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Abstract 

 The current study examines the importance of Corporate Social Responsibility (CSR) in 

the age of the #MeToo movement. This was done by examining advertising CSR tactics done by 

corporations. Society has shown they trust corporations who are concerned with being socially 

responsible, especially after major movements like the #MeToo movement happen. This study 

examines whether or not companies are listening to society in the age of #MeToo and changing 

their tactics to be more trustworthy to their consumers. This was done by conducting a content 

analysis to compare CSR strategies in corporations’ advertising tactics before and after the 

#MeToo movement in different areas of CSR. The researcher’s findings support previous studies 

done in the area of CSR and the #MeToo movement by showing that corporations do practice 

more CSR strategies during movements like the #MeToo movement. Social, economic and 

workforce CSR practices were practiced by corporations much more after the #MeToo 

movement than before.  
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Introduction 

Because of the #MeToo movement, corporate social responsibility (CSR) is more 

important than ever before, especially how corporations utilize social CSR in how they portray 

women. Heald (2018) defined corporate social responsibility as corporations taking 

responsibility to improve society in different ways. Carroll and Shabana (2010) found that after 

every major movement in the United States, corporations tend to practice social responsibility at 

a much greater rate. This is because, after movements like the women’s movement in the 1960’s, 

society demands more from corporations (Carroll & Shabana, 2010). Weber and Wasieleski 

(2018) indicated that CSR has been around since the 1920’s, but it was not until the 1960s, that 

the foundation of CSR was built. The 1960s brought about the women’s movement and the 

environmental movement, which saw more companies adopting CSR attitudes, practices and 

policies (Weber & Wasieleski, 2018). Doerr (2018) claimed that corporate social responsibility 

matters more than ever because of the #MeToo movement. CSR professionals in companies are 

changing their policies to be more responsible to society (Doerr, 2018).  

Dastagir (2019) said the #MeToo movement came about in the fall of 2017 when actress, 

Ashley Judd, came out against movie mogul, Harvey Weinstein. More allegations followed, and 

many people became impacted (Dastagir, 2019). Zacharek, Dockterman, and Sweetland-

Edwards (2017) suggested that this became a movement that became known as the #MeToo 

movement when Alyssa Milano tweeted out the term. The term quickly had over 85 million 

mentions on Facebook (Zacharek et al., 2017). Mamuric (2019) claimed the movement shows 

that women are tired of not being equal in all aspects of their lives, and want to be portrayed 

differently in the media. It has become much more than a hashtag, as it has led to men finally 
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facing jail time (Dastagir, 2019). The #MeToo movement has also paved the way for many other 

women to be able to come forward and tell their stories (Dastagir, 2019).  

With the #MeToo movement, companies are finding that they cannot afford not to reach 

their female consumer base (Mamuric, 2019). It is also important for the brand and commercial 

to come off as authentic, because it could backfire on them if they are not (Mamuric, 2019). Hunt 

(2017) indicated that in order to objectively examine corporations; you also need to understand 

what their brand identity is. Corporations must ask themselves who they are and what they want 

to stand for in order to figure out what their brand identity is (Hunt, 2017). Barrett (2018) found 

that corporations have been reshaping their brand identities since the #MeToo Movement. 

Corporations and the media have been criticized for creating the idea that women should be 

defined by their appearance (Barrett, 2018). For years women have been told that beauty should 

be their goal, and men have been taught it is okay to view women as objects (Barrett, 2018). The 

#MeToo movement has made corporations question how they are portraying women, since 

women are tired of being stereotyped and objectified (Barrett, 2018).  

This analysis was conducted to examine the way companies have reshaped their brand 

identities and changed their CSR policies since the #MeToo movement. The current study 

compared the commercials from six different companies. This study contributes practically by 

gauging the trend of how companies are expected to continue CSR policies in their advertising 

tactics in the age of #MeToo. The current study can also be used to examine how these 

companies studied can improve, to analyze how other companies can improve their CSR policies 

in their advertising. The current study also contributes theoretically by examining the theory in 

the age of #MeToo, and showing how future studies can build on this study to build on the 

theory, or even choosing different areas of CSR to examine in terms of the #MeToo movement. 
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The theory involves many different areas that were not studied for the purpose of this study that 

could be in future studies.  

Literature Review 

Corporate Social Responsibility (CSR) Theory and Brand Identity 

CSR has been around in the United States for longer than most countries, and gained 

traction in the 1920’s (Weber & Wasieleski, 2018). CSR became even more active in the 1960s 

and 1970s when protests became active as people demanded corporations to be more responsible 

(Weber & Wasieleski, 2018). During this time, there were African Americans who were 

demanding an end to racial discrimination when corporations make hiring decisions, women 

were demanding equality in the workforce and environmentalists began demanding an end to 

pollution created by corporations (Weber & Wasieleski, 2018). During these social issues, 

people were demanding corporations to respond and change their policies (Weber & Wasieleski, 

2018). During environmental and social issues, corporations and others are more aware of CSR 

policies and what can be done to improve society (Weber & Wasieleski, 2018).  

Kanji and Chopra (2019) developed a CSR model; incorporating different areas 

corporations should reach in order to be considered socially responsible. The model includes 

social accountability and investment, environment protection and sustainability, corporate 

governance and economic responsibility, and ethics and human resources (Kanji & Chopra, 

2019). Social accountability and social investment involve being concerned with improving 

society and protecting human rights (Kanji & Chopra, 2019). Corporate social investment is 

defined as getting involved in activities that improve the community in some way (Kanji & 

Chopra, 2019). Social accountability involves being concerned with the expectations society has 
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for the business and remaining responsible to those expectations (Kanji & Chopra, 2019). 

