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This thesis examines how anthropomorphic branding impacts consumer trust and purchase
intention. By using the dual process theory as a theoretical foundation for the study, this
research investigates how human-like elements in branding influence cognitive and affective
trust, and if these two constructs lead to an increase in consumer purchase intention.

The research was conducted by using a quantitative experimental design, where the
participants were exposed to either an anthropomorphic brand or a non-anthropomorphic
version of the same brand. The results of this experiment showed that anthropomorphic
branding has a significant positive correlation with both cognitive and affective trust, and
that both trust dimensions have a positive influence on purchase intention, with cognitive
trust showing as a slightly stronger predictor. The findings show that emotional appeals in
branding are not sufficient alone and therefore highlight the importance of also establishing
rational credibility.

This thesis contributes to literature on branding and trust formation by showing the different
short-term outcomes that using anthropomorphic branding has on consumer behavior. For
managerial implications, this study suggests that while using emotional cues to increase
brand relatability is a functional method, it would be more effective to combine the
emotional cues with cognitive elements to improve perceived warmth and competence and
optimize trust and purchase intention outcomes.
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Tédmi pro gradu -tutkielma tutkii, miten antropomorfinen brinddys vaikuttaa kuluttajien
luottamukseen sekd ostoaikomukseen. Tutkimuksen teoreettisena perustana toimii
kaksoisprosessiteoria, jonka avulla selvitetiin, miten ihmisméiiset elementit
brandiviestinndssd vaikuttavat kognitiiviseen ja affektiiviseen luottamukseen seké
johtavatko ndma luottamuksen muodot kuluttajan ostoaikomuksen vahvistumiseen.

Tutkimus toteutettiin kvantitatiivisena kokeellisena asetelmana, jossa osallistujat altistettiin
joko antropomorfiselle tai ei-antropomorfiselle versiolle samasta briandistd. Kokeen tulokset
osoittivat, ettd antropomorfinen brinddys korreloi positiivisesti sekd kognitiivisen ettd
affektiivisen luottamuksen kanssa. Molemmat luottamuksen muodot vaikuttavat
positiivisesti ostoaikomukseen, mutta kognitiivinen luottamus osoittautui hieman
vahvemmaksi ennustajaksi. Tulokset osoittavat, ettd vaikka tunteisiin vetoavat
brinddyselementit ovat toimivia, paras tulos saadaan lisddmélld brindaykseen myos
elementtejd, jotka edistévit rationaalista uskottavuutta.

Tama tutkielma tuo lisdarvoa brindédyksen ja luottamuksen muodostumisen tutkimukseen
osoittamalla, millaisia lyhyen aikavélin vaikutuksia antropomorfisella brandiyksellé voi olla
kuluttajakéyttdytymiseen. Johtopaiatoksena esitetdén, ettd vaikka tunneperusteiset elementit
voivat lisdtd brandin 1dhestyttivyyttd, tehokkaampaa on yhdistdd ne kognitiivisiin tekijoihin,
jotta kuluttaja kokee brindin sekd lampimind ettd pitevdnd. Néin voidaan optimoida
prosessi, jolla muodostetaan luottamusta seké ostoaikomusta.
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1 Introduction

1.1 Background

As digital markets evolve, many brands are looking for ways to innovatively form deeper
and more meaningful connections with their customers. Using more traditional marketing
methods, which often focus on a product’s utility or special qualities are not working as well
in digital environments, where consumers are continuously exposed to personalized
messages and therefore crave a more emotional bond with the brand they choose. A strategy
some have used to create this bond is incorporating anthropomorphism into their branding,
where brands adopt humanlike qualities to their brand in order to create a more personal

identity.

The phenomenon of brand anthropomorphism, defined by Fazli-Salehi et al., (2022) is a
strategy of positioning a brand by using humanlike visual and verbal features in order to
develop consumer associations of humanlike features and characteristics to a certain brand.
These visual elements could include for example mascots or avatars, and verbal elements
such as using a more conversational tone in the brand communication or incorporating
personalized messaging. (Cheng, Zhang, Cohen, & Mou, 2022) Using brand
anthropomorphism seeks to create a deeper connection with the consumer and therefore
potentially develop an emotional connection to the brand and ultimately a relationship

between them.

The purpose of this thesis is to research how the use of anthropomorphic branding affects
consumer perceptions of brands with an emphasis on consumer trust within digital
environments. This thesis additionally aims to find the effect that anthropomorphism has on
the development of different constructs of trust as well as how anthropomorphism influences

a consumer’s purchase intentions.

Previous literature shows a largely positive connection between brand anthropomorphism
and consumers’ relationship with the brand, as well as an increase in brand loyalty and

emotional engagement. Previous research also shows that using anthropomorphism in



branding can deepen consumer relationships, and make consumers feel more connected to
the brand as well as improve brand performance metrics such as brand equity and consumer
satisfaction. (Kim, Sung & Moon, 2020; Wu, Dodoo & Choi, 2023) Despite this previous
literature, limited research has been conducted on how brand anthropomorphism specifically

influences consumer trust and consumer purchase intentions.

Researching trust in brands in the context of digital markets is essential in order to determine
consumer behavior. This type of approach is especially relevant in digital marketing, as
brands are increasingly focused on establishing connections with their consumers.
(Paananen, Frank & Kemppainen, 2022) Especially in online environments brands need new
ways to acquire the trust of their consumers due to the lack of physical cues. The connection
between anthropomorphism and trust is unexplored and investigating whether humanlike
elements can increase a brand’s reliability and foster emotional bonds between a brand and

customer is important in order to know how a brand is able to shape consumer trust.

Researching trust-building using anthropomorphism can provide insights into digital
purchase behavior as well as how to improve brand communication, how to differentiate in
digital markets, how to optimize resources, or how to overall build trust between the

consumer and the brand.

This thesis aims to fill in the gap in the current literature and examine how anthropomorphic
branding can affect consumer trust and consequently affect a consumer’s decision-making
process in the context of digital markets. Additionally, this research will focus on how short-
term consumer trust is developed with anthropomorphism and what factors influence trust
in anthropomorphic brands. Finally, the effect that anthropomorphic branding has on

consumer purchase intention in digital markets is researched.

The theoretical framework of the thesis will focus on the theories of social cognitive theory
and the dual process theory. The social cognitive theory explains how consumers learn from
observing brands’ consistent anthropomorphic behavior, and the dual process theory
explains how emotional and rational stimulants influence consumer trust differently.
Together these theories can help understand how anthropomorphic branding shapes trust and

consumers’ purchase behavior in digital contexts.



1.2 Literature review

The initial literature review of this thesis includes an overview of anthropomorphism in
branding, incorporating its definition, previous research, and an overview of
anthropomorphism, trust, and purchase intention in a digital context. As well as how
anthropomorphism is created and how it affects consumer purchase intention. An overview
of consumer trust in digital markets will also be included with a definition of trust in a digital
context, factors influencing trust, and any previous literature that discusses the topics of
anthropomorphism and trust. Additionally, any previous research about anthropomorphism
and trust together, and how they collectively affect consumer behavior. Finally, any gaps in

the current literature will be highlighted.

Brand anthropomorphism, as mentioned, is the action of giving brands human-like features
in order to appeal to consumers and create a positive image of a brand (Fazli-Salehi et al.,
2022). It is often created by different anthropomorphic elements which include visual
elements, verbal elements, and behavioral elements. (Cheng et al., 2022; Fazli-Salehi et al.,
2022) Brand anthropomorphism aims to create an emotional bond between the consumer
and the brand in order to acquire more loyal consumers and consumers who possibly
recommend the brand to others as well. (Zhang et al., 2020) The effectiveness of brand
anthropomorphism depends on the brand’s personality, and how the brand positions itself in

the market. (Zhang et al., 2020)

According to Kim, Sung, and Moon (2020), anthropomorphic branding on social media
enhances consumer-brand relationships. These stronger emotional bonds created by
anthropomorphism additionally play a role in creating brand loyalty, (Guido & Peluso, 2015)
which according to Kim, Sung, and Moon, (2020) makes the consumer more receptive to

possible disruptions that might affect the brand's reputation.

The same research paper by Kim, Sung, and Moon, (2020) found that consumers prefer
anthropomorphic brands due to the fact that they communicate their message in a familiar,
humanized, and relatable way that resonates with them. This makes the consumers feel like
they are a part of a community and important to the cause the brand is communicating.

Consumers are likewise more likely to trust and engage with a brand if the brand is making



an effort for the consumer to feel like a part of their identity and journey. (Wen & Song,
2017) Generally, the main reason brands use anthropomorphism is to form a deeper

relationship with their consumers. (Zhang et al., 2020)

Another way of forming a deeper relationship with a brand's consumer is to form trust
between a brand and their consumer. Trust as defined by Lau and Lee (1999), is the
willingness to rely on the other party included in the transaction, in this case, the brand. This
willingness comes from previous interactions with the brand, and it includes an expectation
that the brand will in future situations cause a positive outcome, even though there is a

possibility that the outcome is negative.

Lau and Lee (1999), mention three sets of aspects that affect trust in a brand. These factors
are the brand itself, the company behind the brand, and finally, the consumer interacting with
the brand. Additionally, brand predictability, brand liking, competence, reputation, and
initial trust in the brand are also mentioned as factors that affect the creation of trust in a

brand. (Lau & Lee, 1999)

According to Punyatoya (2019), consumer trust can be divided into two main types,
cognitive and affective trust. Cognitive trust is built on rational thinking and evaluation of
different factors that affect the brand’s perceived competence. Affective trust on the other
hand derives from emotional responses and personal feelings for the brand. Affective trust
can be influenced by factors such as positive interactions with the brand, shared values, or

possible emotional connection towards the owner of the brand. (Punyatoya, 2019)

Creating trust is an important way of creating brand loyalty, which in turn brings the brand
many benefits such as repeat purchases and positive word of mouth. (Lau & Lee, 1999)
Additionally, having brand loyalty can help retain customers even if a consumer has a

negative experience with the brand. (Delgado-Ballester, Munuera-Aleman, 2001)

Although previous research conducted on the effect of anthropomorphism on trust is limited,
especially on its effect on consumers’ purchase intentions, the positive effect
anthropomorphism has on trust and its formation has been previously researched by for

example Waytz, Heafner, and Eapley (2014) and De Visser, Monfort, McKendrick, Smith,



McKnight, Krueger, and Parasuraman (2016). These studies found that incorporating
anthropomorphism into branding leads to a higher amount of trust, as well as trust that is

harder to break. (Waytz, Heafner & Eapley, 2014; De Visser et al., 2016)

Malhotra and Ramalingam (2023) studied perceived anthropomorphism and purchase
intention using artificial intelligence technology and found that consumers seem to demand
anthropomorphized products in order to create a superior shopping experience. However, as
mentioned the effect that anthropomorphism has on the short-term creation of trust and thus
purchase intention has not been researched amply. This lack of research highlights the need
for further studies on how short-term trust is established through anthropomorphic branding,

particularly in online environments where decisions are often made instantaneously.

1.3 Research questions

Building trust with consumers has become essential and challenging for brands, especially
in a digital context where the brand has limited time to interact with the potential consumer,
and where the consumer’s attention is difficult to acquire. Consumers interact with many
brands online, which means that it is important for brands to differentiate themselves clearly

in a digital context. (Wu, Dodoo & Choi, 2023)

The following research questions were chosen to fill in the gap in current literature about
anthropomorphism, branding, and their impact on consumer trust and its development in the
context of digital markets. Previous literature has researched general strategies for building
trust, yet few have specifically compared the efforts of anthropomorphic versus non-

anthropomorphic branding.

One strategy that has been prominent in creating trust is the use of anthropomorphism in
branding. This means attributing human-like characteristics to brands, and it has shown
potential to improve and build consumer trust and emotional connection between the brand
and the consumer. This thesis seeks to address the gap in the literature by investigating how
anthropomorphism in branding affects consumer trust and how it influences purchase

intention in digital contexts.



The first research question seeks to explore the impact of anthropomorphic branding on
consumer trust in the digital marketplace, investigating how brands using anthropomorphism
influence brand trust, and create an emotional connection between the brand and the
consumer. The question will explore how trust is developed between a consumer and an
anthropomorphic brand. More specifically how trust is developed inside the consumer’s
mind, and what types of factors affect the development. This type of trust development is
known as creating a short-term brand (Herman, 2000). This question will explore whether

short-term branding with anthropomorphism affects consumers’ purchase behavior and how.

