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The NBA’s (National Basketball Association’s) racial justice initiatives during the 2020 Playoff Bubble are considered an act of
corporate social advocacy and provide an exemplary scenario to explore this intersection of sport and politics. Based on this
observation, the purpose of this study was to explore how one’s level of identification with the NBA and his/her identification
with a political party can impact one’s perception of the NBA’s racial justice initiatives. Specifically, the researchers wanted to
determine if outrage toward the NBA and one’s perception of the NBA’s reputation is influenced more by one’s political identity
or one’s fanship for the league. A survey was conducted using a national convenience sample of 518 participants recruited
through Amazon Mechanical Turk. Results showed that while both fanship and political identity had effects on one’s outrage
toward the NBA and one’s perceived reputation of the NBA, the stronger factor differed between Democrats and Republicans.
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During the 2020 Playoff Bubble that the National Basketball
Association (NBA) established in response to the COVID-19
pandemic that temporarily derailed the sport industry, an opportu-
nity was presented for the league to make a collective stance toward
racial justice. In response to the deaths of George Floyd and
Breonna Taylor at the hands of law enforcement, as well as the
killing of Ahmaud Arbery by civilian White men while Arbery was
on a jog, the NBA decided to support the racial justice movement
through a league-wide initiative during the NBA’s resumed season
(McCarriston, 2020). The league decided to paint the slogan on all
three arenas inside the NBA and WNBA bubble and allowed
players to wear social justice messages on their jerseys.

While some praised the NBA for players, coaches, and other
personnel collectively using their platform during the unique
situation to push the message that change needs to happen
(Moore, 2020; Spears, 2020), some saw the approach as merely
performative activism. Meaning that the actions were seen as more
self-serving to the league rather than the causes it was attempting to
support compared with the league’s counterparts in theWNBA and
their more authentic methods of activism (Thimsen, 2022). Players
like Kyrie Irving felt that forcing play to resume, despite the
messaging, took away from the necessary work players could
do in their communities to combat racial injustice (Dator, 2020).
Kimble (2020) stressed the larger issue with corporate activism:
that, while on the surface, it provides a feel good moment that
makes the organization look good, it does not provide the necessary
setting for impactful change to occur because of the reality that the
gestures are for generating profit. This was further illustrated by the
fact that while owners publicly “supported” the movement, their
financial contributions to mainly Republican politicians suggest
otherwise (Lee, 2020).

During the NBA Finals, the ratings dropped to a historic low,
declining 37% from the previous year Katje (2020). This could be
attributed to the impact of the pandemic on sports consumption,
with NBA Finals increasing more than 30% both in 2021 and 2022
(NBA.com, 2021, 2022) and comparable drops in ratings affecting
Major League Baseball (40%) and the National Hockey League
(38%) during their 2020 championship runs (Paulsen, 2020).
Nevertheless, President Donald Trump and right-wing politicians
and pundits quickly blamed the NBA’s embrace of the racial justice
movement as the reason for the league’s poor ratings without any
evidence to support this notion (Euronews, 2020). Although a
Marist poll does show that 70% of Republicans are less likely to
watch live sports because of athletes’ calls for racial justice, 61% of
Democrats and almost half of independents say that the protests
have no impact on their viewing habits (Beer, 2020). Within this
line of thought, recently, there have been many parallels drawn
between sports fandom and the “sport” of politics (e.g., Devlin &
Devlin, 2020). Just as fans express their affinity, loyalty, and
allegiance to their favorite sports team, “fans” of particular political
parties have increasingly made their allegiances more public with
displays of loyalty and affinity to that party, specifically during the
Trump administration. Because of these similarities, it is interesting
to examine how these worlds intersect when someone faces a
politically charged scenario in the sports world. It begs the simple
question: “When encountering a situation involving both sports
and politics, which of your ‘fandoms’ will influence your opinion
of that situation more?”

The NBA’s embrace of the racial justice movement is consid-
ered an act of corporate social advocacy (CSA) and provides an
exemplary scenario to explore this intersection of sports and
politics. Based on the previous inquiry, this study aims to explore
how one’s level of identification with the NBA and one’s identifi-
cation with a political party can impact one’s perception of the
NBA’s racial justice initiative during the 2020 NBA Playoff
Bubble. Specifically, the researchers want to determine if outrageBrown (brown@apr.ua.edu) is corresponding author.
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toward the NBA and one’s perception of the NBA’s reputation
because of its racial justice initiative is influenced more by one’s
political identity or one’s fanship for the league.

Literature Review

On March 11, 2020, before the start of a game between the Utah
Jazz and the Oklahoma City Thunder, Jazz center Rudy Gobert
tested positive for COVID-19. Because of this, the game was
postponed, and soon after, NBA commissioner Adam Silver
suspended the season indefinitely (Aschburner, 2020). This was
considered by many to be the beginning of the informal shutdown
of the sports world in the United States in response to the COVID-
19 pandemic. Soon after, almost every major collegiate and
professional sports league in the United States postponed or
canceled their seasons within a matter of weeks, with the
NCAA canceling its 2020 men’s and women’s basketball tourna-
ments, the National Hockey League postponing its season, and
Major League Baseball delaying Opening Day (Boone, 2020;
Kepner, 2020; Young, 2020). Surprisingly, some sports, like
professional wrestling (Davidson et al., 2020) and mixed martial
arts (Butryn et al., 2020) continued, albeit with a more stripped-
down version void of fans.

During this period of sport shutdowns, tensions were rising in
the nation due to a number of racially motivated conflicts involving
African Americans. While still responding to the murder of Ah-
maud Arbery, a 25-year-old Black man shot by residents of a South
Georgia neighborhood while jogging, police officers shot Breonna
Taylor, a 26-year-old Black woman. Taylor was in her Louisville,
Kentucky, apartment when plainclothes officers forced entry into
her apartment during a drug-dealing investigation (Browne et al.,
2020; Fausset, 2020). The anger climaxed when Minneapolis
police killed George Floyd, a 46-year-old Black man, while in
custody (Hill et al., 2020).

As the NBA prepared to restart the 2019–2020 season on July
30 in Orlando, understanding the need to support its African
American players’ fight against racial injustice, the league decided
on a number of initiatives to display its commitment. The most
prominent initiatives were the agreement to allow players to wear
social justice messages on the backs of their jerseys (Turner &
Woike, 2020) and the decision to paint the courts inside the bubble
with a “Black Lives Matter” logo (Zagoria, 2020). In addition, the
league allowed players to kneel during the national anthem
(Feldman, 2020).

While the NBA Orlando bubble was seen as a success in terms
of protecting the health of the players, team staff, and production
staff, ratings indicated a down year, with the NBA Finals ratings
dropping 37% lower than ratings from the previous year (Paulsen,
2020). Noting the decline in ratings, many conservative politicians
and news pundits claimed that this decline was based on the
league’s social justice initiatives during the restart. However, these
claims were grounded in faulty reasoning, particularly since lea-
gues that did not embrace social justice initiatives also saw
considerable declines (Paulsen, 2020). Commissioner Silver stated
that no data suggested the ratings decline was due to the league’s
racial justice initiatives and provided several other reasons for the
fall, including cord-cutting and increased sports viewing options
due to the alteration of the sports calendar during the pandemic
(Feldman, 2020).

The criticism of the NBA’s support of the racial justice
movements during the Orlando bubble raises important questions
about the embrace of identity. Specifically, this issue brings into

focus two aspects of social identity: fanship and political identity.
The effects of both aspects of a person’s identity could influence
how one perceives the embrace of social justice movements in
sports, but to what degree? Understanding this balance of identities,
and more importantly, which aspect of one’s identity has a stronger
impact on his/her opinion, could give insight into how to approach
social justice initiatives in the future in order to support passionate
fans while mitigating the effects of alienating others that may not
support the initiatives. The question addresses the notion of
competing social identity cues, which warrants a look into social
identity theory and how it relates to our two characteristics in
question: fanship and political identity.

Social Identity Theory

Social identity theory (SIT) proposes that group identity and, by
extension, intergroup relations originate not from functional mo-
tivations regarding in-group utility, but rather from processes of
cognitive self-categorization (Brewer, 1979; Hogg, 2006; Tajfel,
1970; Tajfel & Turner, 1986). The theory suggests that self-
categorization into a social group leads to identification with the
group, which, in turn, promotes group normative behavior (Brewer
& Brown, 1998; Tajfel, 1970, 1982). Self-categorization depends
on the salience and relevance of the social group (Brewer, 1979;
Hogg, 2006; see also Turner et al., 1994, for an overview of SIT’s
corollary theory, self-categorization theory, which seeks to explain
variability in self-categorization based on these and other factors),
while identification with the in-group results from objective group
membership and positive evaluations of the group (Tajfel, 1982).

The presence of an out-group amplifies these processes
through social comparison and attribution biases (Brewer, 1979;
Tajfel, 1982; Tajfel & Turner, 1986), which can lead to a variety of
outcomes, including individual mobility (i.e., de-identification
with a group that is evaluated negatively), social creativity
(i.e., redefinition of comparison criteria to change the balance of
evaluation), and social competition (i.e., maximization of in-group
resources or minimization of out-group resources, both of which
can lead to intergroup discrimination). It was the last outcome—
intergroup discrimination—that was of foremost concern to the
European social psychologists who developed the theory, which
posits that discrimination is most likely when group members
engage in the process of depersonalization (Hogg, 2006; Tajfel,
1982), in which they start to see themselves and others not in terms
of their unique individual qualities, but rather in terms of group
stereotypes. Importantly, these processes occur even when group
affiliation is minimal (Tajfel, 1970, 1982; Tajfel & Turner, 1986),
which means that the bar is relatively low for group identification
and intergroup discrimination to occur. If true, this low bar implies
that “real conflict” is not necessary to prompt intergroup discrimi-
nation, but rather it can result from the very act of group identifi-
cation, even if groups are arbitrarily constructed.

Sport Fanship as Social Identity

Considering SIT Tajfel (1970), as outlined above, it has also long
served as a useful framework for understanding sports fans’
motives and behaviors (e.g., Cialdini et al., 1976; Schramm &
Knoll, 2017). Being a sports fan binds and builds one’s social
network, and the fundamental nature of competitive sports allows
for the creation of distinct in-groups and out-groups. Fans’ self-
identity and self-esteem are intimately tied to the status of their
chosen in-groups. They can be highly invested in the performance
and reputation of their favorite leagues and teams. In a series of
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three studies, Cialdini et al. (1976) identified two specific behaviors
that demonstrate this investment: basking in reflected glory when a
favored team is victorious and cutting off reflected failure when a
favored team is defeated. Respondents used possessive pronouns
after games (e.g., “we won, they lost”) and wore more sports
apparel after wins than losses. Later work in this area also found
individuals to rate their personal and social abilities at a higher rate
after victories than defeats (Hirt et al., 1992; Madrigal, 1995).
Beyond these in-group behaviors, fans may also derogate out-
group members (e.g., rival leagues, teams, and athletes) to enhance
their own status. Indeed, Wann (1995) identified self-esteem
enhancement as a key motivation of sports fans, as did Ra-
ney (2006).

It is also important to note that group identification can operate
at multiple levels, including sport, league, and team. Althoughmost
research in this domain has centered on team identification
(e.g., Lock & Heere, 2017), Heere and James (2007) emphasize
the importance of seeing sports fans as community members, where
teams (and their followers) are embedded in the larger organiza-
tions and social structures of their environment. Hence, identifica-
tion with sporting leagues should matter, as we see them as part of
their larger organizational systems. Market researchers, in particu-
lar, are highly interested in the demographic makeup, personality
characteristics, and viewer ratings (e.g., Nielsen) of professional
league fan bases (Chiger, 2017). For example, Wakefield (2021)
reported that NBA fans try to convert others to follow the league at
a higher percentage than other fans (i.e., MLS, NHL, NFL, MLB),
and Yağiz (2020) found league identification to be an essential
component of commitment to the Turkish Super Football League.
In sum, league identification is an important avenue of research (if
less often studied than team identification) that is likely to contrib-
ute to our theoretical understanding of SIT.

When placing sports fanship (via SIT) in the larger context of
other social institutions such as religion and politics, there are some
clear similarities among the activities. Being a sports fan holds
great meaning for many individuals. All three institutions have
sacred symbols, shared rituals, and revered leaders. All three of
these practices have been examined through the lens of SIT
(e.g., Hogg et al., 2010; Huddy & Bankert, 2017; Keaton &
Gearhart, 2014). One’s self-concept can benefit from identifying
with sports teams, religions, and political parties. Identification
with competing religious and political perspectives has been
demonstrated to have a strong moral component (e.g., Tetlock
et al., 2000), and there is increasing evidence that identification
with sports does as well (e.g., Cottingham, 2012; Lewis & Hirt,
2018). Thus, beyond being interested and invested in sports leagues
and teams, fans employ moral norms to defend, protect, and
support their favored parties.

