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A REVIEW OF THE EFFECTS OF ANTHROPOMORPHIC DESIGN ON CONSUMER
EMOTIONS

Tian Yuyang '*, Siti Farhana Zakaria?

12 College of Creative Arts,
Universiti Technologi MARA (UiTM), Shah Alam, Malaysia

ARTICLE INFO ABSTRACT

Article history: In recent years, anthropomorphic design has received
. increasing attention in marketing and product design.
ii%gg?ngf\grﬁ%QOgS By imbuing inanimate objects with anthropomorphic
Published July 2025 features in the form of visuals, language, and symbols,
. anthropomorphic  design can frigger consumers'

Keywords: L2 :
empathy and pleasure and then significantly influence
Anthropomorphism, their aftitudes and behaviors. Previous studies have
Anthropomorphic Design, shown that anthropomorphic design not only affects

Consumer Emotions consumers' emotional responses in a variety of scenarios

Corresponding Author: b'UT alsp reducgs loneliness qnd negaﬂvg emotions by

2022790015@student.uitm.edu.my triggering emotional connections and social bonds, thus
enhancing overall well-being. However, the effects of
anthropomorphic design are moderated by individual
consumer differences and situational factors. Therefore,
this research review summarizes the development of
anthropomorphic  design, the dimensions of the
variables, and the relationships between the variables.
It summarizes the mechanisms of anthropomorphic
design's effects on consumer emotions. It also analyzes
the main research trends, problems, and limitations in
the existing literature. On this basis, the paper finally
looks into the future research directions in this field and
makes some suggestions for practitioners and
researchers.

©2025 UiTM Kedah. All rights reserved.

1. Introduction

Anthropomorphism, defined as “seeing the human in non-human forms” (Aggarwal &
McGill, 2007), has been a long-standing practice, with roots in ancient human culture where it was
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applied to nature, flora, fauna, deities, and other non-human entities. However, scholarly attention
to the psychomechanical processes and boundary effects of anthropomorphism has only
emerged in recent decades (Khan et al., 2023). Recently, the scope of anthropomorphism has
expanded, not only serving as a communication strategy in marketing but also as a manipulable
and measurable variable that impacts consumer emotions, perceptions, attitudes, and behaviors
(Sharma & Rahman, 2022). Through visual design, verbal interaction, and the incorporatfion of
human-like traits such as personality and responsiveness, brands and products can be transformed
into anthropomorphic entities (Ma et al., 2023). Examples include facial features in automobile
headlights and grilles, the human curves of Coke bofttles, M&M candies, and Mr. Clean. Prior
research has demonstrated that brands and products with anthropomorphic design elements,
such as visual and verbal cues, are more likely to evoke positive emotions in consumers compared
to non-anthropomorphic ones (De Bondt et al., 2018), enhance product favorability (Shirai, 2023),
and improve brand afttitudes (Hudson et al., 2016). Additionally, anthropomorphic artificial
inteligence agents leverage voice cues to increase consumer engagement (Moussawi et al.,
2021), while anthropomorphic social robots have been shown to alleviate loneliness (Li & Sung,
2021). Furthermore, anthropomorphic design has been found to increase prosocial behavior by
influencing consumers' emotional perceptions (T. Chen et al., 2021; Tam et al., 2013), and reduce
social exclusion (Mourey et al., 2017). According to Kim (2020), anthropomorphism creates a sense
of comfort for audiences, as if they were in a real social environment, thereby reducing
communication stress and resistance.

As research intensifies and new scenarios emerge, the adoption of anthropomorphic design in
certain contexts may not always yield favorable outcomes (Barney et al., 2022). For instance,
Chang (2023) found that in medical contexts, the use of anthropomorphic design in products,
packaging, or advertising can negatively impact consumers' product evaluations. Previous studies
have demonstrated that inappropriate use of anthropomorphism can trigger negative reactions
(Ding et al., 2022), lead to resistance in consumer behavior (Niemyjska et al., 2021), damage brand
image (Puzakova et al., 2013), and that excessive anthropomorphism, particularly in artificial
intelligence, may provoke the “Uncanny Valley” phenomenon (Blut et al., 2021). In addition, the
lack of extensive empirical research has left scholars with an ambiguous understanding of the
boundary effects of anthropomorphic design in consumer contexts, contributing to a range of
conflicting findings (Khan et al., 2023).

