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The consumer—celebrity congruence moderated the indirect effect of consumer—brand congruence on brand
preference and boycott recommendations, but not purchase intention. When brands practice CSA, consumer—
brand congruence rather than consumer—celebrity congruence could play a more important role in shaping

consumer behaviors.

congruence corporate social advocacy (CSA) celebrity endorsement

| 1. Corporate Social Advocacy

Corporate social responsibility (CSR) is generally defined as a company’s position and activities in relation to its
perceived social duties, and is closely connected to brand activism, although there are important differences 121,
Under this umbrella exists the concept of corporate social advocacy (CSA). While the term “CSA” generally refers
to a company’s public stance on socio-political issues Bl, CSA has also been defined as a corporate action that
may be carried out by any representative of the company in relation to partisan sociopolitical issues 4. Some
scholars have referred to corporate social advocacy (CSA) as corporate political advocacy or brand activism &,
CSA can come in many forms, including CEO statements or speeches BBl official statements of a company &

[LOIAR2] 5dvertisements L2114 and corporate social media posts RIEILS],

More recently, researchers have begun to distinguish CSA from CSR 15161 Because CSA can often promote
challenging beliefs and objectives, it is frequently distinguished from CSR, which entails charitable support for
broadly popular projects 1. Because the nature of the corporate support is different, CSR and CSA efforts
generate distinctive consumer responses. While CSA often results in polarized reactions, CSR messages usually

evoke support or general ambivalence from customers (2,

| 2. Consumer-Brand Congruence

A substantial body of literature has examined various instances of congruence that enhance consumers’ positive
attitudes toward brands and influence positive behavioral intentions [28l. Congruence refers to the extent to which
two or more objects share similar or important characteristics 19, |dentifying areas of congruence is important, as
one’s identity can bolstered by finding and embracing an ideology (political or otherwise) that helps one to connect
with others 29, Highly congruent information combines with a person’s personal identity more so than incongruent

information, encouraging highly congruent information to be viewed more favorably 21, Studies also show that
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congruent information can produce more favorable attitudes and mitigate negative attitudes 22. It has been well-
documented that consumers tend to display positive attitudes toward a brand when they associate themselves with

it, which is called consumer—brand congruence or consumer—brand identification 23]

The literature on consumer behavior based on congruence confirms that individuals select certain products or
brands for their symbolic meanings and practical value [24123]126127] people consider not only what they do with the
product but also the meanings that are associated with them. Scholars refer to this cognitive match between a
product or brand image and a consumer’s identity as self-image congruence or self-congruity 281291801311 \wjith

research on the topic showing that it plays a significant role in motivating consumer behaviors (221331341,

Previous work shows that self-congruence between brands and consumers leads to positive consumer attitudes
toward said brands (2233 more effective advertising 2837, increased purchase intention 28 and overall better
brand preference B9 | of which are also affected by brand attitude [, According to a recent study on CSA,
consumer—company congruence was positively associated with a consumer’s intention to purchase from
companies practicing CSA, whereas consumer—company congruence was negatively associated with consumers’
boycott intention (42, However, little is known about how an individual’s perceived congruence between themselves

and a brand affects their attitude toward the brand as a reaction of brands taking a stand.

| 3. Consumers Intention and Preference

For scholars in the corporate communication and advertising fields, brand preference is often discussed in tandem
with other measures such as brand satisfaction 431 and emotional attachment 44, Brand satisfaction has been
shown to function as a precursor to brand preference, meaning that consumer attitudes toward a brand should
affect brand preference, either positively or negatively. Emotional attachment is influenced by self-congruence 43

and affects brand preference and purchase intent 48],

Brand activism provides consumers the opportunity to compare themselves to the identity of the brand within the
context of moral judgments 44, Consumer-brand identification postulates that consumers who strongly identify with
a brand should have more favorable brand attitudes as well as stronger purchase intentions (848 Hong and Li
(2021) also found that brands that are vocal about socio-political issues will see an increase in purchase intention
from consumers who hold similar viewpoints with the brand. Likewise, CSA plays a significant role in impacting
brand preferences as it gives the consumer a way to have a voice, make a statement and exercise power. The
products purchased, and by extension the preference of a particular brand, is a way for consumers to have agency,

by sharing their views, values, beliefs, and lifestyles 421,

For self-congruence to occur, consumers examine ideas of who they are and compare them to the perceived
image of a brand [2Q143],

