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Abstract 
Consumers are increasingly expecting brands to take a stance on sociopolitical issues. However, few 

brands take a stance on sociopolitical issues because of the risk of consumer outrage and varying 

understanding of the benefits. This thesis sets out to investigate how brand stance on sociopolitical 

issues affect consumers’ attitudes toward the brand, examined in the context of Carlsberg Danmark and 

MeToo in Denmark. Through a survey-experiment with three brand stance manipulations on MeToo it 

is examined how consumers’ attitudes change dependent on brand stance being either MeToo 

supportive, MeToo non-supportive or neutral. Our findings contribute to the theoretical literature of 

brand activism as we find both empirical evidence of positive and negative consumer attitudes when a 

brand takes a stance on a sociopolitical issue. Specifically, our findings provide evidence of brand 

stance having an effect on consumers’ brand affect, brand stance evaluation, brand love, and self-brand 

integration. Another interesting find is that we solely find the consumers in agreement with MeToo to 

be affected by brand stance on MeToo, which serves as a path for future research in understanding why 

consumers behave differently based on their agreement with a sociopolitical issue. This study 

contributes clarity on how consumers react to brand stances on sociopolitical issues, thus better 

equipping brands to venture into the land of brand activism and utilize the valuable potential for 

enhancing consumer attitudes and relationships while navigating the risks.  
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Executive summary  
Consumers are increasingly expecting brands to take a stance on polarized sociopolitical issues, also known 

as engaging in brand activism. Brand activism has been said to improve consumers’ attitudes toward a brand 

and their consumer-brand relationships. However, when brands engage in brand activism, brands also risk 

alienating potential customers that support an opposing side of the issue. Thus, many brands avoid engaging 

in brand activism despite its possibility to provide valuable benefits for the brand.  

  

This thesis aims at contributing further understanding on how consumers' attitudes toward a brand are 

affected when the brand takes a stance on a sociopolitical issue to better equip brands in successfully 

engaging in brand activism. To do so, changes in consumers’ attitudes were examined through the 

sociopolitical issue, MeToo, and Carlsberg Danmark.  

 

First, we find that solely the consumers agreeing with the sociopolitical issue, MeToo, are affected by brand 

stances on MeToo. Brands can utilize this knowledge to understand how different consumers based on their 

agreement with a sociopolitical issue are affected by brand stances. Our findings indicate no risks of taking a 

supportive brand stance on MeToo, as the consumers disagreeing are unaffected. However, we speculate 

lack of emotional involvement, lack of interaction, wrong messaging in brand stance to be reasons for this 

finding. Thus, we advise that brand managers do not use these findings as evidence of supportive brand 

stances being risk-free but are aware that some consumers might be more affected by brand stance on 

sociopolitical than others.  

  

Second, we find that brand activism yields positive consumer attitudes. Specifically, we uncover empirical 

evidence of consumers’ overall feeling toward the brand increasing when the brand stance is supportive. 

Further, we find that brand stances on sociopolitical issues serve as a possibility for consumers to evaluate 

how self-similar they feel toward a brand, as they evaluate if their values and beliefs or desired identity traits 

are represented by the brand in their brand stance.  

  

Third, we find evidence of consumer attitudes being likewise negatively affected by brand stance on MeToo. 

Thus, also finding evidence of the risks of engaging in brand activism when consumers evaluate the brand 

stance negatively. Also, we find that consumers will decrease their association with brand love toward the 

brand, thus indicating harmful consequences on valuable consumer-brand relationships. Our findings, 

however, indicate these benefits to be elicited by the consumers in support of MeToo, where the consumers 

disagreeing with MeToo are unaffected.  
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Our study contributes a POX model adapted from Heider’s balance theory (1958), which can help managers 

predict how consumers will react to brand stances on sociopolitical issues. We find that when consumers' 

opinion on a sociopolitical issue differs from the opinion expressed by the brand, consumers will decrease 

their feelings toward the brand. Further, we find that consumers initially disliking the brand will substantially 

improve their feelings toward the brand when the brand stance aligns with their opinion on MeToo. 

Likewise, we find that consumers initially liking the brand will further increase their feelings toward the 

brand when brand opinion aligns with theirs. These findings, however, solely apply to consumers agreeing 

with MeToo. This model serves as a tool for brand managers to better predict how consumers will react to 

their brand activism based on their opinion on a sociopolitical issue. Our findings contribute knowledge on 

how brand activism can elicit positive consumer attitudes toward a brand, and substantially improve 

consumer-brand relationships, and thus aiding in accommodating contemporary consumer expectations 

while meeting business objectives.   
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1. Introduction  
In recent years, consumers increasingly expect brands to demonstrate their opinion on sociopolitical 

issues, meaning issues that have not yet reached a dominant agreement in society and, therefore, have 

divided opinions (Bhagwat, Warren, Beck, & Watson, 2020, p. 1), (Vredenburg, Kapitan, Spry, & 

Kemper, 2020, p. 444) (Mukherjee & Althuizen, 2020, p. 772). Examples of sociopolitical issues are; 

racism, gay rights, gender inequality, and free abortion.  

  

Sociopolitical issues are defined as possessing a social and political nature with diverse and often 

polarized opinions among individuals and groups (Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 

445). Also, due to this polarization, they are found to elicit strong consumer reactions, which can either 

be expressed dominantly positive or negative (Mukherjee & Althuizen, 2020, p. 773). Cambridge 

dictionary defines sociopolitical as “differences between groups of people relating to their political 

beliefs, social class, etc.” (Cambridge Dictionary1, n.d.) and defines an issue as “a subject or problem 

that people are thinking and talking about” (Cambridge Dictionary2, n.d.). 

  

As more of this type of issues are getting attention in contemporary society, such as the Black Lives 

Matter movement and the MeToo movement, consumers are increasingly expecting brands to 

communicate their opinion on these polarized sociopolitical issues, also known as taking a brand stance 

or engaging in brand activism (Vredenburg, Kapitan, Spry, & Kemper, 2020). This expectation is 

founded in contemporary consumers looking for brands to provide value beyond price and quality 

(Lipovetsky, 2010), and which they feel represent their values and beliefs (Bhattacharya & Sen, 2003). 

  

Research finds that 72% of consumers believe companies should take a stance on sociopolitical issues 

(Global Strategy Group, 2014, p. 4). 50% of consumers think companies should take a stance on social 

and cultural issues, and 37% find brand stance on a sociopolitical issue as a reason to buy from a brand 

beyond price and quality (Barton, Ishikawa, Quiring, & Theofilou, 2018, p. 8). Harvard Business 

Review found that 64% of consumers find shared values with a brand as a prime reason for engaging in 

consumer-brand relationships (Freeman, Spenner, & Bird, 2012). These findings indicate consumers 

increasing expectations from brands, and the potential brand activism has to build stronger consumer-

brand relationships. However, brands also risk alienating themselves from potential customers when 

they demonstrate support for one side of an issue, due to the polarized nature of sociopolitical issues 

(Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 444). In the worst cases, the brand can experience 
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outrage and backlash from an opposing group, which potentially can harm the brand’s image 

(Mukherjee & Althuizen, 2020, p. 775). 

  

“Nike due to your support of C.K. in your coming ads, I as an American can no longer support your 

company. #boycottNike #IStandForOurFlag” (Appendix 1) 

Tweet on Nike’s ad campaigns featuring the NBA player Colin Kaepernick ‘Believe In Something, Even 

If It Means Sacrificing Everything’ after he refused to kneel during the national anthem to protest racial 

injustice (Boren, 2018).  

  

“Gillette have made it clear they do not want the business of masculine men. I will grant their wish” 

(Appendix 1) 

Twitter comment on Gillette's public brand stance video ‘The Best a Man Can Be’ challenging toxic 

masculinity in 2019 (Ritschel, 2019) 

 

The above examples illustrate the negative consequences a brand can suffer when taking a stance on a 

polarized issue. It can damage valuable consumer-brand relationships, lead to negative word-of-mouth, 

and consumer boycott (Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 452). 68% of marketing leaders 

stated fear in their company’s ability to attract and retain customers as the prime reason for not engaging 

in brand activism in the CMO Survey 2018 (Moorman, 2020, p. 389; Deloitte, 2018). Further, Moorman 

(2020) argues that brands are hesitant to take a stance on sociopolitical issues due to the focus on the 

risk of doing so (Moorman, 2020). Seeing these exemplified risks, it is also not strange that the 

Marketing Science Institute in 2016 identified brand stance on sociopolitical issues as a critical issue for 

marketing practitioners to focus on in the future (Marketing Science Institute, 2016). 

 

In America, companies are starting to try to meet these contemporary consumer expectations, but in 

Denmark, most companies have stayed silent publicly and only vaguely responded to comments in the 

media (Laursen, 2019). In September 2020, The Danish TV host, Sophie Linde, regenerated the Danish 

MeToo debate (TV2 Nyheder, 2020), after Danes mostly ignored or dismissed the issue in 2017 (Sæhl, 

2017). A few media personalities received criticism for unprofessional behavior, and companies took 

symbolic initiatives without much action to support it. This was no longer the case in 2020. Multiple 

politicians and media personalities lost their job, and the Danes now contributed skewed gender equality 

and power abuse a new sense of importance. However, this again resulted in no large brands 

demonstrating a public stance on MeToo (Dragsdahl, 2020).  
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We find that 81.5% of Danish consumers believe brand stance on MeToo to be important (Appendix 2). 

Thus, Danish consumers not caring about MeToo cannot be the explanation for this silence from brands. 

Also, we find that 67.7% of Danes hold an opinion toward the sociopolitical issue MeToo (Appendix 3), 

indicating taking a brand stance to serve as an opportunity for Danish brands to meet contemporary 

consumer expectations and connect with consumers. Why do no brands take a stance on MeToo? 

 

Potentially the Danish brands evaluated it too risky after observing the backlash experienced by large 

brands in other countries? Or, there is simply not sufficient knowledge available on how consumers will 

react to brand stances on polarized sociopolitical issues?  

 

Our thesis aims at filling this knowledge gap by contributing further understanding on how consumers' 

attitudes toward a brand are affected when the brand takes a stance on a sociopolitical issue, such as 

MeToo in Denmark. Thereby, we will contribute to brands being better equipped to venture into the 

land of brand activism and utilize the valuable potential for enhancing consumer attitudes toward the 

brand and consumer-brand relationships while navigating the risks.  

 

Specifically, this thesis research question is:  

How does brand stance on sociopolitical issues affect consumers’ attitudes toward the brand, 

examined in the context of Carlsberg Danmark and MeToo in Denmark? 

 

We have chosen Carlsberg Danmark as the examined context, as we needed a brand well-known to the 

majority of the Danish population to indicate changes in consumer attitudes.  

 

For answering our research question, we will start by outlining the existing literature on brand activism, 

consumer-brand relationships, consumer attitudes, and information processing. Second, we will shortly 

outline our case, Carlsberg Danmark and MeToo, in a Danish context, which will be the context used to 

examine our research question. Third, we will present and argue ten hypotheses, which will allow us to 

aid in filling the knowledge gap on how consumers react to brand stance on sociopolitical issues. 

Fourth, we will outline our methodological considerations, our measurement development, and analysis 

techniques, which will establish the validity and reliability of our research approach. Fifth, we will 

analyze our data to obtain support or opposition for our proposed hypotheses. Sixth, we will discuss 

how our findings contribute to the existing literature and the managerial implications that can assist 
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brands in better engaging in brand activism. Lastly, we will conclude on our results, highlight our 

limitations and suggest areas for future research.  
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2. Literature review  
Within this section, we will outline the existing literature on brand activism, consumer-brand 

relationships, consumer attitudes, and how consumers process information. This literature review will 

stand as the foundation of our proposed hypotheses that will allow us to answer our research question 

and discuss how our findings can contribute to theory and practice. 

 

2.1 Brand activism 
A sociopolitical issue is defined as an issue, which possesses a political and social dimension and has 

diverse and often polarized opinions among individuals and groups (Vredenburg, Kapitan, Spry, & 

Kemper, 2020, p. 445). Bhagwat et al. (2020) define “sociopolitical activism” as a firm’s public 

demonstration of support or opposition to one side of a partisan issue (p. 1). Moorman (2020) draws on 

this partisan aspect of the issue and states that when brands engage in these topics, they need to either 

challenge or defend the status quo, meaning showing support for one side of the polarized issue. This 

may be done by advocating for or against climate change, equal rights, racism, etc. (p. 389). Mukherjee 

& Althuizen (2020) define brand activism as when a brand communicates on a sociopolitical issue, 

which has not yet received consensus in society, thus implying split or polarized opinions (p. 773). 

When a brand takes a stance on a sociopolitical issue it is termed brand activism. We use these two 

terms interchangeably in this thesis, but it can be noted that a brand stance is a brand activity when the 

brand engages in brand activism.  

 

Due to the polarized nature of sociopolitical issues, brand activism it is to be understood separate from 

corporate social responsibility and cause-related marketing, as these typically concern non-polarized 

issues, such as supporting education and aiding after natural disasters. These are unlikely to receive 

consumer backlash, unless they are perceived as an inauthentic marketing tactic. Corporate social 

responsibility is thus unlikely to provoke negative consumer attitudes toward a brand (Bhagwat, 

Warren, Beck, & Watson, 2020, p. 1). Brand activism on the other hand will due to the sociopolitical 

polarized nature and ability to elicit strong consumer reactions always provoke both negative and 

positive consumer reactions (Milfeld & Flint, 2020, p. 1) Another way to distinguish between the terms 

is through the spontaneous nature of brand activism. Where cause-related marketing or CSR usually is 

linked to a brand’s strategy and planned a long time in advance, brand activism can occur rather ad hoc, 

when sociopolitical arises and intensifies in the brand’s environment (Mukherjee & Althuizen, 2020, p. 

773). A good example of this is Barilla’s competitors’ response the day after Chairman, Guido Barilla, 
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claimed support for the traditional family structure. Buitoni posted an image on Facebook of gender 

symbolled pasta titled “pasta for all” (Appendix 4) (Nichols, 2013). Garofalo released an advertisement 

that depicted penne and pasta arranged in various couplings with the caption ‘To us, it doesn’t matter 

with whom you do it, it only matters that you do it al dente (Appendix 4)’’ (Hayes, 2013). These 

examples illustrate how these brands quickly picked up on a sociopolitical issue in their environment 

and responded without extensive strategic planning (Weinzimmer & Esken, 2016, p. 332). 

 

Bhagwat et al. (2020) propose a 2 x 2 model based on levels of publicity and partisanship, which aids in 

distinguishing corporate social responsibility (CSR) from corporate political activity (CPA)1, and 

corporate sociopolitical activism (CSA) (p. 3) (See figure 1). Corporate sociopolitical activism (CSA) or 

brand activism differs from CSR due to it being high in partisanship (polarization in society), where this 

is not the case for CSR. Also, CSA is distinguished from CPA as publicity is low compared to CSA 

(Ibid.).  

 

 
Figure 1. Conceptual distinctions among CSR, CPA, and CSA (Bhagwat, Warren, Beck, & Watson, 

2020).  

 

Moorman (2020) defines seven different brand sociopolitical activism perspectives. The first is the 

brand authenticity view, being probably the most accepted. This refers to brand activism requiring 

companies to act in a consistent manner that authentically connects with their target market. This tends 

to reduce brand activism because marketing practitioners tend to worry about authenticity and the risks 

                                                   
1 Corporate attempts to shape government policy in ways favorable to the firm. 
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it can have on the brand (p. 389). The second is the corporate citizen view which views brands as having 

a role as political actors (Ibid.). The third view is the cultural authority view, which focuses on the 

power and even perceived responsibility iconic brands such as Nike and Apple have on shaping society 

for the better (Ibid. p. 390). The fourth is the calculative view, which is the perception that a brand 

engages in brand activism to win market share or target a specific segment. This view has sometimes 

been accused of being inauthentic in brand activism literature, because of its ’winning’ objectives 

(Ibid.). The fifth view is the brand as educators view, where brands move society in a more desirable 

direction. This is usually observed in the food and drink industry, where brands will remove unhealthy 

additives from products or launch healthy alternatives (Ibid. p. 391). The sixth view is when the brand’s 

business strategy is part of their brand activism. Products and services are viewed as tools for creating 

change in the world. This distinguishes itself from social responsibility as the brand activism is a 

defining aspect of the brand. The outdoor clothing company, Patagonia, and the milk substitute, Oatly, 

are usually thought of in this context (Ibid.). The last seventh view is the employee engagement view, 

where the brand engages in brand activism to retain and attract new employees. Mainly related to 

millennials wanting to work for companies that make a difference. This view is usually compared to the 

calculative view, as they both have calculated gains in mind for engaging in brand activism (Ibid.).  

 

2.1.1 Authentic brand activism  
 Moormann’s authenticity view (Moorman, 2020, p. 389) and Vredenburg et al. (2020) highlight the 

importance of authenticity when brands engage in brand activism. Brands communicating on polarized 

sociopolitical issues are not only in fear of alienating half of their customer base, as it can also 

potentially alienate the other half, if consumers deem the message to be insincere or used in an 

unauthentic matter. This could be a marketing tactic, where the brand signals virtues to be relevant with 

a desired customer group (p. 445). This can be exemplified through Gillette targeting toxic masculinity 

in their campaign ‘The Best a Man Can Be’. This campaign received 901,000 dislikes on YouTube in 

the first few weeks after publishing (Ibid. p. 444). Consumers were unclear if Gillette actually 

communicated deeply held values or simply signaled a virtue as a marketing tactic (Ritschel, 2019). 

Also, Nike received major criticism after including messaging in support of racial justice as consumers 

pointed out that they did not practice their messaging themselves, pointing at their lack of black board 

members (Ritson, 2020). 

 

Perception of inauthentic brand activism can harm both revenue, brand equity, and brand image. 

However, when the brand stance is accepted as genuine it has the possibility to elicit powerful positive 
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consumer attitudes toward the brand (Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 445). Achieving 

authentic brand activism demands the brand to align activist efforts and messaging with already existing 

public values and beliefs. Previous literature has merely looked at brand activism as a contemporary 

marketing strategy neglecting the authenticity dimension of brand activism. Vredenburg et al.’s (2020) 

definition of brand activism thus highlights the authenticity of the stance in order for it to be successful. 

Success here is defined as marketing success being an increase in brand equity as a result of positive 

responses to the brand driven by strong, favorable, and unique associations held in the consumers’ mind 

(Keller, 1993). Here, brand activism demands alignment of three characteristics of the brand; 1) the 

brand’s purpose and values as a reflection of employees, brand promise, and caretaking of stakeholder 

needs and wants and how those are articulated and understood in the marketplace; 2) the messaging type 

and content circulated through brand channels, traditional media channels, and peer-to-peer and social 

media channels; and 3) its corporate practices and how key stakeholders catalog, demonstrate and 

interpret these practices in the marketplace (p. 445). This entails that brand activist communication 

cannot stand alone without having it backed by actual prosocial behavior as it will compromise 

authenticity. Further, the practice has to be aligned with the brand’s values and purpose otherwise it will 

be perceived as inauthentic. This is also found by Weinzimmer and Esken (2016) that note 56% of 

consumers do not find it appropriate when the brands take a stance that has nothing to do with their 

business (p. 335).  

 

Based on the above Vredenburg et al. (2020) build a theory-based typology of brand activism, which 

distinguishes different forms of activism in terms of a brand’s adoption of activist marketing messages 

(high to low) and a brand’s employment of prosocial corporate practices in support of the sociopolitical 

cause (high to low) (p. 445) (See figure 2).  
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Figure 2. Typology of brand activism (Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 449). 

 

This typology aims at creating a simplified overview of types of authentic brand activism. It is, 

therefore, acknowledged that lines between dimensions are not fixed and can be blurred.  

 

Absence of Brand Activism refers to when brands do not adopt any prosocial corporate practices and do 

not communicate prosocial brand purpose and values or use any activist marketing messaging. Brands 

having this behavior usually operate in environments where consumers do not show a tendency to 

expect brand activism. Also, it is usually brands that are not dependent on partnering with sociopolitical 

causes to obtain brand legitimacy, such as many business-to-business firms (Vredenburg, Kapitan, Spry, 

& Kemper, 2020, p. 450).  

 

Silent Brand Activism refers to brands that support sociopolitical causes as part of their core mission or 

strategic focus. However, they do not explicitly communicate it. They are more characterized by 

working on long-term integrated prosocial corporate practices that are part of their modus operandi (way 

of working) and closely linked to their purpose and values. These are usually smaller brands, such as B-

Corps, whose products and services aim at bringing about a better world, through for example prosocial 

behavior and sustainability (Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 450).   

 

Authentic Brand Activism refers to brands that are perceived as being authentic in their purpose and 

values, activist messaging, and prosocial behavior, meaning that they are all aligned. Patagonia is a 

well-known example of this type of brand activism, using its values and purpose to drive its prosocial 
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behavior and marketing messaging. This form of brand activism is considered superior as it demands 

truthful alignment of activist messaging with purpose- and value-driven prosocial behavior. Also, it 

delivers the greatest brand equity outcomes. Just like brands can signal the positioning of products, they 

can also serve as signals of a firm’s position on a sociopolitical issue. When a brand demonstrates the 

willingness and ability to deliver on sociopolitical claims, it can lower the perceived risk associated with 

choosing their brand. Thus, increasing consumer-expected utility, in which consumers view the brand as 

delivering extra value (Vredenburg, Kapitan, Spry, & Kemper, 2020, pp. 450-451).  

 

Inauthentic Brand Activism refers to brands using activist marketing messaging that communicates their 

support of one or more sociopolitical causes. However, they do not explicitly substantiate their 

marketing messaging with prosocial behavior, or they actively hide their absence of practices. This can 

likely give consumers the perception of the brand being insincere in their brand activism or in the worst 

case deceptive. It is risky for brands to be in this position as there is an increasing focus on brand 

activism and brands’ needs to deliver on expectations from consumers. Not only does inauthentic brand 

activism suffer from negative brand equity implications due to negative brand associations and false 

signaling; it is also unethical to be misleading and communicate unsupported claims that create 

consumer distrust (Vredenburg, Kapitan, Spry, & Kemper, 2020, pp. 450-451).   

 

The last dimension of the above typology is also known as greenwashing, which is when brands signal 

sustainable behavior without actual proactive action to support it, and more accurately in this context 

“woke washing”. Woke washing is used to describe brands communicating a stance on a sociopolitical 

topic without having aligned it with its purpose and values, and prosocial behavior, but solely used it to 

generate positive associations from one or more relevant consumer groups – thus, using it as a 

marketing tactic (Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 451). A popular example of this is 

Pepsi. In 2017, Pepsi aimed at reaching a more youthful audience and used TV star Kendall Jenner and 

the Black Lives Matter sociopolitical issue. Pepsi did not have any related history or prosocial behavior 

concerning the Black Lives Matter movement and no previous activist messaging on the issue. This was 

deemed as extremely inauthentic by consumers as the brand solely communicated for economic 

purposes and not genuine interest and proactive support of the Black Lives Matter movement (Jones, 

2019). 
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2.1.2 Brand activism strategies 
In recent literature, Sibai et al. (2021) contribute to the understanding of authenticating brand activism. 

They highlight activist brands commonly engage in controversies to redefine which opinions are 

acceptable to communicate publicly, defined by them as free speech boundary work (p. 1). Free speech 

boundary work is the negotiating of whether social norms on which opinions can be expressed publicly 

should be challenged or accepted. Successful negotiation of these free speech boundaries will generate 

praise, where rejection leads to backlash and negatively affects the brand. Their research aims to aid 

brands in understanding how the negotiation of free speech boundaries can be done to best authenticate 

their activist communication (Ibid. p. 2). Through a qualitative study, employing a comparative case 

study approach, they based on 18 activist brands established a framework on how to authenticate brand 

activist messaging (See figure 3). 

 

 
Figure 3. How brands negotiate the boundaries of free speech to authenticate their activist positioning 

(Sibai, Mimoun, & Boukis, 2021, p. 6) 

 

They identified three controversial strategies that challenge the boundaries of free speech. The first 

strategy is ‘creating monstrous hybrids’, which is when the brand creates objects, such as products, ads, 

press releases, etc. Monstrous hybrids open debate about what can be said in the public space, while not 

allowing stakeholders to come to a definite conclusion, thereby blurring free speech boundaries. They 

usually raise new controversies and creates moral ambiguity, thus preventing redefinition of the 
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boundary (Sibai, Mimoun, & Boukis, 2021, p. 6) A good example is the 1992 ad by United Colors of 

Benneton depicting the famous gay activist and AIDS victim, David Kirby, lying on his death bed 

resembling Jesus Christ. The ad challenged gay rights and religion during a time where homophobia 

was intense, and AIDS was heavily stigmatized as ‘the gay plague’, which created global controversy 

(Brough, 2001).  

 

The second strategy is ‘challenging the establishment’ where the brand challenges two parties of 

unequal moral standing and criticizes the moral judgments underlying the powerful party’s discourse. 

This strategy shifts the boundaries of free speech by moving the line that defines what can be said 

publicly. A good example of this is Nike’s Kaepernick campaign challenging racial injustice. Nike 

contributed to redefining the norms defining the boundaries of sportsmen’s political expression to 

promote racial equality (Sibai, Mimoun, & Boukis, 2021, p. 7).  

 

The third strategy is ‘Demonstrating exemplarity’. Here, a brand presents itself as striving to imagine a 

better way of thinking and living morally. Through this, they introduce new boundaries of free speech 

by pioneering new social norms, portraying what can be said in the public space. An example of this is 

Oatly, which is a brand that sells oat-based dairy products. They made a campaign titled ‘like milk, but 

for humans’, thus introducing new social norms by encouraging a plant-based diet (Sibai, Mimoun, & 

Boukis, 2021, p. 8).  

 

Further, Sibai et al. find that for brands to achieve successful authentic brand activism, the controversial 

strategy must display moral competency. Stakeholders assess controversial strategies based on the 

competency they manifest in three moral skills: 1) moral sensitivity refers to the brand ability to 

recognize the moral content of a situation, 2) vision which refers to the brand’s vision and guides their 

definition of ethical and meaningful goals and actions, and 3) integration refers to the brand’s ability to 

pursue their beliefs in all situations, thus showing consistency (Sibai, Mimoun, & Boukis, 2021, pp. 9-

11). Stakeholders judge brands as true activists if their strategy demonstrate competency in all skills. If 

they are not morally consistent, their stakeholders can judge brands as 1) deviant, illustrating offensive 

behavior, 2) conformist, merely replicating established free speech boundaries, 3) and/or opportunistic, 

meaning trying to illustrate activism to achieve the usual market purpose of winning market share 

(Ibid.).  
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2.2 Consumer brand-relationships 
Lipovetsky (2010) argued that the consumer society as we know it today has undergone three different 

stages since the 1880s in which the relationship between the consumer and brand has become 

increasingly more important within each stage. The first stage started in the 1880s and ended around the 

beginning of the Second World War. This stage was characterized by industrial manufacturing, which 

was known for its mass production of standardized goods and the invention of mass marketing. Within 

this stage, the relevance of consumer-brand relationships was born as consumers started engaging in 

relationships with big brands, such as Coca-Cola and Kodak that became noticed for their packaging, 

advertising, and brand name. However, it was not until the second stage, which started around the 1950s 

that the working-class homes started to have the income to acquire modern goods such as cars, 

refrigerators, telephones, etc. (pp. 25-27). This stage was then in the late 1970s replaced by the third 

shift in the consumer society, where the focus shifted from equipping the household to equipping the 

individual. This stage still lasts today and is referred to as ‘hyperconsumption society’ (Ibid.). Here, 

individuals have the opportunity to consume everywhere and all the time. Hyperconsumption society 

favors individualized behavior also called hyperindividualism, allowing independent activities; 

individualized consumerism, personalized use of space, time, and goods (Ibid. p. 27). The 

hyperconsumption society is marked by the omnipresence of, and an obsession with brands that has 

created a focus on the individual’s expression of self and individual desires through their consumption. 

Today, consumers look for brands which provide symbolic value to the products they consume. 

Simultaneously, consumer disloyalty is growing as there are multiple offers in the marketplace (Ibid. p. 

28).  

 

In the era of hyperconsumption, consumption is more emotional than statutory and has more to do with 

recreation, meaning the individual recreating their understanding of self, rather than prestige, meaning 

having material status symbols indicating their status in society. Likewise, McCracken argued that 

consumers choose products and brands not only for their utilitarian values but also for their symbolic 

benefits (McCracken, 1986). A successful relationship between a brand and its consumers is relevant as 

it can translate into brand loyalty, as long-lasting relationships with a brand rely on deep underlying 

feelings toward it (Albert & Merunka, 2012, p. 258). 

 

2.2.1 Consumer-brand identification  
Striving for a sense of self is a fundamental aspect of the human condition (i.e. answering the question 

“who am I?”). According to Belk, “we are what we have” – what we buy, own, and consume defines us 
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to others as well as to ourselves (Belk, 1998). With the growing importance of the consumer-brand 

relationship, we recognize that brands have the ability to embody, inform, and communicate desirable 

consumer identities (Stokburger-Sauer, Ratneshwar, & Sen, 2012, p. 406). This is referred to as 

consumer-brand identification (CBI) and has become an important aspect of brand management. Strong 

consumer-brand relationships stem from consumers’ identification with a brand, which help satisfy one 

or more important self-definitional needs (Bhattacharya & Sen, 2003, p. 76). 

 

Escala and Bettman (2003) argued that when consumers’ brand associations are used to construct the 

self or to communicate the self-concept to others, a connection is formed with the brand (p. 339). 

Moreover, according to Fournier (1998), consumers identify with brands ‘to the degree to which the 

brand delivers on important identity concerns, task, or themes, thereby expressing a significant aspect of 

self’ (p. 364).   

 

CBI sees brands as caring symbolic meaning, which can help consumers achieve their fundamental 

identity goals and projects (Stokburger-Sauer, Ratneshwar, & Sen, 2012, p. 407). Bhattacarya & Sen 

(2003) defines consumers’ identification with a company as an active, selective, and volitional act 

motivated by the satisfaction of one or more self-definitional (who am I?) needs. This view focuses on 

the consumers’ voluntary act to seek out the companies in their quest for self-definitional need 

fulfillment and lowers the brand ability to enforce this on the consumer (p. 77). Further, identification 

with a brand is likely to be related to the extent to which a person perceives the brand (1) to have a 

personality that is similar to his or her own, this is referred to as self-brand similarity, (2) to be unique 

or distinctive, and (3) to be prestigious (Ibid. p. 79).  

 

Stokburger-Sauer et al. (2012) identify five drivers which influence CBI. The first two are cognitive in 

nature being 1) brand–self similarity, 2) brand distinctiveness. The other three are mainly affect-based: 

3) brand social benefits, 4) brand warmth, 5) and memorable brand experiences. Their study reveals that 

the affective drivers have a more substantial role in consumer-brand identification than the cognitive 

drivers (p. 406). In relation to brand social benefits, it is found that people often consume brands used 

by their reference groups to gain or strengthen their membership in these groups. Moreover, people can 

use brands to connect with others (e.g. through brand communities). Secondly, if consumers perceive a 

brand as warm and lovable, they will be likely to view them as more suitable candidates for their 

identity construction and maintenance than cold brands. Lastly, if they have fond memories of brand 

consumption experience (e.g. from an extraordinary consumption activity) (Ibid. p. 409-410). Further, it 



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 22 of 250 

 

is found that high CBI positively influences consumer attitudes toward the brand, brand advocacy, and 

brand loyalty (Ibid. p. 410).  

 

2.2.2 Consumer-brand identification and brand activism 
Mukherjee & Altheizen (2020) finds that brand activism provides consumers with an opportunity to 

assess the self-brand similarity between themselves and a brand through moral judgments. Meaning that 

the consumer evaluates whether the brand’s moral foundation aligns with their own. This suggests that 

if a consumer agrees will a brand’s stance on a sociopolitical issue, it increases self-brand similarity and 

increases CBI, which will lead to positive consumer attitudes. On the other hand, if the consumers 

disagree with the brand’s moral stance, it implies that they have different moral foundations, which 

naturally lead to low self-brand similarity and low consumer-brand identification, and thus negative 

consumer attitudes (p. 773). They, however, find in their research that within the domain of moral 

judgments consumers’ attitudes toward the brand are likely to be asymmetric. This is argued, as 

consumers tend to consider their own moral beliefs to be superior, and thus it is unlikely that a 

consumer will change opinion to suit the brands when the brand communicates a stance different from 

theirs. Thus, they will lower their attitude toward the brand. However, when the consumer agrees with 

the brand, this will not increase CBI and consumer attitudes as the worldview is consistent with what 

the consumer expected from the brand, and thus the consumer will not reward the brand for an expected 

behavior (Mukherjee & Althuizen, 2020, p. 780). A noticeable discovery found by Mukherjee & 

Althuizen is also that an initial high consumer-brand identification partially indicated mediation of the 

negative consequences on consumers’ attitudes when there was disagreement on a sociopolitical issue 

between the consumer and the brand (Ibid. p. 777).  

 

2.2.3 Brand love   
The most powerful consumer-brand relationship is brand love. This is the strongest, most positive 

relationship that a brand can develop with a consumer. Love is one of the core elements of consumers’ 

relationship with brands, which can be translated into a consumer’s long-term choice of a brand 

(Zarantonello, Formisano, & Grappi, 2016, p. 805).  

 

One of the first studies on brand love was done by Shimp and Madden (1988), who incorporated the 

concept of love, which can exist between people, into the relationship between a person and an object 

(Shimp & Madden, 1988, p. 163). Shimp and Madden adopted Sternberg’s triangular theory of love, 

which is made up of three components: intimacy, passion, and decision/commitment (Sternberg, 1986, 
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p. 119). The intimacy component refers to feelings of closeness, connectedness, and bondedness felt in 

loving relationships. The component of passion refers to drivers that lead to physical arousal. The third 

component, decision/commitment, refers to the decision to be committed to maintaining a loving 

relationship (Ibid.). Based on Sternberg’s triangular theory of love, Shimp and Madden developed a 

conceptual framework explaining the object-person relationship, where they derived eight different 

kinds of love, ranging from non-liking to loyalty (Shimp & Madden, 1988, p. 165). Carroll and Ahuvia 

(2006) proposed brand love as a strategic tool to gain desirable post-consumption behavior from 

consumers as brand love in their view is the behavior of satisfied consumers after they have purchased 

from the brand (pp. 86-87). They define brand love “as the degree of passionate emotional attachment a 

satisfied consumer has for a particular trade name”, thereby brand love exists beyond satisfaction (Ibid. 

p. 81).  

 

Batra et al. (2012) suggest that brand love is a concept which begins with consumer experiences. 

Consumers’ experiences with a brand can develop into brand love, which can resemble an interpersonal 

relationship (p. 2). They argue that brand love differs from interpersonal love, as an altruistic concern 

for the beloved was not found in brand love, as consumers were merely concerned with what the brand 

could do for them, not what they can do for the brand. Also, brands do not experience emotions, 

meaning they cannot return a person’s love besides benefiting the consumer (Ibid. p. 5).  

 

The concept of brand love includes and goes beyond consumers’ brand attachment, and self-brand 

connections as brand love include multiple cognitions about self-identity, emotions, and behaviors 

which consumers organize into a mental prototype, which none of the prior brand love studies based on 

interpersonal love studies do (Batra, Ahuvia, & Bagozzi, 2012, p. 4). Also, they found that loved brands 

have the opportunity to express existing identities and enact desired identities (Ibid. p. 5).  