With this question, the thesis will assess if maintaining a consistent anthropomorphic brand

across platforms leads to a deeper trust between the consumer and the brand.

RQ 1: How does the use of anthropomorphism in branding impact consumer trust compared

to non-anthropomorphic branding?

The first sub-question will explore how anthropomorphism in branding influences
consumers' purchase intentions in digital markets. The question will examine the relationship
between consumers trusting an anthropomorphic brand and their intentions of purchasing

from the brand.

Additionally, the sub-question will examine how different types of anthropomorphic brand
elements such as mascots, avatars, or language style, influence the development of consumer
trust and therefore purchase intention. The second sub-question will also examine whether
these types of verbal, visual, or behavioral brand features are more effective in building trust

with consumers and therefore drive more purchase decisions.

SQ 1: How does anthropomorphism in branding influence purchase intention in digital

markets when compared to non-anthropomorphic brands?

The second and third sub-questions will examine the impact anthropomorphic branding has
on the short-term creation of consumer trust. The questions are divided into cognitive trust
which is based on a consumer’s rational evaluation of the brand, and affective trust which is

based on emotions and overall feelings the consumer has towards the brand.



Additionally, these questions will research the part that emotional or rational appeals have
on trust development using the dual process theory by Wason & Evans (1975). The research
will explore whether focusing on emotional responses to anthropomorphic branding is more

effective than building consumer trust by using logic and product-focused communication.

SQ 2: How does the use of anthropomorphism in branding impact cognitive consumer trust

compared to non-anthropomorphic branding?

SQ 3: How does the use of anthropomorphism in branding impact affective consumer trust

compared to non-anthropomorphic branding?

Answering these questions contributes to current research by providing insights into how
emotional connections, and trust, are built quickly between consumers and brands, giving a
new perspective on how emotional versus rational appeals affect the formation of trust. They
address the impact of anthropomorphic versus non-anthropomorphic branding, which
increases clarity on the effectiveness of anthropomorphic branding, and whether using
anthropomorphism in branding has clear advantages over traditional branding methods in

terms of trust-building.

Additionally, these questions explore practical implications of trust such as seeing if
anthropomorphic branding increases purchase intentions in digital markets, and which brand
elements especially are the most effective. Finally, this research contributes to a better
understanding of the link between trust, branding, and purchase behavior, and therefore
offers assistance with finding the most effective branding elements to increase consumers’

purchase intentions.

1.4 Theoretical Framework

The theoretical framework of this thesis will revolve around the theory mentioned before
when forming the research questions, the dual process theory by Wason & Evans (1974).
This theory helps address the core questions of this thesis about anthropomorphic branding



in a digital context. The dual process theory highlights the importance of emotional

connections and intuitive processing in shaping consumer trust with brands.

The dual process theory by Wason & Evans (1974), suggests that there are two cognitive
systems that have an effect on human decision-making. The first, system one, is fast,
intuitive, emotion-driven, and relies on sub-conscious processes, while the other, system
two, is slower, rational, and governed by logical reasoning. (Barrouillet, 2011)

The use of this theory in anthropomorphic branding examines how trust is developed, inside
the brain. Anthropomorphism usually appeals to system one’s emotions and the intuitive
system which can create an emotional connection to the brand and therefore help with

creating trust.

However, the interaction between the two systems is also important as the anthropomorphic
elements that draw consumers in with system one, and system two can evaluate whether
these elements align with the brand’s values, and expectations and therefore challenge and
strengthen trust. (Barrouillet, 2011) The dual process theory allows us to examine whether
emotional responses to anthropomorphic branding are more effective than purely logical

appeals in creating trust.

Below can be seen the theoretical framework for this thesis. It describes how
anthropomorphism, through the dual process theory, affects the two types of trust and thus

has an effect on consumers’ purchase intentions.



Anthropomorphism

|

Dual process theory

| l

Affective trust Cognitive trust

NS

Trust

Purchase intention

Figure I Theoretical Framework

1.5 Definitions / Key concepts

Anthropomorphism:

This term refers to brands giving themselves human-like qualities and attributes in order to
make the brand more relatable, approachable, and relevant. Anthropomorphic elements
include visual elements such as mascots or avatars, verbal elements like conversational tone,
and behavioral elements such as acting in ways that imitate human behavior, displaying

emotions, or engaging in social interactions. (Cheng et al., 2022; Fazli-Salehi et al., 2022)



10

Consumer trust & trust development

Consumer trust is a critical aspect in digital markets, where there is a limited amount of
physical interactions with the possible customer, which means that establishing credibility
and reliability is even more important. Consumer trust can be developed with factors such
as brand reputation, data security, and perceived warmth as well as perceived competence.
(Tan & Sutherland, 2004: Cheng et al., 2022; Zhang et al., 2020) Consumer trust can be
cognitive trust which is based on the consumer’s rational evaluation of the brand, or affective

trust which is based on an emotional connection. (Punyatoya, 2019)

Purchase intention

This concept explores the relationship between consumer trust in anthropomorphic brands
and a consumer’s likelihood of making a purchase. Purchase intention reflects whether the
emotional connection created by anthropomorphism between the consumer and the brands
translates into tangible actions. Mirabi, Akbariyeh, and Tahmasebifard (2015) mention
brand name, product quality, packaging, price, and advertising as factors in creating
purchase intention, however, these factors can vary depending on the product, industry, and
target market. (Pefa-Garcia, Gil-Saura, Rodriguez-Orejuela & Siqueira-Junior, 2020;

Mirabi, Akbariyeh & Tahmasebifard, 2015)

Emotional vs rational appeal

This key concept is about the effectiveness of the emotional versus rational approaches in
building consumer trust. Anthropomorphism primarily focuses on emotional responses,
however, prior research acknowledges the importance of rational factors in branding as well,
such as quality or brand values. (Barrouillet, 2011; Ahmadi, Taghipour, Fetscherin &
Ieamsom, 2023; Zhang, Sun, Liu & Knight, 2014)

1.6 Delimitations

The goal of this thesis is to research how emotional connections can be built between a brand
and a consumer, how quickly they can be developed in digital contexts, and how they
influence consumer purchase intention. This research is especially relevant in the context of
short-term brand development, where brands need to make a good impression in a short

amount of time in order to capture consumers’ attention.
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As mentioned before previous research has highlighted the positive connection between
anthropomorphism and consumer relationships, brand loyalty, and emotional engagement,
however, this thesis addresses the gap in the literature on how anthropomorphism influences
consumer trust and purchase intentions in digital markets. More specifically the focus on
anthropomorphic brand elements allows this research to target and analyze how these
anthropomorphic elements specifically contribute to the formation of trust. For example,
how conversational language style could possibly enhance perceived warmth or how a brand

mascot might affect a brand’s relatability.

Focusing on these aspects within anthropomorphic branding and digital markets, this thesis
aims to provide insights to marketers who seek to build brand trust and drive purchase

behavior in digital contexts.

1.7 Research methodology

This thesis will be conducted as a quantitative study. Data will be collected through
experimental methods to analyze the effects of anthropomorphism in branding on consumer
trust and its development. The experiment will be conducted by comparing the responses to
anthropomorphic versus non-anthropomorphic branding. The collected data will then be

analyzed, and the results of the study will be drawn from the data.

The quantitative method was chosen due to the fact that it provides an objective and
structured way to measure the impact of anthropomorphism in branding, and at the same
time it offers clear data that is generalizable and reliable. (Watson, 2015) A quantitative
research method also allows to generalize the results of the study to a larger group of people.
Additionally, with qualitative research being both structured and statistical, it can provide
researchers with the ability to draw conclusions and make decisions based on the findings.

(Watson, 2015)

This research will be done by creating two different versions, an anthropomorphic and a
non-anthropomorphic version, of the same brand, and presenting one of them to each
participant., then comparing these two results on how the different brands affected their

perception of the brand and perceived trust for the brand.
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This experimental method was chosen for this research due to the reason that it allows for a
controlled environment in which the direct effects of anthropomorphic branding on
consumer trust can be observed. Unlike surveys, experiments can measure branding
elements without the risk of the participant’s responses being influenced by different biases
or social desirability. (Ross & Morrison, 2013) Using this approach for the thesis allows a
clear link between anthropomorphic branding and consumers’ reactions to them, which then
makes it useful for studying the different constructs of trust and purchase intention. Finally,
experimenting offers the research a structured way to test these specific research questions,
making sure that the results are applicable to understanding consumer behavior in digital

contexts.

1.8 Structure of thesis

First, the topic of the thesis will be introduced with a short overview, initial literature review,
research questions, theoretical framework, key concepts, delimitations, and also a short

introduction to the research methodology.

After this background information is established the main literature review in chapter two of
the thesis will include previous literature written on anthropomorphism, trust, and purchase
intention. This literature review will work as the base for the hypotheses of this thesis which
will be introduced in the third chapter alongside the dual process theory and its explanation.
In the fourth chapter the research design and methodology will be discussed, including an
overview of the quantitative research method, research design, as well as information on
how the data will be collected for this experiment and how the data will be analyzed.
Additionally, the index variable creation will be done in chapter four. The fifth chapter will
discuss and analyze the findings of the experiment, by analyzing the descriptive statistics,
correlations between variables, and the manipulation check, as well as testing the hypotheses
created in chapter three, and giving a short summary of the results. Finally, in the sixth
chapter the results will be concluded and summarized, the theoretical contributions of the
thesis will be discussed, the managerial implications introduced, and the limitations and

possible future research topics examined.
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2 Anthropomorphism in branding

The following second chapter for this thesis provides a comprehensive overview of the
current research relevant to the study of anthropomorphism in branding and its impact on
consumer trust and purchase intention. By combining previously done research and studies
completed on anthropomorphism, trust, and consumer behavior, the chapter builds a
foundation for understanding the key concepts and relationships in the context of

anthropomorphic branding

2.1 Anthropomorphism

Anthropomorphism as defined by Mishra and Mehta (2023), is “ascribing humanlike
qualities, such as physical features, mental abilities, and emotions, to non-human entities",
and according to Golossenko, Pillai, and Aroean (2020), brand anthropomorphism is a
complex, multidimensional phenomenon. More specifically in digital context Rauschnabel
& Ahuvia (2014) found that marketers have four main efficient ways that brands use
anthropomorphism in their branding and other marketing actions. These ways include
utilizing first-person communication, using different stimuli mimicking human
characteristics, developing a strong brand personality through testimonials that are
compatible with the target market, and interacting with the potential consumers on social
media as the brand’s created persona. These ways of branding create a sense of familiarity
which in turn creates a foundation for a connection with the brand and improves consumer

trust. (Rauschnabel & Ahuvia, 2014)

Guido and Peluso (2015) created a framework which offers three main dimensions of brand
anthropomorphism. The three dimensions are human body lineaments, which includes any
physical brand features that resemble human body parts, facial physiognomy, which includes
all visual features that are mimicking particularly human facial traits, and self-brand
congruity, which is the alignment between the consumer’s self-image and the brand’s

personality. With these three dimensions a brand is able to closely resemble human
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characteristics and create a brand that well aligns with the consumer’s image. (Guido &

Peluso, 2015)

Brand anthropomorphism is driven by a need for understanding, affiliation, and social
interactions. Humans naturally seek out connection and understanding, and these instincts
are used by consumers when interacting with different brands. (Golossenko, Pillai, &
Aroean, 2020) Creating a brand that is seen as original, warm, competent, trustworthy, and
genuine (Portal, Abratt, & Bendixen, 2018), while also making sure that the brand role, is
well understood by the consumer base (Aggarwal, & McGill, 2012), are important when
trying to develop meaningful brand connections with consumers. Brands have always craved
for new and innovative ways to create deeper emotional connections with its consumers, and
nowadays brands have digital tools and ways to personalize and target their brand
communication, which make it even easier to create more meaningful connections and build
a strong brand identity, that consumers are able to relate to on a deeper level. (Wu, Dodoo

& Choi, 2023)