Environmental protection and sustainability involves being environmentally conscious and trying 

to improve the environment in some way (Kanji & Chopra, 2019). Corporate governance and 

economic responsibility involves being responsible to stakeholders by being profitable, 

transparent, non-discriminatory, and sustainable (Kanji & Chopra, 2019). Ethics and human 

resources involve doing business in an ethical way by meeting the environmental and ethical 

concerns of society (Kanji & Chopra, 2019). With the #metoo movement, more companies are 

jumping on the wagon of showing that they are socially responsible toward women (Mamuric, 

2019).  

Carroll and Brown (2018) suggested that companies cannot afford to not be corporately 

responsible because as much as 75% of consumers are likely to boycott companies who are not 

responsible to the consumer. 83% of investors are also more likely to invest in companies that 

are known for practicing CSR (Carroll & Brown, 2018). Beal (2014) claimed most fortune 500 

companies include someone in upper management who is dedicated to how the company can 

improve their CSR. It isn’t enough to companies to try to make a profit because businesses and 

society overlap in many ways (Beal, 2014).  

Brooking (2016) claimed brands have become an essential part of our society. Brands are 

used to get consumers to buy their products. It is also important for corporations to be able to 

identify their consumers’ needs to understand why they buy their products and the triggers that 

would make them choose those products over other corporations products (Brooking, 2016). 

Lury (2011) suggested that everything related to a brand represents the brand identity; including 

their logo, color schemes, fonts, etc. It also includes their voice, communication, and their 

reputation (Hunt, 2017). Corporations are constantly growing and building their brand identity 
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by asking themselves who they are, and what they want to stand for, and their brand identity 

should match those messages (Hunt, 2017).  

Aaker (2018) came up with the brand identity model that consists of four different 

elements that contribute to the overall brand identity. Those elements include the brand as a 

product, brand as organization, brand as person, and brand as symbol (Aaker, 2018). The brand 

as a product includes the product attributes, quality of the product, and where the product 

originated from (Aaker, 2018). The brand as an organization includes their organizational 

attributes and what they do locally versus what they do on a global level (Aaker, 2018). The 

brand as a person involves looking at the brand personality and their consumer/brand 

relationship. The brand as a symbol involves looking at visual imagery, metaphorical symbols 

and the brand heritage.  

The current study used CSR to examine social, economic, and workforce strategies to 

examine whether or not corporations have changed since the #MeToo movement. This was done 

by comparing those areas before and after the #MeToo movement to gauge whether or not there 

was a difference. This was done to decipher whether or not corporations are listening to society, 

demanding corporations to be better in being accountable to women, and the other areas of CSR 

as well. The researcher also used brand identity to determine if the corporation’s brand identity 

matched their CSR messaging in their commercials. In order to be viewed as authentic in their 

efforts to reach women, the corporation’s brand identity also needs to match their efforts (Hunt, 

2017). The researcher also examined whether or not these corporations changed their brand 

identity to be more socially responsible toward women. 

Gender Roles in Advertising 
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Eisend and Plagemann (2014) claimed corporations often promote their products using 

gender roles in order to perpetrate the gender roles society has. Ashmore, Boca, and Wohlers 

(1986) defined gender stereotypes as beliefs that society has about men and women that causes 

them to treat them differently. Lidner (2004) said the way women have been portrayed in 

advertising over the years has drawn a lot of criticism. Ford, Kramer, Honeycutt and Susan 

Casey (1998) claimed that in advertising history, women have been portrayed as being dependent 

on men, in roles in the home, and worse, as sex objects for men.  

Crow (2018) said though, that the advertising industry has been impacted by the #MeToo 

movement. With the movement, the Association of National Advertisers also created a #SeeHer 

campaign with the goal of eliminating gender bias in advertising and to get corporations to 

portray women and girls in more empowering ways (Crowe, 2018). ANA and TiVo conducted a 

study where they found that men and women like corporations that strive to accurately portray 

women (Crowe, 2018). However, change has still been slow (Crowe, 2018). In March 2018, 73% 

of ads included women, which was up from the 62% in 2017; however, women portrayed in a 

significant role was only 34%, which dropped from the 43% in 2017. Benoit (2020) suggested 

that another example of showing how society still has a way to go, is the Gillette ad that ran back 

in the beginning of 2019. The ad was in direct response to the #MeToo movement, and it 

challenged men to be better by getting rid of toxic masculinity (Benoit, 2020). Many men and 

women criticized the ad on social media, many even saying they would boycott the brand 

(Benoit, 2020). Within two weeks, the video on YouTube had over 27 million views, 1.3 million 

of those who disliked the video (Benoit, 2020). Corporations who sell products for men rarely 

advertise social causes meant to empower women, and in this case; it appeared to be disliked by 
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their target audience (Benoit, 2020). The call for men to examine their daily lives, and how they 

treat those around them was uncomfortable for many men (Benoit, 2020). 

Femvertising 

SheKnows Media defined Femvertising back in 2014, as advertisements that have the 

purpose of empowering women (Mamuric, 2019). Previous studies show that advertising 

historically has reflected the roles society has for males and females rather than challenges them. 

