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abductive research approach. The data has been collected through an 
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Definition List 

● Consumer-based brand equity - A company's brand value from the consumer's 

perspective.  

 

● Brand activism- Advertising/Marketing communication with focus on political 

content. 

 

● Attitudes - A consumer's attitude/opinion towards a person or object.  

 

● Social activism – Social issues covering equality, immigration, culture, sexual 

orientation and discrimination. 

 

● Woke washing - Companies that through their marketing try to appear more ethical 

in individual effort. 
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1.1 Introduction 

This chapter starts with an introduction to get an idea of what the study is about. Further, we describe 

the problematization, the purpose of this study and the research question. 

 

1.1  Background 

Marketing is an activity that is intended to develop profitable customer relationships. By 

carrying out various marketing activities, marketers aim to attract new customers while 

maintaining and developing existing customer relationships, to ensure that they always add 

value to customers in the long term (Kotler, Parment, & Gary, 2016). With the tough market 

that exists at present, it has become extra important for companies to be seen and heard to 

stand out in the crowd of brands and become successful. This has led to the modern-day 

consumer being confronted by a huge flow of TV advertising, mailings, sales calls, 

advertising on social media, etc. For consumers, it is impossible to process all these 

interactions, therefore the brain filters most of the information. This means that companies 

must develop creative methods to ensure that their marketing leads to a response from 

consumers (explorecurate, 2020).  

 

This has become more difficult recently as it has been shown that today's consumers place 

higher demands than previous generations have done. Consumers are more socially aware, 

educated and idealistic. Which makes them look beyond marketing that focuses solely on 

prices and quality. Customers expect information about the origin of goods, environmental 

impact, and corporate responsibility towards society (Fredriksson, Svingstedt, Bäckström, 

Derwik, & Rehncrona, 2017). In recent years, interest in Corporate Social Responsibility 

(CSR) has increased a lot among the public. Brand activism is said to be a progression of CSR 

that focuses on the socio-political spectrum and this concept has now also begun to increase 

in interest. It is an up and coming trend since major brands are starting to shine light on social 

issues and are using marketing as a tool to communicate this, and smaller brands are also 

starting to follow this route (Manfredi-Sanchez, 2019). 

2020 has been an eventful year. The world has undergone a pandemic that has changed 

people’s lives tremendously. People around the world have had fewer opportunities to engage 

in their normal activities and occupations. Due to quarantine restrictions and 

recommendations, many have spent more time at home. During the pandemic an upsetting 
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event occurred in the state of Minneapolis in America. An African American man named 

George Floyd was killed in May 2020 by a police officer. This sparked a huge uproar in the 

US and gave an extra push to the "Black Lives Matter" movement, which takes a stand 

against police brutality and racism in the US (Huckins, Da Silva, Hedlund, Nepal, & 

Campbell, 2018), (Maqbool, 2020). The black lives matter movement was founded 2013 and 

is an international human rights movement. It arose from the problem of large socio-economic 

differences in the United States, where many blacks and other people of color have died 

because of fatal police violence (Lebron, 2017). Thanks to the increased use of social media 

and the recognition of racism, this protest movement has received extra attention and been 

established in several parts of the world (Huckins, Da Silva, Hedlund, Nepal, & Campbell, 

2018), (BBC, 2020).  

 

Sweden is also a country that has a history of activism movements. The Swedish welfare 

society is built on social movements led by the labor movement and gender equality reforms 

and these are linked to feminist movements (Ingemar & Göransson, 2011). A further 

prominent event in Sweden 2020, was that the recognized entrepreneur and presenter Paulo 

Roberto had been arrested by police for buying sex at a brothel in Stockholm. This incident 

attracted the attention of the Swedish media, which led to devastating effects on the 

entrepreneur's brand "Paolo’s", a brand that offers Italian groceries and is sold in several 

grocery stores in Sweden. After this event went public, the grocery store Coop announced that 

they will stop purchasing products from this brand, and the radio station Rix FM also 

announced that they are ending their collaboration with Paolo with immediate effect. Ken 

Nygren, head of marketing for Paolo’s, described this event as the brand's worst nightmare. It 

led to Paolo Roberto being fired as a partner and the brand being shut down. The management 

proceeded by looking at different options for how they could change the name of the brand 

and clarify their values in order to relaunch the products without being associated with Paolo 

Roberto (Ek & Granlund, 2020), (Winberg & Törner, 2020). These are some of the many 

events that have made 2020 the year that social justice movements came to light and activism 

has become a central part of many people's lives (Belle, 2020). Which, in turn, has forced 

companies to pay more attention and reflect on their contribution to the development of 

society for the better. Many entrepreneurs have taken the opportunity to learn more about 

social issues and started implementing measures to support the movements (Mellon, 2020). 
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1.2 Problematization 

When it comes to various political issues, it has been common for companies to have 

expressed their position on them. For example, over the past years there has been a greater 

commitment towards sustainability issues, where companies have worked actively to make 

their business more sustainably adapted (Martin & Schouten, 2012). Today one can see that 

even socio-political issues are starting to come up to the surface.  An example is issues 

regarding gender equality, which have been raised by the company NIKE. In their latest 

campaign they praise pregnant women and mothers, noting that they too should be counted as 

athletes (NIKE, 2021). Another example is the LGBTQ+ movement. It has also received 

support from several companies that have taken a stand against the contempt that has existed 

against the gay-community. An important part of that movement is the pride parade, which 

consist of thousands of people marching through cities to support the LGBTQ+ movement. It 

takes place annually in large parts of the world (Lucas, 2017).  

 

As mentioned, these phenomena have not always been relevant in the past, but it is now in 

recent years that companies have started to be more active on these kinds of issues. A major 

reason behind this is that today's consumer is currently more educated and more familiar with 

this type of socio-political issues. Consumers have therefore begun to place greater demands 

on the companies from which they interact with. They want companies to be accountable for 

their responsibilities in society, since they are big actors on the market and have a great 

impact. When companies are neutral about socio-political issues, it has become apparent that 

consumers have chosen to distance themselves from the company. For example, the company 

Uber, showed no political statement against Donald Trump's ban on immigration during 2017, 

and were also accused of undermining a taxi protest that opposed that ban. As a result, more 

than 200,000 consumers chose to boycott Uber (Carson, 2017). 

It is clear that it is in the interests of companies to support what their consumers are 

committed to in order to build a stronger relationship with the customer, which in turn 

promotes the brand (Laufer, 2003). However, Dens, De Pelsmacker, & Janssens (2008) argue 

that advertising that does not meet consumer expectations can result in consumers finding the 

content frustrating and annoying, which then gives a more negative image of the company. 

This can be considered negative from the perspective of shareholders as there is a risk that the 

implementation of brand activism will have devastating effects on the stock market and share 
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prices if the action or statement is not accepted by the consumers (Basu, Kunal, Palazzo, & 

Guido., 2009). However, even if the company’s communicated standpoint is in line with the 

consumers expectations, the problem remains that consumers may become skeptical about 

this type of marketing. The authenticity of the company’s actions may be called into question, 

and there might be a sense among consumers that companies only take a stand because of 

commercial interests (Laufer, 2003). Moreover, unauthentic brand activism risks to lead to a 

negative brand equity by way of giving false signals, it can also mislead the consumer with 

unsupported statements which is unethical as it creates mistrust which in addition restricts the 

possibility for social change (Kapitan, Kennedy, & Berth, 2019). 

This touches upon the concept of woke washing which is a term used for brands that do not 

have a history of genuine activism methods, who later apply these to their organization. These 

actions are considered unrivalled as the company’s messages do not reflect their fundamental 

values. From the consumer's point of view, there is a risk that this will be perceived as 

dishonest and that it is only used as a profitable marketing activity for the company (Sobande, 

2019). An example of a company that was suffering the consequences of woke washing is 

Pepsi. Pepsi launched a commercial with the reality star Kendall Jenner, the commercial was 

considered as woke washing since unauthentic brand activism had been used. The commercial 

was launched in 2017 where social activism such as the black lives matter movement was 

included. In short, the celebrity Kendall Jenner approached the police during the black lives 

matter protest and gave an officer a Pepsi can, which instantly led to a peaceful end of the 

protest. This commercial had neither a brand purpose, value nor anything that can relate to the 

history of the black movement, which was considered as woke washing. Pepsi did not have 

enough prosocial commercial observations to support such a daring message. 

The author Grumbein (2014) states that there is limited research proving that individual 

advertisements containing social activism can affect a company's image on a 

multidimensional level. He expresses the importance of companies being familiar with the 

impact social activism can have on the company's image and that it can be used as a tool to 

manipulate consumers’ perception of a brand. Society is in a time where many relevant issues 

are getting highlighted by various social movements. With the high-profile events that have 

led to a greater commitment to activism in our time, companies all over the world have started 

to take part in order to promote change by stating their positions in this type of matters. 
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Brand expert Frida Bloom mentions that there are negative effects of companies taking a 

stand on political issues. They can get criticism from consumers who do not agree with the 

values that the company communicates, but even those who share the company's values can 

criticize the company for not being credible and living as they teach (Blom, 2020). The 

authors of this research found this dilemma and concept very interesting as it is starting to 

become a trend due to major brands engaging in social activism. There is a gap between how 

firms use advertisements with social activism and its effects. For this reason, a study on the 

impact of social activism on businesses and consumer attitudes towards their brands is 

relevant to provide knowledge of the effectiveness and promotion of this practice. Therefore, 

this study intends to investigate if companies that use brand activism regarding social 

movements have any effect on how consumers view the company, and whether this praxis is 

considered genuine or if there is a risk that it is considered being woke washing. The authors 

also intend to measure if it has any effect on consumers’ motivation to shop from the 

company, and how the combination of these effects a company’s consumers-based brand 

equity.  

 

1.3 Purpose 

The purpose of this study is to investigate what effect advertising containing elements of 

social activism (LGBTQ+, Black Lives Matter, Diversity & Inclusion, Women's 

Empowerment, and Equality) has on a company's consumer-based brand equity. Studies show 

that companies that implement activism in their marketing build stronger relationships with 

their customers in the long term as consumers value companies that share their values 

(Laufer, 2003). Activism not only touches on a specific movement, but companies can also 

take a stand for different movements depending on what they consider to be in tune with their 

values. What the authors find of interest is that companies engaging in social activism is 

starting to become a trend. There is limited information on what impact this type of marketing 

activity has on consumers' perception of the company (Grumbein, 2014). This is linked to a 

company’s consumer-based brand equity, which means how the brand is valued by 

consumers. This study therefore aims to fill the gap within the theory of corporate 

involvement in social activism. This is meant to be a contribution to literature within this field 

and entrepreneurs to see if this type of socio-political engagement is something that leads to 
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the promotion of a business, if it risks damaging the brand, or if it is a combination of both.   

 

1.4 Research Questions 

● How is the consumer-based brand equity affected by a company's use of social 
activism in its marketing?  
 

