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ABSTRACT  

 

This dissertation aims to understand the impact of George Floyd's death on CSR practices, 

brand reputation and brand equity, specifically regarding the Nike brand. Specifically, the 

goal of this research is to understand how Nike's Corporate Social Responsibility (CSR) 

policies concerning George Floyd's death and the Black Lives Matter Movement impacted 

Nike's brand equity and reputation. The mediating role of Nike's reputation on the relationship 

between Nike's CSR and Nike's brand equity is analysed.  

Based on the literature review, an online questionnaire was conducted, and results show that 

Nike's CSR positively impacts Nike's brand equity and reputation. Additionally, results 

showed that Nike's reputation fully mediates the impact of Nike's CSR policies on brand 

equity. 

An in-depth analysis was further conducted with a special focus on Nike's CSR anti-racist 

policies. Findings indicate once more the positive effect of Nike's CSR anti-racist policies on 

Nike's reputation and brand equity, and a full mediation effect of Nike's reputation is also 

verified. 

This dissertation provides valuable insights on the role of racism as a source of impact on a 

brand's CSR, reputation and equity, as well as the indirect effect of brand reputation on the 

causal relationship between CSR and brand equity. Theoretical and managerial implications 

are provided. 
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SUMÁRIO 

 

Esta dissertação tem como objetivo compreender o impacto da morte de George Floyd nas 

práticas de Responsabilidade Social e na reputação e imagem da marca, especificamente em 

relação à marca Nike. Especificamente, o objetivo é entender o impacto das práticas de 

Responsabilidade Social da Nike em relação à morte de George Floyd e o movimento Black 

Lives Matter no valor da marca e na reputação da Nike aos olhos dos consumidores. O papel 

mediador da reputação da Nike no relacionamento entre a Responsabilidade Social da Nike e o 

valor da marca foi analisado. 

Com base na literatura, foi realizado um questionário online e os resultados mostram que a 

Responsabilidade Social da Nike afeta positivamente o valor e a reputação da marca. 

Adicionalmente, os resultados do modelo de mediação mostraram que a reputação da Nike 

media totalmente o efeito da Responsabilidade Social da Nike no valor da marca. 

Uma análise aprofundada foi conduzida com foco nas políticas anti-racistas de 

Responsabilidade Social da Nike. Os resultados apresentaram novamente um efeito positivo 

das políticas anti-racistas de Responsabilidade Social da Nike sobre a reputação da Nike e o 

valor da marca, e um efeito de mediação total da reputação da Nike. 

Esta dissertação oferece uma visão importante sobre o papel do racismo como fonte de impacto 

na Responsabilidade Social, reputação e valor de uma marca, e o papel da reputação como 

mediador da relação causal de Responsabilidade Social e valor da marca. São apresentadas 

implicações académicas e administrativas. 
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1. Introduction 

1.1. Background 

On May 25, 2020, in Minneapolis, George Floyd died at the hands of officer Chauvin 

who kept his knee in Floyd's neck for around eight minutes after several urges for him to stop, 

repeating more than 20 times, "I can't breathe" (Hill et al., 2020). This situation ignited a racial 

turmoil in the U.S that quickly escalated worldwide. People protested for days and called for 

the attention of social problems such as police brutality, white supremacy, and racial 

discrimination, dreaming that justice would be made. In fact, on the 20th of April 2021, ex-

police officer Chauvin was found guilty on all three charges, a very rare ending against police 

violence (Eligon et al., 2021). 

Throughout this process, companies and associated brands did not stay silent. They 

showed their political stance by announcing Corporate Social Responsibility (CSR) practices 

to support the black community through donations, social media posts and internal procedures 

(Braithwaite, 2020).  

At that moment, consumers craved genuine concern and action towards this social 

problem.  According to a survey conducted by Consulting.us (2020), 60% of Americans stated 

that firms had to take a stand and dispute racial injustice. Considering the magnitude of this 

event, and as customers became increasingly aware of how companies reacted and addressed 

the situation via the announcement of CSR practices, their perceptions towards brands changed 

as well. Specifically, in what concerned Corporate Brand Equity and Reputation while affecting 

overall brand performance (Cowan & Guzman, 2020).  

Amongst the brands that reacted to the George Floyd case is Nike. Nike is a renowned 

multinational sportswear company. Nike is famous for its Converse and Jordan brands and its 

slogan 'Just Do It'. The brand reacted to the killing of George Floyd powerfully by releasing a 

video with their transformed slogan into "For Once, Don't Do It", which addresses racism and 

urges the viewer to take a stand against racism and be part of the change. This advertisement 

was posted on its website and social media accounts (e.g., Instagram, Twitter and YouTube). 

The video went viral, with approximately 1.2 million views on YouTube and 16.4 million views 

on Instagram, with many celebrities sharing it on their accounts. 

Nike also showed commitment to the black community by declaring a donation of a 

total of 140 million dollars commitment on behalf of the Nike and Jordan brands and Michael 
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Jordan, which goes hand in hand with their goal of impacting and doing well for their 

communities to advance a more just and equal society for Black Americans.  

Furthermore, Nike has a history of supporting racial-related causes. For instance, in 

2017, Colin Kaepernick, an American football player and social activist, stood on his knee 

during the national anthem on several matches to draw attention to police killings of African 

Americans and other injustices happening in the USA (Kelner, 2018). Followed by several 

requests by the NFL to stand up during the anthem, Kaepernick refused, leading in 2018 to no 

team offering him a contract. Kaepernick filed a lawsuit against the NFL on collusion. At that 

time, Nike made Kaepernick the face of the brand, besides the high chances of backfiring, and 

published an advertisement with a strong message: "Believe in something. Even if it means 

sacrificing everything.". Very divisive opinions were shared since many people published 

videos burning their Nike products. However, Nike's sales rose 31% in the week following the 

release of the advertisement (Pengelly, 2018), and Nike received an Emmy for the video 

(Draper & Creswell, 2019). Nevertheless, Nike stood out as a matchmaker between Social 

Responsibility and Brand Equity, which boosted the brand's reputation.  

Nike is a company known for its responsible policies in several areas with high levels 

of CSR activity (Bhattacharya & Sen, 2004), including racial issues, has already a reputation in 

addressing situations of this kind and is a popular brand. As such, it opens an avenue of 

researching the relationship between CSR, Brand Reputation and Brand Equity. Specifically, 

analysing Nike's CSR actions due to the George Floyd case on the consumer perceptions of 

Nike, such as brand equity. Moreover, to understand how brand reputation indirectly accounts 

for the effect between Nike's CSR actions and brand equity. 

 

1.2. Problem Statement 

The purpose of this dissertation is to address how Corporate Social Responsibility 

policies employed by Nike related to anti-racism and, as a response to the killing of George 

Floyd and the Black Lives Matter Movement, affected Nike's Brand Equity and Reputation. In 

summary, the problem statement can be defined as the extent to which Nike's CSR anti-racist 

policies due to George Floyd's death and the Black Lives Matter Movement impact its Brand 

Equity and Reputation. These relationships have not yet been examined carefully and deserve 

further attention. This dissertation is relevant since it addresses a current issue and studies 

racism as a source of impact on a brand's CSR actions, equity and reputation. 
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More specifically, the goal is to answer the following research questions: 

RQ1: How did Nike's CSR, including anti-racist policies, impact its Brand Equity and 

Reputation? 

