SUPPLEMENTARY MATERIAL
Validity and reliability of the measurement model
Confirmatory factor analysis was conducted to assess the measures used. The fit of the measurement model was acceptable (χ2(125) = 195.251, p = 0.000, RMSEA = 0.025, SRMR = 0.041, CFI = 0.995, NNFI = 0.994, IFI = 0.973, TLI = 0.994). As Table SM1 shows, each item had significant factor loadings (p < 0.01) for the theorized constructs, and all values were over 0.60 (Bagozzi & Yi, 1988). Next, we used satisfied convergent validity analyses. All the construct reliabilities exceeded the critical value of 0.70 and the average variance extracted (AVE) was above 0.50 (Fornell & Larcker, 1981). Cronbach’s alpha coefficient was calculated for each scale to evaluate the scale reliability (see Table SM1). 
Table SM1 Items used for the scales, psychometric properties, and measurement statistics
	Construct/Items
(Source)
	Loading (t-value)
	AVE
	CR
	α

	Post Relevance (Source: Sohn, 2014)
	
	
	
	

	Informative/Uninformative
	0.834 (15.322)
	0.829
	0.935
	0.91

	Interesting/Uninteresting
	0.948 (62.149)
	
	
	

	Useful/Not useful
	0.944 (45.264)
	
	
	

	Brand attitude (Source: Batra & Stayman, 1990; Kim et al., 1998)
	
	
	
	

	Good/Bad
	0.883 (16.311)
	0.844
	0.956
	0.96

	Favorable/Unfavorable
	0.946 (40.658)
	
	
	

	Positive/Negative
	0.938 (51.544)
	
	
	

	Like/Dislike
	0.905 (22.778)
	
	
	

	Purchase intention (Source: Bansal et al., 2004)
	
	
	
	

	Unlikely/Likely
	0.871 (17.699)
	0.691
	0.870
	0.87

	Impossible/Possible
	0.849 (16.172)
	
	
	

	Sure will not buy/ Sure will buy 
	0.770 (12.449)
	
	
	

	Healthy lifestyle (Source: Aslihan Nasir & Karakaya, 2014)
	
	
	
	

	It’s easy to cut back on snacks and treats
	0.728 (11.300)
	0.515
	0.761
	0.75

	It’s easy to eat fresh fruits and vegetables regularly
	0.706 (9.578)
	
	
	

	I avoid using foods with additives and preservatives
	0.719 (10.646)
	
	
	

	Brand awareness (Source: Netemeyer et al., 2004; Yoo et al., 2000)
	
	
	
	

	I have heard of Primaflor
	0.849 (25.877)
	0.861
	0.969
	0.95

	When I think of salads, Primaflor is the brand that first comes to mind
	0.934 (64.367)
	
	
	

	I am familiar with Primaflor
	0.937 (49.618)
	
	
	

	I am aware of Primaflor
	0.960 (81.735)
	
	
	

	I can recognize Primaflor brand among competing brands
	0.956 (56.739)
	
	
	

	Note: AVE = average variance extracted; CR = composite reliability; α = Cronbach’s alpha.



Source: Table by authors
Two approaches were used to assess discriminant validity. First, the AVE for each construct was compared with the squared correlation between construct pairs (Fornell & Larcker, 1981) to check that the AVE exceeded the squared correlations for all measures. Second, the confidence interval was calculated at plus or minus two standard errors around the correlation between factors (Anderson & Gerbing, 1988); none of the confidence intervals in the analysis included 1 (see Table SM2). 
Table SM2 Discriminant validity
	[bookmark: _Hlk38198718]
	Post relevance
	Brand attitude
	Purchase intention
	Healthy lifestyle
	Brand awareness

	Post relevance
	0.829
	0.668
	0.754
	0.523
	0.333

	Brand attitude
	0.558; 0.778
	0.844
	0.773
	0.101
	0.570

	Purchase intention
	0.654; 0.854
	0.669; 0.877
	0.691
	0.210
	0.467

	Healthy lifestyle
	0.045; 0.461
	-0.117; 0.319
	0.000; 0.420
	0.515
	0.286

	Brand awareness
	0.155; 0.511
	0.438; 0.702
	0.319; 0.615
	0.116; 0.456
	0.861

	Note: Diagonal elements are the square root of AVE between the constructs and their measures. Above the diagonal are correlations between constructs. Below the diagonal are confidence intervals.


Source: Table by authors

REFERENCES

Aslihan Nasir, V., & Karakaya, F. (2014). Consumer segments in organic foods market. Journal of consumer marketing, 31(4), 263-277.
Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: A review and recommended two-step approach. Psychological bulletin, 103(3), 411.
Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the Academy of Marketing Science, 16(1), 74-94. https://doi.org/10.1007/BF02723327
Bansal, H. S., Irving, P. G., & Taylor, S. F. (2004). A Three-Component Model of Customer to Service Providers. Journal of the Academy of Marketing Science, 32(3), 234-250. https://doi.org/10.1177/0092070304263332
Batra, R., & Stayman, D. M. (1990). The role of mood in advertising effectiveness. Journal of Consumer research, 17(2), 203-214.
Fornell, C., & Larcker, D. F. (1981). Structural Equation Models with Unobservable Variables and Measurement Error: Algebra and Statistics. Journal of Marketing Research, 18(3), 382-388. https://doi.org/10.1177/002224378101800313
Kim, J., Lim, J.-S., & Bhargava, M. (1998). The role of affect in attitude formation: A classical conditioning approach. Journal of the academy of marketing science, 26, 143-152.
Netemeyer, R. G., Krishnan, B., Pullig, C., Wang, G., Yagci, M., Dean, D., Ricks, J., & Wirth, F. (2004). Developing and validating measures of facets of customer-based brand equity. Journal of Business Research, 57(2), 209-224. https://doi.org/10.1016/S0148-2963(01)00303-4
Sohn, D. (2014). Coping with information in social media: The effects of network structure and knowledge on perception of information value. Computers in Human Behavior, 32, 145-151.
Yoo, B., Donthu, N., & Lee, S. (2000). An examination of selected marketing mix elements and brand equity. Journal of the academy of marketing science, 28, 195-211.