● How does this in turn affect consumer purchasing engagement?  
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2. Literature Review 

In this section, the authors presents relevant theories in terms of the issue and end the chapter with a 

conceptual framework model that explains how the theoretical concepts connects to each other. 

 

2.1 Attitudes 
Attitudes is a topic that is often discussed between psychologists (Ajzen & Fishbein, 1977).  

A person's attitude can be explained as the individual's conscious or unconscious cognitive or 

emotional attitude to something. For example, it can be to a person to an object or to an 

activity. The attitude is a characteristic that humans have that helps with simplifying different 

impressions, which makes it possible to process and organize effectively. When it comes to 

peoples thoughts and feelings, it acts as a mapping of our surroundings and helps in decision-

making. Attitudes are adaptable to a large extent as it is a product of learning from past 

experiences, which means that they are open to change (Aaker, 1991).  

People’s attitude can be divided into three different components, which is conative, cognitive 

and affective. The cognitive aspect relates to a person's actions. Based on previous 

experiences of a particular event, a person's beliefs and values are formed, which will then 

shape the person's behavior in different contexts. The affective component measures a 

person's feelings towards an object or event. This can be seen as a measurement where one is 

either for or against a certain object. Emotions can turn out to be either positive, neutral or 

negative towards the object. The perception is based on the individual's own opinions 

regarding a particular object. The cognitive aspect includes a person's thought process, which 

includes one's perceptions and previous knowledge of a particular phenomenon. Depending 

on the person's learning, an opinion is formed about the object in question (Evans, Foxall, & 

Jamal, 2008).  

Attitudes may be influenced by the company's marketing communication (Schiffman, Hansen, 

& Kanuk, 2011). Integrating brand activism and emotional qualities into the brands marketing 

can result in urgent effects when the consumer forms an attitude towards the brand (Morris, 

Woo, Geason, & Kim, 2020). Attitudes will be negatively affected towards the brand if the 

consumer does not agree with the company's actions and statements. This in turn also affects 
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consumer behavior and purchasing engagement as the consumer sees the company's 

marketing as an integrated attribute of the brand (Bhattacharjee et al., 2013). (Ulke & Schons, 

2016) argues that brand activism can satisfy consumer attitudes in broader areas if marketing 

engages in sociopolitical causes tailored to a brand that already has an existing good 

reputation for its social responsibility. 

2.2 Purchase engagement 
Purchase engagement is an individual's motivation to shop for products and services. The 

propensity is based both consciously and subconsciously. Conscious factors can be based on 

cultural, social and personal aspects. The subconscious factors are driven by more subtle and 

psychological components that can be influenced by how marketing is communicated to the 

customer and their ability to perceive and process such information. For entrepreneurs, it is of 

great interest to be able to influence consumers in their purchasing decisions and they are 

constantly striving for a more effective way of doing this. With the fierce competition on the 

market, companies are forced to differentiate themselves and therefore apply creative market 

offers tailored to the target group in order to lead the customer to a purchase (Dahlén & 

Lange, 2009). 

(Kotler, Parment, & Gary, 2016) argue that consumers can have a complex buying behavior 

and this emerges when consumers show a high purchase engagement. It is usually when it 

comes to buying goods that the consumer is striving for and where there is a great perceived 

difference between brands. Consumers then tend to spend more time gathering information, 

make a deep search and are looking for a connection to their self-image and how they want to 

be perceived by other people around them. From there they make a well-thought-out purchase 

decision (Kotler, Parment, & Gary, 2016).  

(Celsi, Jerry, & Olson., 1988) further explains that when consumers feel that something has a 

personal relevance and is of interest to them, it means that the object is linked to the person's 

self-image and that the object is then sought as a means of achieving the individual's life 

goals. What forms the basis of the personal connection to the engagement is based on 

knowledge associations regarding the product stored in the person's memory. This is 

supported by (Zaichkowsky, 1987) who argues that engagement has an impact on consumers' 

cognitive response, which includes their information seeking, information processing, 

perception, and satisfaction of needs, which in the final stage result in behavioral 

Kommenterad [H1]: fixa 

Kommenterad [H2]: Fxa denna  
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consequences in the form of conditioned levels of engagement that arise in their purchasing 

decisions. It measures the connection around how marketing may affect consumer purchasing 

engagement with the specific brand.  

2.3 Branding 

American Marketing Association describes a brand as a name, symbol, and sign to categorize 

a firm’s products or services and at the same time distinguish its goods from the competitors 

(Keller, 2002). A brand has several functions and numerous effects on consumer behavior. 

Creating a strong brand has positive effects and advantages which return in macro brand 

reflections such as market leadership or market share position, also in addition to micro brand 

reflections as consumer loyalty and familiarity (Yoo, 2000). Many firms that have been the 

market leader have disappeared over a 76-year period according to an impartial test of 100 

categories. Within the marketing environment, many changes are taking place, which has 

contributed to changing the fates of brands (Golder, 2002). 

 

Manufacturers of goods have used their brands or logos to separate their services and products 

since the beginning of time. This is undoubtedly due to their self-importance in their services 

and products. If the consumer wants to recommend or repurchase the product, it will be able 

to easily identify and recognize the product towards the specific brand. Lawful systems and 

many countries have predictable the value of the brand and also things as designs, patents, 

and copyrights for both manufacturers, moreover, brands growth has sustained to develop 

gradually through the centuries (Murphy, 1992). 

 

According to marketers, a brand is a clear product, service, or business, while branding is 

supposed to impress the consumer with the product or service itself. When the company 

communicates correctly with the audience, the message itself is highlighted, which in turn 

creates brand identity.  Some brands have their products sold without the consumer having 

compared or considered any of the brand's competitors. This means that the consumer is loyal 

to the brand and does not need to consider their purchasing decisions towards other brands. In 

these cases, the manufacturer and marketers' dream has come true when they think that they 

do not need to invest more money or time to convince the consumer of their purchase decision 

(Vaid, 2003). 
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2.4 Brand activism 

Consumers may be skeptical of brands that participate in activism (Alhouti, Johnson, M, 

Holloway, & Bugg, 2016). (Vredenburg, o.a., 2018) investigated if brand activism did help or 

hurt a brand. The result was that brand activism conceivably can have a long-term positive 

impact on consumers' attitude, purchase intentions and behavior, but it all depends. As brands 

become activists, their motivations are analyzed more closely and a negative impact can still 

detract the firm’s business return and brand equity (Bhattacharya, o.a., 2010).  

 

Brand activism is about marketing aimed at communicating a certain socio-political position 

(Daellenbach, 2014), (Manfredi-Sanchez, 2019). It’s a term for companies that take a stand 

against social, environmental and global problems. This can be done by brands participating 

in general discussions that include societal issues, highlighting and adding solutions to the 

global problems facing the world today. This is based on the values of business leaders and 

the social policy responsibility that consumers demand that companies should be held 

accountable, to ensure that the future develops for the better. This demand is not something 

companies can turn a blind eye to as it is a fact that they are the biggest market actors, how 

they choose to operate can lead to change for both the better and the worse in society 

(Vredenburg & Jessica, 2018).  

According to Kotler & Sarkar (2018) brand activism is a concept that is a development of 

corporate social responsibility and customer relationship management. However, it should be 

made clear that these are not the same, as brand activism is driven by the fundamental concern 

about the most pressing problems facing society. It is a tool that can have an impact on 

society at large by forming communities based on like-minded values that contribute to a 

positive change for humanity.  

Brand activism as a strategy intends to affect consumers, through campaigns developed by 

political values. This includes a transformation in organizations' communication management 

and social policy responsibilities that aim to bring a positive impact by addressing the 

problems that should be addressed and the changes that need to be implemented in society 

(Manfredi-Sanchez, 2019).  

Kommenterad [H3]: fixa 
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Researchers describe the concept as either regressive, neutral or progressive. Regressive 

means denying the current issue/problem, and progressively means contributing to the impact 

that leads to a solution to the acute problems that benefit society. Criticism that can be 

directed at brand activism is that the concept is relatively new in strategic marketing and there 

is therefore limited research in the field. However, Kotler & Sarkar (2018) note that it is 

therefore a business strategy aimed at positively influencing the reputations of brands. They 

identified six categories of activism which are, legal activism, workplace activism, economic 

activism, political activism, environmental activism, and social activism. This work will focus 

on social activism and its connection to social issues such as education, social security, 

integrity and equality linked to demographic factors such as gender, race, and sexual 

orientation.  

2.4.1 Woke washing 

Woke washing is a term used to explain when companies use ethical values as part of their 

marketing while hiding their commercial interests of making profit. The word "Woke" means 

awakening, that implies consumer awareness when it comes to social responsibility in society, 

something that has circulated on social media and has become a trending concept in recent 

years (Sobande, 2019). This concept can be linked to the concept of greenwashing that is 

related to sustainability and is used to describe companies that use sustainability merely as 

marketing tools and are not genuine with their aspirations for the good of the environment 

(Seele & Gatti, 2017).  

 

Edelman (2019) explains that companies that woke wash risk undermining the influence of 

genuine brand activism. If the trust of brand activism to push social change for socio-political 

problems is low by the consumers, the tactic would be less successful in achieving beneficial 

social results. Consumer interest may be damaged and impossible to repair or make right 

again by brand activist marketing that contains unconfirmed content or statements that are 

vital to a consumer purchase intention.  
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2.5 Brand equity 

Brand equity results from consumers' estimated value of the brand after being exposed to its 

marketing (Buil, Martinez, & Chernatony, 2013). It can be explained as what a company is 

worth, based on three different categories which are company, product and consumer 

perspective. Corporate-based brand equity is about a company's commercial value and their 

financial assets. Product-based brand equity is about comparing the price of a product that 

does not have a name or own brand with an equivalent product sold under a brand.  

Consumer-based brand equity is about how consumers perceive branding and their 

associations attached to it (Bauer, Sauer, & Schmitt, 2005).  

According to Kotler & Keller (2011) the purpose of brand equity is to see how a brand is 

doing on the market compared to its competitors. A brand can have either positive or negative 

brand equity. Positive brand equity indicates that consumers accept the brand and choose to 

purchase the products and services offered due to their perceived positive value of the brand. 

Negative brand equity can arise from catastrophic phenomena, such as the company being 

criticized, deficiencies in quality and function, or negative publicity about the brand in the 

news media  (Kotler & Keller, 2011).  

Brand equity is created by the companies' communication through their marketing activities. 

The information that brand equity contributes with is important as it can be used to ensure that 

the company is managed and developed in a way that keeps the value stable and can increase 

in the long run. By finding a connection between the target group's perception of the brand 

and their behavior, in relation to their perception of brand value, one can extract information 

that can be analyzed and then implemented to increase the number of customers, increase 

sales of products and services, and be able to set higher prices (Punj & Hillyer, 2014).  

