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In recent years, purpose branding has emerged as a central theme in marketing, as
consumers increasingly expect brands to demonstrate authentic commitments to CSR
issues. While earlier research has explored outcomes such as purchase intentions and brand
equity, less is known about how consumers perceive purpose-driven branding on newer
platforms such as TikTok.

The purpose of this study is to examine how consumers perceive purpose-driven branding
on TikTok through the stages of the hierarchy of effects model, focusing on all, cognitive,
affective, and conative stages. In doing so, the study also explores why consumers recall
and recognize brands, what kinds of emotions, associations, and attitudes they hold, and
how exposure to TikTok content shapes their perceptions of purpose-driven branding and
its authenticity.

The study employed a qualitative exploratory design with semi-structured interviews,
utilizing also a video elicitation with purpose-driven CPG brand content. The collected
primary data was analysed through inductive content analysis. The findings show that
sustained CSR commitment, authenticity, and transparency are essential to credible
purpose branding. Consumers evaluated authenticity through operational practices and
product-level cues, often assessing CSR impact via product quality and durability. The
study also identified a phenomenon of cause overshadow, where participants remembered
either the cause but not the brand, or the brand without the cause. The study highlights the
importance of aligning brand, message, and platform to build strong associations and
enhance credibility on TikTok.
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Viime vuosina merkitysldhtdinen brindédys on noussut keskeiseksi ilmidksi
markkinoinnissa, kun kuluttajat odottavat brandeiltd yhd aidompaa sitoutumista
vastuullisuuteen. Aiemmin on tutkittu merkityksellisen markkinoinnin vaikutuksia
ostoaikeisiin ja brindipddomaan, mutta kuluttajien késityksid merkitysldhtoisesta
branddyksestd TikTokissa ei juurikaan tunneta.

Tadmaén pro gradu-tutkielman tarkoituksena on tarkastella, miten kuluttajat havaitsevat
tarkoitusperdisen brinddyksen TikTokissa vaikutushierarkiamallin mukaan. Tutkielma
keskittyy kaikkiin mallin vaiheisiin: kognitiiviseen, affektiiviseen ja konatiiviseen. Samalla
tutkimus selvittdd, miksi kuluttajat muistavat ja tunnistavat brindeji, millaisia tunteita,
assosiaatioita ja asenteita kuluttajilla on, sekd miten altistuminen TikTok-sisdllolle
muokkaa kuluttajien késityksid merkitysldhtoisestd brandidyksestd ja sen aitoudesta.

Eksploratiivinen, laadullinen tutkimus toteutettiin kdyttdmalla puolistrukturoituja
haastatteluja, joiden ohessa osallistujille ndytettiin merkitysldhtdisten
kuluttajatuotebréndien videosisiltdjd keskustelun herdttdmiseksi. Keréttyd primédridataa
analysoitiin induktiivisen sisdllonanalyysin avulla. Tulokset osoittavat, ettd jatkuva
yritysvastuuseen sitoutuminen, aitous ja ldpindkyvyys vahvistavat merkitysldhtdisen
branddyksen uskottavuutta, ja kuluttajat arvioivat aitoutta erityisesti tuotteen laadun ja
kestdvyyden kautta. Liséksi havaittiin ilmid, jossa merkitys ja brandi muistettiin usein
erillddn. Briandin, viestin ja alustan selked yhteensopivuus on keskeistd vahvojen
mielleyhtymien ja uskottavuuden rakentamisessa TikTokissa.
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1 Introduction

Amid ongoing social, economic, and ecological uncertainty, strong brands have
demonstrated resilience by embracing purpose-driven strategies that not only differentiate
them in the market but also build consumer trust through authentic and value-based
communication (Kantar 2024; Skees 2023). This thesis investigates how purpose-driven
branding is perceived by young adults on TikTok, which has become one of the fastest-
growing digital platforms with over 1.5 billion monthly active users (Statista 2024a). The
study focuses on consumer-packaged goods (CPG) brands, as there are numerous examples

within this field where purpose has become a strategic branding component.

