’ data from 210 hotels located in Qatar and the UAEwere analysed using the partial
least squares (PLS) approach.
Findings – The results reveal that firms with entrepreneurial, political and professional frame of reference
(FoR) engage in institutional corporate social responsibility (CSR) practices. In addition, the entrepreneurial
and professional FoR enhances the institutional CSR – organisational performance link.
Research limitations/implications – The findings will help managers to determine the effect of their
FoR on their adoption of institutional CSR, thereby increasing the effectiveness and efficiency of their CSR
strategy. As the study is exploratory in nature, several limitations have been highlighted and discussed.
Originality/value – To the authors’ knowledge, this is one of the few papers that inspect the relationship
between managerial assumptions and institutional CSR and establishes their effect on performance.

Keywords Corporate social responsibility, Firm performance, Emerging markets,
Partial least square, Frame of reference, Management assumptions,

Paper type Research paper

摘要

研究目的 –本论文旨在研究管理假设和企业社会责任的关系并且决定其如何影响企业绩效。

研究设计/方法/途径 – 本论文采用问卷采样形式, 位于卡塔尔和阿联酋地区的210家酒店为问卷样
本。本论文采用偏最小二乘回归（PLS）来分析数据。

研究结果 – 如果企业拥有创业者精神、政治、及专业的参考架构（FoR）,那么往往会参与到体制性
企业社会责任（CSR）的实践。此外,创业者精神的和专业的FoR促进体制性CSR-组织绩效的关系。
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研究实践意义 – 本论文结果帮助经理人判定FoR对于CSR实践的影响, 因而提高了CSR政策的效果和
效率。由于本研究是探索性论文,一些所带来的限制已经在文中提到并强调。
研究原创性/价值 – 据作者所知,本论文是仅有的几篇论文中,研究管理假设和体制性CSR的关系并且
确立其对于企业绩效的作用。
关键词 –管理假设，参考架构，体制性CSR，新兴市场，企业绩效，偏最小二乘回归

纸张类型 –研究论文

Introduction
For over four decades, attention for corporate social responsibility (hereafter CSR) has
grown dramatically in both academic and practitioner communities (Wang et al.,
2016). Several researchers recognise CSR as a key factor to success and a tool to
generate various business benefits (Aguinis and Glavas, 2012; Campbell, 2007).
However, other scholars found no connection between CSR and firm’s economic
performance (Story and Neves, 2015). This inconsistency in the literature is caused by
poor monitoring over CSR antecedents (Du et al., 2013). In particular, the important
role of managerial characteristics in shpaing the CSR activities and practices
(Christensen et al., 2014).

Whilst the advocate of institutional approach pointed to the important role of
organisational and managerial factors in influencing the firm’s choice of environmental
strategy (Sharma, 2000), our knowledge of managerial interpretation on CSR strategy
remains embryonic (Du et al., 2013). This knowledge scarcity leads several scholars to
call for a new focus on how managerial characteristics might shape CSR activities (Du
et al., 2013). This paper responds to these calls by investigating the interplay between
managerial frame of reference (FoR) and institutional CSR practices.

The logic behind considering such relationship is the fact that, whilst CSR is a corporate
practice, it is the leaders who define the range of organisational reality and limit the
repertoire of possible options (Christensen et al., 2014). Therefore, in exploring the CSR
antecedent, it becomes important to understand CSR’s institutional environment, mainly its
management role, which shapes the organisational strategies (Christensen et al., 2014; Du
et al., 2013). The lack of research on the interface between organisational leadership and CSR
is noteworthy.

Relatedly, complying with the cognitive theory, which proposes that an alignment
between top management and the organisation’s strategic choices leads to better
performance (Story and Neves, 2015), this paper seeks to investigate the CSR practice effect
on performance.

We believe that examining such relationships makes several important contributions.
First, to the best of our knowledge, this study is the first to examine the effects of managerial
assumptions on CSR practices. From a theoretical viewpoint, examining such relationships
will enhance our knowledge on one potential antecedent of a firm’s CSR, further our
understanding of the CSR formulation and provide a basis for understanding the
consequences for the performance of each CSR practice.

