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Abstract

Purpose

Given the thriving attention paid to brand personification in
marketing, this paper aims to delve into consumers' psychological
traits that may moderate the positive anthropomorphic effects on
brand outcomes specific to relationship marketing.

Design/methodology/approach

A theoretical model was proposed based on a review of the extant
literature. Study 1 conducted an online survey and used
confirmatory factor analysis to validate the constructs significantly
correlated with anthropomorphic processing. Two follow-up studies
(Study 2a and 2b) using experimental designs were performed to
provide evidence substantiating the moderated mediation in the
process.

Findings

Based on the results across the three studies, motivational, rather
than cognitive, disposition significantly correlates with perceived
anthropomorphism and brand relationship outcomes. Need for
belonging serves as a sociality moderator in strengthening the
mediating effects of perceived anthropomorphism on brand
attachment and brand experience, respectively. Parasocial
interaction serves as an effectance moderator in augmenting the
mediating effects of perceived anthropomorphism on brand
attachment.

Research limitations/implications

This research extends and contrasts the theoretical grounding for
anthronomorphism as a set of situational consumer perceptions bv
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Practical implications

This research sheds light on marketers’ strategic management
efforts in implementing brand personification to target a wide range
of market segments with diverse psychological disposition.

Originality/value

Conceiving anthropomorphism as an in-process situational output
in information processing, this research provides further
understanding of the psychological traits that facilitate the
construction of consumer-brand relationships through
anthropomorphic perceptions in the context of brand
personification.

Keywords

Anthropomorphism = Need for cognition  Need for belonging

Parasocial interaction = Brand attachment = Brand experience

Acknowledgements
This work was supported by the Ministry of Science and Technology,
Taiwan under MOST 107-2410-H-004-218-MY2.

Citation

Chen, K. and Lin, J.-S. (2021), "Revisiting the effects of
anthropomorphism on brand relationship outcomes: the
moderating role of psychological disposition", European Journal of
Marketing, Vol. ahead-of-print No. ahead-of-print.
https://doi.org/10.1108/EJM-07-2018-0471

E Download as .RIS

Publisher: Emerald Publishing Limited
Copyright © 2021, Emerald Publishing Limited

Manage cookies

https://www.emerald.com/insight/content/doi/10.1108/EJM-07-2018-047 1/full/html

X

22


https://twitter.com/EmeraldGlobal
https://www.facebook.com/EmeraldPublishingImpact/
https://www.linkedin.com/company/emerald-group-publishing-limited
https://www.youtube.com/user/EmeraldPublishing67
https://www.emeraldgrouppublishing.com/services/authors?distinct_id=17a138e4da1569-0f518162b839bf-4373266-100200-17a138e4da2744
https://www.emeraldgrouppublishing.com/services/journal-editors?distinct_id=17a138e4da1569-0f518162b839bf-4373266-100200-17a138e4da2744
https://www.emeraldgrouppublishing.com/services/librarians?distinct_id=17a138e4da1569-0f518162b839bf-4373266-100200-17a138e4da2744
https://www.emeraldgrouppublishing.com/services/researchers?distinct_id=17a138e4da1569-0f518162b839bf-4373266-100200-17a138e4da2744
https://www.emeraldgrouppublishing.com/services/reviewers?distinct_id=17a138e4da1569-0f518162b839bf-4373266-100200-17a138e4da2744
https://www.emeraldgrouppublishing.com/about/?distinct_id=17a138e4da1569-0f518162b839bf-4373266-100200-17a138e4da2744
https://careers.emeraldpublishing.com/
https://www.emeraldgrouppublishing.com/about/contact-us?distinct_id=17a138e4da1569-0f518162b839bf-4373266-100200-17a138e4da2744
https://www.emerald.com/insight/sitemap/publications
https://www.emerald.com/insight/site-policies
https://www.emerald.com/insight/site-policies
https://www.emeraldgrouppublishing.com/about/policies-and-information/modern-slavery-act?distinct_id=17a138e4da1569-0f518162b839bf-4373266-100200-17a138e4da2744
https://www.emeraldgrouppublishing.com/sites/default/files/2020-08/MCB-Pension-Chair-Statement-2019.pdf?distinct_id=17a138e4da1569-0f518162b839bf-4373266-100200-17a138e4da2744
https://www.emeraldgrouppublishing.com/sites/default/files/2020-06/Emerald-covid-19-policy.pdf?distinct_id=17a138e4da1569-0f518162b839bf-4373266-100200-17a138e4da2744
https://www.emerald.com/insight/search?q=Anthropomorphism
https://www.emerald.com/insight/search?q=Need+for+cognition
https://www.emerald.com/insight/search?q=Need+for+belonging
https://www.emerald.com/insight/search?q=Parasocial+interaction
https://www.emerald.com/insight/search?q=Brand+attachment
https://www.emerald.com/insight/search?q=Brand+experience
https://www.emerald.com/insight/search?q=Kuan-Ju%20Chen
https://www.emerald.com/insight/search?q=Jhih-Syuan%20Lin
https://www.emerald.com/insight/publication/issn/0309-0566
https://doi.org/10.1108/EJM-07-2018-0471

