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In the world of commerce, where products and profit margins often take
center stage, a refreshing crescendo is emerging: brands supporting social
causes. But what do consumers really think about this harmonious blend of
business and benevolence? Is it striking the right chord, or does it sound
like a marketing gimmick? 

Many participants express strong support for brands taking action on
social issues, viewing it as an essential component of modern business
practices. This perspective is grounded in the belief that brands have the
resources and influence to effect positive change in society.

"I believe it is important. It will help moderate societal issues." (Male, 37)

"It is important to me because people have to take on causes, especially
one that requires improving life and living." (Male, 30)

"Very important as it can raise awareness of smaller charities." 
(Female, 46)
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THE RESONANCE OF RESPONSIBILITY



Consumers tend to connect most strongly with
causes that have a personal impact or relevance in
their lives. Personal experiences and emotional
ties often shape their priorities, making them more
engaged and supportive of issues like mental
health, food security, and animal welfare. This
connection deepens their sense of purpose and
loyalty toward brands that champion these causes.

”Supporting food banks is important. I see
firsthand how needed these donations are."
(Female, 54)

"Animal welfare, kind treatment of the animals."
(Female, 57)

CAUSES THAT RESONATE WITH
CONSUMERS
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THE ENVIRONMENTAL EDGE:
GREENER PASTURES

The environment remains a major focus for many
consumers, with issues related to sustainability,
climate change, and ecological conservation often
capturing their attention. These causes are not just
trendy; they are seen as essential for the survival and
well-being of our planet.

"Sustainability and reducing carbon footprint
attracts my attention more because every other
thing is connected to this. The future of human
existence is dependent on how we live today."
(Female, 34)

"Lowering the emission of greenhouse gases.
Producing more eco-friendly products that can be
recycled." (Female, 34)

"I try to buy from businesses that I perceive as
being environmentally friendly now and
sustainable." (Female, 46)
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THE SOCIAL EQUALITY SYMPHONY:
MARCHING FOR JUSTICE

Social equality and justice are powerful motivators
for consumers who are attuned to issues of fairness,
diversity, and inclusion. These causes often attract
those with a keen awareness of societal inequalities
and a desire for systemic change.

"Mental health awareness, racial equality, LGBTQ,
the environment, these all resonate with me."
(Male, 37)

"Homelessness and animal welfare. Feel strongly
that animals should be protected and humans have
adequate shelter." (Female, 45)

"L'Oreal has a no to street harassment campaign
with Suzy Lamplugh charity." (Male, 31)
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THE IMPACT EQUATION: 
WHY THESE CAUSES MATTER

Consumers are most drawn to causes they
see as having meaningful ethical and
societal impact. Issues like reducing
suffering, promoting environmental
sustainability, and protecting animal
welfare resonate deeply, reflecting a
shared desire to contribute to a more
compassionate, responsible, and
sustainable world.

"All these causes are important because
they address issues that are causing
suffering or problems and can be
addressed by taking action." (Male, 37)

"Lowering the emission of greenhouse
gases. Producing more eco-friendly
products that can be recycled." 
(Female, 34)

"They need to live a good happy life."
(Female, 57)
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EMOTIONAL ECHOES

Emotions run high when consumers think about brands contributing to
social causes. The overarching feelings are those of positivity, hope, and
motivation. They provide a sense of personal fulfillment and alignment with
consumers’ values. People derive happiness from the collective effort of
helping others, which enhances overall satisfaction.

The concept of trust emerges as a strong emotional response, with
consumers expressing confidence in brands that champion social causes.
The hope extends beyond the present, indicating that brand actions can
inspire long-term loyalty and trust.

"I'm always happy, motivated, feel positive and optimistic." (Female, 35)

"Trust, admiration, hope, positivity, empowerment, loyalty, inspiration."
(Male, 37)

"Happiness that they and I are helping others. Satisfied that they are
making a difference." (Male, 48)

"Inspiration, hope, encouragement, positivity, engagement with the
cause." (Male, 37)
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THE BRAND CONNECTION: ALIGNING CORPORATE
ACTIONS WITH CONSUMER VALUES
For brands, understanding the causes that resonate with consumers is
crucial in forging genuine connections and fostering loyalty. When brands
align with causes that reflect consumers’ values, they strengthen emotional
connections and foster loyalty. 

Social responsibility becomes a key factor in purchasing decisions, with
consumers more likely to support brands they see as ethical, community-
focused, and purpose-driven. This alignment builds trust and deepens
long-term brand relationships.

"I personally value any brand that supports a good cause and I am glad
that brands are supporting communities." (Male, 37)

"I am more tempted to buy from brands that have a moral and ethical
focus." (Male, 37)

"I shop only with brands I consider to be socially responsible." (Female,
34)

SHOPPING DIARIES UK 2025



THE MOTIVATIONAL MELODY

Understanding the ‘why’ behind brands’ involvement in social causes
reveals a complex interplay of motivations. For some, it’s about staying
competitive in today’s marketplace. Brands engage in social causes as a
strategic move to differentiate themselves and appeal to socially conscious
consumers. 

