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Abstract

In response to high-profile calls, and the apparent demand from consumers, brands
in a wide variety of categories have sought to define, articulate, communicate, and
actaccordingto their “brand purpose.” But whatis brand purpose? Human purpose
is seen as a long-term commitment to act consistently with one's values, leading to
productive engagement with the world that transcends the self. However, the use of
the term purpose as applied to brands raises a number of questions. In what ways is
brand purpose similar to, and different from, human purpose? How do consumers
react to brand purpose? How might a brand's purpose impact consumers? In
this review, we explore the concept of brand purpose and its potential impact on
consumer behavior, drawing upon the literature on human purpose. Additionally,
we propose that engagement and connections with authentically purposeful brands
may contribute to consumers' own purposeful lives, ultimately helping consumers
achieve their own eudaimonic well-being. We develop a framework highlighting

the relationship between brand purpose and consumer eudaimonic well-being to
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In 2018, BlackRock Chairman and CEO, Larry Fink,
announced in his letter to CEOs that companies must
have a purpose beyond profit or risk being ousted from
BlackRock's influential investment portfolio. Arguing
that society is increasingly turning to the private sec-
tor to address societal challenges, he suggested that
without “a sense of purpose,” which he defined as a
long-term commitment toward positive contributions
to society, no company could achieve its full potential
(Fink, 2018). In his 2019 letter to CEOs, Fink expanded
upon this, suggesting that purpose is the animating force
for achieving corporate profits, as purpose “guides
culture, provides a framework for consistent decision-
making, and ultimately, helps sustain long-term finan-
cial returns for the sharcholders” (Fink, 2019). Indeed,
some studies (e.g., Hemerling et al., 2018) have identified

guide future research in this domain.

Branding, happiness and wellbeing, transformative consumer research

a correlation between purpose and long-term financial
performance. In his 2022 letter, Fink reiterated his
commitment to purpose, suggesting “Customers want
to see and hear what you stand for as they increasingly
look to do business with companies that share their val-
ues” (Fink, 2022). A variety of industry reports (e.g.,
Edelman, 2021a, 2021b) have found that consumers
around the globe, particularly younger generations, ex-
pect corporations and top management to take a lead
on social issues and indicate that their own purchases
are driven by perceived alignment between their be-
liefs and those espoused by brands. In response to such
high-profile calls to action, and the apparent demand
from consumers, brands in a wide variety of categories
have sought to define, articulate, communicate, and act
according to their purpose.
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A substantial prior literature has examined corpo-
rate social responsibility (CSR) initiatives, focusing
on when and why firms might engage in self-regulated
actions, beyond regulatory requirements, to contrib-
ute to social goals such as philanthropy, activism, vol-
unteerism, or ethical business practices (e.g., Sen &
Bhattacharya, 2001). Results show that CSR initiatives
can enhance a brand's reputation (Brown & Dacin, 1997)
and performance (Stanwick & Stanwick, 1996), deepen
customer-company identification and foster brand loy-
alty (Huangetal., 2017), and prompt a desire for consum-
ers to support brand-led initiatives that are aligned with
their values (Lichtenstein et al., 2004). However, Fink's
call to action on purpose, and the related action taken
by many brands, seems to raise the stakes for brands be-
yond the scope of the traditional CSR framework and
practices. The emphasis on purpose places these efforts
at the heart of a brand's meaning structure and long-term
business strategy, rather than as a separate, perhaps ad-
jacent domain or short-term promotional activity. And,
while the CSR literature has examined the ways in which
consumers feel a sense of connection with brands that
undertake social actions aligned with consumer interests
and goals, it has primarily focused on how such identifi-
cation benefits brands, rather than the impact such con-
nection might have on consumers. Notably, the language
used in the calls for purpose is more explicitly aligned
with the psychological literature on human purpose than
with the language of marketing or corporate strategy. In
this research review, we seek to distinguish purpose from
CSR and to draw upon the literature on human purpose
to ground our understanding of brand purpose and its
potential impact on consumer behavior.

What is human purpose? The positive psychology lit-
erature suggests that human happiness is characterized
by three distinct domains: the pleasant life, the good life,
and the meaningful life (Seligman, 2002). The meaning-
ful life is achieved when individuals find a deep sense
of fulfillment by employing their unique strengths for
a purpose greater than themselves (Seligman, 2002).
Across papers, human purpose is conceived as a stable,
long-term commitment to act in ways consistent with
one's own personal values that leads to productive en-
gagement with aspects of the world that may transcend
the self and that are connected to perceived future posi-
tive outcomes (e.g., Baumeister & Vohs, 2005; Templeton
Foundation, 2018). Thus, human purpose is considered a
central life aim, which organizes and stimulates relevant
goals, manages behaviors, allocates resources, and con-
tributes to a sense that one's life is meaningful (Schippers
& Ziegler, 2019).

This suggests that for brands to be purposeful, they
must have long-term, central, values-driven commit-
ments to guide their behavior and resource allocations
so that the brand delivers benefits that transcend the or-
ganization and its profits. However, the use of purpose
as applied to brands raises a number of questions. In

what ways is brand purpose similar to, and how might
it be different from, human purpose? How do purpose-
ful brands act toward their consumers and the broader
world? How do consumers react to brand purpose? How
might a brand's purpose impact its consumers? Prior re-
search has shown that employees who find their jobs to
be congruent with their individual purpose find more
positive meaning in their work are more productive
and outperform their peers (Schippers & Ziegler, 2019).
Engagement with, and connections with, authentically
purposeful brands may similarly help consumers achieve
their own eudaimonic well-being, contributing to con-
sumers' own purposeful and meaningful lives.

Thus, our contribution to consumer psychology is
threefold. We seek to: leverage the literature on human
purpose to suggest ways to conceptualize and define
brand purpose; integrate prior consumer psychology
literature to suggest ways in which brand purpose may
enhance the well-being that consumers feel when they
engage with or consume purposeful brands; and propose
questions for future research that can deepen our under-
standing of brand purpose and its impact on consumers.

HUMAN PURPOSE

The literature on human purpose rests on the founda-
tion provided by Frankl (1963) who proposed that all
people are motivated to discover a purpose in their lives
and that having one is a critical mechanism to cope
with existential threats. Prior to this, a search for mean-
ing and purpose was often seen as evidence for psycho-
logical dysfunction, only occurring among individuals
whose needs had been frustrated (see Steger, Kashdan,
et al., 2008). Frankl (1963), in contrast, highlighted the
benefits of purpose for psychological flourishing, par-
ticularly as a reactive resource that makes it possible
for individuals to overcome life's hardships. More re-
cently, the advent of the positive psychology movement
(Seligman & Csikszentmihalyi, 2000) has sought to
broaden the field of psychology from one focused on
pathology and illness to one that includes an examina-
tion of psychological strengths and virtues. This push
has given the topic of meaning in life renewed attention
and scholarly legitimacy, with the presence of personal
meaning in individuals' lives being seen not just as a fa-
cilitator of coping and resilience, but as an important
indicator of eudaimonic well-being, which focuses on
having a meaningful life, expressing virtue, and achiev-
ing self-truth (Norton, 1976; Waterman, 1990). Within
this frame, purpose is conceptualized as a proactive,
rather than primarily reactive, component of behavioral
development, and identified as one significant compo-
nent of a meaningful life, which is increasingly seen as a
key path to authentic happiness and human flourishing.

Research has examined the components of a mean-
ingful life, aligning around cognitive, evaluative, and
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motivational aspects (e.g., Martela & Steger, 2016). The
cognitive component of meaning is often referred to as
comprehension or coherence, the ability to make sense
of and understand one's life, and how one fits into the
world. The evaluative component is referred to as a sense
of value and significance—an understanding that one's
life matters and is worthwhile. The motivational com-
ponent is where purpose lies—with purpose seen as a
long-term, higher-order goal or aspiration, intention-
ally chosen which directs present efforts toward desired
futures (Steger et al., 2013). Baumeister (1991) similarly
described purpose as one aspect of the four needs of
meaning, along with values, efficacy, and self-worth,
suggesting that purpose helps to connect present ac-
tions with future outcomes. Thus, despite some earlier
conflation of the terms meaning and purpose, current
conceptualizations view purpose as one component of
a meaningful life (Bronk & Dubon, 2016). And while it
was originally associated with spiritual and religious en-
gagement, subsequent work has suggested purpose can
be found in many non-spiritual domains (McKnight &
Kashdan, 2009).

A variety of definitions for human purpose have been
proposed. Ryff (1989) suggested that purpose in life
means having goals and a sense of directedness. Others
have suggested that while purpose is motivational, it is
more stable and far-reaching than typical goals and is
thus a special category of highly valued, central, long-
term motivations that provide direction in life (George
& Park, 2013). In this way, goals are considered to be
more precise in their influence of proximal behaviors
(Carver & Scheier, 1998), while purpose is thought to
be a broader, supraordinate manager, aligned with in-
trinsic values, which drives higher-order aspiration and
may stimulate many smaller, temporally relevant, con-
sistent goals (McKnight & Kashdan, 2009). McKnight
and Kashdan (2009) define purpose as a “central, self-
organizing life aim that stimulates goals, manages be-
haviors” (p. 242), a predominant component of one's
identity, providing a larger framework for sub-goals
and actions, and motivating the allocation of personal
resources toward its actualization. As such, purpose
serves as a “north star,” offering direction and guiding
the allocation of finite personal resources over time
(McKnight & Kashdan, 2009). A person may pursue
multiple purposes, and doing so may even be beneficial,
within the constraints of one's resources (McKnight &
Kashdan, 2009).

Damon et al. (2003) expand the definition of purpose
to “a stable and generalizable intention to accomplish
something that is at once meaningful to the self and
that leads to productive engagement with some aspect
of the world beyond the self” (p. 121). They emphasize
the view that purpose is a long-term aim toward which
an individual can make progress, that the aim itself is
self-concordant (Sheldon & Elliot, 1999), voluntary, and
self-motivated, is associated with larger conceptions of

personal meaning, and add notably, that it includes a
critical component of self-transcendence. They proposed
three dimensions necessary to make an aim purposeful:
stable and future-oriented intention that specifies what
the individual hopes to accomplish and guides an indi-
vidual to find opportunities and select behavior accord-
ingly; meaningful engagement in relevant activity to
realize that intention; and, a desire to connect with and
contribute to something beyond the self, which they view
as critical in distinguishing purposeful goals from those
that provide only personal satisfaction.

Anindividual's purpose can be characterized by scope,
strength, and awareness (McKnight & Kashdan, 2009).
Scope refers to the ubiquity of the purpose in the per-
son's life. It can be broad, influencing a wide array of
cognitions, emotions, and behaviors, or it might have a
narrower domain. Separately, strength refers to “the ten-
dency for the purpose to influence actions, thoughts, and
emotions in the domains that are relevant to its scope”
(McKnight & Kashdan, 2009, p. 244). Awareness is an
indicator of the extent to which the individual can iden-
tify and articulate their purpose and is likely influenced
by scope and strength. When an individual is highly
aware of their purpose, they might bring it to mind more
easily, in more situations, and pursue it with less effort.