Secondly, whilst the study of CSR antecedents and effect is significant in its own right,
regardless of organisation’s type or location, most previous studies on CSR were conducted
in developed economies, and parley investigated the hotel industry (Pratyameteetham and
Atthirawong, 2017), which makes it difficult to develop a cogent theory and management
practice in the field (Sweeney et al., 2011). Accordingly, this paper extends the work on this
topic to a new setting, and with this setting choice, this study aims to not only replicate
previous research in a new and less-researched context, but also extend the related research
by testing a new relationship.
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Finally, this study is one of few papers in the tourism field that applies partial least
square (PLS) and examines unobserved heterogeneity using PLS-SEM, which is considered
a key area of concern according to several researchers (Sarstedt et al., 2011). From a
managerial standpoint, our results identify a match between managerial assumptions and
CSR practice, which should help firms to examine the internal logic of their CSR-related
profiling carefully andmanage their CSR practice accordingly.

The remainder of this study is organised as follows. The following section reviews
previous literature on managerial assumptions and CSR practices, and an appropriate
classification of each variable in the theoretical framework is selected. Then, we present its
model and hypotheses, and we test the model using a sample of 210 hotels from Qatar and
the UAE. After discussing the results and implications of the PLS-path analysis, the paper
concludes with a discussion of the findings, implications for management and future
avenues for research.

Literature review
The first two sections here review previously researched managerial assumptions and CSR
practices. In particular, we justify our use of the FoR framework and the institutional CSR
framework. The last two sections explore how FoR might impact CSR practice choices and
how the latter affects performance.

Managerial assumptions
Management researchers have identified the importance of managerial assumptions in the
formulation of organisational strategies and their role in explaining the diversity of strategic
behaviour (Child, 1972; Hambrick and Mason, 1984; Kaplan, 2011). This line of work
suggests that executive cognitions, values and perceptions all play a pivotal role in shaping
organisational strategic choices (Abu Farha and Elbanna, 2018). Researchers have found
that managerial values and cognitive base influence their vision, selectivity and reading of
the surrounding environment, thereby “directly entering in the strategic choice” (Hambrick
andMason, 1984, p. 195).

Whilst there were several conceptualisations and terms in managerial assumptions, this
study adopts the FoR typology proposed by Shrivastava andMitroff (1983) as a determinant
of managerial assumptions due to its rigorous basis and because its constructs have been
clearly classified and operationalised. Shrivastava and Mitroff (1983, p. 163) described FoR
as “the fundamental assumptions on which organisational inquiry into problems is based
upon”. They include methodological, epistemic, ontological and ideological assumptions
that enable organisational members to make consensual meaning out of social events
(Shrivastava and Mitroff, 1983). In other words, FoR is the tool that enables organisations to
make sense of events and pave the way for their “mindscapes” (Shrivastava and Mitroff,
1984). Organisational FoR is intended to be a collective term, in the sense that it is shared by
most of an organisation’s employees.

Shrivastava and Mitroff (1983, 1984) identified four types of organisational FoR –
political FoR, entrepreneurial FoR, bureaucratic FoR and professional FoR (Table I) – based
on six constructs:

(1) cognitive elements: the fundamental units of information – ideas, notions, concepts
and assumptions that are often taken for granted but cannot take place without
personal inquiry or concept formation;

(2) cognitive operators: the methods by which vast amounts of data are obtained,
ordered and rearranged to create meaning;

Managerial
assumptions

473



(3) reality tests: the processes that “anchor organizational inquiry and resulting
actions in specific rules and regulations, personal values, social ideologies,
customs, or scientific knowledge and thereby give them ‘truth’ or ‘reality’ status”
(Shrivastava and Mitroff, 1983, p. 165);

(4) domain of inquiry: the scope and boundaries of the inquiry process that firms
consider and address;

(5) degree of articulation: this is not an element of FoR, but rather pertains to the
“degree to which the assumptions embodied in the other four elements have been
articulated and codified” (Shrivastava and Mitroff, 1983, p. 166); and

(6) metaphors: symbolic constructions of the firm’s world in meaningful ways.