RQ2: To what extent does Brand Reputation indirectly affect the relationship between Nike's 

CSR actions and Brand Equity?  

Therefore, this dissertation aims to analyse how Corporate Social Responsibility actions 

resulting from the killing of George Floyd and the overarching Black Lives Matter movement 

impacted its Corporate Brand Equity and Brand Reputation. This analysis will be conducted in 

light of the Nike brand and focused on people living in the USA since they experienced this 

event more intensely than other countries. 

 

 

 

 

Figure 1: Explanatory diagram of the dissertation 

 

1.3. Dissertation Outline 

A review of the literature is presented next, followed by the methodology on primary 

data, explaining the analysis pursued on SPSS. Finally, the analysis of the results is provided, 

followed by the discussion, implications, limitations, and further research. 
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2. Literature review 

2.1. Corporate Social Responsibility 

Corporate Social Responsibility is an evolving and dynamic concept that has suffered 

many interpretations over the years due to international events and academic research (Latapí 

Agudelo et al., 2019). According to Brown and Dacin (1997, p. 1), CSR is "an organisation's 

status and activities with respect to its perceived societal obligations". According to the three-

domain framework on corporate social responsibility developed by Schwartz and Carroll 

(2003), these obligations and responsibilities are divided into three types: economic, legal and 

ethical. For companies to be viewed as socially responsible, they have to comply with these 

three types of responsibilities. 

Furthermore, Rangan et al. (2015) divided CSR into three approaches: perform 

philanthropic activities, such as donating money and engaging with the community; improve 

operational effectiveness through sustainability initiatives and investments in employee 

working conditions; and transform the business model by making CSR the core of the company. 

Companies who move purpose to the core lead sustained profitable growth, become relevant in 

a constantly changing world and strengthen their ties with multiple stakeholders (Malnight et 

al., 2019).  

Therefore, CSR can be part of the core of a company's strategy and must be managed 

intensely yet carefully since it creates stakeholder value and brings multiple results (Latapí 

Agudelo et al., 2019; Werther & Chandler, 2005). Since consumers are drawn to companies 

that meet the values, they would like to have firms invest in CSR initiatives to strengthen their 

identification with the company (Hur et al., 2020). Also, they make a customer more attentive 

and aware of the brand. Moreover, many companies employ CSR policies to increase sales 

since consumers take a company's responsible outlook into account when considering a 

purchase (Brown & Dacin, 1997). However, positive purchase intentions towards socially 

responsible companies may not always be transferred into actual purchase behaviours 

(Öberseder et al., 2011). This is because CSR attributions on consumers' behaviours are 

regulated by trust (Vlachos et al., 2009). 

Given that brands are a vital asset to firms, and consumers favour responsible brands, 

CSR can be viewed as a "global brand insurance" (Werther & Chandler, 2005, p. 4). Therefore, 

CSR is a strategic tool that allows the brand to maintain a certain reputation if there is a 

challenge. Consequently, companies feel pressured to act responsibly by making monetary 
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contributions, employing beneficial company policies, producing sustainable products, 

improving the workplace environment, and advancing employees actions and benefits (Matten 

& Moon, 2008).  

Brands also practice CSR through brand activism. This emerging marketing tactic 

consists of brands taking stands on political and social problems (Vredenburg et al., 2020). That 

requires companies to keep up to date with the new, most recent concerns of their stakeholders 

to match customers' responsible interests (Paine, 2020), as it is in the event of George Floyd's 

death. 

Nike played the role of a brand activist regarding George Floyd's death. Nike is a 

company deeply focused on CSR's strategic view since its mission is defined by building a 

diverse global team that focuses on delivering sustainable products and positively impacting its 

stakeholders. For instance, Nike has achieved clear diversity-oriented ambitions during the past 

years leading to the 2019 all-employees record of 56.3% representation of minorities compared 

to a 42.6% of White (Nike. Inc, 2019). Recently, Nike was considered one of the "Best Places 

to Work for LGBT Equality" by the Human Rights Campaign Foundation (2019). 

The success in the brand's approach on George Floyd's death lies in the fact that CSR is 

at the core of its strategy, as well it already has a "reputation for anti-racist corporate practice, 

messaging, purpose, and values" (Vredenburg et al., 2020, p. 455). Moreover, Nike was 

considered one of the "2021 TIME100 Most Influential Companies" by channelling change in 

the George Floyd case (Steinberg, 2021). 

Despite employees' claims on lack of black board members (Ritson, 2020), John 

Donahoe, President and CEO of Nike, recognised the difference between the external brand's 

image and the internal reality for employees (Germano, 2021). He claimed that more effort 

would be made by the multinational to strive as a role model on "how a diverse company acts" 

(Nike. Inc, 2020b). Companies are considered socially responsible when they work to help 

solve social problems they are involved with (Browne, 2013; Fitch, 1976; Rangan et al., 2015).  

 

2.1.1. Racial discrimination 

While globalisation is being impacted by companies' increased concern for societal and 

environmental problems (Moore, 2020) and an increase in ethnic minorities is occurring and is 

expected to continue (Statista, 2018), CSR measures to fight racial discrimination become more 

relevant the day.  
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In 2013, following Trayvon Martin's murder, the Black Lives Matter (BLM) movement 

was founded. BLM is a social movement advocating for the end of violence against African 

Americans at the hands of law enforcement and citizen vigilantes (Black Lives Matter, n.d.). 

The movement boomed with George Floyd's murder which was the last straw to an angry and 

mourning community. 

The protests that began in May 2020 had an attendance of 15 million people, just in the 

USA, showing the awareness and the increasing importance of dealing with racial 

discrimination. Two-thirds of Americans became supporters of the BLM movement 

(Aladesuyi, 2020). Additionally, according to the Black Lives Matter 2020 Impact Report 

(2020), people increased their engagement with the cause. It is possible to view the record-

breaking 90 million dollars in donations and an increase from 42,878 e-mail recipients in 2019 

to 1,997,844 e-mail recipients in 2020. 

Following the protests due to George Floyd's death, companies made pledges for 

empowering the black community by increasing the number of black people in leadership 

positions. Also, by increasing the number of black-owned suppliers and donating millions of 

dollars to the cause (Friedman, 2020). Overall, companies announced their deeds of change. 

However, unless their new practices are perceived as authentic and not passive, consumers will 

neglect the brands (Vredenburg et al., 2020). A  survey by Menon and Kiesler (2020) further 

attests to this proposition and suggests that 69% of Millennial and Generation Z consumers 

believe brands should actively contribute to the BLM movement. 

 

2.1.1.1. Nike's Corporate Social Responsibility on racial discrimination 

Regarding Nike's reaction to George Floyd's death, it is important to analyse the 

theoretical background of advertisements and donations on CSR. 