2. Overview of Anthropomorphism

2.1 The concept of anthropomorphism

Anthropomorphism is a universal cognitive process, as well as a rhetorical device and
specific metaphor in the development of human language. When used as a psychological
construct that can be manipulated and measured, it refers to the assignment of human
characteristics, motives, intentions, or mental states to non-human objects (Epley et al., 2007).
Anthropomorphism can manifest as a process, a tendency, or as the degree to which non-human
objects exhibit human-lke characteristics (Gursoy et al., 2019). The application of
anthropomorphism has expanded beyond religious theology to include fields such as
environmental science (Ding et al., 2022), artificial inteligence (Xie et al., 2023), consumer behavior
(Khan et al., 2023), branding (Ma et al., 2023), and product design (Aggarwal & McGill, 2007).
Various scholars have provided different definitions of anthropomorphism across diverse contexts
(see Table 1).

204 | Page
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Table 1
The concept of anthropomorphism

Context Definitions Author(s)
(year)

“The tendency to imbue the real or imagined behaviour

Social Psychology | of non-human agents with human-like characteristics, (2%%I7e)y etal,
motivations, intentions, or emotions” (p. 864)
. “Anthropomorphism, or imbuing nonhuman entities with (Yang et al.,
Marketing human fraits”. (p. 1) 2020)
e “Anthropomorphism is the extent to which a character
artificial . - (Murphy et
inteligence (Al) has the appearance or behavioural attributes of a al., 2019)

human being”. (p. 787)
“Anthropomorphism is “seeing the human in non-human (Aggarwal &
forms” McGill, 2007)

Product design

Anthropomorphism is fundamentally an interdisciplinary and multi-perspective field of study
(Sharma & Rahman, 2022). It is not merely a description of appearance, behavior, or personality
but involves a process of imbuing non-human objects with uniquely human traits, including
consciousness, emotions, and higher-order cognitive abilities such as analysis and imagination
(Epley et al., 2007). Anthropomorphic design focuses on endowing non-human objects, such as
brands or products, with human-like characteristics, behaviors, or emotions, enabling consumers
to interact with them as if they were human (Aggarwal & McGill, 2007). This design approach
encompasses not only natural attributes (e.g., appearance, expression, decoration, verbal
communication) but also spiritual attributes (e.g., emotions, thoughts, will) and social attributes
(e.g.. personality, communication, interaction).

22 Mechanisms and tendencies of anthropomorphism

According to Guthrie (1997), humans have a natural inclination to assign human fraits to
the objects around them. Epley (2007) extends this theory by proposing that anthropomorphism
occurs through a specific cognitive process, defined by three psychological factors that motivate
anthropomorphic phenomena, known as the SEEK model. The first factor, accessibility of
anthropocentric knowledge, suggests that when people encounter unknown or uncertain entities,
they tend to use pre-existing human knowledge to understand and explain these entities, thereby
triggering anthropomorphism. For example, a smiling cartoon character on packaging may lead
consumers to associate the smile with human friendliness, evoking a positive emotional response.
The second factor, effectance motivation, emphasizes the human desire to effectively understand
and control their surroundings through anthropomorphism. When consumers are presented with
anthropomorphic designs featuring human-like personality traits, they may feel more confident
and in control, reducing uncertainty and increasing their willingness to interact with the product.
The third factor, sociality motivation, addresses the human need for social contact and belonging.
Research has shown that individuals experiencing loneliness are more likely to anthropomorphize
and respond positively to anthropomorphic designs (Epley et al., 2007). Additionally, Tam (2013)
argues that a connection with nature can enhance well-being by fulfilling the need for social
interaction. As individuals with strong needs for belonging and social connection are more inclined
to seek out anthropomorphic cues, they are more likely to use anthropomorphization to
compensate for social deficiencies (Feng, 2016). Thus, anthropomorphism is an automatic mental
process driven by three fundamental human needs: the need to understand the world, the need
to connect with others, and the need to maintain a sense of belonging (Yang et al., 2020).

