
Supplementary Table 1 Article publication trends

	Year
	Number of articles

	2005
	1

	2006
	1

	2007
	2

	2010
	1

	2011
	2

	2012
	4

	2013
	4

	2014
	2

	2015
	5

	2016
	5

	2017
	3

	2018
	15

	2019
	12

	2020
	10

	2021
	15

	2022
	13

	2023
	32

	2024
	26

	2025*
	20


*until 15 June 2025
Source: Authors’ own work





Supplementary Table 2 Study Locations

	Respondents' country
	Corresponding studies

	Australia
	France et al. (2018), Kim et al. (2023), Leckie et al. (2023), Merrilees et al. (2021), Potdar et al. (2018), Shimul and Phau (2018), Shimul and Phau (2023), Shimul et al. (2024), Teah et al. (2024), Wilk et al. (2019), Wilk et al. (2021), Wilk et al. (2024)

	Bangladesh
	Gazi et al. (2025)

	Brazil
	Lourenco et al. (2024)

	Canada
	Fullerton (2005)

	China
	Cleveland and Bartikowski (2023), Pan et al. (2025), Liao et al. (2024), Liu et al. (2021), Wang et al. (2021), Wang et al. (2024), Yuan et al. (2024)

	Egypt
	Hamdy et al. (2024),

	Germany
	Mandl and Hogreve (2020), Stokburger-Sauer (2011), Stokburger-Sauer et al. (2012), Stein et al. (2025)

	Hong Kong
	Cheung & To (2024), Chow and Ho (2025)

	India
	Dass et al. (2021), Dutta et al. (2021), Fatma and Khan (2025), Gabler et al. (2023), Ghosh (2018), Halder et al. (2024), Jain et al. (2021), Jayasimha et al. (2017), Kumar and Kaushik (2017), Kumar and Kaushik (2020), Kumar et al. (2023, 2025), Kumar et al. (2024), Malik (2021), Mohanty and Dey (2020), Moharana et al. (2023), Natarajan and Raghavan (2025), Rai and Nayak (2018), Rai and Nayak (2019), Rather et al. (2020), Rather et al. (2022), Sharma et al. (2022), Singh et al. (2025), Tanwar and Prasad (2016), Thomas and Jain (2022), Vashisht (2019), Vashisht et al. (2021), Verma et al. (2024)

	Indonesia
	Kartika et al. (2025)

	Iran
	Fazli-Salehi et al. (2019), Pourazad et al. (2020)

	Ireland
	Wallace et al. (2012), Wallace et al. (2014)

	Italy
	Confetto et al. (2023), Pinna et al. (2018)

	Japan
	Alnawas et al. (2024)

	Malaysia
	Balaji et al. (2016), Kalam et al. (2024)

	North Cyprus
	Aljarah et al (2024)

	Norway
	Xie et al. (2019)

	Pakistan
	Ahmad et al. (2023a, 2023b), Ahmad et al. (2024), Jam et al. (2025), Safdar et al. (2025)

	Portugal
	Bilro and Loureiro (2023), Coelho et al. (2019), Stein et al. (2025)

	Singapore
	Wong (2023), Wong and Hung (2023)

	South Africa
	Quaye et al. (2022), Taoana et al. (2022), van Tonder and Petzer (2021)

	Spain
	Badenes-Rocha et al. (2022a), Moliner et al. (2018), Sanz-Blas et al. (2019)

	Taiwan
	Hsiao et al. (2015), Pai et al. (2015)

	Thailand
	Ahmadi and Ataei (2024), Srinaruewan et al. (2015), Suprawan et al. (2025), 

	Trinidad and Tobago
	Rambocas and Metivier (2024)

	Turkey
	Atsız et al. (2024), Bakirtas and Gulpinar Demirci (2022), Aksoy et al. (2023), Aksoy and Yazici (2023)

	United Kingdom
	Boukis (2023), Parrott et al. (2015), Roy et al. (2023), Shukla et al. (2016)

