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	Brand Activism
	Control

	Study 2

	Netflix said: “To be silent is to be complicit. Black lives matter. We have a platform, and we have a duty to our Black members, employees, creators, and talent to speak up.”
	Black Lives Matter is an international activist organization originating in the African-American community that campaigns against violence and systemic racism against Black people.

	Study 3

	Starbucks said: “We proudly support Planned Parenthood. In doing so, we commit to using our resources to help make the world a better place.”
	Planned Parenthood is a nonprofit organization that provides sexual healthcare in the United States and globally.

	Study 4
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	Focal Measures

	Measure (Studies)
	Scale
	Reliability
	Items

	Self-brand connection (S1–S4)
	0 = strongly disagree, 100 = strongly agree
	αS1 = .97
αS2 = .95
αS3 = .97
αS4 = .97
	· This brand reflects who I am.
· I can identify with this brand.
· I feel a personal connection to this brand.
· I use this brand to communicate who I am to other people.
· I think this brand helps me become the person I want to be.
· I consider this brand to be “me”—it reflects who I consider myself to be or the way that I may want to present myself to others.
· This brand suits me well.

	Donation amount (S1–S4)
	N/A
	N/A
	· As part of this study, you will be entered into a raffle for a $10 bonus. If you win, you may donate a portion or all of the $10 to [nonprofit]—or you may keep a portion or all of the $10 for yourself. How would you allocate the $10?

	Cause salience (S2)
	1 = strongly agree, 7 = strongly disagree
	α = .85
	· Black Lives Matter feels prominent in my mind.
· Black Lives Matter is the only cause I can think of.
· Black Lives Matter is at the top of my mind.

	Cause attitude (S3)
	1 = most negative, 7 = most positive
	α = .99
	Semantic differential: Planned Parenthood
· Like vs. dislike
· Favorable vs. unfavorable
· Positive vs. negative

	


	Second-Stage Psychological Motives

	Measure (Studies)
	Scale
	Reliability
	Items

	Cause importance (S2)
	1 = most negative, 7 = most positive
	α = .93
	Semantic differential: Black Lives Matter
· Important vs. unimportant
· Significant vs. insignificant
· Of high vs. low personal concern
· Fundamental vs. trivial

	Guilt (S2)
	1 = strongly agree, 7 = strongly disagree
	r = .87
	· I’d regret not supporting Black Lives Matter.
· I’d feel guilty if I didn’t do anything to support Black Lives Matter.

	Moral concern (S2)
	1 = outside moral boundaries, 4 = the inner circle of moral concern
	N/A
	· People have moral circles—or boundaries that distinguish between those deemed worthy of moral consideration and those that are not. Given this description, please indicate where Black Lives Matter falls in your personal moral circle.

	Self-perception (S2)
	1 = strongly agree, 7 = strongly disagree
	α = .97
	· I see myself as someone who supports Black Lives Matter.
· I would describe myself as someone who cares about Black Lives Matter.
· I put myself in the category of people who care a lot about Black Lives Matter.

	

	
	
	

	Controls

	Political ideology (S1–S4)
	1 = very liberal, 7 = very conservative
	αS1 = .95
αS2 = .92
αS3 = .94
αS4 = .92
	· Which best describes your political ideology?
· In terms of social and cultural issues, where would you place yourself on the following scale?
· In terms of economic issues, where would you place yourself on the following scale?

	Brand attitude (S1)
	1 = most negative, 7 = most positive
	α = .99
	Semantic differential: Nike
· Like vs. dislike
· Favorable vs. unfavorable
· Positive vs. negative
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	Study 1: Nike + Black Lives Matter (Basic Effect)

	Aware of Ad
	Unaware of Ad

	Measure
	M
	SD
	Measure
	M
	SD

	SBC
	39.00
	30.43
	SBC
	40.13
	28.77

	Donation Amount
	2.61
	3.20
	Donation Amount
	2.79
	3.13

	Political Ideology
	3.37*
	1.72
	Political Ideology
	3.84*
	1.74

	Brand Attitude
	5.08
	1.82
	Brand Attitude
	5.29
	1.32


Note: * = p < .05, ** = p < .01


	Study 2: Netflix + Black Lives Matter (Mediation via Cause Salience)

	Brand Activism Condition
	Control Condition

	Measure
	M
	SD
	Measure
	M
	SD

	SBC
	40.68
	27.79
	SBC
	39.94
	26.40

	Donation Amount
	4.37
	3.85
	Donation Amount
	4.87
	3.80

	Cause Salience
	3.66
	1.67
	Cause Salience
	3.65
	1.45

	Cause Importance
	5.33
	1.80
	Cause Importance
	5.58
	1.47

	Guilt
	4.67
	2.06
	Guilt
	4.91
	1.85

	Moral Concern
	3.02
	0.87
	Moral Concern
	3.09
	0.84

	Self-Perception
	5.21
	1.84
	Self-Perception
	5.41
	1.65

	Political Ideology
	3.22
	1.74
	Political Ideology
	3.30
	1.68


Note: * = p < .05, ** = p < .01


	Study 3: Starbucks + Planned Parenthood (Moderation via Cause Attitudes)

