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This research explores brand centricity through the lens of political ideology. Across several studies, we demonstrate that brands are

more central for conservatives than liberals because brands enable them to make dispositional inferences.
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EXTENDED ABSTRACT
Brands, as essential as they are to companies, are beginning to 

lose their power in the eyes of consumers. Increasing number of alter-
natives, aggressive price competition and unlimited online resources 
negatively affect brands’ influence on consumers. Consequentially, it 
is becoming increasingly important to understand whose lives center 
more or less around brands. In this research, we examine consumer 
brand centricity (Fischer, Volckner, and Sattler 2010; Puligadda, 
Ross, and Grewal 2012) through the lens of political ideology.

Political ideology, particularly whether individuals hold conser-
vative or liberal ideology, strongly shapes consumers’ attitudes and 
intentions in the marketplace (Crockett and Pendarvis 2017). Even 
though political ideology has always been one of the central elements 
of consumer identity, lately its relevance has increased significantly 
(Westwood et al. 2018). Yet, many questions on the effects of po-
litical ideology on marketing still remained unanswered (Jost 2017). 
This research examines how consumers’ level of brand centricity can 
be determined by their conservative versus liberal ideology. We ar-
gue that consumers who hold a more conservative ideology would be 
more brand centric than the ones who hold a more liberal ideology. 
This is because, brands, through their identity signals, would enable 
conservatives (vs. liberals) to make inferences about other individu-
als based on their dispositions.

We test our propositions in four studies. In Study 1 (n: 50), we 
first asked participants their political ideology and then used a ten-
item (α = .91) scale (Puligadda et al. 2012) to directly measure their 
brand centricity. We regressed the brand centricity scale on political 
ideology index. As expected, conservative (vs. liberal) political ide-
ology predicted brand centricity (b = -.29, t = -2.13, p = .038).

For Study 2, 103 Amazon Mturk workers were first asked to 
indicate their political ideology. Afterwards, they were asked to rank 
sixteen different product options based on their likelihood of pur-
chase. All options presented consisted of evenly distributed combi-
nations of four different attributes (brand name, price, picture quality, 
warranty) across two levels (Sony vs. TCL; $570 vs. $460, 8.5/10 
vs.7.9/10; 1 vs. 3 year). Our goal was to see whether conservatives 
would rank the options that include the more (i.e. Sony) vs. less (i.e. 
TCL) favorable brand name higher. To test our predictions, we creat-
ed a dependent measure which consisted of all eight product options 
that included the Sony (vs. TCL) brand and regressed the political 
ideology index on dependent measure. We controlled for familiarity 
towards the Sony and TCL brands. As expected, the political ideol-
ogy index was a significant indicator for the dependent measure (b 
= .19, t = 2.22, p = .029). Results replicated when we controlled for 
indicators of participants’ socio-economic status (b = .19, t = 2.19, 
p = .030).

In Study 3 (n: 168), our goal was to explore a boundary con-
dition to shed light on the underlying mechanism. If conservatives’ 
tendency to be more brand centric would be rooted in their inclina-
tion to make dispositional inferences, then nudging conservatives to-
wards relying less on dispositional inferences should make them less 
brand centric. To test this, participants were first asked to complete 
the political ideology measure followed by dispositional/situational 
inference manipulation. In the situational inference condition, par-
ticipants were primed to think that the differences among people are 
externally driven. In the dispositional inference condition, partici-

pants were primed to think that differences among people are inter-
nally driven. Afterwards, participants were asked to image that they 
could win a gift for completing the study, but we first asked them to 
view a review for each of the two options. For one of them, the re-
view mentioned the brand, while for the other, it mentioned product 
features instead. We predicted that conservatives would choose the 
gift that had the review in which the brand name (vs. product feature) 
was mentioned, but only under the dispositional inference condition.

Results yielded a significant main effect of political ideology (b 
= .37 z = 1.74, p = .053) on choice such that conservatives (vs. liber-
als), overall, chose the review that mentioned the brand as opposed 
to product features. This main effect was qualified by a significant 
interaction between the political ideology and inference manipula-
tion (b = -.85, z = -2.24, p = .025). As expected, under the disposi-
tional inference condition, conservatives (63%), compared to liber-
als (30%), were more likely to choose the gift in which the reviews 
mentioned the brand vs. product features (b = .78 z = 2.64, p = .008). 
However, under the situational inference condition, both conserva-
tives (38%) and liberals (42%) were less likely to choose the option 
that highlighted the brand vs. product feature (b = -.07, z = -.31, p 
= .75). Controlling for participants’ level of materialism, how much 
they care about quality and socio-economic indicators did not affect 
the significance our results.

In Study 4, we relied on Google search data to assess the re-
lationship between conservative ideology and brand centricity. For 
this study, we examined Google Shopping searches for the use of the 
term: “brand” in the period between 16.07.2008 and 16.07.2018 and 
extracted a volume score for each of the 50 US states (www.google.
com/trends). To gauge conservative vs. liberal ideology, we used 
Gallup metrics to rank each state’s conservative standing. We pre-
dicted that conservative states would use the keyword “brand” more 
than liberals when shopping online. In order to test this prediction, 
we regressed the search volume of the term “brand” on conservative 
standing of each state. As expected, conservative standing signifi-
cantly predicted the search volume of the term “brand” (b =.55, t = 
4.65, p = .00). Results replicated our focal findings when we con-
trolled for GDP per state, income per capita, and population density 
and median age (b =.39, t = 2.34, p = .023).

This research demonstrates that brands are more central for 
conservatives than liberals because conservatives are more likely to 
rely on dispositional inferences. We document these effects through 
experiments and using secondary data. Across studies, we control for 
potential confounds including socio-economic indicators, material-
ism, and importance consumers give to product quality.
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