Some also argue that brands have both corporate and ethical missions,
indicating that social responsibility is part of their holistic approach.
However, there are more skeptical stances, viewing these efforts as
primarily marketing strategies. 

"Part of it is to remain competitive in the marketplace." (Male, 48)

"It is often branded as a genuine effort but it is almost always a marketing
strategy." (Male, 37)

"I see it as more market-driven. But what does it matter? Causes that
require human intervention ought to be taken up regardless of the
intention." (Male, 30)
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ALTRUISM AND ETHICAL
COMMITMENTS

Some consumers view social responsibility as a
core aspect of a brand’s identity, not just a
marketing tactic. They believe that certain
brands are guided by genuine ethical values and
a sincere desire to contribute positively to
society. This perspective highlights a trust in
brands that balance business goals with a
commitment to the greater good.

"I think brands have a corporate mission which
sits alongside their ethical mission." (Male, 37)

"Brands are driven by a passion for humanity,
not just marketing." (Female, 34)

"Some brands are socially responsible because
they actually really care." (Female, 34)
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THE SYMPHONIC IMPACT

The alignment of consumer values with brand
actions can significantly influence purchasing
decisions and brand loyalty. Many respondents
express a sense of involvement and community
when supporting brands that align with their
values. These insights emphasize that when
brands strike the right chord with social causes,
they can foster long-lasting consumer loyalty
and trust.

"Patronizing them makes you feel you are part
of something good." (Male, 30)

"I would absolutely be more loyal to a brand
that supports the same as me." (Female, 35)

"Supporting food banks is important. I see first
hand how needed these donations are."
(Female, 54)
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Social causes are no longer just an afterthought for consumers; they are
becoming a decisive factor in shopping decisions. Consumers are
increasingly making purchasing decisions based on a brand’s alignment
with their personal values. Social responsibility and ethical practices are
becoming key drivers of brand loyalty, with many individuals consciously
choosing to support companies that reflect their moral and ethical
beliefs.

"I am more tempted to buy from brands that have a moral and ethical
focus and over time I tend to drift towards brands that have a strong
ethical mission." (Male, 37)

"Yes, I shop only with brands I consider to be socially responsible."
(Female, 34)

"I would absolutely be more loyal to a brand that supports the same as
me." (Female, 35)

CAUSE-DRIVEN CHOICES: 
WHEN ETHICS MEET SHOPPING CARTS
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In the modern marketplace, many consumers aspire to support socially
responsible brands that align with their personal values. One of the most
substantial barriers consumers face in supporting socially responsible
brands is the often higher price point associated with ethically produced
goods. This financial hurdle can be a significant deterrent, particularly for
those on a budget.

"There are some barriers, the biggest barriers are cost, as ethical brands
can sometimes have more expensive products which is the most
obvious barrier as I do not have much money to spare." (Male, 37)

"Sometimes it’s cheaper to buy from businesses that might not have the
best ethics which is important when you’re on a limited budget."
(Female, 46)

"Cost of purchasing as on a budget currently." (Female, 45)

The pursuit of aligning consumer behavior with personal values can be
emotionally taxing, as individuals grapple with feelings of guilt,
frustration, and helplessness when faced with the limitations of their
purchasing power.

THE PARADOX OF CONSCIOUS CONSUMERISM:
PRICE POINTS AND POCKETBOOKS
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Another barrier to supporting socially
responsible brands is the difficulty in
accessing clear and reliable information
about a company's ethical practices.
With so much information available, it
can be overwhelming for consumers to
discern which brands genuinely uphold
their social responsibility promises.

"Knowing who is doing the right thing.
It takes research." (Female, 54)

"The only barrier that I face is knowing
the genuine intentions behind what
brands propose to their customers."
(Male, 37)

INFORMATION OVERLOAD
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INCENTIVES FOR IMPACT

Beyond standard practices, brands can explore
creative incentives that bolster their appeal and
encourage consumers to engage more deeply
with their social initiatives. Creative incentives
can enhance a brand’s appeal by encouraging
socially responsible behavior. 

Rewarding actions like using sustainable
packaging, recycling, or supporting inclusivity
with loyalty points, discounts, or special
experiences not only promotes ethical practices
but also strengthens consumer engagement and
loyalty.

"Like giving out points, making use of recycle
plastic or bags." (Female, 35)

"Quiet shopping times, freebies." (Female, 35)

"You could earn points or discounts.”
(Female, 27)
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THE CRESCENDO OF CRITIQUE

Despite the positive reception, some
participants express skepticism, questioning the
authenticity of brands' motives and viewing
actions on social issues as marketing strategies
rather than genuine efforts. Such skepticism
highlights the importance of transparency in
brand communications to mitigate doubt and
enhance credibility.

They think brands are trying to capitalize on the
current social atmosphere. To truly resonate
with consumers, brands must ensure that their
social efforts are perceived as genuine and
impactful, rather than mere marketing ploys.