Femvertising goes against that by directly challenging what society believes about gender roles 

(Mamuric, 2019). Millard (2011) said femvertising has been around for years; an early 

femvertising campaign was Dove in 2004 when they launched their campaign for ‘real beauty.’ 

This campaign featured real models in a series of videos to show women as they really are 

(Millard, 2011). Akestam, Rosengren, and Dahlen (2017) claimed femvertising has grown in the 

last decade and the #metoo movement has brought about an even greater rise in femvertising. 

That growth suggests companies see it as a necessity in the age of #MeToo to try to reach their 

female consumers (Akestam, Rosengren, & Dahlen, 2017). In 2015, SheKnows Media hosted the 

very first Femvertising awards, where they showcased corporations and brands they felt 

successfully promoted female empowerment (Mamuric, 2019). They have hosted femvertising 

awards every year since then, with a rise in advertisements being submitted to be judged since 

the movement began (Mamuric, 2019). Couture (2017) found that femvertising is used to be a 

positive influence on society, to try to call into question what society believes about gender 

stereotypes. SheKnows Media’s requirements of being an effective femvertising ad include 

portraying women as they really are, truly empowering them, and the ad should challenge the 

gender stereotype (Couture, 2017). Brands that use femvertising tactics are smart because they 
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show that their brand reaches that corporate social responsibility by fighting for women (Hunt, 

2017).  

There have been many studies on CSR, especially concerning the growing trend of CSR 

during social movements. However, since the #metoo movement and femvertising are still fairly 

new, there have not been a lot of previous studies done on CSR and brand identity concerning 

the #MeToo movement. There was only one previous study found on femvertising that utilized 

corporate social responsibility and brand identity. Hunt (2017) analyzed three different 

femvertising campaigns: “Campaign for Real Beauty” from Dove, “Like a Girl” by Always, and 

“Shine Strong” by Pantene (Hunt, 2017). This study mainly focused on the rhetoric used by the 

companies in the advertisements in the campaigns, and focused just on the campaigns. This study 

would add to the study by analyzing advertisements from companies who won femvertising 

awards in 2017, after the movement came about for the purpose of seeing if the corporations are 

truly committed to being socially responsible; or if their one femvertising campaign was out of 

the norm. This current study will use corporate social responsibility to judge which of the four 

areas the company focuses on after their femvertising effort, and if it matches up with the goal of 

empowering women. Based on the findings from previous studies, the research questions were 

formulated as follows:  

RQ1: Are there any differences in the advertising tactics used by the brands concerning 

(1) social (2) economic and (3) workforce CSR strategies before and after the #MeToo 

movement? 

RQ2: Are there any differences in the adverting tactics used by the industries concerning 

(1) social (2) economic and (3) workforce CSR strategies used before the #MeToo 

movement?  
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RQ3: Are there any differences in the advertising tactics used by the industries 

concerning (1) social (2) economic and (3) workforce CSR strategies used after the 

#MeToo movement?  

RQ4: Which brand implemented the most social CSR strategies in their advertising 

before the #MeToo movement?  

RQ5: Which brand implemented the most social CSR strategies in their advertising after 

the #MeToo movement?  

Method 

 The purpose of this study was to determine if corporations are implementing more 

socially responsible tactics in their advertising by comparing CSR strategies before and after the 

#MeToo movement.  

Unit of analysis and sampling 

 To answer these research questions, a content analyses was conducted to examine 

commercials from six different companies. The corporations chosen were chosen based on them 

winning a femvertising aware in 2017, shortly after the #MeToo movement started. These 

companies were: Lane Bryant, Audi, P&G, Angel Soft, L’Oreal Paris, State Street Gloval 

Advisors, Wildfire Dick Sporting Goods, Hatchkids Choice, and Just Not Sports. To collect these 

commercials, the researcher conducted a keyword search of each individual company on 

YouTube, and going to their YouTube channels. Commercials were coded three years after the 

#MeToo movement and three years before. 33 Lane Bryant videos were coded after the #MeToo 

movement. 70 Audi videos were coded after the #MeToo movement. 67 P&G videos were coded 

after the #MeToo movement. 14 Angel Soft videos were coded after the #MeToo movement. 73 
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L’Oreal Paris videos were coded after the #MeToo movement. 77 Dick Sporting Goods videos 

were coded after the #MeToo movement. Commercials were coded before the #MeToo for a 

movement to match the number of commercials coded after the movement for each corporation 

for a total of 340 commercials being coded after the #MeToo movement, and 340 before. These 

numbers were chosen due to how many commercials there were from the corporations after the 

#MeToo movement.  

Coding categories 

 A total of eight coding categories were created for this content analysis based on two 

models, Chopra’s (2010) CSR model and Aaker’s (1996) brand identity model. Those categories 

included social (diversity, authenticity, empower women/#metoo), economic (maximize profits, 

trusted corporation, sustainable, responsible purchasing), workforce (diversity, foster 

responsibility, celebrate success, encouraging participation), vision and value (clear vision, 

values responsible), marketplace (manage impact, partnering, encourage responsibility), 

community (local charity, local event, volunteer locally, local employment), heritage 

conservation (protect art, protect heritage, funding projects), and brand identity (rebranded 

identity since #metoo, product attributes, trustworthy, visual imagery). These categories were 

chosen to examine different CSR areas that have the most to do with empowering women, or 

have a lot in common with the corporations chosen. By comparing these categories before and 

after the #MeToo movement, it can be determined which corporations are the most CSR-minded 

before and after the #MeToo movement. It can also be determined which areas of CSR 

corporations are focused on. These categories were coded on a spreadsheet by putting 1 for yes 

and a 0 for no if the commercial included or did not include those specific categories.  
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Results 