Regarding advertisement, communicating CSR policies can inform stakeholders on the 

organisation's intentions to enhance social performance and influence stakeholders' 

expectations on corporate behaviour (Tata & Prasad, 2015). A study shows that when brands 

communicate and promote CSR initiatives on a social network site, it generates electronic word-

of-mouth, and their initiatives might be perceived more positively (van Prooijen & Bartels, 

2019). However, firms that publicise their CSR efforts can only be successful when there is 

consistency between the firm reputation and the activities (Servaes & Tamayo, 2013). 
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Regarding donations, a study shows how "charitable contribution by USA companies 

enhance future revenue growth" due to customer satisfaction regardless of the motivations 

behind it, either intrinsic or extrinsic (Lev et al., 2010). Additionally, a study shows that 

monetary donations have significant reputational payoffs compared to involving employees 

through volunteering since they are more visible to external stakeholders (Brammer & 

Millington, 2005). 

 

2.2. The Effect of CSR on Brand Equity  

Keller (1993, p. 2) defines brand equity as "the differential effect of brand knowledge 

on consumer response to the marketing of the brand". The author states that brand knowledge 

is a variety of associations linked in memory to a specific brand, such as the most recent 

marketing campaign of the brand.  

Brand knowledge is composed of brand awareness and brand image. Brand awareness 

is the capability of identifying the brand in different circumstances and is composed of brand 

recall and recognition. Brand image is the perception of the brand held by the consumer. Brand 

knowledge only occurs when the consumer knows the brand and holds the aforementioned 

associations in memory as strong, unique, and favourable (Keller, 2002). 

Hence, in a general perspective, brand equity is the accumulative effect of the brand 

name, the advantage the brand name offers to the product (Barwise, 1993). Brand equity is 

possibly built on attributes with no inherent values and is part of the non-objective part of the 

product offering (Keller & Lehmann, 2006). As such, "the value of a brand to a firm is created 

through the brand's effect on consumers" (Erdem et al., 1999, p. 1).  

These effects and associations linked in memory to a brand can be related to product 

experiences and advertising campaigns. Moreover, they can also be associated with CSR 

through corporate societal marketing (Hoeffler & Keller, 2002) and corporate social 

responsibility practices (Werther & Chandler, 2005; Torres et al., 2012), which positively affect 

short-term and long-term brand equity (Torres et al., 2012). The relationship between CSR and 

brand equity increases in the long term (M. Rahman et al., 2019). 

Moreover, a firm's investments in previous marketing programs creates consumers' 

brand equity, which can be very valuable (Keller, 1993) since it creates brand awareness, brand 

loyalty and perceived quality (Yoo et al., 2000). This should be the case of the Colin Kaepernick 

commercial, where Nike presented to their stakeholders its position against racial 
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discrimination, which might have prevailed in consumers' brand equity associations from CSR 

policies.  

Furthermore, Nike sets the 2025 target of investing 125 million dollars to support 

organisations that work directly in the battle on racial inequality and increase Black and Latin 

representation at the Director level and above (Nike. Inc, 2020a). Through these internal 

procedures followed by its explicit communication, perceptions of Nike's brand equity possibly 

increased.  

Building on this prior literature concerning the positive impact that CSR has on brand 

equity perceptions from consumers and the extensive socially responsible efforts employed by 

Nike, the first hypothesis is suggested as follows: 

 

H1: There will be a positive impact of Nike's CSR, including anti-racist policies, on consumers' 

brand equity perceptions. 

 

2.3. The Effect of CSR on Brand Reputation 

Following the CSR and brand equity literature is important to examine also how Nike's 

reputation is impacted by its CSR, including anti-racist actions. 

Brand reputation can be defined as the person's overall assessment of a company 

(Dowling, 2016). Brand reputation can be seen as an essential intangible resource that leads to 

competitive advantage since investing in a brand's reputation guarantees stakeholders' support 

and enhances consumers' confidence and trust in the brand (Hsu, 2012). In other words, brand 

reputation is related to its positive views (Rodell et al., 2020). Study shows that when consumers 

feel more connected and identify with the company, it positively affects corporate reputation 

(Eberle et al., 2013). Managing CSR is fundamental and must be done carefully not to affect a 

brand's reputation since CSR can be a double-edged sword (Torres et al., 2012). On the one 

hand, studies claim that companies that highly invest in philanthropic policies have a better 

reputation due to the positive impression stakeholders hold. In the case of socially irresponsible 

actions, it helps maintain the existing reputation (Brammer & Millington, 2005).  

On the other hand, a company's reputation can be destroyed if the firm reacts poorly to 

a crisis, making it crucial for firms to react appropriately. This is more crucial for large visible 

companies since they endure much attention. Thus, creating the need for them to be extremely 
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cautious about their reputation since they are usually recognised as self-interested, which can 

negatively affect brand equity (Torres et al., 2012).  

Consequently, CSR activities impact social legitimacy and stakeholder perceptions 

(Werther & Chandler, 2005). This is especially relevant for responsible brands, which create 

product-related intention and improved brand recognition (Bhattacharya & Sen, 2004). As such, 

corporate reputation must be built on honourable and truthful behaviour to bring positive effects 

to the brand (Aßländer, 2013).  

Regarding Nike, it is a company that was heavily criticised in the past for its scandal on 

child labour (Nisen, 2013). Brands that pursue commercial interests over passion are considered 

unfaithful and not trustworthy or too commercialised, which leads to customer scepticism 

(Moulard et al., 2021). Nonetheless, Nike has been taking effective action, which improved its 

brand reputation (Werther & Chandler, 2005) and was considered a company with high levels 

of CSR (Bhattacharya & Sen, 2004). For example, the Colin Kaepernick episode affected 

consumers positively by increasing Nike's legitimacy regarding racial discrimination. 

Consequently, because a positive response regarding racism has already taken place previously, 

the initiatives performed due to George Floyd's murder, such as donations, do not raise 

customer scepticism. Hence, the consumer will tend to believe Nike's CSR actions in the 

George Floyd case (Vanhamme & Grobben, 2009).  

That way, following the literature on CSR and brand reputation on the positive effect 

that CSR has on a brand reputation and the current and previous CSR actions performed by 

Nike, the second hypothesis is suggested as follows:  

 

H2: There will be a positive impact of Nike's CSR, including anti-racist policies, on the brand's 

reputation.  

 

2.4. The Mediating role of Brand Reputation 

CSR helps build a brand reputation and equity in the eyes of all stakeholders (Torres et 

al., 2012). CSR practices are valued when they represent truly ethical behaviour through 

customer experience and internal communications and procedures. When  CSR communication 

is successful and explicit to all stakeholders, brand reputation increases because of the 

transparency of the CSR practices (Singh et al., 2012). Through corporate reputation, brands 
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can position themselves as responsible, and customers develop brand loyalty, which 

consequently affects brand equity (Keller & Lehmann, 2006), enhances the firm value, and 

increases stakeholder value (Malik, 2015). Hence, brand reputation plays an important role 

between CSR and brand equity. 

Furthermore, the role of brand reputation as a mediator has been studied by Lai et al. 

(2010), which concluded that corporate reputation had partial mediating effects on the 

relationship between CSR and brand performance. Moreover, it was studied by Hur et al. 

(2014), who validated the hypotheses that reputation has a positive effect on brand equity and 

reputation mediates the effect of CSR on brand equity. 