According to Portal et al. (2018) an anthropomorphic brand’s reputation is built by being
consistent and coherent in their branding. This way the brand shows that it is competent and
additionally this way the brand is more easily perceived as warm and welcoming. This can
include for example different types of endorsements from the company directly or indirectly
or from a third party, (da Silva Lopes, 2016) or simply building reputation by contributing
to the brand’s positive brand image by meeting customer expectations and acting
accordingly. (Fatma, Rahman & Khan, 2015) Additionally, in order to heighten perceptions
of warmth and competence marketers should ensure that the brand’s messaging, values, and
behavior is consistent with the brand image. A brand’s reputation shows trustworthiness
when their consumers believe that their goal is to create the best possible outcome for their
customers by providing them with consistent quality, as well as durable, and reliable

products. (Fatma et al., 2015)

Key elements in anthropomorphic brands are usually similar to each other and frequently
include elements such as human-like appearance, personality, intentionality, cognitive
abilities, emotional capacity, and morality. These features are created by for example using

visual and verbal cues such as anthropomorphic shapes or gendered labels, brand characters
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such as mascots or spokespeople, and depicting human actions. (Golossenko, Pillai, &
Aroean, 2020; Vernuccio et al.,, 2020; Portal, Abratt, & Bendixen, 2018; Puzakova &
Aggarwal, 2018)

Vernuccio et al. (2020) mention an example of using anthropomorphic voice assistants or
chatbots for brands and suggest that these need to have a sense of naturalness in dialogue in
order to make the interaction feel like a possible human interaction, it needs to have a natural
speed of conversation with human-like pauses, and minimal response time, finally the
quality, the pitch and the prosody need to be natural. Chatbots or voice assistants are proven
to be more effective when they are paired with anthropomorphic elements. (Han, 2021)
Anthropomorphic chatbots have a positive effect on perceived enjoyment, ease of use, as
well as trust, which can all be drivers for purchase intention. The use of anthropomorphism
in chatbots also enhances consumers’ emotional engagement which can make consumers
more receptive to the chatbot’s suggestions and instructions. Anthropomorphism is a
powerful emotional tool in chatbot commerce, especially in creating consumer trust and

improving purchase intention through affective responses. (Han, 2021)

Behavioral effects of brand anthropomorphism are relative to the context as well as highly
nuanced. Imagining an anthropomorphized brand as a human, can lead to behaviors that
align with the perceived image of said brand. Liking a brand, as well as the perceived role
of the brand influences whether consumers will be more likely to adapt to or contrast with
the behavior or traits associated with a brand. For example, liking the Volvo brand, which is
generally associated with safety, leads to more risky and hazardous driving behavior.

(Aggarwal, & McGill, 2012)

Anthropomorphism in branding can also have negative consequences. For example, if the
brand makes a mistake that is related to the product, such as manufacturing products or
providing services with poor quality or any issues regarding safety, the brand is held
responsible for the mistake. This is due to the fact that consumers perceive an
anthropomorphic brand as being more intentional, and deliberate, and therefore give the
brand more moral responsibility in its actions, which can ultimately lead to more negative
emotions and more harsh judgment than a non-anthropomorphic brand. This means that

brands using anthropomorphism are held to higher ethical standards than non-
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anthropomorphized brands, and therefore might experience more consumer distrust if they
fail. Anthropomorphism elevates consumers’ expectations which thereby increases the
brand’s blameworthiness when the brand experiences misconduct. (Puzakova, Kwak, &

Rocereto, 2013)

Consumers giving brands anthropomorphic traits, intentions, or personalities is referred to
as brand humanization, and it is seen as a way to create more emotionally charged and
stronger consumer-brand relationships. (Puzakova, Kwak, & Rocereto, 2013) A significant
psychological outcome of brand humanization is the development of parasocial interaction,
where consumers start to feel like they know the brand personally and start to relate to it like
the brand is an actual person. (Labrecque, 2014) Parasocial interaction increases the sense
of familiarity and emotional closeness, which enhances the perceived affective trust the
consumer feels towards the brand. According to Hartmann, Stuke, and Daschmann (2008) a
consumer that is interacting with a brand that is using humor, empathy, a name, or other
anthropomorphic elements, can feel a stronger bond with said brand. Additionally,
parasocial interaction creates a stronger sense of loyalty and purchase intention, due to the
fact that consumers are more emotionally invested and connected to the brand socially. The
study by Labrecque (2014), also found that the effects of anthropomorphism on trust and
consumer engagement can be mediated with parasocial interaction, which means that the
mere presence of anthropomorphism might not be enough, but the illusion of a relationship

between the brand and consumer is the key.

While developing deeper and more meaningful relationships can be a primary goal for
various brands, the effectiveness of anthropomorphism can vary depending on the desired
positioning of the brand. Some brands can benefit from anthropomorphism by using human-
like traits in order to create a warm and relatable image, and other brands need to consider a
more professional and technical approach. And, in a co-branding situation, when the
functional attributes of the product or service are not considered between brands, the
emotional value the customer associates with the brand is crucial for its positioning. A co-
branding connection can strengthen the partnership and create a more unified narrative or
possibly risk confusing customers by sending mixed emotional cues. Thus, in order to create

successful and efficient partnership, both functional and emotional dimensions of both
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brands need to be carefully considered. (Puzakova & Aggarwal, 2018; Ngoc Dan & Ngo
Trong, 2023)

However, if consumers want to purchase from unique brands, they pursue the goal of being
distinct from others. When a brand is positioned as distinctive or individualistic, having an
anthropomorphic brand presence can have a detrimental effect on consumer evaluations of
the brand, and therefore harm the brand image and negatively affect purchase intention.
(Puzakova & Aggarwal, 2018) The desire to create and develop deeper relationships with
consumers through anthropomorphism needs to be carefully balanced with an understanding
of how such strategies affect the brand image, including for example brand love, particularly
for brands aiming to be unique, rare, or somehow distinct themselves from other similar

brands.

Rauschnabel and Ahuvia (2014) suggest that anthropomorphism is nearly twenty times more
reliable source of brand love or brand connection than perceived quality alone. Researching
brand love is essential in order to discover how deep brand connections are created. (Palusuk,
Koles & Hasan, 2019) When a consumer develops a deep connection with a brand, the
consumer perceives the brand as a partner and attribute it with even more anthropomorphic
characteristics and motivations. This connection significantly predicts anthropomorphism
and highlights the importance of emotional bonds over functional attributes like quality in
shaping how consumers interact with brands. (Rauschnabel & Ahuvia, 2014; Palusuk et al.,

2019)

Brand love can be created by using anthropomorphism as well, by connecting
anthropomorphism to love. This is very natural as when the human brain connects love,
affection, empathy, or empathy to human connection, and thus connects anthropomorphism
to love. Additionally, as consumers see humans as good, the anthropomorphized brand is
also judged more positively and seen as more decent which makes the brand relatable and
agreeable, which again deepens connection between consumer and brand. (Rauschnabel &
Ahuvia, 2014; Palusuk et al., 2019) Brand love can therefore be created by using
anthropomorphism to leverage individuals’ natural tendency to create emotional bonds with
anthropomorphic entities or brands. It is easier to relate to an anthropomorphized brand as it

resembles another person.
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2.2 Trust

A myriad of things can influence a consumer’s perception of the brand which then ultimately
affects how much the consumer trusts said brand. (Ha, 2004) Brand trust according to
Delgado-Ballester and Munuera-Aleman (2000), is based on the quality of the products or
services, public perception of the brand, such as ratings or reviews, previous experiences
and reputation, the brand’s mission, vision, and values, data security and privacy, and
possible political or philanthropic efforts. More specifically in a digital context, the
numerous things that influence an individual’s perception of the brand and trust are very
similar and include security, privacy, brand name, word of mouth, online experiences, and

quality of information. (Ha, 2004)

Trust is a central component in consumer-brand relationships and is viewed as the main
element in creating a strong, long-term bond between them. (Hsu & Cai, 2009) Trust is
additionally directly linked to the creation of brand loyalty, and much research shows a
positive correlation between brand loyalty and the creation of consumer trust. Brand trust
then is defined as a consumer’s willingness to depend on a brand’s ability to deliver on its
promises and meet or exceed the consumers’ expectations, which often seeds from the
consumer’s past experience with the brand. (Khadim, Hanan, Arshad, Saleem & Khadim,
2018) Trusting a brand leads to a positive purchase intention and increased reliability
towards the brand, which then leads to repeat purchases and brand recommendations.
(Haudi, Handayani, Musnaini, Suyoto, Prasetio, Pitaloka, Wijoyo, Y onata, Koho, & Cahyon,
2022; Hsu & Cai, 2009) Brand loyalty can be divided into two types of loyalty, behavioral
and attitudinal. Behavioral loyalty can be seen as for example increased purchase frequency,
repeat purchases, and positive word-of-mouth, when attitudinal loyalty can be seen as a
positive emotional response to the brand. However, trust is crucial in building either of the

two. (Hsu & Cai, 2009; Haudi et al., 2022)

Trust plays a role in consumers’ purchase decisions as well. By trusting a brand consumer
reduces the perceived risk that is associated with making a purchase, as a trusted brand can
offer a sense of security when the consumer is not certain about the purchase. This is why
consumers often purchase from well-known or otherwise familiar brands in order to mitigate

possible risks. (Hsu & Cai, 2009; Elliott, & Yannopoulou, 2007) Additionally, when a
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brand’s image is trustworthy, it mitigates the consumer’s perception of risks, even if the
consumer has no previous experience with the brand. (Hsu & Cai, 2009) For low-priced
products that are perceived as low-risk, familiarity can be enough to create a purchase
intention, however when risk and price levels increase, consumers try to find a safe choice
for their purchase and a trustworthy and dependable brand. This means that in high-risk
purchases, consumers rely more on trust, and therefore the decision involves more emotional

judgment. (Elliott, & Yannopoulou, 2007)

According to Puzakova, Kwak, & Rocereto (2013), consumer trust can be enhanced by using
anthropomorphism in branding, and Munawar, Handayani, Nilasari, Yadanegara, &
Oktaviani (2023) state that anthropomorphism has a positive influence consumer trust and
can be one of the main factors in the creation of consumer trust. Additionally, Aggarwal &
McGill (2012) confirmed that using anthropomorphic characteristics in branding can help
create customer trust, stating that the social responsibility of anthropomorphic characters can

lead to human-like communication.

Some consumers frequently change their perspective on brand attachment and brand
perception, which makes it more complicated for brands to develop brand loyalty in
contemporary markets. A research paper by Herman (2000), found the following factors to
drive the change in consumer behavior, overabundance of choice, weakening social
structures, focus on the present, and multiple, fluid identities. Also, Zhang (2022), mentions
that internal factors such as personality, environment, or a personal mindset can influence a
change in consumer behavior as well as external factors such as the person’s social or
physical environment, and different marketing techniques. Additionally, Herman (2000),
found that consumers today are more open to experimentation with new brands, they seek
more variety in their choices in order to not feel left out on any experiences, and they are

more adaptable and dynamic.

Brand equity, which is defined by Haudi et al. (2022) as the value that a brand adds to a
product or a service, is created by combining brand trust, brand awareness, brand image, and
brand loyalty. Having high brand equity can provide the company with a competitive
advantage by creating higher customer loyalty and being able to retain existing customers

more efficiently. (Haudi et al., 2022) As mentioned brand trust is developed through
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interactions and communication with the brand, and by using social media platforms brands
can easily build connections and trust with their consumers. This means that with consistent
activity on social media, a brand can create an easily approachable and welcoming way to
interact with the brand, thereby positively influencing brand trust, brand equity, and brand
loyalty. (Haudi et al., 2022) Despite social media being a good way to develop brand trust,
there are several challenges to creating trust in online contexts. The lack of physical
interactions, creates a significant obstacle, as traditionally building trust relies on personal
contact and observation which are not possible in an online setting. (Hsu & Cai, 2009; Elliott,
& Yannopoulou, 2007) Hsu & Cai (2009), also suggest that trust is based on expectations
and therefore the creation of trust requires history and familiarity, and the lack of physical

interaction complicates the creation of them.