The purpose of this study was to look at what areas of CSR corporations are focused on 

before and after the #MeToo movement and to determine if there are any significant differences 

in those categories. RQ1 was created in response to that by comparing social, economic, and 

workforce CSR strategies before and after the #MeToo movement. In comparing social CSR (see 

Table 1), diversity (X2 =27.97, df=1, p < 0.001), authenticity (X2 = 155.93, df=1, p < 0.001), and 

empower women (X2 = 6.71, df=1, p < 0.005), results show overall, corporations practiced each 

CSR social strategy more after the #MeToo movement than before. Corporations were more 

authentic after the #MeToo movement (n=243, 75.5%), compared to before (n=79, 24.5%). 

Corporations also showed more social diversity CSR strategies after the #MeToo movement 

(n=137, 65.6%), compared to before (n=72, 34.4%). Corporations empowered women more 

frequently after the #MeToo movement (n=89, 59.7%), compared to before (n=60, 40.3%), 

though it wasn’t as high as the other two categories. 

In comparing economic CSR (see Table 2), maximize profits (X2 = 48.06, df = 1, p < 

0.001), trusted corporation (X2 = 48.06, df=1, p < 0.001), sustainable marketing (X2 = 69.45, 

df=1, p < 0.001), and responsible purchasing (X2 =64.68, df=1, p < 0.001), results show overall, 

corporations practiced each economic strategy more after the #MeToo movement than before. 

The biggest difference was in being a trusted corporation by being more economically 

responsible after (n=199, 81.6%), compared to before (n=45. 18.4%). Corporations also had 

more sustainable practices after (n=115, 81.6%), compared to before (n=26, 18.4%). 

Corporations were more responsible with their products in an economic sense after the #MeToo 

movement (n = 111, 81.0%), compared to before (n=26, 19.0%). The last category that showed 
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the least amount of difference was in companies maximizing their profits economically after the 

#MeToo movement (n=147, 73.0%), compared to before (n=47, 27.0%).  

In comparing workforce CSR (see Table 3), diversity in the workforce (X2 = 27.97, df=1, 

p < 0.001), foster responsibility (X2 = 43.54, df=1, p < 0.001), celebrate success (X2 = 16.49, 

df=1, p < 0.001), encourage participation (X2 = 40.54, df=1, p < 0.001), results show overall, 

corporations practiced more workforce CSR strategies in their advertising after the #MeToo 

movement than before. The biggest difference corporations showed was in fostering 

responsibility after the #MeToo movement (n=217, 62.7%), compared to before (n=129, 37.3%). 

The next biggest difference was in corporations encouraging their employees to be more 

responsible in their economic practices after the #MeToo movement (n=251, 59.9%), compared 

to (n=168, 40.1%) before the #MeToo movement. Corporations showed more diversity in who 

they portrayed in their advertising and talked about hiring more of a diverse population after the 

#MeToo movement (n=138, 59.2%), compared to before (n=95, 40.8%). Corporations also 

celebrated the success of being more economically responsible after the #MeToo movement 

(n=216, 57.3%), compared to before (n=161, 42.7%).     

Note: * p < 0.001 

** p < 0.005 

 

Note: * p < 0.001 

Table 1 
Social 
 Before #metoo After #metoo X2 

Categories N % N % df=1 
Diversity * 72 34.4 137 65.6 27.97 
Authenticity * 79 24.5 243 75.5 155.93 
Empower ** 60 40.3 89 59.7 6.71 
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Note: * p < 0.001 

RQ2 was asked to analyze what CSR tactics the industries were using before the #MeToo 

movement to determine which industry practiced each strategy the most. In comparing social 

CSR (see Table 4), diversity (X2  = 37.35, df=3, p < 0.001), authenticity (X2 = 41.34, df=3, p < 

0.001), and empower women (X2  = 52.09, df=3, p < 0.001), results show the fashion industry 

practiced each strategy at a greater frequency than the other industries. The fashion industry 

practiced authenticity (n=41, 51.9%), and empower women (n=41, 68.3%) the most. They still 

had the most compared to the other industries in the diversity strategy (n=38, 52.8%). The 

consumer goods industry practiced the strategies at a higher frequency except for fashion in all 

three categories. They practiced authenticity the most (n=28, 35.4%) compared to diversity 

(n=25, 34.7%), and empowering women (n=14, 23.3%). The sports industry practiced diversity 

(n=5, 6.9%), compared to the automotive industry (n=4, 5.6%). The automotive and sports 

industry had the same numbers for authenticity (n=5, 6.3%). The sports industry practiced 

empowering women (n=4, 6.7%), compared to (n=1, 1.7%) from the automotive industry. 

Table 2 
Economic 
 Before #metoo After #metoo X2 

Categories N % N % df=1 
Maximize * 47 27.0 127 73.0 48.06 
Trusted * 45 18.4 199 81.6 149.16 
Sustainable* 26 18.4 115 81.6 69.45 
Responsible* 26 19.0 111 81.0 64.68 

Table 3 
Workforce 
 Before #metoo After #metoo X2 

Categories N % N % df=1 
Diversity * 95 40.8 138 59.2 11.19 
Responsibility* 129 37.3 217 62.7 43.54 
Celebrate * 161 42.7 216 57.3 16.49 
Encourage * 168 40.1 251 59.9 40.54 
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 In comparing economic CSR (see Table 5), the automotive industry practiced each 

economic strategy more than the other industries. They practiced maximizing profits at the 

greatest frequency (n=29, 61.7%). Followed by being a trusted corporation with their economic 

practices (n=26, 57.8%). Sustainable marketing and responsible purchasing were the same 

(n=14, 53.8%). The consumer goods industry practiced each CSR strategy the next highest for all 

four categories. They practiced being a trusted corporation at the greatest frequency (n=18, 40.0). 