As brand activism and sustainability narratives increasingly dominate marketing
communications, companies are integrating social and environmental values into their core
branding strategies to meet rising consumer expectations (France et al. 2024; Skees 2023),
and therefore, understanding how consumers interpret these messages is more relevant than
ever. This topic is especially timely given TikTok’s growing role in brand discovery and
consumer engagement, as well as ongoing concerns around greenwashing and authenticity
(TikTok 2024a; de Freitas Netto et al. 2020). The broader significance of this research lies
in its contribution to understanding how branding that emphasizes societal purpose rather
than just functional or emotional benefits affects consumer perceptions and even behaviour

intentions.

Previous research has established that purpose-driven branding can foster stronger
emotional connections, enhance brand equity, and lead to more favourable purchase
intentions when executed authentically (Hajdas & Kieczek 2021; Narayanan & Das 2022).
Studies also suggest that during economic downturns, consumers may continue supporting
brands that reflect their values, especially when such brands effectively communicate long-
term corporate social responsibility (CSR) efforts (Bhattacharya et al. 2020). Frameworks
like the BEING model (France et al. 2024) and research on CSR communication (Du et al.
2010) have outlined key principles for successful purpose messaging: integration,

transparency, stakeholder engagement, and authenticity.

Emotional and cognitive engagement, as proposed by the hierarchy of effects (HOE)

model (Lavidge & Steiner 1961), has also been shown to play a vital role in consumer-
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brand interaction (Kotler et al. 2010), suggesting that content designed for platforms like
TikTok could influence decision-making at multiple levels of brand awareness (Chu et al.

2024; Yang & Dongqi 2025).

However, despite growing academic interest in purpose-driven branding and the evolving
role of social media in consumer decision-making, there remains limited research
specifically addressing how brand purpose is communicated and interpreted on TikTok.
Most existing studies have focused on brand purpose in general (Aaker 2014; Kramer
2017; Williams et al. 2022; Skees 2023; Kjeldsen & Schmeltz 2024) or on CSR
communication (Du et al. 2003; Menon & Kahn 2003; Forehand & Grier 2003; Simmons
& Becker-Olsen 2006; Bloom et al. 2006) that doesn’t emphasize the unique
characteristics of purpose-driven branding. Also, the dynamic, emotionally charged nature
of TikTok content raises questions about how users process brand messaging and form
brand-related attitudes (Luo et al. 2022; Dong et al. 2023). Additionally, while authenticity
is often emphasized as a critical success factor, little empirical work has explored how
consumers themselves interpret authenticity in the context of short-form video (Yang &
Dongqi 2025). This gap highlights the need for a more nuanced, consumer-centred

understanding of purpose-driven branding in digital environments.

The purpose of this study is to explore how young adult consumers perceive purpose-
driven branding on TikTok, using the HOE model as an interpretive framework. The main
research question is: How do consumers perceive purpose-driven branding on TikTok
according to the HOE model? Three sub-questions guide the inquiry: Why do consumers
recall and recognize purpose-driven brands on TikTok? What type of emotions, attitudes
and associations consumers have of purpose-driven brands? What type of emotions,
attitudes, and associations do consumers experience after being exposed to purpose-driven
brands’ TikTok content? The research is based on a qualitative, exploratory methodology
utilizing semi-structured interviews and video elicitation with six active TikTok users.
While the findings are not generalizable due to the research design and use of convenience
sampling, they provide insights into how purpose branding is perceived on TikTok and
how the platform’s unique environment may shape consumer behaviour. The thesis is
structured into seven chapters, beginning with an introduction and theoretical foundations
in consumer behaviour and purpose-driven branding, followed by methodology, empirical

findings, discussion, and conclusions.
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1.1 Background of the study

The current decade can be highly characterized by the constant movement from one crisis to
another. In addition to Covid-19, the war in Ukraine resulted in rising energy prices which
accelerated a cost-of-living crisis in 2022 (UN Trade and Development 2022). Economic
uncertainty can cause issues to many companies that are not providing necessities such as
food or medicine, as increased macroeconomic uncertainty leads households to reduce
spending on non-durable goods (Coibion et al. 2024). PwC (2023) revealed in a survey that

69% of consumers are holding back on non-essential spending due to economic pressures.

Strong brands thrive in economic uncertainty; when markets are going down, strong brands
tend to decline more slowly, and as the markets recover, strong brands rebound more quickly
(Kantar 2024). Brand building reduces price sensitivity and therefore stronger brands can
charge more, and consumers are willing to pay more (Kite & Talbot 2023). Perhaps not by
chance, there has been a notable resurgence in brand-focused marketing strategies in the
recent years. According to Nielsen (2022), marketers surveyed said building brand
awareness was their top objective for the following year. Brands, such as Airbnb, have also
publicly stated that a shift from performance marketing to brand marketing was an effective

shift in marketing spend (Jefferson 2023).