 

Batra et al. created a prototype consisting of a list of love attributes that the consumer associated with a 

particular brand. These were then organized into a prototype referred to as brand love (Batra, Ahuvia, & 

Bagozzi, 2012, p. 2). This means that the more attributes the prototype have, the more likely is that the 

consumer considers the brand loved. Batra et al. found that brand love led to repeat purchase intention, 

positive word-of-mouth, and resistance to negative information, thus implying major benefits for brands 

achieving brand love from their customers (Ibid. p. 1).  
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Batra et. al. found ten major components in consumers’ love toward a brand, these were 1) high quality, 

2) linkages to strongly held values, 3) beliefs that the brand provided intrinsic rather than extrinsic 

rewards, 4) use of the love brand to express both current and desired self-identity, 5) positive affect, 6) a 

sense of rightness and a feeling of passion, 7) an emotional bond, 8) investment of time and money, 9) 

frequent thought and use, 10) and length of use (Batra, Ahuvia, & Bagozzi, 2012, p. 3).   

 

Further, Batra et al. studied the strength of brand love and which components of brand love were the 

most important for brand love to become strong and how these were organized. The result of the study 

is their High-Order Brand Love Factor Model (Appendix 5) which consists of seven distinct elements 

indicating a consumers’ felt brand love (1) passion-driven behaviors refers to consumers’ passionate 

desire to use and willingness to invest resources such as time, energy, and money. (2) Self–brand 

integration includes a brand’s ability to express consumers’ actual and desired identities as consumers 

strongly identify with the things they love; implying that brands should express existing identities and 

enacting desired identities (Batra, Ahuvia, & Bagozzi, 2012, p. 13). (3) Positive emotional connection 

refers to the broader positive feelings and includes a sense of emotional attachment and having an 

intuitive feeling of “rightness”. (4) Anticipated separation distress is the consumers fear of the brand 

going away or being distant. (5) Long-term relationship includes the consumer predicting extensive 

future use and a long-term commitment to the brand. (6) Positive attitude valence (i.e. satisfaction) is 

the consumers’ attitude toward the brand as brands cannot be loved without consumers liking or 

evaluating it highly. (7) Attitudes held with high certainty and confidence refers to the consumer’s 

confidence of feelings and evaluations toward the brand (Ibid.). 

 

Batra et al. argued that their model allows for the assessment of which components can strengthen the 

felt love for a brand, as all seven elements present a way to build brand love (Batra, Ahuvia, & Bagozzi, 

2012, p. 13). Yet the first three elements (enduring passion, self-brand integration, and positive 

emotional connection) were found to be the most important attributes in creating brand love (Ibid.).  

 

2.3 Consumer attitudes  
Psychologists have commonly defined an attitude as a ‘‘summary evaluation” (Ajzen, 2001, p. 28), 

meaning that multiple cognitions and affect combined delivers an overall evaluation. Attitude research 

distinguishes between cognitions and affect as well as descriptive and evaluative mental states and 

views them in a hierarchically structured mental network that makes it easy to determine how 

interactions occur between mental states (Kock, Josiassen, & Assaf, 2016, p. 31). Kock et al. (2016) 
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used this foundation in attitude research for their destination content model, which conceptualized and 

outlined the mental representations that consumers hold about a destination. The framework is 

composed of a multi-dimensional cognitive component and an affective component, which lead to an 

overall evaluative cognitive component that co-exist, interact, and affects behavior (p. 29). The 

cognitive component is all the associations that a person holds about a certain destination. The affective 

component refers to the overall affect that a person holds about a certain destination. This does not refer 

to complex emotions felt toward a destination, but rather a dominantly positive and negative core affect 

(i.e. feelings of good or bad) (Ibid. p. 33). This is grounded in feelings-as-information theory, which 

argues that individuals use the valence of their feelings to infer the direction of their attitudes and 

preferences by using heuristics (Pham, 2004, p. 362). Destination affect is also grounded in appraisal 

theory (Smith & Ellsworth, 1985), which argues that an individuals’ affective response to an object is 

based on how they cognitively understand this object, thus giving it a clear influencing link to the 

cognitive components (Kock, Josiassen, & Assaf, 2016, p. 33) (See figure 4).  

 

 
Figure 4. The destination content model (Kock, Josiassen, & Assaf, 2016). 

 

Borrowing from attitude research and Kock et al.’s (2016) destination content model, we can likewise 

assume that consumer attitudes toward a brand consist of cognitive components and an affect 

component, which determine and affect the consumer’s overall attitude toward a brand.  

 

2.3.1 Brand affect 
Bagozzi et al. (1999) term affect as an umbrella term used to describe all mental processes such as 

emotions, moods, and attitudes. Emotions are defined as a mental state of readiness that arises from 

cognitive appraisals of events or thoughts, which are usually experienced physically, such as a smile or 

frown. The line between emotions and moods can be blurred, but they are usually distinguished with 
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moods lasting longer and having lower intensity than emotions. Attitudes are defined as evaluative 

judgment, meaning good-bad reactions rather than specific emotional states, such as sad, frighten, 

angry, etc. (p. 184). To distinguish between emotions and attitudes, it can be noted that even though 

both can arise from changes in events, arousal is a necessary part of emotions but not attitudes. Also, 

attitudes possess the ability to be stored longer and can be retrieved later, whereas emotions usually are 

experienced in real-time and not stored (Ibid. p. 188). These terms are used in the literature 

interchangeably, but in this thesis, this is the distinguishing we abide by.  

 

Early theorists used the term affect in the sense in which we now use the term attitude (i.e. to denote 

overall degree of favorability). Ajzen (2001) describes affect as general moods (happiness, sadness) and 

specific emotions (fear, anger, envy), states that contain a degree of valence as well as arousal (p. 29). 

Cognitions have dominated attitude research, however, recent research increasingly direct attention 

toward affective states and how they drive behavior and decision making (Kock, Josiassen, & Assaf, 

2016, p. 32). Jasper (1998) note that affective reactions can occur without extensive cognitive encoding, 

with greater confidence by the individual than cognitive judgment, and be made quicker. Thus, he 

stresses that research might need to not solely test how cognitions affect emotions, but also how they are 

affected by them (p. 414).  

 

As stated in the above section, affect is influenced by the individuals’ cognitive understanding of the 

object, it can also be further explained through feelings-as-information research conducted by Pham 

(2004), which states that the valence of affect determines judgment and decision making (p. 362). In a 

consumer setting, this means that consumers will use their either dominantly negative or positive affect 

to influence their judgment of a product, brand, advertising, etc. This is not to indicate that we solely 

make decisions based on our feelings, but it is to stress the notion that not all decisions consumers make 

are founded in logical cognitive reasoning. This is also why we sometimes will prefer certain products 

or brands just because they elicit a good feeling, which can be founded in its quality, but also more 

hedonic aspects such as values, beliefs, history with the brand, and symbolic value. Most commonly, 

this will happen on a subconscious level, meaning that the consumer might not be able to pinpoint why 

a certain product or brand feels better than another (Bagozzi, Gopinath, & Nyer, 1999, pp. 193-194). 

Thus, it is acknowledged that consumers do not blindly use their feelings to evaluate objects, but instead 

that this occurs at a precognitive stage of evaluation (Roberts, Roberts, Peter, & Raghavan, 2015, p. 

818).  
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Chaudhurri and Holbrook (2001) defines brand affect as the brand’s potential to elicit a positive 

emotional response in the average consumer as a result of its usage (p. 82). Brand affect is the power of 

the brand which elicits an emotional experience of the relationship with the consumer, thus it can be 

understood as the relationship between the consumer and the brand. This relationship is developed 

through strong bounding based on evaluations of attributes of the brand (Ibid.). Mishra and Kesharwani 

(2015), define brand affect as the consumer’s positive or negative feeling about a brand. A positive 

brand affect means that a consumer has a good impression and feeling about the brand and will raise 

their evaluation of the brand. Likewise, if the consumer has a negative brand affect, they feel unsatisfied 

with the brand, resulting in the brand evaluation being low (p. 81). Therefore, the experienced affect 

toward a brand plays an important role in the evaluation of the brand. 

 

2.3.2 Consumers’ affect in sociopolitical activism  
Eisenberg et al. (2015) argue that individuals will engage in prosocial behavior for different reasons, 

such as concern for others, the anticipation of approval or rewards, desire to conform, or sense of duty 

or justice (p. 1). Prosocial behavior is a social behavior that individuals engage in to benefit people or 

society at large (Ibid.)  

 

Individuals’ emotions have been found to be especially relevant in prosocial behavior as individuals’ 

ability to feel sympathy and empathy have been found to be motivators for engaging in prosocial 

behavior (Eisenberg, Eggum, & Spinrad, 2015, p. 2). Jasper (1998) stresses the importance of emotions 

in social movements and how they accompany all social actions, providing both motivation and goals 

(p. 397). Previous literature has mainly focused on the cognitive aspects of social movements and 

activist behavior, which later has been found to be highly emotionally charged. Thus, emotions have a 

dominant influence in understanding why individuals engage in activist behavior (Ibid. p. 398).  

 

A common reason for engaging in social movements and prosocial behavior is the feeling of something 

being unjust. The feeling of injustice has been linked with indignation or outrage toward someone who 

can be blamed for a perceived transgression. Here, negative emotions are viewed as being the dominant 

emotions associated with the feeling of injustice. Jasper (2011) highlights the concept of moral 

emotions, which is the individuals’ feelings of disapproval or approval based on moral institutions or 

principles, such as shame, guilt, pride, indignation, outrage, and compassion. This means that 

individuals will evaluate if they feel behaviors or actions are morally correct or incorrect and either 
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experience overall positive or negative emotions. Thus, consumers’ moral evaluations are guided by 

their dominantly negative or positive emotions (p. 287).  

  

2.3.3 Consumer attitudes and affect toward brand activism  
Mukherjee & Althuizen (2020) conducted research on both known and unknown brands and found 

consumers’ attitude toward a brand decreased among the consumers disagreeing with a brand stance, 

whereas there was no significant effect for consumers who were supportive of the brand stance (p. 773). 

This indicate an asymmetric effect of brand activism for consumers’ attitudes, meaning that when 

consumers disagreed with a brand stance, it affected their attitude toward the brand negatively, but their 

attitude toward the brand did not change when they agreed with the brand stance (Ibid.). 

 

Further, Mukherjee & Althuizen discusses the concept of moral decoupling where consumers’ ability to 

decouple the source of the brand stance from the brand weakens the effect on their attitude toward the 

brand when there is consumer-brand disagreement on a brand stance. Here, they find that when 

consumers can distance the stance from the brand, such as if the CEO or a brand ambassador said it in 

private, it was less likely to affect consumers’ attitude toward the brand compared to when the brand 

publicly took the stance (Mukherjee & Althuizen, 2020, p. 782). Mukherjee & Althuizen did not find 

evidence that brand stance increased consumers’ attitude toward the brand when they agreed with the 

stance, but they did find this to occur when the brand received public backlash. This they deem due to 

in-group favoritism, meaning that consumers reward the brand for taking a stance they agree with 

despite getting public backlash. Also, they found that when the brand apologizes for its stance, the 

consumers agreeing with the stance, were likely to decrease their attitude toward the brand, as they felt 

betrayed by the brand (Ibid. p. 783). This study generally concludes that brand stance should be avoided 

by brands as it does not affect consumer attitudes when the consumer agreed with the brand on the 

sociopolitical issue, and affected consumer attitudes negatively when the consumers disagreed with the 

stance. Thus, implying no gains to be achieved for brands by taking a stance on sociopolitical issues.  

 

Another aspect highlighted by Vredenburg et al. (2020) is that brands with nonexistent or unknown 

records of prosocial practices have the least appropriate reputation for a new activism campaign 

involving a sociopolitical cause. For these brands, brand activism initiatives will be more likely to be 

perceived by consumers as conflicting with their current brand reputation (p. 453). Also, as the brands’ 

consumers do not have expectations of prosocial behavior, sociopolitical marketing operates in a narrow 

zone of consumer satisfaction, which results in an increased likelihood of an extreme consumer reaction 
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either being positive (delight) or negative (outrage). Thus, the first time a brand engages in brand 

activism, it will be more likely to provoke highly positive, but also highly negative consumer attitudes 

(Ibid. p. 454). If brands continue establishing a prosocial reputation, they can limit the negative 

consumer attitudes and gain more consumer satisfaction, which can improve attitudes when engaging 

with a sociopolitical cause that is aligned and consistent with the preexisting reputation. Likewise, 

brands with a reputation for authentic activism have a lower risk of consumer outrage when the brand 

takes new prosocial stances that are not completely contrasting the brand vision, mission, and values 

(Ibid.). This suggests that brand activism possesses the largest effect, the first time a brand takes a 

stance, which will then gradually be more and more accepted by consumers over time (See figure 5).  

 

Lastly, they highlight that brand managers must identify optimal contrast between themselves and the 

sociopolitical issue, as brand thereby will maximize outcomes. Complete congruence between brand and 

cause can lead to positive outcomes, however, these outcomes may be milder in intensity (i.e., 

satisfaction rather than delight) than in the case of moderate “optimal” incongruence. This, however, 

depends on a brand’s reputation for activism (Vredenburg, Kapitan, Spry, & Kemper, 2020, pp. 453-

454). Nike’s Kaepernick campaign is an example of how consumer rage has decreased as Nike has 

continued communication an antiracist stance, meaning that the brand stance and brand gained a higher 

associated linkage among consumers (Ibid. p. 453).  

 

 
Figure 5. Framework of optimal incongruence (Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 453) 
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2.4. Information processing  
In this section, we will outline some of the information processing literature relevant for our research. 

 

2.4.1 Systematic versus heuristic processing  
In social psychology, theorists and researchers often talk of how humans’ process information. We are 

constantly processing information about our context and adjusting our attitudes and behaviors 

accordingly (Chaiken, 1980).  

 

Social psychologists suggest that humans have two main systems for processing information, the first is 

generally known as systematic processing. This refers to when individuals use considerable cognitive 

effort in performing tasks. The individual will actively evaluate the arguments and validity of the 

message or situation which will determine the overall conclusion (Chaiken, 1980, p. 752). However, if 

humans solely processed information through this system, few decisions would be made, as it would 

take longer, and humans would not be able to make quick decisions on opportunities arising fast. If we 

solely processed all information through this system, it would be rather impossible to have the constant 

flow of information we have. Therefore, we also have another method for processing information. The 

other information processing system is referred to as the heuristic view, which is when individuals exert 

little effort in judging the message or situation. Instead of processing all the information, the individual 

relies on more quickly accessed information, such as what we sometimes term the gut feeling (Ibid.). 

Chaiken (1980) finds that when individuals are highly involved within a subject, they tend to use 

systematic processing, where low involvement usually triggers heuristic processing (p. 762).  

 

Kock et al. (2016) states that consumers can use heuristics to determine their evaluation of a destination 

(p. 33). Also, Josiassen et al. find that country image; consumers’ overall cognition about a country is 

used as a heuristic when consumers evaluate the quality of products from a specific country and can 

affect their willingness to buy and preference for certain products with either an either dominantly 

positive or negative country image (Josiassen, Lukas, & Whitwell, 2008).  

 

Chaiken (1980) states, heuristic is mostly used in low involvement purchases, thus the heuristic system 

is more likely to be used when purchasing a low-cost product, such as a beverage or snack. On the other 

hand, systematic is more likely to be used when purchasing a car or house which has a high cost. Again, 

consumer involvement and thus preferred information processing system will vary among consumers, 

cultures, political beliefs, and income levels (pp. 752-754).  
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As stated most authors on systematic and heuristic processing ignore the notion of emotions, but what is 

mostly agreed upon is that emotions and attitudes belong in the heuristic processing system (Evans, 

2008, p. 256). As stated in the brand affect section, researchers find emotions and affective evaluation to 

occur at the precognitive state, thus implying it to happen unconsciously. Systematic processing is 

always deliberate and conscious; therefore, emotions must be placed within heuristic processing 

happening at the unconscious level (Ibid. 257). We as the dominant literature follow this assumption 

and place emotions and affective evaluation within consumers heuristic processing system.  

 

2.4.2 Cognitive dissonance theory 
It is often suggested that people strive toward consistency and push away from dissonance or conflict 

because it is in human nature to seek consistency. However, it must be acknowledged that 

inconsistencies always will exist, for example a person might find that they dislike the color blue, but 

still find the sky and the ocean beautiful. This is an inconsistency that happens all the time. However, 

when inconsistencies occur, they become fascinating. As when a person who knows that fast food is bad 

for them will continue eating unhealthy food. In these cases, Leon Festinger, an American 

sociopsychologist best known for his cognitive dissonance theory, will argue that a rationalization 

occurs (Festinger, 1957, p. 2).  

 

In the example with the person eating fast food, a rationalization could be that the individual argues that 

unhealthy food provides some joy, which translates into another assumption of a healthy and good life, 

or the individual would argue that they possibly could not avoid every unhealthy habit and make 

unhealthy eating lesser an ‘evil’. According to Festinger, sometimes individuals might even have 

difficulty explaining these inconsistencies and then a psychological discomfort will appear as the 

individual has to live with the inconsistency (Festinger, 1957, p. 2). 

 

These basic assumptions are what lays the foundation of Festinger’s cognitive dissonance theory. The 

psychological discomfort explained when two elements do not fit together is what Festinger terms 

dissonance, and what he examines in his theory is the way individuals react to dissonance (Festinger, 

1957, p. 9).  

 

When individuals experience psychological comfort or when pairs of elements fit together, he terms it 

consonance (Festinger, 1957, p. 9). By adding the word cognition, Festinger refers to any knowledge, 

opinion, or belief about the environment, oneself, or one’s behavior. Thus, cognitive dissonance can be 
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viewed just as a human will try to avoid hunger by eating, as the individual trying to achieve cognitive 

consonance to avoid cognitive dissonance (Ibid. p. 3). 

 

Festinger developed his theory of cognitive dissonance in 1957 and suggested the two basic hypotheses:  

1) The existence of dissonance, being psychologically uncomfortable, will motivate the person to try to 

reduce the dissonance and achieve consonance (Festinger, 1957, p. 3).  

2) When dissonance is present, in addition to trying to reduce it, the person will actively avoid situations 

and information which would likely increase dissonance (Ibid.). 

 

Festinger also notes how cognitive dissonance comes into existence. According to him, there are two 

possible common answers. The first being that new information may become available or a new event 

arises which creates dissonance (Festinger, 1957, p. 4). As an individual does not have all knowledge 

available about every situation, and in which order it reaches them, this is a common way for cognitive 

dissonance to occur. The second is that the world is rarely black and white, and that dissonance is a 

natural part of life. An example is that you might vote for a particular party and agree with most of their 

politics, but not others. This would create a natural dissonance. However, Festinger still states that 

people will have a natural desire to reduce tension brought from cognitive dissonance (Ibid. p. 5). 

 

Having established how cognitive dissonance comes into existence, Festinger also highlights how 

individuals can reduce the tension or discomfort caused by cognitive dissonance. He highlights two 

ways for individuals to achieve consonance; 1) changing their cognition or 2) changing their knowledge. 

First, in the example with eating unhealthy food, the individual could change their cognition about their 

behavior, meaning stop eating unhealthy food to restore consonance, as he would no longer perform the 

behavior that created dissonance (eating unhealthy food). Second, the individual could change the 

knowledge about unhealthy food to simply believe that it is not as bad as first assumed, meaning that the 

individual might avoid information on the bad effects of eating unhealthy or seek out information to 

minimize the negative consequences (Festinger, 1957, p. 6). However, Festinger highlights that these 

two strategies for achieving consonance might not succeed as the person might not achieve eating 

healthy or is unsuccessful in seeking out information that can restore consonance and cognitive 

dissonance will persist (Ibid.). Festinger does, however, highlight that these two strategies for achieving 

consonance might not succeed as the person might not achieve eating healthy or is unsuccessful in 

seeking out information that can restore consonance and cognitive dissonance will persist (Ibid.).  
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Festinger’s theory of cognitive dissonance theory is similar to Fritz Heider’s balance theory. His central 

working hypothesis was on an individual’s tendency to seek out balanced states in human relationships 

and thus avoid imbalance. He later demonstrates how this translates into consumer psychology such as 

product ownership (Heider, 1958, p. 180). Festinger himself highlights that if one changes the word 

‘balance’ from Heider’s balance theory to consonance and ‘imbalance’ with dissonance their discussion 

would be very similar (Festinger, 1957, p. 7). We accept this notion in this thesis and will continue to 

use the word ‘consonance’ and ‘dissonance’ even when talking about Heider’s balance theory to avoid 

confusion.  

 

Heider most famously developed the POX model to illustrate dissonant and consonant relationships 

(See figure 6). Heider illustrates this through examples, one being that if a Person (P) likes an Other (O), 

it will create consonance. This is then placed into a triadic relationship by adding Object (X). Thus, 

dissonance can occur if P likes X, but dislikes O, and then P learns that O created the object (X). How 

does P react to this cognitive dissonance caused by this new knowledge? (Heider, 1958).  

 

 
Figure 6. P-O-X model (Heider, 1958) 

 

Consonance is achieved when three positive links or two negatives with one positive are achieved. Two 

positive links and one negative will on the other hand create cognitive dissonance (Heider, 1958, p. 

203). As explained through Festinger, the individual can either change their knowledge or cognition to 

achieve consonance within this situation, meaning either changing how they feel about O or how they 

feel about X. Heider argues that one can predict the behavior of a situation by finding the result 

requiring the least amount of effort, and that will be the most likely strategy for the individual to restore 

consonance (Ibid.). 
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Balance theory is also useful in examining consumers’ attitudes. For example, it has been used in 

examining celebrity endorsements’ effect on consumer attitudes. If a person likes a certain celebrity and 

that celebrity likes a product, the person tends to like the product more, thus achieving consonance. On 

the other hand, if the person dislikes the product, they might start to also dislike the celebrity to create 

consonance (Mowen & Brown, 1981).  

 

Balance theory has also been used in marketing research and more specifically within the area of cause-

related marketing (CRM). CRM refers to the phenomenon where brands partner with causes, such as 

NGOs to achieve mutual benefits (Yun, Duff, Vargas, Himelboim, & Sundaram, 2019, p. 989). Yun et 

al. (2017) applied balance theory, specifically Heider’s POX model, to study how consumers viewed 

CRM partnerships as some consumers might view some partnerships as more compatible than others 

(See figure 7). Their purpose was to investigate if balance theory could be used to make predictions 

about consumers’ reactions to CRM partnerships. In their study, they uncovered that consumer’s 

attitude toward a brand, along with their attitude toward a cause predicts their perceptions of CRM 

compatibility (Ibid.).  

 

Figure 7. Cause-related marketing triad (Yun, Duff, Vargas, Himelboim, & Sundaram, 2019, p. 991) 

 

Yun et al., suggests the model above illustrates that the consumers’ attitude toward the brand and their 

attitude toward the cause can predict the perceived compatibility of the CRM partnership, which their 

study also finds some support of (Yun, Duff, Vargas, Himelboim, & Sundaram, 2019). 
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In 1955, Osgood and Tannenbaum published their paper similar to cognitive dissonance theory and 

balance theory. They focused on changes in opinions and attitudes, in which they argue for “the 

principle of congruity”. They state similar to Festinger’s consonance and Heider’s balance theory that 

changes in evaluation are to be seen in the direction of increased congruity with an existing frame of 

reference (Osgood & Tannenbaum, 1955, p. 43). In their research, they deal with incongruity or 

cognitive dissonance, which is produced when a person or other source of information is regarded 

positively or negatively, and the source supports or opposes an opinion that is regarded negatively or 

positively by a subject.  

 

They find that when such cognitive dissonance occurs individuals tend to change either the evaluation 

of their opinion involved, or the evaluation of the source involved to restore consonance (Ibid.). This 

means that in the example with fast food the individual would have a positive evaluation of fast food but 

know and accept the opinion that fast food is bad for you. The individual would then either have to 

change their opinion toward fast food or their acceptance of it being unhealthy to restore consonance. 

Osgood and Tannenbaum’s research also predict outcomes for when cognitive dissonance occurs. They 

state that if the individual's attitude toward the source or the issue is more deep-rooted in an individual’s 

mind it will predict the outcome of how the individual will be most likely to restore consonance. So, if 

the person’s attitude is initially deep-rooted toward the source, they will be more likely to change their 

opinion and vice versa (Osgood & Tannenbaum, 1955). 

 

This literature is also used in connection with affect and more specifically emotions. When an individual 

experience a negative emotion, such as anger, sadness, shame, the individual will experience 

disequilibrium or dissonance and will desire to return to a consonant state. To achieve this, the 

individual will either use a coping strategy that is problem-focused, meaning that the individual will 

attempt to alleviate the source of distress, or an emotion-focused, which is to change the meaning of the 

source, which causes distress, thus changing opinion (Bagozzi, Gopinath, & Nyer, 1999, p. 187). 
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3. Context  
In this section, we will outline the context in which our research question is examined. We will present 

the sociopolitical issue and worldwide movement MeToo. Also, we will present Carlsberg Denmark and 

the reason for choosing this brand to answer our research question. 

 

3.1 The MeToo movement 
The momentum of the MeToo movement started on October 15, 2017, when the public figure, Alyssa 

Milano tweeted “Me too. Suggested by a friend: “If all the women who have been sexually harassed or 

assaulted wrote ‘Me too’. As a status, we might give people a sense of the magnitude of the problem”. 

By December 2017, the hashtag MeToo and the sexual harassment conversation had spread across the 

globe (Sayej, 2017). The media quickly recognized the hashtag as a social movement that was focused 

on increasing awareness of sexual misconduct (Appendix 6)   

 

The MeToo movement reached Denmark in two waves, the first being in 2017 and the second in 2020. 

In the first wave, the Danes were skeptical whether sexism was an actual problem in Denmark. Thus, 

MeToo in Denmark was mainly perceived as a witch hunt (Askanius & Hartley, 2019). This was 

reflected in more negative than positive articles being published about MeToo (Rosdahl, 2020). The first 

wave of MeToo did not have any great career and social costs as observed elsewhere in the world. Here, 

the debate raged at a completely different level and had more severe consequences for perceived 

transgressors linked with gender inequality and power abuse (Myrup, 2019).  

 

The first wave of the MeToo movement also only led few companies to communicate on sexual 

harassment at the workplace in the media. Examples was Nordea, Carlsberg Denmark, and Danske 

Bank. Signe Nelsson, HR manager at Nordea said, “We recognize that #MeToo has been of great 

importance to many people”. The former Nordea CEO, Casper von Koskull, also reinforced the 

company’s zero-tolerance policy against harassment on the bank’s intranet to the 30,000 employees 

(Larsen, 2018). In Carlsberg Danmark, the first wave of MeToo also had consequences for the 

traditional J-day event where girls in ’lightly dressed’ Santa costumes hand out Christmas beer. In 

November 2018, approx. 700 girls had to sign a new legal document. In this way, Carlsberg made sure 

that each girl was familiar with and accepted the behavior they would experience from the event’s 

attendees. In Danske Bank, HR Director, Henriette Fenger Ellekrog stated that the bank used the MeToo 

movement to focus on sexual harassment and encourage individual teams to discuss harassment (Ibid.).  
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The Danish TV personality, Sofie Linde, kickstarted the second wave of MeToo at the ‘Zulu Comedy 

Galla’ that aired on television on September 6, 2020. Linde told her experience of being a woman in the 

media industry. She gave examples from her career where she had been discriminated based on her 

gender, e.g. differences in salaries. She also highlighted that she was subjected to sexual harassment at a 

Christmas lunch at DR (Danish Broadcasting Corporation) (Pedersen, 2020). After this, 1,615 women 

from the Danish media industry signed a letter supporting Linde’s experience and emphasizing that 

sexism still exists in Denmark (KVINFO, 2020a). Linde’s story was discussed immensely in the media 

in the following weeks. Also, the gender equality debate resurrected, due to critical pressure from 

hundreds of female journalists, politicians, and doctors (Ibid.).  

 

However, no Danish companies have still taken a public stance on MeToo. In September 2020, the 

Danish media, Finans, found that at least 13 of Denmark’s 24 largest listed companies have had cases of 

sexism or sexual harassment in the past five years. Several companies (Pandora, A.P. Møller-Mærsk, 

Tryg, and Chr. Hansen) have sent emails to all employees addressing the topic, but none have made 

public statements (Mortensen, 2020).  

 

We have chosen to use MeToo in Denmark as our examined sociopolitical issue, as it seems strange that 

no Danish companies have publicly taken a stance on the issue, even though consumers increasingly 

expect this from them. Also, the issue has increasingly become more relevant in a Danish context, 

therefore, we deem it a suitable issue to examine due to its attention in the Danish society. Also, MeToo 

in Denmark fulfills Bhagwat et al.’s (2020) conceptual distinctions among CSR, CPA, and CSA. They 

state that sociopolitical issue activism has a high level of partisanship, meaning mixed opinions among 

individuals and groups, and a high level of publicity, meaning a lot of media attention being devoted to 

the issue (p. 3). Also, it aligns with Vredenburg et al.’s definition of sociopolitical issues, as it possesses 

a social and political dimension, due to the topic being gender differences and power abuse 

(Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 445).  

 

3.2 Carlsberg Danmark 
Carlsberg is a global producer and seller of beer and other beverages. Carlsberg was founded in 

Denmark in 1847 by J. C. Jacobsen. Carlsberg Danmark (CD) became a fully owned subsidiary of the 

Carlsberg Group in 2000 and is Denmark’s leading producer and supplier of beer and soft drinks. 

Carlsberg and Tuborg are among the strongest brands in Denmark, giving Carlsberg a 63% market share 

of the beer market and 50% of the soft drinks market share in Denmark (Carlsberg, n.d.). In the Brand 
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Finance’s annual report 2020 over the most valuable brands in Denmark, CD is number 11 on a top 50 

list (BrandFinance, 2020).  

 

We have chosen CD as our examined brand because we needed to make sure that our respondents had 

an opinion about the brand before taking the survey. CD’s placement on the list of most valuable Danish 

brands provides evidence of CD being perceived as a strong brand that it has a high level of consumer 

awareness in Denmark. Another reason was that CD products are relatively low-involvement products. 

According to information processing literature consumers will be more likely to use heuristic processing 

to make decisions on low involvement products than systematic processing, thus more likely to let their 

feelings and attitudes guide their decision-making (Chaiken, 1980). As our study explores consumer 

attitudes and especially the affective aspect of attitudes, we deemed it important to focus on a brand 

where consumers would prefer to use heuristic processing in evaluating the brand and its products. A 

third reason is that CD has struggled this year as a result of decreasing bar and restaurant sales and the 

cancellation of public events due to the COVID-19 pandemic (BrandFinance, 2020). We have, 

therefore, selected this specific brand as it is relevant for especially CD to re-establish consumer brand 

relations and regain brand value, which could be achieved by taking a public stance on MeToo. 
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4. Hypotheses 
Within this section, we will introduce our theoretically deducted hypotheses. The objective of this 

section is to connect our literature review on sociopolitical issues, brand activism, consumer attitudes, 

consumer-brand relationships, and information processing with our research question. All of our 

hypotheses will be tested, in our examined context of MeToo in Denmark and CD. This will be implied 

in all the outlined hypotheses. 

 

In this thesis, we accept in line with Vredenburg et al.'s (2020) and Moorman’s (2020) authenticity view 

that successful brand activism should stem from authenticity, meaning brands must align prosocial 

behavior with their vision, mission, and values. This also means that we define successful brand 

activism as creating an increase in brand equity as a result of positive responses to the brand driven by 

strong, favorable, and unique associations held in the consumers’ minds (Keller, 1993). This also means 

that we in our hypotheses naturally imply brand activism to be authentic and be perceived as such, as 

inauthentic brand activism is as Vredenburg et al. (2020) and Sibai et al. (2021) denote too risky and 

will most likely lead to consumer backlash. Thus, making it hard to achieve positive consumer attitudes 

(Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 448). This is also due to inauthentic brand activism 

being misleading consumers which is argued unethical (Ibid. p. 451).  

 

4.1 Brand stance evaluation  
Previous literature finds that brand activism provides consumers with an opportunity to assess the level 

of self-brand similarly through that in the literature is referred to as moral judgments. This means that 

when a brand takes a stance on a sociopolitical issue, it allows consumers to judge if the brand’s moral 

foundations are aligned with their own (Mukherjee & Althuizen, 2020, p. 783). Consumer-brand 

identification theory argues that alignment between the consumers’ and the brand’s moral values will 

result in higher self-brand identification and lead to favorable consumer attitudes toward the brand. 

Also, consumer-brand misalignment of values will result in low consumer-brand identification and, 

thus, negative consumer attitudes toward the brand (Bhattacharya & Sen, 2003; Stokburger-Sauer et al., 

2012). In line with this, we argue that consumers will judge how their values align or misalign with the 

brand stance made by CD and let this determine how they evaluate the brand stance. Thus, we like 

Jasper (2011) assume that consumers’ moral evaluations, and thus their evaluation of brand stance will 

be guided by their either dominantly negative or positive feelings (p. 287).  
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Thus, we hypothesize:  

H1 Brand stance on MeToo affect consumers’ evaluation of the brand stance 

 

Sociopolitical issues are in nature partisan or polarized, meaning no clear consensus on the issue has 

been established in society (Mukherjee & Althuizen, 2020). However, naturally, it can be assumed that 

as time passes, sociopolitical issues will achieve more consensus until they can no longer be categorized 

as polarized, due to one dominant opinion ruling the debate. An example of this can be gay rights. In 

recent years, gays rights, such as the equal right to marriage have gotten growing acceptance in different 

societies23, where it previously was a highly polarized issue4. Our thesis takes its point of departure in 

the second MeToo wave in Denmark that started in September 2020. Our study was conducted in late 

February 2021. Therefore, it can be assumed that even though MeToo in Denmark has not completely 

achieved consensus, a more dominant opinion is slowly starting to be established as time has passed. 

Thus, we assume that a MeToo brand stance communicating the dominant opinion in society will be 

liked more by consumers than one communicating the non-dominant opinion.  

 

The dominant part of the Danish population represented in our data agrees with MeToo (51.5%), the 

minority disagrees with MeToo (16.2%), and a large part is undecided (32.2%) (Appendix 3). Also, the 

MeToo debate has gotten increasing global support since 2017, thus indicating growing support for the 

issue starting to establish. We more specifically, hypothesize: 

 

H1.1 A MeToo supportive brand stance will be evaluated higher by consumers than a MeToo non-

supportive brand stance 

 

We can assume that a non-supportive will be evaluated lower than the supportive. As most literature has 

linked sociopolitical issues with consumer outrage and public backlash, we assume that negative 

emotions are more dominant in this context than positive. Jasper (2011) finds that the feeling of 

injustice is especially relevant for individuals engaging in social movements and prosocial behavior. 

This feeling is linked with outrage when consumers feel a behavior or action is unjust (p. 287). In line 

with this, we argue that consumers will tend to evaluate a non-supportive brand stance substantially 

                                                   
2 Scotland passed same-sex marriage bill in 2014 (BBC, 2014). The US Supreme court declares same-sex marriage 
legal in all 50 states (Chappell, 2015). 
3 This is not to indicate that gay rights are not a polarized issue in some countries, but merely to highlight how it has 
become less polarized in some societies through the past couple of years. 
 



