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The C.R.E.D.O. Model:
Designing a 
Purpose-Driven Brand
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Larry Fink, BlackRock chief executive officer (2018)
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Society is demanding that companies, both public and private, serve 
a social purpose. To prosper over time, every company must not 
only deliver financial performance, but also show how it makes a 
positive contribution to society.
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DEFINING BRAND PURPOSE
“A statement that sets out how brand management intends to achieve social 
impact through brand-related actions. It generally includes specific societal 
causes that will be supported through its day-to-day  operations, non-business 
special events, and lobbying efforts.” 

— The American Marketing Association (AMA)

“Relates to the higher-order mission of brands and their broader social goals”

— Kevin Keller, Dartmouth Professor & Branding Expert

“An aspirational reason for being that inspires action that benefits shareholders 
and stakeholders, as well as global societies” 

— Jim Stengel, former Global Marketing Officer at Procter & Gamble
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Transcendent value

Transformational 
value

Emotional 
value

Functional 
value

What value does your brand offer?

Seeking to change society 
(e.g., CSR, activism)

Solving for “jobs to be done” 
at a competitive price

Enhancing positive and 
reducing negative feelings

Improving people’s lives (e.g., 
healthier habits, well-being)
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Adapted from Almquist, Senior, and Bloch 2016



KEVIN  KELLER ’S BRANDING 101   
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Purpose Exists Here

Purpose can Drive Uniqueness
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Product

Place

Promotion

Price

Integrating Purpose Using Traditional 
Brand Management Frameworks 

Xbox introduced a more accessible controller in 2018
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Product

Place

Promotion

Price

P&G innovated 
products that require 
less water in 
partnership with NASA

Integrating Purpose Using Traditional 
Brand Management Frameworks 
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Product

Place

Promotion

Price

United Healthcare is building affordable housing ($800m; 
19k units to date) to house and service unhoused 
populations, which has the add-on benefit of reducing the 
cost of medical care (in some markets, 1% of ER patients 
were 30% of hospital costs)

Integrating Purpose Using Traditional 
Brand Management Frameworks 
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Product

Place

Promotion

Price

Integrating Purpose Using Traditional 
Brand Management Frameworks 

Nike’s controversial (at the time) decision to make Colin Kaepernick the 
face of its 30 year anniversary “Just Do It” campaign, amid lagging sales
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Product

Place

Promotion

Price

Integrating Purpose Using Traditional 
Brand Management Frameworks 

Patagonia’s campaign to benefit the environment by reducing waste 
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Product

Place

Promotion

Price

Integrating Purpose Using Traditional 
Brand Management Frameworks 

Many retailers have a “round-up for charity” at checkout



WHAT 
SOCIETAL  
PROBLEMS 

NEED 
F IX ING?
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TOOLS  FOR CREATING BRAND 
PURPOSE
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Corporate	Social	
Responsibility	

(CSR)

Lobbying

Brand	Activism

Internal	
initiatives

External	
initiatives

EY’s model

How to make a social impact?



IS  CONTROVERSY GOOD?
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Google Search Trends for Nike 2017-2022

Kaepernick 
Announced as 
Spokesperson
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Activism

Small companies (less than 33% market share) can gain
like-minded customers who favor the activism

Net gain of customers 
for small share 

companies

Hypothetical large share 
company before activism

Hypothetical large share 
company after activism

Hydock et al.

Current 
customers Potential

Controversial Activism Can Help or Hurt
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Activism

People react more strongly to negative information than positive information 
(“negativity bias”); thus, large (33%+ market share) firms risk losing more 

customers than they gain

Net loss of customers for 
large share companies

Hypothetical large share 
company before activism

Hypothetical large share 
company after activism

Hydock et al.

Controversial Activism Can Help or Hurt
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My research finds that large companies (approx. 300 Fortune 
500 companies) can profit from activism when it aligns with 

stakeholders’ ideologies

Level of Deviation:
Group 1

29%

Group 2

9%

Group 3

10%

Group 4

11%

Group 5

7%

Group 6

11%

Group 7

10%

Group 8

12%

from Customers Low Low Low High Low High High High
from Employees Low Low High Low High High Low High

from Government Low High Low Low High Low High High

Stock return .71%** .39% .01% -.62%* -1.79%** -.26% -.94%** -2.45%***

Quarterly Sales 
Growth

.084*** .085** .042*** .0095 .034** .017 -.051* -.040**

Annual Sales Growth .12*** .081** .10*** .0044 .045** .0097 -.053* -.043**

***p < .01, **p < .05, *p < .10 

Alignment boosts stock 
return and sales growth 
(Nike Effect)