Nike's advertisement, donations and statements (Nike. Inc, 2020b) proved their 

commitment to ending racial discrimination and systemic racism. Customers maintained loyalty 

to the brand since, according to Nike's Annual Report (2020), total revenue was 37,403 million, 

with a decrease of only 4% comparing to 2019, giving that the retail industry was highly 

affected due to the COVID-19 pandemic (Statista, 2020). Since the brand has proven before 

their authenticity in dealing with race issues and their reputation as a socially responsible 

company, the boom in the BLM movement and their actions upon it may have positively 

influenced consumers' brand equity.  

Following the literature on the mediating effect of brand reputation between CSR and 

brand equity, the third hypothesis is presented as follows: 

 

H3: Nike's reputation will mediate the relationship between Nike's CSR, including anti-racist 

policies, and Nike's brand equity. 
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2.5. Conceptual Framework 

 

 

 

 

 

 

Figure 2: Conceptual Model 
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3. Methodology 

This chapter addresses the methodology utilised to analyse the research questions and 

the hypotheses presented in this dissertation. Firstly, the research approach is demonstrated, 

followed by an outline of the secondary and primary data, with a more in-depth overview of the 

primary research. 

 

3.1. Research Methodology 

This dissertation aims to study the impact of Nike's CSR, including anti-racist policies, 

on Nike's Brand Equity and the mediating effect of Brand Reputation on this relationship. To 

empirically analyse this, a conceptual framework was developed supported by an extensive 

literature review research presented previously. By this means, research and further conclusions 

can be drawn from the relationship between the variables. To achieve this goal, different 

research methods and approaches were used. 

According to Saunders et al. (2016), three research methods exist: exploratory, 

descriptive, and explanatory. In this dissertation, exploratory and explanatory research methods 

were used. At the beginning of this dissertation, the exploratory method was used, through 

secondary data, to discover ideas and insights on the topic, mostly in the literature review 

chapter. The explanatory method is marked by the determination of cause-and-effect 

relationships, that is, to analyse how independent variables manipulate others and control 

mediating variables (Saunders et al., 2016). 

Regarding the research approaches, there are three types: quantitative, qualitative and 

mixed (Creswell, 2003). In this dissertation, only the quantitative research approach is 

employed through the development and data collection of the questionnaire. This approach 

quantified the data and tried to generalise the results from the sample to the population of 

interest through statistical analysis (Creswell, 2003).  

 

3.2. Secondary Data 

The secondary data obtained comprises academic articles and journals, online published 

news, and Nike reports. This data is mostly presented in the Literature Review chapter and 

covers the research done on the three variables being analysed.  
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3.3. Primary Data 

The primary data was obtained through an online questionnaire published on Amazon 

Mechanical Turk. In this online marketplace, it is possible to post questionnaires and receive 

responses in exchange for money. As the platform allows to previously select criteria for whom 

the questionnaire is available, the location selected was the USA. 

This quantitative method's approach presents advantages such as the high flexibility of 

the data collection process regarding high speed, low costs and respondent accessibility and 

convenience (Almeida et al., 2017). It also presents disadvantages such as social desirability 

bias, courtesy bias and privacy and security problems (M. S. Rahman, 2016). 

Before officially starting the data collection, the questionnaire was pre-tested by five 

different people to guarantee legibility, interpretation, and clarity of the information required 

(Perneger et al., 2015). Subsequently, the questionnaire was revised and altered accordingly. 

 

3.3.1. Online Questionnaire and Data Collection 

To answer the research questions and consequent hypotheses, data was collected 

through a questionnaire. The data collection started on the 27th of March 2021 and finished on 

the 30th of March 2021, before Chauvin's trial. In total, 92 responses were collected. 

As aforementioned, Amazon Mechanical Turk enables to select characteristics of the 

target population, making it possible to restrict the location of the respondents to the USA. 

However, it does not guarantee the respondent was present in the USA at the time of George 

Floyd's murder but present at the time of the questionnaire's response. The last question of the 

questionnaire is about how long the respondent had been living in the USA. Consequently, it 

was possible to analyse the responses of people who experienced George Floyd's death more 

closely and intensely, and consequently more likely to be sensitive to the topic, comparing to 

people from other countries. 

The data collection proceeded through a non-probability sampling technique meaning 

that the sample was not chosen statistically random. Although this technique eliminates the 

costs and trouble of developing a sampling frame, it brings biases and uncertainties into the 

results (Taherdoost, 2018). More specifically, convenience sampling was used to bring easiness 

in the conduction of the study (Cooper & Schindler, 2006). 
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3.3.1.1. Research Design 

The questionnaire consists of 19 questions which are divided into six sections 

(Appendix 1). The first section contains an introduction to the questionnaire. The second section 

addresses the respondents' familiarity with Nike's Corporate Social Responsibility practices, 

inspired by Hur et al. (2014) research. The goal is to understand if CSR practices are known to 

consumers and might be considered relevant in purchasing intentions. 

The third section covers the construct related to Nike's Corporate Social Responsibility 

adapted from Lai et al. (2010) study, presenting five questions on the perceptions of respondents 

on Nike's CSR policies, including anti-racist measures. The fourth and fifth sections, measured 

the constructs about Nike's Reputation and Nike's Brand Equity, are referenced in Hur et al. 

(2014) research. Lastly, the sixth section presented demographic questions, such as age, gender, 

race, educational level, and time living in the USA. Additionally, an attention question was 

included in the fourth and fifth sections to guarantee the credibility and reliability of the 

responses. 

 

Figure 3: Questionnaire Design 

 

The entire survey was common to every respondent and without any filtered questions. 

The only difference was the order of the questions since the third, fourth and fifth sections had 

their questions randomised. 
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3.3.1.2. Measurement 

The measurement of familiarity of the respondents with Nike's CSR policies was done 

through a multi-item rating scale, more specifically, a five-point Likert-type scale (1 = Not 

familiar at all;  5 = Extremely familiar). 

Regarding the questions on the three constructs, they were chosen for this dissertation 

since their original Cronbach's Alpha was higher than 0,8, which implies internal consistency 

between each construct's items. 

The three constructs used the same multi-item rating scale, more specifically, a five-

point Likert-type scale (1 = Strongly Disagree; 5 = Strongly Agree). Nevertheless, the CSR 

construct had to be adapted from the literature and refined to fit the present study (Table 1). 

 

Framework Measure Items Scale Reference 
Original 

Cronbach's 
Alpha 

Independent 
variable 

Corporate Social 
Responsibility 5 Five-point 

Likert scale 
Adapted from 

(Lai et al., 2010) .86 

Dependent 
variable 

Corporate Brand 
Equity 4 Five-point 

Likert scale (Hur et al., 2014) .80 

Mediator Corporate 
Reputation 3 Five-point 

Likert scale (Hur et al., 2014) .88 

Table 1: Description of each construct 
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4. Results' Analysis 

This chapter addresses the analysis of the data collected through the online 

questionnaire. Firstly, an analysis of the sample characterisation will be presented through 

descriptive analysis and frequencies. 

Secondly, a data screening for outliers was completed to guarantee that all responses 

used in the conceptual framework analysis would not negatively influence the results.  

Thirdly, the reliability of the information will be validated through Factor Analysis and 

Cronbach's Alpha. Factor Analysis measures if all items in a construct are measuring it. 