Political Party Identification as Social Identity

Recent scholarship in political communication has challenged the
traditional approach to citizenship and civic life as a primarily
information-driven phenomenon and has forwarded an alternative
approach centered on “political identity” (Kreiss et al., 2020). For
example, Achen and Bartels (2016) argue that progressive-era
assumptions about the “informed public” do not accurately repre-
sent the realities of modern political life, and offer a “group-based
theory of democracy” instead, which conceptualizes political
identity, particularly as it is expressed through party affiliation,
as the central organizing feature of Americans’ political prefer-
ences and behavior. This approach reflects a growing tendency
toward “social sorting” in American society (Mason, 2018), in

which ideology and party affiliation are increasingly correlated
(i.e., we have seen the disappearance of conservative-leaning
Democrats [the so-called Blue Dogs or Reagan Democrats] as
well as liberal-leaning Republicans [that is, fiscal conservatives
who lean left on social issues]). This sorting process has left
Republicans and Democrats with little common ground (Mason,
2018), fostering a growing sense of dislike (i.e., affective polari-
zation) between the two groups (Iyengar et al., 2012).

This turn toward identity in political communication is part of
a broader effort to incorporate social identity into explanations for
political attitudes, preferences, and behaviors. Recognizing that
SIT addresses important political processes such as intergroup
conflict, social conformity, and collective action, research on
political behavior and political communication, has developed
the notion that political party affiliation is a form of social identity
(e.g., Greene, 2004; Huddy, 2001; Iyengar & Krupenkin, 2018).
Even while many political affiliations, particularly party affiliation,
are relatively stable over time (Woessner &Kelly-Woessner, 2020)
—unlike the “minimal” conditions examined in much of the
experimental work on SIT, people voluntarily choose their party
affiliations and evaluate them over long periods of time (Huddy,
2001)—some evidence suggests that group identity does play a role
in forming and updating political evaluations and preferences. For
example, Conover (1984, 1988) found that group identification
produces group normative evaluations and perspectives about
political issues, even while controlling for objective group mem-
bership (see also Walsh, 2012). Similarly, Walsh et al. (2004)
found that class identity affects political interest, efficacy, and
participation over and above the influence of objective group
membership. Thus, identification with a political group or party
may shape the ways in which people interpret political issues and
form perspectives and preferences about them.

Political party affiliation also helps shape both information
exposure and the perception of that information. For example,
Dvir-Gvirsman (2019) found that political affiliation affects selec-
tive exposure to like-minded media, while Reid (2012) found that
self-categorization processes explain perceptions of political media
bias, which means that party affiliation can also influence how
people perceive and interpret political information they encounter
in the media and elsewhere. Finally, political party affiliation
shapes feelings toward both in-party and out-party adherents.
For example, Iyengar et al. (2012) find that while the extent of
issue polarization in the American public is minimal, affective
polarization (i.e., dislike of the “other side”) has dramatically
increased in the past several decades and is primarily a function
of party identity. Based on these prior studies, it can be concluded
that identification with one’s political affiliation, even if it is
relatively stable, is an important factor that shapes how people
perceive, interpret, and orient themselves toward the political
landscape.

Evaluating Competing Social Identity Cues

Importantly, SIT posits that people oscillate between personal and
social identities depending on the communicative and informa-
tional context, which allows for the likelihood that people also hold
multiple, sometimes overlapping, identities that have more or less
influence on psychology and behavior depending on their relative
salience (Haslam et al., 1999). The assumption of identity salience
is that because a person has multiple identities, these identities are
hierarchical, and when activated, some identities could affect one’s
perception and behavior more so than others (Burke, 1980). Recent
research supports these ideas. For example, Shuv-Ami and Toder
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Alon (2020) find that personal and social identification are only
moderately correlated. Meanwhile, Ho and Yeung (2019) find that
questionnaire wording can affect whether people adopt a subgroup
or superordinate identity. Finally, Xu (2020) finds that different
social issues have varying effects on identity salience. Based on
these results, different social identities may be more or less
relevant, depending on the context presented. What is less clear
is whether what happens when more than one identity is made
salient in the audience by the informational environment.

Because of the activation of multiple identities, intersection-
ality theory could be suggested as a lens to examine this phenome-
non. However, intersectionality theory typically looks at how
multiple aspects of one’s identity (e.g., being a Black male)
work together to shape one’s view of the world through lived
experiences, suggesting that these identifiers are most likely inter-
dependent (Cole, 2009). While this can be true, this study, through
the lens of social identity theory, suggests that identifiers do not
always have to be interdependent to shape one’s perception.
Rather, they could potentially compete to determine which aspect
of one’s identity becomes more salient due to the informational
environment. This is particularly true when multiple identities
contradict stereotypes or expectations related to each, such as
Shih et al.’s (1999) examination of how Asian American women
perform on quantitative examinations. While intersectionality
works well for the examination and understanding of one’s
long-term social relations, the current study, through the lens of
SIT, is more concerned with the short-term activation of multiple
identities and its effect on the processing and evaluation of
information.

The NBA’s social justice initiatives present an opportunity
to advance theory about the interaction of competing identity
cues. In particular, the racial justice movement has become a
flashpoint for identification with political groups as prominent
members of two major political parties in the United States
adopted diverging stances toward it, with Democrats largely
supporting the movement and Republicans largely opposing it
(Drakulich et al., 2020). Likewise, partisan media has adopted
divergent frames, with left-wing media largely framing the
movement around the advancement of social justice and right-
wing media generally adopting a “law and order” frame (Kilgo &
Mourão, 2019). Therefore, media coverage of the contemporary
NBA is likely to increase not only the salience of fan identity, but
also of political identity.

News stories that refer to both fanship groups and political
parties are of particular interest to this study because while prior
research has clearly documented the effects of a single identity cue
or a single category of identity cues, it has not studied contexts in
which these cues may co-occur. Theoretically, cues that are
favorable to an individual’s fanship in-group, as well as their
political in-party, should not conflict. Applied to the context of
the NBA, this prediction means that we might expect strong fans of
the NBA who also identify with the Democratic Party to respond
favorably to the NBA’s racial justice initiative. However, where
cues do not align, they may be pitted against one another in a
competition for social identification. Therefore, we might expect
that strong fans of the NBA who also identify with the Republican
Party to respond less favorably to the NBA’s racial justice in-
itiatives. While these predictions regarding the comparisons among
strong NBA fans are relatively straightforward based on social
identity theory, it is unclear what to expect regarding comparisons
within political in-parties. For example, Republican-leaning NBA
fans could have a stronger negative response to the NBA’s

response than Republican-leaning nonfans. Conversely, their
NBA fanship could temper their negative political evaluation.
Similar questions emerge for Democrat leaners.

Outrage and its Consequences

Considering that people’s attachment to their favorite teams or
leagues, or their chosen political parties, can be strong, they are
particularly likely to react when their favored sports leagues, teams,
and athletes are derogated against. The sacred values protection
model (Tetlock et al., 2000) proposes that individuals engage in
certain actions to protect sacred values when they are attacked.
Sacred values are defined as clear rules and norms within larger
social groups that should not be violated. Examples of sacred
values can be found in a variety of social groups. For fundamental
Christians, a violation would involve the denial of Jesus Christ as
the divine savior of humanity. For staunch conservatives, support-
ing prochoice initiatives might serve as a violation. In sports, both
respondents and fans can violate sacred values. Respondents who
cheat are often perceived as violators (e.g., Lance Armstrong); fans
who disrespect sacred objects or symbols can also be perceived as
violators. Cottingham’s (2012) moral framing of Pittsburgh Stee-
lers fans identified the Terrible Towel as a sacred object. Expected
behaviors of Steelers’ fans regarding the towel were to not use the
towel for any other reason (e.g., cleaning) than demonstrating one’s
allegiance to the team (e.g., displayed during games, at home, at
work). Opposing fans can violate this sacred value by defacing or
damaging it.

These violations elicit strong negative emotional responses
from members of the in-group and are identified as moral outrage
(Tetlock et al., 2000). Moral outrage involves elements of anger,
disgust, and a perception that the violator is ignorant or foolish.
When in-group members experience moral outrage, they denigrate
and punish the violator and reinforce the importance of the group’s
sacred value. This response clarifies the acceptable and unaccept-
able behaviors within the social group (Tetlock, 2003).

Regarding the NBA’s corporate advocacy for racial justice
during the 2020 NBA Playoff Bubble, we ask how one’s fan
identity and political identity could influence one’s outrage toward
the partnership after the 2020 season. Specifically, it would be
valuable to determine which aspect of one’s identity would influ-
ence that outrage (or lack thereof) more. As such, the following
research question (RQ) is proposed:

RQ1: Would one’s (a) fanship toward the NBA or
(b) identification with a political party be a stronger predictor
toward one’s outrage toward the NBA for its racial justice
advocacy during the 2020 NBA Playoff Bubble?

CSA and Reputation

As corporations increasingly use their platforms to voice opinions
on controversial issues, research within the communication para-
digm on these actions’ implications is also increasing. Involvement
with movements, such as the NBA’s social justice initiatives during
the 2020 Playoff Bubble, is considered to be CSA, which occurs
when an organization takes a public stance on social or political
issues unrelated to their business considerations (Dodd & Supa,
2014; Parcha & Kingsley Westerman, 2020; Waymer & Logan,
2021). CSA actions can be beneficial to sports organizations
because an organization’s response to social issues, if viewed
positively, can result in a more positive reputation (Asada
et al., 2021).
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Organizations can approach societal issues with “complicity
by supporting oppressive status quos in society or they can
challenge and destabilize them” (Waymer & Logan, 2021, p. 2).
As noted by Rugg’s (2020), CSA efforts can be complicated as
organizations try to strategically align actions to capitalize on
activism and appear to be an authoritative institution working
for social good, while minimizing negative responses from stake-
holders. In an analysis of the National Football League’s “Inspire
Change” campaign, Rugg’s highlighted the actions taken by the
NFL aimed at unifying fans after mixed reactions to players
kneeling in protest during the national anthem. The campaign
relieved fans who were not interested in the social justice move-
ment by emphasizing efforts that the NFL players could accom-
plish themselves for social justice causes. While the campaign
demonstrated “protest to progress” efforts, it also provided athletes
an outlet to participate in activism that the NFL could control
through its own campaign (Rugg, 2020). This strategy aligns with a
concern voiced by Cloud (2007), in that institutions can use ethical
positions, such as those taken through CSA campaigns, to “quell
labor unrest, co-opt various stakeholding groups : : : and maintain
a favorable public image” (p. 220).

Whether driven by self-serving purposes or for the betterment
of society, engaging in controversial topics force institutions to
balance the possibility of positive or negative impacts to organiza-
tional assets, including attitudinal and behavioral outcomes (Dodd
& Supa, 2014; De Bakker et al., 2013). A direct link between an
organization’s actions focusing on societal demands or expecta-
tions and perceived reputation has been found through the literature
examining the umbrella concept of corporate social responsibility
(e.g., Du et al., 2010; Yoon et al., 2006). However, further
understanding of how a corporation’s actions revolving around
societal or political advocacy influence its reputation is needed.
Thus, the current study examines the effects of CSA on perceived
corporate reputation as the final outcome variable.

Harnessing a positive reputation can reduce stakeholder
uncertainty about organizational performance, motivate consu-
mers to buy products, attract high-quality employees, and
encourage outside investors and partnerships (Maden et al.,
2012). The definition of corporate reputation is “a collective
representation of a firm’s past actions and results that describes
the firm’s ability to deliver valued outcomes to multiple stake-
holders” (Fombrun & van Riel, 1997, p. 10). A systematic
review of the corporate reputation literature found that reputa-
tion may have different dimensions and is issue specific (Walker,
2010). Depending on the measurement tool being used, corpo-
rate reputation can be characterized by the organization’s pro-
ducts and services, relationship with consumers, feelings created
from interactions, leadership and innovation, internal environ-
ment, ethical enterprise, and discretionary social responsibility
practices (Feldman et al., 2014). It has also been argued that
reputation dimensions on a corporate level can reflect individual
characteristic roles such as moral character (Chun, 2005; Davies
et al., 2001; Moore, 2005).

