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ABSTRACT 

Purpose-Led Performance: The Strategic Role of Consumer-Centricity in Brand Activism 

by 

Brenda Renee’ Turner 

May 2024 

Chair: Dr. Denish Shah 

Major Academic Unit: Executive Doctorate in Business 

Social justice, environmental sustainability, and political activism are becoming prevalent 

topics in today's global marketplace. As a result, businesses and brands face increasing pressure 

from citizens to take a stance on such issues. Brand activism is an emerging marketing strategy 

for many brands seeking to engage consumers by promoting their products through a 

sociopolitical context. Many external factors to the company influence the effect of brand 

activism on a firm's performance, namely the consumer. Increasingly, consumers actively use 

brands as a means to shape, communicate, and express their beliefs. This exploratory quantitative 

study draws on consumer brand identification, social identity, and planned behavior theories to 

uncover the relationship between the moderating effect of consumer identity on brand activism 

and the sequential mediation effect of perceived brand fairness and consumer brand 

relationships, and how these constructs influence consumer willingness to purchase the brand. 

The findings shed light on the pivotal role of consumer identity in shaping the connection 

between brand activism and consumer-brand interactions. Additionally, a partial mediation effect 

of consumer-brand relationships on the impact of brand activism on purchase intentions was 

identified. In advancing marketing literature, this research enriches our comprehension of brand 

activism as a consumer-driven marketing strategy, thereby augmenting the theoretical framing in 



 xii 

the marketing and consumer behavior domains. Furthermore, it offers practical implications for 

marketers, guiding them in devising strategies and consumer communications that leverage 

brand activism effectively in the market, ultimately enhancing the consumer-brand bond.  

 

INDEX WORDS: Brand Activism, Social Identity, Consumer-Brand Relationship, Purchase 

Intent 
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I INTRODUCTION 

I.1 Background 

Brands continue to operate in a competitive business environment, which often requires them 

to take bold steps to differentiate their offerings in a relevant and meaningful way. In today's 

landscape, which is inundated with product advertisements across various channels like print, 

broadcast, and social media, consumers are increasingly driven by their beliefs. Successful 

advertising hinges on understanding consumers' preferences, yet the prevailing ideas in 

consumers' minds constantly evolve. As consumers alter their beliefs about specific products and 

reconsider others, it becomes essential for brands to identify and address these shifts adeptly. 

Consequently, brands must develop new and effective strategies for branding and 

communication to navigate these changes effectively. 

Globally, brands across every sector face an evolving marketplace where consumer 

expectations, demands, and information access are at an all-time high. One such public demand 

is that companies take a stance on critical societal issues. In today's consumer landscape, there is 

a notable expectation for companies to utilize their expertise and influence to drive profits and 

effect meaningful change within society. This expectation is rooted in a growing awareness 

among consumers of the societal impact of corporate actions and a desire to support brands that 

align with their personal values and beliefs.  

Consumers expect companies to leverage their expertise and influence to bring about 

meaningful change. 81% of consumers expect brands to “do the right thing” (Mintel, 2022). 68% 

of consumers expect prominent brands to speak up on controversial socio-political issues that 

matter to their generation and align with their values. That number rises depending on a 

consumer’s ethnicity or other demographic characteristics. Specifically, 69% of Hispanics, 71% 
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of LGBTQ+, 79% of Asian Americans, and 82% of African Americans expect brands to speak 

up about where they stand on current societal issues. Millennials have the highest expectations 

for brands to speak out, with 46% of the age group expecting brands to be ‘brave,’ followed by 

42% of Gen Z with these expectations. Only 31% of Gen Xers and 22% of Boomers expect 

brands to take a public stance on social issues. However, African American Gen Xers have the 

highest composite score, 46 percentage points higher than white Gen Xers. Similarly, African 

American Boomers reported having 42% higher expectations compared to other Boomers. 

(Kantar, 2020).  

As a result, brands are increasingly forced to position themselves in relation to 

socioeconomic or ecological problems. Said brands are deliberately and proactively positioning 

themselves as “activists "of some sort, resulting in the public release of new messaging that 

communicates the brand’s stance on or support for a specific issue that is often polarizing and 

emotionally charged. Moreover, as consumers become more sophisticated about framing and 

purpose, it needs to be taken into consideration that if the cause is not one that the brand had 

been advocating or promoting before or is not tied to the values of the brand, consumers may 

react negatively. Playing on brand identity, credibility, loyalty, and connecting with consumers 

intellectually and emotionally, the idea of advertising to only sell products and make a profit is 

no longer sufficient. While brands exist as firms to earn a profit, consumers are seeking to belong 

and identify with the products they buy (Eyada, 2020). 

According to a study by GlobalData, a significant majority, comprising over half (58%) of 

consumers, express their willingness to purchase more products from brands that align with their 

values or beliefs. This sentiment is particularly pronounced among individuals with strong 
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convictions about specific societal issues; for instance, 66% of consumers who prioritize racial 

equality express a keen inclination to support brands that share their ideological alignment. 

Established brands that have stood the test of time are now finding themselves in intense 

competition with emerging purpose-driven brands dedicated to societal betterment. This shift has 

compelled brands to rethink their strategies and differentiate themselves by demonstrating 

responsibility and taking a stance on crucial social issues. In a marketplace where quality and 

price differentials are minimal, many brands are embracing social-cause advertising to connect 

with their audience on issues that resonate deeply with them, such as confidence, women 

empowerment, social justice, climate change, and political matters. 

However, treading this path requires careful navigation, as a delicate balance exists between 

relevance and controversy. Brands have received positive consumer responses to their activism 

messaging, while others have faced calls for consumer boycotts. Brands must walk this fine line 

cautiously, as addressing social causes can unexpectedly lead to backlash if consumers perceive 

the brand’s issue stance as insincere or opportunistic. 41% of consumers are willing to boycott 

brands that fail to resonate with their personal beliefs or values (GlobaData, 2021). This 

inclination toward boycotts is markedly heightened among individuals deeply attached to 

particular societal issues. This rejection-oriented approach underscores a growing trend wherein 

consumers hold companies accountable for their actions and values (GlobaData, 2021). 

Nevertheless, some brands are now seemingly comfortable alienating some consumers to address 

contested socio-political issues from climate change to criminal justice reform, immigration, and 

reproductive rights (Dodd & Supa, 2014; Korschun et al., 2019; Moorman, 2020; Nalick et al., 

2016; Smith & Korschun, 2018; Wettstein & Baur, 2016).  



 4 

As brands move up the brand value chain, they may seek to develop a sense of 

community between consumers, influencers, and employees (McAlexander et al., 2002) in part 

by adopting a stance on controversial issues (Mukherjee & Althuizen, 2020). The decision to 

take an activist brand position indicates a willingness to alienate a significant part of an existing 

consumer base (Vredenburg et al., 2020).  

In recent years, there has been a noticeable increase in the attention given to various 

sociopolitical issues in the United States. These include but are not limited to racial justice, 

gender equality, LGBTQ+ rights, environmental sustainability, and immigration policy. These 

topics have dominated public discourse, received extensive media coverage, and catalyzed 

widespread social activism. This heightened awareness has led to a corresponding rise in 

consumer consciousness regarding these issues. In response, consumers are voicing significant 

concerns about the societal and environmental impacts of corporate actions, expecting companies 

to play an active role in improving society. 

Today, consumers seek brands offering quality products or services that resonate with 

their values and address pressing societal issues. This inclination toward socially responsible 

brands transcends conventional activism methods and extends seamlessly into the digital realm. 

In particular, social media platforms serve as potent amplifiers of sociopolitical discourse and 

consumer demands. They offer individuals a virtual soapbox to express their opinions, catalyze 

awareness, and hold brands accountable for their actions. 

Across both online and offline spheres, consumers wield an arsenal of tools, ranging from 

online petitions to offline boycotts, aimed at propelling meaningful change in society. 

Empowered by the expansive reach of social media platforms and the timeless efficacy of 
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traditional forms of engagement, consumers harness their collective voice to advocate for causes 

close to their hearts and ensure that brands remain responsive to their concerns. 

This symbiotic relationship between consumers and brands underscores consumers' 

pivotal role in shaping corporate behavior. It highlights the imperative for businesses to adeptly 

navigate the ever-evolving landscape of consumer activism, lest they risk alienating their 

clientele and falling out of step with the societal currents driving change. Table 1 provides 

examples of brands taking an activist stance using varied marketing approaches. 

  



 6 

Table 1 Brand Activist Stance 

Brand Socio-political 

issue  

Brand activist communication  

 

 

 

 

 

“Fashion For a 

Good Cause” 

 

Gun Control 

 

 

On the Toms’ website, visitors could type in their 

information, and a physical postcard was sent to 

their representative, urging them to pass universal 

background check legislation. 

 

 

 

 

 

 

 

 

“The Pride 

Whopper” 

LGBTQ+ For Pride Month, fast food giant Burger King 

Austria took to Instagram and unveiled the "Pride 

Whopper," which it sold in June 2022. It was the 

same normal hamburger sandwich, but with "two 

equal buns," two top halves or two bottom halves. 

 

 

 

 

 

 

 

 

 

 

 

 

“We Accept” 

 

Inclusivity and 

Diversity 

After Trump's 2018 border closure, Airbnb's "We 

Accept" ad promoted inclusivity, stating that 

everyone belongs, irrespective of nationality, 

religion, or orientation. 

 

To avoid adverse consumer reactions, brands must ensure that their involvement in social 

causes aligns closely with their existing brand values and identity and resonates meaningfully 

with their target audience. In addition to understanding their consumers' values, beliefs, and 

priorities, brands must delve deeper into the intricacies of their target audience's mindset to select 

causes that will deeply resonate with them. This nuanced understanding allows brands to not 

only connect on a superficial level but also tap into their audience's underlying emotions and 

motivations. 
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For example, when targeting specific demographic segments, such as young, socially 

conscious consumers, brands must consider important market segmentation characteristics (e.g., 

demographics) and delve into the nuanced aspects of their mindset (e.g., psychographics) that 

influence consumer behavior. They may identify that their audience is particularly passionate 

about issues of diversity and inclusion, driven by personal experiences or a desire for societal 

change. By aligning with causes related to diversity and inclusion, the brand demonstrates a 

genuine understanding of its audience's values and aspirations, forging a deeper emotional 

connection. 

Similarly, the brand may uncover that its audience is increasingly concerned about mental 

health issues, driven by a growing awareness of the prevalence of mental health challenges 

among their peers. In response, the brand may choose to support initiatives related to mental 

health awareness and support, signaling to their audience that they care about issues that directly 

impact their well-being. This proactive stance not only strengthens the brand's emotional 

resonance but also positions it as a compassionate ally in the journey toward mental wellness. 

I.2 Research Motivation 

 When deciding to address socio-political issues, many marketers assess the potential balance 

between consumer approval and disapproval of the brand's stance. Conventional wisdom 

suggests that consumers who support the brand's activist stance will become more loyal, while 

those who disagree may feel alienated. Although commonly accepted, this perspective provides 

only a limited understanding of consumer behavior, failing to consider the broader context in 

which the brand's activism is perceived. This narrow viewpoint contributes to marketers' 

apprehension about the risks associated with taking action, often leading them to overlook the 

risks of inaction. Opting to remain neutral or avoid taking a stand on a divisive socio-political 
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issue can also have negative consequences for brands (Korschun, 2021a). Such actions may 

signal to consumers that the brand is concealing its true beliefs or lacks genuine concern. 

Consequently, customers depend heavily on their individual perceptions, shaped by personal 

beliefs, experiences, and values, or turn to the guidance of reference groups and influencers 

within their social circles. These influential figures could comprise of individuals who share akin 

backgrounds, encompassing not only factors like gender identity, ethnicity, and age but also 

deeper psychographic nuances such as values, lifestyle choices, and cultural affiliations. Their 

shared experiences and perspectives offer a rich tapestry through which they interpret the brand's 

intentions. 

Consumers are actively using marketing phenomena to shape and communicate their beliefs. 

Today’s consumers are increasingly discerning about authenticity and purpose, demanding that 

brands engage meaningfully with social and political issues. This alignment serves as a crucial 

foundation for successful engagement in these issues. 

Consumers typically select brands that align with their current or desired self-concept as an 

identity link, so brands must carefully construct their position of support or dissent for their 

activist communication to be effective (Kumar & Kaushik, 2022). The complex relationship 

between consumers, brands, and sociopolitical issues provides them with the opportunity to 

engage in marketing strategies that define or confirm self-concepts and fulfill self-expression 

needs, emotionally and functionally.  

I.3 Purpose of Study 

With this, brands have to change their strategy and stand out, showing responsibility and 

taking a stance on the most important societal issues in a way that builds positive relationships 

and business outcomes for the brand and its consumer target audience. However, not enough is 
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known about how consumer identities and their brand relationships influence their reactions to 

brand activist communication. Empirical studies focusing on elucidating consumers' social and 

cultural identities and their brand relationships will be instrumental in guiding marketers’ 

decisions to stay relevant to consumer segments with increasing social influence and economic 

power. The purpose of this study is to bridge the existing knowledge gap and delve deeper into 

the phenomenon by examining brand activism as an emerging consumer-driven marketing 

strategy. Through this exploration, practitioners will gain valuable consumer insights for 

selecting and formulating activism messages that effectively resonate with diverse target 

audiences in today's dynamic, multicultural marketplace.  
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II LITERATURE REVIEW 

II.1 Brand Activism 

The global landscape is undergoing profound shifts, characterized by major socio-

political challenges and an atmosphere of change. Concurrently, there is a discernible erosion of 

trust in governmental institutions, accompanied by escalating expectations placed upon business 

corporations (Herzberg & Rudeloff, 2022). Historically, corporations have been reticent to 

address disruptive socio-political issues, fearing potential detriments to their core objectives 

(Hydock et al., 2020; Weinzimmer & Esken, 2016). However, in response to the dynamic nature 

of the contemporary world, many companies find themselves compelled to swiftly adapt, often 

assuming more proactive roles (Koch, 2020). Indeed, some brands have chosen to embrace what 

can be termed an "activist role," purposefully engaging with contentious socio-political matters 

(Sibai et al., 2021). This strategic shift reflects an evolving paradigm in corporate behavior that 

acknowledges the interconnectedness of business and society and underscores the imperative for 

companies to navigate socio-political landscapes with agility and purpose. 

Brands utilize communication strategies and practical actions to articulate their beliefs, 

concerns, visions (Sarkar & Kotler, 2018), or engaging in contentious public dialogues 

(Vredenburg et al., 2020). This emergence of brands aligning themselves with social, political, 

and environmental causes that extend beyond their traditional business scope is commonly 

referred to as brand activism (Sarkar & Kotler, 2020). This phenomenon signifies a notable shift 

in corporate behavior. Companies increasingly recognize their influence and leverage their 

platforms to address broader societal issues, thus blurring the lines between business objectives 

and social advocacy.  

Brand activism emerges as a contemporary phenomenon, yet its historical roots can be 

traced back to the intellectual discourse of the 1970s and 1980s. During this epoch, scholars 
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introduced concepts such as "the activist's point of view" (Moore, 1973), "corporate political 

activism" (Prakash, 1982), and strategies for corporate engagement with the burgeoning 

influence of activist groups (Pattakos, 1989). These seminal discussions laid the groundwork for 

comprehending the complex landscape of brand activism.  

As corporations ascended to positions of prominence within society (Moore, 1973), so 

too did the influence and potency of activist groups (Pattakos, 1989), propelled by the collective 

action of citizens and consumers mobilized by shared values and common goals. These 

grassroots movements, fueled by the impassioned voices of individuals united in their pursuit of 

social and environmental justice, served as powerful catalysts for driving corporate social change 

(Davis & Thompson, 1994; McDonnell et al., 2021; Oka, 2018). Employing multifaceted 

strategies such as boycotts, protests (Hiatt et al., 2015; King, 2008), and media campaigns 

(Bartley & Child, 2011), these citizen-led movements exerted pressure on companies deemed 

indifferent to social and environmental concerns, intending to tarnish their reputations and 

financial viability (Carberry et al., 2019). Consequently, while companies initially sought to 

resist or dismiss activist pressures, they have evolved into pivotal actors in collaboratively 

developing solutions to address pressing social and environmental challenges (Carberry et al., 

2019; Hoffman, 2001). Thus, brands are increasingly embracing dialogues with activists 

(McDonnell et al., 2015), forging strategic partnerships (Yaziji & Doh, 2009), and endorsing 

activist initiatives (McDonnell & Werner, 2016) as part of their commitment to social 

responsibility and sustainable practices. 

II.2 Definition 

Brand activism epitomizes a distinctive form of market-driven activism, where 

companies strategically align their actions with societal issues to assert influence and enact 
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change (Sibai et al., 2021). This approach underscores the multifaceted motivations behind brand 

activism (Schmidt et al., 2021), which extend beyond mere differentiation in the competitive 

landscape to encompass broader considerations such as environmental sustainability, cultural 

norms, and societal cues. In today's context, consumers increasingly prioritize brands that 

demonstrate a commitment to environmental responsibility, social justice, and cultural 

inclusivity. Therefore, brand activism not only serves as a means of enhancing brand reputation 

and loyalty but also reflects a deeper resonance with prevailing environmental and social 

concerns. 

These multifaceted motivations for brand activism resonate with a diverse array of 

stakeholders, including investors, employees, customers, local communities, environmental 

advocates, and consumers. As societal norms and expectations evolve, so do the drivers of brand 

activism. For instance, as awareness of climate change and environmental degradation grows, 

consumers are increasingly drawn to brands that demonstrate eco-friendly practices and support 

sustainability initiatives. Similarly, brands embracing diversity and inclusivity in their messaging 

and practices align with shifting cultural norms and societal values, enhancing their relevance 

and appeal to consumers. 

The strategic positioning of brand activism presents a dual-edged dynamic, where 

stakeholders increasingly demand greater societal contributions from businesses (Bhagwat et al., 

2020), yet may also react unfavorably to perceived overreach by brands into socio-political 

realms (Johnson et al., 2022), potentially resorting to boycotts or public criticism. The inherently 

unpredictable nature of stakeholder responses to brand activism initiatives underscores the 

complexity and uncertainty inherent in this strategy (Warren, 2021). Moreover, the advent of 

social media platforms has magnified the reach and impact of brand activism efforts, amplifying 
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the potential benefits and risks associated with such engagements (Hesse et al., 2021; Pöyry & 

Laaksonen, 2022). Consequently, brand activism unfolds as a visibly public endeavor, 

permeating various channels such as advertising, social media, and public relations (Korschun, 

2021b). 

However, this strategic approach is not without its challenges, as it entails inherent risks 

and uncertainties (Bhagwat et al., 2020), necessitating thorough analysis and implementation to 

avoid adverse impacts on corporate image, reputation (Dodd & Supa, 2014), and financial 

performance (Vredenburg et al., 2020). Thus, brands must exercise caution and strategic 

foresight in selecting and navigating their engagements with sociopolitical issues to effectively 

manage the potential repercussions and foster positive stakeholder relationships (Warren, 2021). 

Scholarly research on brand activism illuminates distinct characteristics that differentiate 

it from other marketing-related endeavors. According to Sarkar and Kotler (2020), brand 

activism encompasses "business efforts to promote, impede, or direct social, political, economic, 

and/or environmental reform or stasis with the desire to promote or impede improvements in 

society" (Sarkar & Kotler, 2020, p. 24). Moorman's definition posits brand activism as “public 

speech or actions focused on partisan issues made by or on behalf of a company using its 

corporate or individual brand name” (Moorman, 2020, p. 388). Vredenburg et al. (2020) 

characterize brand activism as "a purpose- and values-driven strategy in which a brand adopts a 

nonneutral stance on institutionally contested socio-political issues to create social change and 

marketing success" (Vredenburg et al., 2020, p. 446). Additionally, Bhagwat et al. (2020) define 

socio-political activism of companies as “a firm’s public demonstration (statements and/or 

actions) of support for or opposition to one side of a partisan sociopolitical issue” (Bhagwat et 

al., 2020, p. 1). In the literature, terms such as "corporate political advocacy," "corporate social 
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advocacy," and "corporate activism" exist, denoting organizational activities oriented toward 

socio-political issues. However, unlike brand activism, these concepts lack a primary motivation 

of social consciousness and do not directly reference brands but instead focus on the 

organizational perspective. This comprehensive understanding underscores the unique nature and 

significance of brand activism within the broader landscape of corporate engagement with socio-

political issues. 

According to Herzberg and Rudeloff (2022), the literature underscores five key 

characteristics in defining brand activism. These include the orientation of brand activism 

towards current societal challenges, the integration of both communication and action within 

brand activism initiatives, the alignment of brand activism with the corporation's core values, the 

primary intent of brand activism to promote socio-political developments, and the 

acknowledgment that authentic brand activism should not primarily aim to enhance brand and 

marketing outcomes. However, these may serve as partial motivations and valuable by-products.  

The first characteristic underscores the fundamental orientation of brand activism towards 

addressing pressing contemporary societal challenges, reflecting a proactive stance aimed at 

fostering positive change and societal progress. The integration of communication and action 

within brand activism initiatives highlights the dynamic and multifaceted approach adopted by 

brands, emphasizing the importance of conveying messages and actively engaging in tangible 

efforts to effect meaningful change. The alignment of brand activism with the corporation's core 

values emphasizes the intrinsic connection between a brand's advocacy efforts and its underlying 

principles and beliefs, ensuring authenticity and credibility in its engagement with socio-political 

issues. The primary intent of brand activism to promote socio-political developments 

underscores its overarching goal of catalyzing positive transformations within society, whether 
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through advocating for policy changes, advancing social justice causes, or raising awareness on 

pertinent issues. Lastly, acknowledging that authentic brand activism should not solely prioritize 

enhancing brand and marketing outcomes underscores a more profound commitment to societal 

impact, recognizing that while brand visibility and reputation may benefit, the core motivation 

remains centered on driving meaningful change and contributing to the greater good. Table 2 

provides a comprehensive summary of these characteristics, drawing from seminal research 

studies. (Herzberg & Rudeloff, 2022, pp. 251-252). 

Table 2 Brand Activism Characteristics 

Characteristics: A B C D E F G H I 

Oriented toward current societal 

changes 
x x x x x x x x x 

Involves not only communication but 

also actions 
x x x  x x x x x 

Based on and motivated by the core 

values of the corporation 
 x x     x x 

Intends primarily to promote 

sociopolitical developments 
  x x  x  x x 

Aims indirectly at positive brand and 

marketing outcomes 
      x x  

          
A= Moorman (2020), B = Bhagwat et al. (2020),  C = Sarkar & Kotler (2020), 

D = Manfredi-Sanchez (2019),  E = Shetty et al. (2019),  F = Eyada (2020),  

G = du Toit (2016),  H = Vredenburg et al. (2020),  I = Craddock et al. (2018). 

(source: Herzberg and Rudeloff, 2022, pp. 251-252) 

II.3 Evolution 

In extant literature, brand activism is frequently portrayed as a logical progression from 

Corporate Social Responsibility and Environmental, Social, and Governance initiatives 

reshaping companies globally. Corporate Social Responsibility (CSR) involves the development 

of policies and practices by corporations to reflect their responsibility towards societal well-

being (Matten & Moon, 2008, p. 405). Scholars like Barnett, Henriques, and Husted (2020) view 
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CSR as a powerful mechanism for achieving broader social impact, emphasizing the need for 

purposeful solutions to address social and environmental challenges (Barnett et al., 2020). 

However, there is a growing realization that CSR efforts, which often revolve around the notion 

of "giving back" to the community or stakeholders (Waddock & McIntosh, 2009), are no longer 

adequate. They are now viewed as a "necessary, but not sufficient condition" for competitiveness 

in the market. Consequently, brands are shifting their focus from solely emphasizing CSR to 

adopting more proactive public stances (Bhagwat et al., 2020). 

Recently, scholars have equated brand activism with CSR in terms of significance and 

influence (Osorio et al., 2020). However, despite their similarities, CSR and brand activism 

exhibit notable differences. Indeed, brand activism diverges from CSR in several fundamental 

aspects. Firstly, while CSR places greater emphasis on the actions taken and their subsequent 

outcomes, such as reputation and sales, it tends to prioritize these over intrinsic company values 

(Wettstein & Baur, 2016). Secondly, while CSR is intricately tied to a brand's core operations 

(Kotler & Lee, 2008), brand activism may not always be directly associated with a brand's 

products, services, or production processes (Craddock et al., 2018). Thirdly, regarding economic 

implications, brand activism typically requires fewer human and financial resources and 

sometimes does not entail any economic commitment, such as merely lending support to activist 

groups (Nalick et al., 2016). 

In contrast, CSR often necessitates a more substantial financial commitment (Bhagwat et 

al., 2020). Another distinguishing factor lies in the nature of the strategies employed: brand 

activism tends to be communicative, whereas CSR is more responsive (Farmaki, 2022). Activism 

often involves assertive communication tactics, while CSR is integrated into operational 

strategies aimed at mitigating social issues. Lastly, unlike CSR initiatives generally perceived as 
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beneficial by the majority of society, brand activism often lacks such widespread consensus. This 

divergence arises within brand activism because there may not be a universally "correct" 

response to the sociopolitical issues at hand (Korschun et al., 2019; Nalick et al., 2016). 

Additionally, the perception of whether these issues necessitate resolution can vary 

among different segments of citizen-consumers. Some may not perceive certain issues as urgent 

or needing immediate action, while others may prioritize them differently. Factors such as 

cultural backgrounds, socioeconomic status, and personal experiences shape individuals' 

interpretations of the need for activism and influence their views on the appropriate methods for 

addressing societal challenges. Consequently, brand activism encounters complexities in 

navigating these diverse perspectives and determining the most effective strategies for driving 

social change. The following table (Table 3) delineates the differing characteristics of brand 

activism versus CSR, as detailed by seminal research in brand literature. 

Table 3 Differentiation Between Brand Activism and CSR 

Characteristics: Brand Activism CSR 

Polarization potential Present Barely present 

Issues Acute socially threatening 

issues, possibly divisive in 

nature 

Generally recognized relevant 

topics 

Relation to company’s 

core business activities 

Dissolving link to core business Focuses squarely on the core 

business  

Implementation Also, as a spontaneous reaction Long-term strategy 

Stakeholder focus Mainly external stakeholders, 

especially consumers 

External and internal 

stakeholders 

According to: Manfredi-Sanchez; 2019, Nalick et al., 2016; Sarkar & Kotler, 2020; Vredenburg et al., 2020 

(Source: Herzberg & Rudeloff, 2022, p. 254) 

Moving beyond the historical context of CSR and the emergence of Brand Activism, it is 

pivotal to contextualize these shifts within the broader landscape of social consciousness within 
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organizations. Traditionally, such efforts have been categorized as either marketing-driven or 

company-driven. Marketing-driven efforts encompass a spectrum of strategies aimed at aligning 

brands with social causes and initiatives. This includes cause promotion, where brands advocate 

for a particular cause without necessarily tying it to their products or services. Cause-related 

marketing involves partnerships between brands and charitable organizations, where a portion of 

proceeds from sales goes towards supporting a cause. Additionally, corporate social marketing 

entails using marketing techniques to promote behaviors that benefit society, such as 

encouraging recycling or promoting healthy lifestyles. Together, these approaches demonstrate 

how marketing can be leveraged as a force for social good while also advancing business 

objectives.  