Finding one's purpose

Individuals can find purpose in life via proactive, re-
active, or social learning mechanisms (Kashdan &
McKnight, 2009). The proactive path is characteristic
of individuals who actively explore the world, engaged
in deliberative self-exploration or interaction with their
environments. Others find purpose by reacting to a sig-
nificant life event or outside occurrence that catalyzes
them to recognize and or reorganize their priorities and
objectives. Others may learn from important role models
about the value of purposeful living and even the types
of purpose that they find most engaging and fulfilling.
These distinctions point to the importance of an indi-
vidual's realm of experience and context in the path to
purpose—deliberate exposure to purposeful paths is
critical to the discovery of one's individual purpose.
Research has suggested that purposeful adolescents
often are initially inspired in relatively minor, ordinary
ways and that their early efforts are influenced by inspir-
ing stories and by the local opportunities and resources
available to them (Bronk, 2011). The path to purpose
among adolescents is one of multiple directions, lost and
gained momentum, reevaluation of priorities at critical
moments of life transition, the presence of important
support systems including families and peers, and the
perceived presence of structured opportunities to enact
beyond-the-self intentions (Malin et al., 2014). However,
while the process of searching for purpose is associated
with life satisfaction among the young (adolescents and

85U8017 SUOWIWOD BRI 3|deol dde 8Ly Ag peusenob a1e sejole VO ‘85N JO Sa|nl 10} ARl T8UIUO AB|IA LD (SUONIPUOD-PUR-SLLIBY WD A8 | Im" ARe.ql1|BullJUO//:ScY) SUONIPUOD Pue SWe | 8u 88 *[£202/20/92] U0 Akeiqiauliuo AB|IM elueAlfsuusd JO AiseAIuN Ag 1ZeT Adol/200T 0T/I0p/wioo A8 |m Akeiq 1 pul|uo dosAw/:sdny wouy papeojumoq ‘v ‘2202 ‘€99.28ST



WILLIAMS ET AL.

emerging adults), such a search is associated with low-
ered life satisfaction among adults (Bronk et al., 2009).
This is consistent with the idea that purpose and identity
are linked and that the search for purpose among adults
might be indicative of a questioning of one's identity or
with a lack of personal direction. In his book on mean-
ing and purpose, Second Mountain, Brooks (2019) argues
that after achieving career objectives, middle-aged peo-
ple often find the results unfulfilling and thus begin to
seek out a more purposeful life. The sense that searching
for meaning in adulthood indicates lowered psychologi-
cal well-being may be particularly true among those with
an independent self-construal (i.e., American adults). In
contrast, among interdependent individuals, research
has found a positive relationship between the search
for purpose and the presence of meaning in life (Steger,
Kawabata, et al., 2008).

Positive outcomes of purpose

Possessing a sense of purpose is associated with a variety
of positive outcomes and has been considered a defining
feature of positive mental health (Ryff & Singer, 1998).
Having a purpose is associated with greater meaning
in life, life satisfaction, self-esteem, happiness, hopeful-
ness, less stress about competing goals, enhanced grit,
academic self-regulation, better physical health, bet-
ter social integration, and higher socioeconomic status
(Bonebright et al., 2000; Bronk et al., 2009; Chamberlain
& Zika, 1988; Pinquart, 2002; Ryff, 1989; Yeager
et al., 2014).

Positive outcomes of human purpose vary across
one's lifetime. For example, adolescents who report hav-
ing identified a purpose feel more agency in their lives,
engage in more goal-oriented activities, believe they
can find ways around obstacles in their lives (Bronk
et al., 2009; Burrow et al., 2010) and are less likely to be
depressed or to have suicidal thoughts (e.g., Dukes &
Lorch, 1989; Kinnier et al., 1994). Among older adults,
having a purpose is associated with higher levels of social
integration and more positive relationships and thus cor-
related with lower levels of loneliness (Neville et al., 2018;
Pinquart, 2002). Purpose in life has also been linked to
substantially reduced risk of Alzheimer's disease (Boyle
et al., 2010), and to improved overall cognitive function-
ing across the adult lifespan, including better execu-
tive function and episodic memory (Lewis et al., 2017),
and even to lower rates of mortality, offering longevity
benefits across age cohorts, even after controlling for
many other psychological and physical variables (Hill &
Turiano, 2014).

In sum, human purpose can be defined as a long-term
commitment to act consistently with one's values, leading
to productive engagement with the world that transcends
the self. It is motivational: a long-term, higher-order
goal or aspiration that directs an individual's present

efforts toward desired futures. Finding one's purpose is
a complex process that varies over the life cycle, while
having a purpose contributes to the belief that one's life
is meaningful, along with other positive outcomes asso-
ciated with well-being. Can this construct be effectively
applied to brands? How is brand purpose different from
and similar to human purpose? In the following section,
we address these questions and propose a definition of
brand purpose.

WHAT IS BRAND PURPOSE

Our review of human purpose has significant implica-
tions for how marketers and researchers should envision
brand purpose. Next, we briefly review how the market-
place has sought to define brand purpose, followed by
our more systematic and precise definition, based on our
review of the human purpose literature. In doing so, we
also seek to distinguish brand purpose and corporate so-
cial responsibility (CSR) initiatives.

Current marketplace definitions of
brand purpose

A variety of definitions for brand purpose have been pro-
posed among practitioners. The American Marketing
Association (AMA) defines brand purpose as: “a state-
ment that sets out how brand management intends to
achieve social impact through brand-related actions. It
generally includes specificsocietal causes that will be sup-
ported through its day-to-day operations, non-business
special events and lobbying efforts (AMA, 2022).” More
typically, brand purpose has been defined as related to
“why” a brand exists (Sinek, 2009), the brand's “inspira-
tional and motivational reason for being, the higher order
it brings to the world” (Stengel, 2011, p. 3), or the impact
it seeks to have in the world—“an aspirational reason
for being that inspires action that benefits shareholders
and stakeholders, as well as global societies” (Afdhel &
Jones, 2021, p. 13). Others have defined purpose as the
intersection of the brand's unique talents and the needs
of the world (Reiman, 2012). Some of these definitions,
such as the AMA's, seem minimally differentiated from
CSR. Others are aligned with the idea that purpose is a
higher-order motivational construct, but remain vague
at best.

Among brands, purpose statements can vary along
multiple dimensions. One is the scope of purpose. Some
brands operationalize their purpose narrowly, within
the confines of their corporate offerings. For example,
Southwest (n.d.) says its purpose is to “connect people
to what's important in their lives through friendly, reli-
able, and low-cost air travel.” Allstate's (n.d.) purpose is
“we provide affordable, simple, and connected protec-
tion that empowers customers to achieve their hopes
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and dreams.” Vrbo (n.d.) grounds itself in its purpose to
“give people the space they need to drop the distractions
of everyday life and simply be together.” Other brands'
purposes are broader, related to, but falling outside of,
their products or positioning. For example, REI (n.d.)
states that the brand believes a life outdoors is a life well-
lived and that its purpose is “to awaken a lifelong love
of the outdoors, for all.” Crayola's (n.d.) purpose, “to
help parents and educators raise creatively-alive kids,”
is also broad. Breadth of purpose may change over time,
as illustrated by Walmart (2021): “It has always been our
purpose to help people live better lives. Saving money
has been core to that purpose since the beginning. But
today, ‘live better’ means more. Customers...also want
to know that the products they buy are good for their
families, the people who made them and the planet.”
Purpose statements might also differ in their focus.
Compare REI and Patagonia, two outdoor equip-
ment brands. REI's purpose, fostering love of the out-
doors, is focused on helping people connect to nature.
Patagonia (n.d.), however, which “is in business to save
our home planet,” wants to help people protect nature.
BlackRock's (n.d.) purpose, “to help more and more peo-
ple experience financial well-being,” is related to their
expertise in financial management and the companies in
which they choose to invest. HSBC (n.d.), however, uses a
broader range of initiatives to “open up new kinds of op-
portunity for our customers.” This includes connecting
clients whose strengths they believe are complementary,
actively promoting financial collaborations that bene-
fit communities, and emphasizing diversity initiatives.
Finally, purpose statements often differ in their level
of detail. Some purpose statements, like Walmart's, are
based on several, concrete, well-defined areas of focus.
Other purpose statements, like Crayola's, outline a broad
objective (“help...raise creatively-alive kids”) which gives
the brand more latitude for operationalizing its purpose.
Despite these differences, there are two characteristics
which seem to unite these statements of purpose. One is
the clear connection to the ethos of the brand. Southwest
seeks to connect people through their famously reliable
and low-cost airfares. Patagonia, whose products help
people explore nature, is trying to protect nature. These
connections differentiate purpose from CSR, whose ini-
tiatives need not be related to the company at all, though
a perceived fit between the brand and its cause initia-
tives can be beneficial (e.g., Strahilevitz & Meyers, 1998).
The second is the focus on benefitting others. Walmart's
stated purpose is to help customers live better lives by
saving money, not to position itself as a low-cost leader
as a profit-making strategy. Crayola's purpose is not to
sell people crayons so that their children can be creative:
It is to help people raise children who are creative. As can
be seen in these examples, brand purpose goes beyond
corporate mission or vision statements, which focus on
corporate planning and strategy. Brand purpose has a
meaningful outward focus that transcends profits and

benefits society. We explore these commonalities in our
definition of purpose below.

Our definition of brand purpose

As noted above, the literature on human purpose has
proposed a variety of construct definitions. Ryff (1989)
proposed that purpose in life means having goals and
a sense of directedness. George and Park (2013) empha-
sized that those goals should be stable and far-reaching,
special categories of motivations that are highly val-
ued, central, long-term and which provide direction in
life. McKnight and Kashdan (2009) suggested that pur-
pose is a central, self-organizing aim that stimulates
goals and manages behaviors, is a predominant com-
ponent of the individual's identity, and which provides
a larger framework for sub-goals and actions and moti-
vates the allocation of personal resources over the long
term for its actualization. In addition, however, others
(i.e., Damon et al., 2003) expanded upon this to suggest
that purpose also includes a critical component of self-
transcendence—that is, a desire to connect with and
contribute to something beyond the self.

Building upon the literature on human purpose out-
lined above, we propose the following definition of brand
purpose: A brand's purpose is a long-term, central aim
that is a predominant component of its identity, mean-
ing structure and strategy, which leads to productive en-
gagement with some aspect of the world that transcends
the brand's profits. In proposing this definition, we em-
phasize several key elements. First, the brand's purpose
is a long-term, rather than temporary, aim. Second, the
brand's purpose should be central to its larger identity,
meaning structure, and strategy, rather than a side, pe-
ripheral, or tactical commitment. As such, the brand's
purpose should be key to its own internal understanding
of its strategy, but, ideally, also readily identifiable by
consumers as part of the brand's identity and meaning.
Third, while some brands articulate a purpose that is
closer to their differentiated position within their cat-
egory or the functional value proposition they provide
to consumers, here we emphasize that purpose seeks to
engage the larger world in ways that transcend profits.
Given these elements, again consistent with the literature
on human purpose, we suggest that purpose acts across
the brand's organization to stimulate goals, organize be-
haviors, provide a framework for actions, and motivate
the allocation of resources toward its actualization.

In choosing to emphasize that brand purpose should
seek to engage the larger world in ways that transcend
profits, we align with the growing calls among practi-
tioners (e.g., Larry Fink) who ask that brands take up a
model of engagement that is broader than just profit or
shareholder maximization and focus on benefits that ac-
crue to a broad array of stakeholders. Those stakehold-
ers include the collective well-being of society at large.
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We also believe that this emphasis on self-transcendence
is more likely to lead to consumer eudaimonic well-
being, as discussed in more detail below.

The unrestricted nature of brand purpose

While not mentioned in the definition, one important
characteristic of purpose is that it is unrestricted by
company size, focus, or type. Any company may be mo-
tivated by a central aim other than profits, provided pur-
suing that aim does not drain the company's resources
to the point of bankruptcy. For example, while smaller
companies, on average, have smaller profit margins and
incur more debt (Davidson et al., 1991), they may still
generate enough profit to devote resources to brand
purpose. These investments in purpose may even lead
to greater profits through increased consumer loyalty
(Huang et al., 2017). Many smaller, start-up brands (e.g.,
Tom's, Everlane, Allbirds) have found success by center-
ing their strategy around a coherent purpose.