In general, it has been stated that a positive reputation is one of
the most valuable assets a corporation can have (Vidaver-Cohen,
2007). However, once a reputation is tarnished, it is not guaranteed
that trust with stakeholders can be rebuilt. This damage can be
translated into adverse outcomes such as financial loss and threaten
the organization’s survival (Coombs, 1995). If a favorable reputa-
tion is maintained, previous studies have found a positive correla-
tion between reputation and successful corporate outcomes
(Flanagan & O’Shaughnessy, 2005; Milgrom & Roberts, 1982;

Roberts & Dowling, 2002). For example, Coombs (2007) sug-
gested that an organization’s reputation can directly impact in-
dividuals’ behavioral intentions toward organizations. Brown et al.
(2020) found support for this suggestion when looking at the
inverse influence reputation can have on crisis outcomes in the
sports team context. The researchers found that as individuals’
perceived reputation of a sports team decreased, they would be
more likely to speak negatively about the team. Findings also
suggested that individuals would also be less likely to support a
sports team with a negative reputation.

While corporate reputation has been readily applied to fields
within the private sector, fewer studies have applied it to the sports
marketing industry. Studies within the sports arena have primarily
examined the effects of athlete transgressions (e.g., Brown et al.,
2018, 2020; Sato et al., 2015; Williams & Olaniran, 2002).
Scholars have argued that reputation holds similar weight in the
sports arena as it does with corporations, such as creating positive
and sustainable team identity, team image, and team reputation
(e.g., Gladden & Funk 2001; Hill & Vincent 2006; Ross, 2006;
Ross et al., 2006). Scholars have called for more research en-
deavors to empirically test team and league reputations to contex-
tualize dimensions and provide a more rigorous understanding of
how spectators identify with these organizations (Jang et al., 2015;
Yousaf et al., 2020).

Therefore, the current research endeavor builds upon previous
sports marketing reputation and CSA literature by examining how
the backdrop of a sports league’s embrace of a social movement
could influence perceptions of reputation, while also examining
how one’s fan identity and political identity can influence these
perceptions. Similar to the question posed related to moral outrage,
the following RQ is proposed:

RQ2: Would one’s (a) fanship toward the NBA or
(b) identification with a political party be a stronger predictor
toward one’s perceived reputation of the NBA after its racial
justice advocacy during the 2020 NBA Playoff Bubble?

Method

A survey was fielded between September 15 and September 19,
2020, to examine how these two differing forms of social identifi-
cation would influence perception of the NBA’s racial justice
initiatives. A national convenience sample of 518 respondents
was recruited using Amazon Mechanical Turk (MTurk). MTurk
provides registered users (called “workers”) a chance to complete a
variety of tasks (called “Human Intelligence Tasks” or “HITs”) for
a monetary payment (called a “reward”; Paolacci et al., 2010). The
quality of MTurk samples is comparable to samples collected using
other professional panel companies (Kees et al., 2017) and is
typically more diverse demographically compared with college
student samples (Mason & Suri, 2012). Parameters were set to
ensure the sample’s quality: the location of the sample was set to
the United States, the worker HIT approval rate was set to 90%, and
the minimum number of HITs the worker completed was set to 50.
Respondents were paid $2 for their participation in the survey; the
average time for survey completion was less than 15 min (14:26),
meaning that the wage equated to about $8/hr, above the federal
minimum wage, and reasonable compared with the typical wages
for respondents (Matsakis, 2016). Following Shamon and Bern-
ing’s (2020) recommendations to aid in assuring quality data
collection, attention check questions were included throughout
the questionnaire to help ensure participants paid attention to
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measurement items and to identify straightlining. Respondents that
failed those attention checks were removed from the sample
(n = 64, 10.9%).

The final sample consisted of 311 men (60%) and 200 women
(38.6%), with seven respondents identifying as another gender or
preferring not to answer (1.4%). The average age of the respon-
dents was 39.7 years (SD = 11.24 years). The majority of respon-
dents were White (non-Hispanic; 402 respondents, 77.6%), with
the largest minority groups being African/African American/Black
(40 respondents, 7.7%), Asian or Asian American (30 respondents,
5.8%), and Hispanic/Latino/Latino American (24 respondents,
4.6%). Fourteen respondents (2.7%) identified as multiracial. In
addition, 329 respondents (63.5%) completed a bachelor’s degree
or higher, and 516 respondents (99.6%) completed high school.
The majority of respondents earn less than $60,000 annually (360
respondents, 69.5%). Finally, a one-item, 7-point Likert scale was
used to determine respondents’ degree of national political interest
(“I regularly keep up with news and information about the state of
politics in this country”). The higher the mean score, the more the
participant agreed with the statement (M= 4.94, SD = 1.43).

Independent Variables

NBA Fanship

Respondents’ fanship toward the NBA was measured using a 16-
item, 7-point Likert scale adapted from the Roccas et al. (2008)
modes of identification scale (M = 4.06, SD = 1.55, α = .97). All
Likert scales for this questionnaire used the same extremes and
midpoint (1 = strongly disagree/4 = neither agree nor disagree/
7 = strongly agree). A mean score was calculated using all 16 scale
items, and the higher the mean, the more the participant identified
as an NBA fan. The scale measured four dimensions of identifica-
tion: degree of commitment to the NBA as a fan (M = 4.31,
SD = 1.69, α = .93), degree of sense of superiority as an NBA
fan (M = 4.18, SD = 1.51, α = .91), degree of importance of NBA
fanship to the participant’s identity (M = 3.75, SD = 1.89, α = .95),
and degree of deference to the NBA and its fans’ decisions and
perceptions (M = 4.00, SD = 1.51, α = .84).

Political Affiliation and Identity

Respondents’ identification with a political party was first mea-
sured using a single, multiple-choice item asking if respondents
self-identified as a Democrat (N = 239, 46.1%), a Republican
(N = 161, 31.1%), or an Independent or other affiliation
(N = 118, 22.8%). The 118 respondents that did not identify
with either party were then asked if they leaned closer to the
Democratic Party (N = 79, 66.9%) or the Republican Party (N = 39,
33.1%). For political affiliation, respondents that stated that they
leaned closer to the Democratic Party were grouped with the
Democrats, and respondents that stated they leaned closer to the
Republican Party were grouped with the Republicans.

After respondents identified their political affiliation, depend-
ing on whether they chose (or leaned) Democrat or Republican,
they were directed to a similar modification of the Roccas et al.
(2008) modes of identification scale to measure their identity with
that political party. A mean score was calculated using all 16 scale
items, and the higher the mean, the more the participant identified
with their chosen political affiliation. The scale measured four
dimensions of identification: degree of commitment to their politi-
cal party (M = 4.91, SD = 1.51, α = .91), degree of sense of superi-
ority because of their political party (M = 5.02, SD = 1.40, α = .94),

degree of importance of their political party to the participants’
identity (M = 4.29, SD = 1.80, α = .90), and degree of deference to
their political party’s decisions and perceptions (M = 4.21,
SD = 1.49, α = .88).

Dependent Variables

Moral Outrage

Moral outrage was measured using a six-item, 7-point Likert scale
adapted from Lewis and Hirt (2018). It included items such as “I’m
angry that the NBA supported Black Lives Matter” and “I would
like to criticize or challenge NBA leaders about supporting Black
Lives Matter.” A mean score was calculated, and the higher the
mean, the more outraged the participant was about the NBA’s
racial justice initiatives (M = 2.99, SD = 1.81, α = .93).

Corporate Reputation

Corporate reputation was measured using an adaptation of Fombrun
et al.’s (2000) Reputation Quotient. The 20-item scale measures
various dimensions related to a company’s reputation: its emotional
appeal, the quality of its products and services, the perception of its
vision and leadership, the quality of its workplace environment, its
corporate social responsibility efforts, and its financial performance.
The scale was adapted as a 7-point Likert scale, and a mean score
was calculated using all 20 items, where the higher the mean score,
the higher the participant perceived the NBA’s reputation (M = 5.15,
SD = 1.23, α = .98). Appendix A provides the scale items for all
independent and dependent variables.

Procedure

After receiving institutional review board approval, the question-
naire was posted on MTurk to begin recruitment. The survey was
voluntary, and respondents could withdraw at any time. Once
respondents were recruited for the study, they were prompted to
visit a distinct web address containing the questionnaire. Once the
participant read the informed consent statement and agreed to
participate, they answered items related to NBA fanship. Next,
the participant read an article discussing the NBA’s racial justice
initiative (Appendix B). The journalist and media outlet’s names
were redacted to prevent bias or priming issues. Afterward, the
participant completed items related to their moral outrage toward
the NBA and their perception of the NBA. Finally, respondents
read a statement thanking them for participating in the study and
answered demographic items, including political identity and
political interest.

Results

A hierarchical multiple regression analysis was used to examine the
impact of NBA fanship and political affiliation on both one’s
outrage toward the NBA and one’s perception of the NBA after
its racial justice initiatives during the 2020 NBA Playoff Bubble.
Models were controlled for four demographic variables in Block 1:
race (using two separate dummy codes: one designating “1” for
“White, non-Hispanic,” and one designating “1” for “Black/Afri-
can American”), gender (using a dummy code designating “1” for
“male”), age, and political interest. NBA fanship and political
identity were included in Block 2. To compare regression coeffi-
cients to determine differences in effect sizes, a modified z test
suggested by Paternoster et al. (1998) was used.
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Effects of Demographic Variables

Prior to answering the RQs, effects of the demographic variables on
both moral outrage and reputation were examined using an analysis
of variance for race and gender, while using correlation analysis for
age and political interest. Regarding moral outrage, there was a
significant difference in one’s outrage toward the NBA based on
race, F(7, 510) = 2.32, p = .03. Post hoc analysis revealed that
respondents that identified as White were statistically more out-
raged than their racial counterparts. There was also a significant
difference based on gender, F(3, 514) = 2.72, p = .04. Post hoc
analysis revealed that respondents that identified as male were
statistically more outraged than their counterparts. Correlation
analysis revealed that there were no significant relationships
between political interest and moral outrage, r(518) = −.03,
p = .54, or between age and moral outrage, r(518) = .07, p = .11.

Regarding reputation, there was a significant difference based
on race, F(7, 510) = 3.29, p < .01. Post hoc analysis revealed that
respondents that identified as Black or African American viewed
the NBA more positively than their racial counterparts. However,
there was not a significant difference in one’s perception of the
NBA’s reputation based on gender, F(3, 514) = 0.68, p = .56.
Correlation analysis revealed that there were no significant re-
lationships between political interest and reputation, r(518) =
−.06, p = .15, or between age and moral outrage, r(518) = .02,
p = .65.

The main effects of political affiliation (Democrat vs. Repub-
lican) were also examined using analysis of variances. For moral
outrage, there was a significant difference based on political
affiliation, with Republicans (and people who lean Republican),
M = 4.33, SD = 1.55, being more outraged than Democrats (and
people who lean Democrat), M = 2.16, SD = 1.41, F(1, 516) =
270.30, p < .01. For reputation, there was also a significant differ-
ence based on political affiliation, with Republicans (and people
who lean Republican), M = 4.73, SD = 1.40, perceiving the NBA
more negatively than Democrats (and people who lean Democrat),
M = 5.41, SD = 1.04, F(1, 516) = 38.76, p < .01.

Effects of Fanship and Political Identity
Toward Moral Outrage

The first RQ asked would one’s (a) fanship toward the NBA or
(b) identification with a political party be a stronger predictor
toward one’s outrage toward the NBA for its racial justice advo-
cacy during the 2020 NBA Playoff Bubble. Controlling for demo-
graphic variables, the overall model revealed that neither NBA
fanship (β = 0.04, t = .64, p = .52) nor political identity (β = 0.12,
t = 1.89, p = .06) predicted moral outrage toward the NBA,
R2 = .05; F(7, 510) = 3.50; p < .01.

Two separate models were also produced in addition to the
overall model to compare based on political affiliation: one for
Democrats (and people who lean Democrat) and one for Repub-
licans (and people who lean Republican). When looking at those
models based on political affiliation, for Democrats, the model,
R2 = .12; F(7, 310) = 6.10; p < .01, revealed that NBA fanship had a
direct association with moral outrage, meaning that the more one
was an NBA fan, the more outraged one was toward the NBA
(β = 0.35, t = 5.44, p < .01). Political identity had an inverse asso-
ciation with moral outrage, meaning that the more one identified as
a Democrat, the less outraged one was toward the NBA (β = −0.28,
t =−4.23, p < .01). The regression weights for NBA fanship and
political identity are statistically similar (z = 0.88, p = .19).

For Republicans, the model, R2 = .25; F(7, 192) = 9.22;
p < .01, revealed that NBA fanship had an inverse association
with moral outrage, meaning that the more one was an NBA
fan, the less outraged one was toward the NBA (β = −0.47,
t = −6.34, p < .01). Political identity had a direct association with
moral outrage, meaning that the more one identified as a Republi-
can, the more outraged one was toward the NBA (β = 0.52, t = 7.19,
p < .01). The regression weights for NBA fanship and political
identity are statistically similar (z = 0.62, p = .27).