As previously mentioned, in a digital context, the variables that influence an individual’s
perception of the brand and trust are very similar to that of face-to-face interaction and
include security, privacy, brand name, word of mouth, online experiences, and quality of
information. (Ha, 2004) Online environments are often perceived as uncertain and risky due
to the fact that consumers cannot physically examine the products before purchasing. The
risk is not only financial but also includes the opportunity of emotional cost of the purchase
not meeting the customer’s expectations. (Hsu & Cai, 2009; Elliott, & Yannopoulou, 2007)
Additionally, in online environments, the consumer has to rely on digital cues when
determining whether to trust the brand. For example, website design, user interfaces, and
perceived professionalism of the website or brand’s overall online presence can impact

trustworthiness. (Haudi et al., 2022)

Consumers are more likely to establish trust for brands that are open about their practices,
and clear about their communication such as product information, pricing, and customer
policies. Especially in digital environments, consumers want to know about the brand’s
competence, benevolence, honesty, and overall trustworthiness. (Karens, Eshuis, Klijn &
Voets, 2016; Haudi et al., 2022) This can be communicated to consumers by appearing and
acting as a secure, responsible, and trustworthy brand. This includes for example, offering
secure payment options, being clear about data use and data privacy, and having clear terms
of service. (Haudi et al., 2022) Additionally, being consistent in their branding efforts can

have a positive effect on the perceived brand trust. Having consistent branding creates a
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dependable and similar experience each time a consumer interacts with a brand, which in
turn increases the belief in the brand’s predictability and dependability. (Elliott, &
Yannopoulou, 2007)

Perceived warmth and perceived competence increase consumers’ perceived trust. (Cheng,
Zhang, Cohen, Mou, 2022) Especially when researching brands that are positioned as
relatable and friendly, Zhang et al., (2020) found that consumers respond better to brands
whose anthropomorphic actions are perceived as warm and inviting. However, with more
innovative brands and brands that are seen as competent and professional, such as
technological brands, warmth makes the brands seem less competent, and therefore using
anthropomorphism can have the opposite effect and diminish the effect of branding. (Zhang,
Li, Ye, Qin & Zhong, 2020) With brands positioned as more competent and professional a
different type of anthropomorphism can be utilized. Zhang & Qiu (2025), mention that there
are two different types of brand anthropomorphism, which are categorized as warmth
anthropomorphism and competence anthropomorphism. Warmth anthropomorphism is
characterized by qualities such as sincerity, trustworthiness, morality, thoughtfulness, and
friendliness. Whereas competence anthropomorphism then can be described to be creative,
assertive, skillful, confident, and intelligent. (Zhang, & Qiu, 2025) Chung and Han (2022),
additionally support this, as their study found that anthropomorphic branding needs to be
contextually appropriate in order for anthropomorphism to enhance product effectiveness.
In incorrect or unfitting context anthropomorphism can have a detrimental effect on the

brand’s image.

Samson and Voyer (2012) mention several cognitive biases, consumers can face when
interacting with an anthropomorphized brand and therefore can be used by marketers in their
brand actions. These cognitive biases are ingrained into the dual-process theory, and in the
context of anthropomorphism include biases such as the affect heuristic (positive emotional
responses), the representativeness heuristic, and perceptual fluency (familiarity with
anthropomorphic features). They especially show how emotional consumers driven by
emotions and heuristics attribute anthropomorphic elements to brands. The affect bias and
perceptual fluence for example can create a feeling of relatability and trustworthiness around
a brand image. Cognitive biases, such as these, highlight the psychological mechanisms that

contribute to anthropomorphism, especially in digital contexts where different visual and
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emotional cues have an essential role. Therefore, understanding and being able to use these
types of cognitive biases in branding can enrich the way anthropomorphic branding can

foster and create consumer trust. (Samson & Voyer, 2012)

Brand affect is the potential of a brand to create a generally positive emotional response in
its customers as a result of its use. (Kabaday & Alan, 2012) It is the customer's emotional
response to a brand after having an experience with it. Unlike brand trust, which involves a
longer process of thought and consideration based on customer experiences, (Ha, 2004)
brand affect is made up of unplanned and spontaneous feelings. Positive emotional responses
and feelings toward a brand are associated with higher levels of brand loyalty, which means
that consumers with more positive feelings towards a brand are more likely to develop
positive attitudes towards the brand and therefore increase brand loyalty. (Kabaday & Alan,
2012)

2.3 Purchase intention

Using anthropomorphism in branding can have a positive influence on consumer purchase
intention, and this influence can be achieved in multiple ways. These ways include for
example using anthropomorphism to prove a product’s effectiveness, promote the likability
of the product, improve brand relationships, or enhance the product's psychological
closeness. (Han, Wang & Yang, 2021; Laksmidewi, Susianto & Afiff, 2017; Wang & Park,
2023) When a product is complicated or the efficacy of the product is difficult to recognize,
anthropomorphic elements, such as human-like behavior, can make it easier for consumers
to grasp, and increase the perception of the product's worth. This then mediates the effect of
anthropomorphism on purchase intention. (Laksmidewi et al., 2017) Then, designing a
product with anthropomorphic features, such as a car with a bumper that resembles a smile,
can have a positive effect on product liking, which then can lead to a higher willingness to

purchase said product.

Factors that according to Laksmidewi et al. (2017) enhance the effect of anthropomorphism
on purchase intention include human-like appearance and human-like behavior,
incorporating motion, and brand identity fit, especially in co-branding situations where the

brand identities are not similar and do not align strongly. However, some features might



23

have a deteriorating effect on purchase intention, moderating factors include culture,
previous experience, educational background, and social motivation. (Laksmidewi et al.,

2017)

Additionally, changes in consumer perception can lead to emotional connections, which can
then eventually positively influence purchase intentions in several different ways. This
consequence can occur through, for example, an increased attachment to the brand, enhanced
perceived social presence and enjoyment, improved perceptions of product efficacy, or a
stronger sense of psychological closeness to the brand. (Zhang & Qiu, 2025; Han, 2021;
Laksmidewi, Susianto & Afiff, 2017; Wang & Park, 2023)

Brand attachment can be created with the brand communicating in an anthropomorphic
manner. For example, by stimulating perceptions and promoting consumers to establish an
emotional connection by adding anthropomorphic elements that stimulate emotional
responses in consumers. Zhang and Qiu (2025) claim that consumers who are exposed to
anthropomorphic brands show stronger emotional brand attachment and therefore stronger

purchase intention.

Chatbots also can be improved by anthropomorphic elements, as when consumers perceive
chatbots as more human, they experience higher social presence from the brand and greater
enjoyment overall. These both, perceived social presence and perceived enjoyment,
positively correlate with purchase intention, which means that anthropomorphism can
indirectly influence purchase intention. (Han, 2021) When the usefulness of a product is
more complex and therefore difficult to understand, using anthropomorphism can help
consumers understand the product better, by demonstrating it through human behavior, as
higher perceived product efficacy has a positive effect on purchase intention. (Laksmidewi,
Susianto & Afiff, 2017) For unfamiliar or generally unappealing brands, using
anthropomorphism can strengthen perceived psychological closeness to the brand, which
again has a positive effect on purchase intention, according to Wang, and Park (2023).
According to Han (2021), using anthropomorphism, especially in chatbots can drive
purchase intention by positively affecting perceived enjoyment, ease of use, and trust.
Anthropomorphism increases perceived warmth and interactivity, and when combined with

conversational relevance, such as being contextually appropriate, anthropomorphism has an
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increase in purchase intention. (Chung & Han, 2022) However, anthropomorphism needs to
be paired with consistent, reliable, and relevant information, because if an
anthropomorphized brand element, such as a chatbot, has inconsistent behavior or irrelevant
information, consumer trust, and therefore consumer purchase intention can decrease. Thus,
using anthropomorphism in branding enhances effectiveness, but only when it is paired
together with interactions that are contextually appropriate. (Chung & Han, 2022; Han,
2021)

Mishra and Mehta (2023) found that the effectiveness of anthropomorphism on purchase
intention varies based on the product category that is anthropomorphized. For example,
anthropomorphizing meat produce can lead to emotions such as disgust, guilt, and empathy,
which can then ultimately lead to a lower purchase intention. Anthropomorphism can
influence purchase intention through many internal processes, affective, cognitive,
psychological, perceptual, or attitudinal. Affective by evoking different emotions such as
empathy, or guilt, cognitive by stimulating memories, or thoughts, psychological by
influencing goals, or personal needs, or finally by shaping perceptions or attitudes towards
the brand. (Mishra & Mehta, 2023) Additionally anthropomorphism and its relation to
purchase intention is affected by individual characteristics such as age, gender, or culture,
and by different contextual factors, such as the type of purchase or type of product. (Mishra
& Mehta, 2023)

Zhang & Qiu (2025) found that the two types of brand anthropomorphism mentioned in
chapter 2.2, warmth anthropomorphism and competence anthropomorphism, both have a
positive impact on consumers’ intention of purchase. However, even though both variations
were established to be effective, warmth anthropomorphism has a more significant positive
affect on purchase intention when compared to competence anthropomorphism. From this
finding, it can be concluded that warm anthropomorphic brands are more likely to generate
a higher degree of brand attachment. The same study by Zhang & Qiu (2025) discovered
that anthropomorphism attracts consumer attention and has a positive effect on consumer
cognition, consumer understanding, and consumer attitudes, which ultimately leads to a

higher purchasing intention.
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Brand attachment also has a significant role in the relationship between brand
anthropomorphism and consumer purchase intention. As brand attachment is associated with
interpersonal attachment, a high brand attachment increases a consumer’s willingness,
eagerness and to engage with a brand and make more valuable purchases. (Zhang & Qiu,
2025; Nguyen, Bui & Ha, 2024) A study by Nguyen, Bui, & Ha (2024) additionally
emphasizes the importance of brand attachment in translating anthropomorphic brand
elements into increased consumer purchase intention. By developing the brand’s and
consumer’s emotional connection through human-like characteristics, companies can
improve brand attachment, consumer engagement, and simultaneously improve consumer

purchase intentions.

Anthropomorphic branding uses different types of visual, verbal, and behavioral cues and
elements in order to change the consumer’s cognition and perception towards the brand.
(Zhang & Qiu, 2025) By stimulating consumers’ anthropomorphic perceptions, the brand’s
customers apply their own knowledge and beliefs about individuals and person-to-person
relationships to the anthropomorphized brand. (Nguyen, Bui, & Ha, 2024) This leads to an
increase in the brand’s perceived social presence and perceived enjoyment, which can
ultimately make the consumers feel like they are interacting with an intelligent being or
possibly real person. This is due to the fact that anthropomorphism can have a positive effect
on perceived psychological closeness, which develops feelings of attachment and

connection. (Han, 2021; Wang & Park, 2023)

Anthropomorphism can additionally improve the perceived fluency of information
processing, and help consumers better understand the brand or help clarify and simplify
difficult product properties. (Han, Wang & Yang, 2021) Laksmidewi, Susianto, and Afiff
(2017) also found that when anthropomorphism is used to demonstrate the efficacy of the
product, consumers perceive the product as more efficient than without anthropomorphism.
Additionally, Epley, Waytz, and Cacioppo (2007) found that anthropomorphism can also
facilitate consumers’ mental stimulation and thus make the experience with the brand feel
more realistic, tangible, and easier to visualize. By giving brands human-like qualities,
consumers can apply social schemas, which are internalized frameworks that guide
expectations of human-like behavior and are based on the individuals’ interpretations and

previous experiences of human behavior, to enhance the clarity of the brands message and
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make complex information clearer. Especially in digital environments, using
anthropomorphic elements, can serve as a type of cognitive shortcut, and therefore
streamline consumer decision-making, and additionally increase the consumer’s

understanding of the product.
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3 Theoretical framework

3.1 Dual process theory

The dual-process theory provides a structure that can help brand managers understand
different types of processing that consumers go through when interacting with a brand and
how their response is created through system 1 and system 2. This theory was further refined
and popularized by Daniel Kahneman, he also linked the two systems to purchase decision-
making and different heuristics. (Kahneman, 2011) The theory suggests that when
interacting with a brand, consumers are influenced through the conscious, deliberate
processing of information, system 2, as well as the automatic mechanisms in their brains,
system 1. This distinction of the two processing methods is important for marketers to
understand, because it suggests that by using the theory marketers can influence consumers
through both conscious and unconscious mechanisms. (Barrouillet, 2011; Biittner, Florack

& Serfas, 2014)

By using anthropomorphism in branding, the brand is actively trying to trigger immediate
emotional responses in system 1. The purpose of using these anthropomorphic elements in
branding is to create intuitive or affective trust, which is mainly used in low-involvement
and low-risk purchase decisions, where consumers rely on emotions rather than
comprehensive evaluations. (Samson & Voyer, 2012) The role of system 2 on the other hand
is to reinforce or sustain the possibly already existing trust and validate the consumers’ initial
impressions of the brand. System 2 assesses whether the brand is consistent with its
promises, and if the brand’s actions align with their communicated values. In other words,
system 2 helps ensure that the trust that was formed by system 1 is correct. (Samson &

Voyer, 2012)

So according to the dual processing theory and its relation to trust creation, techniques in
advertising and branding can be divided into emotional and rational appeals. Rational
appeals focus on providing the consumers with factual information, logic, and overall
utilitarian benefits of the product or service. Rational appeals usually stress aspects such as

quality, value, reliability, performance of the product, and pricing. (Albers-Miller &
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Stafford, 1999; Khanna, 2016; Grigaliunaite & Pileliene, 2016) Emotional appeals on the
other hand try to evoke feelings and emotions in the target customer. Examples of these
feelings often include positive feelings such as joy, love, fear, humor, and nostalgia, or
negative feelings such as fear, guilt, or shame. (Zhang, Sun, Liu, & Knight, 2014; Khanna,
2016) These feelings are used to create an association between the specific emotion and the
brand. Techniques for appealing to emotions in advertising include storytelling and using
emotion revoking imagery in order to reach the more creative, right side of the brain.