Institutional CSR. CSR is defined as “the broad array of strategies and operating practices
that a company develops in its efforts to deal with and create relationships with its
numerous stakeholders and the natural environment” (Waddock, 2004, p. 10). Currently,
CSR has become influential in the business strategy, where most companies adopt a policy
to address CSR and produce an annual report detailing its activities.

Even though existing literature distinguishes between technical CSR practices, which are
related to a company’s primary stakeholders, and institutional CSR practices, which are
linked to the secondary stakeholders (Godfrey et al., 2009), in this paper, we focus on
the institutional CSR practices for several reasons. First, the institutional CSR practices are

Table I.
Shrivastava and
Mitroff’s for typology

Elements of
FoR Entrepreneurial FoR Bureaucratic FoR Professional FoR Political FoR

Cognitive
elements

Subjective
information

Objective information Inter-subjective
information

Subjective and
objective interest

Personal commitment Firmal commitment Firmal commitment Group or coalition
commitment

Cognitive
operators

Judgment/Intuitive
analysis

Computational
analysis

Planning and
computational
analysis

Bargaining and
negotiation

Limited short-term
problem formulation
and solution

Interpersonal inquiry Long-range problem
formulation and
solution

Inter-personal
problem-solving

Reality
tests

Self-experience

Facts are what work
or get tasks
accomplished

Firmal rules
procedures
procedural rigour

Empirical,
experimental proofs
methodological
rigour

Popular wisdom
social and firmal
norms

Domain of
inquiry

Problem-specific
changing
continuously

Department fixed and
well-drawn
boundaries

Firmal fixed
boundaries

Firmal and regional
changes with
stakeholder interests

Degree of
articulation

Low High Medium Low

Through gestures
and actions, non-
verbal

Through explicit
statement of
assumptions, rules

Explicit in the
knowledge base
utilized for decision-
making

Through rhetoric and
metaphorical
communication

Metaphors Economic/ militaristic Economic/ Social Scientific Political
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dominant and essential for the company performance, which explains why companies are
increasingly considering various practices to support local communities and reduce their
eco-footprint (Aguinis and Glavas, 2012). Second, the primary stakeholders tend to have
more power in the decision-making process, which leads to short-term impact and often
responsive, mainly related to enhance a company’s revenue. Whereas, secondary
stakeholders lack power over the business control (Mitchell et al., 1997), which more likely to
lead to voluntary decision-making bymanagers.

Effect of managerial assumptions on CSR practice
The importance of managerial assumptions in influencing an organisation’s choice of
environmental strategy has been acknowledged by the institutional approach (Sharma,
2000). This approach argues that social responsibility strategies are affected by the way
managers interpret the external environment (Delmas and Toffel, 2004). Their logic is that
institutional forces define the range of organisational reality and limit the repertoire of
possible options. In this regard, Jennings and Zandbergen (1995) recognised the influence of
managerial assumptions in determining the organisational environmental strategies and
advised researchers to incorporate it in future studies. In addition, Du et al. (2013) found that
leadership style has a direct influence on CSR practices.

Based on the previous discussion, which established that managerial assumptions play a
vital role in strategic decision-making, it is expected that institutional CSR will be affected
by the FoR of the dominant coalition.

Linking CSR practice and performance
Whilst prior research on the organisational outcome of institutional CSR has been
inconsistent (Aguinis and Glavas, 2012), most of the work on this topic has shown that CSR
practices produce various positive business paybacks (Du et al., 2013), which include
developing stronger relationships with stakeholders, becoming more attractive to
professional future employees, developing a more optimistic public image and generating
community support (Story and Neves, 2015). Therefore, we would expect a positive
relationship to exist between an organisation’s FoR and CSR practices.

This paper followed Lindgreen et al. (2008) and proposes the parsimonious conceptual
framework presented in Figure 1. The proposed framework integrates the paper’s three sets
of variables: the organisation’s FoR, CSR practices and firm’s performance. The framework
illustrates the thesis of this study, namely, that an organisation’s FoR affects its choice of
CSR practice. In addition, it assumes that a fit between the institutional CSR practices and
organisational FoR will improve the outcomes of the company’s CSR activities. These two
types of relationships are appealing if one considers the empirical and theoretical work that
emphasises the role played by managers’ assumptions in determining the organisation’s
strategic direction (Pels, 2010; White et al., 2003) and the effect that CSR practice has on firm
performance.