Effects of Fanship and Political Affiliation
Toward Reputation

The second RQ asked would one’s (a) fanship toward the NBA or
(b) identification with a political party be a stronger predictor
toward one’s perceived reputation of the NBA after its racial justice
advocacy during the 2020 NBA Playoff Bubble.

Controlling for race, the overall model, R2 = .39, F(7,
510) = 45.56, p < .01, revealed that NBA fanship had a direct
association with reputation, meaning that the more one was an
NBA fan, the more positively one viewed the NBA’s reputation
(β = 0.53, t = 12.76, p < .01). Political identity had a direct associ-
ation with reputation, meaning that the more one identified with
their political party, the more positively one viewed the NBA’s
reputation (β = 0.12, t = 2.89, p < .01). For all respondents, NBA
fanship was statistically a stronger predictor of reputation than
political affiliation (z = 8.20, p < .01).

For Democrats, the model, R2 = 0.45, F(7, 310) = 35.47,
p < .01, revealed that NBA fanship had a direct association with
reputation, meaning that the more one was an NBA fan, the more
positively one viewed the NBA’s reputation (β = 0.30, t = 5.79,
p < .01). Political affiliation also had a direct association with
reputation, meaning that the more one identified as a Democrat,
the more positively one viewed the NBA’s reputation (β = 0.44,
t = 8.58, p < .01). For Democrats, political affiliation was statisti-
cally a stronger predictor of reputation than NBA fanship
(z = 2.14, p = .02).

For Republicans, the model, R2 = .62, F(7, 192) = 43.81,
p < .01, revealed that NBA fanship had a direct association with
reputation, meaning that the more one was an NBA fan, the more
positively one viewed the NBA’s reputation (β = 0.85, t = 15.97,
p < .01). Political affiliation had an inverse association with repu-
tation, meaning that the more one identified as a Republican, the
more negatively one viewed the NBA’s reputation (β = −0.16,
t = −2.99, p < .01). For Republicans, NBA fanship was statistically
a stronger predictor of reputation than political affiliation
(z = 9.86, p < .01).

Discussion

The NBA 2020 Playoff Bubble presented a near-perfect scenario
for the league to show solidarity to a cause that is supported by
many of its players. Naturally, those on the outside looking in had
strong opinions about the league’s racial justice initiative during
the playoffs. This study sought to examine how social identity,
particularly related to fan identity and political identity, influenced
the opinions about the NBA’s embrace of the initiative.

When looking at the results, it seems that overall, neither NBA
fanship nor political identity impacted their outrage toward the
NBA; however, when examining this relationship based on a
breakdown by political affiliation (Democrats/leaning Democrat
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vs. Republicans/leaning Republican), both aspects of one’s identity
had a significant association with moral outrage. Results showed
that for Democrats, there was a direct association between NBA
fanship and moral outrage (as fanship strengthened, outrage
strengthened). This contrasts with Republicans, who demonstrated
an inverse association between NBA fanship (as fanship strength-
ened, outrage lessened). Results could suggest that Democrats that
are more hardcore NBA fans perhaps agree with the “shut up and
dribble” philosophy embraced by some right-wing pundits due to
the amount of media dedicated to social justice protests recently,
where those fans simply did not want social justice messaging as a
part of the playoff bubble (Niven, 2021). While the associations
between fanship and outrage provided somewhat counterintuitive
results, the associations between political affiliation and outrage
were in line with expectations based on previous research
(e.g., Drakulich et al., 2020; Kilgo & Mourão, 2019), with Demo-
crats having an inverse association (as political identity strength-
ened, outrage lessened) and Republicans having a direct
association (as political identity strengthened, outrage strength-
ened). It is also important to note that despite the counterintuitive
direct effect for Democrats, overall, Democrats were significantly
less outraged about the NBA’s initiatives than Republicans. The
regression weights of both identity factors were statistically similar
for both Democrats and Republicans, meaning that neither fanship
nor political identity had a stronger impact over the other in terms
of influencing one’s outrage; however, the respondents that identi-
fied as independent could have impacted this result considering the
number that lean either Democrat or Republican.

While both NBA fanship and political identity had a direct
association with perceived reputation of the NBA (as fanship and
political identity strengthened, the NBA’s reputation was viewed
more positively), results showed that fanship has a stronger effect
on one’s perception of the NBA’s reputation than one’s political
identity. When looking at the breakdown by political affiliation, for
Democrats, both fanship and political identity had a direct associa-
tion with perceived reputation of the NBA; however, political
affiliation was the stronger predictor of perceived reputation. For
Republicans, fanship had a direct association with perceived
reputation, while political identity had an inverse association
with perceived reputation (as political identity strengthened, the
NBA’s reputation was viewed more negatively). Again, the results
align with the expectations from Democrats versus Republicans on
their views of the social justice movement based on previous
research (e.g., Drakulich et al., 2020; Kilgo & Mourão, 2019).
Finally, in contrast with Democrats, fanship was the stronger
predictor of perceived reputation for Republicans.

The NBA fanship does not seem to have much of an impact on
one’s perception of the NBA’s social justice initiatives if the person
is a Democrat, suggesting that one’s political in-group is more
influential in forming these opinions among Democrats than one’s
fan identification. This is similar to previous findings of how
political group identification can help shape opinions about politi-
cal issues more so than other factors (e.g., Dvir-Gvirsman, 2019;
Reid, 2012). In contrast, fanship seems to be the stronger factor for
Republicans than political identity. While Republicans did have
more moral outrage toward the NBA and a more negative percep-
tion of the NBA due to its social justice initiatives overall, hardcore
Republican fans of the NBA viewed the partnership more posi-
tively than Republican nonfans consistently. This is evident by the
direct association between fanship and reputation, suggesting that
their fanship of the NBA mitigated the amount of outrage Repub-
lican fans had toward the NBA.

When looking at the effects stemming from both partisanship
(whether Democrat or Republican) and fanship measures, there is a
clear competition stemming between these identities when faced
with an immediate situation that challenges both, in contrast to how
intersectionality implies that identities are working together to form
opinions and beliefs over time (Cole, 2009). The contrast is similar
to previous studies that examine how multiple identities can
contradict each other and compete to help the audience process
information (e.g., Shih et al., 1999); however, this investigation
extends this outlook by providing context into the ways these
identities can compete.

Based on the data, we can suggest a few outcomes that could
happen when different aspects of one’s identity are at conflict due
to outside events. First, for strong Republicans who are also strong
NBA fans, while they should be outraged or negative about the
NBA’s social justice initiatives due to their Republican identity,
their strong fanship of the NBA allows them to support the NBA
without feeling guilty about abandoning the political aspect of their
identity. Their Republican identity is not abandoned completely,
however, because they still scored lower than their Democratic
counterparts for reputation and higher for moral outrage. This could
suggest an outcome of indemnity, suggesting that one identity (in
this case, NBA fanship) mitigates the losses and makes up for the
harm or outrage suffered because of another identity (in this case,
political affiliation) while not altogether abandoning that identity.

Second, for Democrats, regardless of their NBA fanship, the
data suggests that their political affiliation had a stronger impact on
their evaluations of the NBA’s social justice initiatives. Democrats,
regardless of their degree of partisanship, perceived the NBA’s
reputation higher and were less outraged compared with Repub-
licans. This could suggest an outcome of amplification, suggesting
that one identity (in this case, political affiliation) could intensify
the effects of another identity (in this case, NBA fanship), again
while not abandoning that identity completely. The question here is
could there be a ceiling effect—is there a point where the amplify-
ing identity stops having a significant effect on another identity?

Finally, while not demonstrated here, a third outcome could be
ascendency, suggesting that one identity “wins out” over another
because it is more important to evaluate the context at hand. An
example of this was found by Golan et al. (2021), where respon-
dents’ degree of nationalism was more important than their parti-
sanship when evaluating international news stories about the
United States, overshadowing partisanship as a result. However,
partisanship was more critical when evaluating domestic news
stories about the United States, overshadowing nationalism. Future
research should seek to explore these three proposed effects to see
if they truly demonstrate what happens when competing identity
cues impact one’s evaluation of an event.

Practical Implications

The decision by the NBA to take a stand regarding racial injustices
during Spring 2020 came at a time when more corporations were
beginning to express their voices regarding sociopolitical issues.
CSA initiatives in recent years include Starbucks’ support of the
legalization of gay marriages (Dodd & Supa, 2014), Starbucks’ and
Budweiser’s stance on President Trump’s immigration ban execu-
tive order Kim et al. (2020), Ben and Jerry’s supporting LGBTQ
and BLM (Lim& Young, 2021), and most recently, Delta Airlines,
Major League Baseball and Coca-Cola’s public condemnation of
Georgia’s voting laws, including MLB moving the All-Star Game
from Atlanta (Chappell, 2021; McGregor & Denham, 2021).
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Previous evidence suggests that corporations can capitalize on
strong allegiances to advance prosocial outcomes through CSA
(e.g., Parcha & Kingsley Westerman, 2020; Kim et al., 2020).
While the current study cannot make causal inferences between
CSA activities and behavioral intentions to support a prosocial
justice movement, results from this study can aid in the discussion
of how partaking in CSA can impact the public’s attitudes toward
corporations.

Previous research has shown that organizations taking part in
prosocial activities such as philanthropic giving (e.g., Bae &
Cameron, 2006) or environmental responsibility (e.g., Li et al.,
2020) can harness positive attitudes from the public. In 2019, Nike
launched a campaign supporting social justice and diversity fea-
turing Colin Kaepernick. Within a week, the campaign garnered
Nike approximately $43 million worth of media exposure and $6
billion in sales (Everett, 2018; Gibson, 2018). The current study
advances knowledge regarding attitudes by offering key insight
into the importance of considering social identities when deliber-
ating the effects of CSA activities. Similarly, Li et al. (2020)
indicated that corporations should engage with individuals who
are considered active publics (motivated and involved) in a cause or
organization when initiating CSA activities. Findings from the
current study expand upon this in that with the NBA’s social justice
initiative, segmentations, including fanship levels and political
affiliation, influenced perceived reputation. It is recommended
that CSA-based campaign messages should be designed and
deployed in a way that targets appropriate audiences. In addition,
results show competing identity cues such as differing in-group and
out-group statuses should be considered. This requires communi-
cation professionals to be able to identify and understand sub-
groups of their organization to determine the best ways to take a
stand on sociopolitical topics to aid both self-interest and prosocial
outcomes.

Limitations and Future Research

The study has several limitations that should be noted. The findings
of this study should be reflected upon in light that the sample
employed may not reflect the general population as a whole. For
example, the sample for this study, on average, captured a higher
level of responses from younger, White males. Also, racial and
gender differences were found related to levels of moral outrage
and perceived reputation. It is suggested that future efforts account
for demographic attributes that may influence attitudes to see their
impact as competing cues with other forms of identity. In addition,
this study was conducted in the form of a survey, which is
appropriate for understanding attitudes and behavioral intentions.
However, an experimental design could further explore potential
causal effects among variables. In addition, qualitative studies can
provide context into the rationales for why certain aspects of a
person’s identity influence their perceptions more than others to
help give a better picture of identity construction and competition.
While this study provided insight into the outcome variables of
moral outrage and corporate reputation, it would be of value to
measure supportive behavior intentions and levels of moral support
that individuals have not only toward the organization initiating
CSA efforts, but also their intentions to engage with the advocacy
topic. Additionally, examining how corporations, such as the NBA,
communicate to their publics regarding CSA efforts could provide
further guidance to sports public relations scholarship and practice.
Finally, while league fanship was the focus for this study, under-
standing how team and player fandom would impact their

evaluations of teams and players embracing (or opposing) social
justice movements.

Conclusion

The purpose of the current research endeavor was to build upon
previous sports marketing reputation and CSA literature by con-
ducting a survey examining how the NBA’s embrace of a social
movement could influence perceptions of reputation. It was also of
interest to examine how one’s fanship of that league and political
affiliation can influence these perceptions. Guided by four RQs,
results from this study can aid communication professionals and
scholars with the discussion of how partaking in CSA efforts can
impact the public’s attitudes toward corporations. Specifically, a
contextual model of social identity competition is proposed out-
lining the potential role indemnity, amplification, and supremacy
play in mitigating reactions toward CSA efforts. These findings
provide the opportunity for future research within CSA to further
explore the influence of public segmentation characteristics
(e.g., knowledge, level of involvement, problem recognition)
within fan groups and specific political affiliations. Notably, there
is a need to further test the social identity competition model and
the effects these identity characteristics and cues have on attitudes
and behavioral intentions toward institutions that choose to partake
in social justice movements. Finally, the current manuscript pre-
sents the question of the role of competing identity cues. Initial
findings suggest that one identity (e.g., NBA fanship) could
mitigate adverse outcomes such as moral outrage because of
another identity (e.g., political affiliation) while not altogether
abandoning that identity. As more institutions become involved
in social justice movements through CSA efforts, it will be of
continued interest to understand the balance of gaining support
from stakeholders while not alienating others.