Corporate-driven efforts often include a range of initiatives to integrate social 

responsibility into business operations. Corporate philanthropy involves direct financial 

contributions or donations to charitable causes or nonprofit organizations. Workforce 

volunteering programs encourage employees to engage in community service or volunteer 

activities, often organized or sponsored by the company. Socially responsible business practices 

encompass initiatives such as sustainability efforts, ethical sourcing, and fair labor practices 

aimed at minimizing environmental impact and promoting social welfare throughout the supply 

chain. These corporate-driven efforts highlight a commitment to making a positive impact 

beyond financial performance, demonstrating a comprehensive approach to corporate social 

responsibility. 

However, the evolution to brand activism signifies a paradigmatic shift towards a values-

driven approach. This emerging phase in social marketing is founded on a deep dedication to 

improving society and preserving the environment, rooted in principles of fairness and equality 
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for all (Sarkar & Kotler, 2020). The values-driven approach in brand activism signifies a 

profound commitment to addressing humanity's biggest and most urgent societal challenges. It 

represents a proactive stance in tackling issues such as environmental sustainability, social 

justice, human rights, and economic inequality. This approach transcends mere corporate 

obligations, embodying a sincere aspiration to drive substantial change and foster the collective 

welfare of society. Figure 1 displays the change in basic assumptions to brand activism as the 

values-driven approach.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1 Brand Activism Emergence as a Values-Driven Approach  

(Sarkar & Kotler, 2020, p. 25) 

 

Within the realm of brand activism, six key areas emerge, each representing distinct 

domains of societal engagement and advocacy. Social activism, the cornerstone of this 

movement, serves as a beacon for equality and inclusivity, championing causes such as gender 

and LGBT rights, racial justice, and age inclusivity while addressing systemic issues like 

education reform and equitable school funding to foster a more just and equitable society. 
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impacting the business landscape, navigating complex tax legislation, and advocating for fair 

workplace practices to ensure corporate accountability and social responsibility. Meanwhile, 

business activism takes center stage in corporate governance discussions, scrutinizing worker 

benefits, labor relations, and governance frameworks to uphold ethical business practices and 

stakeholder empowerment. Economic activism advocates for policies promoting economic 

justice, championing minimum wage laws, fair taxation policies, and equitable labor practices to 

underscore the interconnectedness between economic prosperity and social well-being. Shifting 

gears to political activism, brands leverage their influence to shape policy agendas, safeguard 

democratic principles, and amplify the voice of the people through initiatives like lobbying for 

legislative change, advocating for voter rights, and addressing issues like gerrymandering and 

campaign finance reform. Finally, environmental activism emerges as a critical frontier in the 

fight for planetary health and sustainability, advocating for stringent environmental regulations, 

conservation efforts, and sustainable land-use practices to combat pollution, mitigate climate 

change, and preserve natural ecosystems for future generations.  

While companies may prioritize one domain over others based on their core values, 

strategic goals, and target audience, the collective impact of these six facets underscores the 

multifaceted nature of brand activism. Each domain represents a distinct pathway for companies 

to engage with societal issues, leveraging their influence and resources to effect meaningful 

change in areas that align most closely with their mission and values. 

As companies navigate the complex landscape of brand activism, the concept of 

authenticity emerges as a cornerstone for effective engagement and meaningful impact. 

Authentic brand activism transcends mere token gestures or superficial campaigns, embodying a 

genuine commitment to social and environmental causes that resonates with both internal 
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stakeholders and external audiences. In essence, authenticity serves as the litmus test for the 

credibility and sincerity of brand activism efforts, shaping perceptions and driving long-term 

relationships with consumers and communities alike.  

II.4 Typology 

Expanding upon Moorman’s (2020) exploration of brand political activism, Vredenburg 

et al. (2020) offer a formal delineation and analysis of authentic brand activism. This entails a 

strategic approach driven by purpose and values, wherein a brand takes a deliberate stance on 

sociopolitical matters subject to debate and contention within society, aiming to drive societal 

change and brand marketing success. This conceptualization encompasses four key attributes: 

First, the brand's actions are guided by its core purpose and values. This mission-driven approach 

often manifests as a natural extension of a brand's leadership ethos, exemplified by renowned 

companies like Patagonia, known for their unwavering commitment to environmental 

sustainability and social justice. For instance, Patagonia actively supports environmental causes 

through initiatives like their "1% for the Planet" program, where they pledge 1% of their sales to 

the preservation and restoration of the natural environment. Through this program, Patagonia has 

awarded over $140 million in cash and in-kind donations to domestic and international 

grassroots environmental groups, making a tangible difference in their local communities. The 

"1% for the Planet" initiative is emblematic of Patagonia's understanding of the necessity of 

protecting the natural environment. It reflects their belief that profit and loss are directly linked 

to environmental health and underscores their commitment to addressing the industry's social 

and environmental impacts through proactive measures. 

Moving beyond purpose, brand activism showcases a proactive engagement with 

contentious sociopolitical issues, underscoring a dedication to catalyzing societal change 
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(Vredenburg et al., 2020). An integral aspect of demonstrating this commitment lies in 

maintaining brand integrity, aligning actions with values as communicated through brand 

identity and imagery. It becomes imperative for brands to convey a captivating activist mission 

that introduces innovative ideas capable of effecting transformative change in consumers’ lives, 

spanning social, emotional, mental, and political realms (Eyada, 2020). To achieve this, brands 

construct a compelling narrative or brand story, incorporating three key elements: character, plot, 

and metaphor (Eyada, 2020). The brand assumes the role of a character, embodying cherished 

societal ideals, and engages audiences through an enthralling plot, portraying the brand 

overcoming formidable challenges to emerge victorious. Employing specific metaphors captures 

consumer attention and resonates deeply with their values and aspirations (Eyada, 2020). 

This commitment finds tangible expression in real brand actions, such as Nike's "Dream 

Crazy" campaign. Launched in 2019, Nike's "Dream Crazy" initiative confronts gender 

stereotypes, advocating for women to shatter barriers, challenge norms, and defy societal 

expectations in pursuit of their dreams. “With Serena Williams as the campaign's voice, the ads 

confront prevailing perceptions of women as 'dramatic' for expressing emotions, 'delusional' for 

demanding equality, and 'crazy,' 'irrational,' and 'hysterical' for exhibiting anger. Featuring actual 

footage of women athletes leading, advocating for rights, and expressing themselves, the ad taps 

into the deeply ingrained beliefs of the feminist movement, addressing the broader cultural 

discourse on women's empowerment. By inviting audiences to envision a world where women 

enjoy equal opportunities, the campaign aims to redefine the label 'crazy,' often used derogatorily 

against women and women in sports” (Eyada, 2020, pp. 35-36). Issues like gender equality, 

addressed by the campaign as mentioned above, are characterized by their polarizing nature and 
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sensitivity, evoking strong emotional responses with the potential to pose significant risks for 

brand alienation (Nalick et al., 2016).  

Thirdly, brand activism is characterized by its embrace of either progressive or 

conservative positions on sociopolitical matters, with the nature of these stances influenced by 

subjective factors such as political ideology or religious beliefs (Chatterji & Toffel, 2018). While 

brand activism can span the entire political spectrum, the particular stance adopted by a brand is 

shaped by its ideological orientation and values. This dynamic is evident in the case of Chick-fil-

A, a company deeply rooted in Christian values, as seen in its mission statement displayed at the 

headquarters and the practice of closing on Sundays. However, the brand faced controversy due 

to revelations of significant donations to organizations advocating for the conversion of LGBTQ 

individuals to heterosexual lifestyles, drawing criticism from LGBTQ advocacy groups (Matters, 

2012). In July 2012, CEO Dan Cathy's public comments opposing same-sex marriage during a 

radio interview sparked widespread public outcry and media attention (Matters, 2012). Despite 

the backlash, Cathy reaffirmed Chick-fil-A's stance in support of the biblical definition of 

marriage, aligning the company with conservative Christian values (Matters, 2012). However, 

Cathy later expressed regret for his remarks, acknowledging their potential negative impact on 

the company's reputation and relationships with diverse customer segments (Singal et al., 2015).  

This episode underscores the delicate balance brands must strike between expressing 

their values and avoiding alienation of customer segments with differing beliefs. While Chick-

fil-A remains committed to its Christian values, Cathy acknowledged his intent to refrain from 

publicly engaging in contentious social issues to avoid further polarization. This instance 

highlights the evolving landscape of brand activism, where companies must navigate complex 
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sociopolitical terrain while balancing their values with the need to maintain broad appeal and 

consumer trust. 

Fourthly, the brand addresses these issues through its messaging and marketing 

endeavors and seamlessly integrates them into its overarching marketing strategy (Vredenburg et 

al., 2020, pp. 446-448). This integrated approach enables the brand to execute its activism across 

various dimensions of its market presence. The brand communicates its activist stance through 

strategic public relations efforts and cultivates meaningful relationships with key stakeholders, 

including the media, influencers, and the general public. Public relations also play a vital role in 

positioning the brand as a credible and authentic social and environmental change advocate. 

Brands may utilize traditional or digital media platforms to amplify their message, effectively 

shaping public perception and driving engagement. To position themselves beyond mere words 

of support to a true advocate as a real change agent, some brands establish impactful 

sponsorships with and make charitable donations to institutions that share their values and 

support their activist mission (Crimmins & Horn, 1996; Duane & Domegan, 2019). Lastly, 

activist brands may actively seek or create opportunities to engage citizens through community-

based initiatives, fostering positive social change on a grassroots level.  

For example, Microsoft has strategically integrated diversity and inclusion into its 

marketing strategy through initiatives like DigiGirlz, a program designed to empower young 

women to pursue careers in STEM fields (Drury et al., 2011). This commitment is 

communicated through various channels, including targeted advertising campaigns, social media 

engagement, and partnerships with educational institutions. Additionally, Microsoft activates this 

message by hosting events and workshops that promote diversity and inclusion in technology, 

collaborating with community organizations, and providing resources and support for 
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underrepresented groups in the tech industry (Green & Green, 2010). Through these multifaceted 

efforts, Microsoft demonstrates its dedication to fostering a more inclusive and diverse 

workforce while simultaneously strengthening its brand presence in the market. 

In the evolving landscape of brand activism, it is essential to understand how brands 

align—or sometimes fail to align—their purpose, values, messaging, and practices. Vredenburg 

et al. (2020) conceptualize authentic brand activism as a strategic approach where brands 

communicate a clear purpose and values, aligning them with activist marketing messaging and 

prosocial corporate practices. The synergy among these components—purpose, values, 

messaging, and practice—comprehensively contributes to authenticity. As a result, if messaging 

does not align with corporate practice, purpose, and values, the authenticity of brand activism 

may be undermined. Moreover, the lack of proactive engagement in brand activism or exclusive 

reliance on silent brand activism, characterized by passive observation without overt 

communication or action, can profoundly dilute authenticity and fail to enact meaningful change. 

The typology of brand activism serves as a visual framework that categorizes and clarifies the 

evolving strategies brands employ to engage with social and political issues, including categories 

such as silent, absent, inauthentic, and authentic, revealing the intricate dynamics of 

contemporary brand activism within the marketplace. The depiction in Figure 2 sheds light on 

the evolving strategies of contemporary brand activism, offering an understanding of its diverse 

expressions within a dynamic and responsive marketplace.(Vredenburg et al., 2020). 
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Figure 2 Typology of Brand Activism 

According to Vredenburg et al. (2020), brands in quadrant 1, labeled the "absence of brand 

activism" category, are identified by their limited involvement in prosocial corporate practices. 

Typically, these brands lack a socially responsible brand purpose and values and do not utilize 

activist marketing messaging. Moreover, they operate without consumer expectations for brand 

activism involvement and are often found in industries not reliant on sociopolitical causes for 

brand legitimacy, notably business-to-business companies, whose marketing is less consumer-

driven (Vredenburg et al., 2020, p. 450). 

Silent brand activists (quadrant 2) have incorporated sociopolitical causes into their core 

mission or strategic focus. They tend to operate discreetly, prioritizing the development of long-

term, integrated, prosocial corporate practices that reflect their values. Despite their involvement 

in advocating on contested issues, these brands are often smaller and wield less influence in the 

marketplace. However, their potential in the activist marketing messaging arena is significant, 

leveraging their already-established alignment with prosocial brand purpose and corporate 

practices—an essential first stride toward authentic brand activism (Vredenburg et al., 2020, p. 

450). 



 27 

Brands identified with authentic brand activism (quadrant 3) are recognized for their 

authenticity stemming from the alignment of brand purpose, values, prosocial corporate 

practices, and activist marketing messaging. This alignment is critical for two key reasons. 

Firstly, it facilitates genuine social change by accurately aligning activist marketing messaging 

with purpose- and value-driven prosocial corporate practices. Secondly, it leads to the most 

substantial enhancement in brand equity. Just as brands indicate product positioning (Wernerfelt, 

1988), they also signal a firm's stance on sociopolitical issues. Credible brand signals are 

demonstrated through a brand's ability to fulfill its sociopolitical claims and reduce the 

consumer’s perceived risks associated with choosing a brand (Vredenburg et al., 2020, pp. 450-

451).  

Authentic brand activists have swiftly adjusted their positions as the landscape evolves, 

occasionally embracing causes and messaging that may not completely align with their 

established reputations. With more brands seeking activist positioning (Campbell, 2007), some 

authentic brand activists are reshaping their image through moderately incongruent sociopolitical 

cause messaging (Mandler, 2014; Vredenburg et al., 2020, pp. 450-451). Research has explored 

the role of brand authenticity in mitigating the repercussions of such scandals on consumer 

perceptions. Guèvremont and Grohmann (2018) demonstrated that consumers tend to react more 

positively towards authentic brands when faced with scandals. This suggests that authenticity 

serves as a shield, lessening the negative impact of scandals on consumer attitudes (Guèvremont 

& Grohmann, 2018). 

Brands falling under the category of inauthentic brand activism (quadrant 4) are already 

engaging in activist marketing messaging to convey their support for sociopolitical causes. 

However, these brands lack explicit brand purpose and values and either do not demonstrate 
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substantive prosocial corporate practices or actively conceal their absence. This absence can lead 

to perceptions of their brand activism as insincere, inauthentic, or potentially deceptive. The 

growing transparency in brand behavior and consequent increase in accountability (Schultz et al., 

2000) make it risky for brands to reside in this quadrant. These brands face significant risks; 

often consumer-facing, they strive to promptly meet consumers' escalating expectations, 

demanding brands take a stance on political and social issues (Barton et al., 2018). Nevertheless, 

inauthentic brand activism yields negative brand equity implications through unfavorable brand 

associations and false signaling. It raises ethical concerns by potentially involving misleading 

and unsubstantiated claims, fostering consumer distrust (Vredenburg et al., 2020, p. 451). 

The brand activism typology, encompassing absent, silent, authentic, and inauthentic 

classifications, provides a practical framework for understanding brands' varying levels of 

involvement in sociopolitical issues. Furthermore, it serves as an indispensable paradigm, 

enabling scholars and practitioners to decipher the intricate layers of how audiences perceive, 

interpret, and react to brands' involvement in activism. 

II.5 Attitudes 

To effectively navigate brand activism, strategic decisions must draw from corporate 

strategy, which establishes the organization's fundamental goals and values, and marketing 

strategy, which enhances brand identity and fosters consumer engagement. Recognizing the 

separate roles of corporate and marketing strategies is crucial for understanding consumer 

attitudes toward brand activism, serving as a pivotal factor in aligning organizational efforts with 

sociopolitical issues. This alignment guides decisions such as choosing a focal issue, crafting an 

activist stance, communicating it through brand messaging, and adapting the brand marketing 
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mix to authentically convey the brand's stance while resonating with consumers through the 

delivery of its value proposition. 

In contemporary marketing discourse, a nuanced understanding is emerging regarding the 

pivotal role of consumer attitudes and expectations in shaping a company's engagement with 

brand activism. This recognition underscores the intricate interplay between consumer 

perceptions and organizational strategies, highlighting the need for businesses to align their 

brand activism initiatives with their target audience's evolving values and preferences for 

meaningful impact and resonance.  

The nascent body of literature exploring consumer attitudes toward brand activism 

presents diverse findings. Atanga et al. (2022) delved into the impact of issue novelty and 

controversy on consumer attitudes and responses. Novel sociopolitical issues prompt consumers 

to scrutinize message content more meticulously. Perceived novelty refers to the unfamiliarity or 

recency of a societal issue (Nye et al., 2008).  According to the Elaboration Likelihood Model, 

when individuals engage in rigorous information processing, the message's influence becomes 

more pronounced and enduring (Luo & Ye, 2019; Petty et al., 1983). This suggests that when 

encountering new or recently emerged issues, consumers are prompted to engage in thorough 

information processing, evaluating its relevance and implications. Subsequently, they deliberate 

on whether to endorse the presented argument or construct a counterargument based on their 

assessment. Previous studies suggest that novelty cues, which trigger central route processing, 

generally lead to positive consumer responses (La Ferle et al., 2013; MacInnis & Jaworski, 1989; 

Nye et al., 2008; Szykman et al., 2004). 

In contrast, consumers whose convictions align with the company's standpoint exhibit 

reduced susceptibility to brand activism messages. Their contentment with the firm's stance 
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suggests that exposure to a novel issue is unlikely to alter their perspectives substantially (Atanga 

et al., 2022). As a result, these individuals may demonstrate less inclination to thoroughly 

evaluate the information presented, potentially leading to a more passive reception of brand 

activism efforts. Conversely, cognitive processing tends to adopt a negative trajectory when 

discord exists between the consumer's viewpoints and the firm's position. If the consumer finds 

themselves at odds with the company's stance on a sociopolitical issue, they perceive the brand's 

activism as unwelcome or negative news, demanding their attention (Baumeister et al., 2001; 

Mukherjee & Althuizen, 2020).  This adverse revelation intensifies the cognitive processing 

triggered by novelty cues, compelling consumers to scrutinize the brand activism practice more 

closely. Consequently, they are inclined to react more unfavorably toward the firm, as their 

perceived misalignment exacerbates existing tensions and magnifies the perceived discrepancy in 

values and priorities (Atanga et al., 2022). 

A brand's strategic approach to addressing sensitive sociopolitical issues can evoke 

diverse consumer responses shaped by their individual perspectives. For instance, while some 

may perceive women's right to abortion as more contentious than women's right to equal pay 

(Chen & Berger, 2013), the level of controversy surrounding sociopolitical issues can fluctuate 

over time due to influences such as societal changes, political dynamics, and cultural shifts 

(Bhagwat et al., 2020). Issue controversy refers to the extent to which customers perceive a 

sociopolitical issue as sparking public disagreement (Vahdati & Voss, 2019).  Although all 

sociopolitical issues entail unresolved social matters with divided opinions (Nalick et al., 2016), 

the degree of controversy varies. Notably, issues with high controversy tend to engender less 

favorable brand attitudes among consumers. In contrast, consumers perceive brands taking a 
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stand on less controversial issues as more sincere, leading to more favorable brand attitudes 

(Atanga et al., 2022). 

Moreover, a firm's stance on a highly controversial issue often emerges as a swift 

response to escalating consumer demands (Barton et al., 2018). Consequently, such activist 

campaigns may lack a foundation in the brand's core purpose, values, or a history of supporting 

the issue through virtuous practices (Vredenburg et al., 2020). As firms frequently find 

themselves navigating high-controversy issues reactively or without prior planning (Mukherjee 

& Althuizen, 2020; Varadarajan & Menon, 1988), consumers may perceive such engagements as 

lacking sincerity, authenticity, or even as deceptive marketing tactics (Wagner et al., 2009; Yoon 

et al., 2006). This perception stems from the disconnect between the suddenness of the firm's 

involvement and the absence of a demonstrated commitment to the issue, prompting consumers 

to scrutinize the authenticity of the brand's motives and the integrity of its activism efforts. This 

heightened scrutiny reflects a growing demand among consumers for brands to align with 

societal issues and demonstrate genuine commitment and ethical consistency in their actions. As 

consumers become increasingly discerning and socially conscious, they seek brands that embody 

sincerity and uphold values that resonate with their own. Consequently, any perceived 

incongruity between a brand's purported activism and its actual practices can lead to erosion of 

trust and loyalty, ultimately impacting consumer perceptions, purchasing decisions, and long-

term brand reputation. This underscores the importance of brands engaging in genuine, 

principled activism that aligns with their values and resonates authentically with their target 

audience. 

While concepts concerning customer-brand relationships have garnered attention from 

academic researchers and practitioners, most studies emphasize the positive aspects (Curina et 
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al., 2020; Fetscherin, 2019). Conversely, the exploration of negative characteristics such as brand 

hate, brand avoidance, brand distrust, brand retaliation, and brand boycotts appear to have 

received less scholarly attention (Nguyen, 2021). In the context of value-based decisions by 

brands, such as those involved in brand activism, recent research has shown that it can give rise 

to negative and/or positive emotions, depending on the firm’s actions (Kirmani et al., 2017). 

Previous research has demonstrated that consumer dissatisfaction with a brand can evoke 

a range of negative emotions, including anger, frustration, disappointment, and even rage 

(Patterson et al., 2016). These emotions can result in negative behaviors such as negative word of 

mouth, brand boycotts, and even brand sabotage (Kähr et al., 2016). Consumers' experience of 

these negative emotions represents critical dimensions of brand hate. 

In scenarios of customer dissatisfaction, individuals may initially resort to mild anti-

brand actions; however, when feelings of betrayal emerge, these negative emotions can escalate 

to the extreme level of brand hate, prompting retaliatory responses (Nguyen & Nguyen, 2021). 

Anti-brand activism encompasses a spectrum of actions, ranging from mild brand avoidance, 

brand switching, and reduction in brand patronage to more severe behaviors such as negative 

word of mouth and public complaints (Nguyen & Nguyen, 2021). Brand avoidance occurs when 

consumers avoid consuming a brand altogether or switching to a competitor (Hegner et al., 

2017). Negative word of mouth, or private complaining, typically involves informal discussions 

among friends and relatives regarding their opinions on products and services (Wetzer et al., 

2007). On the other hand, public complaining involves lodging complaints with entities such as 

state agencies, customer protection services, or directly with the business itself (Fetscherin, 

2019). These reactions can be triggered by perceptions of insincerity or incongruity in the brand's 
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stance on sociopolitical issues, intensifying feelings of discontent or even animosity towards the 

brand. 

Upon examination by Hegner et al. (2017) and Nguyen (2021), it becomes apparent that 

consumer reactions to brand activism can catalyze negative encounters (experiential avoidance) 

and identity inconsistency and disagreement (moral avoidance), culminating in a manifestation 

of brand hate (Nguyen & Nguyen, 2021). This underscores the pivotal role of consumer 

perceptions in shaping their responses to brands' sociopolitical endeavors. 

When consumers express high satisfaction with a brand's actions or performance, they 

often experience positive emotions such as happiness and delight, which can significantly 

influence their behavior and loyalty (Oliver et al., 1997; Schneider & Bowen, 1999).  

Given the highly emotional nature of sociopolitical issues, brands that effectively execute 

activism messages that resonate with consumers are likely to garner higher levels of brand love, 

as emotional attachment forms the basis of brand love (Carroll & Ahuvia, 2006). Brand love is 

defined as "the degree of passionate, emotional attachment a satisfied consumer has for a 

particular trade name" (Carroll & Ahuvia, 2006, p. 81), and it is considered one of the 

fundamental elements of consumers' relationships with brands (Fournier, 1998). 

Literature on brand activism underscores the importance of authenticity in a brand's 

activism efforts (Bhagwat et al., 2020; Moorman, 2020; Schmidt et al., 2021; Vredenburg et al., 

2020). Brand-specific studies also highlight authenticity as a key precursor to brand love (Mody 

& Hanks, 2020). As brand love is deeply rooted in high emotional attachment (Carroll & Ahuvia, 

2006), the cultivation of authenticity serves to intensify this emotional connection. When 

consumers perceive a brand as authentic in its activism efforts, it engenders a sense of trust and 

credibility, thereby strengthening the emotional bond between the brand and its audience (Mody 
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& Hanks, 2020). This heightened emotional attachment fosters greater brand loyalty and 

encourages consumers to advocate for the brand and champion its causes, resulting in a more 

resilient and engaged consumer base (Carroll & Ahuvia, 2006; Mody & Hanks, 2020). Thus, 

authenticity in brand activism serves as a catalyst for building enduring and meaningful 

relationships with consumers, driving brand success and social impact.  

Consumer emotions and attitudes are often influenced by ideological preferences, which 

form a lens through which individuals perceive and interact with the world. Political ideology 

encompasses a framework of beliefs, opinions, and values (Jost, 2006; Jost et al., 2008), shaping 

perceptions of the societal order (Erikson & Tedin, 2019). Over the past decade, research has 

explicated the substantial influence of political ideology on individual judgment and decision-

making across various domains (Jost et al., 2017). These ideological differences are notably 

reflected among consumers within the marketplace (Crockett & Wallendorf, 2004; Jost et al., 

2017). Jost et al. (2017) underscores how ideological disparities affect persuasion, cognitive 

processing, motivation, consumer choice, and satisfaction levels. 

Furthermore, political conservatism has been associated with heightened brand 

attachment and a willingness to invest in premium brands (Chan & Ilicic, 2019). This tendency 

aligns with findings suggesting that conservative consumers prefer products signaling superiority 

over uniqueness compared to their liberal counterparts (Ordabayeva & Fernandes, 2018). 

Conservative consumers are also less inclined to lodge complaints and more likely to accept 

proposed resolutions from firms when dissatisfied (Jung et al., 2017). 

Political ideology significantly influences consumer behavior across diverse realms, 

encompassing recycling intentions, message appeals, brand attachment, willingness to pay, and 

brand activism. In a recent investigation examining variations in consumer responses based on 
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political ideology, Garg and Saluja (2022) revealed that liberal consumers exhibited more 

favorable brand attitudes and greater willingness to purchase when a brand engaged in activism 

compared to maintaining silence on the issues. This effect hinged on the ideological resonance of 

the issue, as conservative consumers displayed a heightened affinity for the brand when its 

activism aligned with conservative values. Similarly, the study revealed that attitudes toward 

activism were shaped by the alignment of the issue with individuals' ideological leanings, as 

liberals exhibited greater positivity towards brand activism when it resonated with liberal values. 

Remarkably, both conservatives and liberals exhibited a shared disdain towards inauthentic 

brand activism, emphasizing the universal importance of authenticity and genuine commitment 

to brand engagement with societal issues (Garg & Saluja, 2022). 

