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BACKGROUND & OVERVIEW

A BRAND-NEW DAY: HOW COMMITMENT AND TRUST IMPACT PERCEIVED MOTIVATION OF A FIRM’S EFFORTS TO DO GOOD

PHASE 1: CONTENT ANALYSIS

PHASE 2: CSR PHASE 3: BRAND ACTIVISM

In the initial study, qualitative 
feedback was collected from participants 
on company associations and drivers of 
trust and skepticism when companies 

communicate about the good that they 
are doing.  In a subsequent content 

analysis, respondents tended to trust 
companies that put forward action with 

tangible results and were skeptical of 
firms that only seemed to make claims 
that lacked action or proof.  The results 

implied that if a company is perceived to 
be uncommitted, trust in the company 

may be impacted.  Additionally, the 
impact of commitment on trust was 

comparable in control and high 
conditions.

METHODOLOGY

CONCLUSIONS
KEY REFERENCES

• Commitment was found to have a positive marginal direct effect 
on trust (p<.1). 

• The direct effect of commitment on motivation was 
insignificant, however, the marginal effect on trust suggested an 
indirect influence was possible.

• The test of indirect effects showed that trust had a slight 
mediating impact between commitment and intrinsic motivation 
and commitment and extrinsic motivation, albeit at the 90% 
confidence interval.

• When transparency (TRA) was tested as a moderator, results 
were found to be insignificant.  

• Results were amplified for brand activism vs. CSR
• Commitment was found to have a positive direct effect 

on trust (LLCI: 0.109, ULCI: 0.427, 95%).
• Further, the trust that was generated by commitment, 

although indirect, had a significant impact on whether a 
company was perceived as being intrinsically or 
extrinsically motivated.

• Similar to the CSR condition, when transparency was 
incorporated into the model, results were found to be 
insignificant.  

In a between-subjects design, three experiments among a 
sample of n=745 consumers investigated the impact of high and 
low commitment and high and low transparency in the context 
of CSR and brand activism on consumer trust and assumed 
company motivation.

• Phase 1: n = 248, online survey to test manipulations and 
ascertain drivers of trust through unstructured questions

• Phase 2: n= 252, online survey, randomized  test between 
subjects, five conditions:  four test and one control in the 
context of traditional CSR

• Phase 3: n= 245, online survey, randomized test between 
subjects, five conditions: four test and one control in the 
context of brand activism Dare, J. (2016). Will the truth set us free? An exploration of CSR motive and 
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