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ABSTRACT 

The purpose of this study was to determine the relationship of the moral foundations of Filipino university 

students in Metro Manila to their attitude towards brand activism. To interpret the data, the researchers utilized 

descriptive and inferential statistics. The data was gathered from the survey questionnaires that were distributed 

through online academic groups and Facebook Messenger. Findings showed that the respondents have a higher 

endorsement of the individualizing foundations comprised of harm/care and fairness/reciprocity, which was 

found to have manifested a strong positive attitude towards brand activism. On the other hand, binding 

foundations consisted of purity/sanctity, authority/respect, and ingroup/loyalty exhibited a weak attitude. These 

results indicated that there is a significant relationship between the moral foundations of Filipino university 

students and their attitude towards brand activism. Thus, the researchers recommend that advertisers and 

advertising practitioners consider using brand activism in their future campaigns as it has shown that the 

similarity in the principles of brand and consumers will elicit a positive consumer attitude. Additionally, this 

study can be used as a basis for future studies which may include the exploration of other factors affecting the 

respondents’ attitudes toward brand activism.  
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1. INTRODUCTION 

Activism happens in almost every part of the world—people take to the streets to raise their placards and 

shout for change. But it is not just on the ground that resistance arises; several companies are also starting to 

voice their stance on issues facing society, engaging in what is called "brand activism." 

Brand activism is a business effort where brands participate or take a stand in socio-political movements 

with the desire to bring change in society. One of the first brands to engage in this is The Body Shop, which 

has used its platform to publicize its support and care for “animal rights,” “civil rights,” “fair trade,” and 

“environmental protection.” Many of the brand’s consumers showed their support for the stance it took, joining 

together to fight for the same cause (Kotler and Sarkar, 2017).  

The Body Shop is just one of the many brands that elicited positive consumer reactions for its participation 

in brand activism. Nike and Patagonia, which took a public stand against former US President Trump, have also 

proven the positive impact of brand activism (Chang, 2021; Kotler et al., 2018). However, Hermann (2020) 

argued that if the activism is inconsistent with their perceived brand image, its effect might be harmful. A 

negative attitude may be elicited from consumers who disagreed with the brand’s stand (Bhattacharjee, 2013). 

On the contrary, when the principles of the consumers fit the message of the brand, then the consumers would 

purchase their product or service (Basci, 2014). Since the purpose of brand activism is to promote care and 

justice in society (Kotler et al., 2017), it is important to consider the moral values of the consumers. Harm/care, 

fairness/reciprocity, ingroup/loyalty, authority/respect, and purity/sanctity are the five basic moral foundations 
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that comprise the building blocks of people’s morality (Haidt, 2008). Hanel (2017) pointed out that these 

foundations prompt each individual to make decisions about the social concerns that they face. In addition, 

according to Chowdhury (2019), the moral foundations are used to understand how personal attributes influence 

the definition of consumer ethics and what constitutes it. 

In the Philippines, a well-known sardines brand launched a campaign focusing on a pun-filled social 

commentary on the government’s Covid-19 response. The series of Facebook posts have gathered conflicting 

opinions from people. A survey conducted by Comm&Sense, Inc. on Brand Activism in the Philippines (2021) 

showed that the majority of the Filipino participants are likely to support brands that take a stand on issues 

facing society. The survey also found that the majority of the respondents believe that brands greatly help in 

raising awareness about issues driving social change. Hence, they believe that it’s vital for brands to participate 

in socio-political issues. In a different survey, Comm & Sense (2020) found that more than half of the Filipino 

respondents said they are likely to act on an issue after a brand publicizes its stand on it. Among these 

respondents, most of them said they would research more about the issue, donate to the cause, and discuss the 

issue with their friends and family. 

The surveys, however, were not particular on the segment of the population it used and whether they 

identified the participants' moral grounds. Hence, this study aims to identify the moral foundations of Filipino 

university students in Metro Manila and determine their relationship to their attitude towards brand activism. 