In the current landscape, consumers demand deeper engagement from brands and 

companies, expecting them to take proactive steps in tackling systemic societal challenges. They 

seek reliability in products and services and look to brands as authoritative sources of 

information and catalysts for positive change. Brands are expected to transcend their traditional 

roles, assuming the mantle of problem solvers and visionary leaders while actively shaping 

cultural narratives for the betterment of society (Coman et al., 2022, pp. 7-9).  

Recent literature exploring the establishment of an audience-centric framework, which 

prioritizes understanding and catering to the preferences and concerns of consumers for 

corporate social advocacy, reveals an intriguing dynamic: consumers appear to discern particular 

issues as not only more contentious but also more pertinent and imperative for business-to-

consumer corporations to take public stances on, underscoring the evolving role of businesses in 

societal well-being. The comprehensive investigation by Comen et al. (2022) delves into the 

attitudes of Generation Z consumers concerning the involvement of companies in advocating 
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various issues and the underlying reasoning behind their viewpoints. The distinct traits of 

Generation Z (born between 1997 and 2012, referred to as Gen Z in subsequent sections) offer a 

compelling lens through which to deepen scholarly comprehension of evolving expectations and 

intricate cognitive processes. Compared to other generational cohorts, Gen Z individuals exhibit 

a heightened awareness and sensitivity toward matters of race and diversity, reflecting a 

progressive shift in societal values. In contrast to their predecessors, they demonstrate a more 

pronounced inclination towards making ethical purchases to reduce environmental impacts, 

indicative of a growing emphasis on sustainability within consumer behavior. Furthermore, Gen 

Z actively engages in advocating for social causes, displaying a level of proactive involvement 

that distinguishes them from older generations. These distinct characteristics underscore the 

importance of understanding and integrating Gen Z perspectives within academic discourse and 

broader societal contexts, particularly in navigating the evolving landscape of consumer attitudes 

and societal expectations.  

In accordance with the first pillar identified by Coma et al. (2022), participants in the 

research emphasized the notion that companies bear responsibility for addressing only certain 

societal issues. Various arguments put forth by respondents underscored this dimension. Firstly, 

there was an emphasis on the magnitude of issues, with participants suggesting that companies 

should prioritize tackling significant societal challenges as a priority. For instance, issues of 

substantial magnitude, such as those concerning basic human decency or major societal 

concerns, were deemed suitable for company intervention. Secondly, participants delineated 

social and political issues, advocating for corporate involvement in the former while steering 

clear of the latter. This sentiment was echoed by participants who asserted that companies should 

engage with non-controversial issues to avoid potential divisiveness or social discord. 
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Additionally, there was a consensus among respondents that companies should take a 

stance only on issues where they can make a tangible impact or influence public perception. This 

viewpoint was grounded in the belief that companies should prioritize addressing issues within 

their sphere of influence, whether within their organizational environment or broader societal 

contexts. Furthermore, participants highlighted the principle of causality dictating responsibility, 

positing that companies should address issues they directly contribute to or exacerbate. Notably, 

some respondents advocated for addressing overlooked issues or those directly impacting them 

or their families, suggesting a more personal dimension to their perception of corporate 

responsibility (Coman et al., 2022, pp. 7-9). 

According to the second pillar identified by Coman et al. (2022), consumers articulated 

diverse perspectives on the extent of companies' responsibility in addressing societal issues. One 

prevalent argument posited that companies are responsible for addressing all the given issues, 

viewing them as powerful entities capable of effecting meaningful change where other actors 

may fall short. This perspective was grounded in the belief that companies wield significant 

influence and resources, making them uniquely positioned to tackle a wide range of societal 

challenges. Additionally, respondents emphasized that all issues carry equal importance and 

significance, necessitating corporate engagement across the board. They argued that issues such 

as LGBTQ rights, access to healthcare, immigration, and reproductive rights are not merely 

political but deeply intertwined with people's lives and well-being, thus compelling companies to 

take a stance. Another compelling rationale put forth by participants was the assertion that 

companies are directly affected by these issues, extending beyond their impact on society or 

individuals. This perspective emphasized the interconnectedness between societal challenges and 

corporate operations, highlighting the imperative for companies to address issues that intersect 
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with their business environment. However, amidst these arguments advocating for 

comprehensive corporate responsibility, some respondents expressed skepticism regarding 

companies' motives for engaging with societal issues. They contended that corporate 

involvement in such matters may be driven solely by public relations or profit motives rather 

than genuine concern for social welfare. This skepticism underscored the importance of 

authenticity and integrity in corporate activism to earn consumer trust and support (Coman et al., 

2022, pp. 9-10).  

According to the third pillar identified by Coman et al. (2022), the notion of control 

emerges as a pivotal determinant shaping respondents' views on whether companies should 

engage in societal issues. Advocates for limited corporate involvement underscore the 

importance of safeguarding individual autonomy and personal agency, especially regarding 

matters perceived as "personal." For instance, there is a strong sentiment that issues like abortion 

should remain within the realm of individual decision-making rather than becoming corporate 

endeavors. This emphasis on personal control reflects a broader concern among respondents 

about preserving individual freedoms and ensuring that critical aspects of life remain within the 

purview of personal choice (Coman et al., 2022, p. 11). 

Additionally, there is a prevailing belief that the primary responsibility for addressing 

societal issues lies with government institutions and the populace rather than corporations. Many 

argue that lawmakers should assume the role of making morally and ethically sound decisions 

for the collective welfare of society. However, respondents also highlight instances where 

individuals and governments may have relinquished control, leaving corporations as influential 

actors with the power to enact meaningful change. They emphasize that companies possess 

significant reach and influence, enabling them to spearhead impactful initiatives and mobilize 
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broader audiences. This perspective underscores the belief that companies wield substantial 

control and influence over societal issues, thus justifying their involvement in addressing them 

(Coman et al., 2022, p. 11). 

The findings suggest that young adults, particularly Gen Z, expect companies to take a 

stance on a wide array of societal issues, including diversity, racial and gender justice, climate 

change, and rights issues. This aligns with existing suggestions that advocate for proactive brand 

activism in addressing pressing societal concerns (Djafarova & Foots, 2022; Pichler et al., 2021). 

Importantly, these expectations may not be unique to Gen Z alone but may reflect broader shifts 

in consumer attitudes across different demographics. In fact, Shetty et al. (2019) examined the 

perceptions of millennials toward brand activism. They found that this consumer segment 

recognizes and prefers to buy brands that actively invest in manifesting activism (Shetty et al., 

2019).  

Overall, the findings underscore the growing importance of brand activism and ethical 

business practices in today's marketplace. By actively engaging with societal issues and 

demonstrating a genuine commitment to positive change, companies can enhance their brand 

reputation and contribute meaningfully to social progress and cultural transformation. 

Consumers are one of the main targets of brand activism and are also causal variables of 

it (Preece, 2017).  For marketers, understanding these evolving consumer expectations is 

paramount. Brands that align with the values and causes important to their target demographics 

stand to gain increased loyalty and positive brand perceptions. However, navigating the 

complexities of societal issues requires careful consideration. Marketers must ensure authenticity 

and sincerity in their brand activism efforts to avoid backlash or accusations of greenwashing. 
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Moreover, they must recognize that consumers are becoming increasingly discerning, demanding 

genuine commitment and tangible action from brands rather than mere symbolic gestures. 

Brand activism stands at the forefront of contemporary discourse, embodying a 

multifaceted and dynamic phenomenon that demands deeper exploration and refinement. As 

brands increasingly embrace activism as a strategic imperative, there is a pressing need for 

comprehensive research to unravel its complexities and unlock its full potential in driving 

societal change. Understanding the various dimensions of brand activism, from the actors 

involved to the strategies employed and the channels utilized, is essential for scholars and 

practitioners to navigate this evolving landscape effectively. 

Through an in-depth examination of seventy-six articles, Cammarota et al. (2022) crafted 

the "4W of Brand Activism" framework to address the phenomenon's pivotal questions. This 

comprehensive framework, shown in Figure 3, explores the identities of those involved in 

activism, the methods through which activism is executed, the platforms utilized to communicate 

activist actions, and the target audience of these strategies. Such a framework offers valuable 

insights into the diverse actors and actions that define the landscape of brand activism 

(Cammarota & Marino, 2021). 

First and foremost, understanding the key actors behind an activist stance is paramount. 

While brands typically spearhead these initiatives, CEOs can also exert significant influence by 

representing the brand's ethos or advocating personal beliefs (Hambrick & Wowak, 2021). 

Moreover, CEO activism often reflects stakeholder expectations, encompassing the perspectives 

of employees and consumers alike (Sterbenk et al., 2022). Endorsers and celebrity figures 

frequently emerge as prominent faces of activism, enriching the landscape of brand engagement 

in societal issues. 
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Gaining insights into the spectrum of activist actions is essential for researchers and 

practitioners. These actions, often labeled as "efforts," encompass a variety of initiatives, 

including public statements that serve as powerful tools for expressing brands' positions on 

societal issues (Klostermann et al., 2022). Moreover, brands may undertake substantial efforts by 

adapting their products to support social causes, demonstrating a tangible commitment to 

addressing societal challenges (Koch, 2020; Moorman, 2020). This proactive approach not only 

displays corporate social responsibility but also resonates with consumers who increasingly 

value brands that align with their social and environmental values. Additionally, by aligning with 

partners based on political stances, brands can amplify their impact and leverage collective 

action to effect meaningful change. Significantly, the boycotting or support of specific socio-

political causes remains a focal point of brand activism research, reflecting the dynamic interplay 

between brands, consumers, and societal issues (Bhagwat et al., 2020; Villagra et al., 2021). 

Notably, boycotting or supporting specific socio-political causes is a widely studied aspect of 

brand activism (Bhagwat et al., 2020; Villagra et al., 2022).  

Social media platforms are pivotal for disseminating activist actions within 

communication channels, a trend underscored by research (Klostermann et al., 2022; Sterbenk et 

al., 2022). The prominence of social media amplifies brand activism's reach and democratizes the 

dissemination of socio-political messages, empowering brands to engage directly with diverse 

audiences. Moreover, using company websites and online newsrooms reflects a strategic 

approach to transparency and accountability in brand communication (Sterbenk et al., 2022). By 

leveraging these digital platforms, brands can foster authentic connections with stakeholders 

while maintaining control over their messaging. Additionally, the role of public relations cannot 



 42 

be overstated. It serves as a crucial conduit for shaping public perceptions and amplifying the 

impact of brand activism initiatives. 

In summary, the target audience of brand activism is pivotal within the "whom" 

dimension of the 4W framework. While research in this area is still evolving, it primarily centers 

on analyzing consumer responses to brand activism. This exploration offers valuable insights 

into the ramifications of such activism. Ramifications are the result of brand activism, which 

implies that currently, there is a gap in research related to understanding the role of consumers as 

strategy-defining stakeholders in the phenomenon.  
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Figure 3 4W of Brand Activism 

Source: Cammarota et al, 2022 (p. 13) 

II.6 Literature Gap and Opportunity 

The current body of research on brand activism, especially concerning the "whom" aspect 

within the 4W Brand Activism framework, highlights a noticeable gap in understanding 

consumer behavior in relation to their identity. Although consumers are frequently studied in 

brand activism research, their involvement tends to be primarily associated with grasping 
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outcomes pertinent to activism's impact on business. Quantitative research has predominantly 

concentrated on outcomes such as brand perception, reputation, purchase intent, and various 

business performance indicators driven by consumer engagement in brand activism. 

In the realm of brand activism on social media, consumer identity labels such as 

'boycotters' or 'advocates' are still in the early stages of research. Only a small portion of studies 

incorporate identity-defining characteristics, like the moderating effects of age and gender, on 

consumer attitudes toward brand activism and their resulting relationships with brands, including 

perceived brand identification and trust. 

Based on the limited scholarly research focusing on consumers in the 4W Brand 

Activism framework, a broader literature review uncovered four core components crucial to 

further understanding brand activism as an emerging marketing strategy. Assessing the body of 

work made it apparent that leveraging brand activism as a marketing strategy necessitates 

attention to four pivotal components, each offering unique insights and avenues for effective 

implementation, as shown in Figure 4. 

Firstly, exploring the firm's decision-making process unveils the nuanced considerations 

and motivations driving their adoption of sociopolitical issues. This understanding allows 

organizations to align their activism efforts with their fundamental values and strategic 

objectives, ensuring authenticity and resonance with stakeholders. Secondly, scrutinizing the 

evolution of brand identity pre- and post-stance provides valuable insights into how activism 

initiatives shape consumer perceptions and brand associations. This analysis enables brands to 

assess the impact of their activism efforts on their overall image and reputation, facilitating 

strategic adjustments to maintain alignment with their brand identity and values. Thirdly, 

customizing communication strategies to issue type, message, and delivery channels is essential 
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for effectively conveying brand activism initiatives to target audiences. Organizations can 

optimize engagement, resonance, and impact by aligning messaging with audience preferences, 

values, and communication platforms, ultimately fostering meaningful connections with 

consumers. Lastly, evaluating consumer attitudes, stance agreement, and behavioral outcomes 

before and after engagement with brand activism initiatives provides crucial insights into the 

effectiveness and impact of these efforts. Analyzing shifts in consumer perceptions, attitudes, 

and behaviors empowers organizations to refine their activism strategies, allocate resources 

optimally, and drive meaningful change that resonates with their target audience. 

 

 

Figure 4 Brand Activism Literature Review Model 

After completing this extensive literature review, it has become evident that there is a 

notable gap in research that sufficiently addresses the role of consumer identities and their 

nuanced interaction with consumer-brand relationships. 
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 The burgeoning landscape of brand activism in contemporary marketing strategies 

presents a multifaceted terrain ripe for exploration and analysis. Central to this discourse are two 

strategic pillars underpinning this phenomenon's complexity. Firstly, the growing proliferation of 

brand activism has raised concerns regarding its potential to weaken the traditional bond between 

consumers and brands. As companies increasingly align themselves with sociopolitical causes, 

there exists a risk of alienating segments of their consumer base, thereby eroding long-standing 

brand loyalty. Moreover, the influence of generational and cultural shifts cannot be overlooked; 

millennials and Gen Z, for instance, exhibit a heightened awareness of social and environmental 

issues, driving them to seek out brands that align with their values. Understanding the nuanced 

interplay of these shifts alongside considerations of gender, ethnicity, and household 

composition—such as the impact of diverse family structures, including those with or without 

children—adds another layer of complexity to deciphering the evolving consumer role in brand 

activism and crafting effective strategies that resonate with today's diverse and socially 

conscious consumer base. 

Secondly, navigating the terrain of brand activism poses significant challenges for firms 

and marketers, who must strike a delicate balance between investment costs, perceived benefits, 

and associated risks. In an era where social media serves as a powerful amplifier of consumer 

sentiments, the stakes are higher than ever, demanding astute strategic decision-making to 

harness the potential of brand activism while mitigating potential backlash.  

The formulation of brand activism represents a dynamic and multifaceted process 

involving strategic decisions concerning identifying sociopolitical issues, articulating activist 

stances, and developing and deploying activist messaging. While scholars have often focused on 

viewing consumers as a causal variable in driving marketplace outcomes within brand activism, 
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a significant gap exists in understanding the intricate interplay between consumers' identities, 

their relationships with brands, and the efficacy of brand activism as a social marketing and 

business performance tool.  

In essence, brand activism represents a paradigm where the consumer's voice is often 

muted, and their values and beliefs can be overshadowed by the unilateral imposition of a brand's 

stance. This inherent lack of consent risks alienating consumers and creates fertile ground for 

conflicting interpretations and divergent brand meanings. As such, brands must recognize the 

pivotal role of their target audience in shaping, co-creating, and disseminating their activism 

strategies. By embracing a collaborative approach that honors the authentic voices and 

aspirations of consumers, brands can forge deeper connections, foster genuine engagement, and 

pave the way for a more inclusive and impactful brand-consumer relationship. The strategic 

alignment between brand activism and consumer values emerges as imperative and 

transformative, heralding a new era of purpose-driven marketing built on mutual respect, 

authenticity, and shared aspirations. This underscores the pressing need for deeper exploration 

from the consumer perspective to unravel the complexities underlying consumer-brand 

interactions and their impact on the success of brand activism initiatives.  

Research Questions: Therefore, this study aims to answer these research questions:  

RQ1. How does consumer brand relationship affect the relationship between 

brand activism and a consumer’s willingness to purchase?  

RQ2. Does consumer identity influence the impact of brand activism on 

consumer-brand relationships? 

More specifically, this study aims to contribute to marketing and consumer behavior 

literature by developing and testing a model that adopts a consumer-centric approach to 
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uncovering how consumer identities influence consumer-brand relationships in the context of 

brand activism and their willingness to purchase that brand. Consumers represent an important 

stakeholder group for a brand. Their existing attitudes toward the cause and the brand should 

have important roles to play in shaping perceptions about the brand’s adoption of a social issue. 

Particularly, when participating in activist efforts, the engagement may simultaneously isolate 

stakeholder groups while attracting others (Dodd & Supa, 2014).  Scholars have advocated that 

companies consider adopting a consumer-centered emphasis (i.e., individual differences) in 

proposing social responsibility activities (Bhattacharya et al., 2011; Christopher & Luke, 2013). 

Therefore, the study aims to explore how consumer identity and factors influencing the 

consumer-brand relationship interact. By doing so, it aims to provide actionable insights into 

strategic approaches for marketers. These insights will assist marketers in navigating the 

complexities of issue selection and stance communication, aiming to maximize benefits while 

mitigating risks associated with brand activism involvement. 
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III THEORETICAL BACKGROUND AND HYPOTHESES 

III.1 Consumer Brand Identification and Social Identity Theories 

 As consumers interact with brands daily, developing meaningful and strong relationships 

with each of them is impossible. Therefore, marketers have always strived hard to focus on the 

important elements that can foster relationships between consumers and brands. Previous 

research has highlighted the importance of key marketing variables to develop and maintain 

consumer-brand relationships, such as brand identification. Brand identification is drawn from 

consumer-company identification (Bhattacharya & Sen, 2003) and social identity theory (Tajfel 

& Turner, 2004). Consumer-company identification is conceptualized as ‘an active, selective, 

and vocational act motivated by the satisfaction of one or more self-definitional needs’ 

(Bhattacharya & Sen, 2003). Consistent with organizational identification literature, brand 

identification is conceptualized as a consumer’s perceived state of oneness with a brand 

(Stokburger-Sauer et al., 2012) that helps in identity-filling meaning through brands (Bergami & 

Bagozzi, 2000).  

In the consumer behavior research domain, the theoretical framework of consumer brand 

identification offers valuable insights into the dynamic interplay between individuals and brands. 

This framework comprises several key constructs, including brand meaning, identification, 

attachment, and engagement, which collectively explain the complexities of consumer-brand 

relationships. These constructs offer insights into how individuals form connections and 

relationships with brands and the factors influencing their behaviors and attitudes toward them. 

Brand meaning pertains to the subjective and symbolic interpretation individuals associate with a 

brand influenced by the brand's identity, purpose, communication strategies, and content 

(Berthon et al., 2009; Maurya & Mishra, 2012). This interpretation shapes individuals' 

perceptions and attitudes towards the brand. Next, brand identification embodies individuals' 
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psychological connection and attachment to a brand, integrating it into their self-concept. This 

profound identification leads individuals to perceive the brand as an essential aspect of their 

identity (Sen et al., 2015). Brand attachment involves the emotional bond and connection 

individuals develop with a brand, nurtured through branding strategies such as storytelling 

narratives and community-building initiatives (Park et al., 2010). Brand engagement signifies 

individuals' active and positive involvement towards a brand, fostered by their identification, 

attachment, and the meaningful experiences they associate with the brand (Hollebeek, 2011). 

Together, these constructs delineate the multifaceted nature of consumer-brand relationships, 

highlighting the depth of connection individuals establish with brands.  

Similar to social groups, organizations, and other objects, brands, as carriers of symbolic 

meanings, may facilitate individuals to accomplish their self-identity needs and goals (Lam et al., 

2012). Brands also acquire cultural meaning through the operation of social identity processes. 

Social identity concerns the elements of a person’s self-image that are associated with groups of 

people to which the person belongs (Tajfel & Turner, 2004). Consumer psychology extensively 

documents the motivation to behave in ways that are consistent with a salient and relevant social 

identity (Meyers-Levy, 1988; Reed et al., 2012).  Simply put, people prefer brands associated 

with a social group they belong to or aspire to (Escalas & Bettman, 2003) and avoid brands 

associated with social groups to which they do not belong or aspire (Berger & Heath, 2008; 

White & Dahl, 2006). Through consumption, an associative network is created in consumers’ 

minds involving the mental representations of the brand, the social group, and the self (Escalas & 

Bettman, 2003, 2005). 

Social identity theory provides valuable insights into how individuals perceive 

themselves and others within social groups. Initially, individuals engage in social categorization, 
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wherein they classify themselves and others into specific social groups based on shared attributes 

or affiliations (Abrams & Hogg, 2010). Subsequently, social identification ensues as individuals 

adopt the identity of a particular social group, integrating it into their self-concept. This fosters a 

sense of belonging and leads individuals to align with the group's beliefs, values, and norms. 

Consequently, in-group favoritism arises, leading individuals to exhibit a bias towards their own 

group (in-group) over others (out-groups), resulting in more positive attitudes and behaviors 

towards the in-group and less favorable attitudes towards out-groups (Tajfel et al., 1971). 

Furthermore, group norms play a pivotal role in shaping behavior within social groups, 

representing shared beliefs, values, and behaviors that guide individuals' actions and interactions 

(Hogg & Reid, 2006). When considering the link between social identity theory constructs and 

consumer identifying characteristics, it becomes evident that individuals' identification with 

specific social groups significantly influences their consumer behavior. For instance, consider 

the application of social identity theory to consumer behavior based on gender identity. Women, 

for example, may identify themselves with the social category of "women," aligning with beliefs, 

values, and norms associated with femininity. This may result in strong preferences for products 

and brands that actively support and embody diverse expressions of femininity, spanning various 

product categories like cars, consumables, and fashion. Understanding social identity theory 

provides valuable insights into consumer behavior. It highlights the pivotal role of identity, such 

as gender and other defining characteristics, in shaping consumer perceptions, attitudes, and 

choices. 

Consumers with passionate feelings towards a brand are expected to engage more 

actively in relationships with both the brand and with other like-minded individuals around the 

brand (Veloutsou, 2009). At an individual level, consumers will have strong emotions and a 
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willingness to communicate and actively interact with the brand (Veloutsou, 2007). At a 

collective level, the brand acts as the glue that brings people together in an attempt to share their 

brand passion (Wallace et al., 2014) or to join forces to help (Kaufmann et al., 2016) or damage 

(Hegner et al., 2017; Kristal et al., 2018) the brand depending on their sentiment towards it. 

Thus, Brand activism allows consumers to assess the level of self-brand similarity in the 

context of moral judgments linked to their multiple identities that form their collective sense of 

self. The acceleration of self-brand identification and consumer brand relationships enabled by 

brand activism will foster, preserve, or damage consumer brand relationships in ways that impact 

consumer brand intentions.  

III.2 Theory of Planned Behavior Theory 

One of the theoretical underpinnings of this study is the theory of planned behavior. 

According to research by Han and Hansen (2012) and Ajzen (2015), the Theory of Planned 

Behavior (TPB) posits that buying intentions are influenced by attitudes, subjective norms, and 

perceived behavioral control, which play significant roles in shaping future purchasing behaviors 

(Ajzen, 2015; Han & Hansen, 2012).  

Attitudes represent beliefs associated with specific behaviors. However, simply forming 

positive or negative attitudes alone may not suffice to predict intentions. Subjective norms 

complement attitudes by encompassing normative beliefs regarding the expectations and support 

from others, such as friends, family, cultural groups, social networks, and society members, 

towards a particular behavior. Perceived behavioral control is another essential construct in TPB, 

indicating an individual's perceived control over internal and external variables that could hinder 

behavior performance (Ajzen, 1991). Despite the persistence or replacement of beliefs over time, 

attitudes, subjective norms, and perceived behavioral control are spontaneously activated to 
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influence consumer intentions (Fishbein & Ajzen, 2009). TPB is a leading theory for predicting 

behavior through rational information processing (Armitage & Conner, 2001). 

III.3 Research Model 

The research model (Figure 5) will examine how consumer identities shape brand 

attitudes, relationships, and purchase intentions in the context of brand activism. 

 

 

 

Figure 5 Proposed Research Model 

III.4 Brand Activism and Willing to Purchase 

Consumer awareness of social responsibility plays a pivotal role in shaping attitudes, 

attributions, and purchasing decisions (Eyada, 2020). These decisions are closely tied to a 

brand's capacity for leadership in setting appropriate marketing objectives, directly influencing 

brand perception (Eyada, 2020). Consequently, this process elevates brand loyalty among 

existing consumers while attracting new ones (Eyada, 2020). 
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In the modern era, brands have evolved beyond their traditional role of shaping 

consumption culture (McCracken, 2005). They have become ubiquitous, embodying both 

tangible products and intangible values. At the heart of branding is the ability to foster consumer 

empathy through effective communication (Madhavaram et al., 2005). However, contemporary 

consumers demand more. They seek a brand persona that goes beyond representing the brand's 

values and mission. They want brands to actively participate in addressing social, political, or 

environmental issues, inspiring change and progress (Yoo et al., 2021). 

Brand activism is a potent tool for brands aiming to champion a social cause and sway 

consumer choices based on shared values and alignment with the brand's stance. Incorporating 

activism into their branding efforts allows brands to shape their identity and forge stronger 

customer connections (Reed et al., 2012). However, the inclusivity of a brand's activist approach 

can either strengthen consumer affinity or alienate them. Consumers are more inclined to 

gravitate towards brands whose activism resonates with their values, fostering longer-lasting 

relationships than reactions driven by anger. Hence, brand activism emerges as a strategic 

avenue for business growth. 

Indeed, for marketers, predicting the responses of this pivotal stakeholder cohort proves 

to be a daunting challenge. While satisfied customers may readily display their appreciation 

through avenues like positive feedback, testimonials, word-of-mouth endorsements, or even 

participating in buycotts, dissatisfied customers may opt for negative measures. These can 

include venting frustrations through social media backlash or, in extreme cases, altogether 

boycotting the brand. 

As Reed et al. (2012) assert, individuals often strongly correlate their political beliefs 

with their personal values and sense of identity. Consumers have the power to assert aspects of 
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their self-identity in the marketplace and through their consumption choices by aligning 

themselves with brands that resonate with their personal values and beliefs. Research indicates 

that brand activism congruent with consumers' political ideologies tends to yield increased sales 

on average, with enduring positive effects over time (Warren, 2021). However, when brand 

activism diverges from the values of their customer base, companies may experience some sales 

declines.  

The planned behavior theory strategically illuminates brand activism's impact on 

consumer purchase intentions. It considers contextual factors such as socio-political issue 

selection, stance position, and communications and marketing strategies. These elements 

significantly influence how consumers perceive and respond to brand activism initiatives. The 

specific socio-political issues that brands choose to support and the positions they take can 

significantly influence consumer attitudes by serving as compelling indicators of the brand's 

values and beliefs. When a brand takes a clear stance on a socio-political issue, it signals to 

consumers what is considered acceptable or appropriate within their social context. This can 

create a sense of conformity among consumers, as they may feel compelled to align their beliefs 

and behaviors with the brand to meet perceived social expectations.  