"Always marketing-driven to cash in on the
atmosphere." (Male, 31)

"It is often branded as a genuine effort but it is
almost always a marketing strategy." (Male, 37)
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Determining the sincerity of a brand's social
initiatives is crucial for consumers who seek
to support authentic and impactful causes.
Consumers employ a variety of methods to
gauge sincerity. Observable results and
transparency are key indicators of sincerity. 

"By reading their brand mission and
judging how well they are doing by what
you can measurably see, the quality of
their products and news stories." (Male,
37)

"By conducting surveys to gauge
customers' perceptions of the brand's
sincerity and the impact on social
initiatives." (Female, 34)

"Transparency, detailed reports, first-hand
accounts of people who are being
supported and what their future goals
are." (Male, 37)
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THE SINCERITY SCALE



Consumers define responsible brand behavior
through a lens of transparency, ethical practices,
and measurable impact. They expect companies
to treat employees, customers, and communities
with respect, use ethically sourced materials,
and prioritize environmentally sustainable
practices. These expectations reflect a values-
driven approach to evaluating brand integrity.

"A brand doing the right thing should have
clear goals and allow you to understand and
measure the impact they are making." (Male,
37)

"A company that offers a good environment for
staff, provides a good service to customers, and
also pays attention to the local community."
(Male, 48)

"Using ethically sourced materials, paper bags
instead of plastics, and protecting the
environment." (Female, 34)
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MORAL COMPASSES



Adidas and Nike: Champions of Environmental Conservation

Implemented initiatives to reduce environmental impact, such as using
recycled materials and improving supply chain efficiency.

"I think sporting brands like Adidas and Nike do a great job in
supporting environmental conservation." (Male, 37)

Apple and Google: Pioneers of Tech Sustainability

These tech giants have committed to using renewable energy sources
and minimizing their carbon footprint.

"Apple and Google who have a net-zero waste and emission policy."
(Male, 37)

BRAND HALL OF FAME: 
EXEMPLARS OF SOCIAL RESPONSIBILITY
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Amazon: Innovating for a Greener Future

Amazon's introduction of electric delivery vans represents a significant
step towards reducing transportation emissions. The company's focus on
supporting local businesses and environmental preservation
demonstrates a holistic approach to corporate responsibility.

"Amazon also uses electric vans and has good standards on supporting
local businesses and preserving the environment." (Male, 37)

Allbirds and Ninety Percent: Social Impact through Innovation

Allbirds is known for its sustainable footwear, made from natural
materials like merino wool and eucalyptus fibers, and its commitment to a
carbon-neutral business model.
Ninety Percent, with its unique business model of sharing 90% of profits
with charitable causes, highlights a radical approach to ethical fashion.

BRAND HALL OF FAME: 
EXEMPLARS OF SOCIAL RESPONSIBILITY
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Social Bite: Feeding and Empowering Communities

Social Bite's innovative business model uses profits to
address homelessness, offering job opportunities and meals
to those in need.

"Social Bite provides a healthy lunch to customers and puts
profits into feeding those that are homeless." (Male, 48)

Pampers: Supporting Families with Empathy

Pampers' initiative to support children with bed-wetting
issues addresses a sensitive topic with understanding and
care.

"The Pampers bed-wetting initiative where children are not
isolated or stigmatized." (Male, 30)

TOMS: Walking the Talk with Social Good

TOMS pioneered the one-for-one giving model, directly
linking consumer purchases to charitable donations.

"TOMS donates a pair of shoes for every pair sold." 

BRAND HALL OF FAME: 
EXEMPLARS OF SOCIAL RESPONSIBILITY
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This exploration reveals that social responsibility is no longer a peripheral
expectation—it’s a central component of how consumers evaluate and
connect with brands. While many appreciate and even expect businesses
to support social causes, their trust hinges on one key factor: authenticity.
Consumers are willing to reward brands that act with sincerity,
transparency, and measurable impact—but are equally quick to
disengage when they sense superficiality or opportunism.

In a marketplace where value alignment increasingly dictates consumer
loyalty, social impact is not just good ethics—it’s smart business. Brands
that manage to harmonize commercial success with genuine purpose are
not only shaping a better world but also future-proofing their relevance in
the hearts and minds of consumers.

FINAL NOTE: STRIKING THE RIGHT CHORD BETWEEN
PURPOSE AND PERCEPTION
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Be Authentic, Not Performative
Act on real values—don’t use causes as marketing props.

Show Transparency and Results
Share clear goals, actions, and measurable outcomes.

Match Consumer Values
Support causes your audience genuinely cares about.

Make It Easy to Support
Keep ethical choices affordable and incentivized.

Walk the Talk Internally
Reflect your values in how you operate and treat people.

Own the Journey
Admit imperfections, share progress, and keep improving.

Incentivize Positive Action
Encourage socially responsible behavior through creative
rewards—like loyalty points, discounts, or exclusive perks
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For more...
www.twentify.com/shoppingdiaries