Maximizing profits was the next highest (n=17, 36.2%). Sustainable marketing and responsible 

purchasing were the same (n=11, 42.3%). The fashion industry had 1 video in each category that 

practiced each strategy. Maximize profits (n=1, 2.1%), trusted corporation (n=1, 2.2%), 

sustainable marketing (n=1, 3.8%), and responsible purchasing (n=1, 3.8%). The sports industry 

had 0 videos in all four categories, so they didn’t have any videos that mentioned economic 

practices at all. 

 In comparing workforce CSR (see Table 6), the fashion industry practiced all four 

workforce categories at a greater frequency than the other industries did. They encouraged 

participation from their employees the most (n=64, 38.1%), compared to celebrating success 

(n=59, 36.6%), encouraging their employees to be socially responsible (n=53, 41.1%), and 

showing diversity in the workforce (n=41, 43.2%). Consumer goods had the next highest in all 

but celebrating success. They encouraged their employees to participate more (n=46, 27.4%), 

compared to celebrating success (n=45, 28.0%), encouraging participation (n=39, 30.2%), and 

showing diversity in the workforce (n=31, 32.6%). The automotive industry came in third in 

three of the strategies, only beating the consumer goods strategy in celebrating success (n=46, 

28.6%). They encouraged their employees to participate the next highest (n=41, 24.4%). They 

encouraged their employees to be socially responsible (n=26, 20.2%). They showed and/or 
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talked about diversity in their workforce the least (n=16, 16.8%). The sports industry came in last 

in all four strategies used. Diversity (n=7, 7.4%), encourage responsibility (n=11, 8.5%), 

celebrate success (n=11, 6.8%), and encourage participation (n=17, 10.1%). 

Note: * p < 0.001 

 

Table 5 
Economic industry before #metoo 
 Fashion Automotive Consumer 

Goods 
Sports X2 

Categories N % N % N % N % df=3 
Maximize * 1 2.1 29 61.7 17 36.2 0 0.0 75.50 
Trusted * 1 2.2 26 57.8 18 40.0 0 0.0 63.74 
Sustainable* 1 3.8 14 53.8 11 42.3 0 0.0 31.03 
Responsible* 1 3.8 14 53.8 11 42.3 0 0.0 31.03 
Note: * p < 0.001 

Note: * p < 0.001 

Table 4 
Social industry before #metoo 
 Fashion Automotive Consumer 

Goods 
Sports X2 

df=3 

Categories N % N % N % N %  
Diversity * 38 52.8 4 5.6 25 34.7 5 6.9 37.35 
Authenticity*  41 51.9 5 6.3 28 35.4 5 6.3 41.34 
Empower * 41 68.3 1 1.7 14 23.3 4 6.7 52.09 

Table 6 
Workforce industry before #metoo 
 Fashion Automotive Consumer 

Goods 
Sports X2 

df=3 

Categories N % N % N % N %  
Diversity * 41 43.2 16 16.8 31 32.6 7 7.4 23.93 
Responsibility*  53 41.1 26 20.2 39 30.2 11 8.5 27.13 
Celebrate * 59 36.6 46 28.6 45 28.0 11 6.8 45.71 
Participation * 64 38.1 41 24.4 46 27.4 17 10.1 30.15 
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RQ3 was asked to analyze what CSR tactics the industries were using after the #MeToo 

movement to determine which industry practiced each strategy the most. By comparing this with 

the results used for RQ2, it can be determined if industries have changed since the #MeToo 

movement began. In comparing social CSR (see Table 7), diversity (X2  = 31.11, df=3, p < 

0.001), authenticity (X2  = 82.28, df=3, p < 0.001), and empower women (X2  = 37.35, df=3, p < 

0.001), it shows consumer goods practiced each social CSR strategy at a greater frequency than 

the other industries. The consumer goods industry was the most authentic to their brand image 

(n=76, 31.3%) compared to diversity (n=52, 38.0%), and empowering women (n=37, 41.6%). 

The sports industry showed diversity the second highest of the industries (n=36, 26.3%). 

Followed by the fashion industry (n=30, 21.9%). The automotive industry came in last (n=19, 

13.9%). The automotive industry came in second behind consumer goods in being authentic to 

their brand image with their CSR message strategies in their videos (n=69, 28.4%). The fashion 

industry came next (n=61, 25.1%). The sports industry came in last (n=37, 15.2%). The sports 

industry came in second, behind consumer goods in empowering women in their videos (n=23, 

25.8%). The fashion industry came in third (n=16, 18.0%). The automotive industry came in last 

(n=13, 14.6%). 