Additionally, the brand's activism efforts may serve as a reference point for consumers 

when evaluating their attitudes and purchase intentions, further reinforcing subjective norms 

related to the issue. Influenced by these activism efforts, subjective norms can shape individuals' 

attitudes toward purchasing a product or service. Purchase intention refers to the likelihood of 

customers being prepared to buy a specific product or service at a later time (Wu et al., 2011). 

Moreover, it can be described as an individual's drive to engage in a specific behavior (Conner & 
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Armitage, 1998). Thus, the influence of subjective norms, influenced by brand activism, can 

impact consumers' willingness to purchase.  

III.5 Perceived Brand Fairness 

 Fairness stands as a fundamental concept within equity theory (Pritchard, 1969). The 

discussion around ethics revolves around assessing the morality of an individual, group, or 

marketer's actions, determining what is perceived as 'right' or 'wrong.' These determinations are 

heavily influenced by the individual's enduring inner values, which are shaped by their distinct 

moral philosophy. This philosophy, in turn, is shaped by their social background and life 

experiences, rendering it a profoundly personal and contemplative aspect of ethical decision-

making (Ferrell & Gresham, 1985; Fraedrich & Ferrell, 1992; Snipes et al., 1999). It is plausible 

that individuals employ multiple justifications when making ethical judgments, with the relative 

importance of these justifications varying based on the specific circumstances they face 

(Reidenbach & Robin, 1988). Leveraging Reidenbach and Robin's (1990) framework for ethical 

decision-making, the concept of perceived brand fairness can be assessed through dimensions 

such as moral equity and relativism (Reidenbach & Robin, 1990). Moral equity encompasses 

perceptions of fairness, justice, acceptability, and morality regarding a decision, which is 

fundamentally concerned with distinguishing between what is morally right or wrong and 

acceptable or unacceptable (Snipes et al., 1999). Individuals tend to favor their in-group 

members and perceive their actions as more moral or just compared to out-group actions.  Hence, 

individuals may assess the fairness and acceptability of decisions based on how they align with 

the norms and values of their identity group membership. 

Moreover, experiences of moral emotions have been found to drive individuals toward 

moral action (Tangney et al., 2007). Unlike other emotions like joy or fear, moral emotions are 
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more likely to prompt prosocial behavior (Haidt, 2003; Zollo, 2021), including both positive and 

negative moral emotions. For instance, moral anger can spur individuals to address perceived 

injustices or punish offenders (Haidt, 2003; Van Doorn et al., 2014). The feeling of moral anger 

may be more likely to arise when perceived injustices threaten the well-being of one’s social 

group. 

The dimension of relativism focuses on the guidelines, requirements, and parameters 

embedded within the social and cultural system rather than individual considerations 

(Reidenbach & Robin, 1990, p. 646). This dimension implies that our ethical beliefs are 

significantly influenced by the norms and values present in our social and cultural contexts. 

These beliefs are deemed "relativistic" as they are subject to the norms and standards dictated by 

society (Reidenbach & Robin, 1990, p. 646).  Individuals seek to maintain the norms and 

standards of their in-group to gain acceptance and foster a sense of belonging. 

Perceived fairness refers to "the degree to which consumers interpret the firm's treatment 

toward them as acceptable or equitable" (Adjei et al., 2016, p. 171). Consumers evaluate their 

experiences based on their standards of fairness, leading them to perceive themselves as either 

fairly or unfairly treated (Giovanis et al., 2015; Seiders & Berry, 1998). These perceptions 

significantly influence consumers' subsequent attitudes and behaviors (Bahri-Ammari & 

Bilgihan, 2017). Positive perceptions of fairness evoke positive emotions and satisfaction, while 

perceptions of unfairness lead to dissatisfaction (Patterson et al., 1997; Szymanski & Henard, 

2001). 

The literature on brand activism suggests that brands' decisions to take a stance on 

societal issues can be viewed as a duality (Lawton et al., 2014). Brands may adopt a 

sociopolitical stance either to differentiate themselves and enhance shareholder value (Friedman, 
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2007) or because managers recognize the brand's role within the broader social context and aim 

to deliver value to various stakeholders for the greater good (Friedman, 2007; Svensson & 

Wood, 2008). Conscientious brands (Ind & Iglesias, 2016) typically integrate their purpose and 

values into their business operations, prioritize the interests of all stakeholders, and exhibit 

ethical and responsible behavior (Du et al., 2007; Mishra & Spreitzer, 1998). From an ethical 

standpoint, Singer (2011) suggests that individuals are more morally inclined to approve of 

actions that demonstrate concern for the welfare of others or a conscious effort to do what is 

perceived as right rather than actions rooted solely in self-interest (Singer, 2011). 

Mukherjee and Althuizen (2020) propose a deliberate moral reasoning process to explain 

consumers' responses to brand activism. When consumers perceive that a brand treats them 

fairly, their actions and behaviors may directly contribute to the creation of brand value through 

the purchase of the brand's products or services (Pansari & Kumar, 2017). Therefore, it is 

plausible to consider perceived brand fairness as a psychological mechanism that mediates the 

effects of brand activism on a consumer's willingness to purchase the brand. Hence, the 

following: 

H1: Perceived brand fairness mediates the relationship between brand activism and a 

consumer’s willingness to purchase the brand.  

III.6 Consumer Identity and Defining Characteristics 

In their pursuit of understanding consumer behavior, marketers recognize the diversity 

among individuals and acknowledge that people have varying behaviors and motivations. 

Consequently, it becomes crucial to identify these differences and categorize individuals into 

groups to gain deeper insights.  
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Market segmentation, the process of dividing a broad target market into distinct subsets 

based on shared needs, interests, and priorities, is crucial in understanding consumer behavior. 

Chisnall (1995) argues that effective marketing strategies require a comprehensive analysis of 

the market and its diverse consumer segments. Plummer (1974) advocates for a people-oriented 

approach to market segmentation, focusing on understanding consumers through demographics 

(Chisnall, 1995; Plummer, 1974), social class, life cycle stage, and psychological characteristics. 

Kotler (2007) highlights demographics as a key factor in market segmentation, covering aspects 

such as age, gender, income, occupation, education, ethnicity, and social class (Kotler, 2007). 

This identity-centric demographic approach to segmentation has been widely adopted in 

marketing literature. 

 Abrams and Hogg (1988, p. 2) defined identity as “people’s concepts of who they are, of 

what sort of people they are, and how they are related to others." Generally, identity enables 

individuals to organize their social categories and individual characteristics on common ground 

and to use identity to define their personal traits; various factors, including class, gender, 

ethnicity, race, and many other groups, shape identities (Abrams & Hogg, 1988). This diversity 

influences the subject's personal identity as individuals are reflective and construct their multiple 

identities through self-categorization and identification based on membership in particular 

groups or roles to behave accordingly (Stets & Burke, 2000). 

Identity formation, a complex process where consumers shape their self-concept and 

navigate their social connections, is closely tied to market segmentation. This connection is 

evident in the influence of demographic variables like age, gender, ethnicity, and family life 

stage on how individuals perceive themselves and their relationships with others. Self-identity is 

a pivotal aspect of an individual's self-concept that pertains to specific behaviors and 
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encompasses the labels individuals use to characterize themselves (Biddle et al., 1987). As 

individuals construct their identities within societal contexts, they negotiate the interplay 

between personal characteristics and social affiliations, which in turn shape their preferences, 

behaviors, and consumer choices.  

Previous studies (Escalas & Bettman, 2003; Wei & Yu, 2012) have underscored the 

significant impact of the social reference group on individuals' self-brand connections. The social 

reference group comprises individuals against whom one compares themselves or uses as a 

benchmark for evaluating beliefs and behaviors. When consumers perceive a strong alignment 

between the brand image and the image of their reference group, it reinforces their self-brand 

connection (Wei & Yu, 2012). Essentially, consumers are more likely to establish a strong self-

brand connection when they observe widespread adoption of the brand among members of their 

reference group. This dynamic enables consumers to perceive the brand as a reflection of their 

own identity and utilize their brand choice as a form of personal expression (Escalas, 2004; 

Escalas & Bettman, 2003, 2005), thereby affirming their identity by identifying shared 

characteristics with other group members.   

A crucial aspect of sociopolitical justice movements lies in the concept of 

intersectionality, where individuals embody multiple identities simultaneously (e.g., a woman's 

identity encompassing aspects like gender, race, marital status, motherhood, and generational 

cohort). These diverse identities shape consumers' perceptions and experiences within society 

and culture. According to Collins (2015), individuals often navigate spaces where gender, family 

roles, and other identity elements intersect, either granting them systems of advantage and 

privilege or subjecting them to disadvantage or discrimination (Collins, 2015). 
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In today's socially and politically conscious consumer landscape, individuals align with 

brands to the extent that these brands address significant identity-related concerns or themes, 

reflecting various aspects of their multifaceted identities. Understanding these identity-based 

concerns necessitates brands acknowledging individuals' perceptions of morality, justice, and 

fairness (Tyler et al., 2019). Moreover, while brand activism contributes to societal change 

concerning issues of fairness and inclusivity, it also challenges normative thoughts within 

reference groups, potentially disrupting existing beliefs and attitudes and influencing consumer 

behavior (Smith et al., 2021). 

When considering the influence of demographic variables like gender, age, ethnicity, and 

parental status on subjective norms, it is crucial to understand their moderating effect. Subjective 

norm is an individual's perception of what important people think they should do (Ajzen & 

Fishbein, 1972), significantly shaping consumer behavior. This understanding becomes 

especially important when marketing practitioners use consumer identity as a strategic guide in 

positioning their brands across all facets of the marketing mix, often signaling alignment 

between brands and the identities of the target consumer group. Recognizing the interplay 

between self-concept, social connections, and demographic dimensions is essential for marketers 

seeking to genuinely engage with diverse consumer segments, particularly when promoting 

brand activism. 

III.6.1 Age 

Generational differences, delineated by age, serve as a significant demographic variable 

for comprehending consumer preferences, needs, and aspirations. The Generation Cohort 

Theory, introduced by Howe and Strauss (1992), posits that individuals belonging to the same 

generation often perceive the world through similar lenses and share comparable values and 
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perspectives (Howe & Strauss, 1992; Smola & Sutton, 2002). This conceptualization is echoed 

by Johnson and Johnson (2010), who define a generation as "a cohort of individuals born and 

living concurrently, who possess collective knowledge and shared experiences that shape their 

thoughts, attitudes, values, beliefs, and behaviors" (Johnson & Johnson, 2010)However, the 

literature inconsistently defines generational boundaries. For the purpose of this study, the 

following generally accepted boundaries are used for the generational cohorts that are the focus 

of this study: (1) Generation X, born 1965 – 1980 (2) Generation Y, born 1981 – 1996 (3) 

Generation Z, born after 1996.  

Generation Z (Gen Z) behavior is characterized by a unique blend of traits that present 

both opportunities and challenges for marketers. These include a strong inclination towards 

innovation, a desire for convenience, and a quest for various forms of security, reflecting a 

departure from traditional norms (Wood, 2013). As trendsetters and early adopters, Gen Z 

individuals often drive societal and market changes, making them a pivotal demographic for 

businesses to engage with (Wood, 2013). Furthermore, Gen Z consumers are digital natives, 

highly influenced by technology and social media, which significantly shapes their preferences 

and behaviors (Bhavana & Thiruchanuru, 2018). Additionally, they prioritize sustainability, 

environmental responsibility, and social causes, seeking brands that align with their values and 

beliefs (Kılıç et al., 2021). Understanding these nuanced aspects of Gen Z behavior is essential 

for crafting effective marketing strategies that resonate with this dynamic and socially conscious 

generation. 

Generation Y (Gen Y) comprises a formidable consumer segment known for its thorough 

research and information gathering before making purchasing decisions (Rahulan et al., 2015). 

This cohort is commonly labeled as the internet or dot.com generation, given their significant 
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reliance on online platforms for shopping (Chaney et al., 2017). Gen Y exhibits unique 

generational traits shaped by their exposure to technology and digital media, such as their 

adeptness in navigating online platforms, comfort with digital devices, and preference for digital 

communication (Cui et al., 2003). Unlike older generations, they tend to rely less on seeking 

additional information about products and instead prioritize finding the best deals (Parment, 

2013). Their emphasis is more on experiential aspects than traditional marketing messages (Cui 

et al., 2003; Ordun, 2015). 

Moreover, Gen Y consumers are highly image-driven and place a premium on brand trust 

(Chaney et al., 2017; Ordun, 2015). This cohort is also noted for its environmental 

consciousness, often prioritizing eco-friendly options in their purchasing decisions (Cui et al., 

2003). With a strong emphasis on their buying choices, Gen Y is perceived to wield considerable 

influence in the market (Obal & Kunz, 2013). As the next generation's parents, Gen Y is 

recognized as the future of consumer behavior (Hume, 2010). 

Generation X (Gen X) emerged as a cohort shaped by their experiences during a period 

of profound social change and criticism in their youth. Growing up in the wake of economic 

uncertainty, rapid technological advancement, and shifting cultural norms, Gen X individuals 

navigated a unique set of challenges that molded their worldview and values. Unlike the 

optimistic and idealistic generation who preceded them, Gen X came of age during a time 

marked by disillusionment and skepticism. 

They transitioned from being perceived as alienated risk-takers and burnt-out young 

individuals to becoming pragmatic, family-oriented, and conservative adults. This generation 

values stability and security, often prioritizing the well-being of their families and seeking to 

establish a comfortable lifestyle (Duh & Struwig, 2015; Jorgensen, 2003). Their upbringing 
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during a time of economic uncertainty and social upheaval instilled in them a sense of resilience 

and independence, leading them to prioritize financial security and work-life balance. Despite 

aging into elders, they maintain a preference for a lifestyle that offers freedom and flexibility 

(Duh & Struwig, 2015; Jorgensen, 2003).  

Gen X is characterized by strong-mindedness and a clear sense of what they want, 

regardless of others' opinions (Fishman, 2016). However, this cohort exhibits some hesitancy in 

their purchasing behavior (Cui et al., 2003). They are notably cost-conscious and tend to seek 

discounts and promotions before making purchases (Ordun, 2015). Moreover, Gen X individuals 

are generally resistant to persuasion and influence when it comes to buying decisions (Chaney et 

al., 2017). 

Understanding generational differences is crucial as they heavily influence consumer 

behaviors and attitudes. However, despite this recognition, there remains a gap in understanding 

how these differences specifically impact responses to brand activism. Therefore, it is imperative 

to thoroughly examine this association to gain deeper insights into consumer behavior in the 

context of brand activism. 

III.6.2 Ethnicity 

As societies become increasingly multicultural, the role of ethnicity as a consumer 

characteristic grows more prominent. These socio-cultural differences serve to delineate between 

groups, establish boundaries within ethnic communities, and delineate some individuals as 

insiders and others as outsiders (Fitzgerald, 1991). Ethnic identity, grounded in a sense of 

belonging to a group and culture, shares similarities with personal and group identities while 

possessing unique characteristics. While much of the research on ethnic identity focuses on 

group identity from a social psychological perspective (e.g., Tajfel & Turner, 1986), ethnic 
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identity is viewed as a component of social identity, as defined by Tajfel (1981) as "that part of 

an individual’s self-concept which derives from their membership in a social group (or groups), 

together with the value and emotional significance attached to that membership" (p. 255). This 

definition underscores the multidimensional nature of the construct (Tajfel, 1981). 

Existing studies on ethnicity in consumer behavior emphasize the importance of 

distinguishing between subjective and objective aspects of identity. Laroche et al. (1991) 

delineate these distinctions, where subjective measures pertain to personal beliefs about cultural 

attributes, while objective measures encompass socio-cultural factors like language, religion, and 

traditions (Laroche et al., 1991). Deshponde et al. (1986) propose a complementary perspective, 

suggesting that assessing the intensity of attachment to ethnic groups is crucial alongside 

objective and subjective characteristics (Deshpandé et al., 1986). Donthu and Cherian (1994) 

further underscore the significance of ethnic identification strength, highlighting its impact on 

consumer purchasing choices (Donthu & Cherian, 1994). 

According to Ashmore et al. (2004), self-categorization, which involves identifying 

oneself as part of a particular social group, constitutes a fundamental aspect of group identity 

(Ashmore et al., 2004). When measuring ethnic identity, confirming that individuals self-identify 

with a specific group is essential. This can be achieved through open-ended inquiries or 

comprehensive lists (Phinney, 1992). The label used, whether ethnic or racial, is not as 

significant for this research as ensuring inclusivity across various groups. Therefore, in this 

study, "ethnicity" encompasses specific ethnic and racial groups, including White, Black/African 

American, and Hispanic/Latin American. 

Ethnic identity becomes an integral part of the consumer’s social identity and a vital 

component of his or her self-concept or self-image (Phinney et al., 1990). Exploring ethnicity 
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within the scope of brand activism is imperative, especially given the prevalent focus of recent 

activism efforts on addressing social justice issues affecting minority ethnic groups. By 

understanding the deep sense of commitment and belonging within these communities, we gain 

valuable insights into their engagement with and response to brand activism, presenting 

opportunities for impactful and inclusive social change. 

III.6.3 Gender 

Gender, a fundamental human characteristic distinguishing between males and females 

(Faqih & Jaradat, 2015), intertwines with all aspects of behavior, including purchase behavior, 

where substantial variations across genders are observed in consumption patterns (Kolyesnikova 

et al., 2009). According to Bem's gender schema theory (1981), gender is not only a biological 

attribute but also a psychological construct that plays a crucial role in consumer behavior. 

Research indicates that males and females employ different decision-making processes due to 

gender-specific cognitive structures shaped by societal norms (Venkatesh & Morris, 2000). 

Gender differences have been observed in information processing and behavioral 

responses. Research indicates that emotional factors outweigh functional considerations for 

women in traditional purchasing scenarios, whereas the reverse is true for men (Dittmar et al., 

2004). Additionally, there are notable differences in information processing between men and 

women. Studies suggest that men tend to process advertising information heuristically (Kempf & 

Palan, 2006; Papyrina, 2015), with a positive and linear relationship observed between the 

number of arguments and information persuasiveness. Conversely, women demonstrate a more 

detailed and selective approach to processing advertising information, exhibiting a non-linear 

relationship between the number of arguments and advertising effectiveness (Papyrina, 2019). 
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III.6.4 Parental Status 

From adolescence onward, individuals experience a gradual shift from being cared for to 

becoming caregivers, prompting a reevaluation of their self-perception and worldview (Marcia, 

2007). The transition to parenthood represents a significant transformation, marking a shift from 

individuality to the responsibilities of raising children. Parenthood is widely acknowledged as a 

fundamental aspect of life, encompassing various emotions, thoughts, values, and beliefs and 

involving interactions with children and other adults, mainly through interparental relationships 

(Cast, 2004; Fadjukoff et al., 2016). This transition introduces a new layer to an individual's 

identity, evolving through ongoing interactions with their environment, where new challenges 

and conflicts contribute to further personal development (Bosma & Kunnen, 2001).  

The concept of parental identity encompasses the collection of self-perceptions linked to 

the role of being a parent (Stueve & Pleck, 2001). It entails adhering to societal norms and 

behavioral expectations associated with parenthood, such as nurturing, providing, and 

disciplining. Parental identity is multifaceted, exhibiting variations across diverse contexts, 

including temporal and activity-specific settings. The dynamic nature of decision-making and the 

shifting identity perspectives facilitate the transition between personal identity and the identity 

adopted within the parental role (Parkinson et al., 2016). 

The pivotal role of parents in instilling values and shaping the attitudes and behaviors of 

their children is a defining characteristic with special significance, particularly in the context of 

sociopolitical issues. As primary influencers in their children's lives, parents serve as role models 

and educators, imparting practical knowledge and moral and ethical principles. Their guidance 

extends beyond the household's confines, influencing how children perceive and engage with 

broader societal issues. This dynamic interplay between parental influence and sociopolitical 

issues underscores the importance of understanding and engaging with parents as key 
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stakeholders in shaping future generations' perspectives and actions. By recognizing parents' 

profound impact on their children's worldview and behavior, stakeholders in sociopolitical 

discourse can leverage this relationship to foster meaningful dialogue, promote social 

responsibility, and enact positive change within communities. As such, efforts to address 

sociopolitical issues must consider the role of parents as active participants in shaping society's 

collective consciousness and moral fabric, making their engagement and empowerment essential 

components of any effective advocacy or intervention strategy. 

Targeting parents in marketing segmentation is crucial, given their pivotal role in shaping 

household consumption patterns and their multifaceted needs across various life stages. 

Understanding these dynamics is essential for tailoring strategies that resonate with parental 

values, priorities, and their stance on brand activism. Moreover, parents represent a diverse 

demographic group spanning different ages, cultural backgrounds, and socioeconomic statuses. 

This presents opportunities for brands to engage with a wide range of consumers and advocate 

for social causes that align with parental concerns. 

Examining how consumer identity moderates customer attitudes toward brand activism 

and behavioral intentions is pivotal. This analysis aids in understanding diverse consumer groups 

across age, ethnicity, gender, and parental status and bridges gaps in prior brand activism 

research. It provides strategic insights to mitigate risks linked to the brand's issue stance and 

communication. 

H2: Brand activism and perceived brand fairness will be moderated by consumer 

identity. 
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III.7 Consumer Brand Relationship and The Indicators 

The dynamics inherent in consumer-brand relationships encompass three vital 

dimensions: first, the profound interconnection between the consumer and the brand, 

highlighting the depth of emotional attachment and loyalty; second, the proactive role assumed 

by the brand as a relational partner, not just responding to consumer needs but actively nurturing 

and sustaining this bond through consistent engagement and value delivery; and third, the 

reciprocal engagement of the consumer as a relational partner, actively contributing to and 

shaping the evolving narrative and identity of the brand through their interactions and 

experiences (Alvarez & Fournier, 2016). 

Establishing a brand relationship is not a one-sided process. It requires the consumer to 

personify the brand, treating it as an active ‘other’ (Fournier, 1998). This active engagement is 

evident when consumers care about how much the brand likes them and reciprocates this liking 

with a purchase (Harding, 2011). This active participation of the consumer in the relationship 

formation process is a key aspect of consumer-brand relationships.  

These relationships are a process phenomenon, meaning they evolve and change over a 

series of interactions and in response to fluctuations in the contextual environment. Moreover, 

these relationships both affect and are affected by the contexts in which they are embedded 

(Fournier, 1998).  Understanding the depth of consumer-brand relationships requires us to delve 

into three significant sources of relationship meaning – the psychological, the sociocultural, and 

the relational. Each of these sources plays a crucial role in shaping the dynamics and outcomes 

of these relationships, offering a comprehensive view of their complexity and richness.  

First, relationships may help resolve life themes (psychological) that individuals address 

in daily life (Csíkszentmihályi & Beattie, 2014).  These life themes are deeply rooted in personal 

history and highly central to one’s core self-concept. A relationship may deliver on important life 
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projects (Cantor et al., 1987; Caspi, 1987; Erikson, 1950). Life projects (psychological) involve 

the construction, maintenance, and dissolution of key life roles that significantly alter one’s 

concept of self, as with role-changing events (e.g., college graduation, parenthood), age-graded 

undertakings (e.g., first job, retirement), or stage transitions (e.g., midlife crisis, empty nest).  

Second, relationships may operate within a sociocultural context, circumscribing 

relationship attitudes and behaviors: age/cohort, life cycle, gender, family/social network, and 

culture (Dion & Dion, 1996; Gerson et al., 1977; Levinger, 1983; Milardo & Wellman, 1992).  

These factors systematically influence the strength of relationship drives, the types of 

relationships desired, the nature and experience of emotional expression in relationships, styles 

of interacting within relationships, the ease with which relationships are initiated and terminated, 

and the degree to which enduring commitments are sought (Fournier, 1998). Thirdly, an 

individual relationship is networked as it exists within the context of other relationships (Parks & 

Eggert, 1991).  Essentially, the meaning of a given relationship is inextricably intertwined with 

other relationships in the network. 

Consumers vary in their inclination to form brand relationships (Sprott et al., 2009), and 

the reasons and mechanisms behind these relationships also differ. In terms of developmental 

stages, young consumers (aged 7–8) typically initiate brand relationships based on tangible 

aspects, like owning a product, before progressing to more abstract connections, such as with a 

brand's personality or user imagery (Chaplin & John, 2005). Emotional and meaningful 

attachments to products and brands tend to develop later in life, becoming more pronounced after 

age 65 (Jahn et al., 2012; Park et al., 2013). Existing research suggests that brands have the 

potential to become integral components of one's self-concept, serving as meaningful identities 
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through which consumers express their own identities (Escalas & Bettman, 2005; Fournier, 

1998). 

III.7.1 Brand Attachment and Brand Identification 

Understanding brand relationship strength has evolved from broad attitudinal 

predispositions, such as loyalty and commitment, to more nuanced concepts that assess the 

quality of the relationship. Central to this evolution is the concept of brand attachment: the 

intensity of the bond between a brand and a consumer's self-concept (Park et al., 2010). An 

essential component of any understanding of brand attachment is its connection to the self: 

relationships are strengthened when the brand aligns with or mirrors the consumer's identity 

(Choi & Winterich, 2013; Escalas, 2004; Fournier, 1998; Park et al., 2010). Studies have 

demonstrated that strong brand attachment, characterized by the alignment between a consumer's 

self-identity and a brand's values and image, correlates with positive attitudes toward the brand 

and its products (Jamal & Goode, 2001). Research findings have empirically confirmed that 

brand attachment is a more accurate predictor of intentions to engage in behaviors. Furthermore, 

attachment surpasses brand attitude strength in its ability to predict actual consumer behaviors, 

mainly because it holds greater motivational influence stemming from its close ties to emotional 

and self-related implications (Park et al., 2010). 

Moreover, the level of attachment influences how consumers respond to a company's 

engagement with social issues (Sen & Bhattacharya, 2001). When evaluating advocacy 

messages, consumers often take into account the degree of alignment between their self-concept 

and the brand's identity (Goldsmith & Yimin, 2014). 

Informed by social identity theories (Turner, 1975), consumer-brand identification is 

depicted as the harmony between a consumer's self-concept and that of the brand (Stokburger-
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Sauer et al., 2012). It is commonly described as the psychological state of consumers perceiving, 

feeling, and valuing their sense of belonging to a brand. Meanwhile, brand attachment, rooted in 

attachment theory, is described as an "emotionally charged target-specific connection" between 

consumers and brands (Thomson et al., 2005, p. 78). There is a significant degree of convergence 

in how these concepts have been conceptualized and interpreted. Recent investigations into 

consumer-brand identification (Stokburger-Sauer et al., 2012) have emphasized the overlaps 

between brands and their consumers and the historical affiliations consumers have with these 

brands, defining elements for each construct. 

