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ABSTRACT 

 

Politics is the process of the public coming up with decisions and 
conclusions, these decisions may sometimes seem favorable and 
unfavorable for people that are part of a society therefore different 
stands will now be formed resulting from their personal insights. 
This study was aimed at obtaining insights and the personal point 
of view of electorates whether they are in favor of brands 
formulating relationships with politics and if they would support 
or boycott that specific brand without hesitation. The results 
showed that consumers are more inclined to brands that are used 
to expressing their political beliefs and if a brand performs political 
activities, it would most likely affect their images whether the 
outcome would be positive or negative. The majority of them voiced 
out positive comments about the relationship between politics and 
brands but unfortunately, some of them were still unwilling to 
support this scenario transpiring in the country.   

 

Keywords: Brand Activism, Consumer Behavior, Consumer 

Perceptions, Political Brands, Political Ideology 

 

 

INTRODUCTION  

 

Business is considered as an occupation that maintains itself 

through social means, and with this in mind, it is supposed to 

naturally appeal to the consumers as best they can in order to keep 

themselves relevant and continuously generate a profit. 

Meanwhile, in contemporary times, there is nothing more relatable 

for the consumers than when politics are involved. It is only 

natural for a society to voice our concerns to attempt to mediate 

the problems. In fact, businesses provide some discrete and 
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otherwise unconventional ways to voice out the problems of the 

people, such as advertisements and products that clearly center 

around spreading a message to the authorities. The dissatisfaction 

of people towards their country's democracy is highly related to 

their plummeting view of their national economy. Additionally, 

this dissatisfaction is also highly influenced by the people's 

attitude towards their elected officials and the magnitude of 

political corruption in their country. To be specific, in the 

Philippines, there are many injustices such as the unending Drug 

Wars and Political Threats and killings are 2 main issues in the 

Philippine government which is displeasing for society. Equally 

important, there have been a high number of deaths recorded in 

the country because of these unpleasant situations occurring. 

Politics, in a simpler sense, is the process of the public coming up 

with decisions and conclusions through discourse and consensus. 

With this in mind, politics in itself is a rather complicated sphere 

and would revolve around many aspects and may as well consist of 

multiple areas of control, such as sociopolitical and business-

related politics. Furthermore, based on the researcher’s 

observations in recent media, both in the local and foreign scene, 

it’s heavily implied that consumers who desire to see change, such 

as the youth and educated millennials, support businesses that 

help the people reach out to anything related to politics. 

As society is becoming more equipped with politics and other 

matters concerning the government notions, they have considered 

their practices on the market, where they may find favorable or 

even unfavorable responses from the audience. In addition, 

according to Burrows (2019), as businesses are adopting political 

judgments, the consumers may consider negative interpretations 

of the brand instead of considering the symbolic essence of the 

company. For this reason, the more brands are associated with 

political institutions and opinions, the more fixed the thoughts of 
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the consumers in relation to the brand reliability of the business. 

With this in mind, companies making political statements will 

absolutely get attention from a variety of audiences but will also 

accumulate criticisms from the audience with opposing views. In 

addition, Companies may view criticisms as a way of building a 

more amiable opinion on political matters. According to Kubiak 

and Ouda (2020), consumers may also acknowledge the importance 

of brands taking a stand that is consistent with their opinions as 

long as the company does not violate the personal values of the 

consumers. This research study entitled:  The Impact of Political 

Views of Brands on Consumer Buying Behavior, aims to identify 

particularly the effects and relationship between the consumer 

buying behavior and the political perspectives of the different 

brands in the Philippines.  