	United States of America
	Aljarah et al. (2022), Badrinarayanan and Laverie (2011), Badrinarayanan and Sierra (2018), Becerra and Badrinarayanan (2013), Bilro et al. (2019), Boman et al. (2023), Choi et al. (2021), Choi et al. (2024), Chowdhury and Swaminathan (2023), Cordero-Gutiérrez et al. (2024), Du et al. (2007), Gammoh et al. (2021), Haddad et al. (2024), Harrigan et al. (2021), Howard and Kerin (2013), Jillapalli and Wilcox (2010), Kang (2018), Keller (2007), Kemp et al. (2012), Kemp et al. (2020), Kim (2024), Kim et al. (2023), Lawer and Knox (2006), Mathur (2018), Poole (2017), Swimberghe et al. (2018), Turri et al. (2013), VanMeter et al. (2015), VanMeter et al. (2018)

	Vietnam
	Limbu et al. (2020), Nguyen et al. (2022), Pham et al. (2023), Tran et al. (2024)

	Multiple countries/Global sample
	Cant et al. (2014), Aksoy et al. (2024), Elgammal et al (2024), Raji et al. (2024), Santos-Vijande et al. (2022), Shimul and Phau (2022)


Source: Authors’ own work



Supplementary Table 3 Measurement scales
	Original scale
	Adapted version for measuring brand advocacy

	Bhattacharya and Sen (2003)
Resilience to negative information 
· I forgive Company X when it makes mistakes.
· I will forgive company X for ___.
Product loyalty
· I like to try every new product Company X introduces.
Promotion behaviour
· Number of times in a specific time period respondent generated positive word of mouth about Company X
	Du et al. (2007)
· I would like to try new products introduced under this brand name.
· I talk favourably about this brand to friends and family.
· If the maker of this brand did something I didn't like, I would be willing to give it another chance.

	File et al. (1994)
· Recommend to other people they should establish estate plans
· Recommend the firm to other people interested in estate plans
· Talk directly about your experience with them
· Seek out other opportunities to work with them
	Vashisht et al. (2021)
· I recommend to other people they would support “Brand X
· I talk directly to other people about my experience with “Brand X
· I suggest to others that they should buy “Brand X

	Melancon et al. (2011)
· I try to get my friends and family to buy the organisation’s products and services
· I seldom miss an opportunity to tell others good things about the organization
· I would defend the organisation to others if heard someone speaking poorly about the organisation
· I would bring friends/family with me to the organisation because I think they would like it here
	Aljarah et al. (2022)
· I will try to get my friends and family to buy the Infinity coffee shop’s products and services.
· I will seldom miss an opportunity to tell others good things about the Infinity coffee shop.
· I would defend the Infinity coffee shop to others if heard someone speaking poorly about the Infinity coffee shop.
· I would bring friends/family with me to the Infinity coffee shop because I think they would like it here

	Brown et al. (2005)
Word-of-Mouth Intentions 
· “If a friend were shopping for a [brand], how likely is it that you would recommend [dealership]?”
· “If you were helping your son, daughter, or other close relative make a decision on what dealership to shop for a [brand], how likely is it that you would recommend [dealership]?”
Word-of-Mouth Behaviours 
· Mentioned to others that you do business with dealership.
· Made sure that others know that you do business with dealership.
· Spoke positively about dealership employee(s) to others.
· Recommended dealership to family members.
· Spoke positively of the dealership to others.
· Recommended dealership to acquaintances.
· Recommended dealership to close personal friends.


Ahearne et al. (2005)
· I would recommend [target company] products to other physicians.
· I would recommend that a close friend or relative accept a position at [target company].
· I would volunteer to participate in seminars sponsored by [target company].
· I would pass on literature to fellow physicians in my practice given to me by a [target company] sales representative.
· I would fill in my [target company] sales representative on competitive initiatives.
· I would let my [target company] sales representative know if a competitor was badmouthing his/her company.