The primary differentiation between identification and attachment lies in their respective 

connections to consumers' social identity-related needs. Brands that consumers use to manage 

impressions and publicly endorse are typically those they identify with, whereas attachment is 

less strongly associated with these socially motivated impulses. Conversely, consumers' history 

with a brand and the degree to which it fulfills their emotional needs tend to be more pronounced 

in attachment than in identification.  

Existing literature indicates that consumer-brand relationships, wherein identification and 

attachment aspects may coexist, are not replacements but supplements. As intricate entities, 

brands can simultaneously address consumers' social and personal security-related needs. 

Furthermore, individuals can use self-categorization (i.e., self-definition based on their social 

category) as a means of separating themselves from groups (e.g., symbolic membership or actual 

membership) they do not belong to (Triandis, 2018).  

Brand identification creates a more favorable context for customers to evaluate their 

brand experience compared to their prior expectations. When brand performance meets or 

exceeds expectations, customers with stronger brand identification tend to experience higher 



 73 

satisfaction. This satisfaction stems from the reassurance of their psychological connection to the 

brand, which helps maintain their self-esteem. Conversely, customers with stronger brand 

identification are less likely to be dissatisfied if brand performance falls short of expectations. 

This reduced dissatisfaction can be attributed to their greater emotional attachment to the brand 

and their resilience to negative information and experiences about the brand. Consequently, 

customers with stronger brand identification are more likely to be satisfied with the brand overall 

(Bhattacharya & Sen, 2003; Chaudhuri & Holbrook, 2001). 

Few brands develop strong positive bonds with consumers because consumers have 

limited identity-related goals and perhaps limited relational capacity (Chernev et al., 2011; 

Thomson et al., 2005). When strong bonds do develop, they can also bring with them negative 

potential. Stronger relationships can lead consumers to feel betrayed when the brand fails them, 

resulting in revenge, avoidance (Grégoire et al., 2009), and a need for forgiveness (Joireman et 

al., 2016). The ending of once-strong brand relationships can spark dysfunctional behaviors, 

including disparaging word-of-mouth, theft, and vandalism (Johnson et al., 2010). Research 

supports linking strong, positive relationships to purchase, resistance to negative information, 

word-of-mouth advocacy, and sacrifices for the brand in order driven by identity-sustaining 

behavior (Alvarez & Fournier, 2016). 

III.7.2 Brand Involvement 

Bloch (1981) describes involvement as a long-term interest that consumers have in a 

product based on the strength of the relationship between the brand and the individual's needs, 

values, and interests (Bloch, 1981). Brand involvement represents the degree to which 

individuals actively engage with and exert influence over a brand, reflecting their intentional and 

voluntary connection to it (Bowlby, 1980; Hazan & Zeifman, 1999). Volitional control 
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empowers consumers to consciously and intentionally manage their thoughts, feelings, and 

actions to attain specific goals. It encompasses cognitive functions such as decision-making, 

goal-setting, and self-regulation, enabling individuals to make deliberate choices aligned with 

their values and aspirations. As consumer involvement with the brand escalates, they will begin 

to have more interest in the brand and search for more information about it, which leads to the 

formation of positive attitudes toward the brand (Suh & Youjae, 2006).  

Petty and Cacioppo (1983) argue that heightened involvement typically leads individuals 

to adopt a central route to persuasion, wherein consumers actively engage in cognitive 

processing to assess the presented arguments or objects when they find them relevant. In this 

route, consumers carefully evaluate the merits of the message based on its logic, relevance, and 

quality of supporting evidence. Conversely, the peripheral route of persuasion involves 

individuals making decisions based on superficial cues or heuristics rather than on the 

substantive content of the message (Petty et al., 1983). Consumers demonstrating high 

involvement are inclined to invest cognitive effort and time in self-verification (Bian & Haque, 

2020). Conversely, low involvement results in reduced motivation for information processing, 

thereby increasing the likelihood of resorting to the peripheral route of persuasion. Lower 

involvement levels indicate diminished consumer interest in personal, experiential, and symbolic 

benefits compared to situations with higher involvement (Solomon et al., 1985).  Therefore, it is 

rational to posit that brand involvement is likely to have an effect on activism-related purchase 

intent because the consumer’s brand involvement will guide them to go through either (a) a 

deliberative decision-making process, which will enable consumers to be more appreciative of 

the hedonic gains, or (b) foster quick-decisions with minimal effort when considering the brand’s 

activist engagement activities.   
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Therefore, it is reasonable to assume that the level of consumer brand involvement shapes 

their brand activism-related attitudes and behaviors. The extent to which consumers are bonded 

with the brand determines whether they undergo (a) a deliberate decision-making process, 

enhancing their appreciation or displeasure of the emotional impact of the brand’s activist stance, 

or (b) they make swift decisions, with minimal effort when considering the brand’s position on 

sociopolitical issues. 

When consumers engage in deliberate decision-making, the process enhances their 

emotional satisfaction, sense of control, and perceived value. By thoroughly evaluating the 

emotional benefits of their choices, consumers experience heightened emotional satisfaction as 

they select products or brands that closely align with their values and preferences. Additionally, 

deliberate decision-making empowers consumers to take control of their choices, leading to a 

greater sense of autonomy and self-determination. This increased sense of control enhances their 

overall confidence in their decisions. Furthermore, through careful consideration of their options 

and the emotional benefits offered, consumers perceive greater value in their purchases. 

Prioritizing emotional satisfaction leads to a higher perceived value in their chosen products or 

brands, leading to more fulfilling and rewarding consumer experiences. 

When consumers make swift decisions with minimal effort regarding a brand's position 

on sociopolitical issues, they may overlook important aspects. This behavior can lead to reduced 

emotional engagement with the brand's activism efforts. Without investing time to understand or 

connect with the brand's sociopolitical stance, consumers may feel less emotionally invested in 

supporting the brand's cause. Additionally, there is a risk of potential dissonance. Quick 

decision-making may result in cognitive dissonance if consumers later encounter information 
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contradicting the brand's sociopolitical position. This inconsistency could create internal conflict 

and discomfort, prompting consumers to reassess their relationship with the brand. 

Moreover, there is the risk of negative perceptions. Consumers who make quick decisions 

without thoroughly considering the brand's sociopolitical stance may be perceived negatively by 

others. They may be viewed as apathetic or superficial in their support for important societal 

issues, potentially damaging their reputation and the brand they endorse. 

The contrast between deliberate decision-making and making swift decisions reveals the 

profound impact that consumer brand involvement could have on a consumer’s willingness to 

purchase a brand that takes a sociopolitical stance. Deliberate decision-making, driven by 

thorough evaluation and emotional connection, fosters stronger engagement and perceived value 

in brand activism efforts. In contrast, making swift decisions with minimal effort risks 

diminishing emotional engagement and may lead to cognitive dissonance or negative perceptions 

of brand activism. Recognizing the importance of nurturing genuine connections between 

consumers and brands can guide strategies to foster positive consumer-brand relationships and 

drive meaningful engagement with brand activism initiatives. 

In their research, Bezencon and Blili (2010) discovered a relationship between ethicality 

and involvement and contended that an ethical product is a predictor of involvement (Bezençon 

& Blili, 2010).  Thus, it is expected that a firm’s goodness will, in turn, result in consumers’ 

involvement with the brand. That will eventually lead to consumers trying to promote the brand 

(Kim et al., 2020). 

III.7.3 Brand Stance Agreement  

Marketers' decision to embrace activist brand communication may stem from similar 

drivers as those behind corporate social responsibility, corporate social advocacy, and cause-
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related marketing initiatives. They opt to adopt a stance to set themselves apart from competitors, 

capitalizing on their brand platform, positioning, and outreach to deliver impactful messages they 

anticipate will resonate with consumers who engage in lifestyle politics (Matos et al., 2017). 

Lifestyle politics posits that individuals seek political significance in their consumption patterns 

(Balliet et al., 2018; Copeland & Boulianne, 2020). Consumers, guided by their ideologies—be 

they political, cultural, or social—utilize these perspectives to determine which companies or 

brands to support and which to avoid. 

Consumer ideologies, diverse and context-dependent, come to the forefront when 

individuals encounter relevant stimuli (Vorauer et al., 2009). These personal ideological beliefs 

significantly influence consumer responses to a brand's publicly declared ideological stance, as 

demonstrated through brand activism. As brands increasingly take positions on sociopolitical 

matters, consumers are confronted with choices to either support a brand by purchasing its 

products (buycott) or refrain from supporting it (boycott) due to ideological considerations. 

While buycotts can be viewed as cooperative actions, often undertaken individually, boycotts 

represent a conflict-oriented form of collective punishment (Jungblut & Johnen, 2022). In light 

of the surge in politically motivated brand communication, brands are devising strategies to meet 

the growing consumer demand for authenticity and alignment with identity while avoiding their 

target audience's alienation (Beverland & Farrelly, 2010). 

Extant research has investigated the potential impact of cause-related marketing (CRM) 

on brand image and purchase intentions (Mohr & Webb, 2005; Smith & Higgins, 2000; 

Varadarajan & Menon, 1988). CRM is defined as "marketing activities characterized by an offer 

from a firm to contribute a specified amount to a designated cause when consumers engage in 

revenue-providing exchanges that satisfy organizational and individual objectives" (Varadarajan 
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& Menon, 1988, p. 60). Therefore, corporations view social responsibility as an investment and 

typically choose non-controversial social causes when engaging in CRM (Smith & Higgins, 

2000; Varadarajan & Menon, 1988). Research on CRM indicates that associating a brand with a 

cause can boost sales and enhance brand image if the cause is perceived as appropriate and the 

company's motivation behind CRM is not viewed as exploitative (Andrews et al., 2014; Barone 

et al., 2000; Webb & Mohr, 1998). 

While CRM typically revolves around noncontroversial causes, there is evidence to 

suggest that its effectiveness can still be influenced by how consumers perceive the moral 

correctness of the connected cause and consumer identification with the cause (Barone et al., 

2000; Koschate-Fischer et al., 2012; Miranda et al., 2020), conditions commonly associated with 

brand activism. Hence, drawing on CRM research, which unveils individuals' diverse 

interpretations concerning corporate communication associated with social causes and variations 

in consumer behavior, provides valuable insights for brands integrating activist stances into their 

communication strategies (Jungblut & Johnen, 2022). 

Consumers often evaluate the congruency of a brand’s communicated position with their 

personally held beliefs and the intensity of those beliefs (Shultz & Lepper, 1996).  Congruency 

refers to a state of harmony, consistency, or alignment between different elements or parties. 

When two or more things are congruent, they are in agreement or accordance with each other. 

Congruence can apply to various aspects, such as ideas, opinions, values, behaviors, or actions, 

and can occur in different contexts, including personal introspection, interpersonal relationships, 

or group dynamics. In turn, consumers increasingly associate brands with their sociopolitical 

positions and partly base their consumption upon their perceived (in)congruity between their 

sociopolitical opinion and the perceived sociopolitical positioning of the brand (Hoewe & 
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Hatemi, 2017; Matos et al., 2017). At the same time, a perceived similarity between oneself and 

a brand’s position based on a high level of congruency should thus increase the purchase of the 

brand’s product. 

In contrast, a misalignment based on a low level of congruency would be perceived as an 

impactful norm violation of their brand trust and the underlying consumer-brand relationship 

(Matos et al., 2017). Based on this, one could argue that issue congruence, or the perceived 

alignment between a consumer’s opinion and the brand’s position, is directly related to issue 

stance agreement. When consumers perceive congruency or similarity between their own 

opinions and those of the brand, it is likely to increase their agreement with the brand’s activist 

stance on the issue and, in turn, their purchase intent. This alignment fosters a sense of fairness 

because the brand's actions resonate with the consumer's values and expectations. Conversely, 

when there is a misalignment or incongruency between the consumer and the brand, it may lead 

to issue stance disagreement and the potential decrease in purchase intent due to the imbalance in 

viewpoints between these relational partners, disrupting the harmony of their connected 

relationship, potentially eroding trust and diminishing the perceived fairness of the brand's 

actions. 

III.8 Perceived Brand Fairness and Consumer Brand Relationship Indicators 

According to conventional wisdom in marketing scholarship, as implied in empirical 

research, a brand is defined as a collection of shared associations surrounding a company and its 

offerings. These associations include the perceptions and attitudes—such as beliefs, desires, and 

mental images—that consumers hold about the company (Aaker & Equity, 1991; Keller, 2003; 

Keller & Lehmann, 2006). If we view brands solely through the lens of these shared perceptions 
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and attitudes held by consumers towards the firm, then studying these perceptions and attitudes 

would provide a comprehensive understanding of the brand and its relationship with consumers. 

However, the conventional understanding of brands fails to account for why consumers 

occasionally convey notably moralized feelings when firms alter their brand associations. For 

instance, when companies rebrand in unexpected ways, consumers may openly express feelings 

of indignation and resentment, akin to what Strawson (2003) describes as a morally reactive 

attitude toward the company (Strawson & Watson, 2003). An alternative perspective on brands, 

occasionally hinted at by marketing scholars (Abela & Murphy, 2008; Knapp, 2000; Levitt, 

1981), involves conceptualizing brands as promises. 

Within the domain of business ethics, it has been argued that the phrase a brand is a 

promise is a common one among marketing practitioners and that the brand's associations are 

ethically regarded as a set of promises that the firm makes with normatively binding expectations 

(Bhargava & Bedi, 2022; Klein et al., 2006). These binding expectations manifest as promises, 

which in turn generate brand obligations. Brands voluntarily undertake these promises, leading 

stakeholders to expect the brand's fulfillment, even though they may not be obligated to do so 

otherwise.  

Consequently, consumers perceive brands as having a distinct obligation in the 

marketplace based on their promises, as reflected in the brand associations they project. This 

perception is deeply ingrained in consumer behavior, influencing their trust and loyalty towards 

brands. When brands uphold their promises and consistently deliver on their commitments, 

consumers are more likely to develop strong emotional connections with the brand. These 

connections go beyond mere transactions, fostering long-term relationships built on mutual 

understanding and trust. However, when brands fail to fulfill their promises or act inconsistently 
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with their stated values, consumers may feel betrayed and disillusioned, leading to erosion of 

trust and loyalty. Therefore, brands must recognize the weight of their promises and strive to 

uphold them consistently to maintain strong consumer relationships and competitive advantage 

in the marketplace. 

Firms have two primary avenues for altering their brand promise: obtaining consumer 

consent or providing fair notice to consumers, along with reasons for the change. The first 

approach to rebranding involves seeking and obtaining consumer consent, a concept sometimes 

referred to as brand permission by marketing scholars (Meyvis & Dhar, 2008). This process is 

akin to seeking release from the commitment of one's promises. Alternatively, firms can seek 

consent when they intend to disrupt established expectations. Upon receiving permission from 

consumers, the firm can proceed with the brand association deviation. In cases where obtaining 

consent is not feasible, the brand can disrupt expectations by providing consumers with fair 

notice of the change and justifiable reasons for altering the assurances that consumers have 

grown accustomed to (Bhargava & Bedi, 2022). 

When brands engage in activism, consumer reactions can stem from an unexpected or 

expected shift in brand associations coupled with either a positive or negative preference toward 

these new associations. Essentially, breaking a promise is universally considered unethical 

(Bhargava & Bedi, 2022; Habib, 2008). Therefore, the morally charged reactions following 

certain brand endeavors, such as brand activism, are most accurately interpreted as responses 

fitting for an action conceptually akin to breaking a promise (Bhargava & Bedi, 2022). 

Consumers appreciate brands that reliably meet their expectations without causing them 

to second-guess or worry. When a brand engages in activism, it implicitly pledges its values and 

commitments to consumers. Consumer reactions to these actions reflect the perceived alignment 
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or misalignment with these promises. Thus, how brands navigate activism can profoundly shape 

the strength of the consumer-brand connection, emphasizing the importance of upholding 

promises and maintaining trust to foster lasting relationships with consumers. Hence, 

H3: Perceived brand fairness and consumer-brand relationship sequentially mediate the 

effect of brand activism on willingness to purchase the brand. 

III.9 Hypothesized Model 

The hypothesized model is shown in figure 6.  

 

Figure 6 Hypothesized Model 
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IV METHODOLOGY 

IV.1 Research Design and Method 

An online Qualtrics questionnaire was distributed to a representative sample of US 

consumers recruited through CloudResearch. Because of the research's purpose, only data from 

consumers who met the consumer identity specifications for ages 18 to 56 was collected. The 

study was conducted in three phases, with 500 observations completed in phase one and 225 

observations completed respectively for phases two and three. For those consumer observations 

who did not complete the survey in the time allotted (twenty-five minutes), partially completed 

the survey, or did not pass the attention checks (two questions included in the survey) were 

omitted from the data set, and the remaining 867 respondents were an appropriate sample size for 

effective analysis.  

A pre-test and pilot studies preceded the main study. The pre-test was conducted using a 

snowball sampling method of thirty university students to check the instrument’s survey flow, 

the questions’ wording, and the ability of the respondents to understand the meaning of the 

questions. Pre-test participants completed the survey via Qualtrics with open-ended questions at 

the end of the survey requesting survey design feedback. As a result, some of the questions were 

reworded, and the measurement scales were refined. Following the pre-test, a pilot study of 123 

paid respondents was recruited through CloudResearch to complete the online survey to assess 

the feasibility, reliability, and validity of my research procedures and measurement. This pilot 

study aimed to identify and address any potential issues or flaws in the research design and 

conduct exploratory data analysis. Driven by exploratory data analysis completed on initial pilot 

test data collected and new brand activism literature, the research model underwent two 

modifications. A pilot test was conducted on each research model revision, which resulted in the 
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collection and exploratory data analysis of 222 observations for the second pilot test and 129 for 

the final pilot test.  

Each respondent was paid $1.50 in exchange for completing the questionnaire. Before 

administering the questions, all the respondents were provided with a written explanation of the 

study, and informed consent was obtained from all participants. The questionnaire began with 

questions screening for consumer identity-defining characteristics, including age, ethnicity, 

gender, and parental status based on kids under 18 living in the same household. One of six 

brand activist stance statements was randomly assigned in equal proportions to represent brand 

activism to the participants based on their familiarity with the brand using scales adapted from 

Simonin and Ruth (1998) and Kent and Allen (1994).  

The brands selected for this study are in the fast-moving consumer goods (FMCG) 

category. The selection of FMCG brands for this research study was based on several critical 

criteria. First, the chosen brands were market leaders in their respective product categories, 

ensuring a significant presence and impact in the marketplace. Second, diversity in brand 

activism issue type was considered, encompassing a range of social, environmental, and political 

issues to capture a broad spectrum of brand activism strategies. Third, brands with pro-

sociopolitical practices as a part of their brand DNA were included, reflecting companies that 

integrate social and political causes into their core values and linked to the branded product 

portfolio (brand activism typology designation of authentic brand activism) as well as brands 

where activism is not a part of their brand DNA (brand activism typology designation of 

inauthentic brand activism). Fourth, brands with mass market appeal and a heterogeneous 

consumer base were selected to capture various consumer perspectives. Lastly, brands with niche 

market appeal and a targeted consumer base were included to explore the nuances of brand 
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activism within specific segments. By incorporating these diverse criteria, the selected brands 

represent a robust sample that allows for a comprehensive analysis of the research questions at 

hand. Table 4 provides the list of brands and their respective brand activist stance. 

Table 4 Brands – Activism Issue, Typology, and Statement   

 Brand Activist Issue / Typology Brand Activism Stimulus Statement 

Ben & Jerry’s  Gender Equity, Climate 

Change, and Black Lives 

Matter 

Typology: Authentic 

Ben & Jerry's launched a limited-edition ice cream 
flavor called Pecan Resist in the US in partnership 

with social justice organizations, including Color of 

Change, Women's March, Honor the Earth, and 
Neta. The flavor featured chocolate ice cream with 

pecans and fudge chunks and a variety of inclusion-

themed packaging designs. The launch aimed to 
raise awareness about social and environmental 

issues, promote activism, and encourage consumers 

to join the resistance against inequality and injustice 

in collaboration with these partner organizations. 

Yoplait Mom Shaming 

Typology: Authentic 

Yoplait's "#Mom On" campaign addresses the issue 

of mom shaming, acknowledging the judgment and 

criticism that mothers often face for their choices. 
The campaign aims to celebrate the diverse ways in 

which moms choose to parent, whether it's 

breastfeeding or bottle-feeding, staying at home, or 

going to work, and regardless of their attire or 
lifestyle. Through local market events and a 

message of inclusivity, the campaign aims to appeal 

to all moms and promote understanding and support 
among mothers with different choices and lifestyles. 

Oatly Well-Being  

Typology: Authentic 

Oatly is passionate about promoting a shift in our 

food system from animal-based to plant-based 

consumption in order to protect the long-term 
sustainability of our planet. Oatly views the pursuit 

of profits at the expense of the environment and 

human well-being as a concern and believes that we 
should prioritize growing food for direct human 

consumption rather than using resources to feed 

animals that are ultimately consumed. Oatly's firm 
stance on this issue reflects their commitment to 

advocating for a more sustainable and 

compassionate approach to food production and 

consumption. 
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Brand Activist Issue / Typology Brand Activism Stimulus Statement 

Aunt Jemima 

/  

Pearl Milling 

Company  

Black Lives Matter 

Typology: Inauthentic 

In response to the nationwide protests for racial 

justice following the killing of George Floyd by 

Minneapolis police, Quaker Oats announced in June 
that it would change the name of Aunt Jemima, 

acknowledging its origins as a racial stereotype. The 

decision to retire the name and character led to the 

introduction of the new brand name, Pearl Milling 
Company. This change reflects the company's 

commitment to addressing racial stereotypes and 

promoting inclusivity in its branding. 

M&M Inclusion and Global 

Belonging 

Typology: Inauthentic 

M&M'S® is evolving to reflect a more dynamic, 

progressive world, with a focus on inclusivity and 

belonging. M&M'S® aims to use the power of fun 
to promote a sense of belonging for 10 million 

people worldwide by 2025. This includes initiatives 

such as the M&M'S® FUNd, which provides 
resources, mentorship, opportunities, and financial 

support in the arts and entertainment space to foster 

inclusivity and community. The refreshed M&M'S® 
brand will feature modernized designs, nuanced 

personalities, and an emphasis on bringing people 

together, while maintaining their signature wit and 

humor in an inclusive and welcoming tone of voice. 

Oreo LGBTQ+ rights 

 

Typology: Inauthentic 

Oreo has launched a campaign to support LGBTQ 

rights by turning cookie packs into canvases for 

expressing LGBT support. In collaboration with 
LGBT activism organization PFLAG National, 

Oreo released its first Pride-themed retail pack 

timed for Pride month in June. The limited-edition 
cookie pack is covered in words of support from 

real LGBT allies, presented in an array of fonts and 

colors, with a blank text box on the front for 
consumers to write their own messages of 

affirmation and gift the cookies to friends and loved 

ones. This campaign by Oreo aims to make a 

statement about its commitment to the LGBTQ 
community and show support amid a wave of new 

legislation targeting the community. 
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The respondents' demographic details are presented in Table 5. 

Table 5 Sample Demographic Profile (N=867) 

Characteristic Categories (%) N 

Gender Male 50.0 434 

 Female 47.6 413 

Age  

(Cohort) 

Gen Z: 18 - 24 17.5 152 

 Gen Y/Younger Millennial: 25 to 

32 

30.2 262 

 Gen Y/ Older Millennial: 33 to 40 28.9 251 

 Gen X/Younger Xers: 41 to 49 15.9 138 

 Gen X/Older Xers: 50 to 56 7.5 65 

Ethnic Group White 33.6 291 

 Black or African American 25.4 220 

 Hispanic or Latino 37.7 327 

 Other 3.3 29 

Ethnic Identity Strong 63.6 551 

 Moderate 21.7 188 

 Low 14.8 128 

Parental Status 

(Kids-HH) 

Yes 40.9 322 

 No 59.1 512 

Political 

Orientation 

Conservative 23.9 207 

 Moderate 22.7 197 

 Liberal 53.4 463 

Brand Activism 

Group 

Aunt Jemima 16.8 146 

 Ben & Jerry’s 16.5 143 

 M&M’s 16.8 146 

 Oatly 16.7 145 

 Oreo 16.7 145 

 Yoplait 16.4 142 
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IV.2 Measures 

Data was collected using a well-structured questionnaire consisting of four main sections. 

Each section served a specific purpose in gathering comprehensive data for this study. The first 

section included consumer identity questions related to their defining demographic 

characteristics, including age, gender, ethnicity, and kids in household status. The second section 

included questions about brand familiarity for the test brands and dummy brands. In section 

three, measurement scale items were used to assess the consumer’s brand relationship with the 

test brand related to brand identification, brand attachment, and brand involvement, followed by 

questions on purchase intent. In section four, participants were shown the test brand’s activism 

stance statement. Subsequently, the same consumer brand relationship measurement scale items 

on brand identification, attachment, and involvement were asked as follow-up questions. A 

fourth consumer brand relationship indicator of brand stance agreement, perceived brand 

fairness, brand activism representativeness, pre-study brand activism stance awareness, and 

purchase intent were then asked to gain in-depth insights into the participant’s response.  

Most measurement scales used in this study were adopted from previously validated 

scales, and select scales were modified to ensure their relevance to the context of brand activism. 

The scales sourced from existing literature (refer to Table 6) were measured using a combination 

of 5-point or 7-point Likert scales, semantic differential scales, bi-polar adjective measurement 

scales, dichotomous, and multiple-choice scales. Measurement items related to consumer brand 

relationship and willingness to purchase were asked before and after respondents read the 

assigned brand activism stance statement. Perceived brand fairness and all brand activism-related 

questions were asked after the respondents had been exposed to the assigned brand activism 

stance statement. Household income, political orientation, and pre-existing brand stance 

awareness were control variables. 
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Table 6 Survey Instrument Measurement Items 

Construct Measurement Measure Source 

Screener 

Criteria: Brand 

Familiarity 

Using two of the three items developed using a semantic 

differential scale ranging from 1 to 5:  
 
Indicate your level of familiarity with the following brand 

[x] using a scale from 1 - 'Extremely Unfamiliar' to 5-

'Extremely Familiar.' 

 
Indicate your level of recognition with the following brand 

[x] using a scale from 1 - 'Do Not Recognize' to 3 - 

'Recognized.' 

Adapted from  

Kent and Allen 

(1994) and Simonin 
and Ruth (1998) 

Brand 
Familiarity 

One of the three items developed using a 5-point Likert 
scale: from 1 (not at all knowledgeable) to 5 (very 

knowledgeable). 
"How knowledgeable are you about brand [x]and its 
products?" 

Brand Past 
Purchase 

One item developed using a 4-point Likert scale: from 1 
(not at all) to 4 (very frequently). 
"How often have you purchased a brand [x] branded 

product in the past?" 