 

Wernerfelt (1988) argues that other types of brand activism pale in comparison to authentic 

brand activism because it produces the best results in terms of brand equity. Purchase 

decisions do represent consumer-based brand equity and as a result, drive brand equity´s long-

term market outcomes (Silverman, Sprott, & Pascal, 1999), (Rajendra, Srivastava, & 

Shervani, 1988). As a result, authentic brand activism increases the probability of potential 

trustworthy campaigns, which in return will lead to brand awareness while also building 

brand equity for the current campaign.   
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2.6 Conceptual Framework 

The approach of this study is shown in this model and it is intended to clarify how the chosen 

literature of the study interacts with and affects one another. The chosen theoretical concept 

that has been used for the model is brand activism, woke washing, consumers attitude, 

purchase engagement and consumer-based brand equity. 

                                  

Symbol 1 – Conceptual Framework 

 

Depending on how the activism is used by the brand, it can either lead to a negative or 

positive effect. If the firm has a perceived high value and their brand activism is considered as 

authentic, it will influence a positive attitude and purchase engagement towards the consumer, 

which in turn raises the consumer-based brand equity. On the contrary, if the consumer 

considers the firm's marketing communication as unauthentic, the brand activism will risk to 

look like woke washing as it influences a negative attitude and purchase engagement towards 

the consumer, which in turn lowers the consumer-based brand equity. The presented 

conceptual model consists of three lines in different colors. Orange represents how brand 

activism results in negative brand equity, green represents how brand activism results in 

positive consumer-based brand equity and blue represents how the theoretical concept 

Consumer-Based 
Brand Equity 
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connects with each other. 

According to Alexis (2019) study, brands that are entering a period where brand activism 

strategies get implemented, do embrace an enormous impact on the consumers purchase 

decision making. The model shows how the green arrow goes from brand activism to 

purchase engagement and proceeds to consumer-based brand equity, which has an impact on 

purchase intention (Tolba & Hassa, 2009). Purchase engagement should represent consumer-

based brand equity, which would then initiate longer-term market results of brand equity 

(Silverman, Sprott, & Pascal, 1999).  

 

Taking a look at the left side of the green line, one can see how consumers’ attitude towards a 

brand is formed after exposure of advertisement that includes brand activism (Schiffman, 

Hansen, & Kanuk, 2011). The green line in the model continuous from consumers’ attitude to 

consumer-based brand equity, as Aaker (1991) explains that brand equity is a behavioral 

design that is influenced by the consumers’ attitude, which means that the necessity of 

attitudes is primarily formed to conceptualize consumer-based brand equity.  

 

The arrow goes from “brand activism” to “woke washing” because there is a risk that the 

brand activism can be considered as inauthentic. According to Sobande (2019) inauthentic 

brand activism reflects woke washing in which activist advertising illuminate that the central 

sociopolitical issue isn’t in line with the corporate practice, values and purpose. The arrows in 

the model continue from “woke washing” to show the negative impact on consumers 

“purchase engagement” and “attitude”, which results a negative consumer-based brand equity. 
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3. Method 

The chosen methodology for this study is presented and justified. In this chapter the author will 

explain why a quantitative research method has been selected and why an abductive research 

approach has been used. The chapter includes method selection, data collection, research approach, 

operationalization, validity, reliability, methods criticism, sampling and the structure of survey.  

 

3.1 Method selection 

When conducting a study, one can use either a quantitative or a qualitative approach. A 

quantitative study is based on a compilation of numerical data collected from a larger number 

of respondents, which means that the analysis of the results consists of interpretation of 

statistics. A qualitative study, on the other hand, is based on gaining an understanding of 

people's perception of reality and how they reason when it comes to their everyday 

experiences and natural environments (Bryman & Bell, 2011). Through this type of review, 

the intention is to acquire in-depth data that identifies and clarifies phenomena that form the 

basis for creating an overall picture. Unlike a quantitative study that focuses on numerical 

data, qualitative surveys have a focus on words. For this reason, focus groups or interviews 

are often constructed that are more informal than for example a survey collection that is used 

in quantitative approaches (Merriam, 1998). 

For this study, a method of quantitative approach was applied. A quantitative approach 

provides empirical data that can be measured accurately. The data has a statistical character 

that, among other things, looks for opinions, behavioral patterns and attitudes (Johannessen & 

Tufte, 2003). With this type of data, it is possible to formulate theories and facts that can be 

used as groundwork to discover different patterns. Examples of different collection methods 

for quantitative research are surveys that are either conducted online or via paper. The 

benefits of conducting a survey are the possibility to reach out to a larger number of 

respondents in order to be able to generalize the answers (Bryman & Bell, 2011). As this 

study aimed to get a general picture of society's attitudes towards companies that implement 

social activism, the authors believed that a quantitative method was the best suited as it 

allowed for a more objective approach that would enable a generalization.  
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3.2 Data collection 

The questions were linked to the conceptual model to see what impact brand activism had on 

the consumers, if it influenced the consumer in a positive way or if it would be considered as 

woke washing. Thereafter, the survey continues to ask four questions repeatedly. The survey 

questions were designed so that they were connected to theoretical concepts, and specifically 

measure consumers' attitudes towards the selected advertisements that contain their cognitive, 

conative and affective components, their perception of the ad’s genuineness, and how their 

purchase engagement is affected. The only difference between each section is the 

advertisement image itself. The repetitive questions were used so that everything was constant 

regarding the measurement except for the advertisement.  

 

The purpose is to find out if the answers differ depending on the ad, brand, social movement, 

also to compare if some companies or brands use brand activism better than others. This study 

focuses on both primary and secondary data. The collection of the primary data took place via 

an online survey. Surveys are the most common method of collection when it comes to the 

conduct of quantitative studies (Bryman & Bell, 2011). The survey was constructed with 

selected advertisements that contain social activism. The authors have chosen to include ads 

from well-known brands which still differs in their popularity. To collect the data, the authors 

have used Google forms. It’s designed to be user-friendly and generate quick responses. The 

flexibility of the tool has enabled the authors to design the survey in a simple way with no 

concern that the implementation will lack quality. 

 

The tool ensures that the collected data is organized and illustrated in a way that enables an 

in-depth analysis of the results of the collected material. As this study examines how 

advertising containing brand activism affects consumer-based brand equity, this type of 

advertisement has been illustrated in the survey. Using images in surveys is a bit unusual, but 

the authors have chosen to include advertisements in the survey so that respondents are being 

exposed by the company’s messages, their answers would then be based on how they perceive 

the specific advertisement when completing the survey questions. The advertisements used 

have been received through a search of the terms brand activism, advertisement, black lives 

matter, LGBTQ+, equality, and women's empowerment. The images have been taken from 

both image searches on Google and through websites from the brands in question.  
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3.3 Research method 

There are three approaches to base a study on, it's either deductive, inductive or abductive. A 

deductive study is based on existing theories. Inductive study is based on the empirical data 

that has been collected. Abductive is a mixture of both deductive and inductive (Bryman, 

Bell, & Harley, 2019). Alvesson & Sköldberg (2017) states that the abductive approach is 

empirical data, but at the same time one has the theoretical parts in mind to arrive at a 

conclusion. Alvesson & Sköldberg (2017) believe that the advantage of the abductive 

research approach is that the writers ´understanding will be broader by having a good 

combination between theory and empirical data. This will result in broader analysis and 

discussion. 

Deductive theory stands for the general interpretation of how the relationship between theory 

and practice in social sciences is viewed. From what is known in a specific field and the 

theoretical reflections that apply to this field, the scientist proves or deducts one or many 

hypotheses that are to be subjected to an empirical investigation. Inductive theory is about the 

scientist explaining the consequences of the results for the theory on which the whole problem 

or review is based on (Bryman, Bell, & Harley, 2019). 

Abductive approach is about drawing sensible conclusions and improving theories about real 

life. Abduction is considered to be a method of waiving the restrictions identified with 

inductive and deductive positions. An abductive approach is recommended to be a third 

choice that can overcome these restrictions and it starts with a problem or a surprise that must 

then be clarified. Problems can arise when the scientist responds to empirical events that 

existing theory cannot clarify (Bryman, Bell, & Harley, 2019). This theory is about trying to 

recognize the conditions that could make the event less strange and to turn surprising 

information into something obvious or reasonable. Abductive research approach means that 

the scientist decides on the “foremost” description among competing descriptions or 

perceptions of data (Walton, 2005). Therefore, the choice of research approach for this study 

will be abductive since both theory and empirical data was used to be able to reach a 

conclusion about the purpose of the study, which is to investigate how consumers respond to 

social activism advertisements and how it influences their buying decisions.  
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3. 4 Operationalization 

In an operationalization one uses intangible theoretical ideas and transfers them to measurable 

concepts that make it possible to collect relevant empirical data when conducting a scientific 

study. Also, an operationalization enables one to draw well-founded and accurate conclusions 

based on the data collected (Bryman, Bell, & Harley, 2019).  

The survey questions were constructed by carefully reviewing the selected theory for the 

study. The questions were formulated so that they were consistent and provided answers to 

the components that form a person's attitude, which is conative, cognitive, and affective. 

Questions related to consumer purchasing engagement were also created with the purpose to 

measure how this component is affected. The questions were designed so that consumers 

cannot answer yes or no, instead a likert scale is being used. This type of measurement is used 

to measure an individual's attitude to a claim or question, and usually in most cases consists of 

seven different options. In this case the authors used a scale that goes from one to five where 

the consumer also has the opportunity to be neutral on the issue (Evans, Foxall, & Jamal, 

2008). A likert scale should be a good option when measuring respondents' values and 

attitudes to different phenomena. The questions that are asked should be linked to a specific 

action or response and where the respondent has the opportunity to take a stand in order to be 

able to determine the respondent’s attitude to the specific question. The question and answer 

options are designed to investigate the connection to the consumer-based brand Equity which 

can be either negatively neutral or positive (Bryman, Bell, & Harley, 2019). 

 

When it comes to measuring the genuineness of brands and how it is perceived by consumers, 

the respondents were being asked “to what extent do you find this ad” and this should help 

determine the impact the ads had on the consumers and how they viewed the brands' 

marketing activities based on their individual values. This also captured the cognitive state of 

the respondents as it would reveal the individual's perceptions and opinions, which painted a 

picture of how they perceived the brand. The last concept concerns purchasing engagement 

and it was used to determine whether advertising ads containing social activism had any effect 

on whether respondents choose to purchase from the company in question. This question was 

partly designed to map the response generated from the consumers when being exposed to 

this type of marketing activity, but also to measure the correlation between respondents' 

attitudes and their purchasing. 
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3.4.1 Sampling 

The survey was done online, which made it possible to get a larger population of respondents 

answering the questions. To make the spread optimal, a snowball sampling was used, which 

means that relevant people were selected for the study. They were asked to share the survey 

with other people (Bryman & Bell, 2011). In the sample, the authors tried to reach certain 

specific demographic factors to be able to measure how a general picture of Swedish 

consumers view this type of advertisement. The demographic factors were age and gender. 

The author selected the social platforms Facebook and Instagram as to where the survey 

would be shared. This was to ensure that attractive respondents were captured for the study.  