| 4. Boycotts and Cognitive Dissonance
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Cognitive dissonance theory, which some refer to as one of the consistency family theories, argues that some
circumstances can motivate an individual to take actions that do not match their beliefs, which result in
uncomfortable experiences and tension, leading the person to modify their beliefs B9 Consumer—brand
congruence is one of three constructs (along with brand—cause fit and consumer—cause fit) that interact with
consistencies and inconsistencies in the minds of the consumers 2. The focus of cognitive dissonance theory is on
one’s self, which is in line with the construct of consumer—brand congruence, which deals with consumers’

identification of self-value [£159],

In an investigation on consumer boycott behaviors, Klein et al. (2004) found that when consumers encounter an
initial trigger event that generates negative attitudes, they subsequently evaluate the expected costs and benefits
of a brand boycott. Consistent with other boycott literature 152 Klein et al. (2004) found that boycott participation
is prompted by consumer beliefs that a brand has engaged in conduct that is wrong and could have negative
consequences. Klein et al.’s (2004) study showed that the perceived egregiousness of the company’s action was a
powerful predictor of boycott participation due to the formation of negative attitudes by consumers. This means that
unexpected consumer reactions might occur as a result of brand activism B3, Taking a stance might enrage
consumers, partners, and workers who disagree with the company’s policies, which is why many businesses are
afraid to do so 2438l This study hypothesizes that consumers may recommend boycotting as a way to show their

socio-political opinion 21381,

| 5. Brand Attitude

Consumer attitudes can generate both favorable and unfavorable beliefs about a brand BZ. Congruence can lead
to more favorable attitudes and diminish negative attitudes 22, which results in higher purchase intentions [£8],

brand preferences 249 and a lower likelihood of boycott recommendations 281591,

In a recent study on CSA, brand attitude mediates the relationship between consumer—brand socio-political
position congruence and boycott intention, as well as purchase intention 2. In line with these findings, earlier
studies showed that when a brand and consumer have a shared position on a socio-political issue, consumers will
have more favorable attitudes toward the brand and are more likely to purchase from the company; on the other
hand, if consumers do not agree with the brand’s stance, consumers are more likely to hold negative attitudes
toward the brand and attempt to boycott the brand BYEL, Based on the literature, it is possible that brand attitude

serves as a bridge between consumer—brand congruence and a consumer’s behavioral intentions.

| 6. Celebrity Endorsements

An extensive body of literature shows that celebrity endorsements lead to higher levels of consumer—brand
patronage intentions 62, Sports apparel brands choose athletes as celebrity endorsers to enhance positive
attitudes and encourage merchandise sales (631841, |n sports literature, studies show that consumers are more likely

to display higher levels of purchase intention when they associate themselves with endorsed athletes (621661,

https://encyclopedia.pub/entry/19892 3/9



Consumer-Brand Congruence and Consumer-Celebrity Congruence | Encyclopedia.pub

Specifically, researchers found that companies could achieve a variety of benefits from athlete endorsements, such

as a consumer’s increased probability of brand choice, intention to pay a premium price, and positive word of
mouth [671(68]

However, when using controversial celebrity endorsements, research shows that these partnerships can vyield
negative outcomes such as negative publicity ¥, negative word-of-mouth, and consumer boycotts . These
responses can lead to companies being required to take swift action. As example would be the ending of Kate
Moss’ relationship with several fashion brands such as Burberry and H&M after reports surfaced that she had

issues with substance abuse 1],

Pradhan, Duraipandian, and Sethi (2016) investigated the effect of celebrity—brand—user congruence on brand
attitude and brand purchase intention. The authors suggested that future research should consider examining
sports figures or movie stars as a factor that moderates the impact of personality congruence on brand attitude and
purchase intention. Another relevant study examined the moderating effect of the attractiveness, experience, and
similarity of an endorser on a consumer’s willingness to purchase a product 2. The study found that consumers
were more likely to purchase a product when the endorser’s credibility is moderated by the consumer’s similarity

with the endorser.

The Conceptual Model is shown in Figure 1.

Consumer-celebrity

congruence
Hba Purchase intent
H5
“\ \usp,~ M2
H4a, b, ¢
Consumer-brand | | Attitude toward »|  Brand preference
congruence H1 brand X H2b

N Boycott
H3 "~ recommendation

Figure 1. Conceptual Model. Note. H4 = Indirect effects of consumer—brand congruence on purchase intent, brand
preference, and boycott recommendation via attitude toward the brand. Dotted line represents a negative

association.
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