 In comparing economic CSR (see Table 8), maximize profits (X2  = 53.81, df=3, p < 

0.001), trusted corporation (X2  = 97.94, df=3, p < 0.001), sustainable marketing (X2  = 133.77, 

df=3, p < 0.001), and responsible purchasing (X2  = 112.69, df=3, p < 0.001), results show 

overall that the automotive industry used more economic CSR strategies than the other industries 

did. The automotive industry beat the other industries in all strategies except for being a trusted 

corporation (n=60, 30.2%), consumer goods beat them in that category (n=69, 34.7%). The 

automotive industry used sustainable marketing strategies the most (n=60, 52.2%), compared to 
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responsible purchasing (n=55, 49.5%), and maximizing profits (n=32, 25.2%). Consumer goods 

came in second place in the three strategies. Maximize profits (n=41, 32.3%), sustainable 

marketing (n=34, 29.6%), and responsible practices (n=34, 30.6%). Fashion came in third in all 

four categories. Maximize profits (n=32, 25.2%), trusted corporation (n=54, 27.1%), sustainable 

marketing (n=19, 16.5%), and responsible practices (n=20, 18.0%). The sports industry came in 

last in all four categories. Maximize profits (n=9, 7.1%), trusted corporation (n=16, 8.0%), 

sustainable marketing (n=2, 1.7%), and responsible purchasing (n=2, 1.8%). Workforce CSR 

was examined to compare with workforce CSR before the #MeToo movement, however; there  

were not enough differences by industry to be significant. 

Note: * p < 0.001 

Note: * p < 0.001 

Table 7 
Social industry after #metoo 
 Fashion Automotive Consumer 

Goods 
Sports X2 

df=3 

Categories N % N % N % N %  
Diversity *  30 21.9 19 13.9 52 38.0 36 26.3 31.11 
Authenticity *  61 25.1 69 28.4 76 31.3 37 15.2 82.28 
Empower * 16 18.0 13 14.6 37 41.6 23 25.8 24.88 

Table 8 
Economic industry after #metoo 
 Fashion Automotive Consumer 

Goods 
Sports X2 

df=3 

Categories N % N % N % N %  
Maximize * 32 25.2 45 35.4 41 32.3 9 7.1 53.81 
Trusted  * 54 27.1 60 30.2 69 34.7 16 8.0 97.94 
Sustainable* 19 16.5 60 52.2 34 29.6 2 1.7 133.77 
Responsible* 20 18.0 55 49.5 34 30.6 2 1.8 112.69 
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RQ4 was asked to examine social CSR strategies before the #MeToo movement to 

determine if brands were socially responsible toward women before the #MeToo movement. In 

comparing diversity (X2  = 117.55, df=5, p < 0.001), authenticity (X2  = 139.57, df=5, p < 0.001), 

and empower women (X2  = 163.49, df=5, p < 0.001), results show overall that Lane Bryant was 

the most socially responsible in all three categories (see Table 9). Diversity (n=29, 40.3%), 

authenticity (n=32, 40.5%), and empower women (n=32, 53.3%). Results show that P&G was 

the next socially responsible in all three categories. Diversity (n=18 25.0%), authenticity (n=19, 

24.1%), and empower women (n=13, 21.7%). L’Oreal Paris was the next highest of all brands in 

all three categories. Diversity (n=9, 12.5%), authenticity (n=9, 11.4%), and empower women 

(n=9, 15.0%).  Angel Soft came in fourth in showing diversity (n=7, 9.7%). Dick Sporting Goods 

came in fifth in diversity (n=6, 6.9%). Audi came in last in diversity (n=4, 5.6%). Angel Soft 

came in fourth in being authentic to their brand with their social CSR strategies (n=9, 11.4%). 

Dick Sporting Goods was next (n=7, 6.3%). Audi came in last (n=5, 6.3%). Dick Sporting Goods 

was fourth in empowering women (n=4, 6.7%). Audi and Angel Soft had the same numbers for 

empowering women (n=1, 1.7%). 

Note: * p < 0.001 

RQ5 was asked to examine social CSR strategies after the #MeToo movement to 

determine if brands were more socially responsible toward women after the #MeToo movement 

Table 9 
Social brand before #metoo 
 Lane 

Bryant 
Audi P&G Angel 

Soft 
L’Oreal 

Paris 
Dick 

Sporting 
Goods 

X2 

df=5 

Categories N % N % N % N % N % N %  
Diversity * 29 40.3 4 5.6 18 25.0 7 9.7 9 12.5 6 6.9 117.55 
Authenticity*  32 40.5 5 6.3 19 24.1 9 11.4 9 11.4 7 6.3 139.57 
Empower * 32 53.3 1 1.7 13 21.7 1 1.7 9 15.0 4 6.7 163.49 
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than they were before (see Table 10). In comparing diversity (X2  = 56.28, df=5, p < 0.001), 

authenticity (X2  = 119.68, df=5, p < 0.001), and empower women (X2  = 39.07, df=5, p < 0.001), 

results show that overall, P&G showed the most diversity (n=44, 32.1%), and empowered 

women the most (n=28, 31.5%). Audi was the most authentic to their brand with their CSR 

messaging strategies (n=69, 28.4%). Dick Sporting Goods showed the most diversity in their 

commercials after P&G (n=36, 26.3%). Lane Bryant was next in showing diversity in their 

commercials (n=21, 15.3%). Audi was fourth (n=19, 13.9%). L’Oreal Paris was fifth in showing 

diversity (n=9, 6.6%). Angel Soft showed diversity the least (n=8, 5.8%). P&G was right behind 

Audi in being authentic to their brand identity with their CSR social strategies (n=64, 26.3%). 