Methodology
Measures
The conceptual model of this study was examined using a structured survey method. The
research variables were based on earlier measurements. The organisational FoR was
developed based on the results from a questionnaire originally reported by Shrivastava and
Mitroff (1983); 28 questions reflecting the four components of FoR were developed. As for
institutional CSR, the study adopted Du et al. (2013) questionnaire, which contained 12
questions. Finally, performance is considered as a multi-dimensional phenomenon;
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therefore, we measured it using four aspects of performance measures: profitability
measures, which were based on Sweeney et al. (2011), and stakeholder relationship,
corporate reputation and visibility measures, which were adopted from Du et al. (2013).
These indicators are extensively recognised as being amongst the most important indicators
of performance because they reflect measures used in the broader marketing literature (Du
et al., 2013).

As the paper used measures from previous work that were based on an extensive
literature review, construct validity of the instruments is justified. As for the face validity,
four marketing practitioners evaluated each item, and the questionnaire was pre-tested with
a group that consists 10 Arabic executive students in the MBA program. Similar to those
targeted to participate in the research. Those executives hold the same characteristics to
those who are planned to participate in the research. Only few minor wording changes were
recommended, but in general, the questionnaire and terms used were understandable and
interpreted appropriately. Therefore, it can be interpreted that that the instrument used
established the content and face validity.

Data collection and sample
In an attempt to answer the study questions, this paper focuses on the hotel industry, as this
industry started giving extra focus on environmental issues and adopting more of a socially
responsible behaviour (Holcomb et al., 2007). The reasons for such trend ranges from
increased economic profits, employee organisational commitment, public scrutiny,
improved investor relations, the good of society as a whole, up to and including the general
view that CSR is the “right thing to do” (Lee and Park, 2009; Henderson, 2007).

The responses were collected from managers of hotels located in Qatar and the UAE
because this setting reflects the Gulf region’s environmental conditions. Despite the increasing
economic and political importance of this region, empirical data on its organisational and
management practices are still lacking, and any attempt to analyse psychological and practical

Figure 1.
Conceptual
framework
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aspects of its firms are valuable (Abu Farha and Elbanna, 2018). The sample contained 210
hotels operating in Qatar and the UAE, and the data were gathered by four experienced
research assistants, using a non-probabilistic sampling method, the drop-off/pick up method of
questionnaire administration (Tuncalp, 1999). After identifying the hotels and the manager or
person in charge of the marketing function, phone calls were made to set up appointments. One
of the researchers visited the hotels that agreed to participate, and the respondents were given
the choice to complete the questionnaire immediately or to take a few days to complete it and
have the researcher come back to pick it up.

The demographics of the study sample were as follows: 59 per cent of the hotels were
established less than 20 years before the time of this study, and 64 per cent were four- and
five-star hotels. Of these hotels, 35 per cent were wholly domestically owned, 21 per cent
were completely foreign-owned and the rest were jointly owned. In terms of the respondents’
characteristics, 85 per cent were male, 74 per cent were aged between 30 and 50 years and 81
per cent were in upper management positions.

Data analysis
The data were analysed using the PLS approach, which offers three advantages that
coincide with the goals and characteristics of this study: PLS is recommended for models
that emphasise theory development (Chin, 2010); it has an inherent ability to compute a
cause-and-effect relationship model (Hair et al., 2012); and it puts minimum demand on
measurement scales such as the sample size and conditions for normality (Henseler et al.,
2009), making it particularly suitable for this study.

Non-response bias, common method bias and recalling information bias. The data were
collected from a single respondent in each hotel, a limitation that could cause different types
of bias such as retrospective rationalisation and incomplete recall. To ensure the absence of
possible bias, the paper followed Podsakoff et al. (2003) recommendation to include a
common method factor in the PLS model. We compared the standardised regression weights
of the full measurement model with and without a common latent factor; the results
indicated the differences between regression weights in all paths of the twomodels were less
than 0.2. This display that any potential common method bias is small (Zhao et al., 2011),
and we can safely claim that any relationship reported in this study indicates substantive,
rather than artificial effects.