How does brand purpose differ from corporate
social responsibility (CSR)?

A significant prior literature has sought to define
CSR and to identify the benefits of a CSR strategy for
brands. For example, an informal search of the Journal
of Consumer Psychology reveals dozens of articles
on CSR within the last Syears alone (e.g., Campbell
& Winterich, 2018; Chernev & Blair, 2021; Johnson
et al., 2019; Newman & Brucks, 2018; Zemack-Rugar
et al., 2016). CSR has been defined as the “obligations
of the firm to society” (Lichtenstein et al., 2004, p. 16)
or a brand's “status and activities with respect to its per-
ceived societal obligations” (Brown & Dacin, 1997, p. 68)
A variety of firm actions may fall under such initiatives,
including various types of community support, cause
marketing, diversity initiatives, employee support, en-
vironmental practices, global operations, and product-
specific actions (Sen & Bhattacharya, 2001). It has been
suggested that actions in these and related domains may
provide consumers with insight regarding a brand's value
system, soul, or character (Sen & Bhattacharya, 2001),
perhaps even more strongly than the firm's products or
services do. While these definitions often point to en-
gagement with the world in ways that seek to transcend
profits, this literature has not suggested that CSR ini-
tiatives need be long-term, central aims that are a pre-
dominant component of a brand's identity and meaning
structure, or strategy, as brand purpose would suggest.
Interestingly, while articulating and studying the
psychological processes that lead consumers to build
connections with brands as a result of their social ini-
tiatives, the CSR literature has largely focused on the
firm-related benefits that arise from such connections,

rather than upon their implications for consumer well-
being. Prior work has shown that many positive benefits
accrue to the sponsoring brand, including positive brand
beliefs, more favorable brand attitudes, enhanced brand
equity, and increased consumption, primarily as a result
of positive spillover to consumer beliefs about the brand
in general (e.g., Burke & Logsdon, 1996; Vanhamme &
Grobben, 2009; Wigley, 2008). These benefits of CSR are
more likely to accrue when the perceived fit between a
brand and its CSR cause is high, that is, when key brand
associations are perceived to be congruent with those as-
sociated with the social cause (Johar & Pham, 1999; Sen
& Bhattacharya, 2001; Simmons & Becker-Olsen, 2006;
Strahilevitz & Meyers, 1998), as such alignment suggests
more intrinsic, rather than profit-seeking, motives. In
contrast, even socially beneficial, but low-fit CSR ini-
tiatives might damage brand equity, as these misfit al-
liances may provoke negative elaboration, inferences
that the firm has ulterior motives, and ultimately neg-
ative attitudes toward the brand (Simmons & Becker-
Olsen, 2006). Donations of a brand's time, which is
perceived as more directly expressive of an actor's goals,
values, and attitudes, rather than money, which may be
perceived as more impersonal, passive, and indirect, may
be particularly beneficial, particularly among consumers
with high moral identity (Reed et al., 2007). When CSR
initiatives demonstrate a brand's concerns that align
with consumers' own interests, values, attitudes, or iden-
tities, they can lead to enhanced consumer self-esteem
(Bhattacharya & Sen, 2004, 2003) and to consumer be-
haviors that support the brand, including positive word
of mouth and resisting negative brand information (Kim
et al., 2020; Lichtenstein et al., 2004; Xie et al., 2019).

In sum, the CSR literature has emphasized that per-
ceptions of congruence between an individual's own
identity and their perceptions of brand's values, based
on their knowledge of the brand, including its CSR ini-
tiatives, are a key driver of brand performance in the
marketplace. Here, however, while we take those brand
performance metrics as desirable and important, we
focus on the benefits to consumers' own well-being as
they interact with brands that articulate and behave con-
sistently with their own purpose.

BRAND PURPOSE AND
CONSUMER EUDAIMONIC WELL-
BEING

Brand purpose is a relatively new concept, which makes
it an area ripe for novel consumer psychology research.
In the remainder of our article, we propose a framework
and suggest potential questions, to help guide future
research on brand purpose. While we suggest future
research into firm benefits, our framework emphasizes
research on consumer well-being, specifically eudai-
monic well-being, which is understudied in consumer
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psychology (c.f., Hamby et al., 2022; Mogilner et al., 2018;
Schmitt et al., 2015). We believe the inclusion of con-
sumer well-being will engender meaningful research in
consumer psychology that extends well beyond the focus
of existing relevant research in marketing.

Consumer eudaimonic well-being

The pursuit of meaningfulness and a meaningful life
has been a central question in philosophy for centu-
ries (Vitterso, 2016). Characterized by the pursuit and
expression of virtue, a meaningful, or eudaimonic, life
centers on living in a manner consistent with one's true
self, and prioritizing goals that provide purpose in life
(Waterman, 1993). The concept of eudaimonia was
first introduced by Aristotle, who defined the concept
as an “activity expressing virtue” related to happiness
(Aristotle 4th century B.C.E./2001). The term is derived
from the words eu (good or well) and daimon (essentially
one's “spirit” or true self). Meaning in life is typically
considered emblematic of eudaimonic well-being, which
is not merely the absence of illness and negative affect,
but also the presence of fulfillment, flourishing, and
optimal functioning that comes with the Aristotelian
pursuit of one's most virtuous self. Thus, Norton (1976)
defines eudaimonia as “meaningful living conditioned
upon self-truth” (p. xi), while Ryan and Deci (2001) de-
fine eudaimonia as living a life in full accord with one's
potential.

Eudaimonic well-being as studied in psychology is a
subjective state, with perspectives varying from a trait-
like approach (Ryff, 2014) to a motivation to develop the
best in oneself (Huta, 2015). Waterman (1990) considers
eudaimonia to be “activity expressing virtue” (p. 39),
consisting of self-discovery, development of one's best
potential, having a sense of purpose and meaning in
life, investment of effort in pursuit of excellence, intense
involvement in activities, and enjoyment of personal
expressive acts. Similarly, Diener et al. (2010) consider
eudaimonic well-being to include positive relationships,
feelings of competence, and meaning and purpose in life.
The narrative identity outlook on eudaimonia considers
psychosocial integration, ego development, and personal
growth as eudaimonic components of the internal, dy-
namic life stories that consumers construct to make sense
of their lives (Bauer et al., 2008). In consumer psychol-
ogy, the most widely used concept overlapping with the
idea of eudaimonia is the highest need in Maslow's (1968)
hierarchy: self-actualization.

Ryan and Deci (2001) assert that the fulfillment of
three basic psychological needs—psychological nu-
trients that are essential for individuals' adjustment,
integrity, and growth (Ryan, 1995)—contributes to
eudaimonic well-being: relatedness (the need to inter-
act with, be connected to, and experience caring for
others), competence (the need to control outcomes and

+ SCP:

experience mastery), and autonomy (the need to be
causal agents in one's own life and act in harmony with
one's integrated self). Ryff (2014) addresses neglected
aspects of positive functioning by exploring purposeful
engagement in life, realization of personal talents and
capacities, and enlightened self-knowledge. This work
identifies six essential traits of psychological well-being:
autonomy, environmental mastery, personal growth,
positive relations with others, purpose in life, and self-
acceptance. Eudaimonic well-being is often contrasted
with hedonic well-being, which is characterized as seek-
ing pleasure, feeling good, and being satisfied (Ryan &
Deci, 2001). Conversely, eudaimonic well-being includes
such pursuits as making a valuable contribution to so-
ciety and living in alignment with a set of moral virtues
(Heintzelman, 2018).

Brand purpose conceptual framework

From these many defining features that contribute to
eudaimonic well-being, we highlight a subset that we
expect will have direct implications for how brand pur-
pose can enhance consumer eudaimonic well-being.
Specifically, we explore consumer purpose, meaning
and significance, self-acceptance/achievement of true
self, and positive relationships—four components of eu-
daimonic well-being—plus other-focused emotions that
are likely to arise in response to brand purpose. While
we focus on consumer eudaimonic well-being as the
key downstream variable in our framework, it should
be noted that favorable marketing outcomes will likely
also emerge from brand purpose, such as more favorable
brand attitudes, brand loyalty, and brand evangelism.
Many of these favorable marketer outcomes may be
mediated by the five concepts discussed in this review,
but it is likely that there are other marketer benefits that
are the direct result of brand purpose (or mediated by
other, non-eudaimonic-related, mediating processes). In
our review, we also highlight potential moderators that
may affect the relationship between brand purpose and
consumer well-being (e.g., consumer trust, brand au-
thenticity, brand credibility, commitment to purpose,
consumer-value congruence, and brand-purpose prox-
imity). Next, we will discuss each of the five ways brand
purpose might lead to eudaimonic consumer well-being,
followed by a discussion of our proposed moderators
(Figure 1).

KEY MEDIATORS OF BRAND
PURPOSE ON CONSUMER WELL-
BEING

As we define brand purpose to include productive en-
gagement with some aspect of the world that transcends
the brand's profits, clearly the most obvious way that
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FIGURE 1 Brand purpose, consumer well-being framework.

brand purpose may affect consumer eudaimonic well-
being—as well as collective well-being and society in
general—is through the transformative social impact
and systemic change resulting from a brand's purposeful
actions. However, in keeping with the focus on consumer
psychology research, here our emphasis will be on five
psychological processes through which brand purpose
may have a direct impact on its consumers' well-being:
consumer purpose, meaning and significance, self-
acceptance/achievement of true self, positive relation-
ships, and other-praising emotions.

Consumer purpose

As discussed above, human purpose is defined as a cen-
tral, self-organizing life aim that stimulates goals, man-
ages behaviors to accomplish something that is at once
meaningful to the self and that leads to productive en-
gagement with some aspect of the world beyond the self.
To experience eudaimonic well-being, consumers need to
have goals in their lives that give them a sense of direct-
edness (Ryff, 2014) and make life meaningful (Martela
& Steger, 2016), that is, they need a purpose. There are
a number of ways in which a brand's purpose can influ-
ence and interact with consumers' purpose, contributing
to their eudaimonic well-being. Brand purpose can help
consumers discover, identify, pursue, and expand their
own purpose.

The process of discovering one's purpose, as de-
scribed above, is varied and complex. Brand purpose
may help consumers find their purpose via proactive,
reactive, or social learning mechanisms (Kashdan &
McKnight, 2009). By drawing attention to a pressing

Commitment to Purpose
Consumer-Value Congruence
Brand-Purpose Proximity

« o o o o

societal issue, a brand's purpose may encourage consum-
ers to contemplate the extent to which they care about
the purpose promoted by the brand (proactive). Perhaps
a brand's purpose resonates with consumers or is some-
thing they already deem important. This may occur
throughout consumers' lives, but particularly during ad-
olescence and in liminal identity epochs, such as divorce,
death of a loved one, becoming empty nesters, or retire-
ment (reactive). The information provided and actions
taken by the brand may inspire consumers to elevate the
purpose to be their own. Thus, brand purpose may also
model the value of purposeful living, guiding consumers
to find their purpose via social learning, where the brand
is the role model.