	Stokburger-Sauer et al. (2012)
· I like recommending brand X to other consumers.
· I love to talk about the good points of brand X to people I know.
· I have managed to convince other people to buy brand X.

Kumar and Kaushik (2017)
· How likely is it that you would revisit this destination in the near
· future?
· This destination is likely to be my next travelling destination.

	Fullerton (2005)
· Say positive things about X to other people
· Recommend X to someone who seeks your advice
· Encourage friends and relatives to do business with X

	Shukla et al. (2016)
· I usually say positive things about X to other people.
· I would recommend X to others who seek my advice.
· I would encourage friends and relatives to shop for X.



Source: Authors’ own work






Supplementary Table 4 Antecedents of brand advocacy
	Antecedents
	Corresponding Studies

	Alignment
	Pranjal and Sarkar (2020).

	Attachment
	Ahmadi and Ataei (2024), Chowdhury & Swaminathan (2023), Moliner et al. (2018), Natarajan and Raghavan (2025), Pan et al. (2025), Sanz-Blas et al. (2019), Shimul and Phau (2018), VanMeter et al. (2015), VanMeter et al. (2018), Wang et al. (2024).

	Authenticity
	Kumar et al. (2023), Pranjal and Sarkar (2020).

	Brand affinity
	Badrinarayanan and Sierra (2018).

	Brand authenticity, legitimacy, sustainability
	Yuan et al. (2024).

	Brand commitment
	Badrinarayanan and Laverie (2013), Coelho et al. (2019), Fullerton (2005), Hao et al. (2021), Hsiao et al. (2015), Merrilees et al. (2021), Shukla et al. (2016), Tanwar and Prasad (2016), Turri et al. (2013), van Tonder and Petzer (2021).

	Brand experience
	Fazli-Salehi et al. (2019), Gazi et al. (2025), Nguyen et al. (2022), Potdar et al. (2018), Wilk et al. (2018), Kumar et al. (2024).

	Brand hero
	Lin et al. (2023).

	Brand intimacy
	Bergner et al. (2023), Kang (2018), Thomas and Jain (2022).

	Brand love
	Atsiz et al. (2024), Burnasheva et al. (2019), Choi et al. (2024), Chow and Ho (2025), Coelho et al. (2019), Gazi et al. (2025), Harrigan et al. (2021), Mayasari et al. (2025), Roy et al. (2023), Samala and Singh (2019), Suprawan et al. (2025)

	Brand ownership
	Wilk et al. (2018).

	Brand passion
	Kang (2018), Pourazad et al. (2020), Thomas and Jain (2022), Wong (2023).

	Brand political ideology
	Boman et al. (2023).

	Brand-related attack
	Liao et al. (2024).

	Brand resonance
	Teah et al. (2022).

	CEO activism
	Kim (2024).

	Content marketing typology
	Bubphapant & Brandão (2024)

	Congruity
	France et al. (2018), Shimul and Phau (2023), Wong and Hung (2023), Vashisht (2019), Vashisht et al. (2021), Wallace et al. (2012), Wallace et al. (2014), Verma et al. (2024), Jam et al. (2025)

	Consumer brand identification
	Badrinarayanan and Laverie (2011), Balaji et al. (2016), Becerra and Badrinarayanan (2013), Chowdhury & Swaminathan (2023), Coelho et al. (2019), Du et al. (2007), Fatma and Khan (2025), Gammooh et al. (2021), Halder et al. (2024), Hamdy et al. (2024), Kumar and Kaushik (2017), Mandl and Hogreve (2020), Moharana et al. (2021), Nguyen et al. (2022), Pinna et al. (2018), Rather et al. (2020), Rather et al. (2022), Raji et al. (2024), Schepers and Nijssen (2018), Stokburger-Sauer (2011), Stokburger-Sauer et al. (2012), Wilk et al. (2021).

	Country of origin
	Rambocas and Metivier (2024).