Data analysis
The PLS analysis was applied using SmartPLS 3.0 software (Ringle et al., 2005). Following
Henseler et al. (2009), the test was performed on a three-tier procedure; the measurement
model, the structural model andmulti-group analysis (MGA).

Measurement model results
As recommended by Hair et al. (2012), we evaluated the measurement model reliability and
validity using the values of the indicator coefficients, composite reliability (CR) and the
average variance extracted (AVE) for each construct. Table II presents the outer loadings
and the model’s rc, Cronbach’s a AVE. Item reliability in the model presented was deemed
adequate because all reflective factor loadings exceeded the cut-off point of 0.5
recommended by Chin (2010). All other loadings below the cut-off point were deleted (19
items). As for the CR index, all constructs exceeded the minimum value of 0.70 (Hair et al.,
2012), with performance showing the highest (0.942) and political FoR presenting the lowest
(0.782). These results indicate that the model passed the construct reliability test. As for
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model’s convergent validity, the last column in Table II shows that all the AVE values are
above the cut-off point of 0.50 recommended by Fornell and Larcker (1981).

To confirm that discriminant validity was established, two tests were conducted; AVE
(proposed by Fornell and Larcker, 1981) and the heterotrait–monotrait ratio of correlations
(HTMT) (developed by Henseler et al., 2015). Table III shows that the AVE square-root (on
the diagonal line) is higher than all correlations below, which means that each latent
variable has more variance with its indicator than with any other latent variable (Henseler

Table II.
Psychometric
properties of the
structural model

Measure Indicator name Indicator loading CR Cronbach’s a AVE

Political 0.782 0.615 0.549
Polit 2 0.604
Polit 3 0.586
Polit 4 0.688
Polit 6 0.637

Bureaucratic 0.705 0.587 0.551
Bureac 1 0.772
Bureac 4 0.81
Bureac 5 0.647

Entrepreneur 0.81 0.652 0.588
Entrep 3 0.584
Entrep 5 0.642
Entrep 6 0.759
Entrep 7 0.827

Professional 0.827 0.761 0.621
Prof 1 0.835
Prof 3 0.814
Prof 4 0.68
Prof 5 0.676
Prof 6 0.75

CSR 0.86 0.797 0.552
CSR 1 0.731
CSR 3 0.734
CSR 4 0.723
CSR 7 0.762
CSR 9 0.701

Performance 0.942 0.927 0.73
Perf 1 0.91
Perf 2 0.904
Perf 3 0.854
Perf 4 0.813

Table III.
Latent variable
correlations

Construct
Political
FoR

Bureaucratic
FoR

Entrepreneurial
FoR

Professional
FoR CSR Performance

Political FoR 0.741
Bureaucratic FoR 0.113 0.742
Entrepreneurial
FoR 0.420 –0.161 0.766
Professional l FoR –0.219 0.192 –0.190 0.788
Institutional CSR 0.383 0.196 0.522 0.133 0.743
Performance 0.209 0.191 0.260 0.096 0.420 0.854
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et al., 2009). As for the HTMT, using the absolute HTMT 0.85 criterion, Table IV shows that
all ratios are below 0.85, and the upper interval up for all relation is below 1, which indicates
that discriminant validity is not an issue in our research. In sum, the results show
satisfactory discriminant validity on the construct and on the item level.

Structural model results
The relationships between the latent constructs were tested by calculating 5,000
bootstrapping subsamples. Table V shows the psychometric properties of the structural,
which includes the coefficient of determination (R2), Stone-Geisser’s (Q2) and communality
for all constructs.