Sustainability has emerged as a defining megatrend of the 21st century (Mittelstaedt et al.
2014), addressing critical challenges such as climate change and the depletion of natural
resources. Sustainability can have environmental, social, but also economic dimensions.
When sustainability and CSR issues are in the core of a company, it can be described as a
purpose-driven brand (Skees 2023). According to Statista (2024), out of companies focused
on packaged consumer goods, 12.1 % considered their brands' promise had a strong planet-
focused purpose in the United States in early 2023. Simultaneously, 17 % of respondents
mentioned lack of brand purpose as a reason to switch away from a favoured brand (Statista
2022). These market studies show the importance of having a purpose in the core of the

company’s branding.

How do companies do purpose branding then, and where? One of the most interesting new
digital channels is TikTok. In April 2024, TikTok was the fifth biggest social media platform
with 1,582 million monthly active users (Statista 2024a). Also, in 2024, on average adults in
the US spent almost as much time on TikTok daily as they spent on watching Netflix, and
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the time has increased linearly every year since 2019 (Statista 2024b). TikTok is best
leveraged as a platform for building brand awareness. TikTok’s content discovery system,
For You page (FYP), introduces users to new brands and products that they might not have
encountered otherwise. The platform’s algorithm delivers personalized content based on
users’ interests, creating a tailored discovery experience. (TikTok 2024b.) Video is a great
medium to build brand awareness and TikTok particularly is a known channel for discovery
and inspiration (TikTok 2021). In addition to consumers, marketers have also recognized the
app. In 2023, globally approximately 38 percent of decision makers planned to increase their

spend on social media in 2024 (Meltwater 2024).

This thesis provides a brief overview of how a group of young adults perceive the branding
efforts of purpose-driven brands on TikTok. The study focuses on CPG brands, as while
academic surveys directly comparing TikTok ad spend between business-to-consumer
(B2C) and business-to-business (B2B) are lacking, empirical and industry data show TikTok
has become a major paid media channel for CPG brands, whereas B2B firms continue

allocating budgets to platforms like LinkedIn and Meta (Lebow 2024).

1.2 Literature review

Purpose-driven branding is a relative rarely studied, new concept. Brand purpose is a long-
term, core aim that guides a brand’s identity and actions, focusing on societal impact beyond
profit (Williams et al. 2022). Purpose is different from a company’s mission or vision;
purpose can be defined as the underlying greater good a company wants to create in the
world by using its business (Skees 2023). Brand's purpose goes beyond traditional brand
attributes or functional benefits; it reflects the brand's commitment to creating positive
change in the world (Aaker 2014). Kjeldsen & Schmeltz (2024) make a difference between
a brand that is driven by its purpose and a brand with a purpose: purpose-driven companies
place a social mission at the core of their identity, prioritizing positive impact above all,
whereas brands with a purpose balance profit with meaningful goals, integrating purpose

into their strategy without making it their primary focus.

Companies can express their purpose through various CSR-related strategies integrated into
their operations and marketing. According to Kotler et al. (2012), these include promoting

social causes, linking product sales to donations, encouraging positive behaviour change,
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donating money or resources, supporting employee volunteering, and adopting ethical,
sustainable business practices. France et al. (2024) present the BEING framework to define
brand purpose through five key principles: going beyond profit, showing enduring

commitment, integrating values, nurturing stakeholders, and taking genuine action.

Bhattacharya et al. (2020) found that CSR strengthens brand value and quality, especially
during recessions. While it doesn't impact brand awareness or relevance, firms often
maintain CSR efforts in downturns, showing its importance as a long-term brand investment.
Purpose-driven brands can outperform competitors by forming emotional connections and
building trust, but their success depends on authenticity and consistent actions. When done
well, purpose branding boosts loyalty, purchase intent, and brand differentiation by
reflecting values important to today’s consumers. (Narayanan & Das 2022.) Overall,
purpose-driven brand strategies can generate positive cognitive, affective, and conative
outcomes, such as improved brand awareness and image, increased emotional engagement,

and stronger purchase intentions (Hajdas & Kleczek 2021).