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 41 of 250 

 

lower than they will positively evaluate a supportive brand stance. This being due to a non-supportive 

brand stance eliciting more negative feelings of injustice. This is also supported by Mukherjee & 

Althuizen’s (2020) finding an asymmetric relationship between consumer attitudes and brand stance, 

meaning that consumers will punish harder than they will reward when it comes to the moral judgment 

of a brand stance (pp. 783-784). We argue this to be their evaluation of brand stances. Thus, we argue 

that consumers will evaluate a MeToo non-supportive brand stance substantially lower compared to a 

supportive brand stance, but also compared to no brand stance on MeToo. No brand stance being a 

reality where the brand has not engaged in brand activism. Thus, we hypothesize:  

 

H1.2 A MeToo non-supportive brand stance will be evaluated lower by consumers than no brand stance 

on MeToo 

 

Even though we accept that a growing consensus is slowly being established in the Danish society, it is 

important to understand that the consumer’s personal agreement or disagreement with a sociopolitical 

issue will motivate evaluation of a brand stance on that sociopolitical issue (Mukherjee & Althuizen, 

2020). Thus, we argue that consumers’ evaluation of brand stance will be dependent on their agreement 

with MeToo. Meaning that consumers agreeing with MeToo will evaluate a MeToo supportive brand 

stance higher and a MeToo non-supportive brand stance lower and vice versa. Also, Vredenburg et al. 

(2020) find that the first time a brand engages in brand activism it will be more likely to provoke highly 

positive, but also highly negative consumer attitudes (p. 454). Thus, consumers will dependent on their 

agreement with MeToo evaluate the brand stance positively or negatively dependent on whether the 

brand stance communicates their opinion on MeToo or not. Thus, we hypothesize  

 

H2 Consumers’ evaluation of a brand stance depends on their agreement with MeToo  

H2.1 Consumers agreeing with MeToo will evaluate a MeToo supportive brand stance positively  

H2.2 Consumers agreeing with MeToo will evaluate a MeToo non-supportive brand stance negatively  

H2.3 Consumers disagreeing with MeToo will evaluate a MeToo supportive brand stance negatively  

H2.4 Consumers disagreeing with MeToo will evaluate a MeToo non-supportive brand stance positively  
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Figure 8. 2 x 2 matrix illustrating the hypothesized relationship between consumers’ brand stance 

evaluation and consumers’ agreement with MeToo 

 

4.2 Brand affect 
Kock et al. (2016) use attitude research to develop their Destination Content Model (Figure 5), which 

illustrates how consumers develop attitudes toward a destination (Kock, Josiassen, & Assaf, 2016, p. 

31). We likewise argue that consumer attitudes toward a brand consist of a cognitive component, being 

all the cognitions, a consumer has about a brand, and affect, being the degree of likeability or general 

emotional valence toward a brand, which together make up the consumers’ overall attitude toward the 

brand (See Figure 9). In line with Mishra & Kesharwani (2015) and Chaudhurri and Holbrook (2001), 

we define brand affect as a consumer’s overall positive or negative feeling about a brand which is 

elicited through usage and interaction with the brand.   

 

 
Figure 9. Consumers’ attitude toward a brand model  
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In our research, we have chosen to focus on brand affect, as sociopolitical issues and consumers’ 

reactions to brand activism have shown to either elicit highly negative or highly positive consumer 

reactions (Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 452), making the affective aspect especially 

relevant in brand activism research. We do acknowledge that cognition occurs when consumers evaluate 

how they feel about a brand, but we want to highlight the special importance of brand affect in this exact 

context. Also, as existing literature (Evans, 2008; Mishra & Kesharwani, 2015) highlights the 

importance of emotions in consumers’ decision-making and feeling toward a brand, they are argued 

especially relevant in understanding how brand stance on MeToo affect consumer attitudes.  

 

An underlying assumption to this is that consumers will use their feelings toward MeToo to guide how 

they feel about CD. This being based on human feelings being used as a heuristic, which guides 

consumer evaluations (Pham, 2004, p. 362).  

 

Mukherjee & Althuizen (2020) suggest an asymmetric relationship to exist between consumer-brand 

agreement and consumer-brand disagreement on partisan issues. This means that they find consumer-

brand disagreement to negatively affect consumers’ attitude toward the brand, but do not find consumer-

brand agreement to increase consumers’ attitude toward the brand. They argue this through consumers’ 

expectations being met when they experience consumer-brand agreement, and they, therefore, do not 

reward this by increasing their attitude toward the brand. Only when consumer-brand disagreement 

occurs will consumer attitude decrease (pp. 783-784).  

 

Our argumentation differs as we argue that brand stance on MeToo is not normal nor ‘expected’ by 

Danish consumers’, enforced by no major brands or CD have taken public stances on the issue, thus 

making a sociopolitical brand stance in a Danish context uncommon. This argumentation is also 

founded in Vredenburg et al.’s (2020) finding that brands that have not established prosocial behavior 

are more likely to receive highly negative consumer reactions and highly positive consumer reactions 

than brands that are associated with that specific prosocial behavior (p. 454).  

 

Mukherjee & Althuizen does find that if a brand receives backlash on their brand stance consumer 

attitudes will increase as they are rewarded for being brave (Mukherjee & Althuizen, 2020, p. 775). 

Thus, through this logic, prosocial behavior which receives backlash will both elicit praise and backlash 

dependent on consumers’ agreement with the brand’s stance. CD and other Danish brands have not 

communicated a stance on MeToo publicly, thus implying a higher risk of outrage or consumer 
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backlash. Therefore, we argue that when a brand that initially has communicated no prosocial activism 

on MeToo, communicates on MeToo in Denmark it is seen as dominantly brave by Danish consumers. 

This will lead to consumers agreeing with the brand to reward the brand for their brand stance by 

increasing their brand affect and consumers disagreeing with stance to decrease their brand affect.  

 

Thus, we believe a symmetric relationship exists between brand stance on MeToo and consumers’ brand 

affect, meaning that in our Danish context, where the dominant part of consumers agrees with MeToo, a 

MeToo supportive brand stance will influence consumers’ brand affect positively. Whereas a non-

supportive brand stance will affect consumers’ brand affect negatively. This also means that we again 

abide by previous research on consumer-brand identification that states that when a brand 

communicates its values, it allows the consumer to access if their values and beliefs align with the that 

of the brand. If consumer-brand values align it will increase consumer attitudes toward the brand and 

decrease consumer attitudes when values misalign (Bhattacharya & Sen, 2003; Stokburger-Sauer et al., 

2012). Also, shared opinions are found to be a powerful driver of affective consumer attitudes toward a 

brand (Albert & Merunka, 2012, pp. 259-260). Thus, we hypothesize: 

 

H3 Consumers’ brand affect is affected by brand stance on MeToo 

H3.1 A MeToo non-supportive brand stance will negatively affect consumers’ brand affect 

H3.2 A MeToo supportive brand stance will positively affect consumers’ brand affect 

 

There is no homogenous opinion on MeToo in Denmark. Therefore, it is logical to assume that even 

though consumers’ general brand affect will increase when a brand stance is MeToo supportive and 

decrease when a brand stance is MeToo non-supportive, due to consumers’ agreement with MeToo 

being the dominant opinion in Denmark. It is also logical that this will vary when they are divided based 

on their agreement with MeToo. Thus, it is assumed that consumers’ brand affect will be affected 

positively when CD’s brand stance reflects their opinion on MeToo and likewise be affected negatively 

when their brand stance does not reflect their opinion on MeToo. Thus, we hypothesize:   

 

H4 Consumers’ brand affect depends on brand stance on MeToo and their agreement with MeToo 

H4.1 A MeToo supportive brand stance positively affect consumers’ brand affect when they agree with 

MeToo 

H4.2 A MeToo supportive brand stance negatively affect consumers’ brand affect when they disagree 

with MeToo 
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H4.3 A MeToo non-supportive brand stance positively affect consumers’ brand affect when they 

disagree with MeToo  

H4.4 A MeToo non-supportive brand stance negatively affect consumers’ brand affect when they agree 

with MeToo 

 

 
Figure 10. 2 x 2 matrix illustrating the hypothesized relationship between consumers’ brand affect and 

consumers’ agreement with MeToo  

 

4.3 Cognitive dissonance theory  
Cognitive dissonance theory states that individuals will strive toward consonance, meaning cognitive 

balance. Thus, they will aim at avoiding or balancing conflicting cognitions, behavior, beliefs, etc. The 

similar and comparable theory, balance theory, has been successfully applied to consumer behavior and 

can help predict how consumers will react toward celebrity endorsement (Mowen & Brown, 1981) and 

cause-related marketing (Yun, Duff, Vargas, Himelboim, & Sundaram, 2019).  

 

In more recent literature, Yun et al. (2019), suggest that attitudes toward a brand combined with attitude 

toward a cause will predict perceived CRM compatibility (p. 991). In line with this literature, we argue 

that change in consumers’ brand affect toward a brand can be predicted dependent on the consumer’s 

agreement with a sociopolitical issue and their initial feeling toward the brand. Yun et al.’s model 

predicts perceived compatibility between a cause and brand, where our research aims at exploring 

change in consumers’ brand affect, thus we will adapt the model to our research (Ibid. p. 991-992). We 

will adapt Osgood and Tannenbaum’s (1955) principle of congruity, and specifically the notion that 

when dissonance is experienced the individual will either change their evaluation toward the source or 
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opinion. Meaning that when the consumer experiences conflict between their evaluation of CD and their 

brand stance on MeToo, they will either change their perception toward CD, the source, or toward 

sociopolitical issue, the opinion. Osgood & Tannenbaum (1955) argue that if the source is more deep-

rooted for an individual, the opinion is more likely to be changed to establish consonance and vice versa 

(p. 43). Mukherjee & Althuizen (2020) argue that opinions on sociopolitical issues will most likely be 

more deep-rooted in individuals, as individuals tend to consider their own moral beliefs to be superior, 

and thus it is unlikely that a consumer will change their opinion to suit that of a brand (p. 773). In line 

with this, we argue that consumers’ opinion on MeToo will be more deep-rooted compared to their 

opinion of CD. This is also due to the highly affective and partisan nature of sociopolitical issues, thus 

demanding more voluntary investment of resources and more identity-related information than the 

consumer-brand relationship. Thus, we argue that consumers will be more likely to change their attitude 

toward CD, as their opinion on MeToo will be more deep-rooted. Thus, we suggest that change in 

consumers’ brand affect toward CD is dependent on their initial brand affect toward CD, CD’s brand 

stance on MeToo and the consumer’s agreement with MeToo (see Figure 11).  

 

Thus, we hypothesize:  

H5 How brand stance changes consumers’ brand affect can be predicted based on their agreement 

with MeToo and their initial brand affect    

 

 
Figure 11. The sociopolitical brand stance triad 

 

More specifically, following the existing literature and assumes that if the consumer opinion and the 

brand opinion creates consonance, consumers’ brand affect will increase. Also, we argue that this will 

happen independently on the consumer’s initial brand affect toward CD, as we argue consumers’ 
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opinion on MeToo being the dominantly most deep-rooted opinion, thus indicating a change in source, 

CD, rather than opinion. Likewise, we assume that if consumer opinion and the brand opinion create 

dissonance, consumers’ brand affect will decrease, also independent of initial brand affect toward CD. 

Mukherjee & Althuizen (2020) argue that consumer-brand identification can have a mediating effect on 

the negative consequences when the brand communicates an opinion which the consumer disagrees with 

(p. 777). Stokburger-Sauer et al. (2012) argue that consumer-brand identification will elicit positive 

consumer attitudes, thus positive consumer attitudes toward a brand can also be viewed as an indication 

of consumer-brand identification (p. 410). Thus, a positive initial brand affect toward a brand could 

possibly also mediate the negative outcomes from consumer-brand disagreement on a sociopolitical 

issue. Even though we do accept this to be possible, we do not believe it will mediate the decrease in 

brand affect to an insignificant extent.  

 

Thus, we hypothesize:  

H5.1 When consumers agreeing with MeToo, who initially have a positive brand affect, are exposed to a 

MeToo supportive brand stance, their brand affect will increase 

H5.2 When consumers agreeing with MeToo, who initially have a positive brand affect, are exposed to a 

MeToo non-supportive brand stance, their brand affect will decrease 

H5.3 When consumers disagreeing with MeToo, who initially have a positive brand affect, are exposed 

to a MeToo supportive brand stance, their brand affect will decrease  

H5.4 When consumers disagreeing with MeToo, who initially have a positive brand affect, are exposed 

to a MeToo non-supportive brand stance, their brand affect will increase 

H5.5 When consumers agreeing with MeToo, who initially have a negative brand affect, are exposed to 

a MeToo supportive brand stance, their brand affect will increase  

H5.6 When consumers agreeing with MeToo, who initially have a negative brand affect, are exposed to 

a MeToo non-supportive brand stance, their brand affect will decrease  

H5.7 When consumers disagreeing with MeToo, who initially have a negative brand affect, are exposed 

to a MeToo supportive brand stance, their brand affect will decrease 

H5.8 When consumers disagreeing with MeToo, who initially have a negative brand affect, are exposed 

to a MeToo non-supportive brand stance, their brand affect will increase 

 

To better understand this logic, we have developed a decision tree illustrating how consumers’ brand 

affect will change dependent on their initial brand affect toward CD, their agreement with MeToo, and 

the brand stance on MeToo (see Figure 12).  
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Figure 12. Decision tree of sub-hypotheses on how consumers’ brand affect changes dependent on 

brand stance and their agreement with MeToo 

 

4.4 Brand love 
Brand love is the most powerful type of consumer-brand relationships. Brand love has had varying 

definitions and assumptions. In this thesis, we follow Batra et al.’s (2012) definition of brand love, 

which suggests that brand love is a concept starting from the consumers’ experience with the brand. 

This can over time develop into brand love, which can resemble an interpersonal relationship (p. 2). 

Also, Batra et al. found that the concept of brand love included and went beyond consumers’ brand 

attachment, and self-brand connections as brand love include multiple cognitions about the consumers 

self-identity, emotions, and behaviors, which consumers organize into a mental prototype (p. 4). These 

considerations of self-identity and emotions are argued to have special relevance within sociopolitical 

issues, as consumers decide their opinion on an issue, which due to its polarized nature becomes a large 

part of their identity construction and can be highly emotional as tension can become high between 

opposing positions of an issue. Thus, we argue that when a brand takes a stance on a sociopolitical 

issue, consumers will translate the emotions and opinions they have of the sociopolitical toward the 

brand, which will increase felt brand love. This is also assumed through feelings-as-information theory, 

which states that consumers will use their overall valence, which argues that individuals use the valence 

of their feeling to infer the direction of their attitudes and preferences by using heuristics (Pham, 2004, 

p. 362). Meaning that consumers use their feelings toward MeToo to guide how they feel about their 

relationship with CD dependent on type of brand stance. Thus, we hypothesize:  
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H6 Consumers’ brand love is affected by brand stance on MeToo  

H6.1 A MeToo supportive brand stance will affect consumers’ brand love positively  

H6.2 A MeToo non-supportive brand stance will affect consumers’ brand love negatively 

 

As with the other proposed hypotheses, we also accept that this affect will vary dependent on 

consumers’ actual agreement with MeToo. This means that disagreement will MeToo will decrease 

consumers’ brand love toward the brand when the brand stance is supportive, increase when it non-

supportive, and vice versa. Thus, we hypothesize: 

 

H7 Consumers’ brand love depends on brand stance on MeToo and their agreement with MeToo  

H7.1 A MeToo supportive brand stance will affect consumers’ brand love positively when consumers 

agree with MeToo 

H7.2 A MeToo supportive brand stance will affect consumers’ brand love negatively when consumers 

disagree with MeToo 

H7.3 A MeToo non-supportive brand stance will affect consumers’ brand love positively when 

consumers disagree with MeToo 

H7.4 A MeToo non-supportive brand stance will affect consumers’ brand love negatively when 

consumers agree with MeToo 

 

 
Figure 13. 2 x 2 matrix illustrating the hypothesized relationship between consumers’ brand love and 

consumers’ agreement with MeToo 
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4.5 Self-brand integration  
Batra et al.’s model is a higher-order model, meaning that some items are valued as being more 

important than others in facilitating brand love (Appendix 5). Specifically, they find the first three 

elements (enduring passion, self-brand integration, and positive emotional connection) to be the most 

important attributes in creating brand love (Batra, Ahuvia, & Bagozzi, 2012). We argue self-brand 

integration to be of particular relevance within sociopolitical issues due to its polarized and opinionated 

nature that makes an opinion on a sociopolitical high on identity-construction. Self-brand integration 

plays an important role, as brands must be able to express the consumers’ actual and desired identities 

and be able to connect to life’s deeper meanings and provide intrinsic rewards for the consumers (Ibid.). 

We argue that the concrete items of current self-identity and desired self-identity to be most relevant 

within this context, as it also relates to the concept of consumer-brand identification, which has been 

linked to be relevant with consumer attitudes on brand activism (Stokburger-Sauer, Ratneshwar, & Sen, 

2012). Bhattacarya & Sen (2003) defines consumers’ identification with a company as an active act 

motivated by the satisfaction of self-definitional needs (p. 77). Thus, when a brand succeeds in relating 

to consumers’ current and desired self-identity, they also create a more powerful and close consumer-

brand relationship. Consumer-brand identification and self-brand integration are comparable terms in 

the literature. We will dominantly use Batra et al.’s 'self-brand integration’ in this thesis to avoid 

confusion. As argued previously brand activism allows the consumer to access how similar their own 

identity is to that of the brand, which will then either increase or decrease their attitudes toward the 

brand (Mukherjee & Althuizen, 2020). Thus, it must be assumed that consumers in agreement with a 

brand stance will feel more identity similar to the brand and less similar when the consumer disagrees 

with the brand stance. Following this line of theory, we argue that if a brand can be perceived as 

identity-similar by a consumer it will increase consumer-brand identification and vice versa. Thus, we 

hypothesize:  

 

H8 Consumers’ self-brand integration is affected by brand stance on MeToo   

 

More specifically, due to the dominant agreement with MeToo in Denmark we hypothesize:  

 

H8.1 A MeToo supportive brand stance will affect consumers’ self-brand integration positively 

H8.2 A MeToo non-supportive brand stance will affect consumers’ self-brand integration negatively 
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As stated by Batra et al.’s self-brand integration consists of both current and desired self-identity. Even 

though we assume that brand stances on MeToo affect self-brand integration, it is not necessarily a 

given that brand stance on MeToo would affect these two attributes equally. The first attribute focuses 

on the brand’s ability to relate to the consumers’ current self-identity, which in consumer-brand 

identification theory is also called assessment of brand-self similarity (Stokburger-Sauer, Ratneshwar, & 

Sen, 2012, p. 408). The other aspect is desired self-identity, which relates to an identity that the 

consumer values desirable but does not necessarily possess currently (Batra, Ahuvia, & Bagozzi, 2012, 

p. 4).  

 

In our data, we found that 81.5% of the Danish consumers did not consider themselves involved within 

MeToo in Denmark independent of agreement or disagreement with MeToo. Thus, a brand stance 

indicating proactive action might affect consumers’ desired self-identity more, as the Danish consumers 

do not identify themselves as involved and proactive. Also, when the brand takes a stance which the 

consumer disagrees with, they might lower their association with the brand and their current self-

identity, as they want to distance themselves from an opinion they do not identify with. Thus, whether 

the consumer feels the brand represents their current identification or a desired identification can differ, 

as one self-identity might be affected more than another. As this has not been researched before, we 

deemed it important to examine how brand stance affected these two self-identity items dependent on 

the consumers’ agreement with MeToo.  

 

When a brand takes a stance on a sociopolitical issue that the consumers agree with, we argue it to affect 

both the consumers’ current and desired self-identity. Thus, based on Batra et al. (2012), Stokburger-

Sauer et al. (2012), and Bhattacharya & Sen (2003) we argue that when the consumer and the brand 

agree on a sociopolitical issue it will affect the consumers’ desired and current self-identity with the 

brand positively, and likewise it will decrease when the brand and the consumer disagree on the 

sociopolitical issue. Thus, we hypothesize: 

 

H9 Consumers’ brand association with a desired self-identity is affected by brand stance on MeToo 

and their agreement with MeToo 

H9.1 A MeToo supportive brand stance will affect consumers’ brand association of a desired self-

identity positively when they agree with MeToo 

H9.2 A MeToo non-supportive brand stance will affect consumers’ brand association of a desired self-

identity negatively when they agree with MeToo 
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H9.3 A MeToo non-supportive brand stance will affect consumers’ brand association of a desired self-

identity positively when they disagree with MeToo 

H9.4 A MeToo supportive brand stance will affect consumers’ brand association of a desired self-

identity negatively when they disagree with MeToo 

 

 
Figure 14. 2 x 2 matrix illustrating the hypothesized relationship between consumers’ desired self-

identity and consumers’ agreement with MeToo 

 

 

H10 Consumers’ brand association with their current self-identity is affected by brand stance on 

MeToo and their agreement with MeToo 

H10.1 A MeToo supportive brand stance will affect consumers’ brand association of their current self-

identity positively when they agree with MeToo 

H10.3 A MeToo non-supportive brand stance will affect consumers’ brand association of their current 

self-identity negatively when they agree with MeToo 

H10.2 A MeToo supportive brand stance will affect consumers’ brand association of their current self-

identity negatively when they disagree with MeToo 

H10.4 A MeToo non-supportive brand stance will affect consumers’ brand association of their current 

self-identity positively when they disagree with MeToo 
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Figure 15. 2 x 2 matrix illustrating the hypothesized relationship between consumers’ current self-

identity and consumers’ agreement with MeToo 

 

In this section, we outlined and argued our 10 proposed hypotheses, which we will test in our analysis 

section. In the next section, we will outline our methodological considerations for how we will test our 

proposed hypotheses. We will start by arguing our philosophical approach on how we aim at creating 

knowledge and insights into how brand stance on sociopolitical issues affect consumer attitudes. Next, 

we will outline and argue for our testing instruments and analysis technique.  
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5. Method  
In this section, we will outline our methodological considerations for how we will test our proposed 

hypotheses. We will start by arguing our philosophical approach on how we aim at creating knowledge 

and insights into how brand stance on sociopolitical issues affect consumer attitudes. Next, we will 

outline and argue for our testing instruments and analysis techniques.  

 

5.1 Philosophy of science  
Our research philosophy refers to the beliefs and assumptions about our development of knowledge that 

allows us to answer our research question. Further, it will guide how we develop and construct the rest 

of our data collection and analysis thereof. Our research takes its point of departure in positivism as we 

aim to work with an observable social reality to produce generalizations about it (Saunders, Lewis, & 

Thornhill, 2016, p. 124). The ontology of positivism is grounded in universalism, meaning that one true 

understanding of the social reality can be obtained. The epistemology focuses on what is observable and 

measurable to make law-like generalizations to explain causal relationships and make predictions as a 

contribution (Ibid. p. 136). How brand stance affects consumers’ attitudes toward the brand are heavily 

debated in the literature with mixed opinions on the positive consequences that can be achieved. These 

mixed opinions have arguably contributed to brands avoid engaging in brand activism. Thus, we 

deemed it important to obtain additional generalized observations to contribute a more general 

understanding of the risk and opportunities of brand activism to bring more clarity to the debate.  

 

In an ideal world, the positivistic researcher is completely detached, neutral, and independent from what 

is researched to ensure an objective stance and strengthen the universalism of findings (Saunders, 

Lewis, & Thornhill, 2016, p. 136). We acknowledge that complete objectivity is not possible, but that 

we as researchers have to be transparent on how we develop our method and approach to analysis to 

strengthen the validity of this thesis. Further, we have aimed at distancing ourselves from the research to 

the extent possible. But we do acknowledge that we as researchers have an effect on what we research, 

which can only be strengthened in future research finding similar results.  

 

5.2 Approach to theory development  
The area of how brand actions affect consumer attitudes, and consumer-brand relationships is a large 

and growing literature. As we aim at establishing more clarity on brand activism’s effect on consumer 

attitudes, it is fitting that we take our point of departure from already existing literature. Thus, our 
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theory development is deductive, meaning that we test founded research within the existing literature to 

make hypotheses about our test area, to uncover if similar results will be found within our research or if 

a new theory needs to be developed (Saunders, Lewis, & Thornhill, 2016, p. 137). Not all hypotheses, 

however, need to be developed from existing theory. Hypotheses can also be developed from 

engagement with the world in which data was collected and observations and reflections made before 

formulating hypotheses. Hence, a part of our hypotheses is also founded in reflections and observations 

to open the possibility for developing new theory (Ibid.).     

 

5.3 Strategy 
In line with our philosophy of science and approach to theory development, our strategy for data 

collection is quantitative. A quantitative approach allows for a high sample size that can be statistically 

tested and generalized. This means that we can validate relationships between variables and, therefore, 

test our hypotheses. When using quantitative data, it usually supplies the most factual results, which 

enhance reliability as results and methods can be duplicated in other research. As our data collection is 

numerical, our study does not directly suffer from researcher biases and interpretations, but as stated we 

accept that our selections and deselections have affected our research. We are, therefore, transparent 

about how we developed our measuring instrument and how we analyzed our data to increase the 

validity of our research. 

 

We used a mono-method data collection strategy in form of a survey with a combined experiment. This 

is argued as a valid basis for suggesting guidelines for brands on how to take a stance on sociopolitical 

issues due to the large sampling size and the structured data collection method. Also, we have decided 

on a cross-sectional study as we aim at studying how different brand stances on MeToo in Denmark 

affect consumer attitudes.  

  

5.4 Survey development  
The objective of this section is to outline our survey and our three experiment manipulations, the 

MeToo supportive brand stance manipulation, the MeToo non-supportive brand stance manipulation, 

and our control manipulation. Also, we will disclose how we developed our survey and brand stance 

manipulations and how we distributed the survey.  

 



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 56 of 250 

 

5.4.1 Survey  
We decided on a survey as it allowed for structured questions, which can be used to gather a large 

sampling size and test for statistically significant differences between means. Surveys are easy to 

distribute as they can be shared online, meaning that respondents can answer from different 

geographical areas. This further strengthens external validity, as we gain a more representative sample 

of the Danish society and not just from one region, age group, gender, etc. Also, as we are under a 

pandemic (Covid-19), an online distributable survey did not make our data collection suffer in any 

meaningful way.  

 

We decided on an experiment within the survey to test changes in consumer attitudes toward CD 

dependent on brand stance on MeToo, as this was argued the most efficient method for studying these 

changes. This study aims at explaining changes in attitudes which can be generalized to provide useful 

guidelines for brands on how to respond to sociopolitical issues and contribute to the academic 

literature. Here, survey experiments are especially good at finding data that can be generalized for this 

purpose. 

 

In the introduction of our survey, we wrote that we encouraged the respondents to go with their first 

thought and not spend too much time rationalizing or evaluating each question. This was to enhance 

capturing the respondents’ initial feelings, which to us are the respondents’ immediate reaction to their 

environment using minimum cognitive engagement, meaning dominantly relying on heuristics 

(Chaiken, 1980). 

 

We developed a survey consisting of 23 questions (after narrowing the scope of the thesis, 16 questions 

were used in the analysis). These questions were divided into three sections. The first section intended 

to outline the context and consumers’ felt importance of brand stance on MeToo. It covered 

demographics and opinions on the sociopolitical issue, MeToo, in Denmark. The first section also 

covered the respondent’s initial brand affect toward CD (Appendix 7). 

 

The second section of the survey were three different press releases, referred to as brand stance 

manipulations simulating CD either communicating a MeToo supportive brand stance (Appendix 8), a 

MeToo non-supportive brand stance (Appendix 9), or no brand stance on MeToo (Appendix 10).  
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In the third section of the survey, the objective was to explore how consumers’ attitudes were affected, 

dependent on whether they received a MeToo supportive brand stance, a MeToo non-supportive brand 

stance, and no brand stance referred to as the control manipulation5. 

 

To ensure that respondents thoroughly read the survey questions and were not rushed through the 

survey, we added a trap question which allowed us to filter out respondents who did not correctly 

answer this question. The question was ‘Please select the answer "Blue"’, we removed 14 respondents 

who did not fill in the question successfully.  

 

In terms of ethical considerations, we preserved anonymity for all respondents by access to the survey 

being anonymous. It was not possible for us, as researchers, to identify the respondents, hence data were 

treated anonymously. 

 

5.4.2 Manipulation development 
In this section, we will outline how we developed our three brand stance manipulations. To investigate 

the effect of different brand stances on MeToo, we created brand stance manipulations in which 

respondents were exposed to two brand stances from CD on MeToo. We aimed at investigating how a 

MeToo non-supportive and MeToo supportive brand stance would affect consumer attitudes. The three 

brand stance manipulations were distributed equally among our respondents. All brand stances except 

the control manipulation (manipulation 3 = no MeToo brand stance) was fictitious, but heavily inspired 

by actual MeToo related communication by Danish brands and Danish politicians. Before creating the 

supportive and non-supportive brand stance, we read through some of CD’s press releases to obtain a 

similar tone of voice to make the message believable to our respondents. 

 

Sibai et al. (2021) define brand activism as a negotiation of free speech boundaries (p. 2). Thus, when 

CD takes a stance on MeToo, they will automatically engage in a controversial subject, thereby 

redefining which opinions are acceptable to be communicated publicly. In this study, we applied the 

brand activism communication strategy changing the establishment, as CD debates what can be said in 

the public space by challenging the established power structure on the perception of gender equality and 

power abuse. Thus, trying to shift the boundaries of what is acceptable for a brand to take a stance on. 

                                                   
5 The respondents were also asked about intended consumer behavior. This was later excluded from this thesis, as it was 
deemed beyond the scope of our research. All calculations not included in this thesis can be found in appendix 39 and 
40. 
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When consumers evaluate a brand stance, they will according to Sibai et al. (2020) judge if the brand 

demonstrates moral sensitivity, vision, and integration, which will determine if they find the stance to be 

authentic (Ibid. p. 7). Thus, we aimed at recognizing the moral content of the situation in the brand 

stance manipulations, by raising the issue of gender equality, which is a current issue debated in 

Denmark. Also, the aim was that the created manipulations would be perceived as having a clear vision 

on how to solve MeToo-related incidents and avoid gender inequality and power abuse. Lastly, we 

included CD’s actions to indicate intended consistency of prosocial behavior in the messaging.  

Further, we aimed at creating believable consistent brand stances, which were in line with Vredenburg 

et al.’s (2020) definition of how brands can engage in authentic brand activism. They state that brands 

must match activist messaging, purpose, and values with their social corporate practice (pp. 450-451). 

Carlsberg Group’s purpose is “Brewing for a better today & tomorrow”, and their planned action for 

2021 is to ensure equal pay for equal work and shift focus beyond pay to other drivers of an equal and 

inclusive workplace, including guidelines. Carlsberg Group is supporting equality and prioritizing 

diversity, and inclusion (Carlsberg Group, 2020). We, therefore, incorporated different perceptions of 

gender equality in the supportive and non-supportive brand stance manipulations to best fit CD’s 

established values and beliefs and for both stances to be perceived as authentic brand activism.  

 

5.4.2.1 The supportive MeToo brand stance manipulation 
The first manipulation is the MeToo supportive brand stance (Appendix 8). While no larger Danish 

organizations have directly taken public brand stances on MeToo, they have responded to journalists 

and interest groups in the media. These responses have been the foundation on how we developed the 

MeToo supportive brand stance manipulation. We decided to adapt actual statements on MeToo, as we 

wanted to create as realistic a manipulation as possible. Signe Nelsson, an HR manager from Nordea 

Denmark, stated to the Danish media, Børsen, that "We have felt called to state that we recognize that 

#MeToo has been of great importance to many," (translated) (CSR.dk, 2018). Also, Danske Bank stated 

that they use MeToo to focus on sexual harassment and encourage teams to discuss the topic. They 

among other things developed a dialog tool to ensure common knowledge of each other’s boundaries 

(Ibid.).  

 

Also, we drew information from the Danish interest group KVINFO, an independent knowledge and 

research center under the Danish Ministry of Culture focusing on gender, equality, and diversity. 

KVINFO’s mission is to promote gender equality through dissemination, partnerships, and innovative 

projects (KVINFO, 2020b). During the first wave of MeToo, the former ministers Troels Lund Poulsen 
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and Karen Ellemann (Denmark's Liberal Party) claimed the MeToo movement to be a wake-up call and 

published a written document asking Danish companies to put the issue on the agenda (KVINFO, n.d.). 

KNIVFO’s CEO, Henriette Laursen said “A company is not necessarily free of sexism, just because no 

sexism cases have been registered. Sexism can exist even though the cases never see the light of day 

(…). This is what #MeToo has shown. People haven't been able to tell these stories, they haven't 

reported them in regular workplace surveys, they haven't used the HR systems, they haven't made use of 

the relevant representatives, because – in short – it puts you in a highly uncertain situation in terms of 

your career if you come forward with this" (Grønnemann & Quistgaard, 2020).  

 

The above led us to create the following MeToo supportive brand stance manipulation:  

Brewing for an equal tomorrow 

At Carlsberg Danmark, we have followed the debate on gender equality and abuse of authority in the 

workplace. Although we have always worked for a safe and inclusive work environment for all 

employees, we know that we can always improve. 

 

In light of this, we would like to emphasize our zero-tolerance policy on sexual harassment or other 

forms of abusive behavior. We want a healthy and good work environment for all genders and have, 

therefore, set up an internal forum where help can be found if employees or business partners 

experience offensive behavior. 

 

We have created a task force that will investigate whether our organization has any issues that may 

trigger abusive behavior. We have initiated this to ensure that Carlsberg Danmark lives up to our own 

and our customers' values of equality. 

 

We want to be a part of stopping an abusive and degrading culture, and we can only do that if we start 

with ourselves. 

 

Thanks to everyone who has been so brave to share their stories – we hear you. 

 

Carlsberg Danmark brews for an equal tomorrow! 

(Appendix 8)  
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5.4.2.2 The non-supportive MeToo brand stance manipulation 
To develop the MeToo non-supportive brand stance manipulation, we took our departure in Novo 

Nordisk’s statement on MeToo. The Senior Vice President P&O Business Partnering at Novo Nordisk, 

Mille Borchorst, stated: "We don't share specific figures, but we can state that we generally don't 

experience cases of sexism or sexual harassment in Denmark and that in recent years cases like these 

haven't been raised in Denmark through our ombudsman function and hotline," (Grønnemann & 

Quistgaard, 2020). KVINFO criticized this statement to be old-fashioned (Ibid.). Also, A.P Møller 

Mærsk was criticized as they did not wish to enclose how many cases of sexual harassment the 

company had registered (Mandrup, 2021). Also, as stated, public brand stances on MeToo in Denmark 

are limited, thus we also drew inspiration from politicians who made public stances on the sociopolitical 

issue. In September 2020, the Danish politician, Inger Støjberg, stated “It is simply too far-fetched when 

we see examples of even completely innocent compliments about a woman's appearance being 

interpreted as sexism.” (translated) (Frandsen, 2020).  

 

We used the above statements as a starting point for the non-supportive brand stance. When pretesting 

our survey on 22 respondents, we learned that the respondents did not perceive our first drafted 

manipulation to be MeToo non-supportive (Appendix 11). Thus, we decided to enhance it.  

 

In another interview Støjberg stated: 

“(…) right now, it's as all men are being proclaimed as sex-hungry and abusive monsters. Therefore, I 

would be very, very unenthusiastic about being a man in 2020” (translated) (Bloch, 2020). Thus, we 

decided to further enhance the focus on the persecution of men and this hindering equality. This led us 

to the following MeToo non-supportive brand stance manipulation: 

 

This is where we stand 

At Carlsberg Danmark, we want to distance ourselves from the public outrage on men and the 

favoritism of women. We do not believe that this kind of persecution of powerful men creates equality. 

On the contrary, we believe that it further prevents it. 

  

We have not experienced cases of sexual harassment or abuse of authority to an extent where we see the 

need to change or add further measures to our existing work environment policy. 
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"We do not share specific figures, but we can share that we generally do not experience cases of sexism 

or sexual harassment in Denmark and that cases such as these in recent years have not been raised to 

HR," says Michelle T. Hansen6 from HR Carlsberg Danmark. 

