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The Big Shift

Che New 1Jork Times
* Political polarization extends beyond politics - ‘ d ”

shaping everyday consumption behavior

* Rise of “brand-preference polarization.”

* Brands are increasingly drawn into political
conversations — whether they intend to be or not

Trump voter Biden voler

https://www.nytimes.com/interactive/2020/
10/27/upshot/biden-trump-poll-quiz.html
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Brand Politics
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By Bertrand Benoit W =
The second quarter ended nine days after the R e Bud Light

. . . After Dylan Mulvaney, the transgender influencer,
was released, leaving little time to see the full I S

promoted the beer on Instagram, conservatives
called for a boycott. The fallout grew to include the
retailer Target and the country singer Garth Brooks.

of the campaign.
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Patagonia’s Unapologetically Political
Strategy and the Massive Business It
Has Built

£ Share full article 2 []
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Why Brands Can’t Ignore This

* 80% of consumers perceive brands as political

* 60% buycott or boycott based on political beliefs

* 71% expect brands to take a political stance

= However, research shows:
= Some boycotts fade quickly (e.g., Goya)

= QOthers (e.g., Bud Light) create long-term damage

Edelman (2024), Liaukonyte et al. (2023, 2024)
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The Brand Dilemma

* Engage politically = risk backlash

 Stay neutral = risk irrelevance

* Key challenge:
= alignment,

= timing, and

= audience fit

4: Columbia Business School



Success Depends on Alighment

* Success depends on alignhment with your audience

* Misalignment leads to backlash (e.g., Bud Light case)

= Bud Light: Core audience perceived misalignment -
backlash

BUD
LIGHT

= Tesla: Brand perception shifted as Elon Musk shifted

political position T

T=5Lnm
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Measure Alignment Continuously

* Surveys (perception + self-reported behavior) YOUGOV®

Behavioral data (purchases + geography) niclsen

Donations (corporate & employee signals) f

Social media insights (followers, engagement) ,

Without measurement, brands risk misalignment and subsequent backlash

4.— Columbia Business School



31.160.730 Follower

TWEETS FOLGE ICH FOLLOWER GEFALLT MIR

35 Tsd 45 31,2 Mio. 50 TWEETS FOLGE ICH FOLLOWER GEFALLT MIR LISTEN
5 p 3

\ | 216 Tsd. 653Tsd. 3,36 Mio. 15,5 Tsd. 11

FOLLOWER
31,2 Mio.

Beloved &) @i’s

b |

2+ Folgen | :

\ .
3 2+ Folgen | :

e

'

+ Folgen | 2+ Folgen | :

jose miguel vasquez Jojo M Anam Ahmed Tri-State Coalition Jojo
@josemig18026317

@Jedimaster_Jojo
@Jedimaster_Jojo

| am one with the force; the force is with
| am one with the force; the force is with me
me

sema.stardoll

© © ©
- [grroeen ] i A [erroen]:

noor sema.stardoll Hujuhuh kevin smith Cameron Nelson SmartSathiya
@noraa333222 @ericklewisxio @Hujuhuh2 @kevinrgsmith @doyouCmeeee @SmartSathiya2
unlimited interruptions Please subscribe to my YouTube

channel: doyouCme

4.- Columbia Business School




Mosaic of Political Brand Affiliation

adf AR

Democrats 11 Jisl Republicans

Car Volvo @ T Tesla
Fashion ModCloth Modcloth * Ralph Lauren
QOutdoor Patagonia Cabelns Cabelas
Retail Nordstrom NORDSTROM |sam’s club <> Sams Club
Home improvement IKEA ?; Home Depot
Hotels Standard Hotels (ﬁﬁ Seagate
Domestic Airlines Alaska Airlines Zf/ﬁ{f Southweste Southwest Airlines
Foreign Airlines Air Canada @ AR Singapore Airlines
Ride Sharing Lyft l!ln Uber Uber
Fast Food Denny’s pennys | Glaves Chick-fil-A
Beer Pyramid Brew Faany B@H Busch Beer
Colas Pepsi g peps! (P?gﬁ; Dr Pepper
Non Profit Organizations  Planned Parenthood BFe | @ NRA
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Most Common Media Outlets

GOP Media DEM Media Donald Trump Media
FOX Business 94% Ebony Magazine 96% Drudge Report 86%
Drudge Report 92% Vox 92% FOX Business 82%
Fox News 85% Salon ———— 0%/, Market Watch 75%
Market Watch m————— 7 1%, Black Entertainment Television - ———m 30%, Fox Sports Motor n— ———— 74,
Fox Sports Motor m———— 7 ()%, Harper's Magazine m— 809, Fox News s (8%,
Country Music Television m.—_———— G7% Atlantic =—— 35/, Country Music Television m-.—_———— 1Y,
Fox Sports 1 n——— (7%, Public Broadcasting Service m———— 329, Fox Sports 1 n———— 539/,
FOX Sports I 50/, New Yorker s 819, CNBC s 579,
ESPN s 550 BBC AMERICA = 319, ESPN s 509
Yahoo! Finance m———— 50%, MSNBC s 819, FOX Sports m——— 529,
DRUDGE REPORT EBONY o
mMIIATMmATY 11T AN !éo’ TIIITATATIT BITE MY
'\ .
rdA \ LON MarketWatch A

o,
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Most Common Commercial Brands

GOP Brands

Cabelas
Masters Toumament 82%
Toys'R'Us e 30%,
TaylorMade m——— 79Y%,
Titleist n—— 70%,
John Deere m—— 79,
Ping m——— 789,
Cobra Golf m— 76,
Callaway Golf m——— 7G%,
Academy Sports + Outdoors — 76Y%,

