
        

Citation for published version:
Hang, H & Chen, Z 2020, 'Social Exclusion and CSR Brand Warmth: An Embodied Cognition Approach'.

Publication date:
2020

Link to publication

University of Bath

Alternative formats
If you require this document in an alternative format, please contact:
openaccess@bath.ac.uk

General rights
Copyright and moral rights for the publications made accessible in the public portal are retained by the authors and/or other copyright owners
and it is a condition of accessing publications that users recognise and abide by the legal requirements associated with these rights.

Take down policy
If you believe that this document breaches copyright please contact us providing details, and we will remove access to the work immediately
and investigate your claim.

Download date: 17. Nov. 2020

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

provided by University of Bath Research Portal

https://core.ac.uk/display/342879641?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1
https://researchportal.bath.ac.uk/en/publications/social-exclusion-and-csr-brand-warmth(56356abe-4aba-4421-aa14-d6fbfc24aaa9).html


 

 

Social Exclusion and CSR Brand Warmth – An Embodied Cognition
Approach

 

Haiming Hang
University of Bath, U.K.

Zhifeng Chen
University of the West of England, Bristol

 

 

 

Cite as:
Hang Haiming, Chen Zhifeng (2020), Social Exclusion and CSR Brand Warmth – An
Embodied Cognition Approach. Proceedings of the European Marketing Academy,
49th, (65003)

 

 



 

 

Social Exclusion and CSR Brand Warmth – An Embodied Cognition
Approach

 

Abstract

While social exclusion is mainly driven by a lack of sense of belonging, socially
excluded people also physically feel cold. Due to the substitutability of physical and
social warmth, this paper argues a CSR brand can positively contribute to socially
excluded consumers’ well- being and reduces the cost of social support. Our four
studies jointly suggest this is because the brand warmth associated with a CSR brand
makes socially excluded consumers feel closely connected to it. This, in turn, reduces
their subsequent needs for physical and social warmth. However, this is moderated by
perceived CSR motive, more evident when CSR motive is considered genuine. More
important, our results also demonstrate coping with physical coldness is different from
anthropomorphizing brands to establish need for belongings.
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