Dick Sporting Goods was third (n=37, 15.2%). Lane Bryant was right behind Dick Sporting 

Goods (n=32, 13.2%). L’Oreal Paris was fifth (n=29, 11.9%). Angel Soft was the least authentic 

to their brand identity with their message strategies (n=12, 4.9%). Dick Sporting Goods was right 

behind P&G at empowering women with their videos (n=23, 25.8%). Audi came in third (n=13, 

14.6%). Lane Bryant was right behind Audi (n=12, 13.5%). Angel Soft was fifth in empowering 

women (n=9, 10.1%). L’Oreal Paris came in last at empowering women (n=4, 4.5%). In 

comparing results from RQ4 and RQ5, results show that each company had greater numbers for 

all three categories, except for L’Oreal Paris, their numbers of empowering women actually 

went down after the #MeToo movement. Before the #MeToo movement, Lane Bryant was the 

most socially responsible, but that shifted to P&G after the #MeToo movement. 
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Note: * p < 0.001 

 

Discussion 

 The #MeToo movement, it has shown that women have reached the breaking point and 

want to be portrayed in a better light, and it has impacted corporations all over the world (Doerr, 

2018). Does, Gundemir, and Shih (2018) conducted a study where they found that a single 

instance of sexual harassment can damage an entire organization. Studies show that a 

corporation’s CSR tactics account for at least 40% of their reputation (Doerr, 2018). In the age of 

#MeToo corporations have a responsibility to play a role in trying to develop a culture that 

portrays women in a more positive light, and reduces sexual harassment in the workplace (Doerr, 

2018). This study supports the fact that corporations are practicing more CSR strategies to 

empower women since the #MeToo movement. It also shows corporations improving their other 

CSR strategies as well, including economic and workforce strategies.  

 When comparing just the industries before the #MeToo movement, it showed the fashion 

industry beating the others in social CSR. Conlon (2019) claimed sexual harassment has been 

particularly bad in the fashion industry. Many models have come out against photographers in 

the industry who have harassed dozens of models, and gotten aggressive for photographs 

Table 10 
Social brand after #metoo 
 Lane 

Bryant 
Audi P&G Angel 

Soft 
L’Oreal 

Paris 
Dick 

Sporting 
Goods 

X2 

df=5 

Categories N % N % N % N % N % N %  
Diversity * 21 15.3 19 13.9 44 32.1 8 5.8 9 6.6 36 26.3 56.28 
Authenticity*  32 13.2 69 28.4 64 26.3 12 4.9 29 11.9 37 15.2 119.68 
Empower * 12 13.5 13 14.6 28 31.5 9 10.1 4 4.5 23 25.8 39.07 
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(Conlon, 2019). In 2018, the Boston Globe named 25 fashion industry professionals who had 

been accused of sexual misconduct (Conlon, 2019). There is a lot of work to be done still in the 

fashion industry, but there are companies who have worked to change things. Sweeney (2018) 

said corporations like Cacique and Lane Bryant have been trying to change things in the fashion 

industry, even before the #MeToo movement began. They started doing this by encouraging 

women to be themselves, and to portray them as they really are (Sweeney, 2018). The fashion 

industry also beat the other industries in workforce CSR. They were not only showing diversity 

and empowering women in society, but they were building up people employed by the company 

as well. They were encouraging their employees to be active participants in social CSR as well. 

When comparing just the industries before the #MeToo movement for economic CSR, 

automotive was ahead of the other industries. This remained true after the #MeToo movement. 

Frigant (2009) suggested that economic CSR is particularly important in the automotive industry 

because if the corporations are not economically responsible to their consumers; then their 

automobiles can easily contribute to polluting the environment. Automobile corporations have a 

responsibility to make sure their products are cleaner, and don’t add to the pollution of the 

environment (Frigant, 2009). This study supports the fact that the automotive industry is still 

focusing on what it should. Economic CSR was the clear focus before the #MeToo movement, 

and after. Their numbers even in the economic area increased after the #MeToo movement. The 

automotive corporations studied talked about their efforts in reducing the carbon footprint with 

their electric cars, and how they were making their vehicles safe for their consumers. 

 The consumer goods manufacturers industry beat the other industries in social CSR after 

the #MeToo movement. Crowe (2018) found that since the #MeToo happened, more brands are 

much more willing to have a conversation about how men should act, and how to empower 
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women. The consumer goods manufacturing business is such a large market, with so many 

corporations trying to change problematic advertising that has been going on for decades. This 

study supports the idea that more corporations are moving in the right direction to truly be a 

socially responsible company in the age of #MeToo. 

When comparing just the brands that practiced social CSR before and after the #MeToo 

movement, most corporations’ numbers did improve after the #MeToo movement, except for 

Lane Bryant. Lane Bryant has been one of the corporations who have paved the way for the 

#MeToo movement (Sweeney, 2018). They have won femvertising awards nearly every year that 

femvertising awards have been around (Sweeney, 2018). They have stayed true to their message 

of body positivity for women, but after the #MeToo movement, they have also focused their 

efforts on other CSR practices. This could be because Lane Bryant is no longer one of the only 

corporations who are promoting empowering women. However, they still have messages that 

have supported their mission of promoting body positivity. The other corporations’ numbers 

improving support the fact that corporations are practicing more CSR strategies to reach more 

consumers and to improve society since the #MeToo movement began.  