Cronbach's Alpha checks the reliability and internal consistency of the constructs used in the 

sample. To calculate Cronbach's Alpha, one must first transform all the items associated with 

each construct (Corporate Social Responsibility, Brand Equity and Brand Reputation) into a 

new variable, the mean of all items. Then, Cronbach's Alpha is calculated. If the value presents 

acceptable internal consistency and reliability, the analysis can continue.  

 Lastly, hypotheses 1 and 2 will be analysed via a linear regression and a correlation 

analysis since the analysed variables are metric, and the assumptions were previously validated.  

Regarding hypothesis 3, the analysis will be conducted using the PROCESS macro (model 4; 

Hayes, 2012). This tool makes it possible to analyse how a possible mediator can impact the 

relationship between two variables, reflecting model 4 of Hayes' tool, a simple mediation case. 

Furthermore, the data collected is further analysed beyond the three proposed hypotheses. 

 

4.1. Sample Characterisation 

According to Appendix 2, the survey had a total of 92 participants. 

Of the total sample, most respondents (76.1%) are aged between 26 and 49 years old. 

Regarding gender, the sample is fairly proportional, with 55.4% being women, 43.5% being 

men, and one respondent preferred not to say. Regarding race/ethnicity, White (Not 

Hispanic/Latino) was the most selected option (70.7%), and Black or African American (Not 

Hispanic/Latino) was only represented by 5.4%. Regarding the level of education, 82.6% of the 

sample has a college degree or a higher educational level.  

To understand if the respondents were present in the USA when George Floyd's death 

occurred, it was questioned how long they had been living in the country. The descriptives show 
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that most of the respondents (95.7%) have lived in the USA for more than ten months, meaning 

they were in the USA at the time of George Floyd's death. 

 

 

Figure 4: Sample characterisation 
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 In addition to understanding the consumers' perceptions on CSR policies, Corporate 

Brand Equity and Corporate Reputation, understanding how familiar the respondents are with 

Nike's CSR policies is also relevant. Results show that the sample had an average level of 

familiarity with Nike's CSR policies (M =  2.46, SD = 1.20). 

 

 

 

Table 2: Descriptives on sample's familiarity with Nike's CSR 

 

4.2. Data Screening and Multivariate Outliers 

Multivariate outlier analysis was performed to identify unusual responses that could 

mislead the results (Cook, 1977). Hence, it was calculated a distance from the Mahalanobis. 

The analysis showed four multivariate outliers, analysed through a p-value of .05. Although the 

92 responses submitted fulfilled the attention check, the outliers were excluded from the 

analysis. Thus, the remaining analyses were performed with 88 participants. 

 

4.3. Constructs' Reliability 

The constructs' reliability was analysed with Factor Analysis and Cronbach's Alpha. 

The Factor Analysis was conducted with a principal component analysis and varimax rotation. 

Cronbach's Alpha is one of the most common measures to validate if a set of items in a scale 

measure the same construct (Pallant, 2010). Thus, Cronbach's Alpha was computed to measure 

the reliability of the three constructs. The values go between 0 and 1. Values between .70 and 

.80 are moderately accepted, between .80 and .90 are good, and above .90 are excellent (Xie & 

DeVellis, 1992). Hence, the greater the value, the higher the homogeneity and correlation 

between the items, leading to better internal consistency and reliability. 

The Factor Analysis recorded one component for the Corporate Social Responsibility 

construct (Appendix 3.1), meaning all items were measuring this construct. The Cronbach's 

Alpha generated was .85, which is an indicator of good internal consistency. Therefore, the 

creation of this variable is reliable.  

Mean Standard 
Deviation Minimum Maximum 

2.46 1.20 1 5 
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Regarding Brand Equity (Appendix 3.2), the Factor Analysis indicated the items 

measuring this construct loaded on two factors. The Cronbach's Alpha is .70, which provides 

an acceptable correlation between items and thus acceptable consistency of the created variable. 

Based on Lai et al. (2010) and Hsu (2012), it harms the consistency and robustness of the 

multidimensionality of brand equity to separate its items. As such, Brand Equity will be 

analysed as one component of four items. 

Finally, on Corporate Reputation (Appendix 3.3), the Factor Analysis loaded heavily on 

one component. The three items associated delivered a Cronbach's Alpha of .88, which shows 

good reliability of the construct. However, if one item is deleted from this construct, the 

Cronbach' Alpha becomes excellent, with a value of .92. Hence, the Corporate Reputation 

variable will be analysed with only two items.  

 

Table 3: Factor Analysis and Cronbach's Alpha of each construct 

 

4.4. Validation of assumptions 

The analysis is executed via linear regression in the first two hypotheses since all the 

variables analysed are continuous. There exist some assumptions to the model that need to be 

considered. Those are: i) the linear relationship between the two variables; ii) the 

homoscedasticity, that is, for each value of the independent variable, the distribution of 

residuals has the same variance; iii) the residual error should be uncorrelated; iv) residual error 

is normally distributed. Furthermore, the assumptions for the mediation model are the same as 

for the linear regression presented in the first two hypotheses. For all hypotheses, it is adopted 

a level of significance of 5%. 

Construct 

Initial 
number 

of 
items 

Initial 
number of 

components 

Cronbach's 
Alpha 

Final 
number of 

components 

Cronbach's 
Alpha if 

items 
deleted 

Final 
number 

of 
items 

Corporate 
Social 
Responsibility 

5 1 .85 1 .85 5 

Corporate 
Brand Equity 4 2 .70 1 .70 4 

Corporate 
Reputation 3 1 .88 1 .92 2 
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The relation between Nike's CSR and Brand Equity is linear, as shown in Appendix 4.1. 

The data presents homoscedasticity, meaning the error term is equal among Nike's brand equity 

values. The residuals are not correlated, and there is independence of observations since the 

Durbin-Watson test result is 1.53. Furthermore, the residual error is normally distributed. 

Lastly, the Tolerance and VIF values are one, which shows there is no multicollinearity 

problem. Therefore, the assumptions are validated. 

For the relation between Nike's CSR and Reputation, according to Appendix 4.2., the 

two variables have a linear relationship, the data presents homoscedasticity, the observations 

are independent (Durbin-Watson is 1.97), and the residual errors are normally distributed. 

Moreover, there is no multicollinearity problem, as both Tolerance and VIF are 1. Therefore, 

all the assumptions are validated. 

The relation between Nike's Reputation and Brand Equity, according to Appendix 4.3., 

is linear, the data presents homoscedasticity, and the residuals are normally distributed. Durbin-

Watson is 1.63, and both Tolerance and VIF are 1, meaning the residuals are uncorrelated, and 

there is no multicollinearity problem. Thus, all assumptions are validated. 

Hence, all assumptions are validated. This way is possible to analyse this relationship 

between the variables, including the mediation model. 

 

4.5. Main Results  

4.5.1. The impact of Nike's CSR anti-racist policies 

H1: There will be a positive impact of Nike's CSR, including anti-racist policies, on 

consumers' brand equity perceptions. 

A linear regression was conducted to test the impact of Nike's CSR, including anti-racist 

policies, on Nike's brand equity, presented in Appendix 5.1. The observed impact is significant 

(p < .05) and measured at .29, suggesting that Nike's CSR, including anti-racist policies, 

moderately impacts Nike's brand equity. The coefficient is .19, which means if Nike's CSR, 

including anti-racist policies, increases by one unit, .19 of Nike's brand equity will be increased 

if everything else stays constant. This relationship explains 8.2% of the variance of Nike's brand 

equity. In conclusion, the main effect under analysis has explanatory power and is positive. 