Brands with a purpose can also help consumers pursue
their individual purpose in life, especially when brands
embrace a purpose that is consistent with the core values of
the consumer (Nazir et al., 2021). Consumers with a salient
purpose may choose brands that are guided by similar val-
ues and principles as a way to help achieve their personal
purpose-related goals and lead a purposeful life. Brand
purpose may enhance the scope, strength, and awareness
of the shared purpose in the consumer's life. As the brand
strives to accomplish social impact, iterative successes may
also reinforce the importance of the shared purpose, both
for society and for individual consumers. Additionally,
consumption of a purposeful brand may allow for the ex-
pansion of the scope of one's own purpose. That is, if a
brand's purpose is aligned with the consumer's, perhaps
the consumer can expand the scope of his/her purposeful
engagement into new domains. Thus, brands with a pur-
pose may provide consumers with an outlet for the pursuit
of their own purpose-related goals, as well as reinforce the
importance of that purpose.
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More broadly, consumers who have an express need
to lead a purposeful life may be drawn to brands with a
purpose, even if there is not an exact match between the
brand's and consumer's purpose. Consumers who seek
a purposeful life may value brands that have a purpose
central to their meaning structure and identity. That is,
as purpose itself becomes more important, consumers
may place emphasis on a brand's need for purpose, re-
gardless of the direct relatedness between the consumer's
purpose and the brand's. Consumers seeking virtue and
self-actualization may value brand purpose for its po-
tential to transform society for good, even if the brand's
cause is not the specific issue that drives their individ-
ual purpose. By consuming brands that have a purpose,
consumers may thus gain the belief that they live more
purposeful lives.

There are a number of questions for future research
that arise from our discussion of the relationships be-
tween brand purpose and the human need for purpose
in life that contribute to eudaimonic well-being. How
can purposeful brands best communicate their values
and core beliefs with consumers? How might brand
purpose help consumers identify, strengthen, or expand
their own purpose? Can brand purpose elevate the im-
portance of purpose in consumers' lives? How import-
ant is it that a brand have a purpose that mirrors or
relates to the consumer's own purpose, as opposed to
the presence of any purpose being an appealing attri-
bute for consumers who wish to lead a purposeful life?
Or will mere consumption of a brand with a purpose
provide consumers with a sense of purpose in life, or
strengthen a consumer's purpose? How does the scope,
strength, and accessibility of a brand's purpose influ-
ence consumer responses? Are certain kinds of brand
purpose more inspirational and/or motivational than
other types? (See Table 1 for a summary of these ques-
tions for future research.)

Meaning and significance

In order to experience well-being, individuals need to feel
that their lives have value, are worthwhile and impor-
tant. Meaningful lives also have coherence, that is, the
idea that one's life makes sense (Martela & Steger, 2016).
Building on the idea of a life-narrative, it involves the
story we tell ourselves to make sense of the events in
our lives, to achieve psychosocial integration, to main-
tain the sense that we do not live in chaos, but that there
is meaning and importance in the things we do (Bauer
et al., 2008). In contrast with purpose, which is about
possessing valuable goals, meaning and significance
are about believing that one's life has value (Martela
& Steger, 2016). Thus, significance is about evaluation,
while purpose is about motivation. Stated another way,
a meaningful life depends in part on outcomes and

achievements associated with making a difference, while
purpose focuses more on the journey.

Consuming brands with a purpose can help people
feel that their lives are meaningful and significant.
Using a brand that seeks to achieve a larger purpose
can help consumers feel that their lives are more worth-
while and important. Brand purpose may be uniquely
able to do this, because purpose is ideally central to
the brand's meaning structure, providing a lattice for
consumer meaning construction. By consuming a pur-
poseful brand, consumers may also feel they are con-
tributing to aspects of the world beyond themselves,
providing a sense of accomplishment about making
a difference and living a worthwhile life. It may dif-
ferentiate the consumer from others who simply con-
sume materialistically for temporary hedonic pleasure
or to achieve status and other self-focused benefits.
By consuming brands with purpose, consumers may
be able to break free from the constraints of our post-
modern, consumption-driven society and behave vir-
tuously by caring about others, their society, and the
world. Brands with a purpose can help consumers
transcend the self and engage meaningfully with the
world around them. These benefits may also accrue to
consumers who are loyal to, engage with, or identify
with a particular brand, even if they do not actively
“consume” the brand.

A number of questions for future research arise
from our discussion of the relationships between brand
purpose and the human need for meaning and signif-
icance, which contribute to eudaimonic well-being.
For example, the Meaning Maintenance Model (Heine
et al., 2006) posits that when people experience disrup-
tions to their core beliefs, people reaffirm or bolster
other meaning frameworks that have not been threat-
ened, which may compensate for a loss of meaning
in the other domain. Thus, meaning compensation is
fluid: Reaffirmation efforts need not be directed at
the specific domain of meaning that has been jeopar-
dized. Given that threats or disruptions in consumers'
meaning frameworks can trigger compensatory activ-
ities designed to reaffirm their beliefs that have been
challenged (Greenberg et al., 1986; Heine et al., 2006;
Swann & Brooks, 2012), perhaps such threats might en-
hance consumers' preference for and use of purposeful
brands. Other directions for future research might ex-
plore the marketing actions brands with a purpose may
take to make consumers feel their lives are meaning-
ful and significant. For example, are there things that
purposeful brands can do to enhance consumers' sense
of living a worthwhile life? Does providing consumers
with clear success metrics about how the brand has
achieved social impact spill over to the consumer, pro-
viding them with a sense of meaningful accomplish-
ment? (See Table 1 for a summary of these questions
for future research.)
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TABLE 1 Directions for future research

Aspect of framework Research questions

Brand purpose

Mediators

Purpose in life

Meaning &
significance

Self-acceptance/
achieve true self

Positive
relationships

1.

2.

1.
2.
3.

1.

S S

[ S S

W

4.

W

6.

How should companies go about choosing a brand purpose? Which factors might be important: that is, customer-
value alignment or brand-cause congruence?

What types of organizations is brand purpose best suited for? Must the organization have a brand mindset for
this type of endeavor to work?

. How can brand purpose be used successfully to change and guide corporate culture? Must marketing be a

powerful player within the organization to enact this change?

. Does it matter how a brand comes to identify its purpose (i.e., via paths that are more proactive, reactive, versus

inspired by social role models, as have been identified in the human purpose literature)?

. Does it matter when in its development a brand identifies and shares its purpose? If people believe that searching

for human purpose is most appropriate during youth/identity formation, does that suggest that more mature
brands are evaluated negatively if they are seen as searching for (or newly arriving at) purpose? How do
consumers respond to well-known (mature) brands identifying and sharing a purpose?

. Are there cross-cultural differences in how older brands who find purpose are perceived?

. Are certain kinds of brand purpose more inspirational to consumers?

. What kinds of brand purpose/purposeful actions are more motivating for consumers?

. Can brand purpose demotivate consumers?

. What level of familiarity with brand purpose is necessary to be inspiring to consumers (e.g., how much publicity/
salience is needed)?

. The focus of this review is on individual eudaimonic well-being. However, can brand purpose affect collective
well-being?

Which of these five mediators matter more in the context of brand purpose?
What might affect their relative impact?
Might they have an interactive impact?

How can purposeful brands best communicate their values and core beliefs with consumers?

. How might brand purpose help consumers identify, strengthen, or expand their own purpose?

. Is it possible for a brand's purpose to help consumers find their own purpose in life (i.e., can a brand's purpose
offer proactive, reactive, or social learning paths to human purpose)?

. How important is it that a brand have a purpose that mirrors or relates to the consumer's own purpose, as

opposed to the presence of any purpose being an appealing attribute for consumers who wish to lead a purposeful

life?

Will mere consumption of a brand with a purpose provide consumers with a sense of purpose in life?

. How does the scope, strength, and accessibility of a brand's purpose influence consumer responses?

. Can brand purpose elevate the importance of purpose in consumer's lives?

. Can brand purpose enhance the accessibility, strength or scope of a consumer's own purpose?

. Are certain kinds of brand purpose more inspirational and/or motivational to consumers?

. What level of familiarity with brand purpose is necessary to be inspiring to consumers (e.g., how much publicity/
salience is needed)?

. Can brand purpose demotivate consumers?

. When might threats to consumers' meaning frameworks enhance their preference for and use of purposeful brands?
. Can a brand's purpose help consumers feel their live are meaningful and significant?
. Are tangible brand purpose outcomes necessary for consumers to feel that consuming a brand with purpose is

meaningful?

. Will threats to consumers' sense of self lead to compensatory consumption of purposeful brands?

. What can purposeful brands do to facilitate the formation of self-brand connections?

. Will a clear statement of purpose build a link between the brand, its consumers, and the transcendent purpose?
. Can brand purpose help consumers achieve their quest for achieving their true self?

. Are consumers more likely to form relationships with purposeful brands?
. Do consumer-purposeful brand relationships meet consumer needs for meaningful relationships? (If not, could

they be harmful?)

What can purposeful brands do to facilitate these consumer—brand relationships?

Are brand communities more likely to form around brands with a purpose? What is the nature of these
communities? What can brands do to facilitate these communities? How are they different from communities
around brands that do not have a purpose?

Do consumers satisfy their need to express concern for others by using brands with a purpose?

Are there additional ways in which brand purpose may positively affect collective well-being?
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TABLE 1 (Continued)

4 scp

Aspect of framework Research questions

Other-praising
emotions

Moderators

Consumer trust

Moral Elevation:

1.

When do consumers experience moral elevation in response to a brand's articulation of purpose and/or related
actions? Is there a path from awareness of brand purpose to moral elevation and enhanced self-brand connection
and perhaps even to brand love?

. Does engagement with a purposeful brand work through moral elevation to encourage consumers to engage in

self-transcendent actions, and perhaps even aid in identification of a consumer's own sense of purpose (perhaps
via social emulation)? Is there specificity to such self-transcendent emulation—that is, would consumers be more
likely to pursue self-transcendence in domains related to the brand's purpose or would the effects be more domain
general?

. Are consumers who have a strong, broad, self-transcendent purpose be most likely to feel moral elevation in

response to a brand's purpose and be more likely to notice such a brand purpose?

Gratitude:

1.
2.

Do consumers feel gratitude toward purposeful brands? If so, under what circumstances?
Are consumers more likely to feel gratitude when a brand's prosocial actions are aligned with their own values and
sense of purpose, or are any high effort purposeful actions likely to inspire gratitude?

. When might consumers perceive brand purpose to be a persuasion tactic rather than stemming from a sense of

intrinsic motivation or moral responsibility?

. Do feelings of gratitude make consumers more likely to want to “give back” to the brand, to spend time with that

brand, and perhaps to pay forward those acts of generosity to others?

. Does experiencing gratitude in response to a brand's prosocial behaviors elicit feelings of moral elevation? And if

80, do such feelings prompt emulation of the brand's moral excellence?

Admiration:

1.

2.
3.
4.

Do consumers make positive upward comparisons in response to purposeful brands? Do those comparisons lead to
feelings of admiration? Does such admiration translate into consumer desire to emulate the admired brand? And if
s0, in what ways—in alignment with the brand's purpose or is the effect more domain general versus specific?

Does admiration motivate consumers to want to work harder to achieve their own goals or to “do better?”

Does admiration of a purposeful brand's engagement with the world inspire consumers?

If a brand's purpose makes it praiseworthy, do consumers want to spread their praise of the brand (i.e., positive
WOM)?

Inspiration:

1.
2.
3.

10.

Are consumers inspired by purposeful brands?

Are certain types of purpose or specific paths to brand purpose more inspirational than others?

Are different articulations of purpose more or less inspirational (i.e., purpose in the abstract versus tangible acts
and outcomes)? How might brand communication about purpose drive more or less inspiration? Are brand stories
a particularly effective way to inspire a purposeful brand's consumers?

. Does a brand's purpose inspire consumers to engage in specific, discrete future actions closely aligned with the

brand's purpose? Do these actions feel purposeful to consumers and lead to consumer eudaimonic well-being?

. With so many moderators dealing with forms of trust, credibility, authenticity, congruence, and proximity, which

of these concepts matter more in the context of brand purpose?