Adapted from Dean 
et al. (2012) 

Willingness to 

Purchase 
(Pre & Post) 

Two items developed using a 5-point Likert scale: from 1 

(strongly disagree) to 5 (strongly agree). 
"If I had to make a purchase in a product category where 

this brand is present, I would buy this brand [x]." 

 
"In case of need, there is a good chance that I will buy this 
brand [x]." 

Adapted from Long‐

Yi and Yeun‐Wen 
(2009) and 

Prendergast et al. 

(2010) 

Perceived 

Brand Fairness 

Using four items developed using a 7-point bi-polar "moral 

equity" adjective measurement scale: 
“Unfair / Fair”  
“Not Morally Right / Morally Right” 
“Not Acceptable to Me / Acceptable to Me” 
“Not Acceptable to My Family / Acceptable to My Family” 
Using two items developed using a 7-point bi-polar 
"relativistic" adjective measurement scale: 
“Culturally Unacceptable / Culturally Acceptable” 
“Traditionally Unacceptable / Traditionally Acceptable” 

Adapted from 

Snipes et al. (1999) 

and Gligor and 
Bozkurt (2022) 
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Construct Measurement Measure Source 

Brand 
Identification 

 

Five items developed using a 5-point Likert scale: from 1 
(strongly disagree) to 5 (strongly agree).  

Five items: 

“I feel a strong sense of belonging to this brand [x]."  

 "I identify strongly with this brand [x]."  
 "This brand [x] embodies what I believe in."  

 "This brand [x] is like a part of me." 

 "This brand [x] has a great deal of personal meaning for me.” 

Haupt et al. 
(2023) 

Brand 
Attachment 

 

Four items developed using a 5-point Likert scale: from 1 
(strongly disagree) to 5 (strongly agree). 

“To what extent does brand [x] symbolize the kind of person I 

really am inside?” 

 
“To what extent do I strongly feel I personally am connected 

to brand [x]?” 

 
“To what extent do my thoughts and feelings toward brand [x] 

often automatic, coming to mind seemingly on their own?” 

 

“To what extent do my thoughts and feelings toward brand [x] 
come to me naturally and instantly?” 

Park et al. (2010) 

Brand 

Involvement 

 

Five items developed using a semantic differential scale 

ranging from 1 to 5:  

“Brand [x] is: worthless – valuable.” 
“Brand [x] is: unimportant – important.” 

“Brand [x]: means nothing – means a lot to me.” 

“Brand [x] is: irrelevant – relevant.” 
“Brand [x] is: uninvolving – involving.” 

Zaichkowsky 

(1985) 

Brand Stance 

Agreement 

One item developed using a 5-point Likert scale: from 1 

(definitely no) to 5 (definitely yes). 

“For the brand [x] statement you just read, indicate the extent 
to which you agree or disagree with that statement. “ 

  

Adapted from 

Jungblut and 

Johnen (2022) 

One item developed using a 5-point Likert scale: from 1 

(strongly disagree) to 7 (strongly agree). 
“The brand [x] took a position that agreed with my own.” 

Adapted from 

Ketron et al. 
(2022) 
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Construct Measurement Measure Source 

Brand Activism 
Perception 

Brand activism is defined as “socially active brands taking 
action.”  

One item developed using a 4-point Likert scale: from one (not 

representative) to four (highly representative). 

“To what extent do you perceive the statement made by brand 
[x]as representative of brand activism? 

NA 

Brand Activism 
Awareness 

One item developed using a dichotomous scale: (1) Yes or (2) 
No:  

“Prior to taking this survey, were you familiar with the brand 

[x]stance statement you read.” 
 

NA 

Brand Activism 

Awareness 

Source 

One open-ended item developed: 

“How did you first become aware of brand [x]stance before 

taking this survey?” 
 

NA 

Brand Activism 

Defined 

One open-ended item developed: 

“In your own words, how do you define “brand activism”?” 

 

NA 

 

A Cronbach’s alpha (α) test was conducted to ensure the reliability of each scale. If 

Cronbach’s alpha is between .60 and .80, the scale is considered to be moderately reliable and is 

accepted (Pallant, 2020). On the other hand, if the scale’s Cronbach’s alpha is greater than .80, it 

is considered very reliable (Pallant, 2020). The analysis showed that the pre-brand activism 

consumer brand relationship indicators of brand identification (α = .95), brand attachment (α = 

.90), and brand involvement (α = .92), along with a willingness to purchase (α = .86), all had an 

α above the .80 threshold. The post-brand activism consumer brand relationship indicators of 

brand identification (α =.96), brand attachment (α = .92), brand involvement (α = .94), and brand 

stance agreement (α = .94) also had an α above the .80 threshold. Perceived brand fairness (α = 

.95) and willingness to purchase (α = .93) were also above the threshold. 
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V RESULTS 

V.1 Descriptive Analysis 

The analysis of consumer brand relationship indicators reveals significant enhancements 

across brand involvement, brand attachment, and brand identification after implementing brand 

activism. Prior to brand activism, the median brand involvement stood at 3.4, increasing to 3.6 

post-activism. Similarly, brand attachment rose from 2.5 to 3.0 during the same period. The 

Wilcoxon signed-rank test and the t-test corroborated these findings with p-values less than 

0.001. These results collectively indicate that the brand activism campaign effectively bolstered 

various aspects of consumer-brand relationships, fostering increased levels of involvement, 

attachment, and identification with the brand among participants. However, the assessment of 

purchase intention both before and after brand activism demonstrates noteworthy findings. Prior 

to the implementation of brand activism, the median purchase intention remained consistent at 4, 

with a mean of 3.6 and a standard deviation of 1.08. Following brand activism, the median 

purchase intention remained unchanged at 4, but the mean increased slightly to 3.65, with a 

standard deviation of 1.16. While the Wilcoxon signed-rank test yielded a p-value less than 

0.001, suggesting a significant difference in purchase intention, the t-test returned a p-value of 

0.07237, indicating marginal significance. These results imply that while a substantial effect was 

observed in purchase intention post-brand activism according to the Wilcoxon signed-rank test, 

the t-test suggests a less conclusive impact. See Figure 7 for details.  
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Figure 7 Brand Activism and Consumer Brand Relationship 
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On average, the mean scores on a five-point scale show a consistent directional increase 

from pre- to post-brand activism exposure for indicators of consumer brand relationships and 

willingness to purchase across brands, regardless of typology classification as authentic or 

inauthentic brand activism. Notably, this trend diverges for Aunt Jemima, presenting an 

exception to the observed pattern (see Table 7).  

The M&M brand's activism demonstrates a directional increase in influence on consumer 

brand relationship indicators and willingness to purchase, mirroring that of authentic brands. 

This trend could be attributed to the resonance of M&M's brand activist stance, which promotes 

themes of inclusion and belonging that appeal broadly to diverse audiences. 

Table 7 Brand Activism Influence  

Brand 

Activism 

Brand 

Identification 
Brand Attachment 

Brand 

Involvement 
WIP 

 Pre Post Pre Post Pre Post Pre Post 

Authentic:         

Ben & 

Jerry’s 
2.42 2.76 2.47 2.85 3.37 3.56 3.35 3.54 

Oatly 
2.45 2.86 2.52 2.88 3.46 3.83 3.64 3.84 

Yoplait 
2.35 2.66 2.38 2.66 3.31 3.66 3.69 3.75 

Inauthentic:         

Aunt 

Jemima 2.42 2.34 2.49 2.46 3.36 3.24 3.69 3.42 

M&Ms 
2.38 2.70 2.45 2.72 3.32 3.59 3.54 3.69 

Oreo 
2.47 2.50 2.50 2.64 3.38 3.43 3.68 3.67 

 

The notable increase in average scores for relationship indicators and willingness to 

purchase may also be linked to the degree of agreement with the brand's activism stance. 

Authentic brand activists like Ben & Jerry's and Yoplait attained high agreement levels of 4.0 
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and 4.14 on a 5-point scale, with Oatly slightly below at 3.93. In line with the findings, M&M's 

agreement level aligns closely with these authentic brands, registering at 3.92. Conversely, Oreo 

falls slightly below the stance agreement level of authentic brands at 3.66, while Aunt Jemima 

significantly lags at 2.99. These variations in agreement levels shed light on how consumers' 

alignment with a brand's activism stance correlates with their perception of brand relationship 

indicators and willingness to purchase. Overall, those brands categorized as authentic brand 

activists versus inauthentic received a higher level of brand stance agreement (see Figure 8).  

 

Figure 8 Brand Stance Agreement 

The data reveals interesting insights into the relationship between gender and brand 

activist stance agreement. Female respondents generally exhibit higher agreement levels across 

all brands compared to their male counterparts. Specifically, females demonstrate stronger 

alignment with brands such as Ben & Jerry's, M&M's, Oatly, Oreo, and Yoplait, with agreement 

levels ranging from 3.94 to 4.31. In contrast, male respondents tend to display lower agreement 

levels across the board, with Aunt Jemima and Oreo recording the lowest agreement levels 
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among males at 2.57 and 3.28, respectively. These findings suggest that gender may play a role 

in shaping individuals' reactions to brand activist stances, with females showing a stronger 

inclination towards agreement with such stances compared to males. 

Analyzing brand stance agreement across different generational cohorts sheds light on the 

varied reactions to brand activist stances based on age groups. Generally, younger generations, 

including Gen Z and younger Gen Y, tend to exhibit higher agreement levels compared to older 

generations (Older Gen Y and Gen X) across most brands. For instance, Gen Z and younger Gen 

Y consistently demonstrate stronger alignment with brands like Ben & Jerry's, M&M's, Oatly, 

Oreo, and Yoplait, with agreement levels often exceeding 4 on the 5-point scale. In contrast, 

older generations tend to display slightly lower agreement levels, with some variability across 

brands. Aunt Jemima is an exception, with lower agreement levels across all age groups. These 

findings suggest that generational cohort may influence individuals' perceptions and reactions to 

brand activist stances, with younger generations showing greater alignment with such stances 

compared to older generations (see Figure 9). 

The generational cohorts' reactions to Yoplait's brand activist stance, which focused on 

the issue of mom shaming, reveal intriguing insights. Across all age groups, from Gen Z to older 

Gen X, respondents consistently exhibit strong agreement levels with Yoplait's activist stance, 

with agreement levels ranging from 4.00 to 4.27 on the 5-point scale. This indicates a widespread 

resonance with Yoplait's messaging against mom shaming, transcending generational 

boundaries. 
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Figure 9 Brand Stance Agreement and Generational Cohort 

The analysis of brand stance agreement among households with and without kids 

provides interesting insights into the influence of parental status on reactions to brand activist 

stances. Across various brand activists, households with kids consistently demonstrate slightly 

higher agreement levels compared to households without kids. For instance, households with 

kids exhibit higher agreement levels with brands like Aunt Jemima, Ben & Jerry's, M&M's, 

Oatly, and Yoplait, with agreement levels ranging from 3.17 to 4.19 on the 5-point scale. This 

suggests that parental status may play a role in shaping individuals' perceptions and reactions to 

brand activist stances, with households with kids showing a slightly stronger alignment with such 

stances compared to households without kids. Based on the typology categorization of authentic 

and non-authentic activist brands, the data analysis indicates that households, especially those 

with kids, tend to demonstrate higher agreement levels with authentic activist brands compared 

to non-authentic ones. Specifically, households show higher agreement levels with Yoplait, 

Oatly, and Ben & Jerry's, with agreement levels ranging from 4.11 to 4.19 for households with 

kids. In contrast, non-authentic activist brands such as M&M's, Oreo, and Aunt Jemima exhibit 
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lower agreement levels, ranging from 3.17 to 4.04 for households with kids. This suggests that 

households, particularly those with kids, may perceive authentic activist brands more positively 

and align more closely with their activist stances compared to non-authentic brands (see Figure 

10). 

 

Figure 10 Brand Stance Agreement and Kid-Parent Households 

Analyzing brand stance agreement across different ethnicities reveals interesting patterns 

in perception and alignment with brand activist stances. Generally, Black and Hispanic 

respondents demonstrate higher agreement levels compared to White respondents across most 

brand activists. For instance, Black and Hispanic respondents consistently show stronger 

alignment with brands like Ben & Jerry's, M&M's, Oatly, and Yoplait, with agreement levels 

often exceeding 4 on the 5-point scale. In contrast, White respondents tend to display slightly 

lower agreement levels, particularly evident for brands like Ben & Jerry's and M&M's. These 

findings suggest that ethnicity may play a role in shaping individuals' perceptions and reactions 

to brand activist stances, with Black and Hispanic respondents showing greater alignment with 

such stances compared to White respondents. 
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The data shows notable differences between Black and Hispanic respondents. Across 

several brand activists, Black respondents generally demonstrate slightly higher agreement levels 

compared to Hispanic respondents. For example, Black respondents show higher agreement 

levels with Aunt Jemima, M&M's, Oatly, and Yoplait compared to Hispanic respondents. While 

the differences may not be substantial, they suggest nuanced variations in how Black and 

Hispanic individuals perceive and align with brand activist stances.  

The data also indicates that Black respondents consistently assigned higher agreement 

scores to brands categorized as inauthentic brand activism, including M&M's, Oreo, and Aunt 

Jemima, compared to all other ethnicities. This heightened agreement level among Black 

respondents may be attributed to common themes in their brand activism stances. M&M's, Oreo, 

and Aunt Jemima address societal issues such as belonging, inclusiveness, and removing racial 

stereotypes, albeit in different contexts (see Figure 11). 

Brand stance agreement based on the strength of ethnic identification reveals interesting 

insights into feelings of belonging among respondents. Generally, respondents with stronger 

feelings of ethnic belonging tend to demonstrate higher agreement levels across most brand 

activists compared to those with low or moderate feelings of ethnic belonging. For instance, 

respondents with strong feelings of ethnic belonging consistently show stronger alignment with 

brands like Ben & Jerry's, M&M's, and Yoplait, with agreement levels often exceeding 4 on the 

5-point scale. In contrast, respondents with low or moderate feelings of ethnic belonging exhibit 

lower agreement levels across most brand activists. 
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Figure 11 Brand Stance Agreement and Ethnicity 

Brand stance agreement based on perceived brand fairness reveals varying levels of 

agreement across different brand activists. Brands like Ben & Jerry's, M&M's, Oatly, and Yoplait 

receive relatively high agreement levels, indicating that respondents perceive these brands as 

fair. In particular, Ben & Jerry's and Yoplait stand out with the highest perceived fairness ratings. 

On the other hand, Aunt Jemima and Oreo have slightly lower agreement levels, suggesting that 

respondents perceive these brands as less fair than others. The data suggests that perceived brand 

fairness plays a role in shaping individuals' perceptions and reactions to brand activist stances 

(see Figure 12). 

When considering ethnic identity, participants reported varying levels of belonging 

relative to their ethnicity. Among Black respondents, a substantial majority (81.36%) report 

strong feelings of belonging to their ethnic group, while a smaller percentage (9.09%) report 

moderate feelings of belonging. Similarly, among Hispanic respondents, a majority (63.61%) 

report strong feelings of belonging, with a smaller percentage (20.49%) reporting moderate 
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feelings. In contrast, among White respondents, the majority (50.17%) report strong feelings of 

belonging, with a larger percentage (31.96%) reporting moderate feelings. These findings 

underscore the importance of considering the nuanced dynamics of ethnic identity and feelings 

of belonging across diverse racial and ethnic groups. 

 

Figure 12 Perceived Brand Fairness and Brand Stance Agreement 

Perceived brand fairness, categorized by generational cohorts, reveals notable differences 

in perceptions of fairness across different brand activists. Generally, younger generations, 

including Gen Z and Younger Gen Y, tend to rate brands higher in perceived fairness compared 

to older generations, such as Older Gen Y and Older Gen X. Brands like Ben & Jerry's, M&Ms, 

Oatly, and Yoplait consistently receive high perceived fairness ratings across all generational 

cohorts, with Gen Z and Younger Gen Y showing particularly strong agreement. In contrast, 

brands like Aunt Jemima and Oreo exhibit more varied perceptions of fairness across 

generational cohorts. These findings suggest that generational differences may influence 

individuals' perceptions of brand fairness, with younger generations rating brands more 

positively in terms of perceived fairness than older generations.  

 4.74           5.50            5.44          5.63            4.97           
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V.2 Test of the Measurement Model 

First, the reliability of the used items was examined (see Figure 13). In analyzing the 

goodness-of-fit measures for confirmatory factor analysis (CFA), it was found that the most 

favorable results were obtained when the construct of attachment was omitted from the 

conceptual framework. Consequently, the proposed final model incorporates brand stance 

agreement, perceived brand fairness, brand identification, brand involvement, and willingness to 

purchase (also referred to as purchase intention), while excluding brand attachment. This 

decision was driven by recognizing significant similarities between attachment and identification 

as constructs, resulting in high correlations between certain attachment indicators and overall 

identification. This raised concerns regarding potential factor cross-loading issues. Ultimately, 

removing brand attachment from the conceptual model emerged as the sole means to achieve 

satisfactory fit measures. 

Next, the validity of the measurement model was examined using a series of tests, and 

average variance extracted (AVE) measurements were used to check the convergent validity of 

the measurement items, as shown in Table 8. The AVE values exceeded the accepted criteria 

(Gefen et al., 2000), and all the items’ factor loadings for each construct exceeded 0.70, which 

had significant t-statistics (p< 0.01). Refer to Tables 8 and 9. 
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Figure 13 Structural Model 

Consumer 
Identity 

Gen Cohort 

Ethnicity 

Kid Parent Status 

Gender 
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Table 8 Reliability and Validity Assessment of the Construct Measures 

Construct Factor Loading AVE CR 
Brand Stance Agreement    
Item1: Indicate the extent to which you agree or disagree 

with that statement you just read 
0.938 

0.879 0.927 
Item2: Brand X took a position in the brand activism 

statement that agreed with my own 
0.937 

Perceived Brand Fairness    
Moral Equity Dimension  0.990 

0.920 0.955 

Item1: Unfair / Fair 0.890 
Item2: Not Morally Right / Morally Right 0.919 
Item3: Not Acceptable to Me / Acceptable to Me 0.952 
Item4: Not Acceptable to My Family / Acceptable to My 

Family 
0.926 

Relativistic Dimension 0.927 
Item5: Culturally Unacceptable / Culturally Acceptable 0.885 
Item6: Traditionally Unacceptable / Traditionally 

Acceptable 
0.743 

Brand Identification    
Item 1: I feel a strong sense of belonging to Brand X. 0.944 

0.818 0.948 

Item 2: I identify strongly with Brand X. 0.934 
Item 3: Brand X embodies what I believe in. 0.819 
Item 4: Brand X is like part of me. 0.912 
Item 5: Brand X has a great deal of personal meaning for 

me. 
0.908 

Brand Involvement    
Item1: Worthless / Valuable 0.883 

0.774 0.930 

Item2: Unimportant / Important 0.909 
Item3: Meaning nothing to me / Means a lot to me 0.834 
Item4: Irrelevant / Relevant 0.902 
Item5: Uninvolving / Involving 0.869 

Willingness to Purchase (Purchase Intentions)    
Item 1: In case of need, there is a good chance that I will 

buy Brand X. 
0.928 

0.867 0.919 
Item 2: If I had to make a purchase in a product category 

where Brand X is present, I would buy Brand X. 
0.934 

 

Table 9 CFA Measurement Model Test 

Model Description χ2(df) CFI TLI RMSEA SRMR Δχ2 
(Δ df) 

AIC BIC 

 

Measurement model 

with saturated 

correlations.  

 

Correlations allowed all. 

 

Fairness is treated as a 

1-factor, 2-dimensions 

construct.  

 

954.18(158) 

*** 
0.960 0.952 0.076 0.054 

49.7(2) 

*** 
40688.56 40771.20 

Notes: ***p<0.001; **p<0.01; *p<0.05 
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Both RMSEA (Root Mean Square Error of Approximation) and SRMR (Standardized 

Root Mean Square Residual) are below 0.08 for the saturated model, which signifies a good fit 

(values below 0.05 signify a very good fit). Moreover, CFI (Comparative Fit Index) and TLI 

(Tucker-Lewis Index) are above 0.95, which is indicative of a good to very good fit. Refer to 

Figure 14 for the revised research model.  

 

Figure 14 Revised Research Model 

V.3 Test of the Structural Model 

The relationships among the constructs were tested after the validity and reliability of the 

measurement model were checked. For a look at the structural model, see Figure 13. 

Different statistical parameters were first calculated using a bootstrap method (500 

subsamples). The model path tests consider the sign and significance of the t-values in each 

relationship. The results are displayed in Figure 15. 
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Figure 15 Structural Model Results: Sequential Mediation 

The structural path model was analyzed with these control variables: gender, generational 

cohort/age, ethnicity/ethnic group, ethnic identity/belonging, political orientation, household 

income, previous brand stance awareness, and fixed effects for the brands represented in the 

study. The results illustrate the interplay between various constructs, with dashed lines indicating 

non-statistically significant paths. Notably, the mediated effect of identification through 

involvement emerged as statistically significant (β=0.341, p<0.001), underscoring the role of 

involvement in partially mediating the relationship between identification and purchase 

intention. Furthermore, the analysis revealed that the effect of brand fairness on purchase 

intentions is entirely mediated through relational factors, specifically brand identification 

(β=0.039, p=0.041) and brand involvement (β=0.186, p<0.001). This finding highlights the 

importance of relational factors in shaping purchase intentions (willingness to purchase) in 

response to perceived brand fairness. Additionally, the effect of stance agreement on purchase 

intentions was found to be partially mediated through brand identification (β=0.032, p=0.024), 
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further emphasizing the significance of identification in influencing purchase intentions in 

response to brand stance agreement. See Table 10. These results collectively elucidate the 

intricate pathways through which various constructs interrelate to impact consumers' purchase 

intentions within the conceptual framework. 

Table 10 Path Analysis 

Regression Paths Model with Brand Fixed Effects and 

Control Variables 

β (SE) 

Purchase intentions <- Involvement 0.571 (0.074) *** 

Purchase intentions <- Identification 0.133 (0.044) ** 

Purchase intentions <- Fairness 0.029 (0.050) n.s. 

Purchase intentions <- Agreement 0.098 (0.056) n.s. 

Purchase intentions <- Income 0.075 (0.023) ** 

  

Involvement <- Identification 0.598 (0.023) *** 

Involvement <- Fairness 0.323 (0.043) *** 

Involvement <- Agreement 0.038 (0.040) n.s. 

Involvement <- Stance Awareness 0.061 (0.060) * 

Identification <- Fairness 0.294 (0.061) *** 

Identification <- Agreement 0.236 (0.070) *** 

Identification <- Political Orientation 0.142 (0.026) *** 

Identification <- Ethnic Sense of Belonging 0.177 (0.041) *** 

  

Agreement <- Fairness 0.810 (0.030) *** 

Agreement <- Political Orientation -0.149 (0.017) *** 

Agreement <- Ben & Jerry’s 0.166 (0.106) *** 

Agreement <- Oatly 0.109 (0.106) ** 

Agreement <- Oreo 0.145 (0.097) *** 

Agreement <- Yoplait 0.191 (0.108) *** 

Agreement <- M&Ms 0.154 (0.107) *** 

  

Brand Fixed Effects Yes 

  

Mediation effects:  

Purchase intentions <- Involvement <- Identification (ac) 0.342 (0.036) *** 

Purchase intentions <- Involvement <- Fairness (ec) 0.185 (0.034) *** 

Purchase intentions <- Identification <- Fairness (bd) 0.039 (0.014) * 

Purchase intentions <- Identification <- Agreement (fd) 0.031 (0.014) * 

  

χ2(df) 1463.91(334) *** 

Δχ2(Δ df compared to M1) 509.72(176) *** 

AIC  40565.5 

BIC 41022.9 

CFI 0.945 

TLI 0.932 

RMSEA 0.062 

SRMR 0.067 
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V.4 Test of Moderation Effect of Consumer Identity 

As Chin (2000) suggested, a multi-group analysis was conducted to examine potential 

moderation effects within various demographic categories. When analyzing gender, the results 

indicate a significant moderation effect, revealing that the positive impact of brand fairness on 

brand identification is notably higher for females compared to males. Furthermore, the analysis 

uncovers a marginally significant moderation effect of parental status on the relationship 

between brand fairness and involvement, with the positive effect being more pronounced among 

consumers without children compared to those with children (refer to Table 11). 

Despite the absence of significant moderation effects of ethnic groups on the relational 

factors, the analysis highlights a noteworthy moderation effect of ethnic group strength on the 

association between brand fairness and brand involvement. Specifically, this effect is most 

pronounced for Hispanics and least pronounced for African Americans. 

Additionally, the examination of generational cohorts reveals a significant moderation 

effect, indicating that the positive influence of brand fairness on brand involvement is strongest 

among millennials and weakest among GenZers. 

 

Table 11 Multigroup Structural Model Results 

Regression Paths: 

Gender 
Parameter Estimates 

Males = Females 

β (SE) 

Parameter 

Estimates 

Males 

β (SE) 

Parameter 

Estimates 

Females 

β (SE) 
Purchase intentions <- Fairness 0.012 (0.059) n.s. 0.043 (0.065) n.s. -0.023 (0.061) 

n.s. 

Involvement <- Fairness 0.342 (0.046) *** 0.347 (0.050) *** 0.308 (0.049) 

*** 

Identification <- Fairness 0.276 (0.068) *** 0.209 (0.070) * 0.314 (0.071) 

*** 

Regression Paths: 

Kid Parent Status 
Parameter Estimates 

No Kids = W/Kids 

β (SE) 

Parameter Estimates 

No Kids 

β (SE) 

Parameter 

Estimates 

With Kids 

β (SE) 
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Purchase intentions <- Fairness 0.045 (0.054) n.s. 0.072 (0.061) n.s. 0.015 (0.060) 

n.s. 

Involvement <- Fairness 0.321 (0.044) *** 0.367 (0.046) *** 0.281 (0.053) 

*** 

Identification <- Fairness 0.285 (0.063) *** 0.288 (0.073) ** 0.325 (0.079) 

*** 

 

Regression Paths:  

Ethnic Identity 

Parameter 

Estimates 

Black = 

Hispanic = 

White 

β (SE) 

Parameter 

Estimates 

Black 

β (SE) 

Parameter 

Estimates 

Hispanic 

β (SE) 

Parameter 

Estimates 

White 

β (SE) 

Purchase intentions <- Fairness 0.020 (0.058) n.s. 0.076 (0.074) 

n.s. 

0.014 (0.063) 

n.s. 

-0.021 (0.064) 

n.s. 

Involvement <- Fairness 0.345 (0.049) 

*** 

0.291 (0.050) 

*** 

0.362 (0.055) 

*** 

0.321 (0.052) 

*** 

Identification <- Fairness 0.298 (0.069) 

*** 

0.276 (0.089) 

** 

0.217 (0.089) 

* 

0.340 (0.072) 

*** 

Regression Paths:  

Ethnic Identity Strength - 

Belonging 

Parameter 

Estimates 

Black = 

Hispanic = 

White 

β (SE) 

Parameter 

Estimates 

Black 

β (SE) 

Parameter 

Estimates 

Hispanic 

β (SE) 

Parameter 

Estimates 

White 

β (SE) 

Purchase intentions <- Fairness 0.014 (0.067) n.s. 0.040 (0.086) 

n.s. 