Therefore, H1 is validated. 
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Table 4: Impact of Nike's CSR including anti-racist policies on Nike's brand equity 

 

H2: There will be a positive impact of Nike's CSR, including anti-racist policies, on the brand's 

reputation.  

 A linear regression was again conducted to evaluate Nike's CSR, including anti-racist 

policies main effect on Nike's reputation, presented in Appendix 5.2. A significant effect was 

observed (p < .05) with a correlation of .66. The coefficient is .96, which suggests that Nike's 

CSR, including anti-racist policies, deeply impacts the brand's reputation since the coefficient 

is close to 1. In practical terms, if Nike's CSR, including anti-racist policies, increases by one 

unit, .96 of Nike's reputation will be increased if everything else stays constant. Moreover, this 

effect explains 43.2% of the variance of Nike's reputation. Since this impact is statistically 

significant and positive, H2 is validated. 

 

 

 

Table 5: Impact of Nike's CSR including anti-racist policies on Nike's reputation 

 

4.5.2. The mediating effect of Nike's Reputation  

H3: Nike's reputation will mediate the relationship between Nike's CSR, including anti-racist 

policies, and Nike's brand equity. 

 The mediation model analysis goes into understanding the effect of an independent 

variable upon a dependent variable, fully or in part, through a mediator variable. Mediation 

models are characterised by direct and indirect effects. Direct effects measure the impact one 

variable has on a different variable. Indirect effects represent how the independent variable 

influences the dependent variable through a sequence where the independent variable 

influences the mediator and how this influences the dependent variable. The direct effects 

analysed in this conceptual model are a, b and c', and the indirect effect analysed is c which is 

the result of 𝑎 ∗ 𝑏. 

Correlation p-value R-Square Coefficients 

.29 .01 8.2% .19 

Correlation p-value R-Square Coefficients 

.66 .00 43.2% .96 
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To test hypothesis 3, a regression analysis was performed using model 4 of the Hayes' 

(2012) PROCESS macro to analyse how Nike's reputation mediates the relationship between 

Nike's CSR, including anti-racist policies, and Nike's brand equity. Nike's CSR, including anti-

racist policies, was inserted as the independent variable, Nike's brand equity as the dependent 

variable and Nike's reputation as the mediator, as it is possible to see Appendix 5.3. Results 

show that the model is positive and significant at the 5% level because the associated 95% 

confidence interval did not straddle zero (p < .05, CI= [.06; .38]). Nike's reputation is a mediator 

of the effect of Nike's CSR anti-racist policies on Nike's brand equity. 

Regarding the direct effects, the relationship between Nike's CSR and Nike's Reputation 

(path a) is statistically significant (p < .05, CI= [.72; 1.19]) with a coefficient of .96. The direct 

effect between Nike's Reputation and Nike's Brand Equity (path b) is significant  

(p < .05, CI= [.02; .27]) with a positive coefficient of .15. The direct effect between Nike’s CSR 

and Brand Equity (path c’) is .05, however it is not statistically significant (p > .05, CI= [-.12; 

.23]).  

 

Table 6: Direct effects of the mediation model 

 

The indirect effect (path c) is statistically significant (CI= [.03; .26]) with a positive 

coefficient of .14, which is the result of the multiplication of the effect of Nike's CSR on Nike's 

Reputation and Nike's Reputation on Nike's Brand Equity (.96 ∗ .15). 

 

 

Table 7: Indirect effect of the mediation model 

 

 

 

Direct effects Coefficient p-value Low CI Upper CI 

Path a .96 .00 .72 1.19 

Path b .15 .02 .02 .27 

Path c’ .05 .56 -.12 .23 

Indirect effect Coefficient Low CI Upper CI 

Path c .14 .03 .26 
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The total effect equals .19 and is statistically significant (p < .05, CI= [.05; .33]).  

Table 8: Total effect of the mediation model 

 

The analysis of path c' showed it is non-statistically significant. That implies that the 

independent variable (Nike's CSR, including anti-racist policies) does not directly explain the 

dependent variable (Nike's Brand Equity) when corporate brand reputation is entered in the 

regression. Nevertheless, the analysis on path c, the effect of Nike's Brand Equity impacted by 

Nike's CSR, including anti-racist policies, through Nike's reputation, showed a statistically 

significant indirect effect. That implies that Nike's Reputation is a full mediator due to the 

relationship of the independent and dependent variable only being explained by the indirect 

effect. Hence, H3 is validated. 

 

 

 

 

 

 

Significant     Not Significant 

Figure 5: Explanatory diagram of the analysis on the mediation model 

 

4.6. Further Analysis 

George Floyd's death had a great impact, and consumers seek a response from 

companies. Due to the high interest of consumers in companies' actions in fighting this social 

issue, it is interesting to see how this mediating model is affected when considering merely 

CSR anti-racist measures (that is, not considering the other policies applied in different areas). 

Total effect Coefficient p-value R-Square Low CI Upper CI 

CSR effect 
on Brand 

Equity 
.19 .01 .08 .05 .33 

Corporate Brand Equity 
c’ = .05 

b = .15 a = .96 

c = .14 

Corporate Social 
Responsibility, including 

anti-racist policies 

Corporate Brand 
Reputation 
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An analysis on SPSS was conducted further, presented in Appendix 5.4, on how Nike's 

CSR anti-racist measures affected Nike's brand equity through Nike's reputation. Therefore, the 

independent variable considers only Nike's CSR anti-racist policies. The dependent variable 

maintains as Nike's brand equity and the mediator as Nike's reputation. 

As such, a new construct was created with two items of CSR related to anti-racist 

measures only. Since it has two items, the Pearson Correlation was calculated, and the result 

was .80. According to Cohen (1988), this means there is a large strength of association between 

the two items, which means this construct is a reliable variable. 

Table 9: Pearson Correlation of construct CSR considering only Nike's CSR anti-racist 

policies 

  

 Regarding the validation of assumptions, the relation between Nike's CSR anti-racist 

policies and Nike's brand equity, and the relation between Nike's CSR anti-racist policies and 

Nike's reputation check all the assumptions. Both relations are linear, the data presents 

homoscedasticity, the residuals are not correlated (Durbin-Watson equals 1.5 and 1.97, 

respectively), the residual error is normally distributed, and there is no multicollinearity 

problem (for both Tolerance Value and VIF is 1). Therefore, the assumptions are validated. 

 The direct effect between Nike’s CSR anti-racist policies and Nike’s reputation (path a) 

is statistically significant (p < .05, CI= [.32; .78]) and equals to .55. The direct effect between 

Nike's reputation and brand equity (path b) is statistically significant (p < .05, CI= [.05; .25]) 

and has a positive coefficient of .15. The direct effect between Nike's CSR anti-racist policies 

and Nike's brand equity (path c') has a non-statistically significant positive coefficient  

(p > .05, CI= [-.08; .17]). 