Studying the relationship between these two variables will be a great contribution to the marketing and 

advertising fields in determining whether participating in brand activism would drive their brand a positive or 

negative consumer reaction. Additionally, this study will be a beneficial addition to local studies in which the 

topic of brand activism greatly lacks.  

2. METHODS 

To satisfy the objectives of the study, the researchers used a quantitative approach with descriptive and 

correlational design to describe the profile of the respondents and study the relationship of their moral 

foundations to their attitude towards brand activism. The data were gathered using online surveys and were 

distributed through online platforms. The researchers collected 460 responses and filtered the data by removing 

75 inconsistent responses, which aligned with the 385 sample size required for the study. The gathering of 

responses took 30 days to be fully completed which were then tabulated. 

The data was gathered from 385 Metro Manila university students, who are composed of male, female, 

and non-binary. The age of respondents ranged from 17 to 29, living inside and outside of Metro Manila. Half 

of the respondents (88.49%) are between the ages of 17 and 22, while the remaining (13.51%) are between the 

ages of 23 and 29. There were 234 females, 150 males, and 4 non-binary respondents in total. Due to their 

involvement and exposure to various socio-political agendas, the respondents were chosen to participate in the 

study. 

The survey questionnaire was divided into two sections. The first section was a questionnaire used to 

determine their moral foundations and was an adaptation of MFQ-30 by Jesse Graham, Jonathan Haidt, and 

Brian Nosek (2008), which used a 6-point Likert scale. The second section of the questionnaire, which was 

made by the researchers and was also validated, used a 5-point Likert scale and was employed to determine the 

respondents’ agreement and disagreement on brand activism. The instruments used were pilot tested on 30 

respondents and went through a reliability test with a Cronbach alpha of 0.91 for part I, 0.82 for part II, 0.76 

for part III, and 0.78 for the last part. 

The data used frequency distribution to indicate the occurrence of data or the patterns of responses 

specifying the description of the respondents, weighted mean to provide the average response to the questions 

about moral reasonings and their attitude toward brand activism, reverse scoring to re-code scores from the 

negative statements included in brand activism questionnaires, and Pearson Correlation Coefficient to identify 

if the variables are related.  

To ensure the protection of all forms of information, the Republic Act No. 10173 or the Data Privacy Act 

has been indicated to guarantee the safety and confidentiality of the respondents’ information. 
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3. RESULTS AND DISCUSSION 

Findings 

The results of the study indicated that Filipino university students express great compassion towards human 

and animal life, which is also reflected in the harm/care foundation. Accordingly, their moral decisions are 

highly motivated by consideration and solicitude for the welfare of others. As explained by Apostol, Miclea, & 

Rebega (2013), well-educated young adults in cities appear to be more concerned with animals and their 

humane treatment. By presenting human-like mental states to animals, humans are more likely to empathize 

with them. Additionally, their exposure to social networking sites provides them access to situations that foster 

empathetic concern for both human and animal life (Alloway, Quershi, & Kemp, 2014). 

The findings also inferred that Filipino university students believed that the government should enact laws 

that guarantee equal treatment for everyone and that no one should be deprived and stripped of his/her rights to 

observe justice in society. As stated by Grant & Gibson (2013), human rights contributed to social justice by 

challenging unequal power hierarchies, amplifying the voices of the oppressed, and working to eliminate the 

root causes of conflict: poverty, discrimination, and exploitation. People under the fairness/reciprocity 

foundation are highly sensitive to issues of equality and justice, leading to their detestation of racism, tyranny, 

and capitalism (Clifford, Iyengar, Cabeza, & Sinnott-Armstrong, 2015; Graham, & Haidt, 2012). 