	Brand Activism Condition
	Control Condition

	Measure
	M
	SD
	Measure
	M
	SD

	SBC
	29.80
	26.43
	SBC
	27.91
	26.09

	Donation Amount
	2.46
	3.07
	Donation Amount
	2.42
	3.10

	Cause Attitude
	5.24
	2.05
	Cause Attitude
	5.10
	2.04

	Political Ideology
	3.33
	1.63
	Political Ideology
	3.42
	1.75


Note: * = p < .05, ** = p < .01


	Study 4: Google + ACLU (Call-to-Action Timing as Boundary Condition)

	Brand Messenger Condition
	Nonprofit Messenger Condition

	Measure
	M
	SD
	Measure
	M
	SD

	SBC
	50.10*
	27.82
	SBC
	43.73*
	26.93

	Donation Amount
	3.58
	3.48
	Donation Amount
	3.50
	3.43

	Political Ideology
	2.97
	1.68
	Political Ideology
	2.92
	1.51


Note: * = p < .05, ** = p < .01
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	Study 1: Nike + Black Lives Matter (Basic Effect)

	Measure
	1
	2
	3
	4
	5
	6

	Ad Awareness
	—
	
	
	
	
	

	SBC
	-.02
	—
	
	
	
	

	Political Ideology
	-.13*
	-.10
	—
	
	
	

	Brand Attitude
	-.07
	.73**
	-.26**
	—
	
	

	Age
	.002
	-.24**
	.08
	-.14
	—
	

	Gender
	-.004
	-.004
	-.04
	.08
	.12*
	—


Note: * = p < .05, ** = p < .01


	Study 2: Netflix + Black Lives Matter (Mediation via Cause Salience)

	Measure
	1
	2
	3
	4
	5

	Brand Activism
	—
	
	
	
	

	SBC
	.01
	—
	
	
	

	Political Ideology
	-.02
	.13
	—
	
	

	Age
	.05
	.20**
	.29**
	—
	

	Gender
	-.11
	-.08
	-.22**
	-.03
	—


Note: * = p < .05, ** = p < .01


	Study 2: Netflix + Black Lives Matter (Mediation via Cause Salience)

	Measure
	1
	2
	3
	4
	5
	6

	Brand Activism
	—
	
	
	
	
	

	SBC
	.01
	—
	
	
	
	

	Cause Salience
	.003
	.44**
	—
	
	
	

	Political Ideology
	-.02
	.13
	-.23**
	—
	
	

	Age
	.05
	.20
	.07
	.29**
	—
	

	Gender
	-.11
	-.089
	.07
	-.22**
	-.03
	—


Note: * = p < .05, ** = p < .01


	Study 3: Starbucks + Planned Parenthood (Moderation via Cause Attitudes)

	Measure
	1
	2
	3
	4
	5
	6

	Brand Activism
	—
	
	
	
	
	

	SBC
	.04
	—
	
	
	
	

	Political Ideology
	-.02
	-.10
	—
	
	
	

	Cause Attitude
	.04
	.18**
	-.67**
	—
	
	

	Age
	.09
	-.06
	.14**
	-.18
	—
	

	Gender
	.04
	.09
	-.04
	.10
	.06
	—


Note: * = p < .05, ** = p < .01


	Study 4: Google + ACLU (Call-to-Action Timing as Boundary Condition)

	Measure
	1
	2
	3
	4
	5

	Brand Activism
	—
	
	
	
	

	SBC
	.12*
	—
	
	
	

	Political Ideology
	.02
	.06
	—
	
	

	Age
	.09
	.08
	.11*
	—
	

	Gender
	-.02
	-.02
	-.14*
	-.03
	—


Note: * = p < .05, ** = p < .01
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	Serial Mediators
	SBC
	Effect
	SE
	95% CI

	Salience → Cause Importance
	High
	0.22
	0.14
	[.003, .52]

	
	Low
	-0.23
	0.12
	[-.47, -.02]

	Cause Importance → Salience
	High
	0.09
	0.07
	[-.01, .6]

	
	Low
	-0.17
	0.11
	[-.41, .01]

	Salience → Guilt
	High
	0.37
	0.21
	[.02, .83]

	
	Low
	-0.38
	0.19
	[-.79, -.03]

	Guilt → Salience
	High
	0.003
	0.06
	[-.12, .11]

	
	Low
	-0.01
	0.09
	[-.19, .18]