 

A study by Tankovska (2021) examining the use of Facebook and Instagram based on age and 

gender shows that the largest proportion of Facebook users in 2021 consists of men and 

women aged 35-65. Together, they made up 38.7% of users. Hence, this platform was of 

interest in being able to capture that part of the age range. Furthermore, the study showed that 

the majority of Instagram users were people aged 13-24, which stood for 37.1%  (Tankovska, 

2021). For this reason, this platform became relevant to capture that part of the spectrum. On 

both platforms, people aged 25-34 made up 31% and 33%, respectively. Which made those 

platforms the right choice to capture this age group. The authors didn’t choose to investigate 

in detail what a specific age has answered because it was considered that it was not of interest 

since the research aims to conclude a generalized picture of the consumers in the Swedish 

society. 

The survey was shared on the authors' Facebook- and Instagram accounts and through private 

messages. On Facebook, it was shared 22 times. This can also be called a nonprobability 

sample, which means that the respondents who are most available during the time that one 

intends to send out the survey are the ones being selected. This means that the respondents 

who responded to the survey were the ones who were on the various social platforms at the 

time. The survey was out for a week starting on Friday, April 16 at 12:00 and ended on 

Friday, April 23, 12:00. The goal was to receive answers from 500 respondents and we did 

receive a total of 504 respondents. 

 



 

20 

 

3.5 Validity and reliability  

Validity and reliability are relevant when it comes to quantitative studies. These are important 

criteria for assessing the quality of a scientific study. Validity includes whether the study 

measures what it intends to measure, i.e. whether the right questions are being asked in order 

to get relevant answers for the study. Validity has formed the basis for the design of survey 

questions concerning consumer attitudes, purchase engagement and conviction towards 

brands to specifically measure these aspects. In order for the validity to be high, it is 

important that the answers do not become ambiguous and for this reason the authors have 

used a likert scale that allows consumers to be either positive, negative or neutral in the 

questions.  

 

Scientific articles were used in the study to ensure credibility. Articles have been downloaded 

from Google scales and Emerald Insight. The authors used keywords and terms such as  

woke washing, brand activism, branding, purchase engagement, consumer behavior and 

brand equity.  

 

Reliability includes the extent to which an investigation is reliable and coherent (Bryman, 

Bell, & Harley, 2019). There are different options for how to test reliability among other 

things, one can use covariance, split-half method, Cronbach's alpha, etc. For this study, the 

authors have chosen to use replicability and accuracy parameters that, according Bryman, 

Bell, & Harley, (2019) are essential to measure reliability. Replicability means measuring the 

degree to which a study could be recreated and should produce the same results over several 

trials, regardless of who is performing the test.  

 

In this study, advertisements from different companies have been used, which is publicly 

available on the company's websites/Google. This has strengthened the reliability of the study 

as it is possible for other researchers, who are interested in investigating a similar problem, to 

use the implementations of this study as groundwork for any future study. Furthermore, under 

the heading Conceptual framework, the authors have developed a model that illustrates the 

approach of this study. This is to make it easy for readers to understand the process and see 

the connection between the theories, which then enables regeneration. 
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3.6 Method criticism 

Relying on measuring tools and measuring procedures means that the connection between 

research and everyday life gets complicated. Several quantitative studies are largely about 

letting the respondent test different types of survey tools, such as structured interviews and 

surveys as experiments. Including others, Cicourel (1982) wonders how one can know that 

the respondents have the knowledge needed to answer a specific question, or that it reminds in 

the aspect that their interpretation of the question that the scientist engages in for reality is 

important to them in their everyday lives. For example, the respondents answer a number of 

questions that are assumed to measure racial prejudice. How can one be convinced that all 

respondents are equally knowledgeable about what racial prejudice means and how they 

express themselves? Also, is this equally important for all respondents in their everyday lives? 

Respondents can answer a question where the intention is to measure their motives for 

working, however, their actual course of action does not have to correspond to how they 

answer (LaPiere, 1934).  

The risk of respondents submitting a survey that has only been partially answered is relatively 

large, as the respondent cannot be checked or guided in the way that is reasonable in an 

interview. It is also easier for the respondents to diligently decide not to answer a specific 

question when answering the survey as to whether the question had been asked by an 

interviewer. Questions that are perceived as meaningless by the respondents contribute with a 

great risk of not being answered. If one or more questions are not answered, this means that 

facts about the variables that belong to the questions are wasted.  

 

One of the significant obstacles is that surveys generally lead to a relatively large drop-out 

rate, significantly higher than if it was decided to conduct structured interviews. This non-

response means that the risk of error increases, if it cannot be proven that those who do not 

respond to the survey do not separate from those who did it. However, it is extremely likely 

that there are some differences between those who respond to the survey and those who 

ignore doing so, and as a result, the answers from the sample will be influenced. If the 

dropout is enormous, the risk of errors in the results is greater (Bryman, Bell, & Harley, 

2019).  
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3.7 Data Analysis 

When collecting numeric data, different types of measuring instruments can be used, and a 

measurement can be defined as an assigned agreement on objects or events in accordance 

with certain rules. The analysis of the data collected from the surveys has been done through 

statistical bar and pie charts, which will provide both illustrious and explanations of the 

results. This is a simpler form of analysis that involves classification of data and provides 

frequencies in different categories. Frequencies indicate the number of observations in a given 

category, which in this study consists of the number of men, women and age. The concept can 

be divided into four different scale types, which is nominal scale, range scale, quota scale, and 

ordinal scale. The latter is the scale that will form the basis for the analysis of the study. In 

this type of measurement, the different variables are ranked between the numbers assigned to 

the different objects (Löfgren, 2014).  

 

An example in the survey is that respondents are asked to what extent they feel that their 

attitudes are affected, where their response options can be distinguished by positive and 

negative impacts. This type of measurement is prevalent when measuring abilities consisting 

of cognitive characteristics, which in this case are attitudes, but otherwise one can also 

measure phenomena such as knowledge, grades, etc. Several scholars agree on this claim, for 

example, Haglund, (2016) claims that the application of the ordinary scale is preferable in 

order to map respondents' attitudes. Evans, Foxall, & Jamal (2008) also attest that likert 

scales, which are a form of ordinary scale, are used as measuring instruments when it comes 

to examining the attitudes of respondents.  

 

This is based on the respondents' reactions, and the measurements are determined by different 

number scales, which are then illustrated in an index. Furthermore Evans, Foxall, & Jamal, 

(2018) argues that likert scales are well functioning when it comes to this type of study as it in 

its simplicity gives a very descriptive picture of the respondents' positions which can be used 

to make the analysis more comprehensible. The responses on each claim were aggregated and 

the mean value was calculated. In this way, similarities and differences could be distinguished 

in the different claims. 
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3.8 Drop outs 

Since the authors wanted to investigate consumers consisting of men and women in Sweden, 

some drop outs had to occur. The dropout consisted of the respondents that answered other, 

when asked which gender they identified themselves as. There were 7 people who correspond 

to 1% of the respondents. Another drop out were 23 respondents that had a different 

geographical setting than Sweden, which corresponds to a percentage loss of 5%. In total, 

there were 6% of the respondents that answered “other” in both questions combined, which 

were not included in the study. Therefore, 474 respondents remain who are considered valid 

answers for the survey. 
 

3.9 Structure of the survey 

To answer the research question, a survey was used to measure how consumer attitudes and 

purchasing engagement are affected by marketing with content of social activism. The survey 

was compiled using the Google Form tool, which enables individuals to compile their own 

surveys that can be shared online. This allowed the authors to analyze the data using various 

statistical tools and other functions. The survey starts with two demographic questions then 

continues with the four main questions that include theoretical concepts. The structure of the 

questions can be seen on the table below. The advertisements from different brands were 

presented in connection with the four questions and are attached under the table of questions. 
 

Question: Theory: Purpose: 

Question 1: Age?  Demographic factors 

Question 2: Gender?  Demographic factors 

Question 3: Geographical Setting?  Geographical factors 
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Question 1: To what extent do you feel 
that this ad is a genuine contribution to 
the movement it is supporting? 

Question 2: What kind of emotions 
towards the brand does this ad make you 
feel? 

Question 3: In what way does this ad 
affect your purchase engagement towards 
the brand's products/services? 

Question 4: How is your attitude to the 
company’s brand affected after this ad? 

Attitude/ Purchase 
engagement / Brand 
Equity / Brand 
activism / Woke 
washing 

Mapping credibility, 
attitude, purchase 
engagement and 
impact on Brand 
Equity 

 

 
Figure 1, (Doritos) Figure 2, (Netflix)  Figure 3, (AirBnB) 

 
Figure 4, (Apple) Figure 5, (Nike) Figure 6, (Nike) 

 
Figure 7, (Absolut) Figure 8, (McDonalds) Figure 9, (The Body Shop) 
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4. EMPIRICAL DATA 
In this chapter, the empirical data collected from the survey will be presented as a result from a 

consumer's perspective on how their emotions, credibility, attitude and purchase engagement reflect 

the specific advertisement.  

 

4.1 Findings from survey 

The results of the published survey are summarized in this section and the key elements of the 

conceptual framework model are examined from the perspective of consumers. There was a 

total of 504 people who took part in the survey. The findings are described in the form of 

diagrams and tables to help the reader understand the analytical evidence and to explain the 

statistics. The segment with the demographic questions and the responses from the 

respondents is discussed first. Second, the key issue findings are summarized in the same way 

as they were divided in the questionnaire, with six parts reflecting each chosen socio-political 

factor in brand activism, which in this study included LGBTQ+, BLM, diversity & inclusion, 

women's empowerment, and equality. 

4.1.1 General questions 

General questions were asked to know which gender the responded identifies itself as, their 

geographical setting and how old they are. From what is illustrated in the diagram, the 

majority of the respondents are between the ages of 25-35 years old. This group consisted of 

146 consumers. The second highest result are the people between the age of 19-24 which 

consists of 128 consumers, followed by respondents at the age 36-46 with 86 consumers. The 

people that are 47+ years old consist of 62 consumers and the smallest group that answered 

the survey consists of age 0-18 with 52 respondents. 95% had a Swedish nationality and 5% 

consisted of others. The gender groups consisted of 50% women, 49% men and 1% as other.  

Men
49%

Women
50%

Other
1%

Gender
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62

0 50 100 150 200
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4.1.2 LGBTQ+ 

This section shows how consumers purchase engagement and attitude are affected towards the 

Dorito advertisement. It received the most negative votes (1) compared to the rest of the ads 

with the total of 136 answers from men. From what we can demonstrate, the total majority 

have positive answers and there are more women than men who support the LGBTQ+.  

 

 

Neg 1 2 Neu 3 4 Pos 5
Men 37 25 62 40 66
Total 57 35 94 86 202
Women 20 10 32 46 129
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Men’s responses seem to be more positive about how Vodka supports the LGBTQ movement 

compared to Doritos as we can see how the negative (1) alternative received 38 votes for all 

four questions. The orange table that represents both genders did receive more positive votes 

(5) about the consumers emotions and attitude compared to buying engagement and the ads 

genuineness to the movement its supporting.   