As advised by Henseler et al. (2016), we tested the model standardised root-mean square
residual (SRMR) as an indicator of the model fit criterion. The model reported an SRMR
value of 0.069, which is considered adequate. Regarding R2, we obtained scores of 0.379 for
institutional CSR and 0.176 for performance, which, according to Henseler et al. (2009), are
considered moderate scores that are acceptable in value. The Q2, which shows the model’s
capacity to predict, showed values of 0.189 and 0.112, which are above zero; this means that
they have great predictive relevance (Henseler et al., 2009). The last column presents the
communality values, which show how much variance each construct shares with all
the other variables included in the model. All the constructs reported communality above

Table IV.
HTMT rations of the

structural model

Political
FoR

Bureaucratic
FoR

Entrepreneur
FoR

Professional
FoR CSR Performance

Confidence
interval Up

Political FoR
Bureaucratic FoR 0.363
Entrepreneurial
FoR 0.294 0.522
Professional FoR 0.273 0.849 0.425
Institutional CSR 0.752 0.485 0.246 0.256
Performance 0.238 0.113 0.243 0.099 0.403
Political FoR ->
CSR 0.622
Bureaucratic FoR
-> CSR 0.377
Entrepreneur FoR
-> CSR 0.109
Professional FoR ->
CSR 0.176
CSR ->
Performance 0.52

Table V.
Psychometric

properties of the
structural model

R2 Q2 AVE

Political FoR 0.549
Bureaucratic FoR 0.551
Entrepreneurial FoR 0.588
Professional FoR 0.621
Institutional CSR 0.379 0.189 0.552
Performance 0.176 0.112 0.730

Managerial
assumptions

479



the critical point of 0.5 (Hair et al., 2012), thus indicating that they have sufficient
explanations.

Table VI reports the effect size, f2, and the variance inflation factor (VIF). The f2 values of
the model are above the critical point of zero (Henseler et al., 2009) and range from small to
medium (Cohen (1988). The third column shows that the VIF values are far below 10,
indicating the absence of multicollinearity. The proposed model’s significant path coefficient
and moderate R2,Q2 and f2 indicate the strong explanatory power, high predictive relevance
and applicability of the chosen variables; therefore, it is appropriate now to provide an
analysis of the model’s findings.

Table VI.
Effect size (f2) and
VIF results

f2 Effect size VIF

Political! CSR 0.075 Small 1.254
Bureaucratic! CSR 0.003 Small 1.093
Entrepreneurial! CSR 0.276 Large 1.260
Professional! CSR 0.101 Medium 1.129
CSR! Performance 0.214 Large 1.000

Figure 2.
Empirical results
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The empirical results shown in Figure 2 indicate all the significant paths after running
the bootstrap 5,000 times and deleting all the non-significant relationships.

Analysis of heterogeneity in the sample
Hair et al. (2016) recommended testing for and dealing with unobserved heterogeneity, as, if
not carefully considered, it may create a misleading interpretation. This paper applies
FIMIX-PLS of SmartPLS (Ringle et al., 2005) to inspect any differences across observations.
The FIMIX-PLS method has been described as one of the best-known approaches for
uncovering unobserved heterogeneity in PLS-path modelling (Sarstedt et al., 2011).

Following Hair et al. (2016), we calculated the number of segments by dividing the
number of sample size by the minimum sample size (50), which resulted in four segments.
Table VII demonstrates the goodness of fit for the different solutions. Sarstedt et al. (2011)
recommended using a combination of Akaike’s information criterion (AIC3), consistent AIC
(CAIC) and normed entropy (EN) as the most adequate. Based on these criteria, our results
suggested that the two-segment solution was the most appropriate choice, as this segment
size has the minimum values for CAIC and AIC3, and the highest EN value (above the cut-
off point of 0.5), which indicates that the segments are well separated (Ringle et al., 2005).

Next, we assigned each case to one of the two subgroups, according to its maximum
probability of subgroup membership. We applied different approaches to conduct the multi-
group comparison; the results of the subgroup-specific PLS analysis and the significance of
the differences between them is presented in Table VII. A quick comparison of those two
segments, one can find similarities and some substantial differences in the strength of the
path coefficients, and in some cases, small sign changes. Nevertheless, the finding from
the FIMIX-PLS analysis reveals that theR2 values, as well as the path coefficients, and CR of
the model differ from one segment to another, but they look more persuasive.