	Salience → Moral Concern
	High
	0.16
	0.10
	[.003, .39]

	
	Low
	-0.17
	0.09
	[-.36, -.01]

	Moral Concern → Salience
	High
	0.03
	0.06
	[-.08, .15]

	
	Low
	-0.07
	0.06
	[-.21, .05]

	Salience → Self-Perception
	High
	0.29
	0.16
	[.01, .66]

	
	Low
	-0.30
	0.15
	[-.61, -.02]

	Self-Perception → Salience
	High
	0.05
	0.06
	[-.04, .18]

	
	Low
	-0.08
	0.09
	[-.27, .07]



Note: This table presents the results of moderated serial mediation analyses testing the indirect serial effect of various mediators on donation amount to Black Lives Matter (PROCESS Model 85; 5,000 bootstrapped samples). Brand activism was consistently shown to activate cause salience as the first-stage mediator—which subsequently impacted cause importance, guilt, moral concern, and self-perception as second-stage mediators (see lines in boldface). This process was positive (negative) for participants at high (low) SBC. High SBC corresponds to mean + 1 SD, while low SBC corresponds to mean – 1 SD.
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In the space below, we describe additional analyses performed for each study to assess the robustness and specificity of our hypotheses. Throughout these checks, we include covariates along with interacted controls (i.e., because the effect of interest is an interaction, any alternative explanation must also include an associated interaction term; https://datacolada.org/80). For instance, to control for the effect of political ideology in our process, we run the following model:

Donation Amount = β0 + β1(Brand Activism) + β2(SBC) + β3(Political Ideology) + β4(Brand Activism × SBC) + β5(Brand Activism × Political Ideology) + ϵ


	Study 1: Nike + Black Lives Matter (DV = Donation)

	
	Base Model
	Control-Rich

	Ad Awareness
	-0.07
	0.75

	SBC
	0.03***
	0.02**

	Ad Awareness × SBC
	0.02**
	0.01*

	Political Ideology
	
	-0.26**

	Brand Attitudes
	
	0.32*

	Ad Awareness × Political Ideology
	
	-0.07

	Ad Awareness × Brand Attitudes
	
	-0.12


Note: * = p < .1, ** = p < .05, *** = p < .01


	Study 2: Netflix + Black Lives Matter 

	DV = Donation

	
	Base Model
	Control-Rich

	Brand Activism
	-2.83***
	-1.38

	SBC
	-0.02
	-0.006

	Brand Activism × SBC
	0.06***
	-0.81*

	Political Ideology
	
	0.04***

	Brand Activism × Political Ideology
	
	-0.20



	DV = Cause Salience

	
	Base Model
	Control-Rich

	Brand Activism
	-0.98**
	-0.80

	SBC
	-0.01**
	0.02***

	Brand Activism × SBC
	0.02***
	0.02**

	Political Ideology
	
	-0.25***

	Brand Activism × Political Ideology
	
	0.02


Note: * = p < .1, ** = p < .05, *** = p < .01




	Study 3: Starbucks + Planned Parenthood (Moderation by Cause Attitudes)

	
	Base Model
	Control-Rich

	Brand Activism
	-0.11
	0.36

	SBC
	0.003
	0.002

	Brand Activism × SBC
	0.01**
	0.01**

	Cause Attitudes
	0.76***
	0.80***

	Brand Activism × Cause Attitudes
	0.003
	-0.01

	SBC × Cause Attitudes
	0.003
	0.003

	Brand Activism × SBC × Cause Attitudes
	0.01***
	0.01***

	Gender
	
	0.32

	Abortion Stance
	
	-0.43

	Brand Activism × Gender
	
	-0.57**

	Brand Activism × Abortion Stance
	
	0.21


Note: * = p < .1, ** = p < .05, *** = p < .01


	Study 4: Google + ACLU (Call-to-Action Timing as Boundary Condition)

	
	Base Model
	Control-Rich

	Message Source
	-0.79**
	0.007

	SBC
	0.01*
	0.16**

	Message Source × SBC
	0.02**
	0.01*

	Political Ideology
	
	-0.52***

	Gender
	
	-0.09

	Message Source × Political Ideology
	
	-0.30

	Message Source × Gender
	
	-0.03


Note: * = p < .1, ** = p < .05, *** = p < .01
image1.png
G Google @

@Google
We by the @ACLU and its ongoing fight for true gender
equality. Together, we are committed to continuing to

make diversity, equity, and inclusion part of everything
we do.

11:00 AM - Jul 16, 2020

© n Q

=3




image2.png
AcLu @
@ACLU
We stand for the ongoing fight for true gender equality.

We are committed to continuing to make diversity,
equity, and inclusion part of everything we do.

11:00 AM - Jul 15, 2020

9) u Q

>