 

Neg 1 2 Neu 3 4 Pos 5
Men 12 25 48 46 99
Total 16 37 90 85 246
Women 4 12 42 39 140

0

50

100

150

200

250

300

Absolut
To what extent do you feel that 

this ad is a genuine 
contribution to the movement 

it is supporting?

Men Total Women

Neg 1 2 Neu 3 4 Pos 5
Men 12 21 43 52 102
Total 16 29 66 99 264
Women 4 8 23 47 155

0

50

100

150

200

250

300

Absolut
What kind of emotions 

towards the brand does this 
ad make you feel?

Men Total Women

Neg 1 2 Neu 3 4 Pos 5
Men 10 20 42 47 111
Total 13 31 90 99 241
Women 3 11 48 52 123

0

50

100

150

200

250

300

Absolut
In what way does this ad affect 

your purchase engagement 
towards the brand's 
products/services?

Men Total Women

Neg 1 2 Neu 3 4 Pos 5
Men 4 6 73 32 115
Total 6 9 118 71 270
Women 2 3 45 39 148

0

50

100

150

200

250

300

Absolut
How is your attitude to the 
company's brand affected 

after this ad?

Men Total Women



 

28 

 

4.1.3 Diversity & Inclusion 

McDonalds advertisement where a black hand crosses a white tattooed hand that extends 

towards the same French fries has been used to see how the respondents react to activism in 

diversity and inclusion. Consumers attitude received the most positive answers from both 

genders, followed by consumers emotions which comes secondly 
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These four figures demonstrate how the consumer responded to Airbnbs advertisement which 

indicates multiple positive (5) votes for both women and men in all four questions. The 

neutral (3) option consist of more men than women in questions for genuine, emotions and 

purchase engagement compared to how the attitude gets affected where more women are 

neutral than men.  
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4.1.4 Women's empowerment  

This section demonstrates how consumers think of activism in women’s empowerment. The 

majority for both men and women did answer positive (4) and (5) in all four questions. The 

most positive answers (4) and (5) for both genders were placed on how genuine the 

advertisement is and a small minority responded negatively (1) and (2) for all four questions. 
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These four figures demonstrate how consumers responded to Body Shops advertisement. The 

majority for both genders responded positive (4) in the first question. The second question 

demonstrate that 80 men for neutral (3) and positive (5). Most of the women answered 

positive (4) at the third question and (5) for the last question.    
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4.1.5 Equality 

In this section, the figures demonstrate a total of positive answers (5) for both genders in all 

four questions. More men did respond (5) than women for how genuine the advertisement is 

and how the purchase engagement had an impact meanwhile more women did respond (5) on 

what emotions they feel and how the attitude had an impact. 
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4.1.6 Black Lives Matter 
The first figure demonstrates how negative and neutral (1-3) received the least response 

compared to the other three questions, which means that most responded positively (4-5) to 

how genuine the contribution is to the movement it is supporting. Most of the women 

responded (5) for how the attitude had an impact and most of the men responded (5) on what 

emotions towards the brand they felt.  
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The four figures demonstrate that more women than men are neutral (3) toward the apple 

advertisement and more men than women are positive (4-5). The table that received the most 

positive (5) and at the same time most negative (1) response in all figures are what emotion 

toward the brand the advertisement makes them feel.  
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4.2 Average Value 

A calculate was made on the average value of what the respondents answered for each 

question. The average value is the summary of the values in the current accounting group 

divided by the number of people in the group. Average value is better to use when you have a 

total population. The reason why the authors decided to calculate an average value is to get a 

complete idea of what the respondents have answered in the survey for all four questions 

regardless which advertisement that had been presented. It includes all questions and 

respondents under one table which summarizes all responses, and can be used to reach a 

conclusion based on the average value of the collected data. Calculated as X/Y = average. In 

this case, X = total answers and Y = total questions (SCB, 2021).  The fourth question in the 

survey and the first answer which is negative (1) will be used as an example: “How is your 

attitude to the company’s brand affected after this ad?” 

 X X/Y = Average Value 

1 44 + 6 + 17 + 18 + 7 + 28 + 14 + 11 + 6 = 151 151 / 9  = 16,8 

In the equation all who answered negatively (1) have been added for the fourth question in 

each advertisement which resulted 151 answers. The question is asked 9 times with different 

advertisements which means that 151 will be divided by 9. This results in an average value of 

16,8 for respondents who answered (1) for the fourth question about how the advertisement 

affects their attitude. The remaining calculations are attached to the appendix at the bottom of 

this thesis. 
 

 

 

 

 

 

 

 

 

 

 

The Average value figure and its numbers will be used in chapter 6 where the theoretical 
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discussion take place in combination with the empirical data. To summarize the average value 

The table below explains how the colors are related to the questions.  

- “A” stands for answer. 

- “Q” stands for question. 

Question 1 Question 2 Question 3 Question 4 

RED BLUE YELLOW GREEN 

To what extent do 

you feel that this ad 

is a genuine 

contribution to the 

movement it is 

supporting? 

What kind of 

emotions towards 

the brand does this 

ad make you feel? 

In what way does 

this ad affect your 

purchase 

engagement towards 

the brand's 

products/services? 

How is your attitude 

to the company’s 

brand affected after 

this ad? 

 

The average value figure demonstrates that most of the total respondents answered 5 

(positive) to all questions and how it goes down to 3 (neutral) and at the bottom 1 (negative).  

The figure demonstrates that the first question which is “To what extent do you feel that this 

ad is a genuine contribution to the movement it is supporting?” received most positive (4) 

and negative (2) comparing to the other questions, but at the same time least (3) as the red 

table shows in A3.  

 

The second question “What kind of emotions towards the brand does this ad make you feel?” 

has a blue color where the average value is always somewhere in the middle of all the 

answers.  

 

The third question “In what way does this ad affect your purchase engagement towards the 

brand's products/services?” have a yellow color and have most negative answers in (1) with 

an value of 22,2 and least value on (5) with an value of 210,6.  

 

The last question “How is your attitude to the company’s brand affected after this ad?” has a 

green color and the smallest value for response (1) and (2) but highest value for (3) comparing 

to the other questions.  
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5. Analysis of results 
In this chapter, the findings from the collected empirical data will be described and analyzed. 

 

5.1 LGBTQ+ 

When it comes to the LGBTQ movement, option 5 (positive) is what the majority has 

answered to all 4 questions. This indicates that consumers consider the advertisements to be 

genuine, that they generally have a positive attitude towards the company, and also that they 

feel more inclined to shop from the companies. However, when analyzing the answers, it 

appears that women are more positive towards it. On all questions, options 5 (positive) 

received 120+ from the women. When it comes to the men's answers, the response rate is 

between 60 and 70. However, men have a more even spread between all the answers 

compared to the women. They therefore tend to have a greater negativity towards the 

advertisements. The men’s response rate for option 1 (negative) was between 29 to 38, of 

which the women was between 12 and 20. According to Manfredi-Sanchez (2019) companies 

active in activism do this to build stronger customer relationships. The findings illustrate that 

activism containing elements of the LGBTQ+ movement does indeed have this effect. 

However, it is more appealing to women than to men. We see that men are not positive to the 

same extent as women. One explanation for this may be that: they simply do not feel that this 

form of activist movement is something that is in line with their values.  

  

Brand expert Frida Bloom states that brands participating in activism can be met with 

criticism from consumers who disagree with what the movement stands for (Blom, 2020). 

When it comes to men and whether they are willing to buy products sold by these brands, 

Doritos gets 38 responses on option 1 (negative), and 65 responses on option 5 (positive). 

When comparing Absolut’s advertisement, there was a negativity of 10 responses made up of 

the men. The number of men who responded that they are more likely to buy from the 

company amounted to 111 responses. The differences in the answers regarding the two 

advertisements, shows that it doesn’t necessarily have to be a question of whether the 

business is genuine or not, but it could also be based on which brand it is, as well as what 

products/services are marketed. Doritos is a snack product and Absolut vodka is an alcoholic 

beverage. Alcohol is a substance that is commonly used in the Swedish society when it comes 

to lifestyle and enjoyment, and this could be a factor that elevates the responses among the 
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men. From the company's perspective, this type of advertising has a positive effect on the 

consumer-based brand equity, but this does not come without consequences because there is 

also a small percentage of consumers who consider the advertisements to be negative, which 

has the same effect on their purchasing engagement, which in turn leads to a decrease in the 

value of the brand for these consumers.  

 

5.2 Diversity and inclusion   

McDonalds and Airbnb’s advertisements implemented diversity and inclusion. Most 

McDonald’s total responses were on option 5 (positive) on all four questions. Unlike the 

advertisement that supported LGBTQ+ the diversity and inclusion advertisements received an 

evenly distributed response rate among the two gender groups. The responses for Airbnb’s 

advertisement received the same pattern as McDonalds. However, when asked whether they 

felt genuine, the distribution between men and women differed by about half.  However, on 

the other issues, the distribution is quite similar and overall, there is a majority of positive 

responses, indicating that this has a positive effect on how the company is perceived by the 

consumers.  

 

There is a notable difference in responses when it comes to different types of social activism 

movements implemented in the advertisement. The two previous advertisements regarding 

LGBTQ+, received more negativity from the men than from the women. Whereas diversion 

and inclusion received more mutual positive responses from the two gender groups.  What 

could be the case is that diversion and inclusion advertisements were made by larger 

companies.  

 

McDonalds and Airbnb are well-known brands, mainly McDonald's as this is a highly 

established company in all the world's markets, which means that consumers may find greater 

trust towards it. Another explanation may be that this is a movement that is not specifically 

aimed at a particular part or segment of people, but gender equality and inclusiveness stand 

for everyone to be able to take part of this and of this factor, the authors believe these ads will 

have a more positive effect among the consumers.  
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5.3 Women's empowerment    

If we look at women's empowerment, we can see that the response rate for attitude and buying 

engagement for Nike's advertisement has an overall positivity. It is only in the question of 

how the consumers’ emotion towards the company is affected, that the men to a large extent 

have responded that it leads to negative emotions. Among women, there weren’t as many 

negative responses. Body Shops advertisements received a little more mixed responses. There 

was a higher negativity compared to Nike's advertising. A notable pattern was that when it 

comes to advertisements containing sexual orientation, male consumers perceived this as 

more negative. The authors again believe that this may be due to less acceptance of this type 

of socio-political issue. 

 

5.4 Equality 

The advertisement regarding gender equality by Nike, had a highly positive response from all 

respondents. This is very protruding when it comes to the women's response to the 

advertisement where most responses ended up on option 5 (positive). There was a great 

positivity to whether the advertisement was considered genuine, it evoked positive feelings 

among respondents. When it came to whether the attitude of the respondents improved 

towards the company, a majority amongst the men responded to option 3 (neutral), as well as 

option 5 (positive). Regarding the purchase engagement towards the company's products and 

services, women largely choose answer option 4 (slightly positive), of which a smaller 

majority of women have chosen answer option 5 (positive). The authors believe that this may 

be because the advertisement illustrates male basketball shoes, and that it is a male athlete 

being displayed.  