References

Achen, C.H., & Bartels, L.M. (2016). Democracy for realists: Why
elections do not produce responsive government. Princeton Univer-
sity Press.

Asada, A., Inoue, Y., & Chang, Y. (2021). The effects of athlete activism
on league credibility, event legacy, and event involvement: A crisis
communication perspective. International Journal of Sport Commu-
nication, 14(4), 507–529. https://doi.org/10.1123/ijsc.2021-0027

Aschburner, S. (2020). Coronavirus pandemic causes NBA to suspend
season after player tests positive. NBA.com. https://www.nba.com/
news/coronavirus-pandemic-causes-nba-suspend-season.

Bae, J., & Cameron, G.T. (2006). Conditioning effect of prior reputation
on perception of corporate giving. Public Relations Review, 32(2),
144–150. https://doi.org/10.1016/j.pubrev.2006.02.007

Beer, T. (2020, October 15). NBA rating drop not due to blowback over
players’ activism, poll suggests. Forbes. https://www.forbes.com/
sites/tommybeer/2020/10/15/nbas-ratings-drop-not-due-to-blowback-
over-players-activism-poll-suggests/?sh=60fe0e1e6b31

Boone, K. (2020, March 13). 2020 NCAA Tournament cancelled due to
growing threat of coronavirus pandemic. CBS Sports. https://www.
cbssports.com/college-basketball/news/2020-ncaa-tournament-
canceled-due-to-growing-threat-of-coronavirus-pandemic/

Brewer, M.B. (1979). In-group bias in the minimal intergroup situation: A
cognitive-motivational analysis. Psychological Bulletin, 86(2), 307–
324. https://doi.org/10.1037/0033-2909.86.2.307

BLACK LIVES MATTER TO THE NBA 9

(Ahead of Print)

https://doi.org/10.1123/ijsc.2021-0027
https://www.nba.com/news/coronavirus-pandemic-causes-nba-suspend-season
https://www.nba.com/news/coronavirus-pandemic-causes-nba-suspend-season
https://doi.org/10.1016/j.pubrev.2006.02.007
https://www.forbes.com/sites/tommybeer/2020/10/15/nbas-ratings-drop-not-due-to-blowback-over-players-activism-poll-suggests/?sh=60fe0e1e6b31
https://www.forbes.com/sites/tommybeer/2020/10/15/nbas-ratings-drop-not-due-to-blowback-over-players-activism-poll-suggests/?sh=60fe0e1e6b31
https://www.forbes.com/sites/tommybeer/2020/10/15/nbas-ratings-drop-not-due-to-blowback-over-players-activism-poll-suggests/?sh=60fe0e1e6b31
https://www.cbssports.com/college-basketball/news/2020-ncaa-tournament-canceled-due-to-growing-threat-of-coronavirus-pandemic/
https://www.cbssports.com/college-basketball/news/2020-ncaa-tournament-canceled-due-to-growing-threat-of-coronavirus-pandemic/
https://www.cbssports.com/college-basketball/news/2020-ncaa-tournament-canceled-due-to-growing-threat-of-coronavirus-pandemic/
https://doi.org/10.1037/0033-2909.86.2.307


Brewer, M.B., & Brown, R.J. (1998). Intergroup relations. McGraw-Hill.
Brown, K., Adamson, A., & Park, B. (2020). Applying situational crisis

communication theory to sports: Investigating the impact of athlete
reputational crises on team perception. Journal of Global Sport
Management, 5(2), 202–222. https://doi.org/10.1080/24704067.
2019.1604077

Brown, K., Murphy, B., &Maxwell, L. (2018). Tried in the court of public
opinion: Effects of involvement in criminal transgressions on athlete
image. Communication and Sport, 6(3), 283–307. https://doi.org/10.
1177/2167479517697426

Browne, M., Singhvi, A., Reneau, N., & Jordan, D. (2020). How the police
killed Breonna Taylor. The New York Times. https://www.nytimes.
com/video/us/100000007348445/breonna-taylor-death-cops.html

Burke, P. (1980). The self: Measurement requirements from an interac-
tionist perspective. Social Psychology Quarterly, 43(1), 18–30.
https://doi.org/10.2307/3033745

Butryn, T., Masucci, M., & Johnson, J. (2020). The show must go on: The
strategy and spectacle of Dana White’s efforts to promote UFC 249
during the coronavirus pandemic. International Journal of Sport Com-
munication, 13(3), 381–390. https://doi.org/10.1123/ijsc.2020-0240

Chappell, B. (2021, April 6). MLBmoves All-Star Game to Colorado amid
uproar over Georgia voting law. NPR. https://www.npr.org/2021/04/
06/984711881/mlb-moves-all-star-game-to-colorado-amid-uproar-
over-georgia-voting-law

Chiger, S. (2017, February 24).Marketers’most wanted: Sports fans.Chief
Marketer. https://www.chiefmarketer.com/marketers-most-wanted-
sports-fans/

Chun, R. (2005). Corporate reputation: Meaning and measurement. Inter-
national Journal of Management Reviews, 7(2), 91–109. https://doi.
org/10.1111/j.1468-2370.2005.00109.x

Cialdini, R.B., Borden, R.J., Thorne, A., Walker, M.R., Freeman, S., &
Sloan, L.R. (1976). Basking in reflected glory: Three (football) field
studies. Journal of Personality and Social Psychology, 34(3), 366–
375. https://doi.org/10.1037/0022-3514.34.3.366

Cloud, D.L. (2007). Corporate social responsibility as oxymoron. In S.K
May, G. Cheney, & J. Roper (Eds.), The debate over corporate social
responsibility (pp. 219–231). Oxford University Press.

Cole, E. (2009). Intersectionality and research in psychology. American
Psychologist, 64(3), 170–180. https://doi.org/10.1037/a0014564

Conover, P.J. (1984). The influence of group identifications on political
perception and evaluation. The Journal of Politics, 46(3), 760–785.
https://doi.org/10.2307/2130855

Conover, P.J. (1988). The role of social groups in political thinking. British
Journal of Political Science, 18(1), 51–76. https://doi.org/10.1017/
S0007123400004956

Coombs, W.T. (1995). Choosing the right words: The development of
guidelines for the selection of the “appropriate” crisis response
strategies. Management Communication Quarterly, 8(4), 447–476.
https://doi.org/10.1177/0893318995008004003

Coombs, W.T. (2007). Protecting organization reputations during a crisis:
The development and application of situational crisis communication
theory. Corporate Reputation Review, 10(3), 163–176. https://doi.
org/10.1057/palgrave.crr.1550049

Cottingham, M.D. (2012). Interaction ritual theory and sports fans:
Emotion, symbols, and solidarity. Sociology of Sport Journal,
29(2), 168–185. https://doi.org/10.1123/ssj.29.2.168

Dator, J. (2020). Kyrie Irving was completely right about the NBABubble.
SB Nation. https://www.sbnation.com/nba/2020/8/27/21404052/
kyrie-irving-nba-bubble-concerns-black-lives-matter

Davidson, N., Du, J., & Giardina, M. (2020). Through the perilous fight:
A case analysis of professional wrestling during the COVID-19

pandemic. International Journal of Sport Communication, 13(3),
465–473. https://doi.org/10.1123/ijsc.2020-0224

Davies, G., Chun, R., da Silva, R.V., & Roper, S. (2001). The personifi-
cation metaphor as a measurement approach for corporate reputation.
Corporate Reputation Review, 4(2), 113–127. https://doi.org/10.
1057/palgrave.crr.1540137

De Bakker, F.G., Den Hond, F., King, B., & Weber, K. (2013). Social
movements, civil society and corporations: Taking stock and looking
ahead. Organization Studies, 34(5–6), 573–593.

Devlin, N., & Devlin, M. (2020). It’s all about my “team”: What we can
learn about politics from sports. U.S. Election Analysis 2020: Media,
Votes and the Campaign. https://www.electionanalysis.ws/us/
president2020/section-6-popular-culture-and-public-critique/its-all-
about-my-team-what-we-can-learn-about-politics-from-sport/

Dodd, M.D., & Supa, D.W. (2014). Conceptualizing and Measuring
“Corporate Social Advocacy” Communication: Examining the
Impact on Corporate Financial Performance. Public Relations Jour-
nal, 8(3), 2–23.

Drakulich, K., Wozniak, K.H., Hagan, J., & Johnson, D. (2020). Race and
policing in the 2016 presidential election: Black lives matter, the
police, and dogwhistle politics.Criminology, 58(2), 370–402. https://
doi.org/10.1111/1745-9125.12239

Du, S., Bhattacharya, C.B., & Sen, S. (2010). Maximizing business returns
to corporate social responsibility (CSR): The role of CSR communi-
cation. International Journal of Management Reviews, 12(1), 8–19.
https://doi.org/10.1111/j.1468-2370.2009.00276.x

Dvir-Gvirsman, S. (2019). Political social identity and selective exposure.
Media Psychology, 22(6), 867–889. https://doi.org/10.1080/
15213269.2018.1554493

Euronews (2020, August 27). NBA ‘like a political organisation’ claims
Trump after players protest. https://www.euronews.com/2020/08/27/
nba-like-a-political-organisation-claims-trump-after-players-protest

Everett, S. (2018). Nike Ad Featuring Colin Kaepernick Sets Off Social
Media Firestorm. Forbes. https://www.forbes.com/sites/setheverett/
2018/09/05/nike-ad-featuring-colin-kaepernick-sets-off-social-
media-firestorm/?sh=432f61195cac

Fausset, R. (2020). What we know about the shooting death of Ahmaud
Arbery. The New York Times. https://www.nytimes.com/article/
ahmaud-arbery-shooting-georgia.html?auth=login-google

Feldman, D. (2020). Adam Silver: No data “Black Lives Matter” on court
hurt NBA ratings. NBC Sports. https://nba.nbcsports.com/2020/
11/30/adam-silver-no-data-black-lives-matter-on-court-hurt-nba-
ratings/

Feldman, P.M., Bahamonde, R.A., &Bellido, I.V. (2014). A new approach
for measuring corporate reputation. Revista De Administração De
Empresas, 54(1), 53–66. https://doi.org/10.1590/S0034-75902014
0102

Flanagan, D.J., & O’Shaughnessy, K.C. (2005). The effect of layoffs on
firm reputation. Journal of Management, 31(3), 445–463. https://doi.
org/10.1177/0149206304272186

Fombrun, C., Gardberg, N., & Sever, J. (2000). The reputation quotient: A
multi-stakeholder measure of corporate reputation. Journal of Brand
Management, 7, 241–255.

Fombrun, C.J., & van Riel, C.B.M. (1997). The reputational landscape.
Corporate Reputation Review, 1(2), 5–13. https://doi.org/10.1057/
palgrave.crr.1540024

Gibson, K. (2018). Colin Kaepernick is Nike’s $6 billion man. CBS News.
https://www.cbsnews.com/news/colin-kaepernick-nike-6-billion-man/
?ftag=COS-05-10aaa0h&utm_campaign=trueAnthem%3A%2BTrend
ing%2BContent&utm_content=5ba5c81b9ebbef0001d6be40&utm_
medium=trueAnthem&utm_source=facebook