The rise of public opinion has become an influence on the overall 

political movement in the Philippines. Viewed from this 

perspective, it can develop new political changes and actions in the 

country and may encompass labor strikes, various protests, and 

social movements. In this study, the researchers intend to 

determine how politics can be identified as a vital role in consumer 

buying behavior. Furthermore, there is a lack of detailed 

interpretation of the behavior of consumers when brands open 

their political views to the public. Of equal importance, among 

other research studies, the research particularly focuses on the 

factors affecting the attitude of the consumers on political stances 

in Philippine settings wherein public opinion has consistently 

emerged throughout the years. Moreover, this research study aims 

to properly address the contrasting responses of the consumers 

with brands voicing out claims on political acumen. 

Moreover, the research article attempts to determine the impact 

of political views of brands on the buying behavior of consumers. It 

sought to find out how consumers react to brands that are vocal 
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about their political stand, political beliefs, and political views and 

how it will affect consumer behavior.  

 

LITERATURE REVIEWS  

 

Political Ideology 

Inadequate attention to political ideology within a society 

decreases the predictive power (Oyserman & Schwarz, 2017) 

Political ideology is the thought that attitudes towards politics and 

political opinions are associated with a coherent system which was 

also said to be essential to produce an efficient democracy 

(Carmines & D’Amico, 2014). Moreover, the understanding and 

constraints of political ideology in regard to self-identification 

demonstrated restricted use towards expressing the political views 

and opinions of people from the society (Carmines et al., 2014). 

Accordingly, operation ideology is imbued from what we call 

symbolic ideology which arose from how an individual identifies 

himself/herself in relation to that person’s sentiments about 

politics Ellis and Stimso (2012). Furthermore, a public’s political 

stance is complicated, multidimensional, complex, value-laden and 

it includes a strongly held principle (Carmines & D’Amico, 2014f). 

In addition, according to Fraley et al. (2012), as early as childhood, 

an individuals’ ideological tendency can be shaped or detected and 

because of this, it forms their self-concept in early adulthood. As a 

result, most of the adults label themself as either liberal or 

conservative (Saad, 2012). Compared to adults ages 50 or older, 

young adults are more likely to be interested in political stances 

and express their judgment about the different issues concerning 

politics. Moreover, they also encourage other people to spread 

awareness related to political issues that they strongly believed in 

(Rainie et al., 2012).  
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A person is convinced that they genuinely know that who they 

are is greatly significant in what they do and additionally, reflected 

in who they currently and their future identities are their choices 

and actions (Oyserman et al., 2012). It is significant to fully 

understand how political ideology shapes consumers’ uniqueness 

and how it differentiates them from others in the marketplace as 

their political stance and belief become divided and more connected 

to their identities (Ordabayeva & Fernades, 2018).  According to 

Caldwell et al. (2020), political ideology involves itself with the 

consumers’ perceptions to gain knowledge about both the 

similarities and differences in how these consumers perceive their 

rights and responsibilities in their respective economies.  

Mooijman et al. (2017) began with the differentiation of liberal 

and conservative in endorsements of ethical values. Liberal 

consumers are more interested in an endorsement that shows care 

and fairness and liberals also do not promote harm. On the other 

hand, conservative consumers are more interested in deference to 

authority and loyalty. According to Farmer et al. (2014), different 

types of consumer interest and leisure activities will be affected by 

the difference in personality between liberals and conservatives 

and because of this, their differences will most likely affect 

consumer choices. Furthermore, this research article about the 

study of consumer psychology will be both practically and 

theoretically enhanced by addressing the ideological differences or 

the limitless way that is human behavior is formed by liberal and 

conservative differences in terms of their psychological and 

neurological factors along with their beliefs and opinions (Jost, 

2017). 

According to Jung (2020), political identity has a wider scope 

which includes logic, attitudes, and interpretation of how the world 

must work and how society addresses different issues and 

problems. Political Identity is defined as an individual’s self-



 

 

 

 

 

 

 
Etrata, Flores, Lina, Tulayba and Viray, MRIJ, 17(1), 100-127 (Jun. 30, 2022) 

 

 

106 
 

 

 

 

 

identity as a result of their ideology regarding the ideas and 

opinions of how a political system works (Mittal, 2020). With this 

in mind, according to the research review about the political 

identity and the consumer identity of Jung and Mittal (2020), 

examining the political context when tackle consumers and the 

impact of marketing activities on consumer outcomes is relevant in 

the growing importance of politics in our everyday life. In addition, 

to approach the bigger population of consumers who are not often 

politically motivated in their purchasing decisions, it is essential 

to understand their political identity.  