 

What can be extracted from the findings is that an advertisement that is strongly targeted 

towards a particular demographic audience, may therefore have negative effects on the target 

groups that one chooses to exclude. Compared with the Nike advertisement that stood for 

women's empowerment, one could see a much higher purchase engagement amongst women. 

The conclusion that can be made is that who the advertisement targets, may influence the 

purchasing engagement being high or low. 
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5.5 Black lives matter    

When it comes to the advertisement published by Netflix regarding Black Lives Matter, there 

was a strong majority of respondents that had a positive attitude towards the brand. When it 

came to purchasing engagement towards the company's services and products, a majority of 

respondents responded to option 5 (positive). There was a scattered distribution on the other 

options as well, of which option 2 (slightly negative), 3 (neutral) and 4 (slightly positive) had 

a variety of answer options. Furthermore, whether the advertisement was considered genuine, 

the answers were between options 4 (slightly positive) and 5 (positive), indicating that there is 

a positive attitude towards Netflix. The respondents saw the advertisement as genuine and as 

supportive towards the movement. Based on the gender groups, there were no major 

differences on how men or women responded.  

 

When it came to Apple's advertisement for their black unity watch, there was a strong 

majority that considered the advertisement as genuine. However, 49 respondents felt that the 

advertisement wasn’t genuine at all. The authors assume that it could be that respondents 

perceived this as woke washing. However, this is not to a significant extent as it turns out that 

consumers are nevertheless in favor of buying the company's products and services. There is a 

high level of neutrality on all questions, the authors believe this could be because the 

respondents are split in their opinions.  

 

On the contrary, it can be perceived that Apple is a well-known brand, which makes 

consumers feel a high level of trust. From a company's perspective, it is generally a good 

response. There is no specific demographic group to which one should focus as it is evenly 

distributed among the different sexes. Although the answers are spread out on the different 

options, the majority are positive, which means that this form of advertising, even though 

there is some negativity that occurs, still results in a positive outcome. It will then be up to the 

management of the companies to ask themselves how they can maximize this effect. 
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6. Discussion 

The theoretical data will be analyzed and discussed in combination with the collected empirical data. 

 

6.1 Impact on consumer attitude 

The fourth question of what impact the consumers attitude has on the different movements 

could be answered in either negative, neutral and positive, as (Evans, Foxall, & Jamal, 2018) 

also describes how the attitude is divided into three different components. The average value 

of the response was positive, which Manfredi-Sanchez (2019) also described how brand 

activism has many advantages and is designed to influence consumer attitudes through 

campaigns developed in political values. Ajzen & Fishbein( 1977) explains that underlying 

factors form the basis of human behaviour, which can in this study be considered as the 

different movements on the advertisements.  

 

We can agree with Schiffman, Hansen, & Kanuk (2011) and Morris, Woo, Geason, & Kim 

(2020) that consumers’ attitude gets influenced by the brands’ marketing communication as 

we received answers from the respondents after an advertisement that integrated brand 

activism was presented. The average value for attitudes demonstrated some negative results 

with 16,8 for (1) and 20,3 for (2) and there can be various reasons why some attitudes were 

affected negatively by the advertisements that were presented in the survey. Some 

respondents did not agree that the advertisement had a genuine contribution to the movement 

it is supporting with an average value of 20,7 for (1) and 34,6 for (2). (Bhattacharya, o.a., 

2010) also explains that the consumer attitude gets negatively affected towards the brand if 

they see the marketing as an integrated attribute and don’t agree with the company’s actions 

and position. The argument made by (Bhattacharya, o.a., 2010) could explain the negative 

response of the survey, which in turn risks to have a negative effect on the brand equity, as 

(Aaker, 1991) argues that consumers’ attitude are connected with brand equity.  

 

On the contrary, the table of average value of how the respondent’s attitudes were affected 

also demonstrated a majority of positive responses with 96,1 for (4) and 254,2 for (5). An 

explanation for this could be as Ulke & Schons (2016) argument that brand activism can 

influence the attitude, if the brand already has a good reputation for its social responsibility.  

Although brand activism is driven by fundamental concerns about the systemic problem that 
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exists in society, it is still a tool that can have a major impact on both society but also on the 

companies that practice it. Kotler & Sarkar (2018) explains that it is a business strategy aimed 

at positively influencing a brand to lead to, among other things, increased sales, improved 

brand image, expansion into new markets, differentiation towards competitors and a general 

improved competitive advantage. What the authors have shown in this study is that this is 

consistent with the previous theory in the field. What we have seen is that there is a general 

positive impact on the cognitive, affective, and conative components of the respondents. 

 

When it comes to all advertisements, we generally see that consumers are positive about the 

advertisements, indicating that brand activism has an influence on how consumers view a 

business. However, something noticeable that was identified from the result is that the effect 

may vary depending on how the advertisement is designed, the product being promoted, who 

the advertisement was targeting and which movement was being presented. When it comes to 

the LGBTQ+ advertisements, they weren't nearly as acceptable from the male respondents. It 

was not an answer option that stood out when it came to men's responses, but the distribution 

remained even through all the answer options, which meant that there was a clear negative 

response to the advertisements, where the men had higher numbers than the women. 

  

Previous research describes that brand activism can be met with criticism from consumers 

who do not share the same political position as that company tries to communicate with its 

message (Blom, 2020). The authors believe that is the case when it comes to how the men 

accounted for this advertisement. There also appears to be a critical response to 

advertisements that are not targeted at a specific audience, indicating that if a company 

chooses to exclude a particular audience in their advertisements, this can result in negative 

feelings within those being excluded. This emerges from Nike’s advertisement regarding 

women empowerment, where there was a clear male negativity when it came to how their 

feelings were affected towards the company.  

 

However, it was not decisive in fully shaping men's attitudes to only negative. Observations 

of the data showed that the men ultimately gave positive responses to the other components 

and which in turn gave rise to a strongly positive buying commitment to Nike's products. This 

then shows that it can be factors in the advertisement that cause the men to experience a 

certain negative feeling. This specific advertisement featured two pregnant women. The 
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authors believe that this may be something that could have an impact, as it could be that 

respondents have opinions about pregnant women participating in sporting contexts. It is not a 

matter of course for pregnant women to carry out sporting activities, which is the main 

message of the ad. Nike wants to make it clear that women are also athletes. 

  

The authors believe that men's negative feelings can be based on a perceived woke washing, 

where it may be that the men perceive that this is not appropriate and hence it takes a negative 

attitude to this position. However, it should also be made clear that even if the position is 

considered negative, it does not necessarily make consumers perceive the company itself as 

negative. It must therefore not be since there is something wrong with the product or the 

message itself, but it may be a question of whether it is appropriate or not. However, a pattern 

can be seen when it comes to messages relating to sexual orientation where there seems to be 

greater resistance from male consumers.  

 

Body Shop's advert depicts a black gay woman. The result shows that a greater amount of 

negativity as to whether the advertisement is considered a genuine contribution to the 

movement, which stands for the cognitive component of the respondents, which includes their 

perceptions and previous knowledge within a particular phenomenon. The authors believe that 

this may be a certain form of woke washing, as Body Shop has not launched a similar concept 

before, and hence it would explain the scepticism as to whether the movement is genuine or 

not.  

 

When looking at how the respondents' affective components are affected, the response is not 

nearly as negative. The authors therefore conclude that it is a question of respondents feeling 

some negativity towards the advertisement itself. Because when it comes to the question of 

how their attitude is affected, which measures the conative component, there is also a strong 

positive majority among men. It can therefore be concluded that although there is an idea of 

woke washing, it does not necessarily impair attitudes towards a brand. This shows that there 

is a certain complexity to the use of brand activism, and that the boundaries are not always so 

clear. 
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6.2 Impact on consumer purchasing engagement 

Purchase engagement is explained by Dahlén & Lange (2009) that it is an individual's 

propensity and motivation to shop for products and services, it is driven by conscious and 

subconscious factors that can be based on cultural, social, and personal aspects. These can 

then be influenced by how marketing is communicated to consumers. Depending on how this 

is perceived and processed by consumers, it has different effects. The answers of the survey 

illustrate that the positive attitude towards brands in most cases leads to increased purchase 

engagement. The question about how the consumer purchase engagement was affected by the 

advertisements had a positive average value of 125,2 in (4) and 210,6 in (5).  

 

This confirms Dahlén & Lange (2009) statement that motivation can be explained as a 

consumer’s engagement to purchase. When evaluating the responses for the LGBTQ+ 

advertisement, one can see that there is a general positive attitude towards the company 

Doritos. This resulted in a majority of positive purchase engagement when it came to the 

overall response. However, as previously mentioned, there was a negativity among the men, 

and this then manifests itself in the purchase commitment. Where one can see that there is 

both greater neutrality among men, but also a negativity to buying the products from the 

company. (Dahlén & Lange, 2009) explains that Purchase engagement is driven by conscious 

and subconscious factors that can be based on cultural, social, and personal aspects.   

 

The authors therefore suspect that the men’s negativity can be related to cultural aspects of 

negativity towards these types of values. But this is not something that should be considered 

as guaranteed since the results of the absolute advertisement, that supports the same 

movement, shows that the men had a more positive attitude towards this ad, which also 

resulted in a positive effect on the purchase commitment. 

 

Kotler, Parment, & Gary (2016) explains that consumers can have a complex buying behavior 

in which they are looking for a connection to their self-image.  The authors believe that it is 

the complexity regarding their self-images that may affect the impressions of the two 

advertisements since they are portraying different products. Doritos is a snack, of which 

absolute vodka is alcohol, the later might be a product that is more appealing to the men, 

which then reflects itself in an increased commitment to purchase. 

 



 

45 

 

Zaichkowsky (1987) further explains that purchase engagement affects consumers' cognitive 

responses. The respondent’s cognitive responses are measured by question 3 which reads 

“How is your attitude towards the brand affected after seeing this ad?” The responses 

illustrate that there is a highly positive cognitive response from both men and women. The 

purchasing engagement also received a high positive response. This confirms Zaichkowsky 

(1987) statement as there is a notable connection.  However, there was also a high amount of 

neutrality regarding the question of whether this is considered genuine, as well as the 

commitment to buying their products.  

 

Therefore, it turns out that a commodity that is of a high level of commitment does not 

necessarily have to lead to a higher purchase engagement. Especially when it's connected to 

an advertisement advocating social activism. According to Edelman, (2019) If the consumers 

have little to non-trust towards a company’s activities to push social change for socio-political 

problems, the tactic risks being seen as woke washing and could be less successful in 

achieving social good results. Further Sobande (2019) explains that woke washing is used by 

companies that want to make their business seem more politically active than it really is. As 

today's consumers are more critical, there is a greater skepticism among them. The authors 

believe that the consumers that responded negatively may be an indication on perceived woke 

washing. as they may experience a level of skepticism towards Apple taking a stand on this 

type of movement.  