With the ingroup/loyalty foundation, it was found that betrayal is quite a relevant factor that the 

respondents consider in their moral decisions. As discussed by Rothgerber (2014), vulnerable groups that are 

small in size and have a level of moral duty and sacrifice are more likely to see ingroup disloyalty/betrayal 

unfavorably. However, they expressed a moderate disagreement with conferring loyalty to family members 

who have committed a mistake. Despite the importance of loyalty in fostering and preserving family unity 

(Bates-Duford, 2017), emotional abuse, personality and value mismatches, and misaligned expectations about 

family duties and relationships can lead an individual to cut ties with a family member (Blake, 2015). Thompson 

(2018) argued that rationalizing unethical action solely on the basis of blood relation is no longer a valid reason. 

The results under the authority/respect foundation determined that when deciding whether something is 

morally right or wrong, Filipino university students believed that an action that causes disorder or chaos should 

not be tolerated. Strand (2016) believes that dictatorship is preferable to having anarchy in a political society. 

Similarly, tyranny is a less bad problem than disintegration into chaos. Hobbes’ fundamental insight concerning 

the terrible situation of the “war of all against all” appears to be correct. The respondents also believed that 

women are as capable as men. Although there is a strong presence of men in public and political settings 

(Dahlerup & Leyenaar, 2013), a survey from Pew Research Center (2014) showed that the majority of 

respondents agreed that both men and women make equally competent political leaders. 

The respondents also considered the standards of purity and decency to be very relevant. As elaborated by 

Kupfer, Tybur, & Inbar (2020), people judged accidental harms as less morally wrong than intentional harms, 

but it does not mean that they judged intentional purity violations as more wrong than accidental ones. However, 

the respondents did not entirely believe that some acts are wrong simply because they are unnatural. 

Homosexuality, artificial contraception, sexual encounters, and abortion are all deemed to be unnatural and 

when an individual is exposed to these, they express their displeasure with such actions and regarded them as 

socially inappropriate. Since the Philippines is a catholic-dominated country, some people consider premarital 

sex nontypical. But time has brought a significant change, what previously sparked societal frenzy has 

transformed on its own and ushered in a time of acceptance, curiosity, and sexual exploration (Cepeda & Ines, 

2016). 

Overall, the respondents showed a greater endorsement of harm/care and fairness/reciprocity foundations 

compared to the other three foundations. This indicated that Filipino university students manifested higher 

usage of the individualizing approach which focuses on teaching and promoting personal rights and freedom. 

Haidt (2008) argued that when people, under these foundations, consider the harm they might cause or the 

fairness of their actions, they are motivated to act more selflessly – which he said to be the function of morality. 

He further elaborated this point by likening the system to the legal system writ small. Society is thought to be 

composed of individuals who are all equal, and the goal of morality is to keep these individuals from harming 

or exploiting one another.  
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The study revealed that Filipino university students agreed with the principle and purpose of brand activism 

with a grand mean of 3.93. Brand activism enables companies to contribute to societal causes, demonstrate 

cultural relevance, and communicate with the increasingly younger generations (Schleier, 2021). Gen Z and 

Millennials are more ethical and belief-driven consumers than any previous generational group, with a greater 

commitment to societal and environmental welfare problems (Schleier, 2021). As discussed by Cabo (2018), 

most Filipino youths have the potential to modify the country’s social and political landscape, and those 

engaging in these endeavors have a high likelihood of becoming political advocates.  

Findings showed that the moral foundations of the respondents and their attitude towards brand activism 

were significantly related. Harm/care and fairness/reciprocity foundations have a strong positive correlation 

with the respondents’ attitude toward brand activism, while the other three foundations have a weak negative 

correlation with the respondents’ attitude towards brand activism. Consumers that agree with a brand’s position 

suggest a similarity between the consumer and the brand’s moral grounds, prompting an increased consumer-

brand identification (Mukherjee & Althuizen, 2020). People with a high endorsement of the individualizing 

foundations (care and fairness) are more likely than the binding foundations (ingroup, authority, and purity) to 

engage in sustainable behaviors as they are more concerned with the consequences of their consumption 

behavior in human health, animal welfare, and the environment (Watkins, Aitken, & Mather, 2016; Goddard, 

