The Influence of Political Messaging on Human Brand Consumption

Daniel Winkler

Vienna University of Economics and Business

Christian Hotz-Behofsits

Vienna University of Economics and Business
Nils WI¢@ mert

Vienna University of Economics and Business

Harald van Heerde
University of New South Wales Sydney

Cite as:
Winkler Daniel, Hotz-Behofsits Christian, Wi mert Nils, van Heerde Harald (2026), The

Influence of Political Messaging on Human Brand Consumption. Proceedings of the European
Marketing Academy, 55th, (134022)

Paper from the 55th Annual EMAC Conference, Bath, United Kingdom, June 2-5, 2026




The Influence of Political Messaging on Human Brand Consumption

Abstract

Human brands, such as music artists, increasingly comment on political issues, yet there is little empirical
evidence about how this messaging affects their brand performance. This paper examines these effects

across two studies. First, we analyze Taylor Swift’s endorsement of the Democratic candidate in the 2024
U.S. election. Because she is similarly popular across politically diverse regions, her endorsement could
have sparked both boycotts and buycotts. We find no evidence of boycotts, but streams increased by roughly
5\% in strongly Democratic areas, suggesting limited reputational risk and a potential promotional benefit for
audiences that align politically. Second, to generalize these insights, we study the social media posts of more
than 7,000 artists. Using a stacked difference-in-differences design, we estimate how U.S. streams respond to
political, personal and promotional postings, providing broader evidence on how online engagement shapes
human brand consumption.
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