Comparing the two segments, we find that segment 1 (larger segment, size of 67 per cent)
may be characterised as incorporating a larger and older hotel that has a clear procedure
and system in decision-making (i.e. more professional FoR type). Segment 2 includes those
hotels that are new and not part of bigger chain (i.e. higher entrepreneur FoR). In segment 1,
the strongest relationships in the structural model exist between professional FoR and CSR
(0.339), and the CSR effect on performance (0.363) is lower than Segment 2. As for the other
path coefficients, three out of five paths were found to be significant, and close in strength to
the original model. In Segment 2, the strongest relation is found between entrepreneurial
FoR and CSR (0.469); there were no sign changes, but two paths went down in strength
(bureaucratic and professional FoR effect on CSR) where both are much higher in Segment 1.

Whilst the R2 for CSR showed an increase in for both segments, it did increase only in
Segment 1 for performance. For CSR, R2 in Segment 1 increased by 68 per cent, whilst it
increased 3 per cent only in Segment 2. As for performance, Segment 1 R2 went up by 77 per
cent but went down over 75 per cent in Segment 2 compared to the original model. The two-
subgroup solution based on FIMIX-PLS provided a better fit than the global model,
especially for CSR (Table VIII).

Table VII.
Goodness of fit and

percentage of
allocation by number

of segments

K = 1 K = 2 K = 3 K = 4

AIC3 (modified AIC with factor 3) 942.044 920.976 939.883 940.617
CAIC 969.548 964.200 1,013.826 1,040.280
EN (entropy statistic (normed)) NA 0.761 0.495 0.597
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Finally, we sought to identify whether any other factors explain the differences between the
two segments. We ran non-parametric Mann–Whitney U-tests on such variables as hotel
size, number of employees or age. The results imply that the segments can be separated
meaningfully on the basis of hotels size and age. Segment 1 contained hotels with older age
and bigger in size; Segment 2 contains hotels which are younger in age and smaller. Other
factors did not significantly explain the differences between the two groups. In summary,
the four relationships were found to be significant, which establishes the existence of
heterogeneity in the original sample. The FIMIX-PLS analysis also achieved a considerably
improvedmodel fit, according to the higher R2 values.

Findings
The results show that several relationships exist between the managerial assumptions and
institutional CSR. The first relationship shows that hotels with greater entrepreneurial FoR
managers have more institutional CSR practices. This might be an interesting finding
because such managers tend to be directed towards their personal goals. However, if we
consider the managers to be “action oriented”, with a preference for personal sources of
information (Shrivastava and Mitroff, 1983), this will push them to keep close touch with the
surrounding environment, and thus become involved with CSR practices to achieve their
growth and expansion goals.

The second positive relationship was found between professional FoR and institutional
CSR. These types of managers are characterised by the long-term perspective and broad
domain of inquiry. This broad scan and thinking of the environment should stimulate

Table VIII.
FIMIX-PLS results
for the two-segment
solutions

Segment 1 Segment 2 Path diff ((1.0) – (2.0))

Path coefficient
Political! CSR 0.305 0.182 0.123*
Bureaucratic! CSR 0.166 0.042 0.124*
Entrepreneurial! CSR 0.371 0.469 0.098***
Professional! CSR 0.339 0.093 0.245**
CSR! Performance 0.363 0.454 0.091***

R2

CSR 0.64 0.393
Performance 0.313 0.045

AVE
Political FoR 0.53 0.476
Bureaucratic FoR 0.369 0.632
Professional FoR 0.627 0.467
Entrepreneurial FoR 0.496 0.569
CSR 0.877 0.813
Performance 0.836 0.913

CR
Political FoR 0.769 0.73
Bureaucratic FoR 0.535 0.836
Professional FoR 0.917 0.824
Entrepreneurial FoR 0.754 0.766
CSR 0.884 0.837
Performance 0.911 0.954

Notes: ***Significant at 0.01; **significant at 0.05; *significant at 0.10
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organisational learning and foster institutional CSR practices. In addition, as professional
FoRmanagers tend to view their origination as interdependent, rather than isolated, from its
surrounding environment, thereby advancing the interests of secondary stakeholders by
investing and supporting social acts.

