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Positive Brand Judgments
Brand Loyalty
Strong Brand Relationships
Self-Brand Connections
Brand Evangelism
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Well-Being Moderators of Brand Purpose on
Mediator Constructs:

Positive
Relationships

Other-Praising

2 * Consumer Trust
Emotions

* Brand Authenticity

= Brand Credibility

*  Commitment to Purpose
Systemic Change * Consumer-Value Congruence
* Brand-Purpose Proximity
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