 

The collected data received some negative responses with an average value of 22,2 (1) and 

23,9 (2) for the question regarding purchase engagement. The average value ended up being 

20,7 (1) and 34,6 (2) for the question regarding the genuineness, which can be considered as 

woke washing, as (Edelman, 2019) explains that there is a risk that consumers purchase 

intentions can be damaged by a brands marketing that involved social activism if the 

consumer consider the advertisement as not being genuine. At the same time, Apple is a well-

known brand that many people trust. Therefore, there would be a higher probability of the 

brand activism being successful according to Edelman, (2009). The authors believe that this 

may be an underlying factor in the positivity of the company's advertisement. It should also be 

added that this particular movement (Black Lives Matter) is a trending topic, and that Apple 

may benefit from being seen as pioneers as a larger company that takes a stand and paves the 

way for others to do the same. 
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6.2 Impact on consumer-based brand equity 

According to both Kotler & Keller (2011) and Bauer, Sauer, & Schmitt (2005) brand equity is 

used as a concept to be able to see how a brand is doing on the market compared to its 

competitors. A brand can have either a positive or negative brand equity and is affected by 

corporate marketing measures. From what can be pointed out from the collected data, it turns 

out that respondents generally had a positive impact on their purchase engagement and 

attitude towards the brand in all the advertisements that were presented and integrated in 

brand activism, which in turn increased a positive brand equity as the conceptual framework 

model shows in chapter 2.7. Moreover, Aaker (1991), Silverman, Sprott, & Pascal (1999) and 

Wernerfelt (1988) explain that consumers’ attitude and purchase engagement do represent and 

result in consumer-based brand equity. Something that companies need to take a stand on is 

that there are divided opinions among consumers when it comes to this type of social political 

advertisement. 

  

Because there are such shared response options, it cannot be completely excluded that the 

negative effect is not something that will ruin the brand in the long run. A statement that can 

be made when it comes to the attitudes of Nike's women's empowerment is that the affective 

component has had a negative result from the men, but that they still had a high level of 

purchasing commitment. This indicates that there is something specific in the entrepreneur's 

advertisement that has caused the male consumer to react in this way. If similar advertising 

could go under the larger scale, there is a risk it would adversely affect the company's 

consumer-based brand equity. It would therefore be wrong and short-sighted to simply look at 

the data and believe that because of the majority responding positively that it guarantees a 

positive consumer-based brand equity.  

 

The authors therefore advocate that it is important to study the different responses to see 

where the differences occur in the advertisement and how to use that data to influence brand 

equity in a direction worth pursuing. Overall, the authors have been able to observe that brand 

activism has an impact on consumers' attitudes towards a brand in both a negative and 

positive way. In certain circumstances, this can lead to consumers having a negative attitude 

towards the company, which may reduce the buying engagement. A minority of the 

respondents answered negatively in all questions which in return, according to Holt (2020) 

have a negative impact on brand equity after brands have become activists.  
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The authors have also seen that there may be negative feelings towards the company but 

buying the commitment still does not change. However, in most of the cases, the 

implementation of social activism is widely appreciated among respondents, which is to be 

considered that the consumer-based brand equity is also positively affected. However, 

companies that have not previously been involved in this type of movement run the risk that 

their marketing is perceived as woke washing. Depending on how well-known the company is 

and how their previous work as an activist in the past looks like, it can be spared any negative 

consequences of the advertisement. 
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7. Conclusion 

In this last chapter the answers to the research question will be presented. Furthermore, the 

contribution, managerial impaction, limitation and further research will conclude the study. 

 

This study aimed to investigate the impact of marketing containing brand activism on 

consumer attitudes, as well as the effect this has on their purchasing engagement. Based on 

the collected data, a conclusion can be made that advertising that contains brand activism has 

an overly positive impact on consumer attitudes, purchasing engagement, and corporate 

consumer-based brand equity.  

 

RQ1: How is the consumer-based brand equity affected by a company´s use of social activism 

in its marketing?  

  

The answer for RQ1 can be stated as it depends. The authors have observed that depending on 

the activist movement, the effect may vary. The most protruding findings that have been 

identified during this study is that male respondents tend to have a more negative approach 

towards advertisements that contain sexual orientation. It should be made clear that these are 

not in the majority, but that there is such an even distribution between the other options, that it 

is not possible to ignore the fact that there are consumers who perceive this form of 

implementation as negative, which can risk negatively affecting a company's consumer-based 

brand equity if a company is to continues implementing this form of advertisement for a 

longer period of time.  

 

The authors have noted that there is some skepticism about the implementation of social 

activism among companies that have not previously been present within the movement they 

advocate. However, if it comes to a company that is already well known, where consumers 

have a conative view of the company in the past, it can lead to companies being spared where 

consumers won’t automatically get a lower perception of the company's value.  
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RQ2: How does this in turn affect consumer purchasing engagement?  

 

If the advertisement is considered as a woke washing from a consumer’s perspective, and if 

the consumer doesn’t feel that the brands’ values and actions match the message in their 

marketing, the consumer purchase engagement will be negatively affected. On the other hand, 

according to the findings and the chosen advertisement presented, it resulted in a positive 

effect on the consumers purchase engagement. Overall, it can be concluded that how strong 

the positive effect on consumer-based brand equity can be determined by the companies by 

making precise specifications on which target group they intend to send the message to. 

7.1 Contribution 

This study contributes to the existing literature through several different ways. The authors 

have identified how consumer attitudes and buying behavior have been influenced by the 

social activism of the selected advertisements. In this way, the study lays out how social 

activism should be used. This is one of the first studies to measure how consumer-based brand 

equity is affected by implementation and social activism among Swedish consumers. For this 

study, previous literature in the subject has been used to build a foundation from where the 

authors have been able to examine new horizons. The collected primary data for this study, as 

well as the results, will be able to lay the foundation for future studies that may look more in 

depth on the complexity regarding how social activism should be used depending on the 

target group. 

7.2 Managerial implication 

Brand activism is still a new phenomenon when it comes to marketing strategies. This is 

something that has started to be established among larger companies and it has been seen that 

the smaller companies are starting to follow suit. What has been found in this study is that 

companies should identify their target groups and design advertisements that are consistent 

with consumer values. This can lead to benefits in the form of better and stronger customer 

relationships, which then lead to consumers perceiving the value of the company more 

positively, which has since been shown to have a positive impact on the company's consumer-

based brand equity. Furthermore, the study has shown that there is a link between the 

implementation of social activism and increased purchasing engagement, which is expected to 
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be directly linked to the financial achievements of companies, which are also part of the 

whole concept of a company's brand equity. Brand activism has proven to have the potential 

to be a decisive factor in enabling companies to be competitive in the market to a longer 

extent. However, there is concern that if companies lack an established sense of trust among 

their consumers, companies that have not previously been active in a particular movement 

risk suffering consequences that may harm their business if they choose to participate in 

activism. Implementations of social activism in advertising should therefore be carried out in 

a thoughtful way to increase the chances of generating a positive impact. 

7.3 Limitation 

This study suffers from some shortcomings when it comes to the limitations. What the study 

is looking at is the effect on Swedish consumers without targeting any specific age group. 

How a consumer reacts to brand activism may differ depending on the age group, which this 

study didn’t investigate. Among the gender, the result has managed to be fairly equal where 

50% were women and 49% men. 1% of the respondents identified themselves as “other” 

which did not get included in the review of the findings. This particular group could have 

been affected in a way that differs from the result. The study was also limited to Swedish 

consumers where 5% of the total responses were deducted as dropouts as they had a different 

geographical setting. The responses from the survey could differ depending on who is 

answering. Factors such as culture and geographical setting may have an important role on 

how consumers are affected by this type of advertisement. Since this study was limited to 

Swedish consumers, the authors would not recommend this study to explain the effect on 

consumers outside of Sweden. 

7.4 Further research 

Further studies on this subject could be carried out in the form of a more qualitative method 

where the study is based on more in-depth data that does not consist solely of figures. It 

would have been interesting to interview the respondents and gain more in-depth insight into 

how they think when they see the advertisements, as well as to hear their reasoning regarding 

the choice of answer options. Furthermore, it would have been interesting to see what 

underlying factors may be the basis for why they have made these choices. For example, 

demographic factors relating to culture, cities, countries, etc. It would have been interesting to 

see whether these effects of these factors had given rise to a different result. Something that 
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would also have contributed to in-depth knowledge in the field is if a comparison of the same 

products would be made, where one advertisement contains social activism and the other does 

not, and then see what the respondents' position would look like in that case. As mentioned 

earlier in the work, this study has focused only on the consumer-based brand equity, which is 

only one third of the larger concept. Future research could help focus solely on the corporate-

based brand equity, product-based brand equity or conducting a survey looking at the whole 

concept to get a full picture of a company's complete brand equity. It would also have been 

interesting to see a study looking at how to maximize the impact of consumer-based brand 

equity. Where the researchers examine the preference of different target groups and evaluate 

how to create advertising that is appealing to that particular target group. The authors believe 

that this would be a major contribution for companies to be able to increase their sales and 

competitiveness in the long run.



 

 

 

 

References 
 
Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the value of brand name. Division of 

Macmillan, New York. 

Ajzen, I., & Fishbein, M. (1977). Attitude-behavior relations: A theoretical analysis and review of 
empirical research. Psychological Bulletin, 84, 888-918. 

Alexis, A. G. (2019). Brands Take a Stand for Good: The Effect of Brand Activism on Social Media 
Engagement. University of New Hampshire, Durham. 

Alhouti, Johnson, M, C., Holloway, & Bugg. (2016). Corporate Social Responsibility Authenticity: 
Investigating its Antecedents and Outcomes. Journal of Business Research, 42-49. 

Alvesson, M., & Sköldberg, K. (2017). Tolkning och reflektion – vetenskapsfilosofi och kvalitativ 
metod. . Lund: Studentlitteratur AB. 

Basu, Kunal, Palazzo, & Guido. (2009). Corporate Social Responsibility: A Process Model of 
Sensemaking. Academy of Management Review, 33(1). 

Bauer, H., Sauer, N. E., & Schmitt, P. (2005). Customer-based brand equity in the team sport industry 
Operationalization and impact on the economic success of sport teams. European Journal of 
Marketing, 39, 495-513. 

Belle, E. (2020, 12 10). Refinery29. Retrieved from www.refinery29.com: 
https://www.refinery29.com/en-us/2020/12/10207922/social-justice-movements-2020-
covid-black-lives-matter 

Bhattacharya, Du, Shuli, Chitrabhan, Sen, & Sankar. (2010). Maximizing Business Returns to 
Corporate Social Responsibility (CSR): The Role of CSR Communication. International Journal 
of Management Reviews, 12, 8-19. 

Blom, F. (2020, 06 16). Dagensopinion. Retrieved from www.dagensopinion.se: 
https://dagensopinion.se/artikel/foretag-som-tar-stallning-riskerar-kritik-fran-tva-hall/ 

Bryman, A., & Bell, E. (2011). Research Methods in Business Studies. Prentice Hall. 

Bryman, A., Bell, E., & Harley, B. (2019). Business research methods. Oxford: University Press. 