To further add, according to Caldwell et al. (2020), political 

ideology involves itself with the consumers’ perceptions to gain 

knowledge about both the similarities and differences in how these 

consumers perceive their rights and responsibilities in their 

respective economies. Consumer segmentation in the economy will 

be much easier if the politics will be able to understand the insights 

of these people successfully. This would indefinitely benefit the 

consumers because they will feel important in the eyes of the 

government people and a beautiful relationship could be ahead of 

them.  

 

H1: Political ideology has a significant impact on the purchasing 
decision of consumers. 
 

Brand Activism 

Brand activism is a well-thought strategy that involves 

Corporate communication management and social responsibility 

practices and has an objective to influence consumers through 

marketing collaterals like campaigns that encourage political 

values (Manfredi-Sánchez, 2019). The motivation of companies and 

brands regarding the bandwagon of brand activism has resulted in 

an increase of interest in the marketing and advertising 
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communications field  (Clemensen, 2017). In addition, brand 

activism may encourage boycotting and backlash from consumers 

who do not share the same political, cultural, social, and 

environmental beliefs. Thus, if a company is not careful in doing 

this and it was done improperly, there is a high chance that they 

will alienate its loyal consumers (Shetty et al.,  2018). Consumers 

now participate in anti-branding movements when they believe 

that the organization or brand now exhibits unethical behavior 

that is subsequently a violation of morals and norms. (Romani et 

al., 2015). The consumers express this hatred and feel that the 

brands have a huge impact on society, thus resulting in an 

unhealthy brand image to the consumers. (Robert & Fill, 2012). 

With this in mind, a failure in the activism of brands may result in 

a decrease in cash flow, income, stock prices, and sales, it will also 

negatively impact a brand’s image and reputation which will affect 

the attitude of consumers about the brand, and it might result in a 

decrease of purchasing intentions (Farah & Newman, 2019).  

There is an evident notice of a new phenomenon of “brand 

activism” by the marketing and advertising field. Companies and 

brands have become active and openly bring their opinions 

concerning an issue or a cause (Sarkar & Kotler, 2018). Conversely, 

considering that brands are hastening towards the brand activism 

bandwagon, it paved the way for the enthusiasm and interest of 

marketing and advertising communication (Clemensen, 2017). 

According to Shetty et al. (2018), the millennial generation is 

considered to be a vital and valuable customer role because of their 

immense spending capacity and thus, acknowledgment from 

influencing other people as well with their purchasing decisions 

(Fromm & Garton, 2013). The increase of purchasing behavior 

doesn’t only stop on willingness to pay more for the products and 

services but when marketing activities are well performed, there 

can be a development of perceptions of brands (Robert & Fill, 2017), 
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a positive attitude among consumers (Robinson et al., 2012), brand 

image and lastly, purchase intentions.  

Given that there are different factors involving a competitive 

marketing environment, consumers are having a dilemma on 

brand positionings (Sarkar & Kottler, 2018). Additionally, as 

consumers are faced with environmental problems such as climate 

change, financial crises, etc., the driving force has eventually been 

value-driven. They insist on companies not solely focusing on 

conducting their usual business activities but serving the 

community that they deserve. According to Broberg and Doshoris 

(2020), organizations have started engaging in brand activism to 

exhibit their concern for the well-being of society, thus attracting 

and influencing more value-driven customers. According to Baek 

et al., (2017), consumers are inclined to give benefits to the firms 

or organizations that bring back to society especially on millennials 

wherein it was stated that approximately 50% of the said 

generation are willing to pay for more than what the consumers 

usually purchase if the brands they hold supports a good cause. 