(Khanna, 2016)

However, consumers rarely base their purchase decisions or response to advertising fully
emotionally or rationally, and they often rationalize what they just experienced and base
their decisions partially on their emotional reactions. So even when consumers think they
are acting rationally their actions are often influenced by underlying emotions. (Grigaliunaite
& Pileliene, 2016) This means that the interplay between emotional and rational appeals in

advertising is important.

According to Grigaliunaite & Pileliene (2016), consumers implicitly prefer emotional
advertising to rational advertising. However, this phenomenon does not directly translate to
these brands using emotional advertising having a higher purchase intention. These brands
are seen as more interesting and visually more attractive, yet statistically the difference
between emotional and rational appeal ads is not different. This is due to the fact that
consumers rationalize their emotional response to these advertisements and therefore prefer

the appropriate and informative ads. (Grigaliunaite & Pileliene, 2016)

Consumers additionally base their attitude towards a brand on their perceived relevance of
current feelings, which would mean that consumer’s make assessments of their brand
perception spontaneously when interacting with the brand. (Greifeneder, Bless & Pham,
2011; Riley & Dixon, 2024) Riley and Dixon (2024) additionally mention that when a
consumer has high self-esteem or high self-worth, they value and trust their feelings more
and rely on them when making decisions based on emotion. Consumer attitudes towards a
brand are more influenced by emotional content when the product or service that is being
promoted is hedonic and more by rational content when the product or service is utilitarian.

(Greifeneder et al., 2011) This would mean that marketers need to acknowledge the nature
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of the product they are promoting, as well as consumers’ personal relevance, when tailoring
their content, rather than basing their decisions on whether appealing to cognitive or

affective trust is superior.

No single appeal in advertising is unanimously superior. In order to create the most effective
approach the advertiser needs to consider the type of product, the cultural context, consumer
psychology, what type of media the advertisement will appear in, target audiences, as well
as the general responsiveness to rational and emotional responses in consumers.
(Grigaliunaite & Pileliene, 2016; Albers-Miller & Stafford, 1999) The ideal branding or
advertising strategy would recognize the small distinctions in consumer behavior and
attempt using these to create a genuine connection with the target market. (Grigaliunaite &

Pileliene, 2016; Albers-Miller & Stafford, 1999)

The purpose of finding the perfect balance between emotional and rational branding is to
find the ideal way of creating consumer trust. Using emotional messaging in branding and
trying to create an emotional bond between the brand and the consumer can lead to affective
trust, and using rational messaging, and appealing to logic can lead to cognitive trust. (Swift
& Hwang, 2013) Cognitive trust is based on using rational thought, logic, and evaluating
evidence that’s available. Cognitive trust considers factors such as past behavior,
competence, integrity, and goodwill, (Punyatoya, 2019; Dowell, Morrison & Heffernan,
2015) when affective trust is based on feelings, intuition, emotional bonds, as well as security
and faith. (Dowell et al., 2015) Customer satisfaction is additionally positively affected by
both cognitive and affective trust, and customer satisfaction is seen as a driver for customer

loyalty. (Punyatoya, 2019; Lee, Lee & Tan, 2015)

According to Pynyatoya (2019), it is important to consider both types of methods when
attempting to create trust between a consumer and a brand as the development of trust is
influenced by both cognitive and affective processes. When cognitive trust develops over
time as the consumer gains more knowledge and information about the brand, affective trust
can be developed more easily over positive emotions, shared values, or frequent contact.
(Dowell et al., 2015) Furthermore, both Johnson and Grayson (2005) and Lee et al. (2015),
emphasize the importance of considering elements from cognitive and affective trust, when

studying and creating trust. Additionally, Legood, van der Werff, Lee, den Hartog, and van
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Knippenberg (2023) argue that people should move away from using the current
conceptualizations of cognitive and affective trust, and focus more on ways they could
consider both methods of trust creation and utilize their interplay. Legood et al. (2023) also
mention that the correlation between the components of affective and cognitive trust is often

very high and that there might not be enough distinction between them.

3.2 Hypotheses

3.2.1 Anthropomorphism in branding

Previous studies show that using brand anthropomorphism can significantly influence
consumer perceptions of a brand by improving the sense of familiarity, enhancing emotional
bonds, and increasing the sense of trust in the brand (Rauschnabel & Ahuvia, 2014). Using
anthropomorphic elements in branding, communication, visuals, and overall consumer
interactions can therefore create a relatability to said brand and thus have an increase in
consumer trust (Golossenko, Pillai, & Aroean, 2020). Trust is important to a brand as it can
be an important driver of brand loyalty as well as purchase intention which makes brand
trust and its formation an important topic to research. (Delgado-Ballester & Munuera-
Aleman, 2001) Therefore, the first hypothesis reasons that anthropomorphic branding is

more effective in building consumer trust compared to non-anthropomorphic branding

H1: The use of anthropomorphism in branding increases consumer trust compared to

non-anthropomorphic branding

3.2.2 Cognitive & Affective trust

The human brain, according to the dual process theory, has two ways to process brand
communication, system 1 and system 2. These two ways are used by brand managers to
create consumer trust, which is why trust is gained in digital markets with affective and
cognitive processes (Punyatoya, 2019). As mentioned in the literature review, affective trust
is gained by appealing to consumers’ feelings and creating a sense of warmth and

connection, which appeals to the system 1, while cognitive trust is based on making the
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brand appear as competent, reliable, and credible, which is processed in system 2. (Dowell

et al., 2015; Johnson & Grayson, 2005; Lee et al., 2015).

Previous research on cognitive trust shows that anthropomorphism in branding enhances
cognitive trust by making the brand appear as premeditated, predictable, intentional, and
goal-oriented, which are all important elements in a consumers’ decision-making process.
(Kim & McGill, 2011) Anthropomorphic branding, which many consumers prefer, (Kim,
Sung, and Moon, 2020) is especially successful in creating affective trust. This is because
appealing to consumers’ social responses, emotion, and empathy, is easily done by
attributing anthropomorphic features to the brand, and making the brand feel more human.
(Dowell et al., 2015) Moreover, Grigaliunaite and Pileliene (2016) found, that more

customers prefer affective branding to cognitive branding.

The next two hypotheses align with the dual-process theory, which explains how both
emotional and rational factors shape trust (Barrouillet, 2011; Biittner et al., 2014; Samson &
Voyer, 2012). While emotional appeals drive intuitive trust, rational assessments affect the
brand’s credibility, however both of them are influenced by anthropomorphic branding and

cuces.

H2: The use of anthropomorphism in branding increases cognitive consumer trust

compared to non-anthropomorphic branding

H3: The use of anthropomorphism in branding increases affective consumer trust

compared to non-anthropomorphic branding.

3.2.3 Anthropomorphism and purchase intention

Anthropomorphism is an established, as well as a widely used strategy in branding. By
giving brands human-like characteristics, such as a personality, companies create deeper
emotional connections with their consumers (Waytz et al., 2014). Using anthropomorphism
is especially used and successful in digital markets, where direct human to human interaction
1s limited, and this is why brands try to create and find new alternative ways to build trust.

Using anthropomorphic branding increases the brand’s perceived warmth and perceived
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trustworthiness, which in turn can influence consumer attitudes and purchase intentions
positively (Waytz et al.,, 2014). Previous research suggests that elements, such as
anthropomorphic brand mascots, human-like motion, or Al-powered chatbots with different
anthropomorphic elements, such as visual, verbal, or behavioral, create a sense of familiarity
and improve customer engagement, and therefore reduce consumer uncertainty (Aggarwal
& McGill, 2012; Puzakova & Aggarwal, 2018; Riley & Dixon, 2024; Laksmidewi et al.,
2017). Based on this information as well as the literature review the fourth hypothesis is as

follows:

H4: Anthropomorphism in branding increases purchase intention when compared to

non-anthropomorphic brands

3.2.4 Trust and purchase intention

In consumer relationships with brands, trust plays a key role, especially in shaping consumer
behavior. Again, this is especially true in a digital context where the physical interactions
between the consumer and the brand are absent. (Tan & Sutherland, 2004: Cheng et al.,
2022; Zhang et al., 2020) In anthropomorphic branding, trust is seen as an indicator for
purchase intention. This is due to the fact the desired outcome of anthropomorphism is to
create a connection between the consumer and the brand by using human-like elements and
rely on trust-based cues. Trust additionally reduces the perceived risk of uncertainty online,
as well as improves the confidence the consumer has for the brand’s reliability and honesty.

(Puzakova, Kwak, & Rocereto, 2013; Chow & Holden, 1997)

In previous research trust has been linked to improve the relationship between an
anthropomorphic brand and the brand’s purchase behavior. As anthropomorphism activates
social heuristics by giving the brand a more human appearance, anthropomorphism also
increases emotional closeness to the brand and perceived sincerity, which both lead to a
stronger perceived trust towards the brand. (Kim & McGill, 2011; Waytz et al., 2014) As
consumers gain more trust for a brand, they attribute more positive feelings and values to it.
This enhances brand attitude and therefore increases the likeliness of the consumer making

a purchase. (Delgado-Ballester & Munuera-Aleman, 2001)
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Thus, the final hypothesis for the research suggests that trust in an anthropomorphized brand

positively affects a consumer’s purchase intention.

HS5a: Trust in an anthropomorphized brand increases purchase intention

HSb: Cognitive trust in an anthropomorphized brand increases purchase intention

HSc: Affective trust in an anthropomorphized brand increases purchase intention

# Hypothesis

H1  The use of anthropomorphism in branding increases consumer trust compared to non-
anthropomorphic branding

H2  The use of anthropomorphism in branding increases cognitive consumer trust compared to
non-anthropomorphic branding.

H3  The use of anthropomorphism in branding increases affective consumer trust compared to non-

anthropomorphic branding.
H4  Anthropomorphism in branding increases purchase intention when compared to non-

anthropomorphic brands
H5a Trust in an anthropomorphized brand increases purchase intention
H5b Cognitive Trust in an anthropomorphized brand increases purchase intention

HS5c¢ Affective trust in an anthropomorphized brand increases purchase intention
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4 Research design and methodology

The following chapter will present the research design and methodology used in this study.
For this thesis the chosen research method was quantitative. First, the selected research
method will be introduced, then second the data collection method that was chosen,
additionally the research design and methods are expanded upon, and finally, the data

analysis process and methods are discussed.

4.1 Research Design

The research for this thesis was conducted as a mono-method quantitative study, in which
the data was collected through an experimental design. Using the experimental methods is
specifically fitting for studies such as this researching cause-and-effect relationships. This is
done by introducing changes into an independent variable and then perceiving how these
changes impact the dependent variable. This means that independent variables are
considered to be a cause of certain effects, and dependent variables are affected by these
modifications in the independent variable. (Maxwell, Delaney & Kelley, 2017; Benedetti,
Caponigro & Ardini, 2022) Field (2009), mentions that in experimental research designs,
independent variables are considered to be the predictor, when the dependent is considered
as the outcome. In this thesis the independent variables is the level of anthropomorphism in
brand communications, and the dependent variables are affective and cognitive trust, overall

consumer trust, and purchase intention.

