
Georgia Southern University Georgia Southern University 

Digital Commons@Georgia Southern Digital Commons@Georgia Southern 

Association of Marketing Theory and Practice 
Proceedings 2010 

Association of Marketing Theory and Practice 
Proceedings 

2010 

Brand Engagement and Consumer Innovativeness Brand Engagement and Consumer Innovativeness 

Ronald E. Goldsmith 
Florida State University 

Leisa Reinecke Flynn 
University of Southern Mississippi 

Felipe Korzenny 
Florida State University, fkorzenny@fsu.edu 

Follow this and additional works at: https://digitalcommons.georgiasouthern.edu/amtp-

proceedings_2010 

 Part of the Marketing Commons 

Recommended Citation Recommended Citation 
Goldsmith, Ronald E.; Flynn, Leisa Reinecke; and Korzenny, Felipe, "Brand Engagement and Consumer 
Innovativeness" (2010). Association of Marketing Theory and Practice Proceedings 2010. 65. 
https://digitalcommons.georgiasouthern.edu/amtp-proceedings_2010/65 

This conference proceeding is brought to you for free and open access by the Association of Marketing Theory and 
Practice Proceedings at Digital Commons@Georgia Southern. It has been accepted for inclusion in Association of 
Marketing Theory and Practice Proceedings 2010 by an authorized administrator of Digital Commons@Georgia 
Southern. For more information, please contact digitalcommons@georgiasouthern.edu. 

brought to you by COREView metadata, citation and similar papers at core.ac.uk

provided by Georgia Southern University: Digital Commons@Georgia Southern

https://core.ac.uk/display/328040577?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1
https://digitalcommons.georgiasouthern.edu/
https://digitalcommons.georgiasouthern.edu/amtp-proceedings_2010
https://digitalcommons.georgiasouthern.edu/amtp-proceedings_2010
https://digitalcommons.georgiasouthern.edu/amtp-proceedings
https://digitalcommons.georgiasouthern.edu/amtp-proceedings
https://digitalcommons.georgiasouthern.edu/amtp-proceedings_2010?utm_source=digitalcommons.georgiasouthern.edu%2Famtp-proceedings_2010%2F65&utm_medium=PDF&utm_campaign=PDFCoverPages
https://digitalcommons.georgiasouthern.edu/amtp-proceedings_2010?utm_source=digitalcommons.georgiasouthern.edu%2Famtp-proceedings_2010%2F65&utm_medium=PDF&utm_campaign=PDFCoverPages
http://network.bepress.com/hgg/discipline/638?utm_source=digitalcommons.georgiasouthern.edu%2Famtp-proceedings_2010%2F65&utm_medium=PDF&utm_campaign=PDFCoverPages
https://digitalcommons.georgiasouthern.edu/amtp-proceedings_2010/65?utm_source=digitalcommons.georgiasouthern.edu%2Famtp-proceedings_2010%2F65&utm_medium=PDF&utm_campaign=PDFCoverPages
mailto:digitalcommons@georgiasouthern.edu


Brand Engagement and Consumer Innovativeness 
Ronald E. Goldsmith, Leisa Reinecke Flynn, Felipe Korzenny 
 

 
Building: Hilton Ocean Front Resort 
Room: Promenade 6 
Date: 03-25-2010 - 09:30 AM – 10:45 AM 

Last modified: 02-21-2010 

Abstract 
 

Brand engagement describes the tendency of consumers to make the brands they buy part of their self-
concept. This new insight into consumer behavior offers marketers many ways to create relationships with 
their customers. An unexplored aspect of brand engagement is how it is related to consumer innovativeness, 
the tendency to be among the first buyers of new products. The present study used survey data from 2399 
adult U.S. consumers to show that brand engagement is positively related to consumer innovativeness. This 
finding suggests that in addition to promoting the features of new products likely to attract innovators, 
showing how the brand can express the self-concept of the innovator may also encourage its adoption. 
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