1.3 Research questions

Although purpose-driven branding has gained significant attention in recent years, especially
in the context of sustainability and CSR communication, most existing research has focused
on traditional brand platforms and long-form media. Meanwhile, TikTok has rapidly
emerged as a key platform for brand discovery, emotional engagement, and storytelling
(TikTok 2024a; Chu et al. 2024), yet little is known about how consumers interpret purpose
branding in this specific context. Prior research emphasizes the importance of authenticity
in purpose-driven branding (Skees 2023) but lacks empirical insight into how authenticity
and emotional response unfold in short-form video content. As a result, there is a clear gap
in understanding how consumers recognize, recall, and perceive purpose-driven content on
TikTok, particularly when evaluated through frameworks like the HOE model, which
considers cognitive, affective, and behavioural dimensions of consumer behaviour. This
thesis addresses that gap by exploring consumer perceptions in a new environment and

context. The following research question (Q1) and sub-questions (SQ) are addressed:

Q1. How do consumers perceive purpose-driven branding on TikTok according to the HOE

model?
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The main research question aims to explore how consumers perceive purpose-driven
branding on TikTok through the lens of the HOE model. The focus is on examining how
consumers move through the cognitive, affective, and conative stages; how they become
aware of a brand, form emotional reactions and attitudes, and potentially develop

behavioural intentions.
SQ1: Why do consumers recall and recognize purpose-driven brands on TikTok?

The first sub-question aims to explore why consumers recall and recognize purpose-driven
brands on TikTok. The focus is on examining which brand elements, cues, or prior
experiences contribute to brand recognition and recall, and how the platform’s visual,
textual, and algorithmic features support this. This provides a background for the main
research question by shedding light on how brand awareness and recognition are formed in
a fast-paced, short-form content environment, particularly in the cognitive stage of the HOE

model.

SQ2: What type of emotions, attitudes and associations consumers have of purpose-driven

brands?

The second sub-question focuses on what kind of emotions, attitudes, and associations
consumers have regarding purpose-driven brands in general. The goal is to understand how
pre-existing brand perceptions, such as trust, authenticity, or scepticism, are shaped by prior
exposure, brand values, or the broader social meaning attached to these brands. This supports
the main research question by offering insight into the affective dimension of consumer

behaviour before content exposure.

SQ3: What type of emotions, attitudes, and associations do consumers experience after being

exposed to purpose-driven brands’ TikTok content?

The third sub-question examines what kind of emotional and cognitive responses are
triggered after being exposed to purpose-driven content on TikTok. The focus is on how
users interpret the message tone, storytelling, and credibility of the brand communication,
and whether it affects their perception of the brand’s purpose, authenticity, or value
alignment. This contributes to understanding how short-form video content influences brand
image and behavioural intent, aligning particularly with the affective and conative stages of

the HOE model.
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1.4 Delimitations

This master's thesis focuses on a sample collected through convenience sampling, which
inherently limits the generalizability of the findings. Therefore, further research employing
broader and more quantitatively rigorous methodologies is needed. Future studies could also
explore how variables such as age group, cultural background, social class, or wealth status

influence perceptions of purpose branding.

The focus of this thesis lies in differentiating between purpose-driven branding and green
marketing, with a particular emphasis on the concept of authenticity and the phenomenon of
greenwashing. Although this study concentrates on these aspects, related themes such as
brand activism, brands taking a stand, or even ideas associated with degrowth and the
perceived tension between profit-making and social impact also present compelling
directions for future research. For example, it would be valuable to examine how consumers
perceive a company’s profit orientation, whether profits are reinvested into business

development or directed toward charitable causes, in the context of purpose-driven branding.

The empirical context of this study is TikTok, a platform that offers a distinct mode of
content consumption based primarily on short-form video. This medium may shape user
interpretations differently compared to other social media platforms that rely more on images
or text. Consequently, exploring purpose branding in other digital environments or even in
offline contexts such as product packaging design could yield important insights, as the

possibilities for investigation in this domain are extensive.

This research is limited to the B2C context. The B2B sector involves its own unique
dynamics and was not within the scope of this thesis. Future research could thus extend the
examination of purpose branding into B2B settings to explore potential distinctions in

perception and strategy.