10 BROWN ET AL.

(Ahead of Print)

https://doi.org/10.1080/24704067.2019.1604077
https://doi.org/10.1080/24704067.2019.1604077
https://doi.org/10.1177/2167479517697426
https://doi.org/10.1177/2167479517697426
https://www.nytimes.com/video/us/100000007348445/breonna-taylor-death-cops.html
https://www.nytimes.com/video/us/100000007348445/breonna-taylor-death-cops.html
https://doi.org/10.2307/3033745
https://doi.org/10.1123/ijsc.2020-0240
https://www.npr.org/2021/04/06/984711881/mlb-moves-all-star-game-to-colorado-amid-uproar-over-georgia-voting-law
https://www.npr.org/2021/04/06/984711881/mlb-moves-all-star-game-to-colorado-amid-uproar-over-georgia-voting-law
https://www.npr.org/2021/04/06/984711881/mlb-moves-all-star-game-to-colorado-amid-uproar-over-georgia-voting-law
https://www.chiefmarketer.com/marketers-most-wanted-sports-fans/
https://www.chiefmarketer.com/marketers-most-wanted-sports-fans/
https://doi.org/10.1111/j.1468-2370.2005.00109.x
https://doi.org/10.1111/j.1468-2370.2005.00109.x
https://doi.org/10.1037/0022-3514.34.3.366
https://doi.org/10.1037/a0014564
https://doi.org/10.2307/2130855
https://doi.org/10.1017/S0007123400004956
https://doi.org/10.1017/S0007123400004956
https://doi.org/10.1177/0893318995008004003
https://doi.org/10.1057/palgrave.crr.1550049
https://doi.org/10.1057/palgrave.crr.1550049
https://doi.org/10.1123/ssj.29.2.168
https://www.sbnation.com/nba/2020/8/27/21404052/kyrie-irving-nba-bubble-concerns-black-lives-matter
https://www.sbnation.com/nba/2020/8/27/21404052/kyrie-irving-nba-bubble-concerns-black-lives-matter
https://doi.org/10.1123/ijsc.2020-0224
https://doi.org/10.1057/palgrave.crr.1540137
https://doi.org/10.1057/palgrave.crr.1540137
https://www.electionanalysis.ws/us/president2020/section-6-popular-culture-and-public-critique/its-all-about-my-team-what-we-can-learn-about-politics-from-sport/
https://www.electionanalysis.ws/us/president2020/section-6-popular-culture-and-public-critique/its-all-about-my-team-what-we-can-learn-about-politics-from-sport/
https://www.electionanalysis.ws/us/president2020/section-6-popular-culture-and-public-critique/its-all-about-my-team-what-we-can-learn-about-politics-from-sport/
https://doi.org/10.1111/1745-9125.12239
https://doi.org/10.1111/1745-9125.12239
https://doi.org/10.1111/j.1468-2370.2009.00276.x
https://doi.org/10.1080/15213269.2018.1554493
https://doi.org/10.1080/15213269.2018.1554493
https://www.euronews.com/2020/08/27/nba-like-a-political-organisation-claims-trump-after-players-protest
https://www.euronews.com/2020/08/27/nba-like-a-political-organisation-claims-trump-after-players-protest
https://www.forbes.com/sites/setheverett/2018/09/05/nike-ad-featuring-colin-kaepernick-sets-off-social-media-firestorm/?sh=432f61195cac
https://www.forbes.com/sites/setheverett/2018/09/05/nike-ad-featuring-colin-kaepernick-sets-off-social-media-firestorm/?sh=432f61195cac
https://www.forbes.com/sites/setheverett/2018/09/05/nike-ad-featuring-colin-kaepernick-sets-off-social-media-firestorm/?sh=432f61195cac
https://www.nytimes.com/article/ahmaud-arbery-shooting-georgia.html?auth=login-google
https://www.nytimes.com/article/ahmaud-arbery-shooting-georgia.html?auth=login-google
https://nba.nbcsports.com/2020/11/30/adam-silver-no-data-black-lives-matter-on-court-hurt-nba-ratings/
https://nba.nbcsports.com/2020/11/30/adam-silver-no-data-black-lives-matter-on-court-hurt-nba-ratings/
https://nba.nbcsports.com/2020/11/30/adam-silver-no-data-black-lives-matter-on-court-hurt-nba-ratings/
https://doi.org/10.1590/S0034-759020140102
https://doi.org/10.1590/S0034-759020140102
https://doi.org/10.1177/0149206304272186
https://doi.org/10.1177/0149206304272186
https://doi.org/10.1057/palgrave.crr.1540024
https://doi.org/10.1057/palgrave.crr.1540024
https://www.cbsnews.com/news/colin-kaepernick-nike-6-billion-man/?ftag=COS-05-10aaa0h&utm_campaign=trueAnthem%3A%2BTrending%2BContent&utm_content=5ba5c81b9ebbef0001d6be40&utm_medium=trueAnthem&utm_source=facebook
https://www.cbsnews.com/news/colin-kaepernick-nike-6-billion-man/?ftag=COS-05-10aaa0h&utm_campaign=trueAnthem%3A%2BTrending%2BContent&utm_content=5ba5c81b9ebbef0001d6be40&utm_medium=trueAnthem&utm_source=facebook
https://www.cbsnews.com/news/colin-kaepernick-nike-6-billion-man/?ftag=COS-05-10aaa0h&utm_campaign=trueAnthem%3A%2BTrending%2BContent&utm_content=5ba5c81b9ebbef0001d6be40&utm_medium=trueAnthem&utm_source=facebook
https://www.cbsnews.com/news/colin-kaepernick-nike-6-billion-man/?ftag=COS-05-10aaa0h&utm_campaign=trueAnthem%3A%2BTrending%2BContent&utm_content=5ba5c81b9ebbef0001d6be40&utm_medium=trueAnthem&utm_source=facebook


Gladden, J.M., & Funk, D.C. (2001). Understanding brand loyalty in profes-
sional sport: Examining the link between brand associations and brand
loyalty. International Journal of SportsMarketing and Sponsorship, 3(1),
54–81. https://doi.org/10.1108/IJSMS-03-01-2001-B006

Golan, G.J., Waddell, T.F., & Barnidge, M. (2021). Competing identity
cues in the hostile media phenomenon: Source, nationalism, and
perceived bias in news coverage of foreign affairs. Mass Communi-
cation and Society, 24, 676–700.

Greene, S. (2004). Social identity theory and party identification. Social
Science Quarterly, 85(1), 136–153. https://doi.org/10.1111/j.0038-
4941.2004.08501010.x

Haslam, S.A., Oakes, P.J., Reynolds, K.J., & Turner, J.C. (1999). Social
identity salience and the emergence of stereotype consensus. Per-
sonality and Social Psychology Bulletin, 25(7), 809–818. https://doi.
org/10.1177/0146167299025007004

Heere, B., & James, J.D. (2007). Stepping outside the lines: Developing a
multi-dimensional team identity scale based on social identity theory.
Sport Management Review, 10(1), 65–91. https://doi.org/10.1016/
S1441-3523(07)70004-9

Hill, E., Tiefenthaler, A., Trievert, C. Jordan, D., Willis, H., & Stein, R.
(2020). How George Floyd was killed in police custody. The New
York Times. https://www.nytimes.com/2020/05/31/us/george-floyd-
investigation.html

Hill, J.S., & Vincent, J. (2006). Globalisation and sports branding: The
case of Manchester United. International Journal of Sports Market-
ing and Sponsorship, 7(3), 61–78. https://doi.org/10.1108/IJSMS-07-
03-2006-B008

Hirt, E.R., Zillmann, D., Erickson, G.A., & Kennedy, C. (1992). Costs and
benefits of allegiance: Changes in fans’ self-ascribed competencies after
team victory versus defeat. Journal of Personality and Social Psychol-
ogy, 63(5), 724–738. https://doi.org/10.1037/0022-3514.63.5.724

Ho, H.C., & Yeung, D.Y. (2019). Effects of social identity salience on
motivational orientation and conflict strategies in intergenerational
conflict. International Journal of Psychology, 54(1), 108–116.
https://doi.org/10.1002/ijop.12435

Hogg, M.A. (2006). Social identity theory. In P.J. Burke (Ed.), Contem-
porary social psychological theories (pp. 111–136). Stanford Uni-
versity Press.

Hogg, M.A., Adelman, J.R., & Blagg, R.D. (2010). Religion in the face of
uncertainty: An uncertainty-identity theory account of religiousness.
Personality and Social Psychology Review, 14(1), 72–83. https://doi.
org/10.1177/1088868309349692

Huddy, L. (2001). From social to political identity: A critical examination
of social identity theory. Political Psychology, 22(1), 127–156.
https://doi.org/10.1111/0162-895X.00230

Huddy, L., & Bankert, A. (2017). Political partisanship as a social identity.
Oxford Research Encyclopedia of Politics. https://oxfordre.com/
politics/view/10.1093/acrefore/9780190228637.001.0001/acrefore-
9780190228637-e-250

Iyengar, S., & Krupenkin, M. (2018, April). Partisanship as social identity:
Implications for the study of party polarization. The Forum, 16(1),
23–45. https://doi.org/10.1515/for-2018-0003

Iyengar, S., Sood, G., & Lelkes, Y. (2012). Affect, not ideology: A social
identity perspective on polarization. Public Opinion Quarterly, 76(3),
405–431. https://doi.org/10.1093/poq/nfs038

Jang, W.E., Ko Y.J., & Chan-Olmsted S. (2015). Spectator-based sports
team reputation: Scale development and validation. International
Journal of Sports Marketing and Sponsorship, 16(3), 52–72.
https://doi.org/10.1108/IJSMS-16-03-2015-B005

Katje, C. (2020, October 10). The 2020 NBA Finals ratings are historically
bad. But why? Yahoo! Finance. Retrieved January 2021 from https://

finance.yahoo.com/news/2020-nba-finals-ratings-historically-20273
2628.html

Keaton, S.A., &Gearhart, C.C. (2014). Identity formation, identity strength,
and self-categorization as predictors of affective and psychological
outcomes: A model reflecting sports team fans’ responses to highlights
and lowlights of a college football season. Communication & Sport,
2(4), 363–385. https://doi.org/10.1177/2167479513498077

Kees, J., Berry, C., Burton, S., & Sheehan, K. (2017). An analysis of data
quality: Professional panels, student subject pools and Amazon’s
Mechanical Turk. Journal of Advertising, 46(1), 141–155. https://doi.
org/10.1080/00913367.2016.1269304

Kepner, T. (2020, March 12). MLB pushes back Opening Day over
coronavirus concerns. The New York Times. https://www.nytimes.
com/2020/03/12/sports/baseball/mlb-season-opening-day-corona
virus.html

Kilgo, D., & Mourão, R.R. (2019). Media effects and marginalized ideas:
Relationships amongmedia consumption and support for Black Lives
Matter. International Journal of Communication, 13, 4287–4305.

Kim, J.K., Overton, H., Bhalla, N., & Li, J.Y. (2020). Nike, Colin
Kaepernick, and the politicization of sports: Examining perceived
organizational motives and public responses. Public Relations Review,
46(2), 101856. https://doi.org/10.1016/j.pubrev.2019.101856

Kimble, J. (2020, September 3). The NBA Bubble was never the players’
platform to fight systemic racism. LEVEL. https://level.medium.com/
the-nba-bubble-was-never-the-players-platform-to-fight-systemic-
racism-5c6796952922

Kreiss, D., Lawrence, R.G., & McGregor, S.C. (2020). Political identity
ownership: Symbolic contests to represent members of the public. Social
Media + Society, 6(2). https://doi.org/10.1177/2056305120926495

Lee, A. (2020, October 19). NBA owners publicly support BLM, but
donations say otherwise. Atlanta Journal-Constitution. https://www.
ajc.com/news/weekend-read-nba-owners-publicly-support-blm-but-
donations-say-otherwise/U3JOCY66SND2NOYUNDB4IFNBEI/

Lewis, N., & Hirt, E.R. (2018). Sacred sports: Moral responses to sports
media content. Journalism &Mass Communication Quarterly, 96(2),
579–597. https://doi.org/10.1177/1077699018802256

Li, J.-Y., Overton, H., & Bhalla, N. (2020). Communicative action and
supportive behaviors for environmental CSR practices: An attitude-
based segmentation approach. Corporate Communications: An Inter-
national Journal, 25(2), 171–186. https://doi.org/10.1108/CCIJ-04-
2019-0045

Lim, J.S., & Young, C. (2021). Effects of issue ownership, perceived fit,
and authenticity in corporate social advocacy on corporate reputation.
Public Relations Review, 47(4). https://www.sciencedirect.com/
science/article/pii/S0363811121000631. https://doi.org/10.1016/j.
pubrev.2021.102071

Lock, D., & Heere, B. (2017). Identity crisis: A theoretical analysis of ‘team
identification research. European Sport Management Quarterly, 17(4),
413–435. https://doi.org/10.1080/16184742.2017.1306872

Maden, C., Arıkan, E., Telci, E.E., & Kantur, D. (2012). Linking corporate
social responsibility to corporate reputation: A study on understand-
ing behavioral consequences. Social and Behavioral Sciences, 58,
655–664.