 

 

 

 

Construct Number of items Pearson Correlation 

Corporate Social Responsibility considering 
only Nike's CSR anti-racist policies 

2 .80 
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Direct effects Coefficient p-value Low CI Upper CI 

Path a .55 .00 .32 .78 

Path b .15 .00 .05 .25 

Path c’ .05 .45 -.08 .17 

Table 10: Direct effects of the mediation model considering  

only Nike's CSR anti-racist policies 

 

 Regarding the indirect effect (path c), it is statistically significant (CI= [.03; .15]) and 

has a positive coefficient of .08.  

 

Indirect effect Coefficient Low CI Upper CI 

Path c .08 .03 .15 

Table 11: Indirect effect of the mediation model considering  

only Nike's CSR anti-racist policies 

 

 The total effect equals .13 and is statistically significant at the 5% level because the 

associated 95% confidence interval did not straddle zero (p < .05, CI= [.02; .25]). 

 

Total effect Coefficient p-value R-Square Low CI Upper CI 

Nike’s CSR anti-racist 
policies effect on 

Nike’s brand equity 
.13 .03 .06 .02 .25 

Table 12: Total effect of the mediation model considering  

only Nike's CSR anti-racist policies 

 

Similarly to the main analysis, path c' showed non-statistically significance. This shows 

that the direct effect of Nike's CSR anti-racist policies on Nike's brand equity becomes non-

significant when corporate brand reputation is entered into the regression. That is, the effect of 

Nike's CSR anti-racist policies on Nike's brand equity through Nike's reputation showed to be 

significant (path c). As such, Nike's reputation is a full mediator since only the indirect effect 

validates this mediating model.  
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Significant     Not Significant 

Figure 6: Explanatory diagram of the extended analysis on the mediation model 
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5. Discussion and Implications 

5.1. Discussion 

The main goal of this dissertation was to understand the effects that Nike's CSR, 

including anti-racist policies, had on its brand equity and reputation and the mediating effect of 

brand reputation on this relationship. Even though prior research has examined the relationship 

between CSR and brand equity (Hsu, 2012; Torres et al., 2012) and CSR and brand reputation 

(Cowan & Guzman, 2020), and some research on the mediating role of brand reputation (Lai et 

al., 2010; Hur et al., 2014), it never considered the role of anti-racist measures within CSR. 

George Floyd's murder and the Black Lives Matter Movement are significant and relevant 

social issues and a reality of the world today, especially on American soil. 

 

RQ1: How did Nike's CSR, including anti-racist policies, impact its Brand Equity and 

Reputation? 

Answering the first research question, the analysis suggests that Nike's CSR, including 

anti-racist policies, positively impacts Nike's brand equity and Nike's reputation. The results 

presented on both the positive impact of CSR on brand equity and brand reputation are in line 

with the literature on this domain and hereby presented. 

The study of these relationships in a brand with good CSR practices, including anti-

racist practices that have built a positive reputation in the past, led the company to increase 

reputation and brand equity with this event. 

 

RQ2: To what extent does Brand Reputation indirectly affect the relationship between Nike's 

CSR actions and Brand Equity?  

 Answering the second research question, the relation between Nike's CSR, including 

anti-racist policies, and brand equity, is fully mediated by the brand reputation, implying an 

indirect effect on the relationship between Nike's CSR policies and Brand Equity. This result 

confirms the literature presented by Hur et al. (2014). 

 The results showed a strong direct effect between CSR and Nike's reputation, which 

shows how Nike's CSR strategy deeply impacts its reputation. The way consumers perceive 

brands is fully mediated by reputation. Thus, companies should invest in CSR policies by 
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truthful and authentic communication and execution to increase brand equity through brand 

reputation. 

 Regarding the extended analysis, the goal was to analyse the conceptual model 

considering only Nike's CSR anti-racist policies unpacking other CSR practices. In this case, 

brand reputation also fully mediates Nike's CSR anti-racist policies and brand equity. 

  Hence, Nike's reputation regarding Colin Kaepernick's event mediates the effect of 

Nike's CSR anti-racist actions on the way customers currently perceive the brand. This event 

alone shows that companies and brands should build a solid reputation regarding social and 

environmental issues so that brand equity increases and the brand's actions are not perceived 

with scepticism. Instead, it further increases the brand's reputation. 

 

5.2. Theoretical Implications 

Overall, what makes this dissertation relevant is how it addresses a current social issue 

that is taking place "as we write". Moreover, not many academic research on this topic addresses 

how social issues impact customers' perceptions of a brand's marketing outcomes. While there 

are some on gender inequality, research on racial discrimination lags behind. Furthermore, 

when race is addressed, it is mostly about the downsides of diversity in the workforce (Stahl et 

al., 2016).  

As such, this dissertation contributes to research on the impact of CSR, including anti-

racist practices, on brand equity (Muniz et al., 2019). The positive effect shows how important 

it is to develop socially responsible policies carefully in order for consumers to embrace positive 

brand perceptions. Moreover, it is possible to see the impact of George Floyd's death on 

consumers' expectations regarding external communication and practices and internal 

procedures and how consumers' perceptions of brands change due to their actions in the fight 

against racism. 

Moreover, it also contributes to the impact of CSR policies, including anti-racist 

practices, on a brand's reputation (Bianchi et al., 2019). It shows how developing and 

maintaining a brand reputation can increase the brand's value and guarantee brand insurance in 

the case of a negative overview of its actions by customers. Moreover, it increases the brand's 

reputation if there has already been a situation of the same nature, as was the case of Colin 

Kaepernick's episode. 



37 
 

Furthermore, it also contributes to the literature of reputation as a mediator between 

CSR and brand equity (Hur et al., 2014; Lai et al., 2010). If a brand holds a socially responsible 

reputation, specifically in a certain social issue, future events of that nature will be easier to 

deal with as they will not harm the reputation as much. Overall, this dissertation presents a 

unique and innovative facet of racial discrimination as a source of impact on CSR, affecting 

brand equity through reputation. 

Lastly, it contributes to the importance of brands taking a stand (Vredenburg et al., 

2020). George Floyd's murder additionally pushed companies to take a political stand on racial 

discrimination and further evolved brand activism. Consumers crave proactive corporate social 

change (Hoppner & Vadakkepatt, 2019), and brands must embrace this marketing perspective 

genuinely and authentically. This way, not only will they be contributing to increasing brand 

value, as well as fighting for a better world. 

 

5.3. Managerial Implications 

This dissertation provides relevant insights for brands from several perspectives. 

Firstly, CSR should be developed to be part of the company's core to transmit 

authenticity in responsible practices to consumers. As such, investing in CSR brings advantages 

in its direct contribution to several stakeholders and increases the loyalty and trust of the 

consumers towards the brand. By having a consistent and active CSR set of actions and through 

proper and effective communication, consumers will not be sceptical regarding a brand's actions 

and will increase their perceptions of brand reputation and brand equity. Hence, in order to 

improve consumers' associations with the brand, marketing managers should embrace CSR. 

This tool stands as a way to improve and create brand value, equity and reputation because 

consumers perceive companies who are responsible more positively, which impacted the brand 

associations and image they have towards the brand. 

Secondly, companies should consider their role as a brand activist since reacting to 

events of this nature is crucial because it establishes confidence and trust from consumers'. This 

new and emerging form of marketing makes companies accountable for social and 

environmental problems they contribute to and consequently make an effort to resolve them. 