1.5 Theoretical framework

The theoretical framework of this study is grounded in the HOE model and three

interconnected branding concepts: brand awareness, brand image, and perceived brand
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authenticity. These elements form the theoretical framework through which purpose-driven

branding on TikTok is examined.

The central element of the framework is the HOE model, originally developed by Lavidge
and Steiner (1961), which outlines the sequential stages of consumer response to advertising:
cognitive (unawareness, awareness, and knowledge), affective (liking and preference), and
conative (conviction and purchase). Although traditionally viewed as a linear process, later
studies (e.g., Barry & Howard 1990; Kotler et al. 2019) acknowledge that consumers may
skip stages or engage with them simultaneously, especially in low-involvement or fast-paced
digital contexts such as TikTok. However, this model offers a useful structure for exploring

how different elements of purpose-driven communication influence consumer perception.

Brand awareness refers to the extent to which a consumer can recognize or recall a brand
(Keller 1993; Aaker 1996). It consists of brand recognition (confirming prior exposure) and
brand recall (retrieving a brand from memory with a cue) (Keller 1993). In this study, brand
awareness is examined both through consumers’ ability to recall and recognize purpose-
driven brands prior to video elicitation, and through the visual, auditory, and textual cues
present in TikTok content that influence recognition during the cognitive stage of the

consumer response.

Brand image encompasses the associations consumers form with a brand, including its
perceived attributes, benefits, and values. These associations are shaped by the tone, style,
and message of a brand’s content. (Keller 1993.) In the affective stage, this study examines
how purpose-driven branding influences emotional reactions, attitudes, and perceived

alignment between brand values and consumer expectations.

A key component influencing both affective and conative responses is perceived brand
authenticity. Authenticity refers to whether the brand is seen as honest, value-driven, and
consistent in its actions and communication (Skees 2023; Napoli et al. 2014). In this study,
perceived authenticity is explored through participants’ emotional reactions and brand-
related reflections during the video elicitation interviews, with special attention to how they

assess the sincerity, credibility, and alignment between the brand’s message and actions.

Thus, the theoretical framework brings together these three key branding concepts within

the structure of the HOE model. It enables the study to explore how cognitive recognition,
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emotional response, and behavioural intent are influenced by purpose-driven messaging on

TikTok. The theoretical framework is illustrated in Figure 1 below.

Brand marketing on TikTok Purpose-driven branding

/ \V' \Vr
Hierarchy of effects model

Cognitive stage Affective stage Conative stage

(Brand awareness) (Brand image) (Behavioral intent)

W

Perceived brand
authenticity

Figure 1: The theoretical framework of the study

1.6 Definitions

Brand marketing on TikTok can be defined as the use of short-form video and TikTok’s
algorithm-driven FYP to build brand awareness and consumer engagement by combining
discovery, authenticity, and interactive content in the form of both organic social media
content management and social media advertising (TikTok 2022; Chu et al. 2022; Dong et
al. 2023).

Purpose-driven branding reflects a company’s commitment to creating positive
environmental or social impact through its business. It goes beyond functional benefits,
emphasizing value-driven goals that differentiate the brand and showcase its dedication to

meaningful change (Skees 2023; Aaker 2014).

The HOE model can be defined as a sequential framework describing how consumers

progress from the cognitive stage (unawareness, awareness and knowledge) to the affective
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stage (liking and preference), and finally to the conative stage (conviction and purchase) in

response to marketing communication (Lavidge & Steiner 1961).

Perceived brand authenticity refers to the consumer’s evaluation of a brand as genuine, true
to its values, and consistent in its actions and communications, often linked to perceptions

of sincerity, credibility, and transparency (Napoli et al. 2014; Skees 2023).

1.7 Research methodology

This study adopts a qualitative exploratory research design to investigate how consumers
perceive the brand image of purpose-driven brands on TikTok. As the topic represents an
emerging field with limited existing academic literature, an exploratory approach is
appropriate to gain in-depth understanding and uncover new insights. This research aims not
to generalize findings to a larger population, but rather to explore individual perceptions,
emotional responses, and meaning-making processes related to purpose branding in a social

media context.

Data were collected through semi-structured interviews with six participants, all of whom
were active TikTok users and aligned with the target demographic of young adults. To ensure
the richness of the data, the interview protocol incorporated video elicitation as a method for
prompting discussion and emotional engagement. Participants viewed selected TikTok
videos from six CPG brands, chosen based on their visibility, clarity of purpose, and activity

on the platform. This technique was particularly suitable given TikTok’s visual format.