Madrigal, R. (1995). Cognitive and affective determinants of fan satisfac-
tion with sporting event attendance. Journal of Leisure Research,
27(3), 205–227. https://doi.org/10.1080/00222216.1995.11949745

Mason, L. (2018). Losing common ground: Social sorting and polarization.
The Forum, 16(1), 47–66. https://doi.org/10.1515/for-2018-0004

Mason, W., & Suri, S. (2012). Conducting behavioral research on Ama-
zon’s Mechanical Turk. Behavior Research Methods, 44(1), 1–23.
https://doi.org/10.3758/s13428-011-0124-6

BLACK LIVES MATTER TO THE NBA 11

(Ahead of Print)

https://doi.org/10.1108/IJSMS-03-01-2001-B006
https://doi.org/10.1111/j.0038-4941.2004.08501010.x
https://doi.org/10.1111/j.0038-4941.2004.08501010.x
https://doi.org/10.1177/0146167299025007004
https://doi.org/10.1177/0146167299025007004
https://doi.org/10.1016/S1441-3523(07)70004-9
https://doi.org/10.1016/S1441-3523(07)70004-9
https://www.nytimes.com/2020/05/31/us/george-floyd-investigation.html
https://www.nytimes.com/2020/05/31/us/george-floyd-investigation.html
https://doi.org/10.1108/IJSMS-07-03-2006-B008
https://doi.org/10.1108/IJSMS-07-03-2006-B008
https://doi.org/10.1037/0022-3514.63.5.724
https://doi.org/10.1002/ijop.12435
https://doi.org/10.1177/1088868309349692
https://doi.org/10.1177/1088868309349692
https://doi.org/10.1111/0162-895X.00230
https://oxfordre.com/politics/view/10.1093/acrefore/9780190228637.001.0001/acrefore-9780190228637-e-250
https://oxfordre.com/politics/view/10.1093/acrefore/9780190228637.001.0001/acrefore-9780190228637-e-250
https://oxfordre.com/politics/view/10.1093/acrefore/9780190228637.001.0001/acrefore-9780190228637-e-250
https://doi.org/10.1515/for-2018-0003
https://doi.org/10.1093/poq/nfs038
https://doi.org/10.1108/IJSMS-16-03-2015-B005
https://finance.yahoo.com/news/2020-nba-finals-ratings-historically-202732628.html
https://finance.yahoo.com/news/2020-nba-finals-ratings-historically-202732628.html
https://finance.yahoo.com/news/2020-nba-finals-ratings-historically-202732628.html
https://doi.org/10.1177/2167479513498077
https://doi.org/10.1080/00913367.2016.1269304
https://doi.org/10.1080/00913367.2016.1269304
https://www.nytimes.com/2020/03/12/sports/baseball/mlb-season-opening-day-coronavirus.html
https://www.nytimes.com/2020/03/12/sports/baseball/mlb-season-opening-day-coronavirus.html
https://www.nytimes.com/2020/03/12/sports/baseball/mlb-season-opening-day-coronavirus.html
https://doi.org/10.1016/j.pubrev.2019.101856
https://level.medium.com/the-nba-bubble-was-never-the-players-platform-to-fight-systemic-racism-5c6796952922
https://level.medium.com/the-nba-bubble-was-never-the-players-platform-to-fight-systemic-racism-5c6796952922
https://level.medium.com/the-nba-bubble-was-never-the-players-platform-to-fight-systemic-racism-5c6796952922
https://doi.org/10.1177/2056305120926495
https://www.ajc.com/news/weekend-read-nba-owners-publicly-support-blm-but-donations-say-otherwise/U3JOCY66SND2NOYUNDB4IFNBEI/
https://www.ajc.com/news/weekend-read-nba-owners-publicly-support-blm-but-donations-say-otherwise/U3JOCY66SND2NOYUNDB4IFNBEI/
https://www.ajc.com/news/weekend-read-nba-owners-publicly-support-blm-but-donations-say-otherwise/U3JOCY66SND2NOYUNDB4IFNBEI/
https://doi.org/10.1177/1077699018802256
https://doi.org/10.1108/CCIJ-04-2019-0045
https://doi.org/10.1108/CCIJ-04-2019-0045
https://www.sciencedirect.com/science/article/pii/S0363811121000631
https://www.sciencedirect.com/science/article/pii/S0363811121000631
https://doi.org/10.1016/j.pubrev.2021.102071
https://doi.org/10.1016/j.pubrev.2021.102071
https://doi.org/10.1080/16184742.2017.1306872
https://doi.org/10.1080/00222216.1995.11949745
https://doi.org/10.1515/for-2018-0004
https://doi.org/10.3758/s13428-011-0124-6


Matsakis, L. (2016, February 4). The unknown, poorly paid labor force
powering academic research. Vice. https://www.vice.com/en/article/
8q8ggb/the-unknown-poorly-paid-labor-force-powering-academic-
research

McCarriston, S. (2020, July 21). NBA restart: Sneak peek shows ‘Black
Lives Matter’ painted on bubble courts, distanced seats and large
screens. CBS Sports. https://www.cbssports.com/nba/news/nba-
restart-sneak-peek-shows-black-lives-matter-painted-on-bubble-
courts-distanced-seats-and-large-screens/

McGregor, J., & Denham, H. (2021). Georgia sports teams and major
companies such as Coca-Cola and Delta Air Lines condemn new state
voting law. The Washington Post. https://www.washingtonpost.com/
business/2021/03/31/georgia-voting-law-companies/

Milgrom, P., & Roberts, J. (1982). Predation, reputation, and entry
deterrence. Journal of Economic Theory, 27(2), 280–312. https://
doi.org/10.1016/0022-0531(82)90031-X

Moore, G. (2005). Corporate character: Modern virtue ethics and the
virtuous corporation. Business Ethics Quarterly, 15(4), 659–685.
https://doi.org/10.5840/beq200515446

Moore, T. (2020, August 25). LeBron is right, George Hill is wrong about
‘Black Lives Matter’ messaging inside NBA bubble. Forbes. https://
www.forbes.com/sites/terencemoore/2020/08/25/lebron-james-is-
right-and-george-hill-is-wrong-about-black-lives-matter-response-
from-inside-of-nba-bubble/?sh=7720b9cf62f1

NBA.com. (2021, July 21). 2021 NBA Finals finishes up 32 percent in
viewership vs. 2020 NBA Finals. https://www.nba.com/news/2021-
nba-finals-finishes-up-32-percent-in-viewership

NBA.com. (2022, June 6). NBA Finals ratings up 37% from 2021 series.
https://www.nba.com/news/nba-finals-ratings-up-37-percent-from-
2021-series

Niven, D. (2021). Who says shut up and dribble? Race and the response to
athletes’ political activism. Journal of African American Studies,
25(2), 298–311. https://doi.org/10.1007/s12111-021-09534-6

Paolacci, G., Chandler, J., & Ipeirotis, P. (2010). Running experiments on
AmazonMechanical Turk. Judgment andDecisionMaking, 5, 411–419.

Parcha, J.M., & Kingsley Westerman, C.Y. (2020). How corporate social
advocacy affects attitude change toward controversial social issues.
Management Communication Quarterly, 34(3), 350–383. https://doi.
org/10.1177/0893318920912196

Paternoster, R., Brame, R., Mazerolle, P., & Piquero, A. (1998). Using the
correct statistical test for the equality of regression coefficients. Crimi-
nology, 36(4), 859–866.

Raney, A.A. (2006). Why we watch and enjoy mediated sports. In A.A.
Raney & J. Bryant (Eds.), Handbook of sports and media (pp. 313–
329). Erlbaum.

Reid, S.A. (2012). A self-categorization explanation for the hostile media
effect. Journal of Communication, 62(3), 381–399. https://doi.org/
10.1111/j.1460-2466.2012.01647.x

Roberts, P.W., & Dowling, G.R. (2002). Corporate reputation and sus-
tained superior financial performance. Strategic Management Jour-
nal, 23(12), 1077–1093. https://doi.org/10.1002/smj.274

Roccas, S., Sagiv, L., Schwartz, S., Halevy, N., & Eidelson, R. (2008).
Toward a unifying model of identification with groups: Integrating
theoretical perspectives. Personality and Social Psychology Review,
12(3), 280–306. https://doi.org/10.1177/1088868308319225

Ross, S.D. (2006). A conceptual framework for understanding spectator-
based brand equity. Journal of Sport Management, 20(1), 22–38.
https://doi.org/10.1123/jsm.20.1.22

Ross, S.D., James, J.D., & Vargas, P. (2006). Development of a scale to
measure team brand associations in professional sport. Journal of Sport
Management, 20(2), 260–279. https://doi.org/10.1123/jsm.20.2.260

Rugg, A. (2020). Incorporating the Protests: The NFL, Social Justice, and
the Constrained Activism of the “Inspire Change” Campaign. Com-
munication & Sport, 8(4–5), 611–628. https://doi.org/10.1177/
2167479519896325

Sato, S., Ko, Y., Park, C., & Tao,W. (2015). Athlete reputational crisis and
consumer evaluation. European Sport Management Quarterly, 15(4),
434–453. https://doi.org/10.1080/16184742.2015.1065895

Schramm, H., & Knoll, J. (2017). Effects of women’s football broad-
castings on viewers’ moods and judgments: Investigating the moder-
ating role of team identification and sex. Communication Research,
44(1), 54–76. https://doi.org/10.1177/0093650215583894

Shamon, H., & Berning, C. (2020). Attention check items and instruc-
tions in online surveys with incentivized and nonincentivized sam-
ples: Boon or bane for data quality? Survey Research Methods, 14,
55–77.

Shih, M., Pittinsky, T., & Ambady, N. (1999). Stereotype susceptibility:
Identity salience and shifts in quantitative performance. Psycholog-
ical Science, 10(1), 80–83. https://doi.org/10.1111/1467-9280.
00111

Shuv-Ami, A., & Toder Alon, A. (2020). How do you categorize yourself as
a sports fan? A new scale of sports fan social–personal identity salience
(FSPIS) and its consequences. Communication & Sport. Advance
online publication. https://doi.org/10.1177/2167479520967278

Spears, M. (2020, October 12). ‘Black Lives Matter, people’: How the
NBA’s social justice efforts dominated the season. The Undefeated.
https://theundefeated.com/features/how-the-nba-social-justice-efforts-
dominated-the-season/

Tajfel, H. (1970). Experiments in intergroup discrimination. Scientific
American, 223(5), 96–102. https://doi.org/10.1038/scientificameri
can1170-96

Tajfel, H. (1982). Social psychology of intergroup relations. Annual
Review of Psychology, 33(1), 1–39. https://doi.org/10.1146/
annurev.ps.33.020182.000245

Tajfel, H., & Turner, J.C. (1986). The social identity theory of intergroup
behaviour. In S. Worchel & W.G. Austin (Eds.), Psychology of
intergroup relations (pp. 7–24). Nelson-Hall.

Tetlock, P.E. (2003). Thinking the unthinkable: Sacred values and taboo
cognitions. Trends in Cognitive Sciences, 7(7), 320–324. https://doi.
org/10.1016/S1364-6613(03)00135-9

Tetlock, P.E., Kristel, O.V., Elson, S.B., Green, M.C., & Lerner, J.S.
(2000). The psychology of the unthinkable: Taboo trade-offs, for-
bidden base rates, and heretical counterfactuals. Journal of Person-
ality and Social Psychology, 78(5), 853–870. https://doi.org/10.1037/
0022-3514.78.5.853

Thimsen, A. (2022). What is performative activism? Philosophy &
Rhetoric, 55, 83–89.

Turner, B., & Woike, D. (2020). NBA, players agree to “Black Lives
Matter” and other messages to wear on jerseys. Tampa Bay Times.
https://www.tampabay.com/news/2020/07/05/nba-players-agree-to-
black-lives-matter-and-other-messages-to-wear-on-jerseys/

Turner, J.C., Oakes, P.J., Haslam, S.A., & McGarty, C. (1994). Self and
collective: Cognition and social context. Personality and Social Psy-
chology Bulletin, 20(5), 454–463. https://doi.org/10.1177/0146167
294205002

Vidaver-Cohen, D. (2007). Reputation beyond the rankings: A conceptual
framework for business school research. Corporate Reputation
Review, 10(4), 278–304. https://doi.org/10.1057/palgrave.crr.1550055

Wakefield, K. (2021, January 7). Are all fans equal? A league guide to
who thrives in 2021. Forbes.com. https://www.forbes.com/sites/
kirkwakefield/2021/01/07/are-all-fans-equal-a-league-guide-to-who-
thrives-in-2021/?sh=6e3ee3675bf7