Type Variable

Independent Level of Anthropomorphism
Dependent Affective Trust

Dependent Cognitive Trust

Dependent Consumer trust

Dependent Purchase Intention
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In the experiment there were two pictures with two different levels of anthropomorphism, as
shown in Appendix 1. And of these two pictures the participants of the study were randomly
presented one. These pictures were presented to the participants in a survey that was done
using a web-based survey tool Webropol 3.0. The survey was open for approximately one
month during March and April 2025, and each participant independently completed the
survey online. The link to the survey was shared through various social media platforms

during the time.

4.2 Data collection

The empirical data was collected via a fully anonymous questionnaire in English, and the
average answer time for the survey was around 3-7 minutes. This questionnaire was
developed to include approximately the same amount of questions for each dependent

variable. (Appendix 2)

The questionnaire consisted of twenty-six (26) questions overall. First the participants were
shown a picture of a brand either anthropomorphized or not after which the participants
answered these questions about the picture. Of these questions four (4) handled purchase
intention (Bruner, 2017; Bruner, 2021), five (5) were about overall trust (Bearden,
Netemeyer, & Association for Consumer Research, 1999; Bruner, 2017; Bruner, 2021), four
(4) about affective trust (Bruner, 2017; Bruner, 2021; Bearden et al., 1999), and then another
four (4) about cognitive trust (Bruner, 2017; Bearden et al., 1999). The following four (4)
questions were to check the manipulation of the independent variables, so whether the
participant perceived the shown picture as anthropomorphized or not. Finally, the last four
(4) questions of the survey included background questions, such as age, gender, level of

education, and yearly net income.

As the respondents were randomly shown one picture, the anthropomorphized picture or the
non-anthropomorphized picture, the amount of participants was not divided evenly between
the two pictures. This is most likely due to the fact that all the questions for the survey were
mandatory, and a big part of the participants left the questionnaire unfinished, which means
that their responses were not used for the data set. 29 of the participants were shown the

anthropomorphized picture and 44 were shown the non-anthropomorphized picture. Even
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though this creates a small imbalance between the sets, the randomness of the allocations
ensures that the differences between the two groups are not systematically biased.

Additionally, appropriate statistical techniques will be used to account for the unequal sizes.

4.3 Defining measures

After the collection of the data, it was exported to SPSS for its analysis. As all the questions
in the questionnaire were marked mandatory, there were no unfinished responses to clear.
However, this meant that several of the respondents left the survey unfinished, and these

responses were not qualified for the data. This left a total of 73 valid responses to the survey.

The questionnaire was developed to include a 7-point Likert scale on each of the questions,
excluding the demographic questions. The 7-point scale gives the participant seven options
for answering each question ranging from strongly disagree (1) to strongly agree (7). This
allows for the questionnaire to capture a clear spectrum of responses. Additionally,
according to Colman, Norris, and Preston (1997), this approach is ideal for measurement

precision with the highest level of satisfaction amongst the respondents.

4.4 Factor and reliability analysis

This subchapter will go through the factor analyses as well as the reliability test for the
collected data. Factor loadings over 0.5 were seen as acceptable, and for Cronbach’s alpha,

the acceptable values were above 0.7. (Amirrudin, Nasution & Supahar, 2021)

It is essential to ensure the reliability and validity of the selected methods for the study,
which means minimizing the possibility of incorrect or misleading results. The reliability of
this study is directly comparative to the reliability and validity of the indicators. The study
is seen as reliable if the study is highly consistent, which means that the results will be similar

if they were duplicated by another researcher. (Karnia, 2024; Bryman, 2016)

In order to make sure that the scale items were reliable and valid, two statistical tests were

conducted before testing the hypotheses. First, a factor analysis to ensure the dimensional



38

structure of the variables. This was done in order to verify whether the questions that made
up the construct were grouped together in a way that was consistent with the theoretical
expectations. (Fabrigar & Wegener, 2012; Kline, 2014) Second, by using Cronbach’s alpha
for each construct the correlation between the items on the scale was tested. The values
above 0.7 were considered to be acceptable and therefore deemed as valid and reliable.

(Amirrudin, Nasution & Supahar, 2021)

Purchase Intention

The factor analysis identified Purchase Intention factor with values ranging from 0.769 to
0.898, which are within an acceptable range. Additionally, the purchase intention scale had
an excellent reliability (Cronbach’s o =.899) and was deemed valid. The results of the factor

analysis can be seen below in Table 1.

Table 1. Factor analysis for Purchase Intention
Item Factor 1
PI1 I would consider buying from this brand .898
PI2 I would purchase this product the next time I need = .883

something like it

PI3 I would recommend this product to others 792
P14 I would pay more for this brand than others .769
Cronbach’s alpha .899

Trust

The factor analysis identified Trust factor with values ranging from 0.813 to 0.864, which
are within an acceptable range. Additionally, the trust scale had an excellent reliability
(Cronbach’s o = .918) and was deemed valid. The full results of the factor analysis can be

seen below in Table 2.
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Table 2. Factor analysis for Trust

Item Factor 1
T1 This brand is reliable 813
T2 This brand is safe .864
T3 This brand keeps its promises 831
T4 This brand is honest .847
TS I trust this brand .844
Cronbach’s alpha 918

Cognitive trust

The factor analysis identified Cognitive trust factor with values ranging from 0.774 to 0.860,
which are within an acceptable range. Additionally, the cognitive trust scale had excellent
reliability (Cronbach’s oo =.899) and was deemed valid. The full results of the factor analysis

for cognitive trust can be seen below in Table 3.

Table 3. Factor analysis for Cognitive trust

Item Factor 1
CT1  This brand is competent 774
CT2  This brand has expertise and quality 814

CT3 I canrely on this brand to meet my expectations  .860

CT4 [ believe this brand has strong ethical standards 841

Cronbach’s alpha .889

Affective trust

The factor analysis identified Affective Trust factor with values ranging from 0.585 to 0.882,
which are within an acceptable range. Additionally, the affective trust scale had an excellent
reliability (Cronbach’s oo = .842) and was deemed valid. The full results of the factor analysis

for affective trust can be seen below in Table 4.
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Table 4. Factor analysis for Affective trust

Item Factor 1
AT1  This brand feels friendly and approachable 731
AT2 [ feel emotionally connected to this brand .882

AT3 This brand seems to care about me as a customer  .839

AT4  This brand has my best intentions at heart 585

Cronbach’s alpha .842

Perceived Anthropomorphism

The factor analysis identified the manipulation check factor with values ranging from 0.642
to 0.939, which are within an acceptable range. Additionally, the manipulation check scale
had an excellent reliability (Cronbach’s o =.910) and was deemed valid. The full results of

the factor analysis for the manipulation check factor can be seen below in Table 5.

Table 5. Factor analysis for Manipulation Check

Item Factor 1
MC1 The brand is human like 912
MC2 The brand felt like it had a personality 907
MC3  This brand is life-like 939
MC4  This brand has principles .642

Cronbach’s alpha 910

Discriminant validity

The discriminant validity was tested by conducting a factor analysis for all the variables. The
aim was to assess the discriminant validity of the five constructs, showing whether the items
only measure one concept of the five. (Hair, Black, Babin, & Anderson, 2019) The factor
loadings should be over 0.6 on their intended factor to be considered valid and less than 0.3

to be able to establish discriminant validity. (Field 2009)

Contrary to the theoretical expectations, the analysis only extracted three factors which had

eigenvalues greater than 1. The matrix shown below in table 6 reveals that the four items for
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purchase intention loaded strongly on one factor, when items closely related to each other
such as trust, affective trust, and cognitive trust loaded together on another factor. The items

on the manipulation check however overlapped across multiple factors.
The results suggest that especially the constructs related to trust might not have been
perceived as distinct by the participants, and that the discriminant validity is not perfect, and

limited on this part.

Table 6. Discriminant validity matrix

Factor 1 Factor 2 Factor 3
Purchase intention 1 248 152 .829
Purchase intention 2 211 243 834
Purchase intention 3 301 297 .630
Purchase intention 4 490 322 .634
Trust 1 .090 842 193
Trust 2 192 878 A11
Trust 3 377 .648 309
Trust 4 214 .689 321
Trust 5 539 .614 352
Cognitive trust 1 704 301 395
Cognitive trust 2 .654 209 531
Cognitive trust 3 729 400 15
Cognitive trust 4 .628 424 225
Affective trust 1 306 448 399
Affective trust 2 247 622 471
Affective trust 3 378 613 367
Affective trust 4 526 544 .055
Manipulation check 1 837 107 353
Manipulation check 2 .768 226 345
Manipulation check 3 818 120 418

Manipulation check 4 .634 522 015



4.4.1 Index variable creation

However, for the regression analysis each of the factors need to be turned into an index
variable. This is done by gathering the average score for each of the questions in the factor

and thus creating a continuous variable.

Below in table 7 is shown the basic information about these index variables, such as the

standard deviation and mean.

Table 7. Index Variables

Mean Std. Deviation Min

Purchase intention 4.23

Trust 4.56
Cognitive trust 4.45
Affective trust 4.54

Manipulation check 4.36

1.26
1.07
1.38
1.10

1.54

1.50
1.80
1.00
1.75

1.00

Max N
6.75 73
7.00 73
7.00 73
6.75 73
7.00 73
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5 Findings

This chapter will discuss the results of the study. Firstly, the descriptive statistics of the data
are discussed. This includes the four last questions of the survey that asked each participant
different demographic questions, which were age, gender, level of education, and yearly net

income. Then each of the hypotheses are tested and their results are presented.

5.1 Descriptive statistics

The survey had a total of 73 respondents, of which 47 were female, 25 were male, and 1
identified as other. Percentages are for gender distribution are further presented below in
Figure 3. The age of the respondents ranged between 22 to 65, and the median age of the
participants is 25, which can be seen below at Figure 4. The two biggest age groups were 23
and 24. The highest level of education for 65% of the respondents was a bachelor’s degree
or equivalent, for 19% a master’s degree or equivalent, for 14% of the participants high
school or vocational school, and finally for 1% a doctoral degree. Additionally, more details
on the respondents’ level of education can be seen below in Figure 5. The yearly net income
for most participants (31%) was less than 10 000€, the two next were 10 000-20 000€ (19%)
and 31 000- 40 000€ (15%). More details about the yearly net income distribution between

the respondents can be seen below in Figure 6.

n Percent

Female 47 64,4%
Male 25 34,2%
Other 1 1,4%
Prefer not to answer 0 0,0%

Figure 3 Gender Distribution
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5.2 Manipulation check

Using a manipulation check is a typical method used in experimental research design in order
to determine if the key elements of the experimental manipulation were correctly perceived
by the participants. In this study whether the participants viewed the picture to show
anthropomorphic elements or not. The use of a manipulation check could help researchers
identify if the participants correctly understood the experiment and its stimuli. (Hulland,

Baumgartner & Smith, 2017)

As mentioned in this study the manipulation was checked with a 7-point likert scale and four
(4) questions. These questions evaluated whether the respondents recognized accurately if
the brand contained anthropomorphic elements or not. The specific questions for the

manipulation check can be seen in appendix 2.

In a total of seventy-three (73) participants, twenty-nine (29) were shown the
anthropomorphized version of the brand, and the rest forty-four (44), were shown the non-
anthropomorphized picture. For these, an independent samples t-test was conducted to
compare responses to the manipulation check between these two groups. The results clearly
showed a statistically significant difference in the perception of anthropomorphism between
the anthropomorphized group (M=5.27, SD=0.93) and the control group (M=3.76,
SD=1.58); t(70) = -4.64, p < .001. These findings confirm that the manipulation was
successful, as participants clearly distinguished between the anthropomorphic and non-

anthropomorphic brand stimuli.

Table 9. Manipulation check

Mean N Std. Error of mean Std. Deviation
Control Group 3.76 44 0.24 1.58
Treatment Group 5.27 29 0.17 0.93

Total 4.36 73 0.18 1.54
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5.3 Correlation analysis findings

As discussed in the previous section 5.2, the manipulation check was successful, and the
respondents were able to correctly identify if the brand communication they experienced
was anthropomorphized or not. This means that the experimental manipulation was effective
and that the respondents were able to accurately distinguish the intended differences between
the two versions of the brand. The questionnaire additionally gathered data on the perception
of brand trust and their attitudes towards anthropomorphic branding. These responses allow
for the evaluation of how anthropomorphism influences consumer trust and purchase

intention.