With that being said, companies evoked on voicing out their 

political stances in order to captivate the consumers sharing 

similar beliefs. Thus, this is activated when brands or companies 

compose public statements through their marketing 

communications (Shetty et al., 2018).  

Authentic brand activism focuses on providing both social and 

environmental benefits (Bocken et al., 2014) more than the needed 

economic interest of a brand (Sarkar & Kotler 2018; Wettstein & 

Baur, 2016). Nevertheless, authentic brand activism must avoid 

irrelevant, misleading, and general claims like “we are a socially-

conscious brand” because claims like this will be challenging for 

consumers to corroborate. On the contrary, Woke washing is a 

threat to authentic brand activism because it may result in not 

reaching the goal of social change. Furthermore, woke washing has 
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no specific prosocial values, practices, and purposes which will 

mislead consumers and distract them from the true importance of 

a brand’s message. 

Moreover, there can be a demotivating effect of companies taking 

a political stand on issues with which their employees disagree 

whereas a motivating effect occurs when employees agree to the 

social-political stand of the company (Burbanom, 2019). Growth 

has been established in corporate social-political activism wherein 

company leaders correspond to social-political issues that are not 

directly associated with their company foundation (Chatterji & 

Toffel, 2017). With this in mind, despite the expanding 

predominance of employers having a political engagement on 

issues, strategic implications happen. Provided that there is an 

influence of CEO activism on public attitudes, and intent to 

purchase by the consumer can be affected.  

 

H2: Brand activism influences the purchasing decisions of the 
consumers. 

 
METHODOLOGY  

 

The research used the quantitative method to gather, analyze 

and interpret the results from a sample size of 100 respondents.  

The sample size was computed using the Slovin’s formula with a 

margin of error of 10%.  The self made questionnaire was tested for 

validity and reliability prior to distribution.  Upon the collection of 

data, the researchers used quantitative analysis. Given that there 

is quantitative data, the responses were tabulated on frequency 

distribution tables to accurately represent each response. These 

analyses were used to infer information that will support the 

claims of this study. The researchers used the chi-square test to 

compare the values from our dataset to the expected values. 
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Furthermore, analytical and logical explanations were yielded out 

of these analyses to further the impacts of political views on 

consumer behavior. 

 

RESULTS  

 

Table 1 shows the kind of consumers our respondents are. Half 

of the respondents or 72 respondents are liberal consumers, 28 

respondents are conservative consumers.   

 

Table 1. Demographic Profile of the Respondents  

Demographics Total % 

Age 

20-34 

25-29 

30-34 

35-39 

40-44 

45.49 

 

 

46 

13 

11 

11 

10 

9 

 

46% 

13% 

11% 

11% 

10% 

9% 

100% 

Kind of Consumer 

Liberal 

Conservative 

 

72 

28 

 

72% 

28% 

100% 

 

Table 2 presents the background of the political ideology of 

consumers. Majority of the respondents confirms that there is an 

influencer of their political beliefs and it shows who or what those 

influencers are. Accordingly, the greatest factor in influencing the 

consumers is their family, and the least factor that influenced the 

consumer is the media. The table also identifies that majority of 
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the respondents’ responses regarding being vocal are within 2.58 

of 3.04 

 

Table 2. Political Ideology Background of the Respondents  

Items Total % 

Is there someone/something that influenced the 

consumers’ political beliefs? 