0.002 (0.078) 

n.s. 

-0.006 (0.079) 

n.s. 

Involvement <- Fairness 0.280 (0.051) 

*** 

0.202 (0.057) * 0.346 (0.071) 

*** 

0.281 (0.066) 

** 

Identification <- Fairness 0.357 (0.081) 

*** 

0.280 (0.105) * 0.285 (0.121) 

* 

0.503 (0.102) 

*** 
        Notes: ***p<0.001; **p<0.01; *p<0.05 

Regression Paths: 

Generational Cohort 

Reference 

Parameter 

Estimates 

GenZ = 

Millennial = 

Gen X 

β (SE) 

Parameter 

Estimates 

Gen Z 

β (SE) 

Parameter 

Estimates 

Millennial 

β (SE) 

Parameter 

Estimates 

Gen X 

β (SE) 

Purchase intentions <- Fairness 0.045 (0.059) 

n.s. 

0.031 (0.066) 

n.s. 

0.050 

(0.063) n.s. 

0.068 

(0.087) n.s. 

Involvement <- Fairness 0.331 (0.049) 

*** 

0.229 (0.062) 

** 

0.367 

(0.048) *** 

0.296 

(0.048) *** 

Identification <- Fairness 0.292 (0.071) 

*** 

0.226 (0.133) 

n.s. 

0.290 

(0.071) *** 

0.336 

(0.075) *** 
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Based on the research results and data analysis, here is an assessment of each hypothesis: 

H1: Perceived brand fairness mediates the relationship between brand activism and a 

consumer’s willingness to purchase the brand. 

Support: The analysis indicates a significant increase in perceived brand fairness 

following the implementation of brand activism. Additionally, there is evidence of a notable 

increase in consumer-brand relationship indicators, such as brand involvement, attachment, 

identification, and post-activism. However, the impact on purchase intention, while significant 

according to the Wilcoxon signed-rank test, shows marginal significance in the t-test. Therefore, 

while there is support for the positive impact of brand activism on perceived fairness and 

consumer-brand relationship indicators, the direct effect on purchase intention is partially 

supported. 

H2: Brand activism and perceived brand fairness will be moderated by consumer identity. 

Partially supported: The analysis reveals significant moderation effects of gender and 

parental status on the relationship between brand fairness and involvement. Specifically, females 

and consumers without children show stronger positive effects. However, there are no significant 

moderation effects of ethnic groups on relational factors. Nonetheless, a noteworthy moderation 

effect of ethnic group strength on the association between brand fairness and involvement is 

observed, with the most positive effect for Hispanics and the least positive for African 

Americans. Similarly, the generational cohort moderates the effect of brand fairness on brand 

involvement, with the most positive impact observed among millennials and the least positive 

among GenZers. 

H3: Perceived brand fairness and consumer-brand relationship sequentially mediate the 

effect of brand activism on willingness to purchase the brand. 
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Supported: The structural model analysis indicates a statistically significant mediated 

effect of identification through involvement on purchase intention. Additionally, the effect of 

brand fairness on purchase intentions is fully mediated through relational factors, namely brand 

identification and involvement. Similarly, the effect of stance agreement on purchase intentions 

is partially mediated through brand identification. These findings suggest that perceived brand 

fairness and consumer-brand relationship indicators play sequential mediating roles in the 

relationship between brand activism and purchase intentions. 
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VI DISCUSSION 

This study applies social identity theory to explore the strategic role of consumers for 

brands engaging in brand activism – namely, the moderating effect of consumer identity on 

perceptions of brand fairness. Consumer brand identification theory illustrates how indicators of 

consumer brand relationships mediate the relationship between perceived brand fairness and a 

consumer’s willingness to purchase the brand in the context of brand activism.  The findings 

from this study are significant as they demonstrate how brand activism, in conjunction with the 

consumer’s perceptions of brand fairness, influences consumer-brand relationships. The results 

indicate that consumers are discerning in their assessment of brand activism, with perceived 

fairness being influenced by their assessments of moral equity, acceptability of the stance to the 

consumer as an individual and as a member of a family unit, and if the brand’s position is 

traditional versus culturally acceptable. Notably, the findings suggest that the issue being 

addressed and the alignment of the brand's stance with consumer values have a more substantial 

impact on perceived fairness and stance agreement than the broad categorization of whether the 

brand’s approach to activism is authentic or inauthentic activism. 

The study also reveals nuanced insights into consumer reactions to brand activism 

stances, suggesting that the issue being addressed and the alignment of the brand's stance with 

consumer values are critical determinants of consumer responses. Brands that take a principled 

stance on issues resonating with their target audience are more likely to garner consumer support 

and agreement, leading to higher levels of perceived fairness and stance agreement. This implies 

that marketing professionals should carefully consider the values and issues that are important to 

their target audience when developing brand activism strategies. Conversely, brands adopting 

opportunistic or superficial activism efforts risk being perceived as insincere and may face 

backlash from consumers. 
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The study further clarifies the moderating effects of consumer identity, particularly 

gender, parental status, and ethnic identity, on the relationship between perceived brand fairness 

and brand involvement. Our findings reveal an interaction effect where social identity and 

consumer brand identification intersect with the theory of planned behavior. Specifically, the 

positive impact of brand fairness on brand identification is significantly higher for females 

compared to males. At the same time, consumers without children exhibit a more pronounced 

positive effect of brand fairness on involvement compared to those with children. Although 

ethnic groups did not show significant moderation effects on relational factors, the strength of 

ethnic group identity notably influences the association between brand fairness and involvement, 

with Hispanics demonstrating the strongest effect and African Americans the weakest. 

Moreover, generational cohorts exhibit a significant moderation effect, with millennials showing 

the strongest positive influence of brand fairness on involvement and GenZers displaying the 

weakest effect. These insights underscore the complex interplay between consumer identity and 

brand perception within brand activism and consumer-brand relationships. 

Lastly, the theory of planned behavior offers a lens through which we interpret the 

sequential mediation effect uncovered in our study. Our results suggest that consumer attitudes 

toward brand activism and subjective normative pressures jointly shape the intention to purchase. 

Furthermore, this intention is influenced by the perceived control individuals feel over their 

decision to engage with such brands, with moderation by individual identity factors such as 

gender and parental status. 

VI.1 Theoretical Implications 

As the brand activism phenomenon gains momentum in the marketplace, understanding 

its underlying dynamics becomes crucial for brands aiming for purpose-led performance. 
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However, this pursuit is not without challenges. Brands must first grasp their target audience's 

values and beliefs and ensure their activism efforts align with these to gain consumer favor and 

avoid negative repercussions. Brand activism has become a cornerstone of branding, with many 

companies recognizing the importance of taking a stand on social, political, and environmental 

issues. However, the academic understanding of brand activism is still in its infancy, 

necessitating further research to comprehend the role of consumers as key stakeholders in this 

phenomenon. 

This study, focusing on the intricate interplay between brand activism, perceived brand 

fairness, consumer-brand relationships, and purchase intentions, is particularly relevant for our 

audience of academic researchers and marketing professionals. Drawing on the theoretical 

frameworks of the theory of planned behavior, social identity theory, and consumer brand 

identification theory enhances understanding of how brand activism shapes consumer behavior 

and the underlying mechanisms driving these effects. 

From a social identity theory perspective, our findings highlight how individuals derive a 

sense of self from their group memberships and align their behaviors with group norms. 

Specifically, our study demonstrates that when brand activism aligns with select consumer social 

identities such as gender and parental status, it fosters greater loyalty—a core tenet of social 

identity theory. This underscores the significance of consumer identities and group affiliations in 

shaping responses to brands.  

Prior studies highlighted the fact that consumers expect the brand to engage in what they 

perceive as the ‘right’ moral behavior; that is, brands have a moral obligation to adhere to the 

rules that prescribe how members of a society ought to relate to one another (Gilligan & 

Wiggins, 1987; Turiel, 1983). Higgins (1998) states that acting morally is a core element of one's 
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responsibilities and the kind of person (or, in this case, brand) one should or ought to be. This 

research builds on that body of work by providing empirical evidence on the interconnectivity of 

perceived fairness linked to a consumer's identity as an influencing factor in shaping brand 

relationships with consumers. In this study, perceived brand fairness emerges as a crucial 

mediator between brand activism and purchase intentions, reaffirming the role of consumer 

perceptions of a brand's authenticity and integrity in driving brand identification. These findings 

align and reinforce the essence of consumer brand identification theory, emphasizing the 

importance of brand-consumer relationships in influencing consumer behavior. 

The theory of planned behavior serves as a valuable lens for understanding the sequential 

mediation effect we observed in our study. Our results reveal a fascinating interplay: consumer 

attitudes toward brand activism and subjective normative pressures jointly influence purchase 

intentions. This aligns perfectly with the core principles of the theory of planned behavior, which 

underscores the role of attitudes, subjective norms, and perceived behavioral control in shaping 

consumer intentions and behaviors in response to brand activism. 

Our study's theoretical implications enhance our understanding of social identity theory, 

consumer brand identification theory, and the theory of planned behavior in the context of brand 

activism and offer practical insights. By illuminating the interplay between these theories and our 

empirical findings, we provide actionable guidance for brand management and marketing 

strategies, empowering our audience with a deeper comprehension of the psychological 

mechanisms driving consumer behavior. 

VI.2 Managerial Implications 

Established brands, long accustomed to market dominance, now compete fiercely with 

purpose-driven newcomers dedicated to social and environmental causes. To remain relevant, 
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brands must adopt strategies demonstrating responsibility and commitment to crucial social 

issues, fostering consumer loyalty and trust. However, navigating this territory requires careful 

balance, as brands risk controversy when engaging in activism. As consumers become 

increasingly discerning about brand purpose, understanding their expectations for brand 

engagement is paramount. 

The study highlights the crucial role of perceived brand fairness in shaping consumer 

perceptions and responses to brand activism initiatives. It underscores the necessity for brands to 

ensure that their stances align with consumer perceptions of moral and ethical integrity. This is 

not just about consumer agreement with brand stances; it significantly impacts their future 

purchase behavior. Moreover, the research challenges the traditional market segmentation 

approach, suggesting that demographic factors alone may not adequately capture consumers' 

attitudes toward brand activism. This indicates a need for a more nuanced approach to audience 

targeting. 

Additionally, the research unveils the intricate dynamics of consumer-brand relationships 

as mediators of the influence of brand activism on future purchase intentions, irrespective of 

whether consumers agree with the brand's stance. Given the critical role of these relationships, 

marketers are encouraged to prioritize cultivating deep connections founded on brand 

identification and involvement when implementing brand activism strategies. Hence, a 

comprehensive understanding of consumer expectations and perceptions becomes imperative for 

brands venturing into activism initiatives. 

VI.3 Limitations 

The current study has several limitations that provide directions for future research. 

Firstly, the study utilized a single indicator of brand activism, which did not allow for exploring 
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the direct effects of brand activism on consumer brand relationships or purchase intentions. 

Future research should explore additional indicators to provide a more comprehensive analysis of 

these relationships. Secondly, while the selected brands in this study activated brand activism 

differently in the marketplace, consumer brand perceptions related to brand associations and 

assets were not examined. Future research could investigate how different marketing tactics to 

deliver a brand's social promise affect consumer attitudes, thus contributing to a deeper 

understanding of the impact of tactical marketing execution on consumer behavior. 

Furthermore, the study's focus on narrowly defined consumer identity characteristics, 

such as gender and ethnicity, may limit its ability to capture the inclusiveness aspect of brand 

activism. Future research should broaden these definitions to encompass a more diverse range of 

identities, such as non-binary and bi-racial individuals, to provide a more comprehensive 

understanding of consumer responses to brand activism. Additionally, future research should 

explore the role of other mediators, such as brand trust, in the context of perceived brand fairness 

and consumer-brand relationships. Moreover, while the study touched upon the motivation for 

firms to engage in brand activism, future studies could delve deeper into the role of consumers in 

influencing a brand’s proactive approach to brand activism versus when the brand is merely 

responding to market pressure. Lastly, the study’s sample size was limited to 867 respondents, 

which may constrain the generalizability of the findings. Future research could aim to replicate 

the study with a larger and more diverse sample to enhance the robustness of the results. 
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APPENDIX: SURVEY INSTRUMENT 

Brand Activism Dissertation S 

 

Start of Block: Verification 

Verify Please do as instructed below to take this survey. 

End of Block: Verification 
 

Start of Block: Informed Consent 

 

Consent You are being asked to take part in a study to understand your opinion related to the activities of 

certain firms. If you decide to participate, you will be asked to complete an online survey that will take 

less than 15 minutes to complete. Your responses will be registered anonymously and used for academic 

research purposes only.  This study is IRB-approved, conducted at an academic institution, and not 

sponsored by any private firm. All participants must be at least 18 years old. 

  

 Participation in this survey is purely on a voluntary basis.  You may stop participating at any time. 

  

 Consent 

 By checking the “Yes, I agree” box below, you consent to participate in the study. 

   

o Yes, I agree  (1)  

o No, I do not agree  (2)  

 

Skip To: End of Survey If You are being asked to take part in a study to understand your opinion related 

to the activities... = No, I do not agree 

 

Page Break  
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End of Block: Informed Consent 
 

Start of Block: Introduction 

 

Q2 Thank you for agreeing to participate in this survey! Please respond to the best of your ability. 

There are no right or wrong answers. The responses are completely anonymous.   Please click the "----->" 

button below to continue.  

 

 

Page Break  
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End of Block: Introduction 
 

Start of Block: Generation Demographics 

 

Cohort What is your age? 

o 18 to 24 years old   (1)  

o 25 to 32 years old   (2)  

o 33 to 40 years old   (3)  

o 41 to 49 years old   (4)  

o 50 to 56 years old   (5)  

o 57 to 64 years old   (6)  

o 65 years old or older   (7)  

o Prefer not to answer   (8)  

 

Skip To: End of Survey If What is your age? = Prefer not to answer 

Skip To: End of Survey If What is your age? = 57 to 64 years old 

Skip To: End of Survey If What is your age? = 65 years old or older 

 

Page Break  
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End of Block: Generation Demographics 
 

Start of Block: Ethnicity Demographics 

 

Ethnic Q1 What is your ethnicity? 

o Asian or Pacific Islander   (1)  

o Black or African American   (2)  

o Hispanic or Latino   (3)  

o Native American or Alaska Native   (4)  

o White   (5)  

o Something else: (please specify)   (6) 

__________________________________________________ 

 

 

Page Break  
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Ethnic Q2 Indicate your level of agreement with the following statement. 

 
Strongly 

Disagree  (1) 
Disagree  (2) 

Neither Agree 

nor Disagree  

(3) 

Agree  (4) 
Strongly 

Agree  (5) 

I have a strong 

sense of 

belonging to 

my own ethnic 
group.  (1)  

o  o  o  o  o  

 

 

Page Break  

 

End of Block: Ethnicity Demographics 
 

Start of Block: Gender Demographics 

 

Gender Q1 What is your gender identity? 

o Male   (1)  

o Female   (2)  

o Transgender   (3)  

o Non-binary / third gender   (4)  

o Other / Prefer not to say   (5)  

 

 

Page Break  
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End of Block: Gender Demographics 
 

Start of Block: Kid HH Demographics 

 

Kid HH Q1 Do you currently have any children under the age of 18 years old living with you? 

o Yes   (1)  

o No   (2)  

 

 

Display This Question: 

If Do you currently have any children under the age of 18 years old living with you? = Yes 

 

Kid HH Q2 What is the age of the youngest child living with you? 

o 0 to 5 years old   (1)  

o 6 to 12 years old   (2)  

o 13 to 17 years old   (3)  

o 18 years old or older   (4)  
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Display This Question: 

If Do you currently have any children under the age of 18 years old living with you? = Yes 

 

Kid HH Q3 What is the age of the oldest child living with you? 

o 0 to 5 years old   (1)  

o 6 to 12 years old   (2)  

o 13 to 17 years old   (3)  

o 18 years old or older   (4)  

 

 

Page Break  

 

End of Block: Kid HH Demographics 
 

Start of Block: Brand Familiarity 
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Brand Fam Q1 Indicate your level of familiarity with the following brands using a scale from ‘extremely 

unfamiliar' to 'extremely familiar.' 
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Extremely 

Unfamiliar  (1) 
Somewhat 

Unfamiliar  (2) 
Not Sure  (3) 

Somewhat 
Familiar  (4) 

Extremely 
Familiar  (5) 

Almond 

Breeze  (1)  
o  o  o  o  o  

Aunt Jemima  

(2)  
o  o  o  o  o  

Ben and 

Jerry's  (3)  
o  o  o  o  o  

Bisquick  (4)  o  o  o  o  o  

Chobani  (5)  o  o  o  o  o  

Dannon  (6)  o  o  o  o  o  

Haagen-Dazs  
(7)  

o  o  o  o  o  

Hershey  (8)  o  o  o  o  o  

Keebler  (9)  o  o  o  o  o  
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Krusteaz  (10)  o  o  o  o  o  

M&Ms  (11)  o  o  o  o  o  

Oatly  (12)  o  o  o  o  o  

Oreo  (13)  o  o  o  o  o  

Pepperidge 

Farm  (14)  
o  o  o  o  o  

Reese's  (15)  o  o  o  o  o  

Silk  (16)  o  o  o  o  o  

Talenti  (17)  o  o  o  o  o  

Yoplait  (18)  o  o  o  o  o  

 

 

 

Page Break  
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Display This Question: 

If Indicate your level of familiarity with the following brands using a scale from ‘extremely unfami... 

= Aunt Jemima  [ Extremely Familiar  ] 

Or Indicate your level of familiarity with the following brands using a scale from ‘extremely unfami... 

= Aunt Jemima  [ Somewhat Familiar  ] 

Or Indicate your level of familiarity with the following brands using a scale from ‘extremely unfami... 

= Ben and Jerry's  [ Extremely Familiar  ] 

Or Indicate your level of familiarity with the following brands using a scale from ‘extremely unfami... 

= Ben and Jerry's  [ Somewhat Familiar  ] 

Or Indicate your level of familiarity with the following brands using a scale from ‘extremely unfami... 

= M&Ms  [ Extremely Familiar  ] 

Or Indicate your level of familiarity with the following brands using a scale from ‘extremely unfami... 

= M&Ms  [ Somewhat Familiar  ] 

Or Indicate your level of familiarity with the following brands using a scale from ‘extremely unfami... 

= Oatly  [ Extremely Familiar  ] 

Or Indicate your level of familiarity with the following brands using a scale from ‘extremely unfami... 

= Oatly  [ Somewhat Familiar  ] 

Or Indicate your level of familiarity with the following brands using a scale from ‘extremely unfami... 

= Oreo  [ Extremely Familiar  ] 

Or Indicate your level of familiarity with the following brands using a scale from ‘extremely unfami... 

= Oreo  [ Somewhat Familiar  ] 

Or Indicate your level of familiarity with the following brands using a scale from ‘extremely unfami... 

= Yoplait  [ Extremely Familiar  ] 

Or Indicate your level of familiarity with the following brands using a scale from ‘extremely unfami... 

= Yoplait  [ Somewhat Familiar  ] 
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Brand Fam Q2 Indicate your level of recognition with the following brands using a scale from ‘do not 

recognize' to 'recognize.' 
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 Do Not Recognize  (1) Not Sure  (2) Recognize  (3) 

Almond Breeze  (1)  o  o  o  

Aunt Jemima  (2)  o  o  o  

Ben and Jerry's  (3)  o  o  o  

Bisquick  (4)  o  o  o  

Chobani  (5)  o  o  o  

Dannon  (6)  o  o  o  

Haagen-Dazs  (7)  o  o  o  

Hershey  (8)  o  o  o  

Keebler  (9)  o  o  o  

Krusteaz  (10)  o  o  o  
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M&Ms  (11)  o  o  o  

Oatly  (12)  o  o  o  

Oreo  (13)  o  o  o  

Pepperidge Farm  (14)  o  o  o  

Reese's  (15)  o  o  o  

Silk  (16)  o  o  o  

Talenti  (17)  o  o  o  

Yoplait  (18)  o  o  o  

 

 

 

Page Break  
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End of Block: Brand Familiarity 
 

Start of Block: Part 2 Brand Fam Questions 

 
 

Brand Fam P2Q1 How often have you purchased a/an ${e://Field/Group_name} branded product in the 

past? 

o Not at all  (1)  

o Sometimes  (2)  

o Frequently  (3)  

o Very Frequently  (4)  

 

End of Block: Part 2 Brand Fam Questions 
 

Start of Block: Pre-Stimulus CBR-I Questions 

 

Brand Id Q1 Indicate the extent to which you agree or disagree with the following statements on a scale 

of 1 (strongly disagree) to 5 (strongly agree). 

 Strongly 
Disagree  

Somewhat 
Disagree  

Neither 
Agree nor 

Disagree  

Somewhat 
Agree  

Strongly 
Agree  

 

 1 2 3 4 5 
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I feel a strong sense of belonging 

to ${e://Field/Group_name}.  ()  

I identify strongly with ${e://Field/Group_name}.  

()  

${e://Field/Group_name} embodies what I 

believe in.  ()  

${e://Field/Group_name} is like a part of me.  () 

 

${e://Field/Group_name} has a great deal of 

personal meaning for me.  ()  

 

 

Page Break  
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Brand Attach Q1 Indicate the extent to which you agree or disagree with the following statements on a 

scale of 1 (strongly disagree) to 5 (strongly agree). 

 Strongly 
Disagree  

Somewhat 
Disagree  

Neither 
Agree nor 

Disagree  

Somewhat 
Agree  

Strongly 
Agree  

 

 1 2 3 4 5 

 

${e://Field/Group_name} symbolizes the kind of 
person I really am inside.  ()  

I strongly feel I am personally connected to 
${e://Field/Group_name}.  ()  

My thoughts and feelings towards 

${e://Field/Group_name} are often automatic, 
coming to mind seemingly on their own.  () 

 

My thoughts and feelings 
toward ${e://Field/Group_name} come to me 

naturally and instantly.  () 
 

 

 

 

Page Break  

  



 135 

 

Brand Involve Q1 Indicate how you perceive ${e://Field/Group_name} against a series of descriptions 

listed below along a 5-point scale. Make each item a separate and independent judgment. 

 1  2  3  4  5   

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5)  

Worthless  o  o  o  o  o  Valuable  

Unimportant  o  o  o  o  o  Important  

Meaning 
nothing to 

me  

o  o  o  o  o  Means a lot 

to me  

Irrelevant  o  o  o  o  o  Relevant  

Uninvolving  o  o  o  o  o  Involving  

 

 

 

Page Break  
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Page Break  

 

End of Block: Pre-Stimulus CBR-I Questions 
 

Start of Block: Pre-Stimulus Purchase Intent 

 
 

PS Purch Int - 1 Indicate the extent to which you agree or disagree with the following statement on a scale 

of 'strongly disagree' to 'strongly agree'. 

  

 In case of need, there is a good chance that I will buy ${e://Field/Group_name}. 

o Strongly Disagree   (1)  

o Somewhat Disagree   (2)  

o Neither Agree nor Disagree   (3)  

o Somewhat Agree   (4)  

o Strongly Agree   (5)  

 

 

Page Break  
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PS Purch Int - 2 Indicate the extent to which you agree or disagree with the following statement on a scale 

of 'strongly disagree' to 'strongly agree'. 

 

   

 If I had to make a purchase in a product category where ${e://Field/Group_name} is present, I would buy 

${e://Field/Group_name}. 

o Strongly Disagree   (1)  

o Somewhat Disagree   (2)  

o Neither Agree nor Disagree   (3)  

o Somewhat Agree   (4)  

o Strongly Agree   (5)  

 

 

Page Break  
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End of Block: Pre-Stimulus Purchase Intent 
 

Start of Block: Distraction Task 1 

 

DT Q1 Which of the following social media platforms do you use most frequently? 

o Facebook   (1)  

o Instagram   (2)  

o TikTok   (3)  

o Twitter   (4)  

o LinkedIn   (5)  

o Snapchat   (6)  

o Pinterest  (7)  

o Other (please specify)  (8) __________________________________________________ 

 

 

Page Break  
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Progress Message Great job so far!  Thank you for your responses.   

On the next page, you will find a statement regarding ${e://Field/Group_name} about which we want 

your opinion. Please respond to the best of your ability.  

 

End of Block: Distraction Task 1 
 

Start of Block: Condition 1 - Aunt Jemima Stimulus 

 

Aunt Jemima Stimulus Please read the statement below and then proceed with answering the 

remaining survey questions: 

  

 In response to the nationwide protests for racial justice following the killing of George Floyd by 

Minneapolis police, Quaker Oats announced that it would change the name of Aunt Jemima®, 

acknowledging its origins as a racial stereotype. The decision to retire the name and character led to the 

introduction of the new brand name, Pearl Milling Company®. This change reflects the company's 

commitment to addressing racial stereotypes and promoting inclusivity in its branding. 

 

End of Block: Condition 1 - Aunt Jemima Stimulus 
 

Start of Block: Condition 1 - Aunt Jemima Brand Stance Agreement 

Page Break  
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C1BSA - Likes In response to the nationwide protests for racial justice following the killing of George 

Floyd by Minneapolis police, Quaker Oats announced that it would change the name of Aunt Jemima®, 

acknowledging its origins as a racial stereotype. The decision to retire the name and character led to the 

introduction of the new brand name, Pearl Milling Company®. This change reflects the company's 

commitment to addressing racial stereotypes and promoting inclusivity in its branding.   

 

 After carefully reading the ${e://Field/Group_name} brand activism statement above, list the word or 

words you like in the comment box below. If you do not like any of the words, write the word “none” 

below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

 

 

C1BSA - Dislikes After reading the ${e://Field/Group_name} brand activism statement above, list the 

word or words you dislike in the comment box below. If you do not dislike any of the words, write the 

word “none” below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 
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C1BSA - A/D For the ${e://Field/Group_name} brand activism statement you just read, indicate the 

extent to which you agree or disagree with that statement on a scale of 'definitely no' to 'definitely yes'. 

o Definitely No   (1)  

o Maybe No   (2)  

o Neither Yes nor No   (3)  

o Maybe Yes   (4)  

o Definitely Yes   (5)  

 

 

 

C1BSA - Q2  ${e://Field/Group_name} took a position in the brand activism statement that agreed with 

my own. 

o Strongly Disagree  (1)  

o Somewhat Disagree  (2)  

o Neither Agree nor Disagree  (3)  

o Somewhat Agree  (4)  

o Strongly Agree  (5)  

 

 

Page Break  
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C1BSA - A/D Level You selected your level of agreement with the ${e://Field/Group_name} brand 

activism statement as ${C1BSA - A/D/ChoiceGroup/SelectedChoices}.  

