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POLITICAL IDEOLOGY’S
EFFECT ON BRAND LOYALTY AND CUSTOMER DROPOUT

MOTIVATION Politically neutral (or naive) brands risk online political backlash 
related to perceived political stance to consumers’ political ideology [1, 2]. 
Current research suggests conflicting behavior regarding ideological motivations 
for dropout behavior.

CONSERVATIVE QUALITIES
Risk Sensitivity
Risk seeking to avoid loss
Self Survival

LIBERAL QUALITIES
Variety Seeking
Altruism
Egalitarianism
Cooperation

STUDY ONE Since thoughts, 
feelings, and beliefs are captured and 
retained within a text [3, 4, 5], words that 
appear in the same context tend to have 
similar meanings [6].  For example, if 
asked to think of a word that belongs with 
defense and deregulation, one might 
think of the word conservative.
We (1) utilize pre-trained embeddings 
that represent words within a corpora, 
(2) build construct dictionaries that 
represent political and brand loyalty 
constructs, and (3) semantically compare 
and examine word pair similarities 
between constructs in five languages.

WORD EMBEDDINGS FastText 
has pre-trained embeddings for 157 
languages trained on both Common 
Crawl and Wikipedia using Continuous 
Bag of Words (CBOW) [20] with 
character n-grams of length five and 
window size of five.

CONSTRUCT DICTIONARIES 
Three construct dictionaries (conservatism, 
liberalism, and brand loyalty) were created 
using surveys to collect ideal words 
representing each construct [21-23]. 
Political terms were ranked and weighted 
by self-reported respondent ideology and 
personal importance.

CONSTRUCT SIMILARITY 
We measured the semantic association 
between constructs by comparing cosine 
similarity between word pairs. We then 
create a construct-similarity matrix where 
each cell is a similarity score associated 
with two words from two constructs. 
We test for mean differences between 
two construct-similarity matrices using 
a non-parametric two-sided asymptotic 
permutation test which relaxes the 
normality assumption [24, 25].

RESULTS Brand Loyalty is 
semantically more related to Liberalism 
than Conservatism across multiple 
training corpora and languages 
(mean d = .14, p < .01). Words that are 
ideologically important to the liberal-
minded person occur more frequently in 
the neighborhood of words representing 
brand loyalty. 

STUDY TWO We collaborated with a 
retail chain to collect 52 weeks of loyalty 
card purchase information paired with 
survey responses for 2,217 customers. 
We ascertained political ideology 
through a series of scales on traditional 
values, fiscal responsibility, and business 
averaged together (α = .74) for each 
customer [26]. 

CUSTOMER LIFETIME VALUE 
We calculated customer dropout by 
replicating a hierarchical Bayesian 
extension of Pareto/NBD [27]. The 
proposed model repeated 14,000 
MCMC iterations, with the final 4,000 
iterations used for posterior parameter 
distribution. We include the political 
ideology score from the surveys as a 
covariate.

RESULTS Increases in conservatism 
result in a more significant dropout or 
a lower likelihood of remaining active 
(95% CI [.09, .33]). The CLV model 
shows that 3.53% of liberal-minded 
consumers and 6.16% of conservative-
minded customers fail to survive. A highly 
conservative customer for our partnered 
firm is predicted to have a 14.9% lower 
customer lifetime value compared to a 
highly liberal customer.
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