  

Yes 79 79% 

No 21 21% 

Total  100% 

Who or what is/are the influences the consumers’ 

political beliefs 

  

Family 58 25.90% 

Friends 55 25.50% 

School 33 15.30% 

Workplace 31 14.40% 

Significant Other 22 10.20% 

Religion 14 6.50% 

Media 3 1.40% 

Vocal about political beliefs   

Strongly Agree 22 22% 

Agree 63 63% 

Disagree 12 12% 

Strongly Disagree 3 3% 

  100% 

Mean   3.04 

Standard Deviation  2.58 
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Table 3. Level of Agreement of Respondents on Brand Activism 
 Strongly 

Agree (4) 

Agree 

(3) 

Disagree 

(2) 

Strongly 

Disagree 

(1) 

TOT Mean  SD 

It is 

important 

for brands to 

take a stand 

on political 

issues. 

24% 55% 18% 3% 100% 3 2.56 

I stopped 

purchasing 

and using 

products 

because of 

brands' 

political 

activity. 

13% 44% 36% 7% 100% 2.63 2.22 

I am more 

interested in 

brands that 

are vocal 

about their 

political 

beliefs. 

20% 43% 32% 5% 100% 2.78 2.37 

The political 

activities of 

a brand 

affect its 

brand 

image. 

35% 56% 6% 3% 100% 3.23 2.77 

SD: Standard Deviation 

 

In Table 3, consumer insights on brand activism illustrate the 

significant and critical constituents which affect the purchasing 

behavior of the respondents. Distinguishing the consumers’ socio-

political practice and stance indicates significant change towards 
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the relationship between brand and political activities. Given the 

dimensions on personal stance and political issues, more than half 

(55%) of the consumers, with x̄=3.00 & σ=2.56, signify the 

importance of brand impression on exhibiting political viewpoints. 

However, the impact on continuous purchase may vary, given the 

figures x ̄=2.63 & σ=2.22, as the data concentration lies in between 

both positive and negative scoring. Essentially, a relevant figure of 

56 percent, with x ̄=3.23 & σ=2.77, also meaningfully supports that 

most value genuine corporate practice. Moreover, importance and 

interest contrast on the consumer’s preference. With the written 

data on interest towards vocal political beliefs, x̄=2.78 & σ=2.37, 

the significant data exhibits that if the brand shows efficient 

management on its brand activism and social response, the essence 

of articulated beliefs would only matter when there is action and 

impactful socio-political sentiment. 

 

Table 4. Accept or Boycott of Liberal and Conservative 

Consumers 

Brands express their political beliefs on different social media 

platforms. 
  Liberal Conservative   

 Accept 65 26 91 0.91 

 Boycott 7 2 9 0.09 

 TOTAL 72 28 100  

  65.52 25.48   

  6.48 2.52   

 CHI TEST 0.686   

 
Table 4 indicates that there is not enough evidence that liberal, 

and conservative are different because it is significantly greater 

than 0.05. 
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Table 5. Accept or Boycott of Liberal and Conservative 

Consumers 

Brands using influencers to disseminate their political beliefs 

to the consumers. 
  Liberal Conservativ

e 

  

 Accept 52 19 71 0.71 

 Boycott 20 9 29 0.29 

 TOTAL 72 28 100  

  51.12 19.88   

  20.88 8.12   

 CHI TEST  0.668   

 

Table 5 reveals that there is also not enough evidence that liberal, 

and conservative are different because it is significantly greater 

than 0.05. 

 

Table 6. Accept or Boycott of Liberal and Conservative 

Consumers 

Brands create campaigns that go against the government. 

  Liberal Conservativ

e 

  

 Accept 57 16 73 0.73 

 Boycott 15 12 27 0.27 

 TOTAL 72 28 100  

  52.56 20.44   

  19.44 7.56   

 CHI TEST 0.0260   
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Table 6 tells us that there is enough evidence that liberal and 

conservative are different because it is less than 0.05.  

 

Table 7. Accept or Boycott of Liberal and Conservative 

Consumers 

Brands support political movements/parties that you do not 

support. 
  Liberal Conservative   

 Accept 29 13 42 0.42 

 Boycott 43 15 58 0.58 

 TOTAL 72 28 100  

  30.24 11.76   

  41.76 16.24   

 CHI TEST 0.576   

 

Table 7 shows that there is not enough evidence that liberal, and 

conservative are different because it is significantly greater than 

0.05. 