Muringal, & Boaitey, 2019). Since brand activism is a values-driven agenda for companies that care for 

society’s future and that promote justice and fairness for all (Kotler et al., 2017), it is safe to say that it has the 

same grounds as the foundations of care/harm and fairness/reciprocity. As stated by Fernandes (2020), people 

with individualizing foundations engage in boycotts and buycotts that are associated with the protection of care 

and fairness. Their greater concern for the suffering of others and unfair treatment makes them more likely to 

engage in consumer political actions. On the other hand, people under a binding approach engage in boycotts 

and buycotts that are associated with the protection of authority, loyalty, and purity. However, they, in turn, 

engage in consumer political actions in relatively rarer cases unless affected by corporate activity.  

 

Table 1. Respondents on Harm/Care 

Statement Mean Interpretation 

Whether or not someone suffered emotionally 4.15 Extremely Relevant 

Whether or not someone cared for someone weak or vulnerable 4.12 Extremely Relevant 

Whether or not someone was cruel 4.23 Extremely Relevant 

Compassion for those who are suffering is the most crucial virtue. 4.27 Strongly Agree 

One of the worst things a person could do is hurt a defenseless animal. 4.32 Strongly Agree 

It can never be right to kill a human being. 3.93 Strongly Agree 

Grand Mean 4.22 Extremely Relevant 

As shown in the table, the top 3 factors affecting the respondents’ moral decisions under the harm/care 

foundation are statements: (1) it can never be right to kill a human being (weighted mean = 4.40), (2) one of 

the worst things a person could do is hurt a defenseless animal (weighted mean = 4.27), and (3) compassion for 

those who are suffering is the most crucial virtue (weighted mean = 4.27). The results indicated that Filipino 

university students expressed great compassion toward the welfare of both humans and animals. 

Table 2. Respondents on Fairness/Reciprocity 

Statement Mean Interpretation 

Whether or not some people were treated differently than others 4.18 Extremely Relevant 

Whether or not someone acted unfairly 4.20 Extremely Relevant 

Whether or not someone was denied his or her rights 4.36 Extremely Relevant 

When the government makes laws, the number one principle 

should be ensuring that everyone is treated fairly. 
4.49 Strongly Agree 

Justice is the most important requirement for a society. 4.45 Strongly Agree 

I think it’s morally wrong that rich children inherit a lot of 

money while poor children inherit nothing. 
3.17 Strongly Agree 

Grand Mean 4.11 Very Relevant 
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Table 2 showed that Filipino university students strongly agreed that ensuring fair treatment to everyone 

is the number one principle that the government should consider when making laws, with a weighted mean of 

4.45. This was followed by the statement that justice is the most important requirement for a society with a 

weighted mean of 4.49 equating to strongly agree. Lastly, they considered the denial (or not) of someone’s right 

to be extremely relevant, having a weighted mean of 4.36.  

Table 3. Respondents on In-Group/Loyalty 

Statement Mean Interpretation 

Whether or not someone’s action showed love for his or her country 3.38 Somewhat Relevant 

Whether or not someone did something to betray his or her group 3.45 Somewhat Relevant 

Whether or not someone showed a lack of loyalty 3.12 Somewhat Relevant 

I am proud of my country’s history. 2.85 Slightly Disagree 

People should be loyal to their family members, even when they have 

done something wrong. 
2.13 Moderately Disagree 

 It is more important to be a team player than to express oneself. 2.66 Slightly Disagree 

Grand Mean 2.90 Somewhat Relevant 

Table 3 revealed that Filipino university students viewed the statement “whether or not someone did 

something to betray his or her group” as somewhat relevant in their moral decisions with a weighted mean of 

3.45. The findings also revealed that the respondents were found to moderately disagreed with the idea that 

people should remain loyal to their family members even when they have done something wrong with a 

weighted mean of 2.13.  