In order to understand these relationships better, a two-tailed Pearson correlation analysis
was performed to examine the relationships between the index variables that were created in
section 4.4.1, which were purchase intention, trust, cognitive trust, affective trust, and
perceived anthropomorphism. Also, a grouping dummy variable was included to see whether
the participant saw the anthropomorphized version or not, and how the perception affects
the results. The correlation table can be seen below in Table 8, which shows that the purchase
intention variable has a strong and statistically significant positive correlation with trust (r =
.629, p < .001), cognitive trust (r = .721, p <.001), and affective trust (r = .707, p < .001).
This means that both cognitive, and affective trust are positively related to purchase
intentions independently. Trust also had a statistically significant correlation with cognitive
trust (r = .686, p <.001) and affective trust (r = .790, p <.001), which indicates that even
though they were individual variables they are closely related. Finally, the manipulation
check variable correlated significantly with all trust-related constructs. Overall trust (r =
.872, p <.001), cognitive trust (r = .827, p < .001), and affective trust (r = .684, p <.001),
additionally with purchase intention (r = .665, p < .001). These results confirm the
effectiveness of the manipulation check as well as reinforce that the use of
anthropomorphism in branding has a clear effect on shaping consumer trust and consumer

purchasing intentions.

Additionally, the correlation matrix was created with a grouping variable to understand how
the presence or absence of anthropomorphism affects the relationships between the

variables. From the table can be seen that anthropomorphism enhances how trust predicts
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purchase intention, that trust is increased with anthropomorphism as well as cognitive and
affective trust. The grouped correlation matrix also displays that anthropomorphism
increases the strength of the relationships between the different constructs of trust, as well
as purchase intention. These results show that anthropomorphism in branding can deepen
consumer relationships with brands, and increase purchase intention, especially through

cognitive and affective ways.

There is a moderate positive correlation between the grouping variable and purchase
intention (r = .444, p < .001), which suggests that the participants that were exposed to
anthropomorphic branding are more likely to have higher purchase intention. The grouping
variable also correlates significantly with cognitive trust (r = .400, p < .001) as well as
affective trust (r = .375, p = .001), which supports the idea that anthropomorphic branding
fosters both rational and emotional trust mechanisms. There is also, a notably strong
correlation between the grouping variable and perceived anthropomorphism (r = .485, p <
.001), which indicates that participants correctly perceived the intended manipulation. There
is also a weaker nonetheless significant correlation with overall trust (r = .288, p = .014)
which implies that even though trust is influenced by anthropomorphic branding, the effect
might be even more pronounced when it is divided into cognitive and affective components

of trust.

Even though the correlations between the variables remained statistically significant even in
the control group, with no anthropomorphism, the use of anthropomorphism in branding
clearly strengthens the correlations. This shows that trust, both cognitive and affective, has
an important role in consumer purchase intention even without anthropomorphism. The
findings further support the hypotheses of this study and also highlight the effectiveness of
using anthropomorphism in branding and its impact on consumer trust, consumer purchase
intention, as well as the idea that using anthropomorphism in branding can lead to a stronger

more effective consumer-brand relationship.
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Table 8. Correlation Matrix

Purchase Trust Cognitive Affective Perceived
intention Trust Trust anthropomorphism
Purchase intention = Pearson --
Trust Pearson 620+
Sig. 2-tailed <.001 <.001
Cognitive Pearson T21%* .686%*
Sig. 2-tailed <.001 <.001
Affective Pearson 707** 790%* T46**
Sig. 2-tailed <.001 <.001 <.001
Perceived Pearson .665%* .610%* 872%% .684+*
anthropomorphism
Sig. 2-tailed <.001 <.001 <.001 <.001
Grouping variable | Pearson A444%* 288%* 400%* 375%* A485%*
Sig. 2-tailed <.001 .014 <.001 .001 <.001

5.4 Testing hypotheses

This chapter will present the hypotheses that were created in section 3.2. These hypotheses
were tested with the independent samples t-test method, which is used to compare the means
of two different independent groups, which in this case were the survey participants who
were shown the anthropomorphized picture and the participants who were shown the non-

anthropomorphized picture.

H1: The use of anthropomorphism in branding increases consumer trust compared to

non-anthropomorphic branding.

An independent samples t-test was conducted to examine the differences in purchase
intentions between the 29 participants who were exposed to the anthropomorphized brand
and the 44 participants in the control condition who were shown the non-anthropomorphized
brand. The results showed a significant difference in purchase intentions between the group
that viewed the anthropomorphized brand (M=4.91, SD=0.99) and the control group that did
not (M=3.78, SD=1.22); t(71) = -4.18, p < .001. Therefore, the first hypothesis “The use of
anthropomorphism in branding increases consumer trust compared to non-anthropomorphic

branding” is supported based on this analysis.
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H2: The use of anthropomorphism in branding increases cognitive consumer trust

compared to non-anthropomorphic branding.

An independent samples t-test was conducted to assess the differences in consumer trust
between participants exposed to the anthropomorphized brand and those in the control
condition. The analysis revealed a statistically significant difference in trust ratings between
the group that viewed the anthropomorphized brand (M=4.94, SD=0.88) and the control
group (M=4.31, SD=1.12); t(71) = -2.53, p = .014. Thus, hypothesis two “The use of
anthropomorphism in branding increases cognitive consumer trust compared to non-

anthropomorphic branding” is supported according to this analysis.

H3: The use of anthropomorphism in branding increases affective consumer trust

compared to non-anthropomorphic branding.

An independent samples t-test was conducted to study the differences in affective trust
between participants exposed to the anthropomorphized brand and those in the control group
who were shown the non-anthropomorphized brand. The results indicated a significant
difference in affective trust, with the anthropomorphized brand group (M=5.04, SD=0.92)
reporting higher levels than the control group (M=4.20, SD=1.01); t(71) = -3.40, p = .001.
Therefore, the third hypothesis “The use of anthropomorphism in branding increases
affective consumer trust compared to non-anthropomorphic branding” is supported based on

this analysis.

H4: Anthropomorphism in branding increases purchase intention when compared to

non-anthropomorphic brands.

An independent samples t-test was conducted to assess the differences in cognitive trust
between the participants who were exposed to the anthropomorphized brand and those in the
control condition who were exposed to the non-anthropomorphized version of the brand.
The results showed a significant difference, with the anthropomorphized brand group
(M=5.13, SD=1.03) reporting higher cognitive trust than the control group (M=4.01,
SD=1.41); t(71) = -3.68, p < .001. Thus, hypothesis four “Anthropomorphism in branding
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increases purchase intention when compared to non-anthropomorphic brands” is supported

based on this analysis.

HSa: Trust in an anthropomorphized brand increases purchase intention.

HSb: Cognitive trust in an anthropomorphized brand increases purchase intention.

HSc: Affective trust in an anthropomorphized brand increases purchase intention.

A simple linear regression was conducted to test whether trust in the brand can lead to an
increase in consumer purchase intention. The regression model was found statistically
significant, F(1, 71) =46.41, p <.001, and explained approximately 39.5% of the variance
in purchase intention (R? = .395). The analysis additionally discovered that trust has a
statistically significant positive effect on purchase intention, f =.629, t(71) = 6.81, p <.001,

which means that a high level of trust leads to a stronger purchase intention.

Another simple linear regression was performed to determine whether cognitive trust
predicts consumer purchase intention. The regression model was found to be statistically
significant, F(1,71)=77.06, p <.001, explaining 52.0% of the variance in purchase intention
(R?=.520). This means that cognitive trust was found to be a significant positive predictor
of purchase intention, f=.721, t(71) = 8.78, p <.001. This result shows that the consumers’

rational evaluation of the brand’s competence drives their purchasing decisions.

And the last linear regression was conducted to examine whether the use of affective trust
predicts purchase intention. These results indicated that the model was statistically
significant, F(1, 71) =70.99, p <.001, and accounted for 50.0% of the variance in purchase
intention (R? = .500). Affective trust was found to be a significant and positive predictor of
purchase intention, B =.707, t(71) = 8.43, p <.001. This again suggests that an increase in

affective trust in the brand is associated with higher purchase intentions.

Additionally, to test how the different constructs of trust affect each other, a multiple linear

regression was conducted to examine whether affective trust, cognitive trust, and general
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trust predict purchase intention. The overall model was statistically significant, F(3, 69) =

32.684, p <.001, and accounted for 58.7% of the variance in purchase intention (R? = .587).

Both cognitive trust (f =.420, t =3.51, p <.001) and affective trust (B =.331,t=2.33,p=
.023) were found to be significant and positive predictors of purchase intention. And in
contrast, general trust was found not to be a significant predictor (f = .079, t = 0.61, p =
.543). These findings suggest that higher levels of cognitive and affective trust in a brand
are associated with greater purchase intentions, whereas general trust does not add

significant explanatory power beyond these more specific dimensions.

5.5 Summary of the results

Table 10 below summarizes the results of the hypothesis testing. All five of the hypotheses
were supported, which indicates statistically significant relationships in line with the
previously presented theoretical framework in Figure 1. These results give to existing
literature by affirming that using anthropomorphism in branding can positively influence
consumer trust and, therefore, improve purchase intention. Cognitive and affective trust
both, were found to be significant predictors of purchase intention, supporting previous
findings on the dual-process theory and trust formation (Chaiken & Trope, 1999; Kahneman,
2011; Barrouillet, 2011; Biittner, Florack & Serfas, 2014).

The manipulation check also confirmed that the anthropomorphic and non-anthropomorphic
conditions for the experiment were perceived as intended by the participants, which
reinforces the validity of the experiment. This study additionally displays that
anthropomorphism can increase trust in brands and consumers’ purchase intention even in
low-involvement settings, such as digital environments. These findings show that brands
that are using anthropomorphic features in their branding can benefit from increased

consumer trust and stronger purchase intentions.



Table 10. Summary of the Results

#
H1

H2

H3

H4

H5a
H5b

HS5c

Hypothesis

The use of anthropomorphism in branding increases consumer trust
compared to non-anthropomorphic branding

The use of anthropomorphism in branding increases cognitive consumer trust
compared to non-anthropomorphic branding.

The use of anthropomorphism in branding increases affective consumer trust
compared to non-anthropomorphic branding.

Anthropomorphism in branding increases purchase intention when
compared to non-anthropomorphic brands

Trust in an anthropomorphized brand increases purchase intention
Cognitive trust in an anthropomorphized brand increases purchase
intention

Affective trust in an anthropomorphized brand increases purchase intention
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Result
Supported

Supported

Supported

Supported

Supported
Supported

Supported
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6 Conclusions & Discussion

The purpose of this thesis was to study if the use of anthropomorphism in branding
influences consumer behavior, especially how it effects purchase intention and consumer
trust in a digital setting. This final chapter of the thesis will present a summary of the findings
and the conclusions for the study by discussing the theoretical contributions, aligning them
with the research questions that were earlier presented in chapter 1.3, and the literature
review in chapter 2. The impact of the research is additionally discussed by describing the
managerial contributions of the results. Finally, the limitations of the study and possible

future research topics are discussed in the final sub-chapter.

6.1 Summary of the findings

This sub-chapter will evaluate whether the previous research and literature review presented
in chapters one and two are aligned with the results of the experiment presented in chapter
five. The results are analyzed by first answering each sub-question and then finally the main

research question.

SQ 1: How does anthropomorphism in branding influence purchase intention in digital

markets when compared to non-anthropomorphic brands?

This first sub-question was approached with hypothesis H4, which said that the use of
anthropomorphism in branding would increase purchase intention when compared to non-

anthropomorphic brands

Previous literature on the topic shows that the use of anthropomorphism in branding has a
positive influence on consumer purchase intention (Han, Wang & Yang, 2021) and that
anthropomorphism can be used to boost the likeability of the product, to improve brand
relationships, or enhance the efficacy of the branding. (Han, Wang & Yang, 2021;
Laksmidewi, Susianto & Afiff, 2017; Wang & Park, 2023) The fourth hypothesis was based
on this research, and the results of the t-test supported the hypothesis as well.
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SQ 2: How does the use of anthropomorphism in branding impact cognitive consumer

trust compared to non-anthropomorphic branding?

The second sub-question was approached with hypothesis H2, asking about the use of
anthropomorphism in branding, and hypothesizing that it increases cognitive consumer trust

compared to non-anthropomorphic branding.