 

Table 8. Accept or Boycott of Liberal and Conservative 

Consumers 
Brands use politicians to promote and endorse its products. 

  Liberal Conservative   

 Accept 20 11 31 0.31 

 Boycott 52 17 69 0.69 

 TOTAL 72 28 100  

  22.32 8.68   

  49.68 19.32   

 CHI TEST 0.264   
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Table 8 indicates that there is not enough evidence that liberal, 

and conservative are different. 
 

 

Table 9. Accept or Boycott of Liberal and Conservative 

Consumers 
Brands remain apolitical. 

  Liberal Conservativ

e 

  

 Accept 45 21 66 0.66 

 Boycott 27 7 34 0.34 

 TOTAL 72 28 100  

  47.52 18.48   

  24.48 9.52   

 CHI TEST 0.236   

 

Lastly Table 9 reveals that there is not enough evidence that 

liberal, and conservative are different because it is significantly 

greater than 0.05. 

 

Table 10. Level of Agreement of Respondents on the Impact of 

Brand’s Political Ideology in Consumer Behavior 
 Strong

ly 

Agree 

(4) 

 Agree 

(3) 

Disagre

e (2) 

Strongly 

Disagre

e (1) 
TOT AVG SD 

I look into the 

political 

beliefs of 

brands before 

purchasing 

their 

products. 

10%  38% 40% 12% 100% 2.46 2.07 
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I purchase 

and use 

products 

regardless of 

their political 

beliefs. 

17%  62% 18% 3% 100% 2.93 2.47 

The political 

belief of 

brands is a 

factor in my 

purchasing 

decisions. 

12%  47% 38% 3% 100% 2.68 2.24 

I make sure 

that the 

political 

beliefs of a 

brand are 

aligned with 

my own 

political 

beliefs. 

10%  44% 43% 3% 100% 2.61 2.17 

I have 

purchased or 

used products 

from brands 

that have 

different 

beliefs than 

my own. 

19%  69% 11% 1% 100% 3.06 2.58 

I have 

participated 

in boycotting 

a brand 

because of 

their political 

beliefs. 

15%  45% 26% 14% 100% 2.61 2.24 
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Table 10 shows the impression and purchasing of brands are 

affected by (1) personal political beliefs (2) influential brand 

activism and (3) alignment of personal political belief with the 

brand’s political stance. The data resonate on the relationship 

between consumer behavior and the consumer identification on 

their political viewpoint, which may be liberal or conservative. The 

reasoning behind purchasing and consumer behavior resonates 

with the critical ground of ethical brand consumerism. However, 

the weight on purchasing decisions may vary in between, 

depending on the influence of the consumer’s and the brand’s 

political beliefs, with the value of x̄=2.61 & σ=2.17. Additionally, 

the likelihood of purchase may or may not be influenced by political 

belief, with the figures of x ̄=2.68 & σ=2.24. The results are also 

grounded and influenced by the consumer’s political belief: (1) 

liberalism and (2) conservatism, which also is related to the 

association and engagement with boycotting brands for 45% of the 

sample, with a value of x̄=2.61 & σ=2.24. In relation to brand 

activism, the personal stance is valued more than the brand’s 

political sentiment. The figures x̄=2.46 & σ=2.07 exhibits the 

crucial factor of personal value in consumer behavior. The majority 

(62%), x ̄=2.93 & σ=2.47, are characterized to be logical but not 

skeptical, given that the brand/s is socially responsible. The results 

illustrate that regardless of the distinct brand activism and 

political outlook, the purchasing cycle continues for more than half 

of the respondents (69%), x ̄=3.06 & σ=2.58. 