. What might affect their relative impact?
. Might they have an interactive impact?

. Does the scope, strength, or accessibility of a brand's purpose best influence the process by which trust is formed?

. If a brand were to violate consumers' trust, even in an unrelated area such as poor product performance, how
would it impact perceptions of that brand's purpose? Conversely, how might that brand's purpose affect how
consumers perceive the violation?

. When might people develop their own purpose using brands' purpose as examples? Does that require trust in the
brand?

. Does trust in brands influence positive relationships not just with the brand, but with any other entities
associated with the brand (e.g., fans of the brand)?

. Conversely, could relationships with entities related to the purposeful brand (employees, sponsored charities,
competitors) affect perceptions of that brand and its purpose?

. Which trusting beliefs (benevolence, integrity, competence) are affected most by the presence of brand purpose,
and are any of these changes more enduring?

. Are trusting beliefs differentially impactful on the relationship between brand purpose-based trust and consumer
well-being?

. What is the relationship between gratitude (the perception that one is the recipient of another's beneficence) and
trust (a construct involving the beliefs that others are benevolent and integrous)?

. If depersonalized trust occurs because there are strong reciprocity norms in in-groups, does this mean that

consumers feel more indebted to purposeful brands they trust, and does that have negative implications for

consumer well-being?

What aspects of brand purpose might impact depersonalized trust, instead of trust based on benevolence,

integrity, and competence?

. Under what circumstances might depersonalized trust have a stronger impact on well-being than trust based on

benevolence, integrity, and competence? .
(Continues)
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TABLE 1 (Continued)
Aspect of framework Research questions
Value authenticity 1. What is the extent to which consumer acceptance of brand purpose is related to perceptions of value authenticity?

2. Could merely providing an example of purpose—even if perceived to be inauthentic—inspire someone to create

purposes of their own?

3. Could purposeful brands—even if perceived to be inauthentic—remind consumers of purposeful activities they

have abandoned or could undertake?

4. Might inauthentic brands push people to live more purposefully, by increasing the necessity of acting as a

counterbalance?

N W

. Are there mediators of consumer eudaimonic well-being that are more sensitive to inauthenticity than others?
. How can companies successfully communicate the authenticity of their brand purpose?

Brand 1. Do purposeful brands appear to have stronger, more consistent identities?

[\

self-authenticity

. Do people humanize or anthropomorphize purposeful brands more than less purposeful brands?

3. If brand self-authenticity makes companies appear more human, do consumers feel more social connectedness, or
less isolation, when brands they use frequently are true to their sense of self?

Brand credibility

[ SN S R S

. To what extent is consumer acceptance of brand purpose related to perceptions of brand credibility?

. What are the most effective ways for brands to build a purpose that is credible?

. What is the role of proper communication in building credibility?

. What is the role of social impact outcomes and achievements?

. Does credibility in areas unrelated to purpose make brands appear more credible in general, such that even if they

are in unrelated areas, they bolster perceptions of the company's value authenticity?

—_

Commitment to

. Are purposeful brands seen as more committed, compared to brands with less central CSR initiatives?

purpose 2. What are more and less effective ways to enact commitment and communicate it to consumers?
3. Are there additional ways in which commitment, brand credibility, brand self-authenticity, and value authenticity

are interrelated?

Consumer-value 1. How strongly must a brand's purpose match with a consumer's core values? Does this vary for different key

congruence processes to well-being?

2. Can brand purpose be used by consumers to signal their own virtue regardless of consumer-value congruence?
3. Does consuming a brand with low consumer-value congruence bolster self-esteem as much as or less than high

congruence?

4. How do consumers decide whether brand purpose matches their own purpose? How close must the congruence be
for a self-brand connection or brand relationship to form?
5. Are there individual differences that determine the extent of consumer-value congruence required?

Brand-purpose 1. How do consumers make judgments about brand-purpose fit?

[\

proximity
marketing KPI effects?

Favorable marketer
outcomes

W N = w B W

brand relationships?

[T

. How much brand-purpose proximity is necessary for brand purpose to have desired consumer well-being and

. How is this different for brand purpose compared to other, more superficial CSR undertakings?
. How close must the congruence be for a self-brand connection or brand relationship to form?
. How close must the congruence be to evoke other-focuses emotions, such as admiration, inspiration, and gratitude?

. How does brand purpose affect consumers' cognitions and feelings about the brand?
. How does brand purpose affect consumers' attitudes, purchase intentions, and choice behavior toward the brand?
. Does brand purpose lead to stronger brand loyalty, perhaps as a result of self-brand connections and/or strong

. Does brand purpose lead to increased positive word of mouth and other brand evangelism behaviors?
. Does brand purpose lead to greater sales and profits for the firm? Over what time horizon?

6. Do the five mediators proposed above also mediate the relationship between brand purpose and favorable

marketer outcomes?

7. Do the many moderators propose above have an effect on the relationship between brand purpose and favorable

marketer outcomes?

Self-acceptance/achieving one's true self

This concept reflects the “daimon” in eudaimonic well-
being: the discovery and development of one's true self.
Ryan and Deci (2001) have identified autonomy to be an
important contributor to well-being, where autonomy is
the desire to be causal agents of one's own life and act in
harmony with one's integrated self. We also include the
ideas of self-acceptance and personal growth from Ryff's
set of eudaimonic well-being traits in this construct. Self-
acceptance is possessing a positive attitude about oneself,

accepting multiple aspects of the self, and feeling posi-
tive about one's past life (Ryff, 2014). Personal growth is
seeing oneself as growing and expanding, with a sense
of continued development (Ryff, 2014). It includes being
open to new experiences, seeing one's own potential, see-
ing self-improvement over time, in ways that reflect more
self-knowledge and effectiveness. Thus, progress toward
and achievement of self-acceptance and personal growth
are related to eudaimonic well-being.

At the most superficial level, consuming brands
with a purpose may bolster consumers' self-acceptance.
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Consumers can feel good about themselves because
they choose brands they believe are doing good in the
world. Consumption of brands with purpose may also
help consumers achieve self-identity goals, construct-
ing and reinforcing their self-concepts. Over time, a
meaningful connection between the consumer and the
purposeful brand may grow. Here, part of the value
of the brand comes from its ability to symbolize im-
portant components of self-identity, such as what one
finds meaningful (e.g., Belk, 1988; Csikszentmihalyi &
Rochberg-Halton, 1981). When brands serve this sym-
bolic function, they become part of the extended self and
go from being thought of as “mine” to being thought
of as “me” (Belk, 1988). Brands with purpose may be-
come incorporated into consumers' self-concepts as they
use the brand to construct and/or strengthen their self-
identity around their own purpose, the meaning in their
lives, or simply being virtuous people, as well as commu-
nicate these aspects of identity to other consumers, as a
form of self-expression. In particular, consumers' moral
identities, defined as the importance of morality to a
person's identity, are relevant here (Reed et al., 2007).
Consumers with strong moral identities may be partic-
ularly interested in purposeful brands and more likely
to incorporate purposeful brands into their identities.
The resulting self-brand connections may help consum-
ers achieve their true self, as they symbolize consumers'
individual purpose and meaning in life (Escalas, 2004;
Escalas & Bettman, 2017), and may help to enhance the
scope and strength of the consumer's own purpose.

Clearly, self-brand connections are not formed exclu-
sively with brands that have a purpose. But purposeful
brands may be a particularly rich source of meaning
for self-identity construction and confirmation. Self-
brand connections may develop as a consequence of a
purposeful brand's ability to represent the important
domains upon which a person bases self-worth. Crocker
and Wolfe (2001) define a contingency of self-worth “as
a domain or category of outcomes on which a person
has staked his or her self-esteem” (p. 594). One's view of
one's worth depends on perceived successes and failures
in important domains, with higher self-worth when there
are many perceived successes and few perceived failures.
Thus, brands with a purpose can achieve social impact
broadly, but can also bolster consumers' self-esteem.

Another way to think about brand purpose's effect on
self-acceptance is to consider these self-worth contingen-
cies as reflections of people's values. People build self-
esteem and find their true selves by living in a manner
that is consistent with and reflective of their values, such
as caring for others or respecting the environment. A
brand with a congruent purpose can serve as a symbol of
an important value that is central to one's self-concept,
thereby creating and bolstering self-worth. Thus, self-
brand connections based on shared values with a brand
whose purpose resonates with consumers' beliefs and
values may help them achieve well-being.

Many questions for future research arise from this
discussion of the relationships between brand purpose
and the human need for self-discovery and acceptance.
Consumer psychology research has shown that when
self-identity is threatened, consumers engage in restor-
ative behavior (e.g., Townsend & Sood, 2012; White
et al., 2012). Consumers bolster an aspect of self-identity
to mitigate the need for self-repair. Will threats to con-
sumers' sense of self lead to compensatory consumption
of purposeful brands, which enable consumers to bolster
their purposeful identities and self-esteem? Future re-
search might also explore the marketing actions brands
with a purpose can take to enhance consumer well-being,
as well as their own success. For example, given the pos-
itive effect self-brand connections can have on identity
creation and communication and thus psychological
well-being, are there things that purposeful brands can
do to facilitate these connections? Clear statements of
purpose by brands may allow consumers to build links
between themselves, brands, and transcendent purpose.
Additionally, providing consumers with clear success
metrics about how the brand has achieved impact in
the world at large may enhance self-brand connections
and enable consumers to feel more self-acceptance and
achievement of their true selves. (See Table 1 for a sum-
mary of these questions for future research.)

Positive relationships

Nearly, all the theories of psychological well-being in-
clude interpersonal relationships as an important com-
ponent (e.g., Diener et al., 2010; Ryan & Deci, 2001;
Ryff, 2014). Positive relationships are one of the elements
of eudaimonic well-being in Ryff's (2014) model, which,
as defined by Ryff (2014), consists of warm, satisfying,
trusting relationships with others; concern about the
welfare of others; being capable of strong empathy, af-
fection, and intimacy; and understanding the give and
take of human relationships (Ryff, 2014). Ryan and
Deci (2001) have identified relatedness to be an impor-
tant contributor to self-worth, where relatedness is de-
fined as the will to interact with, be connected to, and
experience caring for others.

Brands with a purpose can help consumers achieve
positive relationships in a number of ways. It has been
well-documented in consumer research that consumers
form relationships with brands (Fournier, 1998). Further,
research has shown that consumers benefit from such
relationships with brands in many similar ways as in-
terpersonal relationships, which may provide consum-
ers with a wide variety of relationship benefits such as
helping consumers resolve and achieve life themes, cul-
tivate their self-concepts, manage their identities, and
extend their network of relationships (Fournier, 1998).
Consumers may be especially likely to form relation-
ships with brands with a purpose, because of their ability
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to help consumers find or pursue their own purpose and
perceive their lives as meaningful, as described above.
Additionally, brands with a purpose are especially likely
to provide relationship benefits such as resolving life
themes and managing self-identities because brand pur-
pose is part of the meaning structure and identity of the
brand. These consumer—brand relationships are likely to
be stronger and higher in intensity than brand relation-
ships built on less meaningful considerations, such as
personal status or perceived brand quality.

However, as brand relationships are with an intangi-
ble object, rather than a real person, they may not be
able to meet all of consumers' need for human intimacy.
Thus, the notion of para-social relationships may feed
into consumers' illusion that they are actively involved
in a relationship with a brand: Para-social relation-
ships are one-sided relationships that a consumer es-
tablishes, often with a media figure (Horton & Richard
Wohl, 1956), leading to a false sense of intimacy. The ap-
peal of para-social relationships is the hope of meeting
affiliation needs (Escalas & Bettman, 2017). However,
research on whether para-social relationships actually
meet these needs is divided (Rubin et al., 1985). Thus, the
evidence for brand relationships positively contributing
to consumer eudaimonic well-being is mixed.