Table 4. Respondents on Authority/Respect 

Statement Mean Interpretation 

Whether or not someone showed a lack of respect for authority. 3.30 Somewhat Relevant 

Whether or not someone conformed to the traditions of society. 2.66 Somewhat Relevant  

Whether or not an action caused chaos or disorder. 3.65 Very  Relevant 

Respect for authority is something all children need to learn. 3.26 Moderately Agree 

Men and women each have different roles to play in society. 2.43 Slightly Agree 

If I were a soldier and disagreed with my commanding officer’s 

orders, I would obey anyway because that is my duty. 
2.51 Slightly Agree 

Grand Mean 2.93 Somewhat Relevant 

As shown in table 4, the respondents considered the statement ‘whether or not an action caused chaos or 

disorder’ as very relevant with a weighted mean of 3.65. The results also showed that the respondents slightly 

disagreed with the statement that men and women each have different roles to play in society with a weighted 

mean of 2.43.  

Table 5. Respondents on Purity/Sanctity 

Statement Mean Interpretation 

Whether or not someone violated the standards of purity and decency 3.36 Very Relevant 

Whether or not someone violated standards of purity and decency 3.09 Somewhat Relevant 

Whether or not someone acted in a way that God would approve of 2.75 Somewhat Relevant 

People should not do things that are disgusting, even if no one is 

harmed. 
3.22 Slightly Agree 

I would call some acts wrong on the grounds that they are unnatural. 2.68 Slightly Agree 

Chastity is an important and valuable virtue. 2.84 Slightly Agree 

Grand Mean 2.95 Somewhat Relevant 

The table below revealed that the respondents consider the statement ‘whether or not someone violated the 

standards of purity and decency’ as very relevant in their moral decisions with a weighted mean of 3.36. The 
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respondents also expressed only a slight agreement on the idea that some acts are wrong because of their 

unnatural nature with a mean of 2.68. 

 

Table 6. Respondent’s Moral Foundations 

Statement Mean Interpretation 

Harm/Care 4.22 Extremely Relevant 

Fairness/Reciprocity    4.11 Very Relevant 

Ingroup/Loyalty 2.90 Somewhat Relevant 

Authority/Respect 2.93 Somewhat Relevant 

Purity/Sanctity 2.95 Somewhat Relevant 

Table 6 presented that Filipino university students consider the foundations of harm/care as extremely 

relevant (weighted mean = 4.22) and fairness/reciprocity as very relevant (weighted mean = 2.93) in their moral 

decisions. On the other hand, they equally regarded the foundations of purity/sanctity (weighted mean = 2.95), 

authority/respect (weighted mean = 2.93), and ingroup/loyalty (weighted mean = 2.90) as somewhat relevant. 

The respondents showed greater endorsement of harm/care and fairness/reciprocity foundations compared to 

the other three foundations. 

 

Table 7. Respondents’ Attitude Towards Brand Activism 

Moral Foundations Mean Reversed Score Interpretation 

Brand activism aims to give voice to the oppressed. 4.32 4.32 Strongly Agree 

Brand activism is done only for monetary gain. 2.55 *3.45 Agree 

Brands that share their values on an issue increase my 

appeal to their brand. 

4.22 4.22 Strongly Agree 

Claims and promises of the brands engaging in 

activism are untrustworthy. 

2.39 *3.61 Agree 

Brands should publicly take a stance on social or 

political issues. 

4.11 4.11 Agree 

Brands engaging in activism do not contribute to 

social change. 

2.04 *3.96 Agree 

There is nothing wrong with a brand showing support 

for a cause 

4.42 4.42 Strongly Agree 

Brand activism does not influence or change one's 

moral principle. 

2.39 *3.61 Agree 

Brand activism reinforces my stand on the issue they 

support. 

3.93 3.93 Agree 

Brand activism negatively influences how consumers 

view their products and services. 