The second hypothesis was based on previous research which argued that using
anthropomorphism in branding could positively impact cognitive consumer trust. Even
though anthropomorphism is easily linked to affective trust as it appeals to emotion and
intuition, cognitive trust can also be created by anthropomorphic branding, by using
anthropomorphic elements combined with factual content and logical arguments.
(Punyatoya, 2019; Dowell, Morrison & Heffernan, 2015) These previous findings also
support the findings and results of od the second hypothesis which was supported by the

conducted t-test.

SQ 3: How does the use of anthropomorphism in branding impact affective consumer

trust compared to non-anthropomorphic branding?

The third sub-question was approached by hypothesis H3, which included whether the use
of anthropomorphism in branding would increase affective consumer trust compared to non-

anthropomorphic branding.

As mentioned in the literature review in chapter three, by using anthropomorphism in
branding, the brand is actively trying to trigger immediate emotional responses in system 1
trying to create affective trust. According to Samson and Voyer (2012), the purpose of using
anthropomorphic elements in branding is to create affective trust, which is mainly used in
low-involvement or low-risk purchase decisions, where consumers rely on emotions rather
than comprehensive evaluations. The third hypothesis arguing that using anthropomorphism
in branding increases affective trust, which was based on this literature, was also supported

by the t-test.
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RQ 1: How does the use of anthropomorphism in branding impact consumer trust

compared to non-anthropomorphic branding?

The main research question was approached with hypothesis H1, which hypothesized that
the use of anthropomorphism in branding increases consumer trust compared to non-

anthropomorphic branding.

Rauschnabel & Ahuvia (2014) state that using anthropomorphism can significantly influence
consumer perceptions of a brand by improving the sense of familiarity, enhancing emotional
bonds, and increasing the sense of trust. Additionally, Golossenko, Pillai, and Aroean (2020)
argue that by using anthropomorphic elements, such as visuals or an anthropomorphic
communication style, the brand relatability increases which leads to an increase in consumer
trust. Based on this research as well as the supported t-test, the first research question is

positively confirmed.

6.2 Theoretical contributions

This research contributes to the existing literature by demonstrating how the use of
anthropomorphic branding influences consumer trust and purchase intention. With the dual
process theory, the results show that affective and cognitive trust, both shape short-term
consumer responses to anthropomorphism, although affective trust slightly more.

(Punyatoya, 2019; Grigaliunaite & Pileliene, 2016)

These findings also support earlier research by Waytz et al. (2014) and Labrecque (2014)
which say that using anthropomorphism in branding creates a sense of warmth and
authenticity which then positively affects intuitive trust in system one. And, that cognitive
trust is activated and increased when anthropomorphism is paired with elements that support
competence, coherence, efficacy, functionality, and professionalism, and align these

attributes to the brand.

Finally, this research contributes to literature on the effects that affective and cognitive trust

have on purchase intention. Contrary to previous literature, which emphasized that affective
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trust had a more dominant role in driving consumers’ purchase intention, this experiment

showed that cognitive trust is a more effective predictor of purchase intention.

6.3 Managerial implications

The results of this study offer several implications for brand managers. Firstly, this
experiment shows that investing in anthropomorphic branding can increase consumer trust,
both affective and cognitive. This means that companies that want to increase their consumer
trust, should design their brand strategically and implement anthropomorphic elements into
their branding. This could include for example using conversational style in their
communications, giving the brand a human-like personality, or giving the brand a distinctive
personality. One real life example of this is the M&M’s characters with distinctive

personalities, and qualities. (Puzakova, Kwak & Rocereto, 2011)

The results also revealed that implementing anthropomorphism into branding directly
increases consumers’ purchase intentions. Accordingly, if brand managers wish to increase
purchase intention they should use anthropomorphic branding. In order to maximize the
effectiveness of the branding approach a good way to evaluate the effectiveness is to conduct
A/B testing on the different elements, such as visual design, interactive elements or tone of
voice. This way it is easier to understand what are the actual components and elements that

resonate most with the specific brand’s target audience. (Kohavi, Tang, & Xu, 2020)

As the dual process theory mentions, consumers have a strong emotional response to
anthropomorphic features, which is supported by the findings of the experiment. This means
that brands should prioritize emotional engagement with the brand in early on interactions
with the brand, especially if the goal for the brand is to quickly and efficiently build trust

between the brand and the consumer.

More specifically, brand managers should take into account the context, brand positioning,
and target audience of the brand, to see whether to employ warmth-based anthropomorphism
or competence-based anthropomorphism (Zhang, & Qiu, 2025; Chung and Han, 2022). For
example, brands operating in more emotional categories, and brands wishing to appeal to

system 1, should prioritize warmth in their branding to create a sense of emotional
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connection. As where brands operating in tech, or finance who wish to appeal more to system
2, should prioritize competence-based anthropomorphism, to emphasize expertise,

reliability, and intelligence. (Zhang, & Qiu, 2025)

Affective and cognitive trust both have a significant impact on driving purchase intention,
yet cognitive trust was found to have slightly stronger influence. This suggests that
consumers might rely more on rational evaluations, such as competence, consistency, or
reliability of the brand, rather than relying on emotional warmth alone. By implementing
elements that resonate with cognitive trust, the brand provides their customers a sense of
control and assurance, as cognitive trust is associated with observable and verifiable brand

attributes which reduce perceived risk.

Additionally, according to the data from the multiple linear regression for the different
constructs of trust, general trust in the brand becomes statistically insignificant when the two
more directed trust dimensions are taken into account, which suggests that consumers’
decision-making process relies more on both the specific rational and emotional evaluations

of the brand than on general perceptions of trustworthiness.

Overall investments in consumer trust, lead to an increase in purchase intention. This means
that brand managers should incorporate anthropomorphic elements, appealing to both
affective and cognitive trust, into their branding, and at the same make sure that their
branding is consistent, and trustworthy in order to ensure a high level of trust in the brand.
Having consistent branding efforts is crucial in building consumer trust, as the
anthropomorphic elements need to be aligned well with the overall identity of the brand,
meaning visuals, tone, and all values. And they need to be duplicated across all of the

platforms the brand is operating in.

Anthropomorphism needs to be paired with a competent, reliable, and professional brand, as
emotional warmth alone is not enough to drive purchase behavior. Affective
anthropomorphism does not alone increase a consumer’s intention of purchase, but when it
is paired with a competent and reliable communication, or other elements improving
cognitive trust, can result in a higher purchase intention. Without cognitive trust, attempts to

increase affective trust can be perceived as superficial, shallow, or even manipulative. When
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paired strategically with cognitive trust signals, emotional anthropomorphism should make
consumers’ feel more connected to the brand as well as help the brand be perceived as more

capable and dependable.

The results of this thesis show evidence that anthropomorphism can be used as a trust-
building tool for brands, as well as a tool to ultimately increase purchase intention.
Anthropomorphic elements or cues should be implicated into a brand in order to improve

consumer trust, affective or cognitive.

6.4 Limitations and future research

One of the limitations for this study is its limited generalizability, as the sample size for the
experiment was quite small, seventy-three people. While a sample this size was sufficient
for this type of analysis, in future research a larger sample would provide more reliable
findings by including a more statistically representative population. In addition to the size of
the sample the distribution between participants in the treatment and the control group was
not equal. Twenty-nine participants saw the anthropomorphic version and the forty-four
others the non-anthropomorphic version. This was most likely due to the fact that some
participants did not finish the questionnaire, and therefore their answers were not qualified.
This can limit the generalizability of the findings. Fortunately, the statistical tests that were
used for the analyses, t-tests, and regression analyses, can handle the unequal sizes of the

groups to an extent, even though balanced groups can increase the strength of the results.

Another limitation was that one of the respondents for the survey already knew the
hypotheses for the study, which could have affected the respondent’s answers. This means
that the respondent might have tried to confirm or disprove the hypotheses introducing a
response bias into the respondent’s answers. Additionally, of the participants most were
aged in age group from twenty to thirty, which could account for some of the results. Using
a larger sample with more diversity in ages could provide more accurate insights into brand
anthropomorphism and its effects. Particularly, future studies should include participants
from more different cultural and socio-economic circumstances, as the perception of

anthropomorphism can differ considerably across different groups.
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The study was conducted in an artificial setting, which might influence some of the
respondent’s actual behavior. This type of limitation is related to ecological validity
(Schmuckler, 2001), which means that participants for a study might behave differently in
experimental environments than the real world as there are no variables such as peer

influence, time pressure or competition.

The discriminant validity for the experiment was also one limitation for this study, as the
factor analysis only loaded on three different factors, instead of the ideal five. In the future
if conducting a similar experiment, a simplified model of three factors, purchase intention,
trust, and manipulation awareness, should be adopted, instead of dividing the trust into three

different constructs.

Also, the experiment measured trust and purchase intention at a single time point and not
over time. This way does not capture how purchase intention evolves over a time period. For
a deeper perspective on how anthropomorphism affects brand development, for example
stabilization or declination, a longer study should be conducted. This could also help show

short-term effects for building long-term trust.

As mentioned, for future research it would be interesting to see a longitudinal version of this
study to see how trust in anthropomorphized brands develops and persists over time. This
could showcase how anthropomorphism affects the brand on a longer time period.
Additionally, it would be interesting to see how different types of anthropomorphic elements
effect consumer behavior. This could include for example interactive anthropomorphism

such as Al chatbots and compare them to more static anthropomorphic cues such as mascots.
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Appendix 1. Anthropomorphized and non-anthropomorphized experiment picture

| M BREWED
WITH CARE,
JUST FOR
you




Appendix 2. Questionnaire questions

2. To what extent do you agree with the following statements *

Neither
Completely Somewhat agree or Somewhat Completely
Disagree Disagree Disagree disagree agree  Agree Agree

| would consider buying e @) O O O O O

from this brand

| would purchase this

product the next time | O O O O O O O
need something like it
| would recommend this
product to others O O O O O O O
| would pay more for
this brand than others O O O O O O O
3. To what extent do you agree with the following statements *
Neither
Completely Somewhat agree or Somewhat Completely

Disagree Disagree Disagree disagree agree Agree  Agree
This brand is reliable
This brand is safe

This brand keeps its
promises

This brand is honest

OO O OO
OO O OO
OO O OO
OO O OO
OO O OO
OO0 O OO
OO O OO

| trust this brand



4. To what extent do you agree with the following statements *

This brand feels friendly
and approachable

| feel emotionally
connected to this brand

This brands seems to
care about me as a
customer

This brand has my best
intentions at heart

Completely

O

O
O
@)

O

O
O
@)

Somewhat agree or Somewhat
Disagree Disagree Disagree disagree

O

O
©)
O

Neither

®)

O
®)
O

agree

O

O
O
@)

5. To what extent do you agree with the following statements *

This brand is competent

This brand has
expertise and quality

I can rely on this brand
to meet my
expectations

| believe this brand has
strong ethical standards

Completely
Disagree

O

O
O
O

O

O
O
O

Somewhat agree or Somewhat
Disagree Disagree disagree

O

O
O
O

Neither

O

O
O
O

agree

O

O
O
O

Agree

O

®)
@)
©)

Agree

O

O
O
O

Completely
Agree

O

O
O
@)

Completely
Agree

O

O
O
O



6. Manipulation check *

The brand is human like

The brand felt like it had
a personality

This brand is life-like

This brand has
principles

7. Gender *

(O Female

O Male
O Other

QO Prefer not to answer

8. Age*

Completely

O

O O O

O

O O O

|28

Years

Somewhat agree or Somewhat
Disagree Disagree Disagree disagree

O

O O O

Neither

O

O O O

agree

O

O O O

Agree

O

o O O

Completely
Agree

©)

o O O



9. What is your highest lever of education *

QO Elementary School

QO High school or vocational school
O Bacherlor's degree or equivalent
(O Master's degree or equivalent

QO Doctoral degree

10. What is your yearly net income (ie. the amount of money you get on your
account after the deduction of taxes etc.) *

O Less than 10 000€
(O 10000 - 20 000¢€
(O 21000 - 30 000€
(O 31000 - 40 000€
O 41000 - 50 000€
(O More than 50 000€

Appendix 3. Al Declaration

Artificial intelligence was used in this work both for the background of the topic and later
for language maintenance. I used ChatGPT for language maintenance, NotebookLM for
organizing research materials and generating summaries from academic texts, and
Grammarly for grammar, spelling, and style correction to improve language quality and

readability.
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