Misalignment has a 
stronger negative effect 

on stock and sales
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-1% +2%

SAME STANCE CAN HAVE 
D IFFERENT REACTIONS



RESEARCH-DRIVEN INSIGHTS
Brand Activism can enhance investor and sales response, when:

• It’s authentic to the brand

• It aligns with stakeholders 

• It’s timely; early movers are seen as more selfless (vs. profit-driven)

Negative effects can be minimized when:

• It’s part of a coalition (many firms signing on)

• Business interest is communicated

• Commitment seems low (statement vs. action)

• It doesn’t come from the CEO (e.g., PR team or CMO)
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Note: research in psychology 
shows that “staying silent” on 
issues implies tacit agreement 
with the unpopular view
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What predicts first-
mover brands 
responding to Roe 
vs. Wade decision?

- CEO ideology

- Women CEO

- Women on board

- Size of company

- Sector 

- Physical geography

- ESG strategy
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What predicts first-
mover brands 
responding to Roe 
vs. Wade decision?

- CEO ideology

- Women CEO

- Women on board

- Size of company

- Sector 

- Physical geography

- ESG strategy



THE C .R .E .D.O.  
MODEL
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DESIGNING BRAND PURPOSE
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1. Charting: Identifying stakeholders, important societal issues, and their 
stances

2. Risking: Evaluating the upside risk (increased sales, reduce costs) and 
downside risk (government retaliation, boycotts, walk-outs)

3. Evangelizing: Develop an internal and external integrated 
communication strategy to connect your brand to its purpose

4. Demonstrating: Identify key events or investment opportunities to 
provide concrete examples of your brand’s commitment to its purpose

5. Oversighting: Systematized monitoring of stakeholders and societal 
issues to update your brand’s purpose over time



CHARTING
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Key Stakeholders 
Who has an interest in your brand 

(current and potential)?

Customer Segments

Employee Groups

Government Regulators

Other?

Key Sociopolitical Issues 
What are high-priority issues and each 

group’s stance?

Current Brand Associations
Is your brand already connected to 

these issues in any way?
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Central elements of 
purpose
Using charting data, 
what issues/stances are: 

1. aligned across 
stakeholders, 
and 

2. aligned with 
your brand? 

Peripheral elements 
of purpose
Which issues/stances 
are:
1. Partially aligned 

across 
stakeholders

2. Aligned with 
stakeholders but 
not brand

RISKING



EVANGELIZ ING
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Elements of Purpose
List the top three central elements of 

purpose (issue and stance)

Element #1

Element #2

Element #3

Peripheral elements?

Internal Communication 
Strategy

How to engage employees?

External Communication 
Strategy

How to engage customers?



DEMONSTRATING
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Elements of Purpose
List the top three central elements of 

purpose (issue and stance)

Element #1

Element #2

Element #3

Peripheral elements?

Key Events
What known events to engage 

(proactive) and what events and how 
to respond to immediately (reactive)?

Key Investments
Consider outside investments (e.g., 

United Health example) or 4 Ps (e.g., 
product, promotion)



OVERSIGHTING
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Implement and 
monitor

Key personnel and 
systems (e.g., social 
media monitoring)?

Re-evaluate shifting 
stakeholders’ sociopolitical 
landscape to update plan 

over time

Formulate plan

Steps 1-4
Oversighting means 
routine monitoring 
and finding and 
addressing missteps. 



DEBRIEF

STAKEHOLDER 
ALIGNMENT
• How easy/difficult was it to 

identify elements of 
purpose (issues/stances)?

• What resources at your 
organization would facilitate 
“charting?”

• Were any issues clearly 
aligned/misaligned across 
brands/stakeholders?

PERFORMANCE 
IMPACT
• Were elements of purpose 

connected to revenue 
generation or cost 
reduction?

• How would a purpose-
driven approach affect 
customer acquisition, 
expansion, and/or 
retention?

EXTERNAL 
PARTNERSHIPS?
• When considering elements 

of purpose, could your firm 
benefit from external 
partnerships? 

• Is simply giving money to a 
charity enough to generate 
a strong sense of brand 
purpose? D
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CAUTIONARY 
TRENDS
• Moral outrage attracts attention and is a 

tool used by news and social media (see 
Max Fisher’s “The Chaos Machine”)

• Political divisions are sharpening at a faster 
clip

• Employees and consumers feel increasingly 
empowered in the wake of many social 
justice movements (gay marriage, #MeToo, 
BLM, etc.) and the great resignation

• Managing brands in this era means quickly 
navigating turbulent waters

…keeping poised and purposeful 
may provide a lasting positive legacy! D
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THANK YOU
Joshua T. Beck

jbeck2@uoregon.edu
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