12 BROWN ET AL.

(Ahead of Print)

https://www.vice.com/en/article/8q8ggb/the-unknown-poorly-paid-labor-force-powering-academic-research
https://www.vice.com/en/article/8q8ggb/the-unknown-poorly-paid-labor-force-powering-academic-research
https://www.vice.com/en/article/8q8ggb/the-unknown-poorly-paid-labor-force-powering-academic-research
https://www.cbssports.com/nba/news/nba-restart-sneak-peek-shows-black-lives-matter-painted-on-bubble-courts-distanced-seats-and-large-screens/
https://www.cbssports.com/nba/news/nba-restart-sneak-peek-shows-black-lives-matter-painted-on-bubble-courts-distanced-seats-and-large-screens/
https://www.cbssports.com/nba/news/nba-restart-sneak-peek-shows-black-lives-matter-painted-on-bubble-courts-distanced-seats-and-large-screens/
https://www.washingtonpost.com/business/2021/03/31/georgia-voting-law-companies/
https://www.washingtonpost.com/business/2021/03/31/georgia-voting-law-companies/
https://doi.org/10.1016/0022-0531(82)90031-X
https://doi.org/10.1016/0022-0531(82)90031-X
https://doi.org/10.5840/beq200515446
https://www.forbes.com/sites/terencemoore/2020/08/25/lebron-james-is-right-and-george-hill-is-wrong-about-black-lives-matter-response-from-inside-of-nba-bubble/?sh=7720b9cf62f1
https://www.forbes.com/sites/terencemoore/2020/08/25/lebron-james-is-right-and-george-hill-is-wrong-about-black-lives-matter-response-from-inside-of-nba-bubble/?sh=7720b9cf62f1
https://www.forbes.com/sites/terencemoore/2020/08/25/lebron-james-is-right-and-george-hill-is-wrong-about-black-lives-matter-response-from-inside-of-nba-bubble/?sh=7720b9cf62f1
https://www.forbes.com/sites/terencemoore/2020/08/25/lebron-james-is-right-and-george-hill-is-wrong-about-black-lives-matter-response-from-inside-of-nba-bubble/?sh=7720b9cf62f1
https://www.nba.com/news/2021-nba-finals-finishes-up-32-percent-in-viewership
https://www.nba.com/news/2021-nba-finals-finishes-up-32-percent-in-viewership
https://www.nba.com/news/nba-finals-ratings-up-37-percent-from-2021-series
https://www.nba.com/news/nba-finals-ratings-up-37-percent-from-2021-series
https://doi.org/10.1007/s12111-021-09534-6
https://doi.org/10.1177/0893318920912196
https://doi.org/10.1177/0893318920912196
https://doi.org/10.1111/j.1460-2466.2012.01647.x
https://doi.org/10.1111/j.1460-2466.2012.01647.x
https://doi.org/10.1002/smj.274
https://doi.org/10.1177/1088868308319225
https://doi.org/10.1123/jsm.20.1.22
https://doi.org/10.1123/jsm.20.2.260
https://doi.org/10.1177/2167479519896325
https://doi.org/10.1177/2167479519896325
https://doi.org/10.1080/16184742.2015.1065895
https://doi.org/10.1177/0093650215583894
https://doi.org/10.1111/1467-9280.00111
https://doi.org/10.1111/1467-9280.00111
https://doi.org/10.1177/2167479520967278
https://theundefeated.com/features/how-the-nba-social-justice-efforts-dominated-the-season/
https://theundefeated.com/features/how-the-nba-social-justice-efforts-dominated-the-season/
https://doi.org/10.1038/scientificamerican1170-96
https://doi.org/10.1038/scientificamerican1170-96
https://doi.org/10.1146/annurev.ps.33.020182.000245
https://doi.org/10.1146/annurev.ps.33.020182.000245
https://doi.org/10.1016/S1364-6613(03)00135-9
https://doi.org/10.1016/S1364-6613(03)00135-9
https://doi.org/10.1037/0022-3514.78.5.853
https://doi.org/10.1037/0022-3514.78.5.853
https://www.tampabay.com/news/2020/07/05/nba-players-agree-to-black-lives-matter-and-other-messages-to-wear-on-jerseys/
https://www.tampabay.com/news/2020/07/05/nba-players-agree-to-black-lives-matter-and-other-messages-to-wear-on-jerseys/
https://doi.org/10.1177/0146167294205002
https://doi.org/10.1177/0146167294205002
https://doi.org/10.1057/palgrave.crr.1550055
https://www.forbes.com/sites/kirkwakefield/2021/01/07/are-all-fans-equal-a-league-guide-to-who-thrives-in-2021/?sh=6e3ee3675bf7
https://www.forbes.com/sites/kirkwakefield/2021/01/07/are-all-fans-equal-a-league-guide-to-who-thrives-in-2021/?sh=6e3ee3675bf7
https://www.forbes.com/sites/kirkwakefield/2021/01/07/are-all-fans-equal-a-league-guide-to-who-thrives-in-2021/?sh=6e3ee3675bf7


Walker, K. (2010). A systematic review of the corporate reputation
literature: Definition, measurement, and theory. Corporate Reputa-
tion Review, 12(4), 357–387. https://doi.org/10.1057/crr.2009.26

Walsh, K. (2012). Putting inequality in its place: Rural consciousness and
the power of perspective. American Political Science Review, 106(3),
517–532. https://doi.org/10.1017/S0003055412000305

Walsh, K.C., Jennings, M.K., & Stoker, L. (2004). The effects of social
class identification on participatory orientations towards government.
British Journal of Political Science, 34(3), 469–495.

Wann, D.L. (1995). Preliminary validation of the sport fan motivation
scale. Journal of Sport and Social Issues, 19(4), 377–396. https://doi.
org/10.1177/019372395019004004

Waymer, D., & Logan, N. (2021). Corporate social advocacy as engage-
ment: Nike’s social justice communication. Public Relations Review,
47(1), 102005. https://www.sciencedirect.com/science/article/pii/
S0363811120301326

Williams, D., &Olaniran, B. (2002). Crisis communication in racial issues.
Journal of Applied Communication Research, 30(4), 293–313.
https://doi.org/10.1080/00909880216595

Woessner, M., & Kelly-Woessner, A. (2020). Why college students drift
left: The stability of political identity and relative malleability of issue
positions among college students. PS: Political Science & Politics,
53(4), 657–664.

Xu, S. (2020). Issues, identity salience, and individual sense of connection
to organizations: An identity-based approach. Journal of Public
Relations Research, 32(3–4), 120–139. https://doi.org/10.1080/
1062726X.2020.1802731

Yağız, K. (2020). The role of fan identification on the relationship between
sports league brand associations and psychological commitment. Euro-
pean Journal of Physical Education and Sport Science, 6(9), 1–24.
https://oapub.org/edu/index.php/ejep/article/view/3456

Yoon, Y., Gürhan-Canli, Z., & Schwarz, N. (2006). The effect of Corpo-
rate Social Responsibility (CSR) activities on companies with bad
reputations. Journal of Consumer Psychology, 16(4), 377–390.
https://doi.org/10.1207/s15327663jcp1604_9

Young, J. (2020, March 12). NHL suspends season due to coronavirus.
CNBC. https://www.cnbc.com/2020/03/12/nhl-to-suspend-season-
due-to-coronavirus.html

Yousaf, A., Bashir, M., & Mishra, A. (2020). Revisiting spectator-based
sports team reputation: Strategic implications for team managers.
Corporate Reputation Review, 23(1), 1–12. https://doi.org/10.1057/
s41299-019-00068-y

Zagoria, A. (2020). NBA unveils court with “Black Lives Matter” logo
on it. Forbes. https://www.forbes.com/sites/adamzagoria/2020/07/
21/nba-unveils-court-with-black-lives-matter-logo-on-it/?sh=4c5
78a1b1618

BLACK LIVES MATTER TO THE NBA 13

(Ahead of Print)

https://doi.org/10.1057/crr.2009.26
https://doi.org/10.1017/S0003055412000305
https://doi.org/10.1177/019372395019004004
https://doi.org/10.1177/019372395019004004
https://www.sciencedirect.com/science/article/pii/S0363811120301326
https://www.sciencedirect.com/science/article/pii/S0363811120301326
https://doi.org/10.1080/00909880216595
https://doi.org/10.1080/1062726X.2020.1802731
https://doi.org/10.1080/1062726X.2020.1802731
https://oapub.org/edu/index.php/ejep/article/view/3456
https://doi.org/10.1207/s15327663jcp1604_9
https://www.cnbc.com/2020/03/12/nhl-to-suspend-season-due-to-coronavirus.html
https://www.cnbc.com/2020/03/12/nhl-to-suspend-season-due-to-coronavirus.html
https://doi.org/10.1057/s41299-019-00068-y
https://doi.org/10.1057/s41299-019-00068-y
https://www.forbes.com/sites/adamzagoria/2020/07/21/nba-unveils-court-with-black-lives-matter-logo-on-it/?sh=4c578a1b1618
https://www.forbes.com/sites/adamzagoria/2020/07/21/nba-unveils-court-with-black-lives-matter-logo-on-it/?sh=4c578a1b1618
https://www.forbes.com/sites/adamzagoria/2020/07/21/nba-unveils-court-with-black-lives-matter-logo-on-it/?sh=4c578a1b1618


Appendix A: Questionnaire Items

Moral outrage (Lewis & Hirt, 2018)

I believe that the NBA should have supported Black Lives
Matter. (RC)

I’m angry that the NBA supported Black Lives Matter.

I would like to criticize or challenge NBA leaders about
supporting Black Lives Matter.

I am disgusted that the NBA supported Black Lives Matter.

The NBA is foolish for supporting Black Lives Matter.

The NBA should be admired for supporting Black Lives
Matter. (RC)

Modes of identification (Roccas et al., 2008)

Commitment I feel strongly affiliated with NBA fans.

I am glad to be an NBA fan.

I am strongly committed to being an NBA fan.

I like to help fellow NBA fans.

Superiority Other fans can learn a lot from NBA fans.

Compared with other sports fans, NBA fans are particularly good.

Relative to other sports fans, NBA fans are a very moral group.

NBA fans are better than other sports fans in all respects.

Importance Being an NBA fan is important to my identity.

It is important to me that I view myself as an NBA fan.

It is important to me that others see me as an NBA fan.

When I talk about other NBA fans, I usually say “we” rather than “they.”

Deference In times of trouble, I rely on other NBA fans to help me through.

All NBA fans should respect the history and leadership of the league.

It is disloyal to criticize other NBA fans.

There is usually a good reason behind every decision NBA leadership makes.

Note. Reputation quotient (Fombrun et al., 2000)

Emotional appeal I have a good feeling about the NBA.

I admire and respect the NBA.

I trust the NBA.

Products/services I stand behind the NBA and its players.

The NBA is innovative.

The NBA offers a high-quality sports experience.

The NBA offers a valuable sports experience.

Vision/leadership The NBA has excellent leadership.

The NBA has a clear vision for its future.

The NBA recognizes and takes advantage of opportunities.

Workplace/environment The NBA is a well-managed organization.

The NBA is a good company to work for.

The NBA seems like a company that would have good employees.

CSR The NBA supports good causes.

The NBA is a responsible company.

The NBA maintains high standards in the way it treats people.

Financial performance The NBA tends to outperform its competitors.

The NBA looks like a low-risk investment.

The NBA looks like it has potential for future growth.

The NBA has a strong record for making a huge profit.

Note. This is the scale used to measure NBA fanship. Similar items were used to measure identity with one’s political affiliation. CSR = corporate social responsibility;
NBA =National Basketball Association.
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Appendix B: Article Text (Outlet and Journalist Name Redacted)

Black Lives Matter, people.

Those are the words Miami Heat All-Star Bam Adebayo often
said at the end of his media interviews throughout the NBA’s
restart. And at the conclusion of the 2019–2020 season, with the
Los Angeles Lakers crowned NBA champs after defeating the Heat
in Game 6 of the Finals on Sunday night, those are the words that
the league hopes will continue to resonate.

“It’s one of those things that I started doing so people can
respect it,” Adebayo told The Undefeated. “Black Lives Matter
isn’t just a movement. It’s a lifestyle. A lot of people know that. A
lot of people are scared of that : : : . I embrace it because I’m a
Black man. My mother is a Black woman. At the end of the day, it
could have been either one of us that could have been killed, shot,
sprayed with mace.

I say Black Lives Matter at the end because I feel that people
forget.

No one will forget this NBA season in which the Lakers won
their 17th NBA title, LeBron James earned his fourth Finals MVP
(most valuable player) trophy, and the league created a safe bubble
in which no one tested positive for COVID-19. But when the
history of the season is written, perhaps it will be remembered most

for how the league and its players used their platform to fight for
social justice.

Before the restart of the season in July, many players had
participated in the nationwide protests against racism and police
brutality sparked by the killings of George Floyd and Breonna
Taylor by police. Some players were concerned that their voices
would not be heard if they played basketball in a bubble. Ulti-
mately, the NBA and National Basketball Players Association
(NBPA) agreed to resume the season with a commitment to use
their platform to address social justice issues. NBPA executive
director Michele Roberts said playing was the best option.

“Some of our players, obviously, because of the number of
followers they have, will have an audience that’s vast,”
Roberts told The Undefeated. “But I believed then, and I
believe now that the fact that the games played enhanced the
audience that was going to be available for our players to
convey their messages.

Having our games highlight the continuing discussion about
these issues, I think moved the conversation forward, well
beyond where we would have been able to move it had we not
done the games. I’m satisfied that the players as well believe
that they did the right thing and decided to play.
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