Another form of consumption-based relationship
is brand communities. A brand community is a “spe-
cialized, non-geographically bound community, based
on a structured set of social relationships” (Muniz &
O'Guinn, 2001, p. 412). Purposeful brands are a likely
center around which a brand community can grow be-
cause they provide consumers with purpose and mean-
ing. Muniz and O'Guinn (2001) found that communal
interaction provides wider social benefits to brand com-
munity members, and, in some cases, these communities
actually serve to strengthen family and other interper-
sonal ties. Further, the sense of moral responsibility
found in brand communities, that is, a sense of duty to
the community as a whole, and to individual members of
the community (Muniz & O'Guinn, 2001), may give rise
to eudaimonic well-being.

A number of questions for future research emerge
from our discussion of the relationships between brand
purpose and the human need for meaningful relation-
ships that contribute to eudaimonic well-being. For one
thing, do consumers form relationships with purposeful
brands at a rate equal to or greater than brands without
such aspirations? Do these consumer-purposeful brand
relationships meet consumer needs for human intimacy?
Could the long-run impact of these relationships be det-
rimental to the number of meaningful human relation-
ships consumers form? What is the likelihood that brand
communities form around brands with a purpose? Are
there differences between these communities and those
of other (less purposeful) brands? One might imagine
that the community is primarily purpose-focused, and
the brand may be but one member of the community,

though perhaps the brand may take on particular roles in
building and growing the community. These communi-
ties may be connected in a deeper way than other brand
communities, given their important sense of purpose.
Do consumers satisfy their need to express concern for
others by using brands with a purpose? And finally, our
focus throughout this review has been primarily on in-
dividual well-being. Are there ways in which brand pur-
pose, perhaps though relationships, or perhaps in other
ways, can enhance collective well-being? (See Table 1 for
a summary of these questions for future research.)

Other-praising emotions

While our first four mediators are grounded in the
theoretical components of eudaimonic well-being, here
we focus on a specific set of potential emotional re-
sponses to purposeful brands—other-praising, or self-
transcendent, emotions. As positive psychology has
sought to reframe understanding of human flourishing
and potential, a related movement has sought to deepen
understanding of positive emotions beyond happiness
(Algoe & Haidt, 2009). One element of this approach
has focused on positive emotional responses prompted
by witnessing excellence in others. This set of other-
praising emotions includes moral elevation, gratitude,
and admiration (Shiota et al., 2014). To this set, we also
add inspiration. Together, research has shown that these
emotions cause individuals to transcend the self, draw-
ing attention to things greater than personal concerns
and limits. They help individuals notice positive quali-
ties in others and motivate action in ways that create or
strengthen relationships, particularly with virtuous or
skillful actors (Algoe & Haidt, 2009), and thus serve to
promote personal well-being. These characteristics may
make these emotions particularly relevant to under-
standing how consumers might respond to, and achieve
eudaimonic well-being from, purposeful brands. We
consider whether and when consumers might feel these
types of other-praising emotions in response to purpose-
ful brands, what makes one or another specific emotion
more or less likely, and how those discrete emotional
responses might impact downstream consumer behav-
ior. We also note that in response to genuinely purpose-
ful brands, consumers might feel a blend or mixture of
these, and perhaps other, emotions.

Moral elevation

Moral elevation is a feeling that occurs when an indi-
vidual witnesses acts of virtue or moral goodness, in-
cluding acts of charity, gratitude, fidelity, generosity,
or other strong displays of virtue (Algoe & Haidt, 2009;
Haidt, 2003; Keltner & Haidt, 2003). It is a distinctive
feeling of warmth and expansion and is accompanied
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by affection, and even love, for the other whose exem-
plary behavior is being observed and appreciated. When
felt, it can lead to behavioral changes, sparking action
tendencies to merge with, open up to, and to care for
the needs and interests of others—that is, to encourage
self-transcendence (Haidt, 2000, 2003). Research has
shown that individuals who experience moral elevation
are more likely to want to help others, to make charita-
ble donations, are more likely to include prosocial, self-
transcendent behaviors in their own life goals, to want to
emulate role models, and to pursue eudaimonic motives
(Algoe & Haidt, 2009; Huta & Ryan, 2010; Thompson
& Siegel, 2013). Some CSR literature has suggested
that reading about a company's socially responsible
initiatives can provoke feelings of elevation (Romani &
Grappi, 2014). We suggest that interacting with purpose-
ful brands may produce even higher feelings of moral
elevation toward the brand, because its purpose is a cen-
tral and integral part of the brand's identity and meaning
structure.

This leads us to a number of potential research ques-
tions regarding the degree to which brand purpose might
induce feelings of moral elevation among consumers and
the downstream consequences of such feelings, both
for brands and for consumers themselves. When might
consumers experience moral elevation in response to a
brand's articulation of purpose or related actions? Is there
a path from awareness of brand purpose to moral eleva-
tion and enhanced self-brand connection and perhaps
even to brand love (Batra et al., 2012)? Does engagement
with a purposeful brand work through moral elevation
to encourage consumers to engage in self-transcendent
actions, and perhaps even aid in the identification of a
consumer's own sense of purpose (perhaps via social
emulation)? Is there specificity to such self-transcendent
emulation—that is, would consumers be more likely
to pursue self-transcendence in domains related to the
brand's purpose or would the effects be more domain
general? Prior research (Aquino et al., 2011) has shown
that individuals higher in moral identity centrality expe-
rience moral elevation more intensely and are more likely
to recall acts of moral goodness. Would consumers who
have a strong, broad, self-transcendent purpose be most
likely to feel moral elevation in response to a brand's pur-
pose and be more likely to notice such a brand purpose?
(See Table 1 for a summary of these questions for future
research.)

Gratitude

Gratitude is triggered by an appraisal that one is the
beneficiary of another's intentionally and voluntarily
provided benefit (McCullough et al., 2001). It has been
shown to promote social relationships with respon-
sive others, a desire to “give back” or return the favor
to the benefactor (McCullough et al., 2001), to spend

time with the benefactor, and for the feeler of gratitude
to “pay forward” the generosity, even to unrelated oth-
ers (Frederickson, 2004). Gratitude may prompt people
to strengthen ties and move beyond exchange relation-
ships into more communal ones (Algoe & Haidt, 2009).
Witnessing expressions of gratitude can also provoke
feelings of moral elevation (Schnall et al., 2010).

Prior research has found that consumers reward
brands that undertake high efforts (Morales, 2005), even
when the benefits from the effort are more generalized
rather than personally, or uniquely, experienced by the
consumer. When consumers feel this effort is control-
lable by the brand and is undertaken due to a sense of
moral responsibility, rather than to enhance persua-
sion, consumers feel grateful. Other work has suggested
that individuals feel gratitude when they benefit from
another social actor's prosocial behavior (McCullough
etal., 2001) or a brand's CSR efforts (Romani et al., 2013).

Future research questions about gratitude include:
Do consumers feel gratitude toward purposeful brands?
If so, under what circumstances? Are they more likely
to feel gratitude when a brand's prosocial actions are
aligned with their own values and sense of purpose, or
are any high effort purposeful actions likely to inspire
gratitude? When might consumers perceive brand pur-
pose to be a persuasion tactic rather than stemming
from a sense of intrinsic motivation or moral responsi-
bility? Do feelings of gratitude make consumers more
likely to want to “give back” to the brand, to spend time
with that brand, and perhaps to pay forward those acts
of generosity to others? Does experiencing gratitude in
response to a brand's prosocial behaviors elicit feelings
of moral elevation? And if so, do such feelings prompt
emulation of the brand's moral excellence? (See Table 1
for a summary of these questions for future research.)

Admiration

While moral elevation is thought to be a response to
witnessed acts of moral excellence, admiration is con-
sidered to be a response to excellence that is non-moral.
Admiration is a feeling of delighted approval of the ac-
complishment or character of another person (Algoe
& Haidt, 2009). It may be particularly evoked when
witnessing exceptional skill or talent. Extraordinary
and praiseworthy actions attract positive attention and
focus, leading to feelings of admiration (Smith, 2000).
Admiration emerges from positive upward comparisons
and functionally seems to exist to facilitate learning
(Henrich & Gil-White, 2001; Smith, 2000). Individuals
feeling admiration want to emulate the admired entity,
want to work harder to reach their own goals, and report
feeling motivated to “do better” (Algoe & Haidt, 2009).
Admiration may lead to feelings of inspiration. Since
brand purpose is a core component of a brand's iden-
tity and guides firm behavior, consumers may feel
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admiration toward purposeful brands. The fact that
brand purpose is relatively new, and thus out of the or-
dinary, may heighten feelings of admiration. In this way,
brand purpose may motivate consumers to work harder
toward their purpose-related goals, enhancing their eu-
daimonic well-being.

This raises a number of future research questions.
Do consumers make positive upward comparisons in
response to purposeful brands? Do those comparisons
lead to feelings of admiration? Does such admiration
translate into consumer desire to emulate the admired
brand? And if so, in what ways—is this merely emula-
tion in alignment with the brand's purpose or is the ef-
fect more domain general? Does admiration motivate
consumers to want to work harder to achieve their own
goals or to “do better?” Does admiration of a purposeful
brand's engagement with the world inspire consumers?
(See Table 1 for a summary of these questions for future
research.)

Inspiration

Inspiration is a state characterized by transcendence,
evocation, and motivation. Because inspiration can be
evoked by a wide variety of highly valued elicitors, rather
than by specific or discrete elicitors, it is typically not
considered to be an emotion, though it is emotion-laden
(Thrash & Elliott, 2003, 2004). It is derived from wit-
nessing the outstanding accomplishments or abilities of
others (Thrash & Elliott, 2003) and may be present in ex-
periences of, or a downstream consequence of, elevation,
gratitude, or admiration. It is conceived as combining
two component processes (Thrash & Elliott, 2004): being
inspired by one's appreciation of the intrinsic value of an
elicitor; and being inspired o, which involves the motiva-
tion to transmit the qualities exemplified in that elicitor
forward. Being inspired by requires transcendence, which
here refers to gaining an awareness of better possibilities,
and evocation. This indicates that responsibility for such
transcendence is ascribed to something beyond the self—
that is, that one is not directly responsible for becoming
inspired, but is rather inspired by that something. Being
inspired o involves an approach motivation that compels
one to actualize one's new idea or vision and specifically
to extend the valued qualities present in the elicitor. This
kind of specificity suggests, for example, that consum-
ers might be inspired by a brand's purposeful pursuit of
inclusion fo engage in similar inclusive behavior, rather
than a generalized inspiration to do good. This proposed
temporal link between the by and fo processes suggests
that inspiration highlights something attended to in
the present, turning it into related future acts (Thrash,
Maruskin, et al., 2010). As such it may be particularly rel-
evant to the ways in which brands might be inspired by
events or other actors to take up purpose, or by which
consumers might be similarly inspired by brands.

The discussion of inspiration also raises several inter-
esting areas for future research. Are consumers inspired
by purposeful brands? Are certain types of purpose or
specific paths (proactive, reactive, social learning) to
brand purpose more inspirational than others? Are dif-
ferent articulations of purpose more or less inspirational
(i.e., purpose in the abstract versus tangible acts and out-
comes)? How might brand communication about pur-
pose drive more or less inspiration? Are brand stories a
particularly effective way to inspire a purposeful brand's
consumers (Bublitz et al., 2016)? Previous research has
demonstrated that being inspired by promotes a sense
of gratitude toward the source of inspiration. Being in-
spired to is associated with a sense of direction and pur-
pose (Thrash, Elliott, et al., 2010; Thrash, Maruskin,
etal., 2010). Does a brand's purpose inspire consumers to
engage in specific, discrete future actions closely aligned
with the brand's purpose? Do these actions feel purpose-
ful to consumers and lead to consumer eudaimonic well-
being? (See Table 1 for a summary of these questions for
future research.)