  

We urge all our employees, men and women, who feel they have been treated inappropriately to talk to 

the colleague privately instead of publicly embarrassing them. As we believe internal dialogue and 

conflict resolution are the way to resolve these matters. 

(Appendix 9) 

 

5.4.2.3 The control manipulation 
We used a control manipulation aimed at illustrating a reality where Carlsberg made no stance on 

MeToo to compare our findings. The respondents assigned to the control manipulation serve as the basis 

of comparison with the respondents in the MeToo supportive brand stance and MeToo non-supportive 

brand stance manipulation. For this purpose, we used a non-MeToo related press release made by CD 

around the same time the second wave of MeToo in Denmark started (Carlsberg Danmark, 2020). We 

did shorten the press release to fit the length of the two brand stances on MeToo to make them 

physically similar. 

 

This year's Winter Brew gets a new expiration label  

This year's Winter Brew 2020 will hit the market this week, and it's an experimental beer of 8.9% for 

those who are ready to cultivate curiosity.  

  

Due to its high alcohol content and the dark malts, it is suitable for drinking both this year, but can also 

be stored. The dark malts provide an exciting complexity over time, says Bjarke Bertelsen, Liquid 

Innovation Manager at Carlsberg Group, who is behind the recipe for this year's Winter Brew 2020. 

 

"It should easily last for 5-10 years. I would say it can easily get even better with time,” promises 

Bjarke Bertelsen.  

  

New date marking on all strong and dark beers 

"Best before, often good after". The new date marking is now used on all Jacobsen's strong and dark 

                                                   
6 Fictional character 
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beers. This year's Winter Brew is a beer that only gets better with time, and there is, therefore, no 

reason to discard it due to an indicative date. 

 

The date mark "end date of use" is used on foods where it can pose a health risk if ingested after 

exceeding. Therefore, the date of "expiration date" must be observed. The "best before" date, on the 

other hand, is indicative and is used for foods that do not pose a health risk after expiration, but which 

just need to be assessed (...).  

(Appendix 10) 

 

5.4.3 Manipulation check  
To check if our brand stance manipulations worked as intended, we created two control questions 1) 

‘Does Carlsberg Danmark support MeToo in Denmark?’ and 2) ‘How sincere is Carlsberg Danmark in 

the press release?’.  

 

The sincerity question was used to examine if the respondents perceived the manipulations as sincere. 

This question was adapted from Yoon et al. (2006) to uncover if the consumers became suspicious of 

the true motives of the different brand stances, as this would possibly confuse our results (p. 379). Also, 

as we accept that inauthentic brand activism should be avoided, it was important that our respondents 

did not perceive our brand stance manipulations as a marketing tactic or as ’woke washing’ 

(Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 451) or all three brand stance manipulations, the 

respondents predominantly answered either ‘Neither agree nor disagree’, ‘Somewhat agree’ and ‘Agree’ 

(Appendix 12). This confirms that neither of the three manipulations were perceived as insincere. 

 

The MeToo agreement check question was used to examine whether the respondents recognized the 

brand stance manipulations as either MeToo supportive or non-supportive. 65% of the respondents from 

the supportive brand stance manipulation answered ‘Yes’, while 5.7% answered ‘No’ and 29.3% 

answered ‘Don’t know’. Thus, verifying the MeToo supportive brand stance as being dominantly 

perceived as such. Around one-third of the respondents receiving the MeToo non-supportive brand 

stance perceived it as MeToo supportive (34.2%), while around one-third (38.2%) perceived it as 

MeToo non-supportive, and 27.6% answered ‘Don’t know’. In the control manipulation, 11.9% 

answered ‘Yes’, 2.2% answered ‘No’ and 85.9% answered ‘Don’t know’ (Appendix 13), meaning the 

control manipulation working as intended.   
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Moreover, we found that the respondents agreeing with MeToo recognized the MeToo supportive brand 

stance as MeToo supportive (70% believed the brand stance was MeToo supportive, and 5% recognized 

it as MeToo non-supportive). Likewise, they recognized the MeToo non-supportive brand stance as 

MeToo non-supportive (54.7% believed the brand stance was MeToo non-supportive, and 24% believed 

it was MeToo supportive). The respondents disagreeing with MeToo also recognized the MeToo 

supportive brand stance as supportive of MeToo (59.7% believed the brand stance was MeToo 

supportive and 5% as non-supportive). However, the respondents disagreeing with MeToo did not 

recognize the non-supportive as such, as 34% perceived it as MeToo supportive, 22.1% as MeToo non-

supportive and 33.8% did not know (Appendix 14). 

 

5.4.4 Distribution 
Our survey was distributed on our personal Facebook profiles twice to reach as many as possible within 

our network. We posted an anonymous link to the survey. Also, the survey was shared by people within 

our Facebook network. Moreover, we posted the survey in many local Facebook communities across 

Denmark to reach different regions of Denmark. Since we expected that females and males would have 

different opinions and perceptions of MeToo in Denmark, we tried to obtain access to gender-based 

Facebook groups. We posted the survey in feminist groups and other forums for females on Facebook, 

as we expected that these users would agree with and be more involved in the MeToo movement in 

Denmark. We also tried to gain access to Facebook groups for exclusively males to gain insights into 

the males’ perception of MeToo. However, we did not get accepted into these groups (Appendix 15). 

 

In the introductory of the survey, we clarified that the study was solely aimed at contributing to 

academia and that no profit would be made from results. This was done to ensure that respondents knew 

their research did not benefit a specific company, to eliminate restraint to answer and respondent biases. 

Also, we created a contest where it would be possible for two respondents to win a gift card, to further 

encourage participation.  

 

We used a non-probability sampling technique. This means that we as researchers selected samples 

based on subjective judgment. Our non-probability sampling techniques involved convenience and 

snowball sampling. The first is also known as availability sampling, meaning the sample is taking from 

a group of people, we can easily contact or reach via Facebook. It is important to note that convenience 

sampling is prone to bias and influences beyond our control. This is because respondents in the sample 

may be the people who felt strongly enough about the subject to answer the survey (and were using 
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Facebook during the time that the survey was available) (Saunders, Lewis, & Thornhill, 2016, p. 304). 

The snowball sampling is a chain referral process, e.g. when friends reshare the survey on Facebook. In 

snowball sampling, participants volunteer to be part of the research rather than chosen. The risk of this 

sampling technique is that respondents are most likely to identify other potential respondents who are 

similar to themselves, resulting in a homogeneous sample (Ibid. p. 303).  

 

5.5 Analysis techniques  
We used the software IBM SPSS to analyze our quantitative data and find evidence of or reject our 

hypotheses. The most commonly used measure of central tendency is the mean, which describes the 

arithmetic average of the values in a sample of data. The standard deviation (SD) describes the average 

distance of the distribution values from the mean. A large standard deviation indicates a distribution in 

which the individual values are spread out and are relatively far away from the mean (Hair, Celsi, 

Ortinau, & Bush, 2017, p. 313). 

 

Our analysis method is to test if chosen variables are significant with the null hypothesis (H0), which 

states that there is no difference between two variable means. The alternative hypothesis (H1) states that 

the independent variable does affect the dependent variable, and the results are significant in terms of 

supporting the hypothesis being investigated. The level of statistical significance is expressed as a p-

value between 0 and 1. The smaller the p-value, the stronger evidence that the null hypothesis can be 

rejected. A p-value less than 0.05 is statistically significant, and the H0-hypothesis will be rejected, and 

the alternative hypothesis (H1) will be accepted as it indicates strong evidence against the null 

hypothesis. A p-value <0.05 means that there is less than a 5% probability that the null hypothesis is 

correct. A statistically significant result cannot provide that a research hypothesis is correct. Yet, it can 

instead ‘provide support for’ or ‘give evidence’ for hypotheses (Saul, 2019).  

 

To test our hypotheses, we used independent t-tests to compare the means of two independent groups to 

determine whether there is statistical evidence that the associated population means are significantly 

different. The t-test can be conceptualized as the difference between the means divided by the variability 

of the means. The t value (t) is the ratio of the difference between the two sample means and the 

standard error. The t-test determine if the difference between the two sample means occurred by chance 

(Hair, Celsi, Ortinau, & Bush, 2017, p. 294). When needing to perform a t-test for variables with more 

than two means, we used a cut point, which divided a variable into two means. All cases with values 

that are less than the cut point form one group, and cases with values that are greater than or equal to the 
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cut point form the other groups. This allowed us to analyze the mean differences between the two 

groups. 

 

Also, we used analysis of variance (ANOVA) to determine the statistical difference between three or 

more means. The null hypothesis for t-tests and ANOVA always states that there is no difference 

between the dependent variable groups. The F distribution is the ratio between variance between- and 

within groups. The greater the difference in the variance between groups, the larger the F ratio. Thus, a 

larger F ratio implies a significant difference between the groups, which is more likely to indicate that 

the null hypothesis will be rejected (Hair, Celsi, Ortinau, & Bush, 2017, p. 298).  

 

5.5.1 Measurements 
In this section, we will go through our measurements by outlining the variables. 

 

5.5.1.1 Consumers’ brand affect  
There are three major traditions in measuring emotions: direct elicitation, phycological and 

neuroscience measures, and indirectly using techniques such as metaphors and emoticons. We choose to 

use emotions to measure our respondents' initial and change in brand affect. When using animated 

avatars/emoticons as a slider in questionnaires, the respondent sees different levels of the emotions as 

he/she moves the cursor from left to right (and back). Our respondents indicated their brand affect 

toward CD on a 5-point smiley slider scale (referred to as the smiley scale), where 1 was the lowest 

rating, 3 was neutral, and 5 was the highest rating. The respondents could simply click on the emotion 

which they felt expressed their brand affect toward CD. This means that the measurement of their 

reaction to a set of frames required a minimum level of cognitive engagement from them, thus mainly 

relying on their affect to guide evaluation. Roberts et al. (2015) found that the animated, nonverbal 

scales are effective in capturing respondents’ feelings both with and without labels indicating the 

emotions portraited (pp. 818-819).  

 

We tested brand affect before the brand stance manipulation ‘How do you feel about Carlsberg 

Danmark?’ and the same question after brand stance manipulation ’How do you feel about Carlsberg 

Danmark' (See figure 16).  



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 66 of 250 

 

 
 

Figure 16. Smiley scale  

 

5.5.1.2 Consumers’ brand stance evaluation 
The respondents were asked after the brand stance manipulation ‘How do you feel about the response 

Carlsberg Danmark made’, this measure indicated their evaluation of the brand stance and was also 

measured through the same smiley scale as in consumer brand affect, as it would also demand minimum 

cognitive processing.  

 

5.5.1.3 Consumers’ agreement with MeToo  
Consumers’ level of agreement with MeToo was measured using a one-item scale five-point ordinal 

scale ranging from 1= ‘Strongly disagree’, to 5= ‘Strongly agree’. The question was: ‘Do you agree 

with MeToo in Denmark?’.  

 

5.5.1.4 Consumers’ brand Love 
Batra et al. (2012) suggest seven distinct elements that indicate brand love in their Higher-Order Brand 

Love Factor Model (Appendix 5). In developing our survey and brand love scale, we found four items 

to be relevant in our study, thus, we excluded the rest. The included items were; self-brand integration, 

positive emotional connection, anticipated separation distress, and enduring passion which was included 

in a 7-item7 7-point ordinal scale ranging from 1=’Strongly disagree’ to 7=’Strongly agree’. 

 

 Self-brand integration was incorporated through the question;” Carlsberg Danmark represents my 

values and beliefs (current self-identity) and “Carlsberg Danmark possess traits that I would like to be 

associated with” (desired self-identity). Current self-identification refers to when the consumer 

identifies their own identity traits within the brand. Desired self-identification refers to when the 

consumer identifies traits within the brand, which they deem desirable our held to a certain high 

standard (Batra, Ahuvia, & Bagozzi, 2012, p. 4). This was argued extremely relevant in the case of 

                                                   
7 Two of the items were excluded as they were deemed beyond the scope of this study. 
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sociopolitical issues, as it highly relates to personally held values and beliefs within individuals and how 

they might wish to see themselves and society at large. Also, Mukherjee & Althuizen states brand 

activism as allowing consumers to evaluate how self-similar they feel with a brand (Mukherjee & 

Althuizen, 2020, p. 773). Positive emotional connection was incorporated through the question; “I feel 

personally connected to Carlsberg Danmark” (after the manipulation) and refers to the attachment 

consumers feel toward a brand. It was included as it was rendered plausible that felt connection would 

increase our decrease if a brand took a certain stance on a sociopolitical issue that the consumer felt 

strongly about. Anticipated separation loss refers to the consumers' fear of being distanced from the 

brand both physically (products) and mentally. This was measured through the question; “I would feel a 

loss if I could not buy Carlsberg Danmark products anymore”. This item was included as we wanted to 

uncover if consumers’ desire to maintain proximity to the brand were affected when the brand takes a 

stance taking on a sociopolitical issue, as it can be assumed that proximity would increase when the 

brand stance is consonant with the consumers. Lastly, enduring passion refers to consumer preference or 

in some cases loyalty, where the consumers prefer the brand's products over other similar products. This 

was tested through the question; “I prefer Carlsberg Danmark over other beverage brands”. This item 

was chosen as relevant, as knowledge on if brand stance on sociopolitical issues translate into overall 

brand preference, could be particularly valuable insights for brand managers and marketers, as this is 

usually linked to loyalty and positive word-of-mouth (Batra, Ahuvia, & Bagozzi, 2012, p. 1).  

 

To access the reliability of the brand love scale, we calculated the coefficient alpha, which indicates the 

reliability of the scale. If the alpha value is above the threshold value of 0.7, it indicates a good internal 

consistency, which is how closely related a set of items are as a group. This provides evidence that the 

scale can be used for additional analyses (UCLA, n.d.). The scale alpha value equaled 0.817, thus 

supporting scale reliability.  

 

5.5.2 Grouping of variables 
In this section, we will go through the grouping of our variables. 

5.5.2.1 Manipulation 
The respondents were distributed randomly among the MeToo supportive brand stance manipulation, 

the MeToo non-supportive brand manipulation and the control manipulation (Appendix 16). 
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5.5.2.2 Agreement with MeToo 
We grouped the respondents into two groups based on the level of agreement with MeToo. The MeToo 

disagree group (those who had answered below 4) and a MeToo agree group (those who had answered 

larger or equal to 4). Those who disagreed with MeToo had answered either: (1) ‘Strongly disagree’, (2) 

‘Disagree’ or (3) ‘Neither agree nor disagree’. Whereas the MeToo agree group had answered either (4) 

‘Agree’ or (5) ‘Strongly agree’.  

 

5.5.2.3 Initial brand affect  
We defined the respondents indicating initial positive brand affect toward CD (those who answered 4 or 

5 in the first brand affect question before brand stance manipulation on the smiley scale) as the Brand 

Affect Positive group (BAP). Next, we defined the respondents indicating initial negative brand affect 

(those who have answered 1, 2, or 3) as the Brand Affect Negative group (BAN). 
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6. Description of data sample 
In this section, we present our collected data sample. To gain insights into the demographics of the 

respondents, we will go over age, income, education level, area of living. Also, we will clarify the 

samples’ agreement and involvement with MeToo in Denmark to best illustrate how our data sample fits 

into the context of our research question.  

 

The survey was online from February 17th to March 4th, 2021. In total, 801 respondents opened the 

survey link. When cleaning the collected data, we decided to 1) remove respondents who did not fill in 

the entire survey, 2) remove respondents who answered other than ‘Blue’ in the trap question, 3) remove 

respondents under the age of 18. In Denmark, there is no regulation as to whether it is necessary to get 

parental consent for young people under the age of 18 to participate in an anonymous questionnaire. 

However, in regard to children under the age of 18, the law on custody provides general protection, as 

the parents must, as a general rule, give permission for the child's participation in a study (Andersen & 

Kjærulff, 2003). After cleansing the sample, we had 444 respondents, which means that 357 

respondents were removed. The three manipulations were distributed almost evenly among the 444 

respondents. 157 respondents got the supportive brand stance, 152 got the non-supportive brand stance, 

whilst 135 got the control manipulation (Appendix 16) 

 

The majority (51.5%) of the respondents agreed with MeToo in Denmark. 19.1% strongly agreed, 

32.4% agreed, 32.2% did not hold a strong opinion about MeToo in Denmark, while 11.5% disagreed 

and 4.7% strongly disagreed (Appendix 3). 81.5% of respondents did not consider themselves involved 

in the MeToo debate in Denmark (46.6% were not active at all and 34.9% were a little active). While 

11% were active and only 2.9% were very active (Appendix 18). We find that the majority of the 

respondents never researched brands’ stances on MeToo (69.4%), while 27.3% sometimes researched it, 

and 2.9% most of the time, and only 0.5% always (Appendix 19).  

 

In total, the data sample consisted of 83 males (18.7%) and 360 females (81.1%), and 1 non-binary 

(0.2%), which resulted in a skewed distribution. Additionally, women were more likely to agree with 

MeToo than males (Appendix 17). 

 

The majority (53.2%) of the respondents were between 18-34 years of age (22.1% were between 18-24 

years old, and 31.1% were between 25-34 years old). 14.4% were between 35-44 years old, and 15.5% 

were between 45-54 years old, 9.9% were between 55-64 years old, and 7% were older than 65 years 
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old. We found that younger respondents were more likely to agree with MeToo whilst older respondents 

were more likely to disagree with MeToo (Appendix 20)  

 

The majority of the respondents had a lower income between 0-20,000 DKK per month (before taxes) 

(23.2% had an income between 0-10,000 DKK, and 25.5% had an income between 10,001-20,000 

DKK). 16.4% had an income between 20,001-30,000 DKK, and 16.2% between 30,001-40,000 DKK, 

6.8% between 40,000-50,000 DKK, 4.5% had an income above 50,001 DKK. This was not surprising as 

the majority of the participants were of younger age. We found that income level does not affect 

agreement with MeToo in Denmark (Appendix 21). 

 

40% of the respondents had 4-6 years of education beyond elementary school, 16.4% had 1-3 years of 

education, 26.1% had 7-8 years of education while 14.4% had more than 9 years of education and 2.3% 

had 0 years of education. Thereby, the majority of the respondents had between 4-8 years of education. 

The length of education was found to affect agreement with MeToo positively. Thus, respondents with a 

longer education were more likely to agree with MeToo than respondents with a shorter education 

(Appendix 22).  

 

Due to the convenience and snowball sampling, we got 43.2% respondents from the Capital City Region 

and 22.7% from the Region Zealand. As we distributed the survey in different local Facebook 

communities, we reached 13.7% from the Mid Jutland Region, 8.1% from the North Jutland Region, 

and 12.2% from the Region of Southern Denmark. We found that the respondents from the Capital City 

Region were significantly more likely to agree with MeToo than the respondents from the North Jutland 

Region (Appendix 23). 
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7. Analysis  
Within this section, we will analyze our data sample to either reject or accept our hypotheses introduced 

in the hypotheses section. We will start by putting our data into the societal context of our examined 

sample culture: the Danish culture. Next, we will test our 10 hypotheses. These will be tested in two 

sections. The first section, hypotheses 1-5 focuses on consumers’ brand affect and brand stance 

evaluation. The next section, hypotheses 6-10, will investigate brand stance on MeToo’s effect on the 

consumer-brand relationship of brand love and consumer-brand integration, specifically consumers’ 

current and desired self-identity. Each section will end with a short discussion of the results. Lastly, we 

will conclude on our findings in the analysis.  

 
We deemed it relevant to put our collected data into our examined context, to be transparent about 

certain elements possibly unique to our context. Thus, we conducted initial testing of the extent to 

which Danish consumers find brand stances on MeToo important. This also provides a deeper 

understanding of our results and provide grounds for a meaningful discussion on brand stances on 

MeToo’s effect on consumers’ attitudes.  

 

81.3% of the respondents within our sample found brand stance on MeToo to be important, thus 

indicating brand stance an important contemporary consideration for Danish brands (Appendix 2). 34% 

of the respondents thought it was slightly important that brands take a stance on MeToo, whereas 26.4% 

thought it was important. 18.7% responded not important, 14.4% found it very important, and 6.5% 

extremely important. This shows that the dominant part of our respondents found brands taking a stance 

on MeToo as ‘slightly important’ or ‘important’ (Appendix 24). Thus, our results align with previous 

research on brand stance importance stating a high level of importance of brand stance felt by 

consumers (Milfeld & Flint, 2020; Vredenburg, Kapitan, Spry, & Kemper, 2020; Mukherjee & 

Althuizen, 2020).  

 

We found that consumers in agreement with MeToo to a significantly larger extent found brand stance 

on MeToo important than the consumers disagreeing with MeToo and those who do not hold a clear 

opinion8 (Appendix 25). We found a significant difference between gender and consumers’ evaluation 

of brand stance importance on MeToo (Appendix 26). Thus, results indicate that females find brand 

                                                   
8 We also conducted a test excluding the answer ‘Neither agree nor disagree’ from the MeToo disagree group, but this 
did not significantly change the results.  
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stance on MeToo significantly more important than males. We found no statistical difference between 

felt importance of brand on stance on MeToo and 1) age, 2) education, 3) income, and 4) geographical 

residency (Appendix 27) (See all of our context findings in table 1).    

 

To which extent do Danish consumers find brand stance on MeToo important? 
Consumers dominantly find brand stance on MeToo important Yes 
Agreement with MeToo positively affects consumers’ felt importance of brand stance 
on MeToo 

Yes 

Felt importance of brand stance on MeToo is higher among younger consumers No 
Education length positively affects felt consumers’ importance of brand stance on 
MeToo 

No 

Income positively affects consumers’ felt importance of brand stance on MeToo No 
Felt importance of brand stance on MeToo is higher for female consumers Yes 
Consumers’ felt importance of brand stance on MeToo is higher in larger city-regions No 

Table 1. Overview of which consumers find brands stance on MeToo important in Denmark 

 

Having established the context our analysis is placed within, we will in the next section, test our 

hypotheses introduced in the previous section (See table 2). This is to examine how brand stance on 

sociopolitical issues affect consumers’ attitudes toward the brand, examined through CD and MeToo in 

Denmark.  

 
H1 Brand stance on MeToo affect consumers’ evaluation of the brand stance  
H1.1 A MeToo supportive brand stance will be evaluated higher by consumers than a MeToo non-supportive brand stance 
H1.2 A MeToo non-supportive brand stance will be evaluated lower by consumers than no brand stance on MeToo 
H2 Consumers’ evaluation of a brand stance depends on their agreement with MeToo  
H2.1 Consumers agreeing with MeToo will evaluate a MeToo supportive brand stance positively  
H2.2 Consumers agreeing with MeToo will evaluate a MeToo non-supportive brand stance negatively  
H2.3 Consumers disagreeing with MeToo will evaluate a MeToo supportive brand stance negatively  
H2.4 Consumers disagreeing with MeToo will evaluate a MeToo non-supportive brand stance positively 
H3 Consumers’ brand affect is affected by brand stance on MeToo 
H3.1 A MeToo non-supportive brand stance will negatively affect consumers’ brand affect 
H3.2 A MeToo supportive brand stance will positively affect consumers’ brand affect 
H4 Consumers’ brand affect depends on brand stance on MeToo and their agreement with MeToo 
H4.1 A MeToo supportive brand stance positively affect consumers’ brand affect when they agree with MeToo 
H4.2 A MeToo supportive brand stance negatively affect consumers’ brand affect when they disagree with MeToo 
H4.3 A MeToo non-supportive brand stance positively affect consumers’ brand affect when they disagree with MeToo  
H4.4 A MeToo non-supportive brand stance negatively affect consumers’ brand affect when they agree with MeToo 
H5 How brand stance changes consumers’ brand affect can be predicted based on their agreement with MeToo and their initial brand 
affect     
H5.1 When consumers agreeing with MeToo, who initially have a positive brand affect, are exposed to a MeToo supportive brand stance, their 
brand affect will increase 
H5.2 When consumers agreeing with MeToo, who initially have a positive brand affect, are exposed to a MeToo non-supportive brand stance, 
their brand affect will decrease 
H5.3 When consumers disagreeing with MeToo, who initially have a positive brand affect, are exposed to a MeToo supportive brand stance, their 
brand affect will decrease  
H5.4 When consumers disagreeing with MeToo, who initially have a positive brand affect, are exposed to a MeToo non-supportive brand stance, 
their brand affect will increase 
H5.5 When consumers agreeing with MeToo, who initially have a negative brand affect, are exposed to a MeToo supportive brand stance, their 
brand affect will increase  
H5.6 When consumers agreeing with MeToo, who initially have a negative brand affect, are exposed to a MeToo non-supportive brand stance, 
their brand affect will decrease  
H5.7 When consumers disagreeing with MeToo, who initially have a negative brand affect, are exposed to a MeToo supportive brand stance, their 
brand affect will decrease 
H5.8 When consumers disagreeing with MeToo, who initially have a negative brand affect, are exposed to a MeToo non-supportive brand stance, 
their brand affect will increase 
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H6 Consumers’ brand love is affected by brand stance on MeToo  
H6.1 A MeToo supportive brand stance will affect consumers’ brand love positively  
H6.2 A MeToo non-supportive brand stance will affect consumers’ brand love negatively 
H7 Consumers’ brand love depends on brand stance on MeToo and their agreement with MeToo  
H7.1 A MeToo supportive brand stance will affect consumers’ brand love positively when consumers agree with MeToo 
H7.2 A MeToo supportive brand stance will affect consumers’ brand love negatively when consumers disagree with MeToo 
H7.3 A MeToo non-supportive brand stance will affect consumers’ brand love positively when consumers disagree with MeToo 
H7.4 A MeToo non-supportive brand stance will affect consumers’ brand love negatively when consumers agree with MeToo 
H8 Consumers’ self-brand integration is affected by brand stance on MeToo   
H8.1 A MeToo supportive brand stance will affect consumers’ self-brand integration positively 
H8.2 A MeToo non-supportive brand stance will affect consumers’ self-brand integration negatively 
H9 Consumers’ brand association with a desired self-identity is affected by brand stance on MeToo and their agreement with MeToo 
H9.1 A MeToo supportive brand stance will affect consumers’ brand association of a desired self-identity positively when they agree with MeToo 
H9.2 A MeToo non-supportive brand stance will affect consumers’ brand association of a desired self-identity negatively when they agree with 
MeToo 
H9.3 A MeToo non-supportive brand stance will affect consumers’ brand association of a desired self-identity positively when they disagree with 
MeToo 
H9.4 A MeToo supportive brand stance will affect consumers’ brand association of a desired self-identity negatively when they disagree with 
MeToo 
H10 Consumers’ brand association with their current self-identity is affected by brand stance on MeToo and their agreement with MeToo 
H10.1 A MeToo supportive brand stance will affect consumers’ brand association of their current self-identity positively when they agree with 
MeToo 
H10.3 A MeToo non-supportive brand stance will affect consumers’ brand association of their current self-identity negatively when they agree 
with MeToo 
H10.2 A MeToo supportive brand stance will affect consumers’ brand association of their current self-identity negatively when they disagree with 
MeToo 
H10.4 A MeToo non-supportive brand stance will affect consumers’ brand association of their current self-identity positively when they disagree 
with MeToo 

Table 2. Hypotheses 

 

Appendix 7 shows all questions used in the survey (7.1 shows default report from Qualtrics and 7.2 

shows solely the questions and manipulations in the survey). See how all measurements have been done 

in section 5.5.1. All SPSS coding from the survey can be found in Appendix 28 titled ‘Code book’.  

 

7.1 Consumers’ brand affect and brand stance evaluation 
This first section test and analyze hypotheses 1-5, focusing on consumers’ brand affect, brand stance 

evaluation and how this change depending on the type of brand stance on MeToo and their agreement 

with MeToo. The last, hypothesis 5, tests cognitive dissonance theory. Here, we examine how 

consumers’ brand affect changes dependent on brand stance, the consumers' initial brand affect and 

agreement with MeToo. 

 

H1 Brand stance on MeToo affect consumers’ evaluation of the brand stance 
Our one-way ANOVA analysis revealed a significant difference between brand stance manipulations 

p=0.000 f=23.523 (Appendix 29). The supportive brand stance evaluation mean=4.00 SD=0.883, non-

supportive brand stance evaluation mean=3.28 SD=1.197, and control manipulation evaluation 

mean=3.83 SD=0.728. The Tukey Post Hoc revealed p=0.000 between how consumers evaluated the 

supportive brand stance and the non-supportive brand stance, thus revealing that the supportive brand 
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stance was evaluated significantly higher than the non-supportive brand stance, finding support for 

H1.1. Also, The Tukey Post Hoc revealed a significance between the non-supportive brand stance and 

the control manipulation p=0.000, meaning that the non-supportive brand stance was rated significantly 

lower by consumers than the control manipulation, finding support for H1.2. No significance was 

uncovered between the supportive brand stance and the control manipulation p=0.289. Thus, in 

summary, H1.1 and H1.2 are accepted (See figure 17). 

 

 
Figure 17 Consumers’ evaluation of brand stance on MeToo 

 

H2 Consumers’ evaluation of a brand stance depends on their agreement with MeToo  
Here, we conducted an independent t-test including the grouping variable ‘agreement with MeToo’ to 

uncover if consumers’ evaluation of the brand stance depends on their agreement with MeToo. 

 

Our test on the supportive brand stance manipulation revealed a significant difference between 

agreement with MeToo and consumers’ evaluation of the brand stance p=0.000, t=5.510 (Appendix 30). 

The MeToo disagree groupsupportive mean=3.64 SD=0.958. The MeToo agree groupsupportive mean=4.35 

SD=0.638. This reveals that the consumers agreeing with MeToo evaluated the supportive brand stance 

significantly higher than the MeToo disagree group. A significant difference was also found in the non-

supportive brand stance manipulation p=0.000, t=-5.969. The MeToo disagree groupnon-supportive 

mean=3.79 SD=0.951. The MeToo agree groupnon-supportive mean=2.75 SD=1.198. This reveals that the 

consumers agreeing with MeToo rated the non-supportive brand stance significantly lower than 

consumers disagreeing with MeToo. The control manipulation revealed no significant difference 

p=0.742 t=-0.330, thus strengthening uniqueness in findings, in relation to consumer evaluation of brand 

stance on MeToo being dependent on consumers’ agreement with MeToo. The MeToo disagree 
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groupcontrol mean=3.85. The MeToo agree groupcontrol mean=3.81. Thus, results support that a supportive 

or non-supportive brand stance significantly affects the evaluation of MeToo brand stance dependent on 

consumers’ agreement with MeToo. Consumers agreeing with MeToo evaluated the supportive brand 

stance significantly higher than the MeToo disagree group, and the non-supportive brand stance 

significantly lower than the MeToo disagree group (See figure 18).  

 

 
Figure 18. Consumers’ evaluation of brand stance on MeToo dependent on their agreement with MeToo 

 

To further strengthen these results, we excluded the answer ‘Neither agree nor disagree’ from the 

MeToo disagree group to solely include the answers ‘Disagree’ and ‘Strongly disagree’ (Appendix 30). 

Here, the analysis yielded the MeToo disagree groupsupportive mean= 3.47 and the MeToo disagree 

groupnon-supportive mean=3.88, thus still indicating no significant difference between groups (See figure 

19).  

 
Figure 19. Consumers’ evaluation of brand stance dependent on their agreement with MeToo excluding 

the answer ‘neither agree nor disagree’ 
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To test if results for the MeToo disagree group were significant between brand stance manipulations, we 

conducted a one-way ANOVA test solely on the MeToo disagree group, which yielded no significant 

difference between consumers’ brand stance evaluation dependent on brand stance manipulation 

(Appendix 30).   

 

We also conducted the same one-way ANOVA test on the MeToo agree group to uncover differences in 

brand stance evaluations between brand stance manipulations. Here, results revealed a significant 

difference p=0.000 f=65.048. The Tukey Post Hoc revealed a significant difference between the 

consumers receiving the supportive brand stance and the non-supportive brand stance p=0.000, further 

supporting that the consumers agreeing with MeToo evaluated the supportive brand stance significantly 

higher than the non-supportive brand stance. Also, a significant difference was found between the 

consumers receiving the supportive brand stance and the control manipulation p=0.001, meaning that 

consumers agreeing with MeToo evaluated the supportive brand stance significantly higher than the 

control manipulation. Lastly, a significant difference was uncovered between the consumers receiving 

the non-supportive brand stance and the control manipulation p=0.000, meaning that consumers 

evaluated the non-supportive brand stance significantly lower than the control manipulation (Appendix 

30).  

 

In summary, our analysis revealed support for H2.1 and H2.2, as consumers agreeing with MeToo rated 

the non-supportive brand stance lower and the supportive brand stance higher. Results revealed no 

support for H2.3 and H.2.4, as brand stance evaluation revealed no significant difference for consumers 

disagreeing with MeToo between brand stance manipulations. It can thus be concluded that brand stance 

on MeToo only affects brand stance evaluation for consumers agreeing with MeToo.  

 

H3 Consumers’ brand affect is affected by brand stance on MeToo 
We started by defining the average brand affect toward CD before brand stance manipulations. Results 

revealed brand affect to be similar across brand stance manipulations before they were exposed to a 

brand stance manipulation (Appendix 31). The supportive brand stance manipulation mean=4.07 

SD=0.761, the non-supportive brand stance manipulation mean=3.99 SD=0.801, and the control 

manipulation mean=3.96 SD=0.781. Between the groups p=0.438 f=0.826, indicating no significant 

difference between groups in brand affect before brand stance manipulation on MeToo. This also 

reveals CD as being a dominantly liked brand as our smiley scale was a 5-point scale with 5 being the 

most positive brand affect. After the brand stance manipulation, the respondents’ brand affect in the 
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MeToo supportive brand stance revealed a mean=4.11 SD=0.756, the MeToo non-supportive brand 

stance mean=3.55 SD=0.975, and control manipulation mean=3.99 SD=0.702. p=0.000 f=19.648 now 

indicating a significant difference between groups (see figure 20). 

 

 
Figure 20. Consumers’ brand affect before and after brand stance manipulation 

 

The Tukey Post Hoc revealed a significant difference between the supportive brand stance and the non-

supportive brand stance with p=0.000, meaning that consumers decreased their brand affect 

significantly in the non-supportive brand stance manipulation compared to the supportive brand stance 

manipulation. The non-supportive brand stance and the control manipulation revealed significant 

differences with p=0.000, revealing that the consumers in the MeToo non-supportive brand stance 

manipulation decreased their brand affect significantly compared to the consumers in control 

manipulation. No statistical difference was found between the supportive brand stance and control 

manipulation with p=0.411, indicating that a supportive brand stance does not increase brand affect, but 

stays unchanged positive.  

 

Results reveal that the MeToo non-supportive brand stance decreases brand affect significantly 

compared to the MeToo supportive brand stance and the control manipulation, thus H3.1 is accepted. 

Results do not indicate a significant increase in brand affect after consumers were exposed to a 

supportive brand stance, thus H3.2 is rejected.  
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H4 Consumers’ brand affect depends on brand stance on MeToo and their agreement with 
MeToo  
We then tested if consumers’ agreement with MeToo affected brand affect toward CD after the brand 

stance manipulation (Appendix 32). Our independent t-test on the supportive brand stance revealed a 

significant difference between brand affect and consumers’ agreement with MeToo p=0.005 t=2.882. 