Furthermore, this dissertation presents how important it is to react wisely to situations 

of this kind. Consumers sought genuine and proactive responses from companies and those who 

failed negatively affected consumers' brand reputation and equity. As such, companies must 
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now look at brand activism with great attention and be prepared to take a stand on social and 

environmental issues. 

Moreover, reputation stands as an insurance of consumers' perceptions of the brand and 

as a way to improve those same perceptions. Thus it is important to develop and build a 

reputation to mediate the effect on consumers' brand equity. Additionally, reputation stands as 

a ground base in the sense that building a reputation improves consumers' perceptions in a non-

sceptical way and allows to safeguard the brand in case of a scandal. 

This dissertation shows how George Floyd's death has now made people aware of 

systemic racism and police brutality, and consumers are now demanding companies to address 

this issue. As such, brands need to adapt to this new reality and respond with proper CSR 

measures, communication, and internal procedures. Thus, George Floyd's death was not in vain, 

as it presents a turning point in consumers' needs. Moreover, it marked a historical moment in 

American history, where attention was raised to this social problem, black voices were heard, 

and justice was made from the three charges faced by ex-police officer Chauvin.  

 

6. Limitations and Future Research 

Throughout the development of this dissertation, some limitations may be highlighted 

in terms of its research approach, data collection process, and time and monetary constraints. 

Firstly, regarding the quantitative research approach, it presents certain limitations. This 

research type lacks access to deeper underlying motives and meanings for respondents' answers 

and connections between researcher and participants. Moreover, it measures these specific 

variables at a certain point in time. However, this research is based on customer's opinions, 

beliefs and feelings. As such, it will change throughout time due to more events similar to 

George Floyd's, like the recent death of Daunte Wright (New York Times, 2021) or the shooting 

towards Sasha Johnson, founder of Black Lives Matter (Campbell, 2021).  

Secondly, regarding data collection, the sample size was small due to money and time 

constraints. Moreover, the sample was 70,7% White participants, and only 5,4% were African 

Americans. Since this dissertation addresses a sensitive topic, perceptions between 

races/ethnicities change, interfering with the final results. Moreover, because the number of 

participants of different races/ethnicities was so unalike, it did not allow to perform a 

comparison of the conceptual model between African American and other races/ethnicities, 

which would be very interesting to investigate as further research. 
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Thirdly, according to the online questionnaire, many respondents are not familiar with 

Nike's CSR practices, which also constrain the results presented, as participants' responses can 

be biased. Additionally, it is important to highlight the limited research on the study of racism 

overall, as it has mostly been studied on how diversity impacts companies' performance. 

Research of racism through the lens of CSR practices is scarce, and the recent events related to 

George Floyd's death is probably a turning point in the way companies address this social 

problem. As such, more research should be conducted on the role of anti-racist CSR measures 

adopted by companies associated brands. This dissertation focused on a consumer perspective 

of the situation. However, research considering other stakeholders such as employees would be 

interesting, such as expectations on diversity and inclusion concerning organisations' internal 

policies. Moreover, this dissertation presents a case of a successful socially responsible brand 

with a good reputation on the way it addresses racial discrimination. More research is needed 

to understand further the differential results for companies with a weak CSR and how they 

reacted poorly to George Floyd's event, or both.  
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APPENDICES 

Appendix 1: Online Questionnaire 

 

• First section 

Dear participant,  

 

Thank you in advance for your participation in this questionnaire, which is an important 

component of my master's dissertation. This questionnaire lasts for 4 minutes. 

All information gathered is anonymous and confidential. Consider that there are no wrong or 

right answers. 

In case you have any doubt or would like to give feedback, feel free to contact me 

(152119097@alunos.lisboa.ucp.pt). 

 

Thank you,  

Catarina Brown 

 

• Second section 

1. According to Brown and Dacin (1997), CSR is "an organisation's status and activities 

with respect to its perceived societal obligations". How familiar are you with the CSR 

activities of Nike? 

a. Extremely familiar 

b. Very familiar 

c. Moderately familiar 

d. Slightly familiar 

e. Not familiar at all 

 

• Third section 

Nike's Corporate Social Responsibility  

1. Nike is very concerned with local community 
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a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 

e. Strongly disagree 

2. Nike is very concerned with racial discrimination 

a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 

e. Strongly disagree 

3. Nike is very concerned with the rights of female, racial minority and disabled 

employees 

a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 

e. Strongly disagree 

4. Nike is very concerned with buyers' benefits 

a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 

e. Strongly disagree 

5. Nike actively participates in social initiatives 

a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 

e. Strongly disagree 
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• Fourth section 

Nike's Brand Equity 

6. I can recognise Nike company among other competitors' 

a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 

e. Strongly disagree 

7. I am aware of this Nike company 

a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 

e. Strongly disagree 

8. Some characteristics of Nike company come to my mind quickly 

a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 

e. Strongly disagree 

9. I can quickly recall the symbol or logo of this Nike company 

a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 

e. Strongly disagree 

Nike's Reputation 

10. Nike is a company I have a good feeling about 

a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 
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e. Strongly disagree 

11. Nike is a company that I admire and respect 

a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 

e. Strongly disagree 

12. Nike has a good overall reputation 

a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 

e. Strongly disagree 

13. Select "Neither agree nor disagree" 

a. Strongly agree 

b. Somewhat agree 

c. Neither agree nor disagree 

d. Somewhat disagree 

e. Strongly disagree 

 

• Fifth section 

1. What is your age? 

a. Under 18 

b. 18 – 25 

c. 26 – 33 

d. 34 – 41 

e. 42 – 49 

f. 50 – 57 

g. 58 – 65 

h. Over 65 

2. What gender do you identify with? 

a. Male 

b. Female 
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c. Non-binary/third gender 

d. Prefer not to say 

3. What is your race? 

a. American Indian or Alaskan Native (Not Hispanic/Latino) 

b. Asian (Not Hispanic/Latino) 

c. Black or African American (Not Hispanic/Latino) 

d. Hispanic/Latino 

e. Native Hawaiian or Other Pacific Islander (Not Hispanic/Latino) 

f. Two or More Races (Not Hispanic/Latino) 

g. Unknown 

h. White (Not Hispanic/Latino) 

4. What is your level of education? 

a. Elementary school or less 

b. Middle school or High School 

c. College or higher 

5. For how long have you been living in the USAA.? 

a. For less than ten months 

b. For more than ten months 

 

Appendix 2: Descriptive Statistics and Frequencies 
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Appendix 3: Reliability Analysis 

Appendix 3.1: Nike's Corporate Social Responsibility  

 



55 
 

 

 

 

 



56 
 

Appendix 3.2: Nike's Brand Equity 
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Appendix 3.3: Nike's Reputation 
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Appendix 4: Validation Of Assumptions 

Appendix 4.1: Relation CSR and Brand Equity 
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Appendix 4.2: Relation CSR and Reputation 
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Appendix 4.3: Relation Reputation and Brand Equity 
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Appendix 5: SPSS Results From The Hypotheses 

Appendix 5.1: Hypothesis 1 
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Appendix 5.2: Hypothesis 2 
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Appendix 5.3: Hypothesis 3 
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Appendix 5.4: Further Analysis 

 

 



68 
 

 

 

 



69 
 

 

 

 



70 
 

 

 

 

 



71 
 

 

 