POTENTIAL MODERATORS

OF THE RELATIONSHIP
BETWEEN BRAND PURPOSE AND
CONSUMER EUDAIMONIC WELL-
BEING

As mentioned above, none of the positive intermediary
outcomes that lead to consumer well-being will arise un-
less certain conditions exist. We thus propose a series of
moderators that when absent may preclude the ability of
brand purpose to help consumers identify their purpose,
obtain meaning and significance, achieve their true self,
contribute to establishing positive relationships, or expe-
rience other-praising emotions. We discuss each of these
briefly with the goal of inspiring future research into
the nature of these moderators with respect to the suc-
cess of brand purpose in achieving favorable marketer
outcomes and, more importantly, consumer eudaimonic
well-being.

Consumer trust

Trust is the willingness to be vulnerable to someone or
something because of the expectation that they will actin
the trustor's best interest (Mayer et al., 1995; McKnight
et al., 1998). In order for brand purpose to help consum-
ers attain eudaimonic well-being (as well as to achieve
favorable marketer outcomes), consumers must trust
the brand. Trust is a foundation for good relationships
(Morgan & Hunt, 1994), and many of the mediators of
well-being mentioned above (e.g., positive relationships
and self-acceptance) may require repeated interactions or
close connections between brand and consumer. Future
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research could explore how brand purpose impacts con-
sumer trust, both in trust formation and in testing estab-
lished trust. Does the scope, strength, or accessibility of
a brand's purpose best influence the process by which
trust is formed? If a brand were to violate consumers'
trust, even in an unrelated area such as poor product
performance, how would it impact perceptions of that
brand's purpose? Conversely, how might that brand's
purpose affect how consumers perceive the violation?
Research should confirm and explore the relationship
between trust and these mediators of well-being. When
might people develop their own purpose using brands'
purpose as examples (i.e., as a source of social learning)?
How might brand trust influence that potential impact?
One of the key extensions of the definition of trust has
been the study of “trusting beliefs,” or the perceptions
trustors must have of trustees to expect they will act in
the trustor's best interests (McKnight et al., 2002). For
trust to occur, trustors must believe that the trustee is
benevolent (motivated by caring, or willing to act in the
trustor's best interest); integrous (honest and willing to
keep promises); and competent (capable of giving the
trustor what they might need) (McKnight et al., 2002).
Future research could explore the relationship between
brand purpose and these trusting beliefs. For example,
does brand purpose influence the formation of trust?
And, if so, which belief(s) are affected most by the pres-
ence of brand purpose? Are any of these changes to
trusting beliefs more enduring? Are these beliefs dif-
ferentially impactful on the relationship between brand
purpose-based trust and consumer well-being? What is
the relationship between gratitude (the perception that
one is the recipient of another's beneficence) and trust
(a construct involving the beliefs that others are benevo-
lent and integrous)? Can incidental gratitude hasten the
establishment of brand trust? Can brand trust make peo-
ple feel grateful in response to brand actions?
Alternatively, trust also can form based on shared
identities, rather than on personality perceptions.
Researchers have demonstrated repeatedly that people
trust each other more when they are part of an in-group
(Brewer & Silver, 2000), a phenomenon known as deper-
sonalized trust. In-group members may trust each other
either because common membership implies strong rec-
iprocity norms (Tanis & Postmes, 2005) or because they
see each other as extensions of their sense of self (Tajfel &
Turner, 2003). As brand purpose signals the brand's val-
ues and beliefs, it may foster self-brand connections or
perceptions of in-group membership, thus building de-
personalized trust. The link between brand purpose and
depersonalized trust offers a host of opportunities for
future research. If depersonalized trust occurs because
there are strong reciprocity norms in in-groups, does this
mean that consumers feel more indebted to purposeful
brands they trust, and does that have negative implica-
tions for consumer well-being? What aspects of brand
purpose might impact depersonalized trust, instead of

trust based on benevolence, integrity, and competence?
Under what circumstances might depersonalized trust
have a stronger impact on well-being than trust based on
trusting beliefs?

Consumer trust is clearly important for brand purpose
to lead to favorable marketer outcomes and consumer
well-being. However, there are many constructs that can
impact trust, including brand authenticity, brand credi-
bility, and commitment to purpose.

Brand authenticity

Researchers have conceptualized authenticity in myriad
ways, which Newman and Smith (2016) distill into four
categories: historical authenticity (an object's veridity
to the time period in which it purportedly originates);
categorical authenticity (an object's veridity to one's con-
ceptualization of an overarching category to which it be-
longs); value authenticity (the extent to which someone
is intrinsically motivated in pursuing a morally virtuous
goal, and not an ulterior motive such as greed); and self-
authenticity (how true an entity is to its sense of self). Of
those four categories, we believe value authenticity and
self-authenticity are most relevant to brand purpose and
consumer eudaimonic well-being, as explained in the
sections below.

Value authenticity

The concept of value authenticity—the extent to which
the firm is perceived to be intrinsically motivated in
pursuing a virtuous goal-—encompasses most papers
that have been written about authenticity in the con-
text of corporate social responsibility. CSR research-
ers have been concerned with this because perceived
value inauthenticity can negate any positive company-
focused benefits of CSR campaigns, or even backfire
(McShane & Cunningham, 2012). The negative con-
sequences of value inauthenticity in CSR initiatives
would likely extend to inauthenticity in brand pur-
pose because both are ideally motivated by moral vir-
tue. Consumers might denounce purposeful brands,
just as they have brands with CSR initiatives, if they
think purpose is based on self-interest (Bhattacharjee
et al., 2017). They might even perceive purposeful firms
more negatively than firms with no prosocial programs
if those firms are behaving inauthentically (Newman
& Cain, 2014). In fact, the consequences of value in-
authenticity might be even more severe in purposeful
brands. Purpose is supposed to transcend profits, while
CSR is secondary to profit, and therefore, consumers
may be more likely to accept that brands use CSR ini-
tiatives to benefit themselves. Inauthenticity, then, may
violate expectations more in purposeful brands, caus-
ing consumer backlash.
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Future research might examine the extent to which
consumer acceptance of brand purpose is related to per-
ceptions of the brand's value authenticity. This is particu-
larly pressing for brands that consumers use to construct
and communicate their identities. While value inau-
thenticity could negatively impact purposeful brands
directly, it may also negatively impact the mediators of
consumer well-being posited earlier. Are some media-
tors more sensitive to value inauthenticity than others?
How does value authenticity impact the extent to which
brand purpose inspires someone to create a purpose of
their own, or whether brand purpose reminds consumers
of purposeful activities they have abandoned or could
undertake? Might value inauthenticity itself push people
to live more purposefully, by increasing the necessity of
acting as a counterbalance? Future research can investi-
gate how brands can authentically pursue and success-
fully communicate the authenticity of their purpose.

Value authenticity may moderate purpose's effect
on well-being directly, or indirectly by affecting trust.
The concept of authenticity mirrors the trusting belief
of integrity: Feeling someone consistently lives a pur-
pose, without deception or ulterior motive, by defini-
tion means they are truthful, and implies they keep their
promises. Value authenticity may also affect the trust-
ing belief of benevolence because inauthenticity in con-
sumer literature is treated as a sign that companies are
self-interested. This relationship is not certain though:
Someone may be deceptive to protect others (Levine
& Schweitzer, 2015), and some purposes may appear
more self-sacrificial than others. Future research could
elucidate these relationships. Value authenticity might
also affect eudaimonic well-being through emotions:
Consumers may respond with negative emotions when
they perceive that a brand's purpose lacks authenticity,
including disappointment and other-condemning emo-
tions like anger, contempt, disgust, and outrage. These
negative reactions to inauthenticity may prevent the for-
mation of positive emotions which foster well-being.

Brand self-authenticity

Self-authenticity in Newman and Smith (2016)’s typology
occurs when people feel they act in accordance with their
true sense of self. True self-authenticity occurs when
people consistently act in character and do not engage
in impression management (Vannini & Franzese, 2008).
People perceive others to be self-authentic if they
uniquely embody a set of traits and display them consist-
ently over time (Moulard et al., 2016).

While the self-authenticity literature largely ex-
amines authenticity in individuals, brands have their
own personalities, value associations, and identities
(Aaker, 1997); therefore, brands can also be judged
based on self-authenticity, which we refer to as brand
self-authenticity. Purposeful firms, per our definition,

make their brand purpose a central, predominant com-
ponent of their identity, engaging with it over the long
term. Purpose may give or enhance a brand's own dis-
tinctive identity, to which it must also stay true, both
of which constitute the criteria for self-authenticity
(Moulard et al., 2016). Therefore, true purpose increases
brands' self-authenticity, and doubts about a brand's self-
authenticity may negatively influence perceptions of its
purpose.

In contrast, brand self-authenticity might not be an
issue for CSR initiatives, which may be of secondary im-
portance to profit making for brands. As a secondary
endeavor, CSR initiatives do not even need to be directly
related to their company's identity and may thus have a
weaker relationship with brand self-authenticity.

Brand self-authenticity is important for purpose to
influence consumer well-being. Authenticity is associ-
ated with salient, fundamental meanings and social cat-
egorizations (Gergen, 1991), meaning that self-authentic
brands are easier to understand and categorize. To that
end, brand self-authenticity may have a positive effect
on depersonalized trust, because people adopt shared
identities as a function of how easily they can categorize
themselves and others by their identities (Brewer, 2008).
This sparks several questions for future research. For
example, if brand purpose makes it easier for people to
understand the brand's identity, consumers might more
easily determine identity commonalities and relevance,
with similarity being a determinant of relationship qual-
ity (Smith, 1998). Do purposeful brands appear to have
stronger, more consistent identities? Similarly, do people
humanize or anthropomorphize purposeful brands more
than less purposeful brands? If brand self-authenticity
makes companies appear more human, do consumers
feel more social connectedness, or less isolation, when
brands they use frequently are true to their sense of
self? This last question may elucidate how brand self-
authenticity relates to some of the mediators mentioned
above, as social connectedness has a positive impact on
self-esteem and self-acceptance (Ryan & Deci, 2001). It
may also affect how well consumers find their own pur-
pose: Morhart et al. (2015) posits that as part of being
perceived as authentic, brands that reflect values con-
sumers consider important may help construct who they
are.

Brand credibility

Brand credibility describes the confidence a customer
has that a brand will deliver what it promises (Erdem
& Swait, 2004). Brand credibility has also been de-
scribed as a signal of quality and product position
(Erdem & Swait, 1998), with the credibility of the brand
signal conceptualized as the believability of the prod-
uct position information contained in a brand (Erdem
& Swait, 2004). Osterhus (1997) suggested that brand
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credibility overwhelmingly results in positive outcomes
for prosocial positioning strategies, if communicated
properly.

Credibility makes brands more trustworthy by mak-
ing them seem more integrous, the trusting belief that
brands will keep their promises. Credibility is also re-
lated to value authenticity—which is not simply lacking
any deception or ulterior motives; it is also being intrinsi-
cally motivated by the purpose. If consumers do not be-
lieve a brand's promises, they may not believe the firm is
intrinsically motivated by the work (Deci & Ryan, 2000).
While under-researched (Silver et al., 2021), credibility
is a highly relevant inference for value authenticity and
trust; through these, brand credibility may impact brand
purpose.