The third link was found between political FoR managers and institutional CSR. This
significant relationship is expected if one considers that political FoR managers emphasise
the coalition and surroundings to which they belong. In other words, these types of
managers place considerable importance on their close environment (Shrivastava and
Mitroff, 1983), which fosters their support in their local societies.

In terms of the organisational outcome of the institutional CSR, our findings support
previous research results that found a positive link between institutional CSR and various
performance benefits. Such a positive effect is explained by the fact that consumers respond
to CSR through favourable evaluations of the company and its products and through
increased loyalty (Maignan et al., 1999).

Discussion
Despite the growing body of research documenting the important role of CSR on the global
corporate agenda, our knowledge on the antecedents of CSR such as the interface with
managerial assumptions remain incipient (Christensen et al., 2014). This paper sought to fill
this gap by investigating the way in which managerial FoR affects the firm institutional
CSR activities and the firm outcomes of CSR.

The findings of this study show that the organisational FoR and institutional CSR
practices are inter-related, indicating that the adoption of institutional CSR is based partially
on their perceptions and readings of the environment. The results show that firms with
entrepreneurial, political and professional FoR are likely to engage in institutional CSR
activities.

The framework presented in this paper highlights the differential roles that managerial
FoR types play in institutional CSR activities and makes several contributions to enrich the
marketing and tourism literature. First, although previous approaches have inspected
several antecedents to CSR, no study examines the managerial assumption effect. This
paper tries to bridge the gap between management and CSR literature to provide empirical
evidence on the FoR–institutional CSR link.

Second, the results support and reinforce the literature for the positive impact of CSR on
organisational performance. Whilst our findings are by no means novel within this line of
work, they expand the current body of knowledge by demonstrating the impact of CSR on
organisational performance in emerging economies is similar to that in Western developed
economies.

Finally, from a methodological perspective, this study investigated the unobserved
heterogeneity in some Arabic firms using the FIMIX-PLS analysis and identified two types
of groups. This issue is a critical area of concern that has rarely been addressed in previous
studies (Sarstedt et al., 2011; Henseler et al., 2009).

Research implications
From a managerial standpoint, the results obtained in the present research offer a major
implication for those managers seeking an opportunity to generate a competitive advantage
by adopting institutional CSR practices. The results suggest that institutional CSR is linked
to managerial FoR. Hence, managers should carefully examine the internal logic of their
CSR-related profiling and manage it accordingly. That is, if managers acknowledge how
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their FoR impacts the adoption of institutional CSR, it could increase the effectiveness and
efficiency of their CSR strategy.

In addition, the findings suggest that institutional CSR practices are contingent on
managerial FoRs. Consequently, a better understanding of the right match will also provide
managers with a basis for better recommendations for improving these activities. Finally,
our results suggest that improving performance is not tied to the use of CSR practices but
rather to the right configuration of these activities with managerial interpretations. As the
results show, organisational performance is maximised when the right FoR exists at the
execution of CSR activities.

In this regard, Du et al. (2013) suggested that building an effective CSR strategy demands
an understanding of how it relates to the managerial and leadership styles, and it might be
valid for ensuring the survival of that organisation.

Limitations and future research
As this study is exploratory in nature, several limitations should be highlighted. First, given
the novelty of the approach adopted in this study, we drew conclusions about association,
but not causation. Second, this paper was linked to theorising (Weick, 1995), and by
extension, contributed to theory building rather than theory testing; therefore, we did not
suggest any hypotheses. Third, the study was restricted to Qatar and the UAE and involved
only a small sample, which may reduce the generalisability of its findings and conclusions.

Despite the limitations highlighted, we believe that the findings of this study open
avenues for potential future research. First, future work might want to explore in detail why
such relationships exist. This exploration can be done for the whole model, including all
relationships, or by taking one cluster, investigating its occurrence and examining the
dynamics that affect its relationships.

Furthermore, this study included firms from the hotel industry. An interesting branch of
research development might be to conduct a study within a range of industries within
tourism. Moreover, this study was restricted to the Qatari and UAE markets; thus, a
replication of this revision to other countries and/or markets, with a comparison of results,
would increase the validity and application of these findings and allow for greater insights
into its generalisability to be shared.
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