 

DISCUSSION 

 

The study that was conducted divulged a mixture of comparable 

and contradicting results in comparison to earlier hypotheses. It 

generated a confirming argument that political ideology has indeed 

a significant impact on the purchasing decision of consumers. On 
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the other hand, the results also identified contradicting arguments 

specifically that consumers purchase an offering regardless of a 

brand’s political ideology. The results have shown a correlation 

between age and being a liberal or conservative consumer that can 

be connected from Fraley et al. (2012) and Saad (2012). According 

to them, in the earlier years of our life, our ideological tendency is 

shaped and identified, and we create self-concept in early 

adulthood which was verified in our results because ages 20-24 are 

those who can label themselves on what kind of consumer they are. 

Accordingly, the results of the study aligned Rainie et al., (2012) 

when they explain that young adults are most likely interested and 

invested in issues regarding politics. The result of our study also 

identified that liberal and conservative consumers possess 

different personalities that will probably influence their choices, 

Farmer et al. (2014). 

The result of the study that the researchers conducted revealed 

a comparable result as to what Fraley, et. al (2012) stated, as early 

as childhood, an individual’s ideological inclination can be 

influenced and shaped thus it forms their self-concept in early 

adulthood. Compared to older generations, young adults are said 

to be interested in political activities and express their own 

judgment about the different matters concerning politics. 

Additionally, Rainie et. al (2012) claimed that these young adults 

do not only post their personal opinions but also strengthen and 

encourage other people to circulate awareness regarding political 

issues that they strongly believed in.  

For brand activism, it confirms the results of the study of (Shetty 

et al., 2018) which states that the millennial generation is said to 

be a vital and valuable customer role in a way that they have an 

immense behavior thus being able to influence other consumers as 

well. Given the result of x ̄=3.00 & σ=2.56 or 55% with regards to 

the distinction of personal stance and political issues, the 
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respondents believe that brands should voice their opinion on 

political matters since they have a huge platform for constantly 

influencing other consumers. The results of the study (Broberg & 

Doshoris, 2020), states that companies should not only consider 

their day-to-day business activities but must engage with the 

essence of a concern for the society as well as on political matters 

thus attracting more value-driven customers. As the results 

portrayed, having x̄=3.23 & σ=2.77, it clearly depicts how 

consumers value brands or organizations that deal with purely 

political and corporate practices. In addition, as the results of the 

study of Sarkar and Kotler (2018) showed when brands are not 

vigilant and discreet with their political activities, there is a 

greater chance of loyal customers to judge the behavior of the 

brands, thus choosing not to purchase the product. As brands use 

their platforms to stand on their political discussions, may it 

concern the welfare of the society or even the government, it will 

reflect their values and character as a business. With this in mind, 

it will harm brands’ image and reputation. 

In results of the study of (Clemense, 2017) states that as brands 

are stepping up towards being active and open on bringing their 

opinions to the public, it paved the way for an interest in marketing 

and advertising communication. With this, the consumer now sees 

the advertisements brought by different brands that tackle their 

political beliefs. As what Moojiman et. al. (2017) stated, liberal 

consumers, give more importance to care and fairness of brands 

while conservative seek the traditional values.  With this being 

said, the majority of liberal and conservative consumers accept 

brands that express their political beliefs on social media platforms. 

As what Manfredi-Sanchez (2017) stated, marketing 

communications of brands that express their political stances, 

enables consumers to be influenced by its message, Liberal 

consumers also accept brands using influencers in reaching out to 
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their consumers with their political beliefs as well as creating 

campaigns that are contrary to the government’s management. 

With the presence of politicians in businesses, the majority of the 

liberal and conservative consumers do not consider brands that 

build ties with politicians and endorsing their products. Knowing 

that Millennials are prone to be more civic-minded, they are 

inclined to be correlated with brands that share the same beliefs 

as them. Moreover, the figure also confirms the results of the study 

of (Burbano, 2019) stating that there is said to be a demotivating 

effect or may encourage boycotting wherein brands take a political 

stand that is not aligned to the consumers and in contrary, a 

motivating effect will happen when consumers solely agree to the 

political stand of the company or a brand. Lastly, given that not all 

brands are able to direct their political stand to the public, the 

majority of the liberal and conservative consumers still consider 

brands that continue to have no involvement with political 

discussions. 