The MeToo agree groupsupportive mean=4.28 SD=0.636. The MeToo disagree groupsupportive mean=3.94 

SD=0.095, thus revealing that the MeToo agree groupsupportive significantly increased their brand affect 

compared to the MeToo disagree groupsupportive. A significant difference was also found in the non-

supportive brand stance manipulation p=0.000 t=-4.197. The MeToo agree groupnon-supportive mean=3.23 

SD=1.034. The MeToo disagree groupnon-supportive mean=3.86 SD=0.806, revealing that the MeToo agree 

groupnon-supportive significantly decreased their brand affect toward CD compared to the MeToo disagree 

groupnon-supportive. No significant difference was found in the control manipulation p=0.228 t=-1.211. The 

MeToo agree groupcontrol mean= 3.92 SD=0.697. The MeToo disagree groupcontrol mean=4.07 SD=0.704, 

thus supporting uniqueness of findings in relation to brand stance on MeToo (see figure 21).  

 

 
Figure 21. Consumers’ brand affect toward CD dependent on their agreement with MeToo 

 

To further support findings we conducted an additional test excluding ‘Neither agree nor disagree’ from 

the MeToo disagree group. Here, the MeToo disagree groupsupportive mean=3.75 and the MeToo disagree 

groupnon-supportive mean=3.92 (Appendix 32) (See figure 22). To uncover if this created any significant 

difference between manipulations for the MeToo disagree group we conducted a one-way ANOVA 

solely on the MeToo disagree group to uncover differences between brand stance manipulations. Our 

results revealed insignificant between brand stance manipulations, thus supporting no effect of brand 

stance on the consumers disagreeing with MeToo’s brand affect (Appendix 32).  
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Also, we tested this with the MeToo agree group to uncover significance between consumers who agree 

with MeToo and their brand affect dependent on the type of brand stance. Here, our one-way ANOVA 

revealed significant difference between brand stance manipulations p=0.000 f=33.672. The Tukey Post 

Hoc revealed a significant difference between the supportive brand stance and the non-supportive brand 

stance p=0.000, supporting that the consumers agreeing with MeToo’s brand affect increased 

significantly in the supportive brand stance manipulation compared to the consumers agreeing with 

MeToo in the MeToo non-supportive brand stance manipulation, where their brand affect decreased 

significantly. Also, a significant difference was found between the supportive brand stance and the 

control manipulation p=0.018, indicating that consumers agreeing with MeToo significantly increased 

their brand affect when receiving the supportive brand stance compared to the control manipulation. 

Lastly, a significant difference was uncovered between the non-supportive brand stance manipulation 

and the control manipulation p=0.000, revealing that the consumers agreeing with MeToo significantly 

decreased their brand affect when receiving a non-supportive brand stance on MeToo (Appendix 32). 

 

 
Figure 22. Consumers’ brand affect toward CD dependent on their agreement with MeToo excluding 

the answer ‘Neither agree nor disagree’ 

 

Results reveal that the supportive brand stance yields positive brand affect for consumers agreeing with 

MeToo and no significant negative consequences on brand affect for consumers disagreeing with 

MeToo. Thus, H4.1 is accepted and H4.2 is rejected. Also, results reveal that the non-supportive brand 

stance yields no significant effect on brand affect for consumers disagreeing with MeToo and decrease 

in brand affect for consumers agreeing with MeToo. Thus, H4.3 is rejected and H4.4 is accepted.  
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H5 How brand stance changes consumers’ brand affect can be predicted based on their 
agreement with MeToo and their initial brand affect     

 
Brand affect positive group 
Testing was first conducted on BAP (initial Brand Affect Positive consumers) to see how this group’s 

brand affect changed depending on their agreement with MeToo and brand stance on MeToo (Appendix 

33). For the BAP consumers in the supportive brand stance manipulation, we found a significant 

difference between manipulations p=0.006 t=2.778. The MeToo agree groupsupportive mean=4.45 

SD=0.501 and the MeToo disagree groupsupportive mean=4.18 SD=0.587. Thus, revealing that BAP 

consumers that are agreeing with MeToo, will increase their brand affect, when receiving a supportive 

brand stance. In the non-supportive manipulation, we also found a significant difference between BAP 

consumers and the brand stance manipulations p=0.000 t=-3.849. The MeToo agree groupnon-supportive 

mean=3.45 SD=1.012 and the MeToo disagree groupnon-supportive mean=4.02 SD=0.475. Thus, BAP 

consumers agreeing with MeToo will significantly decrease their brand affect when receiving a non-

supportive brand stance compared to the consumers disagreeing with MeToo. Lastly, no significant 

difference was found in the control manipulation, strengthening the uniqueness of results in relation to 

brand stances on MeToo. The MeToo agree groupcontrol mean=4.26 SD=0.487 and the MeToo disagree 

groupnon-supportive 
9 (See figure 23).  

 

 
Figure 23. Consumers having initial positive brand affect toward CD change in brand affect after 

MeToo brand stance manipulation 

 

                                                   
9 This test was also conducted excluding the answer ‘Neither agree nor disagree’ from the MeToo disagree group, but 
this did not significantly change the results (Appendix 33). 
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Our results now reveal a significant difference between BAP consumers agreeing or disagreeing with 

MeToo’s brand affect within each brand stance manipulation. This means that we conclude that BAP 

consumers’ brand affect significantly changes dependent on their agreement with MeToo and type of 

brand stance. We also wanted to uncover significant differences between groups depending on the 

consumers’ agreement with MeToo, to understand if the supportive or the non-supportive brand stance 

reveals different changes on brand affect, for consumers initially having positive brand affect, based on 

their agreement with MeToo.  

 

First testing on the consumers agreeing with MeToo, our one-ANOVA revealed a significant difference 

between BAP consumers agreeing with MeToo’s brand affect p=0.000 f=32.997. The Tukey Post Hoc 

revealed a significant difference between the BAP consumers receiving the supportive brand stance and 

the non-supportive brand stance p=0.000, revealing that BAP consumers agreeing with MeToo 

significantly increased their brand affect when the brand stance was supportive compared to when the 

brand stance was non-supportive. Here, they significantly decreased their brand affect. A significant 

difference was also uncovered between BAP consumers receiving the non-supportive brand stance and 

the control manipulation p=0.000, further strengthening the significant decrease in brand affect for BAP 

consumers agreeing with MeToo when receiving a non-supportive brand stance. Thus, our POX model 

(Figure 11) are successful in predicting change in brand affect for BAP consumers agreeing with 

MeToo 

 

Next, testing on the consumers disagreeing with MeToo, our one-way ANOVA revealed no significant 

difference between brand stance manipulations p=0.112 f=2.215, meaning that our POX model (Figure 

11) could not predict change in brand affect for BAP consumers disagreeing with MeToo  

 

In summary, the results reveal that when consumers having initial positive brand affect, and agrees with 

MeToo, receives a MeToo supportive brand stance, they will increase their brand affect, thus H5.1 is 

accepted. Next, when consumers having initial positive brand affect, and agrees with MeToo, are 

exposed to a non-supportive brand stance, they will decrease their brand affect, thus H5.2 is accepted. 

Results also revealed that when initial positive brand affect consumers disagree with MeToo and are 

exposed to a supportive brand stance, their brand affect is unaffected, thus H5.3 is rejected. Lastly, we 

found that the initial positive brand affect consumers disagreeing with MeToo are also unaffected when 

they receive a non-supportive brand stance, thus H5.4 is rejected.  
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Brand affect negative group 
Next, testing was conducted on BAN (initial Brand Affect Negative consumers) to see how this group’s 

brand affect changed depending on their agreement with MeToo and brand stance on MeToo (Appendix 

34). For the BAN consumers receiving the supportive brand stance manipulation, we almost found a 

significant difference between groups p=0.054 t=2.012. The MeToo agree groupsupportive mean=3.53 

SD=0.640 and the MeToo disagree groupsupportive mean=2.93 SD=0.961, thus indicating that BAN 

consumers agreeing with MeToo will increase their brand affect when receiving a supportive brand 

stance compared to the BAN consumers disagreeing with MeToo, even though our p-value is above the 

threshold for an accepted significant difference. In the non-supportive brand stance manipulation, we 

did not find a significant difference between groups p=0.106 t=-1.671. The MeToo agree groupnon-

supportive mean=2.47 SD=0.717 and the MeToo disagree groupnon-supportive mean=3.08 SD=1.256, indicating 

that consumers agreeing with MeToo will significantly decrease their brand affect when receiving a 

MeToo non-supportive brand stance compared to the consumers disagreeing with MeToo, even though 

no significant difference is uncovered. Lastly, no significant difference was found in the control 

manipulation p=0.645 t=0.466. The MeToo agree groupcontrol mean=3.21 SD=0.509 and the MeToo 

disagree groupnon-supportive mean=3.11 SD=0.60110 (See figure 24).  
 

 
Figure 24. Consumers having initial negative brand affect toward CD’s change in brand affect after 

MeToo brand stance manipulation 
 

A reason for these results revealing insignificant despite appearing to have an observable difference 

between consumers agreeing with MeToo and consumers disagreeing with MeToo could be due to the 

                                                   
10 This test was also conducted excluding the answer ‘Neither agree nor disagree’ from the MeToo disagree group, but 
this did not significantly change results (appendix 34). 
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small sample of respondents who disagree with MeToo and also have an initial negative brand affect is 

rather small (37 respondents). 

 

We also wanted to uncover possible significant differences between BAN brand stance manipulations 

dependent on consumers’ agreement with MeToo, to understand if the supportive or non-supportive 

brand stance reveals different changes in brand affect for BAN consumers. 

 

Testing on the consumers agreeing with MeToo, our one-ANOVA revealed a significant difference 

between BAN consumers agreeing with MeToo’s brand affect p=0.000 f=13.016. The Tukey Post Hoc 

revealed a significant difference between the BAN consumers receiving the supportive brand stance and 

the non-supportive brand stance p=0.000, revealing that BAN consumers agreeing with MeToo 

significantly increased their brand affect after receiving the supportive brand stance compared to the 

non-supportive brand stance, where they significantly decreased their brand affect. A significant 

difference was also uncovered between the BAN consumers receiving the non-supportive brand stance 

and the control manipulation p=0.001, further strengthening the significant decrease in brand affect for 

consumers agreeing with MeToo after receiving the MeToo non-supportive brand stance. Thus, our 

POX model (Figure 11) was successful in predicting change in BAN consumers agreeing with MeToo’s 

brand affect.  

 

Next testing on the consumers disagreeing with MeToo, our one-way ANOVA revealed no significant 

difference between brand stance manipulations p=0.895 f=0.111, meaning disagreement with MeToo 

could not predict change in brand affect toward CD for BAN consumers. Thus, our POX model (Figure 

11) was unsuccessful in predicting change in BAN consumers disagreeing with MeToo’s brand affect. 
 

In summary, results reveal that when consumers initially having a negative brand affect, and agreeing 

with MeToo, are exposed to a supportive brand stance their brand affect increases, thus H5.5 is 

accepted. Next, when consumers initially having a negative brand affect, and are agreeing with MeToo, 

are exposed to a non-supportive brand stance their brand affect decrease, thus H5.6 is accepted. Results 

also revealed that when consumers initially having a negative brand affect, and are disagreeing with 

MeToo, are exposed to a supportive brand stance, their brand affect is unaffected, thus H5.7 is rejected. 

Lastly, we found that consumers initially having negative brand affect, and are disagreeing with MeToo, 

are exposed to a non-supportive brand stance, their brand affect is also unaffected, thus H5.8 is rejected.  
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7.1.1 Sub-conclusion  
The first analysis section examined consumers' brand affect, brand stance evaluation, and how brand 

stance affected consumer attitudes dependent on whether they experienced consonance or dissonance. 

Key learnings from this section were that the supportive brand stance was evaluated more positively 

than the non-supportive brand stance by the respondents. In line with this, we uncovered that the non-

supportive brand stance was evaluated significantly lower than no brand stance on MeToo, revealing the 

non-supportive being evaluated substantially lower compared to how positively the supportive brand 

stance was evaluated.  

 

Next, we uncovered that brand affect and brand stance evaluation yield positive consumer reactions 

when consumers agree with MeToo and brand stance is supportive and negative consumer reactions 

when the brand stance is non-supportive. Results revealed no significant changes in brand affect and 

brand stance evaluation when consumers disagree with MeToo, thus indicating this group of consumers 

to be unaffected by both brand stance being non-supportive and supportive. Thus, our data reveal an 

asymmetric relationship to exist between the consumers disagreeing with MeToo and those agreeing 

with MeToo, on brand affect and brand stance evaluation. 

 

Testing consumers' reaction to cognitive dissonance in relation to brand stance on MeToo, we 

uncovered consumers agreeing with MeToo increased their brand affect toward CD when the brand 

stance was supportive, both when they initially liked and disliked the brand.  

 

Also, we found that consumers agreeing with MeToo decreased their brand affect toward CD when the 

brand stance was non-supportive, both when they initially liked and disliked the brand. When 

consumers disagreed with MeToo, we found that their brand affect was unaffected no matter brand 

stance on MeToo and independent of whether they initially liked or disliked the brand. In short, our 

results reveal that our POX model only predict consumers agreeing with MeToo’s change in brand 

affect.  

 

7.2 Consumer-brand relationships  
In this section, we will test how brand stances on MeToo affect the consumer-brand relationship and 

specifically brand love. We will start by testing our brand love scale and then go in-depth with the 

attribute of self-brand integration.    
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H6 Consumers’ brand love is affected by brand stance on MeToo  
Our brand love scale revealed insignificant between brand stance manipulations p=0.063 f=2.780, just 

slightly above threshold for accepted significant difference between groups (Appendix 35). The 

supportive brand stance mean=3.944 SD=1.3066, the non-supportive brand stance mean=3.638 

SD=1.2287, and the control manipulation mean=3.726 SD=1.0644 (See figure 25). The Tukey Post Hoc 

revealed an almost significant difference between the consumers receiving the supportive brand stance 

and the non-supportive brand stance p=0.058, thus indicating that the consumers receiving the 

supportive brand stance to a higher extent associated CD with brand love than the consumers receiving 

the non-supportive brand stance, even though no significant difference is found between brand stance 

manipulations. The respondents did not illustrate a strong brand love association toward CD in neither 

brand stance manipulation as all means were below 4, which coding is equivalent to ‘Neither agree nor 

disagree’.  

 

 
Figure 25. Consumers’ association with brand love 

 

To uncover if the answer ‘Neither agree nor disagree’ in association with the brand love item in our 

brand love scale confused results, we decided to conduct an additional test excluding this answer. This 

did not change results (Appendix 35). 

 

Based on these findings, we can conclude that brand stances on MeToo do not strongly affect brand love 

associations for consumers, but that the supportive brand stance has the potential to have a more 

positive effect on consumers’ brand love association than the MeToo non-supportive brand stance. 

However, we found no statistical evidence of this. Thus, H6.1 and H6.2 are rejected. This means that we 
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must conclude that brand stances on MeToo do not significantly affect consumers’ association with 

brand love.  

 

H7 Consumers’ brand love depends on brand stance on MeToo and their agreement with MeToo  
Next, we through independent t-tests examined if consumers’ agreement with MeToo affected their 

brand love association within each brand stance manipulation (Appendix 36). In the supportive brand 

stance manipulation, no significant difference was found between agreement with MeToo and 

consumers’ brand love association p=0.211 t=1.257. The MeToo agree groupsupportive mean=4.063 

SD=1.1871. The MeToo disagree groupsupportive mean=3.821 SD=1.2220. Also, in the control 

manipulation, there was no significant difference p=0.372 t=-0.896. The MeToo agree groupcontrol 

mean=3.652 SD=1.1124. MeToo disagree groupcontrol mean=3.816 SD=1.0049. This reveals that 

consumers’ brand love association toward CD was not significantly changed when they received the 

supportive brand stance and the control manipulation dependent on consumers’ agreement with MeToo. 

A significant difference was found between the consumers receiving the non-supportive brand stance 

p=0.021 t=-2.339. The MeToo agree groupnon-supportive mean=3.4053 SD=1.3319. The MeToo disagree 

groupnon-supportive mean=3.865 SD=1.0802. This indicates that consumers agreeing with MeToo 

significantly decreased their brand love association with CD when receiving a non-supportive brand 

stance compared to the consumers disagreeing with MeToo11 (See figure 26). 

 

Results indicate that brand stance yields no effect on brand love association for consumers when they 

disagree with MeToo. When consumers, however, agree with MeToo they associate CD with brand love 

significantly lower when receiving the non-supportive brand stance than the MeToo disagree group.  

 

                                                   
11 We conducted the same test excluding the answer ‘Neither agree nor disagree’ from the MeToo disagree group, but 
results did not significantly change results (Appendix 36). 
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Figure 26. Consumers’ brand love association with CD dependent on their agreement with MeToo 

 

Testing between consumers’ agreement between brand stance manipulations, our one-way ANOVA 

with solely the MeToo disagree group revealed no significance between brand stance manipulations 

p=0.958 (Appendix 36), thus rejecting the notion of brand stance affecting brand love association for 

consumers disagreeing with MeToo12.  

 

Also, we did a one-way ANOVA on the MeToo agree group to reveal significance in consumers’ brand 

love association between brand stance manipulations. Here, a significant difference was uncovered 

p=0.003 f=5.822. The Tukey Post Hoc revealed a significant difference between the consumers 

receiving the supportive brand stance and the non-supportive brand stance p=0.003, revealing that the 

consumers agreeing with MeToo significantly higher associated CD with brand love when receiving the 

supportive brand stance than the non-supportive brand stance. Here, they in comparison significantly 

decreased their association with brand love. No significance was found between the control 

manipulation and either type of brand stance (supportive p=0.092) (non-supportive p=0.433) (Appendix 

36).   

 

In summary, the analyses revealed that consumers’ brand love association with CD was affected when 

consumers agree with MeToo. The supportive brand stance yields no affect in brand love association for 

consumers agreeing with MeToo and consumers disagreeing with MeToo. Thus, H7.1 and H7.2 are 

rejected. Further, the non-supportive brand stance yields no affect when consumers disagree with 

                                                   
12 The test was also conducted excluding the answer ‘Neither agree nor disagree’ but it did not make differences 
significant (Appendix 36) 
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MeToo but decreases brand love association when consumers agree with MeToo. Thus, H7.3 is rejected 

and H7.4 is accepted.  

 

H8 Consumers’ self-brand integration is affected by brand stance on MeToo    
We conducted a one-way ANOVA on each element within the brand love scale, to see if certain 

concepts were more affected by brand stance on MeToo than others (Appendix 37). Here, we found as 

expected the elements relevant to consumer-brand identification, and as we term it in this thesis self-

brand integration, current self-identity p=0.002 f=6.376 and desired self-identity p=0.008 f=4.913 to 

reveal statistical significance between groups. Desired self-identity and current self-identity together 

measure the brand love attribute ‘self-brand integration’ which are the extent consumers associate the 

brand with their identity projects. The other tested brand love attributes enduring passion p=0.336, 

brand attachment p=0.454, and anticipated separation loss p=0.636 revealed no significance between 

groups.  

 

The first concept which revealed a significant difference between brand stance manipulations was 

current self-identity p=0.002 f=6.376. The supportive brand stance manipulation mean=4.08 SD=1.243, 

the non-supportive brand stance manipulation mean=3.57 SD=1.468, and the control manipulation 

mean=3.84 SD=0.987 (See figure 27). The Tukey Post Hoc revealed a significant difference between 

the consumers receiving the supportive brand stance and the non-supportive brand stance p=0.001, 

revealing that the consumers receiving the non-supportive brand stance to a significantly lesser extent 

associated CD with their current self-identity compared to the consumers receiving the supportive brand 

stance.  

 

The second concept which revealed a significant difference between brand stance manipulations was 

desired self-identity p=0.008 f=4.913. The supportive brand stance manipulation mean=4.29 SD=1.388, 

the non-supportive brand stance manipulation mean=3.83 SD=1.380, and the control manipulation 

mean=4.00 SD=1.146 (See figure 27). The Tukey Post Hoc revealed a significant difference between 

the consumers receiving the supportive brand stance and the consumers receiving the non-supportive 

brand stance p=0.006. This reveals that the consumers who were exposed to the supportive brand stance 

increased their association with CD and a desired self-identity significantly compared to the non-

supportive brand stance, where it decreased.  
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Figure 27.  Consumers’ self-brand integration association with CD 

 

In summary, results reveal the consumers’ self-brand integration is positively affected when the brand 

stance on MeToo is supportive and negatively when the brand stance is non-supportive, thus, H8.1 and 

H8.2 are accepted.  

 

H9 Consumers’ brand association with a desired self-identity is affected by brand stance on 
MeToo and their agreement with MeToo 
Next, we tested if consumers’ agreement with MeToo affected self-brand integration by running an 

independent t-test on first desired self-identity (Appendix 38)13. 

 

In the supportive brand stance manipulation, a significant difference was uncovered between 

consumers’ agreement with MeToo and their association with CD and a desired self-identity p=0.043 

t=2.040. The MeToo agree groupsupportive mean=4.51 SD=1.356. The MeToo disagree groupsupportive 

mean=4.06 SD=1.389. In the non-supportive brand stance manipulation, a significant difference was 

also discovered p=0.017 t=-2.409. The MeToo agree groupnon-supportive mean=3.56 SD=1.556. The 

MeToo disagree groupnon-supportive mean=4.09 SD=1.138. No significant difference was found in the 

control manipulation p=0.764 t=-0.301. The MeToo agree groupcontrol mean=3.97 SD=1.182. The 

MeToo disagree groupcontrol mean=4.03 SD=1.110.  

 

                                                   
13 Testing was also done on the other concepts within the brand love scale, but no significance was discovered between 
agreement with MeToo and these concepts (Appendix 38)  
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Results reveal that when consumers agree with MeToo they associate CD with a desired self-identity 

significantly lower when they receive the non-supportive brand stance than the MeToo disagree group. 

Also, consumers agreeing with MeToo receiving the supportive brand stance significantly higher 

associated a desired self-identity with CD compared to the MeToo disagree group14 (See figure 28). 

 

 
Figure 28. Consumers association with CD and a desired self-identity dependent on their agreement 

with MeToo 

 

Testing between brand stance manipulations and MeToo agreement groups, our one-way ANOVA on 

brand stance manipulations with solely the MeToo disagree group revealed no significance between 

groups p=0.963 (Appendix 38). Thus, rejecting the notion of brand stance affecting desired self-identity 

association for consumers disagreeing with MeToo15.  

 

Next, we conducted a one-way ANOVA solely on the MeToo agree group and their association with 

CD and a desired self-identity to uncover differences between brand stance manipulations. Here, results 

revealed a significant difference between groups p=0.000 f=9.389. The Tukey Post Hoc revealed a 

significant difference between consumers receiving the supportive brand stance and the non-supportive 

brand stance p=0.000. This indicating that the consumers agreeing with MeToo who received a 

supportive brand stance significantly higher associated CD with a desired self-identity compared to the 

consumers agreeing with MeToo receiving the non-supportive brand stance. They decreased their 

                                                   
14 Excluding the answer ‘Neither agree nor disagree’ from the MeToo disagree group yields no significant difference for 
results (Appendix 38). 
15 Test was also conducted excluding the answer ‘Neither agree nor disagree’, but it did not make significant changes 
between brand stance manipulations (Appendix 38). 
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association with a desired self-identity and CD in comparison. Also, a significant difference was found 

between the consumers receiving the supportive brand stance and the control manipulation p=0.041. 

This means that a supportive brand stance positively affected consumers agreeing with MeToo’s 

association with CD and a desired self-identity compared to no brand stance on MeToo. Lastly, no 

significance was found between the consumers receiving the MeToo non-supportive brand stance and 

the control manipulation=0.161, meaning that the observed decrease in association with a desired self-

identity for these consumers is not significantly lower in the non-supportive manipulation than in the 

control manipulation (Appendix 38). 

 

In summary, results reveal that the consumers agreeing with MeToo’s association with a desired self-

identity and CD are positively affected when the brand stance is supportive and negatively affected 

when the brand stance is non-supportive. Thus, H9.1 and H9.2 are accepted. Also, results reveal that 

consumers’ association with a desired self-identity and CD are not affected dependent on brand stance 

on MeToo when consumers disagree with MeToo. Thus, H9.3 and H9.4 are rejected.  

 

H10 Consumers’ brand association with their current self-identity is affected by brand stance on 
MeToo and their agreement with MeToo 
Examining the second self-brand integration element: current self-identity. Our independent t-test 

revealed a significant difference in the supportive brand stance manipulation between consumers’ 

agreement with MeToo and association with their current self-identity p=0.030 t=2.195. The MeToo 

agree groupsupportive mean=4.29 SD=1.19 and the MeToo disagree groupsupportive mean=3.86 SD=1.264. In 

the non-supportive brand stance manipulation, a significant difference was found between the MeToo 

agree group and the MeToo disagree group p=0.000 t=-4.248. The MeToo agree groupnon-supportive 

mean=3.08 SD=1.558. The MeToo disagree groupnon-supportive mean= 4.04 SD=1.208. No significant 

difference was found in the control manipulation p=0.735 t=-0.339. The MeToo agree groupcontrol mean= 

3.81 SD=1.094. The MeToo disagree groupcontrol mean=3.87 SD=0.846 (Appendix 38).  

 

Results reveal that the consumers agreeing with MeToo associate CD and their current self-identity 

significantly lower when receiving a non-supportive brand stance compared to the consumers 

disagreeing with MeToo. Also, consumers agreeing with MeToo receiving the supportive brand stance 

significantly higher associated their current self-identity with CD compared to the consumers 

disagreeing with MeToo (See figure 29).  
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Figure 29. Consumers’ association with CD and their current self-identity dependent on their agreement 

with MeToo 

 

Testing between brand stance on MeToo and consumers’ agreement with MeToo, our one-way ANOVA 

on brand stance manipulations with solely the MeToo disagree group revealed no significance between 

groups p=0.552 (Appendix 38), thus rejecting the notion of brand stance affecting current self-identity 

association for consumers disagreeing with MeToo16.  

 

Our one-way ANOVA on the MeToo agree group’s current self-identity association with CD revealed a 

significant difference between brand stance manipulations p=0.000 f=16.989. The Tukey Post Hoc 

revealed a significant difference between the consumers receiving the supportive brand stance and the 

consumers receiving the non-supportive brand stance p=0.000, supporting that the consumers agreeing 

with MeToo significantly higher associated CD with their current self-identity when receiving the 

supportive brand stance, compared to those agreeing with MeToo receiving the non-supportive brand 

stance. These consumers decreased their association with their current self-identity in comparison. Also, 

a significant difference was uncovered between the consumers receiving the non-supportive brand 

stance and the control manipulation p=0.002, further revealing that the consumers agreeing with 

MeToo’s association with CD and their current self-identity significantly decreased when receiving a 

MeToo non-supportive brand stance. Lastly, no significance was found between the consumers 

receiving the supportive brand stance and the control manipulation p=0.060, even though it is noted to 

be close to the accepted significance level.  

 

                                                   
16 This was also tested excluding ’Neither agree nor disagree’ but it still yielded no significant difference between brand 
stance manipulations (Appendix 38). 

4,29

3,08

3,813,86
4,04

3,87

2,00

2,50

3,00

3,50

4,00

4,50

Supportive Non-supportive Control manipulation

Co
ns

um
er

s' 
as

so
cia

to
n 

w
ith

 th
ei

r 
cu

rr
en

t s
el

f-i
de

ni
ty

MeToo agree group

MeToo disagree
group



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 93 of 250 

 

In summary, results reveal that the consumers agreeing with MeToo’s association with CD and their 

current self-identity are positively affected when receiving the supportive brand stance and negatively 

when receiving the non-supportive brand stance. Thus, H10.1 and H10.2 are accepted. Lastly, when 

consumers disagree with MeToo it yields no effect on association with CD and their current self-identity 

when receiving either brand stance, thus, H10.3 and H10.4 are rejected.  

 

7.2.1 Sub-conclusion  
In this section, we tested brand stance on MeToo’s effect on the consumer-brand relationships and 

specifically brand love and self-brand integration. Key learnings from this section were that brand 

stance in itself affect consumers association with brand love, but that those agreeing with MeToo’s 

brand love association were negatively when receiving the non-supportive brand stance.  

 

Further, we found that consumers agreeing with MeToo’s self-brand integration with CD were 

positively affected when the brand stance was supportive and negatively when the brand stance was 

non-supportive. Specifically, it appears that consumers agreeing with MeToo’s desired self-identity 

increased more than current self-identity association when consumers received the MeToo supportive 

brand stance.  

 

Also, current self-identity appears to have the most substantial decrease for the consumers agreeing with 

MeToo who receives the MeToo non-supportive brand stance. This might be due to the consumers 

strongly wanting to distance themselves from a stance they disagree with and do not feel represent their 

opinion. Lastly, we can conclude that consumers disagreeing with MeToo’s brand love association is 

not affected by brand stance on MeToo and neither is the specific attribute of self-brand integration.  

 

7.3 Conclusion of analysis  
Within this section, we have tested how brand stance affects consumers’ attitudes, examined through 

MeToo in Denmark and CD. Overall, our findings reveal that the non-supportive brand stance tended to 

yield negative consumer attitudes toward the brand, where the supportive brand stance tended to yield 

positive consumer attitudes toward the brand. Additionally, we uncovered that the consumers agreeing 

with MeToo were the most affected group by brand stance on MeToo, as they tended to yield negative 

consumer attitudes when the brand stance was non-supportive and positive when the brand stance was 

supportive. On the other hand, the consumers disagreeing with MeToo tended not to be affected by 
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brand stance on MeToo. The table below provides an overview of learnings from this section (See table 

3).   
H1 Brand stance on MeToo affect consumers’ evaluation of the brand stance  
H1.1 A MeToo supportive brand stance will be evaluated higher by consumers than a MeToo non-supportive brand stance 
H1.2 A MeToo non-supportive brand stance will be evaluated lower by consumers than no brand stance on MeToo 

 
Accepted 
Accepted 

H2 Consumers’ evaluation of a brand stance depends on their agreement with MeToo  
H2.1 Consumers agreeing with MeToo will evaluate a MeToo supportive brand stance positively  
H2.2 Consumers agreeing with MeToo will evaluate a MeToo non-supportive brand stance negatively  
H2.3 Consumers disagreeing with MeToo will evaluate a MeToo supportive brand stance negatively  
H2.4 Consumers disagreeing with MeToo will evaluate a MeToo non-supportive brand stance positively 

 
Accepted 
Accepted 
Rejected  
Rejected  

H3 Consumers’ brand affect is affected by brand stance on MeToo 
H3.1 A MeToo non-supportive brand stance will negatively affect consumers’ brand affect 
H3.2 A MeToo supportive brand stance will positively affect consumers’ brand affect 

 
Accepted 
Rejected  

H4 Consumers’ brand affect depends on brand stance on MeToo and their agreement with MeToo 
H4.1 A MeToo supportive brand stance positively affect consumers’ brand affect when they agree with MeToo 
H4.2 A MeToo supportive brand stance negatively affect consumers’ brand affect when they disagree with MeToo 
H4.3 A MeToo non-supportive brand stance positively affect consumers’ brand affect when they disagree with MeToo  
H4.4 A MeToo non-supportive brand stance negatively affect consumers’ brand affect when they agree with MeToo 

 
Accepted  
Rejected  
Rejected  
Accepted 

H5 How brand stance changes consumers’ brand affect can be predicted based on their agreement with MeToo and their 
initial brand affect     
H5.1 When consumers agreeing with MeToo, who initially have a positive brand affect, are exposed to a MeToo supportive 
brand stance, their brand affect will increase 
H5.2 When consumers agreeing with MeToo, who initially have a positive brand affect, are exposed to a MeToo non-supportive 
brand stance, their brand affect will decrease 
H5.3 When consumers disagreeing with MeToo, who initially have a positive brand affect, are exposed to a MeToo supportive 
brand stance, their brand affect will decrease  
H5.4 When consumers disagreeing with MeToo, who initially have a positive brand affect, are exposed to a MeToo non-
supportive brand stance, their brand affect will increase 
H5.5 When consumers agreeing with MeToo, who initially have a negative brand affect, are exposed to a MeToo supportive 
brand stance, their brand affect will increase  
H5.6 When consumers agreeing with MeToo, who initially have a negative brand affect, are exposed to a MeToo non-supportive 
brand stance, their brand affect will decrease  
H5.7 When consumers disagreeing with MeToo, who initially have a negative brand affect, are exposed to a MeToo supportive 
brand stance, their brand affect will decrease 
H5.8 When consumers disagreeing with MeToo, who initially have a negative brand affect, are exposed to a MeToo non-
supportive brand stance, their brand affect will increase 

 
 
Accepted 
 
Accepted  
 
Rejected 
 
Rejected  
 
Accepted  
 
Accepted  
 
Rejected 
 
Rejected 

H6 Consumers’ brand love is affected by brand stance on MeToo  
H6.1 A MeToo supportive brand stance will affect consumers’ brand love positively  
H6.2 A MeToo non-supportive brand stance will affect consumers’ brand love negatively 

 
Rejected  
Rejected 

H7 Consumers’ brand love depends on brand stance on MeToo and their agreement with MeToo  
H7.1 A MeToo supportive brand stance will affect consumers’ brand love positively when consumers agree with MeToo 
H7.2 A MeToo supportive brand stance will affect consumers’ brand love negatively when consumers disagree with MeToo 
H7.3 A MeToo non-supportive brand stance will affect consumers’ brand love positively when consumers disagree with MeToo 
H7.4 A MeToo non-supportive brand stance will affect consumers’ brand love negatively when consumers agree with MeToo 

 
Rejected  
Rejected  
Rejected  
Accepted  

H8 Consumers’ self-brand integration is affected by brand stance on MeToo   
H8.1 A MeToo supportive brand stance will affect consumers’ self-brand integration positively 
H8.2 A MeToo non-supportive brand stance will affect consumers’ self-brand integration negatively 

 
Accepted  
Accepted  

H9 Consumers’ brand association with a desired self-identity is affected by brand stance on MeToo and their agreement 
with MeToo 
H9.1 A MeToo supportive brand stance will affect consumers’ brand association of a desired self-identity positively when they 
agree with MeToo 
H9.2 A MeToo non-supportive brand stance will affect consumers’ brand association of a desired self-identity negatively when 
they agree with MeToo 
H9.3 A MeToo non-supportive brand stance will affect consumers’ brand association of a desired self-identity positively when 
they disagree with MeToo 
H9.4 A MeToo supportive brand stance will affect consumers’ brand association of a desired self-identity negatively when they 
disagree with MeToo 

 
 
Accepted  
 
Accepted  
 
Rejected  
 
Rejected  

H10 Consumers’ brand association with their current self-identity is affected by brand stance on MeToo and their 
agreement with MeToo 
H10.1 A MeToo supportive brand stance will affect consumers’ brand association of their current self-identity positively when 
they agree with MeToo 
H10.3 A MeToo non-supportive brand stance will affect consumers’ brand association of their current self-identity negatively 
when they agree with MeToo 
H10.2 A MeToo supportive brand stance will affect consumers’ brand association of their current self-identity negatively when 
they disagree with MeToo 
H10.4 A MeToo non-supportive brand stance will affect consumers’ brand association of their current self-identity positively 
when they disagree with MeToo 

 
 
Accepted  
 
Accepted  
 
Rejected  
 
 
Rejected  

Table 3. Hypotheses learnings 
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8. Managerial and theoretical implications  
This thesis set out to examine how consumers’ attitudes toward a brand are affected when a brand 

engages in brand activism. This was argued important due to mixed opinions in the literature and among 

experts of the actual benefits of engaging in brand activism. Some state the possibility for closer 

consumer-brand relationships and positive consumer attitudes, but few find empirical evidence of the 

benefits. A large amount of research focuses on the negative consumer reactions, which is also argued to 

be the reason why many brands avoid engaging in brand activism. Our research was aimed to provide 

more clarity on the risks and benefits of engaging in brand activism on consumers’ attitudes. 