Toys§jus

MASTERS
TOURNAMENT

Cabelus

DEM Brands

90% Lush
ModCloth
Lyft —ss— 309,
Last.fm m—— 73Y%,
Marks & Spencer — 77%
Coursera s 77%,
Airbnb =—— 779,
Comedy Central m— 77%,
Kenneth Cole =" 77,
American Apparel 76%

lgﬁ ‘ModCloth

LUSH
FRESH

HANDMADE
COSMETICS

84%
82%

Donald Trump Brands

Smarty Pig
Cabelas
Titleist n———— 7 3%,
Ping m——— 789,
TaylorMade m— 77,
Cobra Golf n—— 7%,
John Deere m——75%,
Callaway Golf m———— 749,
Miller Lite m——— 7 3%,
Masters Toumament — ——— 73%,

87%
86%
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Most Common NPOs

GOP NPOs DEM NPOs Donald Trump NPOs
National Rifle Association 96% Planned Parenthood 99% National Rifle Association 94%,
Billy Graham Evangelistic. . n—— ————— 029, Planned Parenthood Action 98% Ducks Unlimited 87%
Ducks Unlimited 88% Clinton Foundation 97% BGEA e 3%
Samaritans Purse m— 7 6%, American Civil Liberties.. n———— 0%, Samaritans Purse m— 64%,
Operation Bless m———— 73Y%, Environmental Defense Fund m—_— 039, Wikileaks m——— 59%,
WWP  e— 7 1% Sierra Club n—— 02, WWP e— 57%,
Compassion ————— G4, Greenpeace e (Y, Compassion ——— 559,
Disabled American Veterans m————— (3%, Doctors Without Borders m————— 899, Disabled American. . n—— 52 %,
Wikileaks m—— 639, Human Rights Watch m—— 379, Finish Line Inc. m—.—— 519,
New York Public Library m— 479, Conservation International m— 36, New York Public Library m—— 479,
AT\ CLINTON y
* NRA i £ o * NRA i
vji 5 g {5 = i
G ,—(a *4‘)?‘ Planned S
% - —
DUCKS AC L DUCKS
UNLIMITED UNLIMITED

AMERICAN CIVIL LIBERTIES UNION
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Top Brands Personality Attributes

oo XXX
) 9} M

Democrat Distinctive Traits (vs Republicans)

dw'Wfrlend intelligent
7z traditional
t reﬂdy energetic

up_to_date IF' l-j ‘EEE (:i
]. l S gg straightforward

1nnovat1ve obliging different

Republican Distinctive Traits (vs Democrats)

helpfu

cares for cons LJ z

unique

*The word clouds are based on attributes with a p < 0.05 difference of average values between Democratic and Republican brands
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How Democratic and Republican Are Your Brands?

http://www.social-listening.org/

Single brand @ Compare brands

Brand: 3m
Gender or All: | Al B

M

GOP vs Democrats Democrats 44%

Trump vs Clinton Clinton 75%

0% 25% 50% 75% 100%

How Political is 3M?

0.0970431% of the brand also follow political accounts.
3M is ranked 569 (out of 604) in political affiliation.

©

Brand: 7eleven
Gender or All: Al B

Televen

Democrats 61%

GOP vs Democrats

Trump vs Clinton Clinton 60%

0% 25% 50% 75% 100%
How Political is 7eleven?

0.1789683% of the brand also follow political accounts.
“Televen is ranked 272 (out of 604) in political affiliation.

% Columbia Business School



http://www.social-listening.org/
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Brand Polarization Over Time

Patagonia: Share of Followers by Party, 2018-2023 m
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Brand Polarization Over Time

Panera Bread: Share of Followers by Party, 2018-2023

VP~
100% - :j"v,v
7
80% A : ane‘ a
BREAD®
g —a
U 60% - —— — >
- o— ——
§ -@= Democrats
5 =@ Republicans
] o—
=~ —o—
© % - ——
ﬁ 40% — A —&
20% A
0% 1 T 1 1 1 1
2018 2019 2020 2021 2022 2023
Year

4.- Columbia Business School



Brand Polarization Over Time

Starbucks: Share of Followers by Party, 2018-2023
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Brand Polarization Over Time

Tesla: Share of Followers by Party, 2018-2023

100% A
Gradual shift (2018-2021)
*Increasing friction with Democrats over: —
* Regulation (Tesla, SpaceX) -— -—
«  Labor issues (unions, I — E I_ ™
80% - California policies)
*  COVID restrictions (he
strongly opposed lockdowns)
*Began criticizing “woke culture” and
" progressive politics
g 60% > /
o T
q=9 >< —&— Democrats
%5 —&— Republicans
; s \
B 40%4 &
wn
In May 2022, Musk stated on Twitter that he
had previously voted Democrat but would
now vote Republican
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Brand Polarization Over Time

Chick-fil-A: Share of Followers by Party, 2018-2023
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Key Takeaway for Brands

* Political identity is now central to consumer behavior

= Brands need to know and track their (customers’) political affiliation

= Taking a stance is not always a choice — brands might get involved even if they don’t
actively do anything

% Columbia Business School



Key Takeaway for Brands

= Thus, it is not a choice whether to participate but how:
= Understand audience deeply
= Stay consistent and align authentically
= Build “brand echo chambers” (loyal communities)

= Prepare for backlash (crisis plans)
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What Differentiates Winning Brands

= Success depends on:
* Context (political environment)

* Audience (political affiliation of core consumers)

* This can be tracked and managed:
* Monitor political affiliation in real time
* Measure audience alignment with brand actions
e Adjust strategy accordingly (e.qg., Chick-fil-A)

In a polarized world, success depends not on taking a stance — but on taking the
right stance for your audience.
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Thank You

BRANDS &
POLITICAL POLARIZATION

THANK YOU FOR YOUR ATTENTION
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