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Abstract

This study deals with the characteristics of brand activism, and brands strategically find expression
methods suitable for brand activism and affect consumer loyalty. In other words, the purpose of this study
is to investigate the effect of the characteristics of brand radicalism (issue suitability, specificity of
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behavior, and consistency) on consumer loyalty. Through the method of research, the characteristics of
brand radicalism (issue suitability, specificity of behavior, and consistency) are set as causal variables,
loyalty is set as outcome variables, and the causal relationship between the two is to be proved.
Documents on the definition, characteristics, and loyalty of brand radicalism also confirm their concepts and
characteristics. Research models and research hypotheses were established based on prior research, and the
survey was conducted after being specifically explained as a specific event of sports brand radicalism. The
survey consisted of four variables and demographic surveys affecting brand radicalism, and was conducted
online for two weeks from May 18, 2022. A total of 210 people participated in the survey, and 180
answers were used as research data to conduct multiple regression analysis using sps statistics. The
specificity and consistency of brand radical behavior are known to have a positive effect on the loyalty of
sports brands. In this study, when sports brands express their positions against brand radicalism, they can
provide theoretical support, express radical positions, and take concrete actions on solving social problems
and maintain consistency in their positions. Efforts can be made to increase consumer loyalty in the
concreteness and consistency of actions.

Keyword : Activism, Brand Activism, Loyalty, Sports Brand
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[Table 3] Consumer Social Issues Interests
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[Table 4] Operational definitions of variables and survey content
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[Table 6] Multiple Earnings Analysis Results On Characteristics and Loyalty of Brand Activism
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