	CSR
	Ahmad et al. (2023a, 2023b), Aljarah et al. (2022), Cant et al. (2014), Cordero-Gutiérrez et al. (2024), Du et al. (2007), Huang (2012), Kim et al. (2023), Limbu et al. (2020), Pai et al. (2015), Pham et al. (2023), Sung et al. (2025), Teah et al. (2024), Weber et al. (2023), Xie et al. (2019).

	Engagement
	Alnawas et al. (2024), Ballester et al. (2023), Bilro et al. (2019), Bilro et al. (2018), de Regt et al. (2021), De Cicco et al. (2025), France et al. (2018), Harrigan et al. (2021), Kemp et al. (2020), Kumar and Kaushik (2020), Lawer and Knox (2006), Leckie et al. (2023), Liu et al. (2025), Malik and Pradhan (2025), Mathur (2019), Moliner et al. (2018), Samala and Singh (2019), Santos-Vijande et al. (2022), Singh et al. (2025), Swimberghe et al. (2018), Wong (2023).

	Loyalty
	Coelho et al. (2019), Poole (2017), Pourazad et al. (2020), Shimul and Phau (2018), Wilk et al. (2021).

	Perceived quality
	Badrinarayanan and Sierra (2018), Fazli-Salehi et al. (2019), Kemp et al. (2012), van Tonder and Petzer (2021).

	Personality traits
	Mathur et al. (2023)

	Place-related identity disposition
	Cleveland and Bartikowski (2023)

	Product adoption
	Kennett-Hensel et al. (2019)

	Reward
	Bilro and Loureiro (2023).

	Satisfaction
	Aksoy and Yazici (2024), Aksoy and Yazici (2023), Chow and Ho (2025), Fullerton (2005), Jillapalli and Wilcox (2010), Rai and Nayak (2018), Shimul and Phau (2018).

	Situational skepticism
	Teah et al. (2024).

	Trust
	Aksoy et al. (2023), Badenes-Rocha et al. (2022a), Badrinarayanan and Laverie (2013), Becerra and Badrinarayanan (2013), Cant et al. (2014), Choi et al. (2021), Dass et al. (2021), Hao et al. (2024), Jillapalli and Wilcox (2010), Limbu et al. (2020), Poole (2017), Roy et al. (2023), Shimul et al. (2024), Verma et al. (2024)


Source: Authors’ own work




Supplementary Table 5 Outcomes of brand advocacy

	Outcome
	Corresponding studies

	Brand avoidance
	Jayasimha et al. (2017)

	Brand defense
	Aksoy and Yazici (2023), Aksoy and Yazici (2024)

	Brand/company information sharing
	Badenes-Rocha et al. (2022a), Aksoy and Yazici (2023)

	Brand equity
	Chowdhury & Swaminathan (2023), Mathur (2019), Pai et al. (2015)

	Brand loyalty
	Gazi et al. (2025), Quaye et al. (2022), Roy et al. (2023), Taoana et al. (2022), Wilk et al. (2019), Wilk et al. (2021)

	Brand market performance
	Gammoh et al. (2021)

	Brand preference
	Howard and Kerin (2013)

	Brand trust
	Taoana et al. (2022)

	Community usefulness
	Jayasimha et al. (2017)

	Consumer-brand engagement
	Lourenco et al. (2024), Mohanty and Dey (2020)

	Consumer-brand interactions
	Ballester et al. (2023)

	Consumers' attitude towards brand review
	Ghosh (2018)

	Customer satisfaction with the service encounter
	Schepers and Nijssen (2018)

	Online brand engagement
	Cordero-Gutiérrez et al. (2024)

	Positive WoM
	Aksoy and Yazici (2024), Potdar et al. (2018)

	(Re)Purchase intention
	Boman et al. (2023), Choi et al. (2021), Dutta et al. (2021), Keller (2007), Mandl and Hogreve (2020), Wilk et al. (2019), Wilk et al. (2021)

	Recommendation intention
	Keller (2007)

