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Based on the interviews conducted for this case study, we find that celebrities encourage
voter participation because they believe it is not only good for democracy but also good for their
brands. This idea aligns with the findings we published in our 2019 case study, “Corporate
Responsibility: The Power of Companies to Increase Voter Turnout,” which analyzed the role that
companies could play in driving increased voter participation. Business case study participants
described various benefits, including meeting consumer expectations for social and political
engagement, raising brand awareness with new audiences, and increasing employee satisfaction.
Similarly, celebrity teams observed that promoting civic engagement as a prominent public figure
adds long-term value. According to Dawn White, Questlove’s longtime manager, “It helps your

audience stay connected to you—a connection based on values, which humanizes an artist and a

celebrity in a way that the audience then feels like they know you. And then, when your next film or
album comes out, this audience that’s connected to you wants to support you, wants to show up.”

While some polling shows that people claim they aren’t influenced by celebrity voices
when it comes to politics, more rigorous evidence indicates that these voices are incredibly powerful.
For example, nonprofits report higher rates of online voter registration or poll worker sign-ups when
& celebrity promotes these calls to action. This potential impact is why nonprofits, candidates, and
elected officials are increasingly seeking ways to engage celebrities.

Wading into a political conversation, even from a nonpartisan perspective, requires careful
consideration. For a famous person, making a public declaration or taking a stance can be
intimidating, and the pressure to execute it correctly is immense; after all, an innocent misstep could
alienate millions of fans. But as one case study participant argued, it’s critical for artists to get their
audience involved in the political process because “the machine of politics has relied on people
thinking that their vote doesii’t matter, so reaching disheartened voters and helping them see
themselves in the process, helping them understand that they can be impactful™ is a matter of
fundamental importance. Celebrities are uniquely positioned to empower everyday Americans to use

their voices and exercise their civic rights.
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