 

In our thesis, we adapt an authentic view of brand activism, meaning that we accept that the most 

successful and ethical way to engage in brand activism is through the brand aligning prosocial behavior 

with an already established mission, vision, and values (Vredenburg, Kapitan, Spry, & Kemper, 2020, p. 

444). Thus, all our findings, contributions, and advice have the underlying assumption that brand 

activism is authentic, and that brands should only engage in brand activism when it is aligned with their 

vision, mission, and values to avoid being perceived as ‘woke washing’ or inauthentic.  

 

Our research’s managerial and theoretical contributions are divided into four areas, which will help 

provide insights into the research area of consumer attitudes on brand activism and aid brand managers 

wanting to meet consumers’ expectations and engage in brand activism.  

The first contribution of our research is that consumers react differently on brand stance dependent on 

their agreement with the sociopolitical issue, MeToo. We solely find consumers agreeing with MeToo 

to be affected by brand stance on MeToo, where consumers disagreeing with MeToo in our findings 

were unaffected by brand stance on MeToo. A finding that we will discuss the possible reasons for. 

The second contribution is that our research contributes empirical evidence of brand stance on 

sociopolitical issues eliciting positive consumer attitudes toward a brand. Namely increase in 

consumers’ brand stance evaluation, brand affect, and consumer-brand integration.  

A third contribution is that we find evidence in line with other research that brand activism can decrease 

consumer attitudes toward a brand when they engage in brand activism. Namely decrease in consumers’ 

brand stance evaluation, brand affect, brand love, and consumer-brand integration. 

Lastly, we will discuss how our findings contribute to the debate on whether brands should engage in 

brand activism.   
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Consumers’ attitudes are affected differently based on their agreement with MeToo  
A key finding of our study is that consumers’ attitudes are affected different based on their agreement 

with MeToo. We find that brand activism solely yields significant differences in consumer attitudes for 

consumers agreeing with MeToo. They will dominantly increase their attitudes when the brand stance is 

MeToo supportive and decrease their attitudes when the brand is MeToo non-supportive.  

 

Consumers disagreeing with MeToo neither significantly decrease nor increase their brand affect, brand 

stance evaluation, brand love, or self-brand integration toward CD when exposed to brand stances on 

MeToo. This is further strengthened by not finding significant differences when excluding respondents 

who had answered ‘Neither agree nor disagree’ from the grouping survey question on agreement with 

MeToo. This has the theoretical contribution that consumers' agreement level with a sociopolitical issue 

indicates asymmetric results on consumers’ attitudes toward a brand when it takes a stance on a 

sociopolitical issue (See figure 30). 

 

 
 

Figure 30. 2 x 2 matrix indicating the asymmetric relationship between consumers’ attitude toward 

MeToo and effect on their consumer attitudes 

 

Thus, we find documentation that changes in consumers’ attitudes can be predicted based on their 

agreement with a sociopolitical issue. Consumer-brand identification theory notes that consumers will 

increase their attitudes toward a brand if they feel that the brand demonstrates their values and beliefs 

and decrease their attitudes when they feel is does not (Stokburger-Sauer, Ratneshwar, & Sen, 2012, p. 

408) (Bhattacharya & Sen, 2003, p. 84). Thus, our research contributes to consumer-brand identification 

literature, as we find that consumers in agreement with MeToo will increase their attitudes when they 
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receive a brand stance in support of their own opinion and decrease when the stand opposes their 

opinion.  

 

As we find consumers disagreeing with MeToo to be unaffected by brand stance on MeToo, it appears 

that our findings indicate little risks for brands to engage in brand activism when their stance is 

supportive as it solely seems to yield positive consumer attitudes. However, Barberá (2020) found that 

there is a good reason to expect that social media interactions may lead to polarization among partisan 

individuals most active in discussions about politics on social media (Barberà, 2020). Also, Jasper 

(2011) highlights the collective aspect of outrage in social movements (p. 286). Therefore, brand stances 

perceived as communicating the opposing side of an issue by consumers can create a snowball effect 

that can result in consumer backlash. In our study, we did not allow for interaction to occur over time 

among respondents. Thus, we did not allow for this snowball effect to occur, as it can online. This might 

explain why we do not see any major negative consequences for consumers disagreeing with MeToo, as 

this backlash behavior occurs in groups and not from individuals alone. It does, however, not explain 

why they are the only group unaffected. This could indicate that brands should still be aware of how 

their brand stance can be interpreted by different consumers and how this can spiral on platforms such 

as social media. A point also stressed by Milfred & Flint, who found being insensitive to different 

consumer interpretations of the Gillette ‘The Best a Man Can Be’ campaign to be the reason for the 

consumer backlash (Milfeld & Flint, 2020).  

 

Another possible reason for not finding brand stances to affect consumer attitudes for the consumers 

disagreeing with MeToo could be that these consumers are less emotionally involved in the 

sociopolitical issue. Jasper (1998) argues the feeling of injustice to be a powerful emotion in creating 

outrage. In our examined context, the consumers agreeing with MeToo arguably have the most 

dominant feeling of injustice, due to the movement being born out of a strong feeling of unjust gender 

inequality and power abuse. Also, they are the group challenging the status quo out of a feeling of 

justice and fairness. This does not mean that the opposing consumers cannot have a feeling of injustice, 

as they might find public shaming of high-profile politicians and media profiles to be unjust, but it 

implies that the opinion challenging the status quo usually has a more dominant feeling of injustice, 

which is very powerful in creating strong consumer reactions (Jasper, 1998, p. 414). Our research 

indicates support of this argumentation, as we solely find the consumers agreeing with MeToo to be 

affected by brand stance on MeToo. This indicates how important the emotional aspect could be within 

understanding consumer attitudes on brand activism. Also, as consumers having strong feelings of 
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injustice tend to be more emotionally than cognitively engaged (Ibid.). However, it is important to note 

that even though our sociopolitical issue fits under this explanation, other sociopolitical issues could 

make consumers act differently.  

 

A third explanation could be our brand stance manipulations. In our manipulation check, we found that 

consumers agreeing with MeToo were able to identify the MeToo supportive brand stance manipulation 

as representing agreement with MeToo and the MeToo non-supportive brand stance manipulation 

representing disagreement with MeToo. However, the consumers disagreeing with MeToo indicated 

difficulty identifying which brand stance was MeToo supportive and MeToo non-supportive (Appendix 

14). This might also explain why they were unaffected by our brand stance manipulations. Our 

manipulations were developed based on discourses observed in politics and in the media in Denmark, 

but this does not mean that it is the dominant discourse held by consumers disagreeing with MeToo in 

Denmark. They might disagree due to other reasons than the one communicated in our MeToo non-

supportive brand stance manipulation. Also, our respondents stating disagreement with MeToo may 

have done so because they lack knowledge of MeToo, which would explain their difficulty in 

identifying a MeToo supportive brand stance and MeToo non-supportive brand stance.  

 

We find support of our hypothesized POX model’s (Figure 11) ability to predict change in consumer 

attitudes for the consumers agreeing with MeToo, but not for consumers disagreeing with MeToo (See 

Figure 31).  

 
Figure 31. Decision tree on how consumers’ brand affect changes dependent on brand stance and their 

agreement with MeToo 
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This could indicate that consumers disagreeing with MeToo rationalizes their opinion of MeToo to 

reduce the dissonance according to cognitive dissonance theory. Thus, contributing indication of 

different coping strategies dependent on attitude toward the sociopolitical issue. Also, we found that 

consumers disagreeing with MeToo tended to find brand stances on MeToo less important (Appendix 

25). Thus, this could also explain why they do not experience dissonance, as they simply detach the 

brand stance from the brand as they do not consider it relevant or important for a brand to take a stance 

on MeToo. Osgood and Tannenbaum state that the more deep-rooted the opinion or source is, the more 

likely it is to predict change in opinion and behavior (Osgood & Tannenbaum, 1955). However, if the 

consumers do not feel strongly about MeToo, despite disagreeing with it, it would explain why no effect 

occurs, as no dissonance is experienced for these consumers. Also, if they do not find brand stance on 

MeToo important, it would also explain why they do not reward the brand for taking a consonant brand 

stance with their opinion, as they deem it unimportant and thus are unaffected.  

 

We speculate multiple reasons for why we see a difference in effect on consumer attitudes between 

consumers agreeing and disagreeing with MeToo. However, our findings contribute insights on how 

consumers’ different agreement levels with a sociopolitical issue yield different effects on their 

consumer attitudes toward the brand when the brand takes a stance on a sociopolitical issue, such as 

MeToo. Brand managers can utilize this knowledge to be more aware of which consumers are most 

affected by brand activism and use this in their consideration of whether or not to take a public stance 

on sociopolitical issues.  

 

Brand activism yields positive consequences on consumers’ attitudes  
As stated, most brands avoid brand activism due to the strong focus in the literature on the negative 

consumer reactions when it backlashes (Moorman, 2020). Prior research has mainly focused and found 

evidence of the negative consequences of taking a stance on a sociopolitical issue (Mukherjee & 

Althuizen, 2020), where the positive consequences have been theoretically argued, but rarely provided 

clear evidence of. Thus, a key theoretical contribution of our study is that we find empirical evidence of 

the positive consumer attitudes elicited by brand stance on a sociopolitical issue. However, only for the 

consumers agreeing with MeToo.  

 

Consumers’ brand stance evaluation and brand affect 

Mukherjee & Althuizen (2020) only find consumer attitudes to increase toward a brand, when 

consumers agreeing with the brand stance are also told that the brand has received backlash for their 

stance. Thus, their research find that consumers have to perceive that the brand has gotten negative 
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feedback on their stance, before they reward it, and thereby increase their attitudes toward the brand (p. 

785). Our research reveals that consumers’ brand affect and brand stance evaluation increases when the 

brand stance is MeToo supportive. This is found without implying consumer backlash from an opposing 

consumer group, thus strengthening empirical evidence of the positive consequences of brand stance on 

sociopolitical issues. However, when grouping the consumers based on their agreement with MeToo, 

we solely find consumers agreeing with MeToo to increase their brand stance evaluation and brand 

affect toward CD.  

 

Mukherjee & Althuizen (2020) researched sociopolitical issues such as free speech, gay rights, and 

abortion rights. Even though these issues by definition can be classified as being sociopolitical issues, 

they are arguably older than MeToo. A reason for our results differing could be located in how ‘old’ the 

sociopolitical issue the brand takes a stance on is. Arguably, the positive consumer reactions could 

disappear as the sociopolitical becomes older and arguably less emotionally intense for consumers. As 

we have established, based on existing literature, consumers are motivated to engage in social 

movements through emotions and commonly through a feeling of injustice (Jasper, 1998, p. 414). As 

issues become more established and more consensus is achieved, the powerful feeling of injustice might 

be weakened, and thus also the positive consequences of brand activism on consumer attitudes. On the 

other hand, it could also be the perception of the brand being a first-mover on their brand activism. 

Mukherjee & Althuizen (2020) states that when consumers expect a certain type of brand stance from a 

brand, they will not reward it by increasing their consumer attitudes (pp. 773-774). Further, Sibai et al. 

find that waiting too long on taking a stance can make it appear inauthentic or conformist (Sibai, 

Mimoun, & Boukis, 2021). Thus, consumers' perception of whether or not the brand is a first-mover on 

taking a stance could also be important in understanding why we find evidence of positive consumer 

attitudes and they do not. We do not know if the consumers in Mukherjee’s & Altuzien’s study 

perceived the brand stance manipulations as first-mover brand stances, but we assume that the 

consumers in our study would perceive our brand stance manipulations as such, as no Danish brands 

have taken a public stance on MeToo previously. Thus, in comparison to Mukherjee & Althuzien, our 

study indicate support for the time-sensitivity of brand activism in obtaining positive consumer 

reactions toward the brand. This would, however, need to be tested further to be supported. 

 

For brand managers, our research indicates positive outcomes on brand stance evaluation and brand 

affect when brands engage in brand activism and their brand stance is supportive toward MeToo. This 

can help brand managers appreciate the value of engaging in brand activism, where previous literature 
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and examples have mainly provided negative consequences. Thus, brand managers can use our study as 

support and evidence of the positive consumer reactions, which the brand can achieve from engaging in 

brand activism. In our study the dominant opinion was agreement with MeToo, which is also arguably 

why the MeToo supportive brand stance was evaluated higher and affected brand affect positively. A 

recommendation for brand managers wanting to increase consumers’ attitudes toward their brand would 

then be to solely due so when their brand stance matches the dominant opinion in society, otherwise it 

could backlash.  

 

We do acknowledge that brands might not always have this information nor have the resources to 

examine it, as brand activism can happen ad hoc and develop quickly (Mukherjee & Althuizen, 2020, p. 

773). Brands may have to respond fast to sociopolitical issues which arise in their environment. Also, 

some sociopolitical issues might not have established a dominant opinion in society and be more 

polarized than MeToo in Denmark. We, therefore, also argue that if managers are unsure about how 

stances on sociopolitical issues will be received by consumers, it could be an advantage to be aware of 

where the dominant emotion of injustice is located. As we find that the consumers most likely to be 

most emotionally invested also are the consumers who are most affected by brand stance on MeToo. 

This argumentation will, however, need to be supported through further research finding similar results 

on other sociopolitical issues.  

 

Consumers’ change in brand affect based on cognitive dissonance and consonance  

Further, our study contributes to how consumers mentally restore consonance when they experience 

dissonance between their attitude toward a sociopolitical issue and a brand. We find as we hypothesized 

through cognitive dissonance theory and our hypothesized POX model (Figure 11) that consumers will 

alter their brand opinion toward CD by either increasing or decreasing their brand affect. However, we 

uncovered that this effect did not occur for the consumers disagreeing with MeToo, which indicates no 

decrease or increase in brand affect when dissonance is experienced.  

 

Interestingly, our research indicated that consumers who initially disliked CD considerably increased 

their brand affect when consumer opinion and brand opinion on MeToo aligned. This theoretically 

contributes to an understanding of how persistent consumers' attitudes toward a brand are, as a negative 

initial feeling can be rectified through brand activism aligning with their opinion on the issue. It also 

contributes that as hypothesized that consumers’ opinion on a sociopolitical issue seems to be the most 

deep-rooted. However, solely found for the consumers agreeing with MeToo. Also, we found that 
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consonant relationship, meaning that both consumers who initially liked CD and had consumer-brand 

agreement on the supportive brand stance, further increased their brand affect, thus indicating how 

brand stance on sociopolitical issues can increase already positive consumer attitudes.  

 

These findings support brand managers wanting to improve consumers’ attitudes toward their brand. By 

taking a stance on a sociopolitical issue that aligns with the consumers will as documented in our 

findings substantially increase brand affect toward the brand, even for consumers who do not like the 

brand, and further improve brand affect for consumers already having positive feelings about the brand. 

Also, this strengthens the argument for using sociopolitical issues in marketing and branding initiatives 

to develop and improve consumer attitudes toward the brand. Positive consumer reactions have also 

been linked with better consumer-brand relationships and thus engaging in brand activism can 

potentially increase consumer-brand relationships, which in the literature can lead to increased loyalty, 

more willingness to buy, and positive word-of-mouth (Albert & Merunka, 2012, pp. 259-260). 

 

Our results also aid brand managers to understand how consumers react toward their brand when they 

experience internal conflict between their opinion of a sociopolitical issue and a brand stance on a 

sociopolitical issue. An issue which seems to have been a major reason why many brands have been 

avoiding engaging in brand activism. We contribute that brand managers through our findings and our 

developed POX model better can predict how consumers will react toward a brand stance dependent on 

their agreement with a sociopolitical issue.   

 

Consumer-brand relationships 

In our research, we found no strong effect of brand stance on consumers’ felt brand love. Our results 

yield no clear intensification of brand love toward CD. Thus, our findings document that brand activism 

cannot create or intensify consumers’ brand love, thus contributing knowledge on which brand actions 

can and cannot elicit feelings of brand love. Brand managers should keep in mind that brand activism 

might influence consumers’ brand relationships positively, but that if brand love is the sole goal for 

engaging in brand activism our findings does not indicate this to occur.  

 

Another cornerstone in consumer-brand relationships is consumer-brand identification literature, which 

states that consumers will seek out and prefer brands that they feel self-similar to. This is also in line 

with consumers seeking out brands that provide more intrinsic values (Lipovetsky, 2010). In our study, 
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we tested this through Batra et al.’s comparable concept of self-brand integration, and more specifically 

consumers’ current and desired self-identification with CD.  

 

We found that Batra et al.’s (2012) two brand love attributes, current self-identity, and desired self-

identity increased for consumers agreeing with MeToo receiving the MeToo supportive brand stance. 

This effect did, however, not occur for the consumers disagreeing with MeToo as they as in other 

findings were unaffected by brand activism.  

 

Thus, our findings contribute to the theoretical finding that brand stance on sociopolitical issues 

positively affects consumers’ self-brand integration. Thus, revealing brand stance on sociopolitical 

issues ability to affect consumers perceived self-similarity with a brand. Thus, as (Mukherjee & 

Althuizen, 2020), we find support of consumers’ self-brand similarity being affected by brand stance on 

sociopolitical issues. This being due to brand activism allowing the consumer to morally judge how 

their own values and beliefs align with that of the brand. This also contributes to brand activism as a 

source for consumers to determine and evaluate how self-similar they feel toward a brand.  

 

An interesting observation in our findings is that the consumers agreeing with MeToo’s perception of 

CD and a desired self-identity indicates a larger increase in the supportive brand stance manipulation 

(4.51) (Figure 28) than current self-identity (4.29) (Figure 29). This could indicate as hypothesized that 

the supportive brand stance is viewed as being more proactive or demonstrating an ideal, as the Danes 

do not dominantly identify with being actively involved within MeToo (Appendix 18). Also, it could be 

explained through the content in the press release or through brand activism being proactive in nature. 

However, we did not run sufficient testing, to provide a clear answer for this.   

 

Brand managers can utilize this knowledge to improve consumer-brand integration and meet the 

increasing consumer expectations by engaging in brand activism. As consumers wish to have 

relationships with brands which they feel help them accomplish self-identity project (Bhattacharya & 

Sen, 2003), brand activism can allow consumers to do this. Also, it can allow brands to obtain long-term 

relationships with their consumers, as research find that brand love attributes, such as self-brand 

integration, positively increases consumers’ preference for a brand (Batra, Ahuvia, & Bagozzi, 2012).  

 

Brand activism yields negative consequences on consumers’ attitudes  
Like much of the prior research on the negative consumer reactions on brand activism, we also find 

support of brand activism eliciting negative consumer attitudes. In our findings, the consumers receiving 
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the MeToo non-supportive brand stance substantially decreased their attitudes toward the brand, thus 

indicating the non-supportive brand stance on MeToo to elicit negative consequences for a brand.    

 

Brand stance evaluation and brand affect  

Previous literature on brand activism has highlighted the strong consumer outrage which can be 

experienced when brands engage in controversial sociopolitical issues (Vredenburg, Kapitan, Spry, & 

Kemper, 2020; Mukherjee & Althuizen, 2020). We find that the MeToo non-supportive brand stance 

yield a negative consumer brand stance evaluation and negative brand affect, thus documenting that a 

MeToo non-supportive brand stance elicits negative consumer reactions. Thus, we find support for the 

negative consumer reactions which brand activism can elicit from consumers when they dislike or do 

not agree with a brand stance. A reason for our findings probably is that the dominant part of our 

respondents agrees with MeToo, and consequently like the MeToo supportive brand stance and dislike 

the MeToo non-supportive brand stance. Again, when grouping consumers based on agreement with 

MeToo, we solely find consumers agreeing with MeToo to decrease their evaluation and brand affect.  

 

Bhagwat et al. (2020) find that if brand activism is aligned with customers values, managers can expect 

positive sales growth, thus, managers must weigh their customers’ values heavily in their decision to 

engage in brand activism, as they find that brand activism can have a lasting impact on firm either 

rewarding or punishing firms long after brand activism has been implemented (p. 17). In line with this, 

our research finds support of aligning brand activism behavior with the consumers' dominant opinion, 

which in our research was a supportive stance on MeToo. Thus, if consumers' dominant opinion in 

society is supportive toward the sociopolitical issue, our findings indicate that brands should take a 

supportive stance or take no stance, as a non-supportive stance will receive a negative evaluation among 

consumers. More, specifically, we find that consumers will evaluate a non-supportive brand stance 

substantially more negative than the supportive brand stance. Thus, finding evidence of the high risk 

associated with engaging in brand activism. A key managerial contribution of our study is thus for 

brands to examine their consumers’ opinion about the sociopolitical issue within the society before 

engaging in brand activism, as knowledge of this can determine the difference between successful or 

harmful changes in consumer attitudes toward the brand.  

Consumers’ change in brand affect based on cognitive dissonance and consonance  

Just as we find that consumers agreeing with MeToo will increase their brand affect independent of their 

initial brand affect toward CD, when the consumer and brand agree on the sociopolitical issue. We also 

find that consumers agreeing with MeToo will independent of their initial brand affect decrease their 
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brand affect when their opinions misalign with the brand on MeToo. This again indicates the risks of 

engaging in brand activism, as it has a risk of eliciting negative consumer reactions, even for consumers 

that initially like the brand.  

 

In our results, we did observe that consumers agreeing with MeToo, who initially had positive brand 

affect toward CD, decreased their brand affect less after a non-supportive brand stance (Brand affect 

mean=3.45) (Figure 23) than those who initially had low brand affect (Brand affect mean=2.47) (Figure 

24). Thus, our findings indicate support of Mukherjee and Althuizen indication that consumer-brand 

identification potentially could mediate the negative effects of consumer-brand disagreement on 

consumer attitudes (Mukherjee & Althuizen, 2020). We tested on consumers’ initial positive affect 

toward the brand, which has been linked to consumer-brand identification (Bhattacharya & Sen, 2003).  

Also, Chaudhuri & Holbrook argue brand affect as the power of the brand which elicits an emotional 

experience of the relationship with the consumer, thus it can be understood as the relationship between 

the consumer and the brand (Chaudhuri & Holbrook, 2001). Therefore, we assume that initial positive 

brand affect might also indicate a mediating affect. This meaning that initial positive brand affect has a 

mediating effect on consumer-brand disagreement on a sociopolitical issue. However, we did not run 

sufficient testing to find statistical support for this, but it does serve as support for Mukherjee and 

Althuizen's findings and as a path for further research. 

 

Thus, in line with the existing literature, we find evidence of how brand stance on sociopolitical issues 

can elicit negative consumer attitudes toward the brand if the consumers experience dissonance between 

their opinion on the sociopolitical issue and the brand stance. Thus, our findings support contributing 

our POX model as a tool for brand managers, which can predict how consumers will react toward their 

brand stance dependent on their agreement with MeToo, which will provide them with more certainty 

on how their brand stance will be received when engaging in brand activism.  

 

Consumer-brand relationships 

We do not find consumers’ brand love association to be affected by brand stance on MeToo. Only when 

we group consumers based on their agreement with MeToo we find that the consumers agreeing with 

MeToo will decrease their association with brand love in the non-supportive brand stance manipulation. 

Also, we find that consumers agreeing with MeToo will decrease their self-brand integration, current 

and desired self-identity when receiving a MeToo non-supportive brand stance.  
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An interesting observation is that the consumers agreeing with MeToo’s current self-identity appear to 

have a more substantial decrease in the MeToo non-supportive brand stance manipulation for consumers 

agreeing with MeToo (3.08) (Figure 29) compared to desired self-identity (3.56) (Figure 28). This could 

be due to the consumers agreeing with MeToo wanting to mentally distance themselves from a stance 

they do not identify with, thus establishing their own identity by what does not define them. These 

findings also again indicate the strong ability brand activism has to let consumers evaluate how self-

similar they feel to a brand, thus naturally indicating the important identity creation possibility brands 

can have for consumers.  

 

Our findings contribute insights on how consumer-brand relationships can be damaged from brand 

activism. This also contributes to brand activism as a source for consumers to determine and evaluate 

their consumer-brand relationships. Also, it illustrates support for the evolutionary relationship between 

brands and consumers (Lipovetsky, 2010), where consumers will seek out brands having more intrinsic 

values, and which supports them in their identity creation projects (Albert & Merunka, 2012, p. 259). 

Brand managers can use these insights into understanding the risks brand activism can have on their 

consumer-brand relationships and on how self-similar consumers feel toward their brand. Based on our 

findings, we advise managers to not take a non-supportive stance or a stance on another sociopolitical 

issue that is opposing the dominant or most emotionally involved opinion in society. It would be risky 

and could potentially jeopardize valuable consumer-brand relationships.  

 

So, should brand act or not act on sociopolitical issues?  
Now, having examined that brands taking a stance on sociopolitical issues can provide benefits for the 

brand when the consumers agree with the brand stance and are in support of MeToo. Does it then render 

that all brands should start allocating a large number of resources into this area? Our research finds that 

81.5% of the Danes hold an opinion on MeToo (Appendix 3) and find a brand stance on MeToo 

important (Appendix 2). We also uncovered that the majority 69.4% of respondents answered that they 

never seek out information on brand stance on MeToo, meaning that consumers’ felt importance of 

brand stance is not directly translated into their actual behavior of seeking out information on brand 

activism (Appendix 19). In our study, we exposed our respondents to brand stance manipulations, but is 

it likely that they would have searched out this information on their own? 

 

Most brand activism is brought into the limelight due to controversy, which provides news relevance 

and, through this gets it acknowledged by the general public (Bhagwat, Warren, Beck, & Watson, 

2020). Thus, one could argue that brand activism that is not controversial will never get the media’s 
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attention, which would expose it to the consumers who would then change their attitude toward the 

brand in a desired way. A brand could self-promote its brand activism by allocating marketing 

resources, but this has a major risk of being perceived as inauthentic or calculative, as illustrated in 

previous literature by Moorman (2020), Milfeld & Flint (2020), and Vredenburg et al. (2020). 

Vredenburg et al. argue finding the optimal level of congruence or controversy to obtain the most 

positive consumer outcomes, but this would also possibly entail more consumer backlash, which might 

yield overwhelming negative consumer reactions (Vredenburg, Kapitan, Spry, & Kemper, 2020, pp. 

453-454). 

 

Also, even though we find support of a supportive brand stance eliciting positive consumer reactions, 

this was in many findings viewed in comparison to a non-supportive stance. Thus, merely indicating 

that if a brand engages in brand activism, it should be supportive to avoid negative consequences. Only 

in the brand stance evaluation, brand affect and desired-self measuring were the increase significantly 

higher than the control manipulation, meaning no brand stance on MeToo. Thus, only illustrating 

benefits of taking a stance on sociopolitical issue in these areas compared to no brand stance.  

 

Is it then better for brands to stay quiet? As our study indicates that brand activism can substantially 

improve how consumers feel toward a brand and its consumer-brand relationships. We find brand 

activism to serve as a clear opportunity for brands to both maintain and attract stronger and more loyal 

consumer-brand relationships. This being especially relevant in the contemporary marketplace, where 

offers are many and consumer loyalty is decreasing (Lipovetsky, 2010). Also, as prior research finds 

that consumers are growingly expecting brands to provide more intrinsic and identity-creating values 

(Albert & Merunka, 2012; Batra, Ahuvia, & Bagozzi, 2012; Lipovetsky, 2010), brand activism stands as 

a clear strategy for brands to meet this expectation.  

 

Further, even though brand activism stands to provide risks for brands due to their highly emotional 

involvement from consumers which can lead to outrage and backlash. This emotional engagement can 

also translate into how they feel about the brand, when the brand engages in brand activism that the 

consumer support, thus providing positive consumer reactions.  

 

Lastly, the literature has in recent years growingly speculated that brand activism will be unavoidable in 

the future if brands want to stay relevant with consumers (Vredenburg, Kapitan, Spry, & Kemper, 2020; 

Marketing Science Institute, 2016). So, we argue based on this and our findings, that brands should 
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instead of wondering how they can avoid the negative consequences of brand activism, should focus on 

how their brand can incorporate brand activism into their existing business and focus on how this can 

help them connect with consumers in a closer and more meaningful way. Also, successful brand 

activism stands to establish powerful consumer-brand relationships, which arguably can serve as a 

valuable and long-term competitive advantage.  
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9. Conclusion  
With this thesis, we set out to investigate:  

How does brand stance on sociopolitical issues affect consumers’ attitudes toward the brand, 

examined in the context of Carlsberg Danmark and MeToo in Denmark? 

 

To examine how consumer attitudes were affected by brand stance on a sociopolitical issue, we chose 

the sociopolitical issue MeToo in Denmark, and the well-known Danish brewery and beverage brand, 

Carlsberg Danmark. This context was chosen as even though MeToo is a current and relevant 

sociopolitical issue in Denmark, no major Danish brands have taken a public stance on the issue, despite 

experts highlighting consumers' increasing expectancy for brands to take a stance on sociopolitical 

issues, such as MeToo.   

 

To investigate and answer our research question, we developed ten hypotheses, which aimed at 

investigating changes in consumers’ attitudes toward the brand dependent on brand stance on MeToo.  

Specifically, we hypothesized that consumers’ brand affect, being their either overall positive or 

negative feeling toward the brand and their evaluation of the brand stance would be affected dependent 

on brand stance being either MeToo supportive or MeToo non-supportive and the consumers’ 

agreement with MeToo.  

Next, we hypothesized that cognitive dissonance theory could aid in predicting how consumers’ 

attitudes would change when the consumer and the brand agreed on the sociopolitical issue and when 

they disagreed.  

Lastly, we hypothesized that consumers’ perception of the consumer-brand relationship would change 

depending on brand stance on MeToo and the consumers’ agreement with MeToo. Specifically, we 

hypothesized that brand stance would affect the strongest and closest consumer-brand relationship, 

known as brand love, and consumers’ self-brand integration. Specifically the consumers’ perception of 

the brand representing either their current identity or an identity which they perceive as desirable.  

 

To test our ten hypotheses, we chose a quantitative method and developed a survey-experiment with 

three brand stance manipulations, one being MeToo supportive, the other being MeToo non-supportive, 

and the last being a control manipulation (no brand stance on MeToo). By uncovering significant 

differences in how consumers’ attitudes changed based on which brand stance manipulation they were 

exposed to and their personal opinion on MeToo, we found how consumers’ attitudes were affected by 

brand stances on MeToo. 
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Our analysis concluded that consumers’ attitudes were affected by brand stance being either supportive 

or non-supportive toward MeToo. First, we found support of consumers’ brand affect and brand stance 

evaluation being positively affected by a supportive brand stance on MeToo, and negatively affected by 

a non-supportive brand stance on MeToo. Further, when grouping consumers based on their agreement 

with MeToo, it revealed that only the consumers agreeing with MeToo were affected by the brand 

stance on MeToo. The consumers disagreeing with MeToo neither increased nor decreased their brand 

affect and brand stance evaluation after being exposed to a brand stance on MeToo.  

 

Second, we uncovered that independent of consumers’ initial brand affect toward Carlsberg Danmark, 

they would increase their brand affect when their agreement with MeToo aligned with Carlsberg 

Danmark’s stance and would decrease when it misaligned. We also uncovered that the consumers 

disagreeing with MeToo were unaffected by brand stance on MeToo both if it aligned or misaligned 

with their opinion on MeToo.  

 

Third, we uncovered that brand stance on MeToo did not affect consumers’ perception of brand love 

and Carlsberg Danmark in either the MeToo supportive or non-supportive brand stance. Our results 

reveal that the consumers agreeing with MeToo slightly decreased their brand love when Carlsberg 

Danmark’s stance was non-supportive. Again, we found this to yield no effect on the consumers 

disagreeing with MeToo.  

 

Fourth, we found that consumers' self-brand integration was positively affected when Carlsberg 

Danmark’s stance was MeToo supportive and decreased when their stance was MeToo non-supportive. 

Also, our analysis revealed that consumers’ desired self-identity and current self-identity were 

positively affected for the consumers agreeing with MeToo when Carlsberg Danmark made a MeToo 

supportive stance and decreased when the stance was MeToo non-supportive. Further, our results 

indicate that the desired self-identity increased the most for the consumers agreeing with MeToo when 

the brand stance was MeToo supportive, and current self-identity decreased the most when the brand 

stance was MeToo non-supportive. Lastly, we again uncovered no effect on the consumers disagreeing 

with MeToo.  

 

With our findings, we contribute empirical findings of brand stance on sociopolitical issue eliciting 

positive consequences on consumers’ attitudes toward a brand. The previous literature on brand 

activism mainly focused on the risks of engaging in brand activism and has had difficulty finding 
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empirical evidence of the positive consequences of brand activism. Consequently, our findings provide 

evidence for how brand activism can yield positive consumer reactions on their brand affect, brand 

stance evaluation, and self-brand integration. This contributes as evidence for brand managers that 

brand activism can aid them in increasing consumer attitudes toward the brand and improve consumer-

brand relationships. Also, our findings can guide brands on how consumers will react to their brand 

stances on sociopolitical issues.  

 

Also, our findings indicate minimal risks for brands when engaging in brand activism as consumers 

disagreeing with MeToo’s attitudes are unaffected by brand stance on MeToo. However, we do advise 

multiple reasons for why this group is unaffected, which might be due to our chosen context, 

manipulation development, lack of interaction among respondents, or the respondents’ lack of emotional 

involvement. Hence, our study cannot definitely determine why the consumers disagreeing with MeToo 

are unaffected by the brand stance on MeToo.  

 

In short, we conclude that Carlsberg Danmark’s stance on MeToo affects consumers agreeing with 

MeToo’s attitudes positively when the brand stance is supportive and negatively when the brand stance 

is non-supportive toward MeToo. Further, we find that Carlsberg Danmark’s stance on MeToo does not 

affect consumers disagreeing with MeToo. Our findings provide more clarity for researchers and brand 

managers on the value of engaging in brand activism while also accepting the risks of doing so.  
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10. Limitations 
In this section, we will outline some of the context and method limitations of our study, which should be 

kept in mind when evaluating the implications of our findings, and which will guide our suggestions for 

future research in the next section. 

  

10.1 Method limitations  
A natural limitation of the chosen quantitative method is that it does not provide in-depth knowledge 

about how the respondents’ attitudes came to be. By using a quantitative research method, it is difficult 

to gain insights into respondents’ decision problems or address complex consumer motivations. Further, 

it limits the understanding of hidden motivations that are not easy to access by using a quantitative 

research method (Hair, Celsi, Ortinau, & Bush, 2017, p. 102). Thus, the chosen research method cannot 

provide in-depth insights regarding why respondents are either supportive or non-supportive toward 

MeToo. We found this limitation in our study to play a significant role when we uncovered consumers 

disagreeing with MeToo to be unaffected by brand stance on MeToo. We can solely theoretically 

speculate about the reasons why they are unaffected, as we could not ask follow-up questions for a 

deeper understanding.  

  

Our chosen snowball sampling technique can be perceived as a limitation, as we were likely to get data 

from people similar to us, hence we might not have a fully representative picture of the opinion on 

MeToo in Denmark. However, we tried accommodating this by reaching respondents from all over 

Denmark by posting the survey on local communities on Facebook outside of our network to obtain a 

more representative sample. However, the vast majority of the respondents lived in the Capital City 

Region (43.2%), which is also where we and the majority of our network are located. A further 

limitation was that the survey was solely distributed on Facebook, as not all Danes are active on this 

social media. According to a study on Danes Media usage done by DR (Danish Broadcasting 

Corporation) 65% of all Danes over the age of 12 used Facebook daily in 2020 (DR, 2020). Lastly, we 

cannot rule out that respondents may have taken the survey multiple times, which could skew results as 

we did not have software available that could ensure this and doing it manually would harm the 

anonymity of respondents. 