2.38 *3.62 Agree 

Grand Mean  3.93 Agree 

 Note: Numbers with an asterisk (*) are reversed weighted mean. 

The table revealed that the respondents strongly agreed that there is nothing wrong with brands supporting 

a cause with a weighted mean of 4.42. The result also showed that the participants strongly agreed that brand 

activism aims to give voice to the oppressed with a weighted mean of 4.32. They also agreed that their appeal 

increases to brands that share their values on a particular issue with a weighted mean of 4.42. Overall, Filipino 

university students agreed to the principle and purpose of brand activism with a grand mean of 3.93. 
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Table 8. Pearson’s R Test Summary 

Moral Foundations 
Pearso

n’s R 
Interpretation P-value Decision Remarks 

Harm/Care 3.36 Strong Positive Correlation < .001 Reject H0 Significant 

Fairness/Reciprocity 3.09 Strong Positive Correlation < .001 Reject H0 Significant 

Ingroup/Loyalty 2.75 Weak Positive Correlation < .001 Reject H0 Significant 

Authority/Respect 3.22 Weak Positive Correlation < .001 Reject H0 Significant 

Purity/Sanctity 2.68 Weak Positive Correlation < .001 Reject H0 Significant 

As shown in the table, there was a significant relationship between the five moral foundations of the 

respondents and their attitude towards brand activism. Harm/care and fairness/reciprocity foundations both have 

a strong positive correlation (r = .541, r = .569), while the ingroup/loyalty, authority/respect, and purity/sanctity 

foundations have a weak positive correlation (r = -.548, r = -.557 and r = -.490). Therefore, all of the five moral 

foundations have a significant relationship to the respondents’ attitudes towards brand activism. 

4. CONCLUSION 

The study showed that the Filipino university students manifested a great endorsement of the 

individualizing foundations such as harm/care and fairness/reciprocity, indicating that their moral decisions are 

highly driven by their concern for the suffering of others and unjust treatment. On the other hand, they showed 

a low approval of the binding foundations consisting of ingroup/loyalty, authority/respect, and purity/sanctity, 

which prioritize the strengthening of social institutions and limiting individuals' “imperfect nature”. In this state, 

advertisers and advertising practitioners may maximize the opportunity to create marketing campaigns focusing 

on the moral foundations of harm/care and fairness/reciprocity (only if the target audience was Gen Z; the moral 

foundations of individuals may vary depending on the generation they belong to).  

In terms of brand activism, Filipino university students strongly believed that there is nothing wrong with 

brands supporting a specific cause, which accords with their expectation for brands to participate and take a 

stance on the most pressing issues facing society. However, they also showed agreement that the goal of brand 

activism is to generate profit. Hence, it is crucial for brands to be critical of how consumers would perceive 

their message to avoid unwanted negative labels. Generally, a positive attitude was elicited towards the grounds 

of brand activism, indicating that it is of significant interest among the respondents and that it coincides with 

their moral and political beliefs. Since the respondents manifested a strong positive attitude towards brand 

activism, advertisers and advertising practitioners may use their platform to participate in socio-political 

movements. But consistency and authenticity in their messaging are deemed necessary not only to genuinely 

contribute to social change but also to elicit a positive brand response from consumers sharing the same moral 

grounds. 

On the correlation test, the study proved that the moral foundations of Filipino university students are 

statistically significant to their attitude towards brand activism. The foundations of harm/care and 

fairness/reciprocity manifested a strong positive attitude towards brand activism, indicating that there are 

similarities between the moral grounds of the respondents and brand activism. On the other hand, 

ingroup/loyalty, authority/respect, and purity/sanctity foundations exhibited a weak attitude towards brand 

activism, suggesting little to no interest in it. This study, therefore, suggests that the Advertising and Public 

Relations department include the application of scientific methods in their advertising program as it will be 

beneficial particularly in defining and analyzing target consumers, resulting in more effective audience 

targeting.  
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