	Social currency
	Trudeau and Shobieri (2016)

	Social media equity
	Mathur et al. (2023)

	Social media promotion
	Confetto et al. (2023), Potdar et al. (2018)



Source: Authors’ own work



Supplementary Table 6 Mediating variables

	Mediating variable
	Corresponding study

	Brand admiration
	Ahmad et al. (2023), Ahmad et al. (2024), Kumar et al. (2024) 

	Brand association
	Jam et al. (2025)

	Brand attachment
	Ahmadi and Ataei (2024), Kumar et al. (2024), Shimul and Phau (2023), Shimul et al. (2024), 

	Brand commitment
	Cheung & To (2024), 

	Brand coolness
	Stein et al. (2025)

	Brand engagement
	Ahmad et al. (2024), Aljarah et al. (2024), Bilro et al. (2018), Moharana et al. (2021).

	Brand engagement with self-concept
	Samala and Singh (2019)

	Brand interactivity, Brand community
	France et al. (2018)

	Brand love
	Coelho et al. (2019), Shimul and Phau (2023)

	Brand loyalty
	Pourazad et al. (2020), Safdar et al. (2025)

	Brand personality appeal
	Halder et al. (2024)

	Brand trust
	Limbu et al. (2020), Quaye et al. (2022), Taoana et al. (2022), Verma et al. (2024)

	Customer brand identification
	Limbu et al. (2020)

	CBBE
	Baghi et al. (2016)

	Deviant information
	Kartika et al. (2025)

	Evoked happiness; message credibility
	Cordero-Gutiérrez et al. (2024)

	Perceived corporate hypocrisy; brand credibility
	Pham et al. (2023)

	Perceived fit between firm and CSR initiative
	Teah et al. (2022)

	Perceived identity threat
	Liao et al. (2024)

	Positive moral emotions; attitudes
	Xie et al. (2019)

	Relationship strength/quality
	Natarajan and Raghavan (2025), Quaye et al. (2022)

	Self-brand connection
	Kemp et al. (2012)

	Thought favourability
	Vashisht et al. (2021) 

	Value-driven motivation
	Kim et al. (2023)



Source: Authors’ own work










Supplementary Table 7 Moderating variables

	Moderating variable
	Corresponding study

	Active members
	Wong and Hung (2023)

	Brand experience; consumer price perception
	Ahmadi and Ataei (2024)

	Brand familiarity
	Aljarah et al. (2024)

	Brand knowledge
	Samala and Singh (2019)

	Brand loyalty 
	Shimul and Phau (2018)

	Consumer’s country of residence
	Cleveland and Bartikowski (2023)

	CSR Intrinsic attribution, CSR Extrinsic attribution
	Pai et al. (2015)

	CSR positioning
	Srinaruewan et al. (2015)

	Customer engagement
	Rather et al. (2022)

	Customer-based brand equity (CBBE)
	Baghi et al. (2016)

	Endorser expertise; message framing; crypto purpose
	Boukis (2023)

	Hedonic value
	Elgammal et al._(2024)

	Hospital type 
	Limbu et al. (2020)

	Individuals’ CSR expectancy
	Kim et al. (2023)

	Individuals’ CSR expectations
	Kim et al. (2023)

	Motivational orientation
	Cheung & To (2024), 

	Organisational identification
	Aksoy et al. (2023)

	Organisational response
	Jayasimha et al. (2017)

	Past visits
	Ballester et al. (2023)

	Positive moral emotions; age; attitudes
	Xie et al. (2019)

	Psychological distance 
	Aljarah et al. (2022)

	Self-efficacy
	Malik and Pradhan (2025)

	Service issue severity; product newness
	Schepers and Nijssen (2018)

	Time spent on Facebook
	Choi et al. (2021).

	Value congruity
	Liu et al. (2025)

	Value co-creation
	Turri et al. (2013)

	Value co-creation within SNS
	Sanz-Blas et al. (2019)



Source: Authors’ own work
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