A number of directions for future research emerge
around the notion of brand credibility. For example, to
what extent is consumer acceptance of brand purpose
related to perceptions of brand credibility? What are the
most effective ways for brands to build a purpose that
is credible to consumers and internal stakeholders? Is
proper communication all that is needed? What about
the role of social impact outcomes and achievements?
Brands can be credible in other areas, such as credibility
of product claims. Does credibility in those areas make
brands appear more credible in general, such that even
if they are credible in unrelated areas, they bolster per-
ceptions of the company's value authenticity?

Commitment to purpose

Dwyer et al. (1987) defined commitment as “an implicit
or explicit pledge of relational continuity between ex-
change partners” (p. 19). There are several factors which
influence perceived commitment, including the invest-
ment of large amounts of resources, the durability of the
relationship, and the consistency of resources devoted to
the relationship (Dwyer et al., 1987).

Prior to this section, we discussed value authenticity,
brand self-authenticity, and credibility as potential mod-
erators of brand purpose's effects on well-being. Sincere
commitment fundamentally impacts all three moder-
ators. L'etang (1994) and Webb and Mohr (1998) both
find more committed firms are seen as having better
intentions, and as being less likely to exploit the cause.
Commitment to a cause is also a signal that brands are
internally motivated (Sheldon et al., 2003). Commitment,
then, is positively related to value authenticity.
Commitment is also a necessary component for self-
authenticity: People perceive others to be self-authentic
not only by uniquely embodying a specific set of traits,
but by displaying them consistently over time (Moulard
et al., 2016). Highly committed people more reliably de-
vote energy into relationships; thus, any promises made
by highly committed brands will be seen as more cred-
ible. Finally, while commitment and trust are generally

considered separate constructs, they are both necessary
for forming relationships (Morgan & Hunt, 1994).

Future research can explore what steps brands can
take to demonstrate their commitment to their purpose.
By having a purpose, are brands perceived as being more
committed, compared to brands with CSR initiatives?
Purpose can be characterized by scope, strength, and
accessibility (McKnight & Kashdan, 2009). Future re-
search might examine which of these affects perceived
commitment most. Perceived strength of purpose might
affect perceptions of commitment, but this might only
be of secondary importance, since people must readily
know the brand has this purpose (accessibility). Is tangi-
ble evidence or purposeful impact important to establish
commitment for purposeful brands? The interrelation-
ships between commitment, brand credibility, brand
self-authenticity, and value authenticity should also be
studied in greater detail.

Consumer-value congruence

When there is congruence between a brand's stated pur-
pose and the core values of the consumer, then the con-
sumer will be more likely to identify with the brand. Many
of the mediating processes depend specifically on a match
between the values encapsulated in the brand's purpose
and those espoused by the consumer. Consumers may
likely be drawn to brands that share, or are aligned with,
their own purpose and important goals in life. Their con-
sumption activities will be more likely to bring meaning
to their lives, develop self-brand connections (to help con-
struct their true self), and join a brand community (form
positive relationships) if the brand purpose is congru-
ent with their own core beliefs. While global self-esteem
may be enhanced by using any brand that purports to do
good, in order for consumers to make progress toward
achievement of their value-based goals (reflecting their
purpose and contributing to meaning and significance),
there likely needs to be a match between the consumer's
personal values and the brand's purpose. Furthermore,
this congruence must be based on consumer perceptions;
thus, the brand's actions and communications of purpose
play a significant role in the subjective interpretation of
consumer—brand value congruence.

Future research in this area could explore to what ex-
tent consumer-value congruence is needed for purpose-
ful brands to contribute to consumer well-being. It is
most likely needed in some form for more concrete and
enduring well-being benefits. How do consumers decide
whether brand purpose matches their own values? How
close must the congruence be for a self-brand connec-
tion or brand relationship to form? Research could also
explore whether there are individual differences in how
closely a brand's purpose must match with a consumer's
core values or a consumer's own purpose in order to be
effective.
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Brand-purpose proximity

Marketers have studied the concept brand-cause prox-
imity, defined as the fit between the brand and a sup-
ported cause (Nan & Heo, 2007). Here, we extend this
notion to the fit between the brand's identity and its
purpose. This expansion is vital to the notion of brand
purpose: As mentioned above, purpose is incorporated
into the identity and meaning structure of the brand. It
must, therefore, have a clear connection to the ethos of
the brand. Variations in brand-purpose proximity may
still exist in this context and thus may moderate the re-
lationship between purpose and consumer eudaimonic
well-being.

Research on brand-cause proximity reveals mixed re-
sults (Glirhan-Canli & Fries, 2010). For example, Ellen
et al. (2000) found that offers judged as less congruent
were evaluated marginally more positively than congru-
ent offers. However, in general, brand-cause proximity
has been shown to have a favorable effect on the rela-
tionship between a brand adopting a cause and favor-
able marketer outcomes. Brand-cause proximity leads
consumers to perceive the company as more expert and
transfer positive feelings about the cause to the company
(e.g., Hoeffler & Keller, 2002). Similar to the research
on the importance of congruence between a brand's
symbolic meaning and its marketing communications
activities (Escalas & Bettman, 2017; McCracken, 1990),
brand-purpose proximity should have important impli-
cations for the success of brand purpose endeavors. For
example, brand-purpose proximity has implications for
the perceived integration of the brand's purpose with its
identity and meaning structure by consumers. Brand-
purpose proximity also contributes to consumers' trust
in the brand because it renders the brand's purposeful
actions as authentic, credible, and sincere. Greater prox-
imity between brand and purpose might have a positive
impact on brand self-authenticity, in that it provides more
opportunities for brands to behave in accordance with
its unique set of traits. However, low proximity might not
negatively impact brand self-authenticity unless acting
on the purpose directly contradicts the brand's symbolic
meaning. Therefore, brand-cause proximity is related to,
but separate from, brand self-authenticity.

A number of questions emerge around the idea of
brand-purpose proximity and brand purpose. First, how
do consumers make judgments about brand-purpose fit?
Next, how strong must brand-purpose proximity be for
brand purpose to have desired consumer well-being ef-
fects? How about desired marketing outcomes? How is
this different for brand purpose compared to more tra-
ditional CSR undertakings? Based on our definition of
brand purpose, there must be some minimum threshold
of brand-purpose proximity in order to qualify as brand
purpose at all, given the identity and meaning compo-
nents of purpose. How close must the congruence be for
a self-brand connection or brand relationship to form?

Similarly, how close must the congruence be to evoke
other-focused emotions, such as admiration, inspiration,
and gratitude?

CONCLUSION

Recently, high-profile business leaders have called for
brands to articulate and act with purpose. A variety of
research reports have suggested that consumers, like-
wise, increasingly expect brands to be purposeful. In
response, many brands have undertaken efforts to de-
fine, articulate, communicate, and act according to their
brand purpose. These efforts, and the calls that motivate
them, seem to expand beyond the scope of more tradi-
tional CSR frameworks and practices. The emphasis
on purpose seems to place these efforts more directly at
the center of a brand's meaning structure and long-term
strategy, rather than as a separate, adjacent domain or
short-term prosocial promotional activity. Notably, the
language used in calling for and in articulating brand
purpose is often more explicitly aligned with the psy-
chological literature on human purpose than with the
language of marketing or brand strategy. However, it re-
mained unclear what brand purpose is or could be.

In this research review, we have sought to define the
concept of brand purpose and explore its potential im-
pact upon consumer well-being, by drawing upon the
literature on human purpose. That work increasingly
conceptualizes purpose as an important component of
a meaningful life—a north star—that is a central, pre-
dominant component of one's identity, which offers mo-
tivational direction and guides the allocation of finite
personal resources over time toward things that are at
once meaningful to the self and self-transcendent. We
review literature that characterizes human purpose ac-
cording to its scope, strength, and accessibility, as well
as by the paths that individuals might take to identify
their purpose (proactive, reactive, or via social learning),
and the various benefits that purpose offers for human
flourishing.

Building upon this foundation, we propose a defini-
tion of brand purpose that goes beyond current popular
definitions and beyond CSR (e.g., the “obligations of the
firm to society,” (Lichtenstein et al., 2004), or a brand's
“status and activities with respect to perceived societal
obligations,” (Sen & Bhattacharya, 2001)). We define a
brand's purpose as “a long-term, central aim that is a
predominant component of its identity, meaning struc-
ture, and strategy, which leads to productive engagement
with some aspect of the world that transcends the brand's
profits.”

We suggest that engagement and connections with
authentically purposeful brands may help consumers
achieve eudaimonic well-being, contributing to consum-
ers' own purposeful lives. While the large literature on
corporate social responsibility (CSR) is relevant to our
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work, that work has largely focused on how such ini-
tiatives can enhance consumers' connections with so-
cially active brands in order to enhance the brands' own
marketplace performance. Here, we focus on how con-
sumer connection to purposeful brands can benefit the
well-being of the consumer, over and above driving the
firm's sales and profits, suggesting ways in which future
research might examine such impact.

Conceptual framework and directions for
future research

In order to guide future consumer psychology research
on brand purpose, we have developed a conceptual
framework that examines how brand purpose can en-
hance consumer eudaimonic well-being (Figure 1). In
this model, brand purpose may help consumers iden-
tify and commit to their own purpose in life, enhance
their sense of living meaningful and significant lives,
develop self-acceptance and achievement of their true
selves, form positive relationships, and experience
other-praising emotions. Our framework also proposes
a series of important moderators that may play an im-
portant role in whether or not brand purpose can favora-
bly influence these key paths to consumer eudaimonic
well-being: consumer trust, value authenticity, brand
self-authenticity, brand credibility, commitment to pur-
pose, consumer-value congruity, and brand-purpose
proximity. The various ways in which these constructs
affect the relationship between brand purpose and con-
sumer eudaimonic well-being provide a rich source of
ideas for future research, which we have discussed above
and summarized in Table 1. Clearly this list is not ex-
haustive, but merely a start, in the hopes of encouraging
consumer psychologists to begin work in this important
domain.

Our key downstream area of focus in this research
review has been consumer eudaimonic well-being,
which we believe to be an important, but understud-
ied, concept in consumer psychology. While we assert
that meaningful research in consumer psychology
should include a thorough examination of consumer
eudaimonic well-being, there are also a number of
more traditional marketing dependent variables re-
lated to brand purpose that could be explored in future
research. These favorable marketer outcomes include
consumer judgments (brand attitudes, purchase inten-
tions, etc.), choice behavior, brand loyalty (including
brand relationships and self-brand connections dis-
cussed above in the context of consumer eudaimonic
well-being), and brand evangelism (positive WOM,
etc.). All of these outcomes may contribute to company
profitability and provide a rich network of more con-
ventional marketing topics for research.

This conceptual framework has implicitly assumed
that brand purpose would have the same effect on

eudaimonic well-being regardless of the brand that
adopts purpose. However, as established earlier, there
are no restrictions on what types of companies may
adopt purpose, and companies' target consumers may
vary substantially in factors like age, gender, profession,
and personality. Future research should study how these
consumer characteristics influence their reactions to
brand purpose, including which types of consumers ben-
efit most from their favorite brands pursuing purposeful
activities.

In conclusion, building on the literature on human
purpose, we propose that a brand's purpose is a long-
term, central aim that is a predominant component
of its identity, meaning structure, and strategy, which
leads to productive engagement with some aspect of the
world that transcends the brand's profits. We hypoth-
esize that brand purpose can have favorable effects
not only for a company's strategy and profitability,
but also—and more importantly—for the eudaimonic
well-being of its consumers. We hope that our review
will stimulate future consumer psychology research
into brand purpose, a concept that we believe may have
a transformative impact on business, consumers, and
society.
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