 

The effects of having neutral answer options such as 'Neither agree nor disagree’ possibly confuse our 

results as we at times had to exclude respondents who had answered these neutral answers to run 

meaningful testing and to provide clear evidence of our findings. An option could have been not to have 



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 113 of 250 

 

neutral answer options. However, this could also have confused results as it would not have allowed for 

undecided respondents and neutral respondents, which arguably is a part of the context in which our 

study is to be understood.  

 

When measuring the two attributes associated with respondents’ self-brand integration; desired self-

identity and current self-identity we used a single-item scale for each attribute, as we initially used the 

self-brand integration questions in a multi-item scale for measuring the respondents’ overall brand love 

toward CD. If we had used a multiple-item scale to measure self-brand integration, we could have 

gathered data from several statements regarding desired self-identity and current self-identity, thus 

providing a stronger link to the two attributes. Thus, we could have summated ratings, which would 

have improved the reliability of our results, as it can be difficult to adequately address and measure 

complex constructions in one question (Hair, Celsi, Ortinau, & Bush, 2017, p. 180). Thus, this serves as 

a limitation.  

 

10.2 Context limitations  
Our study had its departure in a Danish culture which is known for being rather homogenous culture and 

for its universalistic culture focusing on equality (Hedetoft, 2006). Different results, therefore, might be 

relevant for other cultures with different characteristics. Further, we argue that MeToo is becoming less 

polarized and more accepted in the Danish society, which is also illustrated in our dataset, as 

respondents predominantly agreed with MeToo. Thus, our study mainly contributes to sociopolitical 

issues which are starting to receive consensus in society. Other findings might occur for more or less 

polarized issues. 

 

We found that consumers disagreeing with MeToo had difficulties in identifying if the brand stance 

manipulations expressed either support or non-support for MeToo. This implies our non-supportive 

brand stance might not sufficiently demonstrate the reasons for the consumers' disagreement with 

MeToo, thus serving as a limitation. We argued that skewering the message to become even more non-

supportive would render the message unrealistic and inauthentic and could also fabricate wanted results. 

Also, we accepted Vredenburg et al.'s (2020) notion of the importance of authenticity, thus we deemed 

it would harm the perception of the sincerity of the message if we skewed it further. However, it may 

have changed results for the consumers disagreeing with MeToo if we had further skewed the non-

supportive brand stance or developed our non-supportive brand stance based on other inputs or 

statements from consumers’ that disagree with MeToo.  



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 114 of 250 

 

81% of the respondents were female, thus making our survey gender-skewed. We have argued this to be 

the case due to the gender focus of the sociopolitical issue, which in its nature is more relevant to 

women. However, it was a limitation that our respondents are not representative of the Danish 

population. We did try to access online communities for males but were unsuccessful, thus rendering 

this as a limitation. 

 

The examined brand, CD, is dominantly liked (total mean of brand affect before man was 4.01 out of 5) 

and a well-known brand in Denmark. Unlike Mukherjee and Althuizien (2020), who studies differences 

between unknown brands and known brands to uncover differences in consumers’ attitudes, our study 

only examines a well-known brand, which is dominantly liked. Thus, our findings cannot contribute to 

the knowledge of unknown brands and cannot indicate if brand activism could benefit a rather disliked 

brand. Also, having chosen CD as our examined context makes our study more useful for similar brands 

and other results might be relevant for brands in other contexts and with a different product category, or 

B2B brands who have different customers to consider. Moreover, CD is not known for being outspoken 

on sociopolitical issues, thus according to theory by Vredenburg et al. (2020), more controversy will be 

experienced in society the first time a brand communicates on a sociopolitical issue. Therefore, our 

study does not apply to brands having established prosocial behavior such as the brand Patagonia.  

 

We solely used the strategy of ‘challenging the establishment’, meaning challenging what can be said 

about the established power structure. Therefore, we cannot contribute to the effect of the two other 

brand activism strategies by Sibai et al. (2021). Also, we solely examine how communication on 

sociopolitical issues affect attitudes when the brand stance comes directly from the brand. Thus, we 

cannot state that the same effects would occur if brand stance came from brand ambassadors, the CEO, 

or other brand-related sources like Mukherjee and Althuizen’s study (Mukherjee & Althuizen, 2020). 

Further, our study indicates a change in consumer attitudes in a snapshot in time, right after the 

respondents receive the manipulation. Therefore, we cannot state if these changes will be persistent over 

time and if these are stored in the consumers' memory. 
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11. Future research 

In this section, we will outline paths for future research that can provide further insights and knowledge 

on how brand stance on sociopolitical issues affects consumer attitudes and help establish support for 

our findings. 

 

To further understand changes in consumer attitudes, it can be useful to test our findings in a qualitative 

study, to find the underlying reasons for the change in consumer attitudes when a brand takes a stance. 

This would provide a more complex understanding of how brand activism changes consumer attitudes 

and provide further insights for brand managers considering engaging in brand activism. This could be 

done through semi-structured interviews with a semantic analysis method or discourse analysis, to find 

understandings of consumer attitudes. Also, a focus group interview could help uncover discourses 

present in sociopolitical issues, which could provide a more in-depth understanding of consumers' 

emotional involvement in sociopolitical issues and provide further insights into which consumers are 

most sensitive to brand activism. Also, this could replicate the interaction dimension of how outrage on 

brand activism can occur, providing further insights into how interaction affect consumer attitudes. 

Moreover, this could also be accomplished through a nethnographic study on how consumer outrage 

unfolds online when consumers interact, and how this changes attitudes and possibly behavior.   

 

As our consumers disagreeing with MeToo had difficulties in identifying the MeToo non-supportive 

brand stance manipulation as non-supportive, a future study could develop the supportive and the non-

supportive brand stance manipulation based on focus group interviews with consumers identifying as 

agreeing or disagreeing with MeToo. Doing this would allow developing the brand stance manipulation 

closer to the reasons why they agree or disagree with MeToo. It would thus develop manipulations more 

likely to be identified as intended by consumers. Moreover, it might generate knowledge about different 

reasons for agreeing or disagreeing, which could establish a reason to test multiple brand stance 

manipulations. 

 

For future research, it would be considered meaningful to increase the number of respondents that have 

a negative brand affect to find further evidence of our findings. Also, it would be useful to find more 

respondents disagreeing with MeToo, as this would help support evidence of them not being affected by 

brand activism or reject this notion.  
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Also, our research showed support of consumers agreeing with MeToo’s self-brand integration being 

affected by brand stance on MeToo. However, our examination of this was adapted by our learnings of 

this. Thus, our scales are argued as weak in establishing strong links to the two self-brand integration 

attributes; desired and current self-identity. Future research must measure current self-identity and 

desired self-identity on multiple item-scales to find further evidence of our findings, and possibly how 

they are affected differently dependent on brand stance on MeToo.  

 

To gain further knowledge on how brand stance on sociopolitical issues affects brand affect and 

consumer-brand relationships in other contexts, it must be tested how consumer attitudes are affected in 

other cultures with a less homogenous culture. Also, it should be tested with other sociopolitical issues 

with varying polarization to find which aspects are universal and which are dependent on how accepted 

the sociopolitical issue is in the society. Mukherjee & Althuizen (2020) find that liberals are more likely 

to boycott and react negatively when consumer-brand disagreement occurs, thus, it could also be 

interesting to test if a culture being more conservative would experience similar results as in our study. 

It should also be tested on less liked brands to examine what happens with the consumers' attitudes if 

consumers agree with the stance on a sociopolitical issue. This could further indicate valuable insights 

about the gains that brands can obtain from engaging in brand activism. 

 

We solely looked at the brand activism strategy ‘challenging the establishment’ and can as argued 

exclusively contribute our findings to brands adopting this strategy. Future research should allocate 

resources to test if similar results will be found when brands adapt other strategies or how they differ. 

This is to better understand how consumers react to different strategies and better equip brand managers 

to best engage in brand activism. Further, more research should be done on changes over time, where 

the focus could be on how a brand stance changes consumer attitudes on various aspects in time. 

 

The source of the brand activism in our study was the brand and the medium was a press release. Future 

research should as Mukherjee & Althuizen (2020) allocate more resources on the effects of different 

sources of brand activism. But, also how different mediums affect consumer attitudes, as it would 

provide more clear strategies and tactics for brands when engaging in brand activism. Also, it would be 

interesting to note what happens when different feedback on the brand stance are presented to 

consumers, as Mukherjee and Althuizen find that backlash increases consumer attitudes for consumers 

agreeing with the brand and decreases when the brand apologizes for its stance (Mukherjee & 

Althuizen, 2020, p. 775). 
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Bhagwat et al. (2020) argued that if a brand is unsure about how taking a stance on a sociopolitical issue 

will affect their strategic priorities, or if they are sensitive to investors, they should choose a moderate 

approach when engaging in brand activism (p. 17). Our research does not analyze investor responses on 

brand activism, but in line with Bhagwat et al. we do argue that brands with high investor sensitivity 

should consider this before engaging in brand activism (Ibid.). Therefore, further research must examine 

if our findings also apply to the brand’s shareholders and potential investors.  

 

Our study finds that people agreeing with MeToo were more likely to change their opinion toward CD 

when they experienced dissonance, which supports the congruity principle, as their opinion on MeToo 

being most deep-rooted. It could be interesting to find consumers having strong brand love, such as 

LEGO’s AFOL (Adult Fans of Lego), and see if brand love was strong enough to make them change 

their opinion on a sociopolitical issue instead of toward the brand. Our findings appear to support that 

initial positive brand affect has a mediating effect on the negative consequences of consumer-brand 

disagreement. However, future research should measure this to find statistical evidence for this.  

 

As our study solely focuses on the internal attitudes of consumers when brands take a stance on a 

sociopolitical issue, future research should allocate resources to examine if and how brand activism 

changes intended consumer behavior. Before narrowing the scope of our thesis, we ran tests on word-of-

mouth, perception of product quality, buying intention, and buycott/boycott intention, which also 

indicated an effect for consumers agreeing with MeToo. However, it should be noted that some of our 

test groups were too small to indicate meaningful results (Appendix 39). Researching this could provide 

valuable insights into how consumers use brand stance on sociopolitical issues in their decision-making 

and provide further gains for brand managers.  

 

Also, other research could examine how brand stance affects other aspects of consumer attitudes and 

evaluation of brand to provide more clarity for brands on how brand activism affects their brand image. 

Before narrowing the scope of this thesis, we examined consumers’ perception of CD's trustworthiness 

and their perception of the employer brand, which both proved significant differences. Future research 

should allocate more research into these areas as it would also provide valuable insights for B2B 

companies and other business objectives, such as having a desirable employer brand (Appendix 40).  

 

Further, we examined if consumers changed their perception of CD, as being either progressive or 

conservative dependent on brand stance on MeToo. It was argued that the consumers' perception of this 
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could change dependent on brand stance on MeToo, as support for MeToo can be argued progressive. 

However, even though our scale provided significant differences, we deemed results were unable to 

provide valuable insights, so it serves as a path for future research. Lastly, we tested on the consumers’ 

perception of CD having either a dominantly feminine or masculine personality, as we argued due to the 

gendered focus of MeToo that this perception might be affected by brand stance. Our results indicated 

that the consumers’ perception of a feminine brand identity increased in the supportive brand stance 

manipulation. Also, it indicated that both brand stances on MeToo lowered the perception of a 

masculine brand personality (Appendix 40). Creating a powerful and distinct brand personality is a core 

goal for many brands. Thus, we find it valuable for future research to allocate more research into how 

brand stances affect consumers’ perception of a brand's personality. 

 

Milfield and Flint found that women are more receptive to cause-related marketing initiatives and that 

women tend to believe organizations should allocate more resources to benefit society rather than just to 

earn profit (Milfeld & Flint, 2020). We found that women were more likely to find brand stance on 

MeToo important (Appendix 26), thus indicating that women care more about sociopolitical issues and 

brand activism. We also found that women were more likely to agree with MeToo than males, showing 

that MeToo has a gender-skewed nature (Appendix 17). Thus, our research supports that brands wanting 

to become more relevant for female consumers can do so through communicating on MeToo. However, 

research must be done on differences between men and women, as the gendered focus of MeToo and 

brand activism in general can have different engagement factors for men and women and thereby affect 

their attitudes differently.  

 

Lastly, as our study proved successful in predicting consumers agreeing with MeToo’s change in brand 

affect, using our hypothesized POX model ‘sociopolitical brand stance triad’ (Figure 11) based on 

cognitive dissonance theory, we advise future research to establish further support for this model. This 

could also help find possible answers for why it does not predict changes for consumers disagreeing 

with MeToo and strengthen the model. This is argued valuable as the model serves as a good brand 

management tool for brands wanting to engage in brand activism. They can use the model to establish 

more certainty on how their brand stances on sociopolitical issues will be perceived by consumers. 
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Appendices  
Appendix 1  
Identities have been anonymized  

 
(Twitter, 2019) 

 
(Twitter, 2018) 

Appendix 2 Respondents’ MeToo importance  
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Appendix 3: Consumers’ agreement with MeToo frequency  

 

Appendix 4  

 
(Nichols, 2013) 

 
(Hayes, 2013) 
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Appendix 5  

 
Higher-Order Brand Love Factor Model (Batra, Ahuvia, & Bagozzi, 2012) 

Appendix 6: Timeline over the MeToo movement 
Date  Event  

Oct. 5, 2017 The New York Times publics the article: “Harvey Weinstein Paid Off Sexual 

Harassment Accusers for Decades” (USA). 

Oct. 15, 2017 Alyssa Milan started using the phrase “#Me Too’ as a hashtag to encourage others 

to share their stories of sexual assault and harassment through social media (Leung 

& Williams, 2019, p. 350) (USA) 

2017 Dorte Rømer co-initiated the Facebook group “#MeToo – #Stop stilheden” 

(#MeToo - #Stop the Silence), where women from the theater and film industry 

could share their experiences of sexual assault and abuse (Nielsen, 2019) 

(Denmark). 
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Nov. 10, 2017 The Danish filmmaker, Peter Ålbæk, is accused of sexual harassment and 

humiliation of nine former employees at the film company Zentropa. Ålbæk was 

not fired nor faced any consequences (Wind-Friis & Stockmann, 2018) (Denmark). 

Jan. 1, 2018 The Time’s Up movement is started by the initiative spearheaded by 300 women 

working in film, TV, and theater. This aimed at supporting the sexual assault and 

harassment cases of less-privileged individuals (Nicolaou & Smith, 2019) (USA). 

Aug. 27, 2020 Sofie Linde speak at Zulu Galla (Denmark). 

Oc. 5, 2020 The publishing house Gyldendal fired a boss after they become aware of his 

abusive behavior at his former job at DR (Andersen & Christensen, 2020). 

(Denmark) 

Oct. 7, 2020 Morten Østergaard resigned as leader of the Radical Left party (Radikale Venstre) 

because he had violated a female colleague by putting his hand on her thigh almost 

a decade ago (Hagemann-Nielsen, 2020) (Denmark) 

Oct. 19, 2020 Frank Jensen withdraws from Danish politics. It happened after the reveal of cases 

of sexual conduct and eight cases of abusive behavior, which dates back from the 

late 1990s until 2019 (Marker, 2021) (Denmark). 

Jan. 5, 2021 Jes Dorph-Petersen was fired after an investigation of sexism and sexual 

harassment on the television channel TV2 because he had subjected trainees to 

sexual harassment 18 and 20 years ago (Marker, 2021) (Denmark). 

Sep. 2020 Finans reveal that at least 13 of Denmark’s 24 largest listed companies have 

experienced cases of sexism or sexual harassment in the past five years 

(Mortensen, 2020) (Denmark). 

 
Appendix 7 
Appendix 7.1  

Default Report 

Tasia and Mette: Thesis: Brand stance on sociopolitical issues 

May 12th 2021, 11:18 am MDT 

 

Gender - What is your gender? 
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# Field Minimum Maximum Mean Std Deviation Variance Count 

1 What is your gender? 1.00 3.00 1.82 0.39 0.16 444 

 

# Answer % Count 

1 Male 18.69% 83 

2 Female 81.08% 360 

3 Non-binary / third gender 0.23% 1 

4 Prefer not to say 0.00% 0 

 Total 100% 444 
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Age - How old are you? 

 

# Field Minimum Maximum Mean Std Deviation Variance Count 

1 How old are you? 3.00 8.00 4.81 1.53 2.34 444 

 

# Answer % Count 

1 Under 12 years old 0.00% 0 

2 12-17 years old 0.00% 0 

3 18-24 years old 22.07% 98 

4 25-34 years old 31.08% 138 

5 35-44 years old 14.41% 64 

6 45-54 years old 15.54% 69 

7 55-64 years old 9.91% 44 

8 65 years or older 6.98% 31 

 Total 100% 444 
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Income - What is your monthly income in DKK (before tax)? 

 
 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 
What is your monthly income in 

DKK (before tax)? 
1.00 9.00 4.07 1.99 3.94 444 

 

# Answer % Count 

1 Don’t know 0.45% 2 

2 0-10,000 DKK 23.20% 103 

3 10,001-20,000 DKK 25.45% 113 

4 20,001-30,000 DKK 16.44% 73 
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5 30,001-40,000 DKK 16.22% 72 

6 40,001-50,000 DKK 6.76% 30 

7 50,001-60,000 DKK 2.48% 11 

8 60,001 + DKK 2.03% 9 

9 Prefer not to say 6.98% 31 

 Total 100% 444 

Education - How many years of education do you have beyond elementary 

school? 

 
 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 

How many years of education do 

you have beyond elementary 

school? 

1.00 5.00 3.34 0.99 0.98 444 

 

# Answer % Count 

1 0 years 2.25% 10 

2 1-3 years 16.44% 73 

3 4-6 years 40.77% 181 

4 7-8 years 26.13% 116 
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5 9+ years 14.41% 64 

 Total 100% 444 

geographics - Where do you live? 

 
 

# Field Minimum Maximum Mean Std Deviation Variance Count 

1 Where do you live? 1.00 5.00 3.39 1.66 2.74 444 

 

# Answer % Count 

1 Region Sjælland ("Region Zealand") 22.75% 101 

2 Region Midtjylland ("Mid Jutland Region") 13.74% 61 

3 Region Nordjylland ("North Jutland Region") 8.11% 36 

4 Region Syddanmark ("Region of Southern Denmark") 12.16% 54 

5 Region Hovedstaden ("Capital City Region") 43.24% 192 

 Total 100% 444 
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MTAgreement - Do you agree with MeToo in Denmark? 

 
 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 
Do you agree with MeToo in 

Denmark? 
1.00 5.00 3.50 1.07 1.15 444 

 

# Answer % Count 

1 Strongly disagree 4.73% 21 

2 Disagree 11.49% 51 

3 Neither agree nor disagree 32.21% 143 

4 Agree 32.43% 144 

5 Strongly agree 19.14% 85 

 Total 100% 444 
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MTinvolvement - How involved do you consider yourself in the MeToo debate in 

Denmark? (both if you support or are against MeToo)? 

 
 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 

How involved do you consider 

yourself in the MeToo debate in 

Denmark? (both if you support or 

are against MeToo)? 

1.00 5.00 1.89 1.10 1.20 444 

 

# Answer % Count 

1 Not active at all 46.62% 207 

2 A little active 34.91% 155 

3 Have not considered 4.50% 20 

4 Active 11.04% 49 

5 Very active 2.93% 13 

 Total 100% 444 
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BSimportance - To which extent do you find it important that companies 

communicate their stance on MeToo? 

 
 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 

To which extent do you find it 

important that companies 

communicate their stance on 

MeToo? 

1.00 5.00 2.56 1.14 1.30 444 

 

 

# Answer % Count 

1 Not at all important 18.69% 83 

2 Slightly important 34.01% 151 

3 Important 26.35% 117 

4 Very important 14.41% 64 

5 Extremely important 6.53% 29 

 Total 100% 444 
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BSResearch - To which extent do you research brands’ stance on MeToo? 

 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 
To which extent do you research 

brands’ stance on MeToo? 
1.00 4.00 1.34 0.56 0.31 444 

 

# Answer % Count 

1 Never 69.37% 308 

2 Sometimes 27.25% 121 

3 Most of the time 2.93% 13 

4 Always 0.45% 2 

 Total 100% 444 
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feel1 - How do you feel about Carlsberg Danmark? (please slide to indicate your 

answer) 

 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 

How do you feel about Carlsberg 

Danmark? (please slide to indicate 

your answer) 

1.00 5.00 4.01 0.78 0.61 444 

 

# Answer % Count 

1 1 0.90% 4 

2 2 2.25% 10 

3 3 17.79% 79 

4 4 53.15% 236 

5 5 25.90% 115 

 Total 100% 444 
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Connection1 - To which extent do you agree with the following statement 

 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 
I feel personally connected to 

Carlsberg Danmark 
1.00 7.00 3.42 1.66 2.77 444 

 

# Answer % Count 

1 Strongly disagree 15.54% 69 

2 Disagree 23.42% 104 

3 Somewhat disagree 5.86% 26 

4 Neither agree nor disagree 25.90% 115 

5 Somewhat agree 19.14% 85 

6 Agree 7.88% 35 

7 Strongly agree 2.25% 10 

 Total 100% 444 
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response - How do you feel about the response Carlsberg Danmark made? (use 

the slider to indicate your answer) 

 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 

How do you feel about the response 

Carlsberg Danmark made? (use the 

slider to indicate your answer) 

1.00 5.00 3.70 1.01 1.02 444 

 

# Answer % Count 

1 1 3.38% 15 

2 2 10.14% 45 

3 3 19.82% 88 

4 4 46.40% 206 

5 5 20.27% 90 

 Total 100% 444 
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Feel2 - How do you feel about Carlsberg Danmark? (indicate you answer using 

the slider) 

 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 

How do you feel about Carlsberg 

Danmark? (indicate you answer 

using the slider) 

1.00 5.00 3.88 0.86 0.73 444 

 

# Answer % Count 

1 1 1.13% 5 

2 2 6.53% 29 

3 3 17.12% 76 

4 4 53.83% 239 

5 5 21.40% 95 

 Total 100% 444 
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CDMTsupport - Does Carlsberg Danmark support MeToo in Denmark? 

 
 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 
Does Carlsberg Danmark support 

MeToo in Denmark? 
1.00 3.00 2.08 0.91 0.84 444 

 

# Answer % Count 

1 Yes 38.29% 170 

2 No 15.77% 70 

3 Don't know 45.95% 204 

 Total 100% 444 
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Sincerity - To which extent do you agree with the following statement? 

 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 

Carlsberg Danmark is sincere 

about their opinions in the press 

release 

1.00 7.00 4.74 1.22 1.49 444 

 

# Answer % Count 

1 Strongly disagree 1.58% 7 

2 Disagree 3.60% 16 

3 Somewhat disagree 4.50% 20 

4 Neither agree nor disagree 37.16% 165 

5 Somewhat agree 19.14% 85 

6 Agree 31.08% 138 

7 Strongly agree 2.93% 13 

 Total 100% 444 
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PCvalues - Please indicate where you consider Carlsberg Danmark's values to 

be? 

 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 
Protecting traditions:Driving 

innovation 
1.00 7.00 4.07 1.66 2.75 444 

2 
Strict immigration policies:Open 

national borders 
1.00 7.00 4.61 1.46 2.12 444 

3 

Non-sustainable business 

practices:Sustainable business 

practices 

1.00 7.00 5.05 1.51 2.29 444 

4 

Conservative values (e.g. traditional 

gender roles, nationalism, 

ect.):Equal rights (e.g. sexual 

orientation, gender, race, etc.) 

1.00 7.00 4.52 1.80 3.25 444 
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# Question 1  2  3  4  5  6  7  
Tot

al 

1 

Protecting 

traditions:Dri

ving 

innovation 

7.6

6% 

3

4 

13.5

1% 

6

0 

13.2

9% 

5

9 

23.2

0% 

10

3 

21.6

2% 
96 

13.7

4% 
61 

6.98

% 

3

1 

44

4 

2 

Strict 

immigration 

policies:Open 

national 

borders 

3.6

0% 

1

6 

3.60

% 

1

6 

9.46

% 

4

2 

36.0

4% 

16

0 

16.8

9% 
75 

19.3

7% 
86 

11.0

4% 

4

9 

44

4 

3 

Non-

sustainable 

business 

practices:Sust

ainable 

business 

practices 

2.4

8% 

1

1 

3.83

% 

1

7 

8.56

% 

3

8 

19.1

4% 
85 

22.5

2% 

10

0 

24.1

0% 

10

7 

19.3

7% 

8

6 

44

4 

4 

Conservative 

values (e.g. 

traditional 

gender roles, 

nationalism, 

ect.):Equal 

rights (e.g. 

sexual 

orientation, 

gender, race, 

etc.) 

7.8

8% 

3

5 

6.98

% 

3

1 

12.1

6% 

5

4 

22.9

7% 

10

2 

16.4

4% 
73 

15.5

4% 
69 

18.0

2% 

8

0 

44

4 

  



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 148 of 250 

 

F/M - To which extent do ascribe Carlsberg Danmark with the following 

characteristics? 

 
 

# Field Minimum Maximum Mean Std Deviation Variance Count 

1 Adventurous 1.00 5.00 3.00 1.27 1.62 444 

2 Sensitive 1.00 5.00 2.23 1.10 1.22 444 

3 Brave 1.00 5.00 3.22 1.28 1.64 444 
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4 Sophisticated 1.00 5.00 2.76 1.22 1.49 444 

5 Dominant 1.00 5.00 3.40 1.41 1.98 444 

6 Sympathetic 1.00 5.00 3.02 1.28 1.63 444 

7 Rugged 1.00 5.00 3.57 1.43 2.05 444 

8 Expresses tender emotions 1.00 5.00 2.71 1.23 1.50 444 

 

# Question 
Don't 

know 
 

Not at all 

descripti

ve 
 

A little 

descripti

ve 
 

Descripti

ve 
 

Extremel

y 

descripti

ve 

 
Tot

al 

1 
Adventuro

us 

20.05

% 
89 11.49% 51 26.58% 

11

8 
32.43% 

14

4 
9.46% 42 444 

2 Sensitive 
32.21

% 

14

3 
30.18% 

13

4 
21.40% 95 14.41% 64 1.80% 8 444 

3 Brave 
15.54

% 
69 11.49% 51 23.20% 

10

3 
34.68% 

15

4 
15.09% 67 444 

4 
Sophisticat

ed 

20.27

% 
90 22.07% 98 24.77% 

11

0 
26.80% 

11

9 
6.08% 27 444 

5 Dominant 
17.34

% 
77 9.23% 41 15.77% 70 31.76% 

14

1 
25.90% 

11

5 
444 

6 
Sympatheti

c 

18.69

% 
83 13.96% 62 24.32% 

10

8 
32.66% 

14

5 
10.36% 46 444 

7 Rugged 
17.79

% 
79 5.18% 23 10.81% 48 34.46% 

15

3 
31.76% 

14

1 
444 

8 

Expresses 

tender 

emotions 

22.75

% 

10

1 
19.14% 85 28.15% 

12

5 
23.87% 

10

6 
6.08% 27 444 
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WoM - I will dominantly speak: 

 
 

# Field Minimum Maximum Mean Std Deviation Variance Count 

1 I will dominantly speak: 1.00 5.00 3.54 0.67 0.45 444 

 

# Answer % Count 

1 Very negatively of Carlsberg Danmark to others 0.23% 1 

2 Negatively of Carlsberg Danmark to others 2.48% 11 

3 Neither postive nor negative 47.75% 212 

4 Positively of Carlsberg Danmark to others 42.57% 189 

5 Very positively of Carlsberg Danmark to others 6.98% 31 

 Total 100% 444 

  



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 151 of 250 

 

Quality - On a scale of 1 to 7 with 1 being the lowest and 7 being the highest, 

how do you perceive the quality of Carlsberg Danmark's products? 

 
 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 
How do you perceive the quality of 

Carlsberg Danmark's products? 
1.00 7.00 5.27 1.30 1.68 444 

 

# Answer % Count 

1 1 Low quality 0.90% 4 

2 2 1.35% 6 

3 3 6.31% 28 

4 4 18.69% 83 

5 5 26.35% 117 

6 6 26.80% 119 

7 7 High quality 19.59% 87 

 Total 100% 444 
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Check - Please select the answer "Blue" 

 
 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 
Please select the answer 

&quot;Blue&quot; 
3.00 3.00 3.00 0.00 0.00 444 

 

# Answer % Count 

1 Green 0.00% 0 

2 Yellow 0.00% 0 

3 Blue 100.00% 444 

4 Red 0.00% 0 

 Total 100% 444 
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CB/BI - Please indicate to which extent you agree with the following statements 

 
 

# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 
I prefer Carlsberg Danmark over 

other beverage brands 
1.00 7.00 3.63 1.49 2.23 444 

2 
I consider Carlsberg Danmark  to 

be trustworthy 
1.00 7.00 5.10 1.27 1.61 444 

3 
I feel personally connected to 

Carlsberg Danmark 
1.00 7.00 3.30 1.64 2.70 444 

4 
Carlsberg Danmark  represents my 

values and beliefs 
1.00 7.00 3.83 1.27 1.61 444 
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5 

Carlsberg Danmark possess traits 

that I would like to be associated 

with 

1.00 7.00 4.05 1.33 1.76 444 

6 

I would feel a loss if I could not 

buy Carlsberg Danmark products 

anymore 

1.00 7.00 4.06 1.92 3.68 444 

7 
Carlsberg Danmark  is good 

employer 
1.00 7.00 4.34 1.07 1.14 444 

 

 

 

# 
Questi

on 

Stron

gly 

disag

ree 

 
Disag

ree 
 

Some

what 

disagr

ee 

 

Neit

her 

agree 

nor 

disag

ree 

 

Some

what 

agree 

 
Agre

e 
 

Stron

gly 

agree 

 
Tot

al 

1 

I prefer 

Carlsb

erg 

Danma

rk over 

other 

bevera

ge 

brands 

9.46

% 

4

2 

19.37

% 

8

6 
7.88% 

3

5 

36.7

1% 

1

6

3 

17.79

% 

7

9 

6.08

% 

2

7 

2.70

% 

1

2 

44

4 

2 

I 

consid

er 

Carlsb

erg 

Danma

rk  to 

be 

1.13

% 
5 

4.28

% 

1

9 
4.28% 

1

9 

19.3

7% 

8

6 

22.75

% 

1

0

1 

41.4

4% 

1

8

4 

6.76

% 

3

0 

44

4 
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trustwo

rthy 

3 

I feel 

person

ally 

connec

ted to 

Carlsb

erg 

Danma

rk 

18.24

% 

8

1 

21.40

% 

9

5 
8.11% 

3

6 

27.4

8% 

1

2

2 

15.99

% 

7

1 

6.76

% 

3

0 

2.03

% 
9 

44

4 

4 

Carlsb

erg 

Danma

rk  

represe

nts my 

values 

and 

beliefs 

7.88

% 

3

5 

9.68

% 

4

3 
4.73% 

2

1 

55.6

3% 

2

4

7 

14.64

% 

6

5 

6.31

% 

2

8 

1.13

% 
5 

44

4 

5 

Carlsb

erg 

Danma

rk 

possess 

traits 

that I 

would 

like to 

be 

associa

ted 

with 

5.63

% 

2

5 

9.91

% 

4

4 
6.53% 

2

9 

44.1

4% 

1

9

6 

21.62

% 

9

6 

10.3

6% 

4

6 

1.80

% 
8 

44

4 
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6 

I 

would 

feel a 

loss if I 

could 

not buy 

Carlsb

erg 

Danma

rk 

produc

ts 

anymo

re 

13.96

% 

6

2 

15.77

% 

7

0 
5.18% 

2

3 

16.2

2% 

7

2 

22.30

% 

9

9 

17.3

4% 

7

7 

9.23

% 

4

1 

44

4 

7 

Carlsb

erg 

Danma

rk  is 

good 

employ

er 

1.13

% 
5 

4.73

% 

2

1 
1.80% 8 

64.4

1% 

2

8

6 

10.36

% 

4

6 

14.8

6% 

6

6 

2.70

% 

1

2 

44

4 

Buy/Boy - How do you think you will purchase Carlsberg Danmark products in 

the future? 
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# Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

1 

How do you think you will 

purchase Carlsberg Danmark 

products in the future? 

1.00 5.00 3.05 0.59 0.35 444 

 

# Answer % Count 

1 I will stop buying 1.58% 7 

2 I will buy less 5.18% 23 

3 I will buy the same 85.81% 381 

4 I will buy more 2.03% 9 

5 Don't know 5.41% 24 

 Total 100% 444 

Appendix 7.2 

Full survey 

Section 1 

 

Welcome to this study. Thanks for your participation!  

This survey will ask your opinion about MeToo in Denmark and the brand Carlsberg Danmark.  

  

It will take approximately 8-10 minutes. We encourage you to go with your first thought and feeling and 

not spend too much time rationalizing or evaluating each question.  

  

After the survey, you will be asked to fill in your email. This will not be used for anything but to 

announce the winners of a brunch gift card for two (there are two gift cards up for grabs - dobbling your 

chance of winning) (this is voluntary).  

  

The research is conducted by Tasia Bindslev and Mette Østergaard, Master’s students from Copenhagen 

Business School studying MA International Business Communication and Marketing. The study is 

solely aimed at contributing to academia and will not make any profit from results.  

   

Your answers will be treated anonymously and your email will not be linked to your answers. 
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If you have any feedback or questions, please contact:  

Tasia Bindslev tabi19@student.cbs.dk 

Mette Østergaard mepe15@student.cbs.dk 

 

 

What is your gender? 

• Male 
• Female 
• Non-binary / third gender 
• Prefer not to say 

 

How old are you? 

• Under 12 years old 
• 12-17 years old 
• 18-24 years old 
• 25-34 years old 
• 35-44 years old 
• 45-54 years old 
• 55-64 years old 
• 65 years or older 

 

What is your monthly income in DKK (before tax)? 

• Don’t know 
• 0-10,000 DKK 
• 10,001-20,000 DKK 
• 20,001-30,000 DKK 
• 30,001-40,000 DKK 
• 40,001-50,000 DKK 
• 50,001-60,000 DKK 
• 60,001 + DKK 
• Prefer not to say 

 

How many years of education do you have beyond elementary school? 

• 0 years 
• 1-3 years 
• 4-6 years 
• 7-8 years 
• 9+ years 
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Where do you live? 

• Region Sjælland ("Region Zealand") 
• Region Midtjylland ("Mid Jutland Region") 
• Region Nordjylland ("North Jutland Region") 
• Region Syddanmark ("Region of Southern Denmark") 
• Region Hovedstaden ("Capital City Region") 

 

Do you agree with MeToo in Denmark? 

• Strongly disagree 
• Disagree 
• Neither agree nor disagree 
• Agree 
• Strongly agree 

 

How involved do you consider yourself in the MeToo debate in Denmark? (both if you support or 

are against MeToo)? 

• Not active at all 
• A little active 
• Active 
• Very active 
• Have not considered 

 

To which extent do you find it important that companies communicate their stance on MeToo?  

• Not at all important 
• Slightly important 
• Important 
• Very important 
• Extremely important 

 

To which extent do you research brands’ stance on MeToo? 

• Never 
• Sometimes 
• Most of the time 
• Always 

 

Carlsberg Group is a Danish brewery and beverage company. Today, Carlsberg is among the three 

leading breweries in the world, with production in around 35 countries. Carlsberg Danmark produces 

and delivers some of Denmark's largest brands in beer, water, and soft drinks - such as Carlsberg, 

Tuborg, and Sport among others. Carlsberg Danmark's products are some of the most recognized and 
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purchased beverages in Denmark, and they brand themselves through the slogan ‘Brewing for a better 

today and tomorrow’.  