In this study, the political beliefs of a brand directly affect the 

purchasing behavior of the consumers which gave a strong 

supporting statement to what Ordabayeva & Fernandes (2018) has 

said. According to the initial hypothesis that the political ideology 

of a brand affects the purchasing decision of consumers and 

similarly, the findings of this study confirm that the political 

beliefs of a brand impact the majority of consumers’ purchase 

decisions. The finding of this study also divulged various 

implications. The findings had determined the contradicting 

relationship of the political ideology of brands and purchasing 

decisions of consumers. The factors are personal political beliefs, 

the influence of brand activism, and lastly the connection of one’s 

political belief with the brands’ political statements.  

According to the research review of Jung & Mittal (2020) about 

political identity and consumer identity, the political context when 



 

 

 

 

 

 

 
Etrata, Flores, Lina, Tulayba and Viray, MRIJ, 17(1), 100-127 (Jun. 30, 2022) 

 

 

122 
 

 

 

 

 

addressing consumers and the marketing activities of brands has 

an impact on the outcomes of a consumers’ decision because of the 

increasing significance of politics. Contrary to our findings, it has 

identified that consumers have purchased an offering regardless of 

having a contradicting or aligned political belief of a brand. As the 

results illustrated, with a value of (69%), x ̄=3.06 & σ=2.58, the 

consumers still carry on purchasing products regardless of a 

brands’ stand. Having this stated, there is still a great possibility 

that consumers’ willingness to purchase a product or service is high 

regardless of having different beliefs about the brand. According to 

the study of Moojiman et. al. (2017), where 2 types of consumers 

are being tackled, liberal and conservative, these were influenced 

in relation to consumer’s political beliefs thus enabling the 

consumers to boycott brands with a value of x ̄=2.61 & σ=2.24. 

Given the overall results with regards to the relationship of the 

purchasing behavior and factors influencing the attitude, it depicts 

how consumers consider brands that may either share or not share 

the same beliefs as them and this can prove the second hypothesis 

that the researchers stated wherein as brands enter in presenting 

their political discussions, it can influence the purchasing decisions 

of the consumers. 

 

CONCLUSION 

The entire study was built on the assumption that the political 

perspectives of brands have an effect on the behaviors of consumers. 

It dealt with examining a variety of political ideologies in an effort 

of delivering a more in-depth analysis of the study variables. It is 

essential for brands to be vocal about their political beliefs to 

attract consumers simply because it says a lot about their 

credibility and integrity. Consumers would rather patronize a 

brand that shows care about the relevant issues our country is 
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currently facing than to some that chose to stay silent and let the 

injustices prevail. Brands must be sensitive and wise with their 

political activities because this can certainly affect the purchasing 

behavior of their customers. Consumers would tend to boycott a 

brand if they are unfavorable with the desired political activities 

that a brand is executing, if brands will be careless of their 

customers just because they want to proceed with these activities, 

there is a chance that they will get abandoned. Brands can be wise 

and neutral for deciding what political stand they are exhibiting to 

the public, having neutral beliefs would obviously benefit a brand 

because they didn’t voice out anything that consumers would 

further contradict and that there is nothing that they have said 

that they can be questioned for. Brands can maintain their 

customers with this action just because they didn’t say or do 

something that may get their loyal customers triggered. Brands 

must recognize the importance of their marketing or advertising 

activities as they speak about their political judgments as it can 

either 'make' or 'break' a relationship they built with their 

consumers. Ads is one of the many ways used to reach a target 

market, failure to do so can lead to misconceptions and loss to the 

company eventually. That is why it is vital that brands are very 

mindful about what they put out there. 
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