  

 Please explain your answer in more detail in the comment box below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

 

Page Break  

 

C1BSA - Top Factors You selected your level of agreement with the ${e://Field/Group_name} brand 

activism statement as ${C1BSA - A/D/ChoiceGroup/SelectedChoices}.  

  

 What are the top three factors that influenced your level of agreement?  

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

End of Block: Condition 1 - Aunt Jemima Brand Stance Agreement 
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Start of Block: Post-Stimulus Purchase Intent 

 
 

POST - PIQ1 Considering your familiarity with the brand and its recent brand activism statement, 

indicate the extent to which you agree or disagree with the following statement on a scale of 

'strongly disagree' to 'strongly agree'.   

 In case of need, there is a good chance that I will buy ${e://Field/Group_name}. 

o Strongly Disagree   (1)  

o Somewhat Disagree   (2)  

o Neither Agree nor Disagree   (3)  

o Somewhat Agree   (4)  

o Strongly Agree   (5)  

 

 

Page Break  
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POST - PIQ2 Considering your familiarity with the brand and its recent brand activism statement, 

indicate the extent to which you agree or disagree with the following statement on a scale of 'strongly 

disagree' to 'strongly agree'.  

  

 If I had to make a purchase in a product category where ${e://Field/Group_name} is present, I would buy 

${e://Field/Group_name}. 

o Strongly Disagree   (1)  

o Somewhat Disagree   (2)  

o Neither Agree nor Disagree   (3)  

o Somewhat Agree   (4)  

o Strongly Agree   (5)  

 

 

Page Break  
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End of Block: Post-Stimulus Purchase Intent 
 

Start of Block: Distraction Task 2 

 
 

Distract Q2 There is a birthday cake with 3 blue candles and 2 red candles.  How many candles are there 

in total? 

o 1   (1)  

o 2   (2)  

o 3   (3)  

o 4   (4)  

o 5   (5)  

o None of the above   (6)  

 

End of Block: Distraction Task 2 
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Start of Block: Post-Stimulus CBR-I Questions 

 

PO-Brand Id Q1 Considering your familiarity with the brand and its recent brand activism statement, on a 

scale of 1 (strongly disagree) to 5 (strongly agree), indicate your level of agreement with the following 

statements. 

 Strongly 

Disagree  

Somewhat 

Disagree  

Neither 

Agree nor 

Disagree  

Somewhat 

Agree  

Strongly 

Agree  

 

 1 2 3 4 5 

 

I feel a strong sense of belonging to 

${e://Field/Group_name}.  ()  

I identify strongly with ${e://Field/Group_name}.  

()  

${e://Field/Group_name} embodies what I 
believe in.  ()  

${e://Field/Group_name} is like a part of me.  () 

 

${e://Field/Group_name} has a great deal of 

personal meaning for me.  ()  

 

 

 

Page Break  
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PO-Brand Attach Q1 Considering your familiarity with the brand and its recent brand activism statement, 

indicate the extent to which you agree or disagree with the following statements on a scale of 1 (strongly 

disagree) to 5 (strongly agree). 

 Strongly 
Disagree  

Somewhat 
Disagree  

Neither 
Agree nor 

Disagree  

Somewhat 
Agree  

Strongly 
Agree  

 

 1 2 3 4 5 

 

${e://Field/Group_name} symbolizes the kind of 
person I really am inside.  ()  

I strongly feel I am personally connected to 
${e://Field/Group_name}.  ()  

My thoughts and feelings towards 

${e://Field/Group_name} are often automatic, 
coming to mind seemingly on their own.  () 

 

My thoughts and feelings toward 
${e://Field/Group_name} come to me naturally 

and instantly.  () 
 

 

 

 

Page Break  
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Page Break  

 

PO-Brand Involve Q1 Considering your familiarity with the brand and its recent brand activism 

statement, indicate how you perceive ${e://Field/Group_name} against a series of descriptions on a scale. 

Make each item a separate and independent judgment. 

 1  2  3  4  5   

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5)  

Worthless  o  o  o  o  o  Valuable  

Unimportant  o  o  o  o  o  Important  

Meaning 

nothing to 
me  

o  o  o  o  o  Means a lot 

to me  

Irrelevant  o  o  o  o  o  Relevant  

Uninvolving  o  o  o  o  o  Involving  

 

 

 

Page Break  
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End of Block: Post-Stimulus CBR-I Questions 
 

Start of Block: Condition 1 - Aunt Jemima Stimulus Read Again 

 

Q102 Please read the brand activism statement below again, and then proceed with answering the 

remaining survey questions: 

  

 In response to the nationwide protests for racial justice following the killing of George Floyd by 

Minneapolis police, Quaker Oats announced that it would change the name of Aunt Jemima®, 

acknowledging its origins as a racial stereotype. The decision to retire the name and character led to the 

introduction of the new brand name, Pearl Milling Company®. This change reflects the company's 

commitment to addressing racial stereotypes and promoting inclusivity in its branding. 

 

End of Block: Condition 1 - Aunt Jemima Stimulus Read Again 
 

Start of Block: Brand Activism 

Page Break  
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BA Q1 Let's assume that brand activism is defined as socially active brands taking action. 

  

 On a scale of 'not representative' to 'highly representative', to what extent do you perceive the statement 

made by ${e://Field/Group_name} as representative of brand activism?   

o Not Representative   (1)  

o Somewhat Representative   (2)  

o Representative   (3)  

o Highly Representative  (4)  

 

 

Page Break  
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BA Q2 Prior to taking this survey, were you familiar with the ${e://Field/Group_name} brand 

activism statement you read? 

o Yes, I was familiar   (1)  

o No, I was not familiar   (2)  

 

 

Page Break  
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Display This Question: 

If Prior to taking this survey, were you familiar with the ${e://Field/Group_name} brand 

activism st... = Yes, I was familiar 

 

BA Q3 How did you first become aware of ${e://Field/Group_name} brand activism stance before taking 

this survey? 

________________________________________________________________ 

 

 

 

BA Q4 In your own words, how do you define “brand activism”? 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

End of Block: Brand Activism 
 

Start of Block: Perceived Brand Fairness 
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Brand Fair PO-Q1 Considering your familiarity with the brand and its recent brand activism statement, 

indicate how you perceive the statement from ${e://Field/Group_name} against a series of descriptions 

listed below along a 7-point scale. Make each item a separate and independent judgment. 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 6 (6) 7 (7)  

Unfair o  o  o  o  o  o  o  Fair 

Not 

Morally 

Right 

o  o  o  o  o  o  o  Morally 
Right 

Not 
Acceptable 

to Me 

o  o  o  o  o  o  o  Acceptable 

to Me 

Not 

Acceptable 

to My 
Family 

o  o  o  o  o  o  o  Acceptable 
to My 

Family 

 

 

 

 

Brand Fair PO-Q2 Considering your familiarity with the brand and its recent brand activism statement, 

indicate how you perceive the statement from ${e://Field/Group_name} against a series of descriptions 

listed below along a 7-point scale. Make each item a separate and independent judgment. 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 6 (6) 7 (7)  

Culturally 

Unacceptable 
o  o  o  o  o  o  o  Culturally 

Acceptable 

Traditionally 

Unacceptable 
o  o  o  o  o  o  o  Traditionally 

Acceptable 
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End of Block: Perceived Brand Fairness 
 

Start of Block: Condition 2 - Ben & Jerrys Stimulus 

 

Ben & Jerry Stimulus Please read the statement below and then proceed with answering the 

remaining survey questions: 

  

 Ben & Jerry's® launched a limited-edition ice cream flavor called Pecan Resist in the US in partnership 

with social justice organizations, including Color of Change, Women's March, Honor the Earth, and Neta. 

The flavor featured chocolate ice cream with pecans, fudge chunks, and a variety of inclusion-themed 

packaging designs. The launch aimed to raise awareness about social and environmental issues, promote 

activism, and encourage consumers to join the resistance against inequality and injustice in collaboration 

with these partner organizations. 

 

End of Block: Condition 2 - Ben & Jerrys Stimulus 
 

Start of Block: Condition 2 - Ben & Jerry's Brand Stance Agreement 

 

C2BSA - Likes Ben & Jerry's® launched a limited-edition ice cream flavor called Pecan Resist in the US 

in partnership with social justice organizations, including Color of Change, Women's March, Honor the 

Earth, and Neta. The flavor featured chocolate ice cream with pecans, fudge chunks, and a variety of 

inclusion-themed packaging designs. The launch aimed to raise awareness about social and 

environmental issues, promote activism, and encourage consumers to join the resistance against 

inequality and injustice in collaboration with these partner organizations.   

 

 After carefully reading the ${e://Field/Group_name} brand activism statement above, list the word or 

words you like in the comment box below. If you do not like any of the words, write the word “none” 

below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 
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C2BSA - Dislikes After carefully reading the ${e://Field/Group_name} brand activism statement above, 

list the word or words you dislike in the comment box below. If you do not dislike any of the words, write 

the word “none” below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

 

Page Break  
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C2BSA - A/D For the ${e://Field/Group_name} brand activism statement you just read, indicate the 

extent to which you agree or disagree with that statement on a scale of 'definitely no' to 'definitely yes'. 

o Definitely No   (1)  

o Maybe No   (2)  

o Neither Yes nor No   (3)  

o Maybe Yes   (4)  

o Definitely Yes   (5)  

 

 

 

C2BSA - Q2 ${e://Field/Group_name} took a position in the brand activism statement that agreed with 

my own. 

o Strongly Disagree  (1)  

o Somewhat Disagree  (2)  

o Neither Agree nor Disagree  (3)  

o Somewhat Agree  (4)  

o Strongly Agree  (5)  

 

 

Page Break  
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C2BSA - A/D Level You selected your level of agreement with the ${e://Field/Group_name} brand 

activism statement as ${C2BSA - A/D/ChoiceGroup/SelectedChoices}.  

  

 Please explain your answer in more detail in the comment box below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

 

Page Break  
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C2BSA - Top Factors You selected your level of agreement with the ${e://Field/Group_name} brand 

activism statement as ${C2BSA - A/D/ChoiceGroup/SelectedChoices}.  

  

 What are the top three factors that influenced your level of agreement?  

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

End of Block: Condition 2 - Ben & Jerry's Brand Stance Agreement 
 

Start of Block: Condition 2 - Ben & Jerrys Stimulus Read Again 

 

Q103  Please read the brand activism statement below again, and then proceed with answering the 

remaining survey questions: 

  

 Ben & Jerry's® launched a limited-edition ice cream flavor called Pecan Resist in the US in partnership 

with social justice organizations, including Color of Change, Women's March, Honor the Earth, and Neta. 

The flavor featured chocolate ice cream with pecans, fudge chunks, and a variety of inclusion-themed 

packaging designs. The launch aimed to raise awareness about social and environmental issues, promote 

activism, and encourage consumers to join the resistance against inequality and injustice in collaboration 

with these partner organizations. 

 

End of Block: Condition 2 - Ben & Jerrys Stimulus Read Again 
 

Start of Block: Condition 3 - M&Ms Stimulus 

 

M&Ms Stimulus Please read the statement below and then proceed with answering the remaining 

survey questions: 

  

 M&M'S®  is evolving to reflect a more dynamic, progressive world with a focus on inclusivity and 

belonging. M&M'S® aims to use the power of fun to promote a sense of belonging for 10 million people 

worldwide by 2025. This includes initiatives such as the M&M'S® FUNd, which provides resources, 

mentorship, opportunities, and financial support in the arts and entertainment space to foster inclusivity 

and community. The refreshed M&M'S® brand will feature modernized designs, nuanced personalities, 
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and an emphasis on bringing people together while maintaining their signature wit and humor in an 

inclusive and welcoming tone of voice. 

 

End of Block: Condition 3 - M&Ms Stimulus 
 

Start of Block: Condition 3 - M&Ms Brand Stance Agreement 

 

C3BSA - Likes M&M'S®  is evolving to reflect a more dynamic, progressive world with a focus on 

inclusivity and belonging. M&M'S® aims to use the power of fun to promote a sense of belonging for 10 

million people worldwide by 2025. This includes initiatives such as the M&M'S® FUNd, which provides 

resources, mentorship, opportunities, and financial support in the arts and entertainment space to foster 

inclusivity and community. The refreshed M&M'S® brand will feature modernized designs, nuanced 

personalities, and an emphasis on bringing people together while maintaining their signature wit and 

humor in an inclusive and welcoming tone of voice. 

  

 After carefully reading the ${e://Field/Group_name} brand activism statement above, list the word or 

words you like in the comment box below. If you do not like any of the words, write the word “none” 

below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

 

 

C3BSA - Dislikes    After carefully reading the ${e://Field/Group_name} brand activism statement above, 

list the word or words you dislike in the comment box below. If you do not dislike any of the words, write 

the word “none” below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 
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Page Break  

 

 
 

C3BSA - A/D For the ${e://Field/Group_name} brand activism statement you just read, indicate the 

extent to which you agree or disagree with that statement on a scale of 'definitely no' to 'definitely yes'. 

o Definitely No   (1)  

o Maybe No   (2)  

o Neither Yes nor No   (3)  

o Maybe Yes   (4)  

o Definitely Yes   (5)  
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C3BSA - Q2 ${e://Field/Group_name} took a position in the brand activism statement that agreed with 

my own. 

o Strongly Disagree  (1)  

o Somewhat Disagree  (2)  

o Neither Agree nor Disagree  (3)  

o Somewhat Agree  (4)  

o Strongly Agree  (5)  

 

 

Page Break  
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C3BSA - A/D Level You selected your level of agreement with the ${e://Field/Group_name} brand 

activism statement as ${C3BSA - A/D/ChoiceGroup/SelectedChoices}.  

  

 Please explain your answer in more detail in the comment box below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

 

Page Break  
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C3BSA - Top Factors You selected your level of agreement with the ${e://Field/Group_name} brand 

activism statement as ${C3BSA - A/D/ChoiceGroup/SelectedChoices}.  

  

 What are the top three factors that influenced your level of agreement?  

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

End of Block: Condition 3 - M&Ms Brand Stance Agreement 
 

Start of Block: Condition 3 - M&Ms Stimulus Read Again 

 

Q104 Please read the brand activism statement below again, and then proceed with answering the 

remaining survey questions: 

  

 M&M'S® is evolving to reflect a more dynamic, progressive world with a focus on inclusivity and 

belonging. M&M'S® aims to use the power of fun to promote a sense of belonging for 10 million people 

worldwide by 2025. This includes initiatives such as the M&M'S® FUNd, which provides resources, 

mentorship, opportunities, and financial support in the arts and entertainment space to foster inclusivity 

and community. The refreshed M&M'S® brand will feature modernized designs, nuanced personalities, 

and an emphasis on bringing people together while maintaining their signature wit and humor in an 

inclusive and welcoming tone of voice. 

 

End of Block: Condition 3 - M&Ms Stimulus Read Again 
 

Start of Block: Condition 4 - Oatly Stimulus 

 

Oatly Stimulus Please read the statement below and then proceed with answering the remaining 

survey questions: 

  

 Oatly® is passionate about promoting a shift in our food system from animal-based to plant-based 

consumption in order to protect the long-term sustainability of our planet. Oatly® views the pursuit of 

profits at the expense of the environment and human well-being as a concern and believes that we should 

prioritize growing food for direct human consumption rather than using resources to feed animals that are 
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ultimately consumed. Oatly's® firm stance on this issue reflects the commitment to advocating for a more 

sustainable and compassionate approach to food production and consumption.  

 

End of Block: Condition 4 - Oatly Stimulus 
 

Start of Block: Condition 4 - Oatly Brand Stance Agreement 

 

C4BSA - Likes Oatly® is passionate about promoting a shift in our food system from animal-based to 

plant-based consumption in order to protect the long-term sustainability of our planet. Oatly® views the 

pursuit of profits at the expense of the environment and human well-being as a concern and believes that 

we should prioritize growing food for direct human consumption rather than using resources to feed 

animals that are ultimately consumed. Oatly's® firm stance on this issue reflects the commitment to 

advocating for a more sustainable and compassionate approach to food production and consumption.    

 

 After carefully reading the ${e://Field/Group_name} brand activism statement above, list the word or 

words you like in the comment box below. If you do not like any of the words, write the word “none” 

below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

 

 

C4BSA - Dislikes After carefully reading the ${e://Field/Group_name} brand activism statement above, 

list the word or words you dislike in the comment box below. If you do not dislike any of the words, write 

the word “none” below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 
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Page Break  

 
 

C4BSA - A/D For the ${e://Field/Group_name} brand activism statement you just read, indicate the 

extent to which you agree or disagree with that statement on a scale of 'definitely no' to 'definitely yes'. 

o Definitely No   (1)  

o Maybe No   (2)  

o Neither Yes nor No   (3)  

o Maybe Yes   (4)  

o Definitely Yes   (5)  

 

 

 

C4BSA - Q2 ${e://Field/Group_name} took a position in the brand activism statement that agreed with 

my own. 

o Strongly Disagree  (1)  

o Somewhat Disagree  (2)  

o Neither Agree nor Disagree  (3)  

o Somewhat Agree  (4)  

o Strongly Agree  (5)  
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Page Break  

C4BSA - A/D Level You selected your level of agreement with the ${e://Field/Group_name} brand 

activism statement as ${C4BSA - A/D/ChoiceGroup/SelectedChoices}.  

  

 Please explain your answer in more detail in the comment box below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

 

Page Break  
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C4BSA - Top Factors You selected your level of agreement with the ${e://Field/Group_name} brand 

activism statement as ${C4BSA - A/D/ChoiceGroup/SelectedChoices}.  

  

 What are the top three factors that influenced your level of agreement?  

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

End of Block: Condition 4 - Oatly Brand Stance Agreement 
 

Start of Block: Condition 4 - Oatly Stimulus Read Again 

 

Q105 Please read the brand activism statement below again, and then proceed with answering the 

remaining survey questions: 

  

 Oatly® is passionate about promoting a shift in our food system from animal-based to plant-based 

consumption in order to protect the long-term sustainability of our planet. Oatly® views the pursuit of 

profits at the expense of the environment and human well-being as a concern and believes that we should 

prioritize growing food for direct human consumption rather than using resources to feed animals that are 

ultimately consumed. Oatly's® firm stance on this issue reflects the commitment to advocating for a more 

sustainable and compassionate approach to food production and consumption.  

 

End of Block: Condition 4 - Oatly Stimulus Read Again 
 

Start of Block: Condition 5 - Oreo Stimulus 

 

Oreo Stimulus Please read the statement below and then proceed with answering the remaining 

survey questions: 

  

 Oreo® launched a campaign to support LGBTQ rights by turning cookie packs into canvases for 

expressing LGBTQ support. In collaboration with LGBTQ activism organization PFLAG National, 

Oreo® released its first Pride-themed retail pack timed for Pride month. The limited-edition cookie pack 

is covered in words of support from real LGBTQ allies, presented in an array of fonts and colors, with a 

blank text box on the front for consumers to write their own messages of affirmation and gift the cookies 
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to friends and loved ones. This campaign by Oreo® aims to make a statement about its commitment to the 

LGBTQ community and show support amid a wave of new legislation targeting the community. 

 

End of Block: Condition 5 - Oreo Stimulus 
 

Start of Block: Condition 5 - Oreo Brand Stance Agreement 

 

C5BSA - Likes Oreo® launched a campaign to support LGBTQ rights by turning cookie packs into 

canvases for expressing LGBTQ support. In collaboration with LGBTQ activism organization PFLAG 

National, Oreo® released its first Pride-themed retail pack timed for Pride month. The limited-edition 

cookie pack is covered in words of support from real LGBTQ allies, presented in an array of fonts and 

colors, with a blank text box on the front for consumers to write their own messages of affirmation and 

gift the cookies to friends and loved ones. This campaign by Oreo® aims to make a statement about its 

commitment to the LGBTQ community and show support amid a wave of new legislation targeting the 

community.   

 

 After carefully reading the ${e://Field/Group_name} brand activism statement above, list the word or 

words you like in the comment box below. If you do not like any of the words, write the word “none” 

below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

 

C5BSA - Dislikes After carefully reading the ${e://Field/Group_name} brand activism statement above, 

list the word or words you dislike in the comment box below. If you do not dislike any of the words, write 

the word “none” below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 
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Page Break  

 

 
 

C5BSA - A/D For the ${e://Field/Group_name} brand activism statement you just read, indicate the 

extent to which you agree or disagree with that statement on a scale of 'definitely no' to 'definitely yes'. 

o Definitely No   (1)  

o Maybe No   (2)  

o Neither Yes nor No   (3)  

o Maybe Yes   (4)  

o Definitely Yes   (5)  
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C5BSA - Q2 ${e://Field/Group_name} took a position in the brand activism statement that agreed with 

my own. 

o Strongly Disagree  (1)  

o Somewhat Disagree  (2)  

o Somewhat Agree  (4)  

o Neither Agree nor Disagree  (3)  

o Strongly Agree  (5)  

 

 

Page Break  
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C5BSA - A/D Level You selected your level of agreement with the ${e://Field/Group_name} brand 

activism statement as ${C5BSA - A/D/ChoiceGroup/SelectedChoices}.  

  

 Please explain your answer in more detail in the comment box below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

 

Page Break  
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C5BSA - Top Factors You selected your level of agreement with the ${e://Field/Group_name} brand 

activism statement as ${C5BSA - A/D/ChoiceGroup/SelectedChoices}.  

  

 What are the top three factors that influenced your level of agreement?  

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

End of Block: Condition 5 - Oreo Brand Stance Agreement 
 

Start of Block: Condition 5 - Oreo Stimulus Read Again 

 

Q106 Please read the brand activism statement below again, and then proceed with answering the 

remaining survey questions: 

  

 Oreo® launched a campaign to support LGBTQ rights by turning cookie packs into canvases for 

expressing LGBTQ support. In collaboration with LGBTQ activism organization PFLAG National, 

Oreo® released its first Pride-themed retail pack timed for Pride month. The limited-edition cookie pack 

is covered in words of support from real LGBTQ allies, presented in an array of fonts and colors, with a 

blank text box on the front for consumers to write their own messages of affirmation and gift the cookies 

to friends and loved ones. This campaign by Oreo® aims to make a statement about its commitment to the 

LGBTQ community and show support amid a wave of new legislation targeting the community. 

 

End of Block: Condition 5 - Oreo Stimulus Read Again 
 

Start of Block: Condition 6 - Yoplait Stimulus 

 

Yoplait Stimulus Please read the statement below and then proceed with answering the remaining 

survey questions: 

  

 Yoplait's® "#Mom On" campaign addresses the issue of mom shaming, acknowledging the judgment and 

criticism that mothers often face for their choices. The campaign aims to celebrate the diverse ways in 

which moms choose to parent, whether it's breastfeeding or bottle-feeding, staying at home, or going to 

work, regardless of their attire or lifestyle. Through local market events and a message of inclusivity, 
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Yoplait® aims to appeal to all moms and promote understanding and support among mothers with 

different choices and lifestyles. 

 

End of Block: Condition 6 - Yoplait Stimulus 
 

Start of Block: Condition 6 - Yoplait Brand Stance Agreement 

 

C6BSA - Likes Yoplait's® "#Mom On" campaign addresses the issue of mom shaming, acknowledging 

the judgment and criticism that mothers often face for their choices. The campaign aims to celebrate the 

diverse ways in which moms choose to parent, whether it's breastfeeding or bottle-feeding, staying at 

home, or going to work, regardless of their attire or lifestyle. Through local market events and a message 

of inclusivity, Yoplait® aims to appeal to all moms and promote understanding and support among 

mothers with different choices and lifestyles. 

   

  After carefully reading the ${e://Field/Group_name} brand activism statement above, list the word or 

words you like in the comment box below. If you do not like any of the words, write the word “none” 

below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

 

 

C6BSA - Dislikes After carefully reading the ${e://Field/Group_name} brand activism statement above, 

list the word or words you dislike in the comment box below. If you do not dislike any of the words, write 

the word “none” below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 
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Page Break  

 
 

C6BSA - A/D For the ${e://Field/Group_name} brand activism statement you just read, indicate the 

extent to which you agree or disagree with that statement on a scale of 'definitely no' to 'definitely yes'. 

o Definitely No   (1)  

o Maybe No   (2)  

o Neither Yes nor No   (3)  

o Maybe Yes   (4)  

o Definitely Yes   (5)  

 

 

 

C6BSA - Q2 ${e://Field/Group_name} took a position in the brand activism statement that agreed with 

my own. 

o Strongly Disagree  (1)  

o Somewhat Disagree  (2)  

o Neither Agree nor Disagree  (3)  

o Somewhat Agree  (4)  

o Strongly Agree  (5)  
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Page Break  

C6BSA - A/D Level You selected your level of agreement with the ${e://Field/Group_name} brand 

activism statement as ${C6BSA - A/D/ChoiceGroup/SelectedChoices}.  

  

 Please explain your answer in more detail in the comment box below. 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

 

Page Break  
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C6BSA - Top Factors You selected your level of agreement with the ${e://Field/Group_name} brand 

activism statement as ${C6BSA - A/D/ChoiceGroup/SelectedChoices}.  

  

 What are the top three factors that influenced your level of agreement?  

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

End of Block: Condition 6 - Yoplait Brand Stance Agreement 
 

Start of Block: Condition 6 - Yoplait Stimulus Read Again 

 

Q107 Please read the brand activism statement below again, and then proceed with answering the 

remaining survey questions: 

  

 Yoplait's® "#Mom On" campaign addresses the issue of mom shaming, acknowledging the judgment and 

criticism that mothers often face for their choices. The campaign aims to celebrate the diverse ways in 

which moms choose to parent, whether it's breastfeeding or bottle-feeding, staying at home, or going to 

work, regardless of their attire or lifestyle. Through local market events and a message of inclusivity, 

Yoplait® aims to appeal to all moms and promote understanding and support among mothers with 

different choices and lifestyles. 

 

End of Block: Condition 6 - Yoplait Stimulus Read Again 
 

Start of Block: Political Identity 
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Pol ID - Q1 Please select your political orientation. 

o Very Liberal   (1)  

o Liberal   (2)  

o Somewhat Liberal   (3)  

o Neither Conservative nor Liberal   (4)  

o Somewhat Conservative   (5)  

o Conservative   (6)  

o Very Conservative   (7)  

 

End of Block: Political Identity 
 

Start of Block: Household Income Demographics 
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HHI - Q1 What is your annual household income, which is the total amount each individual in your house 

made within the last year? 

o Less than $25,000   (1)  

o $25,000 - $49,999   (2)  

o $50,000 - $74,999   (3)  

o $75,000 - $99,999   (4)  

o $100,000 or more   (5)  

 

End of Block: Household Income Demographics 
 

Start of Block: Geography Demographics 

 

Location Q1 Which state or territory do you currently reside in? 

Select one: (1)  

▼ Alabama (1) ... Wyoming (52) 

 

 

Page Break  
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End of Block: Geography Demographics 
 

Start of Block: Thank You 

 

Q81 Thank you for completing the survey. Your feedback is invaluable, and we truly appreciate your 

participation. 

 

End of Block: Thank You 
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