  

Carlsberg Danmark writes on its website that its mission is to pursue perfection every day.  

“We strive to brew better beer. Beer stands at the heart of moments that bring people together. We are 

not content with quick gains when we can create a better future for all of us. ”  

 

 

How do you feel about Carlsberg Danmark? (please slide to indicate your answer) 

 

5- step smiley scale slider 

 

To which extent do you agree with the following statement 

 

 Strongly 

disagree 

Disagree Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Agree Strongly 

agree 

I feel 

personally 

connected to 

Carlsberg 

Danmark 

       

 

   

Section 2 

The MeToo supportive brand stand (Manipulation 1) 

In September 2020, the MeToo debate resurfaced in Denmark, when the Danish TV host Sofie Linde 

told about her experience of inappropriate behavior from a male boss. 

 

It primarily affected the media industry and the political world, after which numerous leaders and 

political leaders left their posts, due to statements of inappropriate behavior and power abuse. Other 

industries also received attention. 
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At the same time, Carlsberg Danmark made the following press release: 

 

Brewing for an equal tomorrow 

 

At Carlsberg Danmark, we have followed the debate on gender equality and abuse of authority in the 

workplace. Although we have always worked for a safe and inclusive work environment for all 

employees, we know that we can always improve. 

 

In light of this, we would like to emphasize our zero-tolerance policy on sexual harassment or other 

forms of abusive behavior. We want a healthy and good work environment for all genders and have, 

therefore, set up an internal forum where help can be found if employees or business partners 

experience offensive behavior. 

 

We have created a task force that will investigate whether our organization has any issues that may 

trigger abusive behavior. We have initiated this to ensure that Carlsberg Danmark lives up to our own 

and our customers' values of equality. 

 

We want to be a part of stopping an abusive and degrading culture, and we can only do that if we start 

with ourselves. 

 

Thanks to everyone who has been so brave to share their stories – we hear you. 

 

Carlsberg Danmark brews for an equal tomorrow! 

 

The MeToo non-supportive brand stand (Manipulation 2) 

 

In September 2020, the MeToo debate resurfaced in Denmark, when the Danish TV host Sofie Linde 

told about her experience with inappropriate behavior from a male boss. 

  

It primarily affected the media industry and the political world, after which numerous leaders and 

political leaders left their posts, following statements of inappropriate behavior and abuse of power. 

Other industries also received attention.  
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At the same time, Carlsberg Danmark made the following press release: 

 

This is where we stand 

  

At Carlsberg Danmark, we want to distance ourselves from the public outrage on men and the 

favoritism of women. We do not believe that this kind of persecution of powerful men creates equality. 

On the contrary, we believe that it further prevents it. 

  

We have not experienced cases of sexual harassment or abuse of authority to an extent where we see the 

need to change or add further measures to our existing work environment policy. 

  

"We do not share specific figures, but we can share that we generally do not experience cases of sexism 

or sexual harassment in Denmark and that cases such as these in recent years have not been raised to 

HR," says Michelle T. Hansen from HR Carlsberg Danmark. 

  

We urge all our employees, men and women, who feel they have been treated inappropriately to talk to 

the colleague privately instead of publicly embarrassing them. As we believe internal dialogue and 

conflict resolution are the way to resolve these matters. 

 

The control manipulation (manipulation 3) 

On 21/10-2020 Carlsberg Danmark made the following press release:  

  

This year's Winter Brew gets a new expiration label 

  

This year's Winter Brew 2020 will hit the market this week, and it's an experimental beer of 8.9 % for 

those who are ready to cultivate curiosity.  

  

Due to its high alcohol content and the dark malts, it is suitable for drinking both this year, but can also 

be stored. The dark malts provide an exciting complexity over time, says Bjarke Bertelsen, Liquid 

Innovation Manager at Carlsberg Group, who is behind the recipe for this year's Winter Brew 2020. 

 

"It should easily last for 5-10 years. I would say it can easily get even better with time,” promises 

Bjarke Bertelsen.  
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New date marking on all strong and dark beers 

 "Best before, often good after". The new date marking is now used on all Jacobsen's strong and dark 

beers. This year's Winter Brew is a beer that only gets better with time, and there is, therefore, no 

reason to discard it due to an indicative date. 

 

The date mark "end date of use" is used on foods where it can pose a health risk if ingested after 

exceeding. Therefore, the date of "expiration date" must be observed. The "best before" date, on the 

other hand, is indicative and is used for foods that do not pose a health risk after expiration, but which 

just need to be assessed (...). 

 

Section 3 

 

How do you feel about the response Carlsberg Danmark made? (use the slider to indicate your 

answer) 

5-step smiley scale slider 

 

How do you feel about Carlsberg Danmark? (indicate you answer using the slider) 

5-step smiley scale slider 

 

Does Carlsberg Danmark support MeToo in Denmark? 

• Yes 
• No 
• Don't know 

 

To which extent do you agree with the following statement? 

 

 Strongly 

disagree 

Disagree Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Agree Strongly 

agree 

Carlsberg 

Danmark is 

sincere about 

their 
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opinions in 

the press 

release 

 

Please indicate where you consider Carlsberg Danmark's values to be? 

 

Protecting traditions *******Driving innovation 

Strict immigration policies******* Open national borders 

Non-sustainable business practices ******* Sustainable business practices 

Conservative values (e.g. traditional gender roles, nationalism, ect.) *******Equal rights (e.g. sexual 

orientation, gender, race, etc.) 

 

To which extent do ascribe Carlsberg Danmark with the following characteristics? 

 Not at all 

descriptive 

A little 

descriptive 

Descriptive Extremely 

descriptive 

Don’t know 

Adventurous      

Sensitive      

Brave      

Sophisticated      

Dominat      

Rugged      

Expresses 

tender 

emotions 

     

 

 

I will dominantly speak: 

• Very negatively of Carlsberg Danmark to others 
• Negatively of Carlsberg Danmark to others 
• Neither positive nor negative 
• Positively of Carlsberg Danmark to others 
• Very positively of Carlsberg Danmark to others 
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On a scale of 1 to 7 with 1 being the lowest and 7 being the highest, how do you perceive the 

quality of Carlsberg Danmark's products? 

 1 Low 

quality  

2 3 4 5 6 7 high 

quality 

How do you 

perceive the 

quality of 

Carlsberg 

Danmark's 

products? 

       

 

Please select the answer "Blue" 

• Green 
• Yellow 
• Blue 
• Red 

 

Please indicate to which extent you agree with the following statements 

 

 Strongly 

disagree 

Disagree Somewhat 

disagree 

Neither 

agree 

nor 

disagree 

Somewhat 

agree 

Agree Strongly 

agree 

I prefer Carlsberg 

Danmark over other 

beverage brands 

       

I consider Carlsberg 

Danmark  to be 

trustworthy 

       

I feel personally 

connected to 

Carlsberg Danmark 

       



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 166 of 250 

 

Carlsberg Danmark  

represents my values 

and beliefs 

       

Carlsberg Danmark 

possess traits that I 

would like to be 

associated with 

       

I would feel a loss if I 

could not buy 

Carlsberg Danmark 

products anymore 

       

Carlsberg Danmark  

is good employer 

       

 

How do you think you will purchase Carlsberg Danmark products in the future? 

• I will stop buying 
• I will buy less 
• I will buy the same 
• I will buy more 
• Don't know 

 

Appendix 8: The MeToo supportive brand stance manipulation  
Brewing for an equal tomorrow 

 

At Carlsberg Danmark, we have followed the debate on gender equality and abuse of authority in the 

workplace. Although we have always worked for a safe and inclusive work environment for all 

employees, we know that we can always improve. 

 

In light of this, we would like to emphasize our zero-tolerance policy on sexual harassment or other 

forms of abusive behavior. We want a healthy and good work environment for all genders and have, 

therefore, set up an internal forum where help can be found if employees or business partners 

experience offensive behavior. 
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We have created a task force that will investigate whether our organization has any issues that may 

trigger abusive behavior. We have initiated this to ensure that Carlsberg Danmark lives up to our own 

and our customers' values of equality. 

 

We want to be a part of stopping an abusive and degrading culture, and we can only do that if we start 

with ourselves. 

 

Thanks to everyone who has been so brave to share their stories – we hear you. 

 

Carlsberg Danmark brews for an equal tomorrow! 

 

Appendix 9: The MeToo non-supportive brand stance manipulation  
This is where we stand 

  

At Carlsberg Danmark, we want to distance ourselves from the public outrage on men and the 

favoritism of women. We do not believe that this kind of persecution of powerful men creates equality. 

On the contrary, we believe that it further prevents it. 

  

We have not experienced cases of sexual harassment or abuse of authority to an extent where we see the 

need to change or add further measures to our existing work environment policy. 

  

"We do not share specific figures, but we can share that we generally do not experience cases of sexism 

or sexual harassment in Denmark and that cases such as these in recent years have not been raised to 

HR," says Michelle T. Hansen from HR Carlsberg Danmark. 

  

We urge all our employees, men and women, who feel they have been treated inappropriately to talk to 

the colleague privately instead of publicly embarrassing them. As we believe internal dialogue and 

conflict resolution are the way to resolve these matters. 

 

Appendix 10: The control manipulation  
This year's Winter Brew gets a new expiration label 
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This year's Winter Brew 2020 will hit the market this week, and it's an experimental beer of 8.9 % for 

those who are ready to cultivate curiosity.  

  

Due to its high alcohol content and the dark malts, it is suitable for drinking both this year, but can also 

be stored. The dark malts provide an exciting complexity over time, says Bjarke Bertelsen, Liquid 

Innovation Manager at Carlsberg Group, who is behind the recipe for this year's Winter Brew 2020. 

 

"It should easily last for 5-10 years. I would say it can easily get even better with time,” promises 

Bjarke Bertelsen.  

  

New date marking on all strong and dark beers 

 "Best before, often good after". The new date marking is now used on all Jacobsen's strong and dark 

beers. This year's Winter Brew is a beer that only gets better with time, and there is, therefore, no 

reason to discard it due to an indicative date. 

 

The date mark "end date of use" is used on foods where it can pose a health risk if ingested after 

exceeding. Therefore, the date of "expiration date" must be observed. The "best before" date, on the 

other hand, is indicative and is used for foods that do not pose a health risk after expiration, but which 

just need to be assessed (...). 

 

Appendix 11: Old MeToo non-supportive brand stance manipulation 
At Carlsberg Danmark, we have a strong set of values for ensuring a safe and inclusive work 

environment. We have not experienced cases of sexual harassment to an extent where we see the need to 

change or add further measures to our already existing Work Environment Policy. 

  

"We don't share specific numbers, but we can state that we generally don't experience cases of sexism 

or sexual harassment in Denmark and that in recent years cases like these haven't been raised," says 

Michelle T. Hansen fra HR Carlsberg Danmark.  

  

We encourage all of our employees who have experienced inappropriate behavior to confront the 

colleague, as we believe that internal dialogue is the way to resolve these matters. Also, HR can always 

be contacted. 
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Carlsberg Danmark does not wish to be part of any public outrage, as we believe this not to help 

promote equality. However, we want to resolve conflicts and issues between one another internally, as 

we believe this to establish a highly inclusive and understanding work environment. 

 

Appendix 12  

 

Appendix 13 

 

Appendix 14 
MeToo disagree group non-supportive brand stance 
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MeToo disagree group supportive brand stance 

 

MeToo agree group non-supportive brand stance 

 

MeToo agree group supportive brand stance  

 

Appendix 15 
The survey was posted in the following Facebook groups: 

 

• �Vi Hjælper Hinanden�  
https://www.facebook.com/groups/844191952705587  

 

• 4800 - Her er alt Faktisk tilladt   
https://www.facebook.com/groups/1777774432505796  

 

• Silkeborg Hjælper Hinanden  
https://www.facebook.com/groups/1435759186688462/  

 

• Helsingør 
https://www.facebook.com/groups/5450759566  
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• Be Yourself !👄# #Girls 
https://www.facebook.com/groups/1044437085675986  

 

• Frederikssund 
https://www.facebook.com/groups/304654003601795  

 

• Facebook Kolding 
https://www.facebook.com/groups/6000kolding/  

 

• Hillerød skal være en hyggelig by 
https://www.facebook.com/groups/178431032166928/  

 

• Thisted Danmark  
https://www.facebook.com/groups/2575100232/  

 

• 3390 Hundested 
https://www.facebook.com/groups/10599764969/  

 

• Hyggegruppen 4700  
https://www.facebook.com/groups/609549029068846/  

 

• Helsingør 
https://www.facebook.com/groups/5450759566  

 

• Info fra borger til borger i Esbjerg by 
https://www.facebook.com/groups/hukmedia  

 

• Det sker i Nordjylland 
https://www.facebook.com/groups/726890274016783  

 

• Silkeborg Hjælper Hinanden 
https://www.facebook.com/groups/1435759186688462  

 

• Slagelse, Korsør, Skælskør, Sorø og Vestsjælland NÆSTEN ALT ER TILLADT  
https://www.facebook.com/groups/242326062773984  

 

• Hjælp mig - Århus 
https://www.facebook.com/groups/1591062907888881  

 

• Faaborg 
https://www.facebook.com/groups/6076528517  
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• 4800 Nykøbing Falster - Det lokale fællesskab 
https://www.facebook.com/groups/nyk4800  

 

• Haderslev… 
https://www.facebook.com/groups/6363351105  

 

• Vi hjælper hinanden - fordi vi har lyst 
https://www.facebook.com/groups/192563470947707/permalink/1730414787162560/?notif
_id=1613736002476333&notif_t=group_post_approved&ref=notif  

 

• Feministisk Fællesskab – Deleted after one day 
https://www.facebook.com/groups/3101568959915633/permalink/5069708346435008/?co
mment_id=5069716509767525&notif_id=1613744714011486&notif_t=group_comment&r
ef=notif  

 

• 4400 Kalundborg - Alt tilladt.  
https://www.facebook.com/groups/endiablo2  

 

• 4300 alt er tilladt - inkl. boligudlejning 
https://www.facebook.com/groups/603182489719372/?notif_id=1614506815497287&notif
_t=group_r2j_approved&ref=notif  
 

• Kalundborg - Hjælper Hinanden 
https://www.facebook.com/groups/587811348460269  

 

• Facebook Fredericia 
https://www.facebook.com/groups/253820218125258  

 

• Facebook Holstebro 
https://www.facebook.com/groups/HolstebroAltOgIngenting  

 

• Lolland-Falster alt til salg 
https://www.facebook.com/groups/1486357831604847  
 
 

• Det Sker I Køge 
https://www.facebook.com/groups/1604191036468134  

 

• Det sker i Aalborg 
https://www.facebook.com/groups/786173188896068/?notif_id=1614507585372804&notif
_t=group_r2j_approved&ref=notif 
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• Det sker i Vejle 
https://www.facebook.com/groups/543322636067762  
 

• Aalborg University 
https://www.facebook.com/groups/2208781378/?notif_id=1614508061813261&notif_t=gro
up_r2j_approved&ref=notif 

 

• Hvad sker der- Nørresundby/Aalborg 
https://www.facebook.com/groups/442814319782359/?notif_id=1614508256691095&notif
_t=group_r2j_approved&ref=notif 

 

• VI HJÆLPER HINANDEN FORDI VI HAR LYST OG KAN LØFTE I FLOK 
https://www.facebook.com/groups/iflok/?notif_id=1614508282277110&notif_t=group_r2j_
approved&ref=notif  

 

• 9800 Hjørring  
https://www.facebook.com/groups/448209625997305  

 

• Rigtige folk er i entreprenør/maskinfører branchen  
https://www.facebook.com/groups/68542166486  
 

• Vores Viborg  
https://www.facebook.com/groups/1579132805654868/?notif_id=1614509652816426&noti
f_t=group_r2j_approved&ref=notif  

 

• Din by Viborg  
https://www.facebook.com/groups/604552350337570/?notif_id=1614509476082902&notif
_t=group_r2j_approved&ref=notif  

 

• Håndværker Gruppen  
https://www.facebook.com/groups/252108991497588  
 

• 4300 alt er tilladt - inkl. boligudlejning 
https://www.facebook.com/groups/603182489719372/?multi_permalinks=37006565766385
99&notif_id=1614513039593940&notif_t=feedback_reaction_generic&ref=notif  

 

• Hvad sker i Aalborg! 
https://www.facebook.com/groups/636510159759947/?notif_id=1614516371378629&notif
_t=group_r2j_approved&ref=notif  
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• Hjælp hinanden med alt 
https://www.facebook.com/groups/800660303343446/?notif_id=1614521221128813&notif
_t=group_r2j_approved&ref=notif  

 

 

The survey was rejected in the following Facebook groups: 

• Facebook Randers  
https://www.facebook.com/groups/15724134364  

 

• Horsens 
https://www.facebook.com/groups/2321412921   

 

• Gentofte (alle postnumre) 
https://www.facebook.com/groups/1392360474293547   

 

• Køb/salg Vejle og omegn 
https://www.facebook.com/groups/643168149068655   

 

• Vores Herning  
https://www.facebook.com/groups/562782300522557  
 

• Hjælp hinanden med alt  
https://www.facebook.com/groups/800660303343446/?notif_id=1613738994774501&notif
_t=group_r2j_approved&ref=notif  
 

• Stop Diskrimination  
https://www.facebook.com/groups/sdivd/?notif_id=1613747848628438&notif_t=group_r2j
_approved&ref=notif  
 

• Moneypenny - Kvinder om karriere, uddannelse og løn 
https://www.facebook.com/groups/412299572742244  

 

• alle os med skæg, tusser og god humor 
https://www.facebook.com/groups/2341472092833027  
 

• RIGTIGE KVINDER HAR STORE BRYSTER 
https://www.facebook.com/groups/714365205846680  

 

• KFUM - Klubben for underkuede mænd  
https://www.facebook.com/groups/2503088413325373  
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• Sure gamle mænd 
https://www.facebook.com/Broksiden  

 

• Fædregruppen - kun for mænd 
https://www.facebook.com/groups/1428756597379407  

 

• Feministisk omstillingscentral 
https://www.facebook.com/groups/129017892123174  

 

• Intersektionel feministisk satire – IFS 
https://www.facebook.com/groups/2062298710733854  

 

• Far gruppen - kun for fædre 
https://www.facebook.com/groups/1719880421361701  

 

• Foreningen Mand 
https://www.facebook.com/groups/64364871740  
 

• Samfundsdebatten.  
https://www.facebook.com/groups/402969583103187/?notif_id=1613727856859252&notif
_t=group_r2j_approved&ref=notif  
 

• ODENSE 
https://www.facebook.com/groups/45004752096/  

 

• Vi hjælper hinanden - fordi vi har lyst 
https://www.facebook.com/groups/192563470947707/?notif_id=1613725508642573&notif
_t=group_r2j_approved&ref=notif  

 

Appendix 16: Manipulation frequency  
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Appendix 17: Gender   

 

 

Appendix 18 MeToo involvement frequency  

 
 

Appendix 19 MeToo research frequency  
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Appendix 20: Age 

  
 

 

Appendix 21: Income  
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Appendix 22: education   

 
 

Appendix 23: Geographical residency  
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Appendix 24 Consumers’ evaluation of the importance of brand stance on MeToo 
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Appendix 25 

 
Appendix 26 
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Appendix 27 
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Appendix 28: Code book for survey 
Abbriviations 

MT = MeToo 

BS = Brand stance 

CD = Carlsberg Danmark 

PC = progressive/conservative  

F/M = feminine/masculine characteristics  

WoM = Word of mouth 
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BI = Brand image 

CB = Consumer behavior  

Buy = Buycott  

Boy = Boycott 

 

Manipulations  

1 = Manipulation 1 = MeToo supportive (Appendix 8) 

 

2 = Manipulation 2 = MeToo non-supportive (Appendix 9) 

 

3 = Control question = No MeToo communication (Appendix 10) 

 

Demographics  

Gender = what is your gender? 

1 = Male 

2 = Female 

3 = Non-binary / third gender 

4 = Prefer not to say 

 

Age = How old are you? 

1 = Under 12 years old 

2 = 12-17 years old 

3 = 18-24 years old 

4 = 25-34 years old 

5 = 35-44 years old 

6 = 45-54 years old 

7 = 55-64 years old 

8 = 65 years or older 

 

Income = What is your monthly income in DKK (before tax)? 

1 = Don’t know 

2 = 0-10,000 DKK 

3 = 10,001-20,000 DKK 
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4 = 20,001-30,000 DKK 

5 = 30,001-40,000 DKK 

6 = 40,001-50,000 DKK 

7 = 50,001-60,000 DKK 

8 = 60,001 + DKK 

9 = Prefer not to say 

 

Education = How many years of education do you have beyond elementary school? 

1 = 0 years 

2 = 1-3 years 

3 = 4-6 years 

4 = 7-8 years 

5 = 9+ years 

 

Geographics = Where do you live? 

1 = Region Sjælland ("Region Zealand") 

2 = Region Midtjylland ("Mid Jutland Region") 

3 = Region Nordjylland ("North Jutland Region") 

4 = Region Syddanmark ("Region of Southern Denmark") 

5 = Region Hovedstaden ("Capital City Region") 

 

MeToo questions: 

MTAgreement = Do you agree with MeToo in Denmark? 
1 = Strongly disagree 
2 = Disagree 

3 = Neither agree nor disagree 

4 = Agree 

5 = Strongly agree 

 

MTInvolvement = How involved do you consider yourself in the MeToo debate in Denmark? (both if 

you support or are against MeToo)? 

1 = Not active at all 

2 = A little active 

3 = Have not considered 
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4 = Active 

5 = Very active 

 

BSImportance = To which extent do you find it important that companies communicate their stance on 

MeToo? 

1 = Not at all important 

2 = Slightly important 

3 = Important 

4 = Very important 

5 = Extremely important 

 

BSResearch =To which extent do you research brands’ stance on MeToo? 

1 = Never 

2 = Sometimes 

3 = Most of the time 

4 = Always 

 

Pre-manipulation CD attitude and attachment questions 

Feel1 = How do you feel about Carlsberg Danmark? (please slide to indicate your answer) 

1 =   

2 =  

3 =  
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4 =  

5 =  

 

Connection1 = To which extent do you agree with the following statement: I feel personally connected 

to Carlsberg Danmark 

1 = Strongly disagree  

2 = Disagree  

3 = Somewhat disagree  

4 = Neither agree nor disagree  

5 = Somewhat agree  

6 = Agree  

7 = Strongly agree 

  

After brand stance manipulations: Brand image and consumer behavior 

 

Response = How do you feel about the response Carlsberg Danmark made? (use the slider to indicate 

your answer) 

1 =  

2 =  
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3 =  

4 =  

5 =  

 

Feel2 = How do you feel about Carlsberg Danmark? (indicate you answer using the slider) 

1 =   

2 =  

3 =  

4 =  
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5 =  

 

CDMTsupport = Does Carlsberg Danmark support MeToo in Denmark? 
1 = Yes 

2 = No 

3 = Don't know 

 

Sincerity = To which extent do you agree with the following statement?: Carlsberg Danmark is sincere 

about their opinions in the press release 

1 = Strongly disagree  

2 = Disagree  

3 = Somewhat disagree  

4 = Neither agree nor disagree  

5 = Somewhat agree  

6 = Agree  

7 = Strongly agree 

 

PCvalues = Please indicate where you consider Carlsberg Danmark's values to be? 

PCvalues_past/innovation = Protecting traditions:Driving innovation 

PCvalues_immigration = Strict immigration policies:Open national borders 

PCvalues_sustainability = Non-sustainable business practices:Sustainable business practices 

PCvalues_rights = Conservative values (e.g. traditional gender roles, nationalism, ect.):Equal rights (e.g. 

sexual orientation, gender, race, etc.) 

 

1 = 1  

2 = 2  

3 = 3  

4 = 4  

5 = 5  

6 = 6  



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 190 of 250 

 

7 = 7 

 

 
 

F/M = To which extent do ascribe Carlsberg Danmark with the following characteristics? 

Q23_adventurous = Adventurous 

Q23_sensitive = Sensitive 

Q23_brave = Brave 

Q23_sophisticated = Sophisticated 

Q23_dominat = Dominant 

Q23_sympathetic = Sympathetic 

Q23_rugged = Rugged 

Q23_express-tender-emotions = Expresses tender emotions 

  

1 = Don't know 

2 = Not at all descriptive  

3 = A little descriptive  

4 = Descriptive  

5 = Extremely descriptive  

 

WoM = I will dominantly speak: 

1 = Very negatively of Carlsberg Danmark to others 

2 = Negatively of Carlsberg Danmark to others 

3 = Neither postive nor negative 

4 = Positively of Carlsberg Danmark to others 

5 = Very positively of Carlsberg Danmark to others 
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Quality = On a scale of 1 to 7 with 1 being the lowest and 7 being the highest, how do you perceive the 

quality of Carlsberg Danmark's products?: How do you perceive the quality of Carlsberg Danmark's 

products? 

1 = 1 Low quality  

2 = 2  

3 = 3  

4 = 4  

5 = 5  

6 = 6  

7 = 7 High quality 

 

Check = Please select the answer "Blue" 

1 = Green 

2 = Yellow 

3 = Blue 

4 = Red 

 

CB/BI = Please indicate to which extent you agree with the following statements 

Q27_prefer = I prefer Carlsberg Danmark over other beverage brands 

Q27_trustworty = I consider Carlsberg Danmark to be trustworthy 

Q27_connection = I feel personally connected to Carlsberg Danmark 

Q27-values-and-beliefs = Carlsberg Danmark represents my values and beliefs 

Q27_desired-self = Carlsberg Danmark possess traits that I would like to be associated with 

Q27_loss = I would feel a loss if I could not buy Carlsberg Danmark products anymore 

Q27_employer = Carlsberg Danmark is good employer 

  

1 = Strongly disagree  

2 = Disagree  

3 = Somewhat disagree  

4 = Neither agree nor disagree  

5 = Somewhat agree  

6 = Agree  

7 = Strongly agree 



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 192 of 250 

 

Buy/boy = How do you think you will purchase Carlsberg Danmark products in the future? 

1 = I will stop buying 

2 = I will buy less 

3 = I will buy the same 

4 = I will buy more 

5 = Don't know 

 

Appendix 29 H1 
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Appendix 30 H2 
Manipulation 1 

 
Manipulation 2 

 
Manipulation 3 
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Excluding the answer ’neither agree nor disagree’ 

Manipulation 1 

 
Manipulation 2 

 
Manipulation 3 
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One-way ANOVA MeToo disagree group in each manipulation 

 
One-way ANOVA MeToo agree group on each manipulation 
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Appendix 31 H3 

 

 

Appendix 32 H4 
Manipulation 1 
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Manipulation 2 

 
Manipulation 3 

 
Brand affect after brand stance on MeToo excluding ‘Neither agree nor disagree’ 

Manipulation 1 
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Manipulation 2 

 
Manipulation 3 

 
One-way ANOVA on brand affect after brand stance on MeToo in the MeToo disagree group 

excluding ‘Neither agree nor disagree’ 
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MeToo agree group and brand affect  

 

 
Appendix 33 H5 BAP 
BAP in the supportive brand stance 
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Without the ‘neither agree nor disagree’ with MeToo 

 
BAP in the non-supportive brand stance 

 
Without ‘neither agree nor disagree’ with MeToo 
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The control manipulation 

 
 

Without ‘neither agree nor disagree’ with MeToo 

 
ANOVA on BAP and the MeToo agree group on each manipulation  
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ANOVA on BAP and the MeToo disagree group on each manipulation  
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Appendix 34 H5 BAN 
BAN in the supportive manipulation 

 
Without ’neither agree nor disagree’ with MeToo 

 
The non-supportive manipulation  
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Without neither agree nor disagree with MeToo 

 
The control manipulation 

 
 

Without ’neither agree nor disagree’ with MeToo 
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ANOVA on BAN and the MeToo agree group on each manipulation  

 

 
ANOVA on BAN and the MeToo disagree group on each manipulation  
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Appendix 35 H6 
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One-way ANOVA on brand love scale excluding ‘Neither agree nor disagree’ in the scale 

 

Appendix 36 H7 
Manipulation 1 

 
Manipulation 2 
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Manipulation 3 

 
T-testing brand love and agreement with MeToo in Denmark excluding the answer ‘neither agree 

nor disagree’ 

Manipulation 1 

 
Manipulation 2 

 
 

 

 

 

 



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 209 of 250 

 

Manipulation 3 

 

 
One-way ANOVA on the MeToo disagree group and brand love including the answer ‘nether 

agree nor disagree’. 

 
One-way ANOVA on the MeToo disagree group and brand love excluding the ‘Nether agree nor 

disagree’. 
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One-way ANOVA on the MeToo agree group and brand love 
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Appendix 37 H8 

 
 

 
 



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 212 of 250 

 

 

Appendix 38 H9 & H10 
Manipulation 1 
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Manipulation 2 
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Manipulation 3 
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Independent t-tests on desired self-identity excluding the answer ‘Neither agree and disagree’ 

Manipulation 1 
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Manipulation 2 

 
 

Manipulation 3 

 
One-way ANOVA on desired self-identity and MeToo disagree group including the answer 

‘Neither agree nor disagree’ 
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One-way ANOVA on desired self-identity and MeToo disagree group excluding the answer 

‘neither agree nor disagree 

 
One-way ANOVA on the MeToo agree group and desired self-identity   
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Independent t-test on current self-identity excluding the answer ‘neither agree and disagree’ 

Manipulation 1 

 
Manipulation 2 

 
Manipulation 3 
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One-way ANOVA on current self-identity and MeToo disagree group (neither agree nor disagree 

included) 

 
One-way ANOVA on current self-identity and MeToo disagree group excluding the answer 

‘neither agree nor disagree 
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One-way ANOVA on the MeToo agree group and current self-identity 
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Appendix 39 
Word-of-mouth (WOM) 
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Manipulation 1 

 
 

Manipulation 2 
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Manipulation 3 

 
Evaluation of brand response on MeToo and evaluation of product quality  
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Manipulation 1 

 
Manipulation 2 
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Manipulation 3 

 
Buying intention/ boycott and boycott intention 
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Testing intention to buy with consumers’ agreement with MeToo in each manipulation  

 
Manipulation 1 

 
Manipulation 2 
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Manipulation 3 

 

 

Appendix 40  
Consumers’ perception of trustworthiness  
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Manipulation 1 

 
Manipulation 2 
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Manipulation 3 

 
Consumers association with Feminine and Masculine personality traits dependent on brand 

stance manipulation  

Feminine and Masculine scale 

The respondents were asked to which extend they associated personality traits with Carlsberg Danmark; 

“To which extent do ascribe Carlsberg Danmark with the following characteristics?” (1) Adventurous, 

(2) Sensitive, (3) Sophisticated, (4) Dominant, (5) Rugged, (6) Express tender emotions. The 

respondents rated the personality traits from 1= ‘Don’t know’, 2 =‘Not at all descriptive’, 3=’A little 

descriptive’, 4=’ descriptive’  5=‘Extremely descriptive’, thus a high score would indicate high 

association with the brand personality trait, a score of 1 would indicate neither nor ascription of the 

brand personality trait, and 2 would indicate no ascription of brand personality trait. 

 

We decided to have a feminine brand personality scale and a masculine brand personality scale to allow 

for a complex brand personality understanding. Here, a brand simultaneously can possess a masculine 

and feminine brand personality. In our study, we solely test masculine and feminine brand personality 

within brands, but we do acknowledge that a more contemporary brand personality understanding could 

possible also be relevant in other studies. We divided our scale into two based on (Pedhazur & 

Tetenbaum, 1979), (Aaker, 1997) & (Grohmann, 2009) understanding of feminine brand personality 

elements and masculine brand personality elements.  

 

The masculine brand personality scale was composted by the means of the masculine personality traits; 

adventurous, brave, dominant, and rugged which was then divided by 4, to get the respondents’ overall 

means for masculine personality traits. The masculine brand scale rendered an Alpha value of 0.745 
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rendering the scale reliable. When excluding the answer ‘Don’t know’ 38 respondents were excluded, 

and the Alpha Value drops to 0.487, thus, indicating our scale unreliable.  

 

The feminine brand personality scale was computed by the means of the feminine personality traits; 

sensitive, sophisticated, sympathetic, and expresses tender emotions, which was divided by 4 to get the 

respondents’ overall means for feminine personality traits. 

 

Our feminine scale rendered an Alpha value of 0.759, thus also confirming scale reliability. When 

excluding the answer ‘Don’t know’ 46 respondents were excluded, and the Alpha Value drops to 0.613. 

When excluding answers from a scale testing it will naturally distort results, thus, we render it important 

to indicate both Alpha values for each scale to be transparent about this change. Also, as we in our 

analysis of this scale will exclude the answer ‘Don’t know’. As our initial scale testing reveals scale 

reliability, we will still use these scales for analysis, but we advise that some skepticism of results is 

kept in mind by the reader.  
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MasculineBrandScale with the ‘don’t know answers’ 

 
‘Don’t know’ excluded 
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FeminineBrandScale with the ‘don’t no answers’ excluded 
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FeminineBrandScale with the ‘don’t no answers’ 

 

 
Manipulation 1 (without don’t know) 
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Manipulation 2 (without don’t know) 

 
Manipulation 3 (without don’t know) 

 
Masculine (excluding don’t know answers) and agreement with Metoo (excluding the answer 

‘Neither agree nor disagree’) 

Manipulation 1 
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Manipulation 2 

 
Manipulation 3 

 
Manipulation 1(without don’t know) 

 
Manipulation 2 (without don’t know) 
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Manipulation 3 (without don’t know) 

 
Feminine (excluding don’t know answers) and agreement with Metoo (excluding the answer 

‘Neither agree nor disagree’) 

Manipulation 1 

 
Manipulation 2 
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Manipulation 3 

 
Consumers perception of progressive and conservative values  

Our Progressive versus conservative value scale was developed based on typical progressive 

associations and conservative associations. We designed the scale so that a brand would be dominantly 

progressive or conservative, but never both, as they are argued to be opposites in this regard. Questions 

were asked on a spectrum where the progressive characteristics would be indicated in the high end and 

conservative characteristics would be indicated in the low end. The questions were as illustrated below: 

 
This meant that a high score would indicate a dominant association with progressive values and a low 

score would indicate a dominant association with conservative values. To assess the reliability of the 

PCvalues scale, we calculated the coefficient alpha (UCLA, n.d). The PCValues scale has a Cronbach’s 

Alpha value of 0.609, which is below threshold (0.7), thus exhibiting reason for a critical assessment of 

significant differences found using this scale. This scale is still used, but we highly advise that all results 

are critically assessed, and all significant differences should be further tested in future studies to indicate 

reliable statistical significance. 
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Manipulation 1 

 
Manipulation 2 

 
Manipulation 3 
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Running the test on each item in the PCscale 

Manipulation 1 
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Manipulation 2 
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Manipulation 3 
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Consumers’ perception of Carlsberg Danmark’s employer brand dependent on brand stance  

 

4,55

4,09
4,36

2,00

2,50

3,00

3,50

4,00

4,50

5,00

Supportive Non-supportive Control Group

Co
ns

um
er

s' 
ev

al
ua

tio
n 

of
 

em
pl

oy
er

 b
ra

nd

4,69

3,68

4,384,40 4,49
4,34

2,00

2,50

3,00

3,50

4,00

4,50

5,00

Supportive Non-supportive Control

Co
ns

um
er

s' 
ev

al
ua

tio
n 

of
 

em
pl

oy
er

 b
ra

nd

MeToo agree group

MeToo disagree group



Copenhagen Business School 
Master’s Thesis 18922 

May 17th, 2021 

 

Page 249 of 250 

 

 
 

 

Manipulation 1 
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Manipulation 2 

 
Manipulation 3 

 
 

 