Buil, I., Martinez, E., & Chernatony, L. (2013). The influence of brand equity on consumer responses. 
Journal of Consumer Marketing, 30, 62-74. 

Capelli, S., Guillot-Soulez, C., & Sabadie, W. (2015). Corporate social responsibility engagement and 
organizational attractiveness: does communication protect when coping with crisis? 
Université Jean Moulin Lyon 3 IAE Lyon, 3-23. 

Carson, B. (2017, 2 3). businessinsider. Retrieved from www.businessinsider.com: 
https://www.businessinsider.com/over-200000-people-deleted-uber-after-deleteuber-2017-
2?r=US&IR=T 

Celsi, R. L., Jerry, C., & Olson. (1988). The Role of Involvement in Attention and Comprehension 
Processes. Journal of Consumer Research, 15, 210-224. 



 

 

 

Christensen, L., Engdahl, N., Grääs, C., & Haglund, L. (2016). Marknadsundersökning : en handbok. 
Stockholm: Studentlitteratur AB. 

Cicourel, A. V. (1982). Interviews, Surveys, and the Problem of Ecological Validity. In A. V. Cicourel, 
The Amercian Sociologist (pp. 11-20). San Diego: Amercian Sociological Association. 

Daellenbach, K. (2014). Framing messages for community preparation: an approach to disaster. Lake 
Louise, Alberta. 

Dahlén, M., & Lange, F. (2009). Optimal marknadskommunikation. Malmö: Liber AB. 

Dahlqvist, U., & Melin, F. (2010). Varumärken i offentlig tjänst. Malmö: Liber AB. 

Dens, N., De Pelsmacker, P., & Janssens, W. (2008). Exploring consumer reactions to incongruent 
mild disgust appeals. Journal of Marketing Communications, 14, pp. 249-269. 

Doritos. (n.d.). Retrieved from https://lesbicanarias.es/wp-content/uploads/2016/06/Doritos-
Rainbow.jpg 

Edelman. (2019). Trust Barometer Special Report: In Brands We Trust? Barometer Annual Global 
Study. 

Ek, T., & Granlund, J. (2020, 05 15). Aftonbladet. Retrieved from www.aftonbladet.se: 
https://www.aftonbladet.se/nojesbladet/a/dOVEyJ/paolo-roberto-bekraftar-greps-for-
sexkop 

Evans, M., Foxall, G., & Jamal, A. (2008). Konsumentbeteende. Malmö: Liber AB. 

Evans, M., Foxall, G., & Jamal, A. (2018). Konsumentbeteende. Malmö: Liber AB. 

explorecurate. (2020, 03 12). Retrieved from www.explorecurate.com: 
https://explorecurate.com/2016/02/15/sa-manga-reklambudskap-nas-du-dagligen-av/ 

Fredriksson, C., Svingstedt, A., Bäckström, K., Derwik, P. F., & Rehncrona, C. (2017). Kunniga kunder 
ställer nya krav på handeln. 

Friestad, M., & Wright, P. (1994). The Persuasion Knowledge Model: How People Cope with 
Persuasion Attempts. Journal of Consumer Research, 1-31. 

Ghauri, P., & Gronhaug, K. (2005). Research Methods in Business Studies. Prentice Hall. 

Golder. (2002). Branding and Brand Equity. In B. A. Wetz, & R. Wensley, Handbook of Marketing (p. 
152). New Delhi: SAGE Publications. 

Grumbein, A. (2014). I Can Explain ... It's Something About the Way You Look Tonight. University of 
Florida. 

Grumbein, A. (2014). I Can Explain ... It's Something About the Way You Look Tonight. University of 
Florida. 

Grumbein, A. (2014). It's Something About the Way You Look Tonight. University of Florida. 

hallakonsument. (2017). Hallakonsument. Retrieved from www.hallakonsument.se: 
https://www.hallakonsument.se/ 



 

 

 

Holt, D. B. (2020). Why Do Brands Cause Trouble? A Dialectical Theory of Consumer Culture and 
Branding. Journal of Consumer Research, 29, 70-90. 

Hooley, G., Saunders, J., Piercy, F., & Nigel. (2004). Marketing strategy and competitive positioning. 
Harlow: Prentice Hall. 

Huckins, J., Da Silva, A. W., Hedlund, E. R., Nepal, S. K., & Campbell, A. (2018). Mental health and 
behavior of college students during the early phases of the COVID-19 pandemic:Longitudinal 
smart- phone and ecological momentary assessment study. Journal of Medical Internet 
Research. 

Ingemar, E., & Göransson, L. (2011). Arbetarrörelsens kris – Mellan reformism och 
marknadsliberalism . 

Johannessen, A., & Tufte, P. A. (2003). Introduktion till samhällsvetenskaplig metod. Malmö: Liber AB. 

Kapitan, s., Kennedy, A., & Berth, N. (2019). Industrial Marketing Management. Elsevier. 

Keller, K. L. (2002). Branding and Brand Equity. In B. A. Witz, & R. Wensley, Handbook of MArketing 
(p. 151). New Delhi: SAGE Publications. 

Kotler, P., & Keller, K. (2011). Marketing Management Global Edition. Pearson Education, 14. 

Kotler, P., & Sarkar, C. (2018). BRAND ACTIVISM: FROM PURPOSE TO ACTION. 

Kotler, P., Parment, A., & Gary, A. (2016). Principles of Marketing. Stockholm: Pearson. 

Löfgren, H. (2014). Lärarberättelser från förskolan. Stockholm: Liber AB. 

LaPiere, R. T. (1934). Attitudes vs. Actions. In R. T. LaPiere, Social Forces (pp. 230-237). Oxford: 
Oxford University Press. 

Laufer, S. W. (2003). Social Accountability and Corporate Greenwashing. Journal of Business Ethics, 
43, pp. 253-261. 

Lebron, C. J. (2017). THE MAKING OF BLACK LIVES MATTER: A BRIEF HISTORY OF AN IDEA. OXFORD 
UNIVERSITY PRESS. 

Lucas. (2017, 12 22). hbt-gbg. Retrieved from www.hbt-gbg.se: http://hbt-gbg.se/priderorelsens-
historia-nationellt-och-internationellt/ 

Manfredi-Sanchez, J. (2019). Brand activism, Communication & Society. 32(4). 

Maqbool, A. (2020, 07 11). BBC. Retrieved from www.bbc.com: https://www.bbc.com/news/world-
us-canada-53273381 

Martin, D., & Schouten, J. (2012). Sustainable Marketing. New Jersey: Peason. 

Mellon, J. B. (2020, 10 10). Odwyerpr. Retrieved from www.odwyerpr.com: 
https://www.odwyerpr.com/story/public/14701/2020-08-10/2020-year-brand-activism.html 

Merkelsen, H. (2011). The double-edged sword of legitimacy in public relations. Journal of 
Communications Management, 15. 

Merriam, S. B. (1998). Qualitative Research and Case Study Applications in Education. San Francisco: 
Jossey-Bass Publishers. 



 

 

 

Morris, J. D., Woo, C., Geason, J. A., & Kim, J. (2020, 06). The Power of Affect: Predicting Intention. 
The University of Florida, 42(3), 1-17. 

Mukherjee, S., & Althuizen, N. (2020). Brand activism: Does courting controversy help or hurt a 
brand? 

Murphy, J. M. (1992). Branding; A Key Marketing Tool. In J. M. Murphy, Branding; A Key Marketing 
Tool (pp. 1-2). Macmillan Publisher Limited. 

NIKE. (2021). NIKE. Retrieved from www.nike.com: https://news.nike.com/featured_video/nike-m-
maternity-film-the-toughest-athletes 

Punj, N. G., & Hillyer, L. C. (2014). A Cognitive Model of Customer-Based Brand Equity for Frequently 
Purchased Products: Conceptual Framework and Empirical Results. JOURNAL OF CONSUMER 
PSYCHOLOGY, 124-131. 

Rajendra, K., Srivastava, T. A., & Shervani, L. F. (1988). Market-Based Assets and Shareholder Value: A 
Framework for Analysis. Journal of Marketing. 

SCB. (2021). SCB. Retrieved from www.scb.se: 
https://www.scb.se/dokumentation/statistikguiden/grundlaggande-rakneregler-i-
statistiken/central--och-spridningsmatt/ 

Schiffman, L., Hansen, H., & Kanuk, L. (2011). Business Research Methods. Oxford University Press. 

Seele, P., & Gatti, L. (2017). Greenwashing Revisited: In Search of a Typology and Accusation-Based 
Definition Incorporating Legitimacy Strategies. Business Strategy and the Environment, 239-
252. 

Silverman, S. N., Sprott, D. E., & Pascal, V. J. (1999). Relating Consumer-Based Sources of Brand 
Equity to Market Outcomes. Advances in Consumer Research, 352-358. 

Sobande, F. (2019). Woke-Washing: ‘Intersectional’ Fem- vertising and Branding ‘Woke’ Bravery. 
European Journal of Marketing. 

Tankovska, H. (2021, 02 5). Statista. Retrieved from www.statista.com: 
https://www.statista.com/topics/751/facebook/#dossierSummary 

Tolba, A., & Hassa, S. (2009). Linking customer-based brand equity with brand market performance: 
A managerial approach. Journal of Product & Brand Management, 18, 356-366. 

Ulke, A.-K., & Schons, L. M. (2016). CSR as a Selling of Indulgences: An Experimental Investigation of 
Customers’ Perceptions of CSR Activities Depending on Corporate Reputation. Corporate 
Reputation Review volume, 263-280. 

Vaid, H. (2003). Branding. New York: WATSON-GUPTILL PUBLICATIONS. 

Walton, D. (2005). Abductive reasoning. . Alabama : The university of Alabama Press. 

Wernerfelt, B. (1988). Umbrella Branding as a Signal of New Product Quality: An Example of 
Signalling by Posting a Bond. RAND Journal of Economics, 458-466. 

Winberg, Y., & Törner, A. (2020, 10 8). Resume. Retrieved from www.resume.se: 
https://www.resume.se/alla-nyheter/podcast/paolos-marknadschef-talar-ut-efter-
skandalen-har-ar-vagen-framat/ 



 

 

 

Vredenburg, & Jessica, S. A. (2018). Woke Washing: What Happens When Marketing 
Communications Don’t Match Corporate Practice. 

Vredenburg, Jessica, Spry, Amanda, Kemper, Joya, . . . Sommer. (2018). Woke Washing: What 
Happens When Marketing Communications Don’t Match Corporate Practice. 

Yoo. (2000). Brand Functions. In B. A. Witz, & R. Wensley, Handbook of Marketing (p. 152). New 
Delhi: SAGE Publications. 

Zaichkowsky, J. L. (1987). The Emotional Affect of Product Involvement. Association for Consumer 
Research, 14, 32-35. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

APPENDIX 

 



 

 

 

 

 
 

 



 

 

 

 
 
 

 



 

 

 

 

 

 
 



 

 

 

 

 

 
 



 

 

 

 

 
 
 
 