 Buss (2018) said the vice president of marketing of Audi, Loren Angelo, talked about 

how corporations cannot afford not to reach their female consumers in the age of #MeToo. When 

they released Daughter, the ad that won the femvertising award in 2017, they talked about other 

initiatives they are working on to promote gender equality (Buss, 2018). Among those initiatives 

is a graduate internship program where half of enrollees need to be female, a partnership with the 

American Film Institute to create a scholarship for female director enrollment, among others 

(Buss, 2018). Audi also talked about how only 12% of their senior management is female, and 

how they are working on increasing that number (Buss, 2018). This study supports their words, 
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since their numbers for social CSR went up after the #MeToo movement. Audi was the clear 

leader in economic CSR, and that has been their clear mission for years. On their website, they 

talk about how it’s their goal to reduce CO2 emissions, and become carbon-neutral by 2050. The 

numbers of the study support the fact, that economic CSR is still their main focus, but their other 

numbers went up after the #MeToo movement as well. 

 The other corporations studied have also been outspoken of their support of the #MeToo 

movement. Coolidge (2019) talked about P&G’s Gillette ad that challenged boys to be the best 

they can be, to get rid of toxic masculinity. In the commercial, they directly talked about the 

#MeToo movement and how boys need to hold each other accountable to eliminate bad behavior 

(Coolidge, 2019). Adams (2019) said that with the commercial, P&G launched their best men 

can be campaign, where they pledged to donate $1 million for the next three years to nonprofit 

organizations that help men be positive role models. The numbers in this study support their 

campaign, their social CSR was the highest of all the corporations studied, after the #MeToo 

movement.  

 Angel Soft’s numbers slightly went up in social CSR after the #MeToo movement. Kim 

Getty, President of Angel Soft’s Los Angeles office (2017), said the corporation’s goal for the 

last few years, has worked to get people to question the stereotypes parents go through. They 

want to show that both men and women as parents can be soft, and have strength at the same 

time (Getty, 2017). Their numbers may not have gone up much, but the study does show that 

they are remaining pretty consistent with their brand image of being soft, but strong at the same 

time. 

 Greaves (2020) said L’Oreal Paris has partnered with Hollaback, an organization that 

tries to end harassment. This partnership occurred after L’Oreal Paris surveyed women of all 
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ages about their experiences with sexual harassment in April 2019 (Greaves, 2020). Their 

findings showed that 78% of women said they have experienced sexual harassment in public, 

and only 25% of those cases had someone help them (Greaves, 2020). Their partnership was 

created to show people how they can help when others are being sexually harassed (Greaves, 

2020). Their numbers for social CSR remained about the same from before the #MeToo 

movement to after. 

 Thomas (2019) talked about how Dick Sporting Good’s sales have gone up as their focus 

on women has increased. Carrie Guffey, vice president and general manager of footwear for the 

corporation said they have always had women in mind, but since the #MeToo movement, that 

focus has moved to the forefront of the conversation (Thomas, 2019). The company created what 

they call a ‘women’s attack team’, designed to brainstorm how they reach more of their female 

consumers (Thomas, 2019). They have also committed to highlighting women more and 

celebrate their successes more (Thomas, 2019). This study supports that. All three categories in 

social CSR for the company went up after the #MeToo movement. They went from being fifth 

place of the corporations studied in social CSR before the #MeToo movement to being in second 

place in two of the three social CSR categories after the #MeToo movement. 

 Most of the corporations studied have different efforts they are working on to help 

improve how society views men and women. The numbers in this study support that, since social 

CSR went up after the #MeToo movement. This study shows examples of what corporations can 

do to improve their CSR in all different areas. As Weber and Wasieleski (2018), found that CSR 

is practiced more after social movements. This study supports that finding. SE2 (2019, a 

corporation from Denver, claimed Gen Z cares more about CSR practices than people ever have 

before. In a survey done, over 90% of them said they care about social and environmental issues, 
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90% care about the planet, and 94% think that corporations should be held responsible for 

addressing those issues (SE2, 2019). With the #MeToo movement, it has made it imperative for 

corporations to step up and be diverse, show equality and inclusion, and show that CSR touches 

every aspect of their business (SE2, 2019). “CSR is not just an opportunity to tell a company’s 

story,” SE2 said. “It’s the opportunity to bring its values to life and deeply engage the consumers 

and employees it depends on. That makes CSR central to every facet of a business-recruiting and 

hiring, sales and marketing, and everything in between” (SE2, 2019). Corporations cannot afford 

not to be CSR responsible in every area, but particularly in social CSR in the age of #MeToo. 

With this study, corporations can see different areas they can focus on to improve their CSR to 

improve society.  

Limitations and Future Studies 

 Since the #MeToo movement is still under development, there are many studies that 

could still be done when analyzing CSR. For example, more corporations could have been 

studied. It would be interesting to study corporations who have been known to objectify women 

in the past to see where they are headed in the age of #MeToo. For this study, the corporations 

chosen were corporations that won femvertising awards, so they are ahead of the game in 

empowering women. Brand identity was not much of a factor in this study. Corporations did not 

really have to rebrand their image with the #MeToo movement. But perhaps, in studying 

corporations who have been known to objectify women in the past, they might have to rebrand 

their image to get consumers to trust them in the age of #MeToo. There are also many different 

areas of CSR that could be studied in the future in regards to #MeToo. For example, other areas 

like legal, local, ethical and other areas along with different corporations would produce different 

results. The current study only did some of them that had the most in common with the 
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corporations studied and the #MeToo movement. Future studies can build on CSR theory for 

future studies on where corporations are headed in the age of #MeToo. 
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