The interviews were audio-recorded, transcribed, and analysed using qualitative content
analysis with an inductive coding strategy. The goal was to identify recurring themes and
patterns related to brand awareness, emotional resonance, and perceived authenticity. While
the study employs convenience sampling, efforts were made to ensure diversity in terms of
gender, professional background, and social identity. Given the qualitative and context-
sensitive nature of the research, the findings are not meant to be statistically representative
but aim to provide rich, interpretive insights into the consumer-brand relationship in the

context of purpose-driven TikTok marketing.
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1.8 Structure of the thesis

The thesis is divided into seven chapters, followed by the references. Chapter 1 introduces
the study by outlining the background, reviewing prior literature, and presenting the
research questions, delimitations, theoretical framework, definitions, and methodological
choices. Chapter 2 focuses on the HOE model. It examines the cognitive stage through
brand awareness and associations, the affective stage through brand image, emotions, and
attitudes, and the conative stage through behavioural intentions. Chapter 3 explores how
purpose is communicated, considers TikTok as a purpose-driven branding channel, and
addresses challenges such as scepticism and greenwashing. Chapter 4 presents the research
methodology, including data collection, the use of video elicitation as a research technique,
the sampling process, data analysis, and issues of reliability and validity. Chapter 5 reports
the research findings. These are structured thematically in relation to the research
questions. Chapter 6 discusses the findings in relation to the theoretical frameworks. The
chapter also outlines the study’s theoretical contributions, managerial implications, and
limitations, while offering directions for future research. Then, chapter 7 concludes the

thesis by summarizing the key findings.
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2 Hierarchy of effects model

Consumer behaviour has been studied for more than a century. From a four-step model
AIDA (Lewis 1900) to advertising-focused DAGMAR (Colley 1961), the HOE model and
its detailed stages help us understand every stage of consumer buying process. HOE model
was first introduced by Lavidge & Steiner (1961) who broke buying process into seven
stages: unawareness, awareness and knowledge (cognitive dimension), liking and preference
(affective dimension), and finally, conviction, and purchase (conative dimension). Later,
Barry & Howard (1990) argued, that the buying process is not always precisely linear as
some consumers might, for example, skip certain steps e.g. the affective dimension. This

could be more likely in low-involvement product categories.

Related behavioural Movement toward
dimensions purchase
PURCHASE
CONATIVE y
The realm of motives. Ads
stimulate or direct desires. CONVICTION
AFFECTIVE PREFERENCE
The realm of emotions. Ads
change attitudes and feelings. LIKING
COGNITIVE
KNOWLEDGE
The realm of thoughts. Ads 1
provide information and facts.
AWARENESS

Figure 2: Hierarchy of effects model (Lavidge & Steiner 1961)

Belch & Belch (2015) highlight, that consumers could even develop liking or preference to
products or brands prior gaining knowledge about them, and therefore, marketers should

understand in which stage the consumer is in, to tailor marketing communications
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accordingly. The buying process can also be modified with correct marketing activities.
According to Smith et al. (2008), creative advertisement can affect the traditional HOE
model, as highly relevant and divergent ads can move consumers more quickly through the

hierarchy.

What links all these studies together is the assumption that cognition precedes emotion.
Later, academics have discussed whether affective responses occur before cognitive
evaluations (Zajonc 1980). According to Zaltman (2003), emotions lead 95% of consumers’
decision-making situations. Kotler et al. (2010) have also stated, that the “decision to buy

and be loyal to a brand is greatly influenced by emotions.”

Modern advertising models like AISDALSLove highlight that consumers now actively
search for information, evaluate products emotionally, and share experiences online. These
interactions shape deep feelings ranging from hate to strong brand love and influence others.
(Wijaya 2012.) Kotler at al. (2019) introduce the five A’s model, in which the stages of
aware, appeal, ask, act, and advocate reflect how customer decision-making has evolved in
the era of connectivity. It recognizes that decisions are now shaped by social influence,
community input, and online engagement, and loyalty is no longer just about repeat buying,
but also about a consumer’s willingness to recommend a brand. Although these models have
differences with various emphasis on different aspects, the three stages of cognitive,
affective, and conative dimensions still have their purposes in evaluating consumer

perceptions of a brand.

2.1 