205 | Page



Voice of Academia Vol. 21, Issue (2) 2025

Aggarwal & McGill (2007) first introduced the cognitive schema congruence theory to the field of
anthropomorphic design. This theory suggests that when the characteristics of a product align with
the activated schema from consumers' previous human memories, they will respond positively and
emotionally to the product. Feng (2016) indicates that consumers who are in a marginal state of
exclusion are more inclined to engage with anthropomorphic products. This is because
anthropomorphic products possess stronger pro-social attributes, which are more likely to foster an
emotional connection with consumers and generate positive emotions. As a resulf, these
consumers are driven to actively seek out anthropomorphic cues and view the brand or product
as a "friend" or "partner' rather than merely an object of exchange. The differences in
anthropomorphic tendencies may stem from variations in individuals' cultural backgrounds,
cognitive needs, self-esteem levels, and other factors (Epley et al., 2007). Therefore, the essence of
anthropomorphic design lies in influencing consumer emotions, perceptual patterns, and
behaviors by manipulating and satisfying their anthropomorphic tendencies (Khan et al., 2023).

3 Dimensions of Anthropomorphic Design

The current dimensional division of anthropomorphic design has attracted significant
research interest in fields such as marketing, artificial inteligence, and pro-social behavior (see
Table 2). For instance, Adam (2021) demonstrated that anthropomorphic verbal cues by an Al
agent system can induce positive emotional responses in consumers. Similarly, Verhagen (2014)
found that the anthropomorphic visual cues of virtual customer service can frigger consumers'
reactions akin to real social communication and enhance their perception of personalization,
thereby increasing user satisfaction (Kim et al., 2020). However, due to the limitations inherent in
single-dimensional approaches, recent research has increasingly focused on two- and multi-
dimensional anthropomorphic manipulations. Studies have shown that incorporating multiple
anthropomorphic design cues, such as visual, verbal, auditory, and emotional cues, tends to elicit
more positive consumer responses compared to non-anthropomorphic or low-level
anthropomorphic designs. Additionally, Wang (2014) proposed two communication dimensions,
anthropomorphic impression cues and social interaction cues, based on grounded theory. The
anthropomorphic impression encompasses external cues like human-like appearance, movement,
and language, while social interaction pertains to internal cues such as personality, emotions, and
even the perception of a soul. Similar classifications have been made in the literature, distinguishing
between Anthropomorphism and Non-Anthropomorphism  (Kim et al, 2020), high
anthropomorphism and low anthropomorphism (H. Chen et al., 2024), visual and cognitive
anthropomorphism (Barney et al., 2022), physical and psychological anthropomorphism
(Niemyjska et al., 2021), internal and external anthropomorphism (Chu et al., 2019), as well as
abstract and present anthropomorphism (Newton et al., 2017).

Table 2
Dimensions of Anthropomorphic Design

level The dimension Author(s) (year)
Single- . (Adam et al., 2021) ;
dimension Anthropomorphism (Verhagen et al., 2014) ;
Impressionistic cues; interactive cues Wang (2014)
. i . (Kim et al., 2020); (Ma et
Two- Anthropomorphism vs. Non-Anthropomorphism al., 2023): (Shirai, 2023)
dimension | Anthropomorphism (high vs. low) (H. Chen et al., 2024)
Anthropomorphic cues (visual vs. verbal) (Sah & Peng, 2015)
Anthropomorphism (visual vs. cognitive) (Barney et al., 2022)
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Anthropomorphism (physical vs. psychological) (Niemyjska et al., 2021)
Anthropomorphism (internal vs. external) (Chu et al., 2019)
Anthropomorphic cues (present vs. absent) (Newton et al., 2017)
ZS;SI cues; Identity cues; emotional cues; auditory (Xie et al., 2023)
Multi- Visual cues; Auditory cues; Visual x Auditory cues (Yuan & Dennis, 2019)
dimension | Physical; Emotional; Personality (Alabed et al., 2022)
o . e . (Golossenko et al., 2020) ;

Visual; Moral; Cognitive; Emotion (Dabiran et al., 2024)

The dimensions of anthropomorphic design have also been categorized across multiple dimensions
in recent research. For instance, Yuan & Dennis (2019) demonstrated that anthropomorphic
product displays in online auction contexts can influence consumers' purchase intentions through
visual, auditory, and combined cues, with visual anthropomorphic design playing a more
significant role. Additionally, artificial inteligence agents have been categorized into physical,
emotional, and personality dimensions for anthropomorphic manipulation, establishing a
connection between self-consistency and self-artificial inteligence integration (Alabed et al.,
2022). Xie (2023) further categorized anthropomorphic cues for smart home assistants into visual,
identity, emotional, and auditory dimensions, and developed a dual-path model to examine the
influence of anthropomorphic design on infteraction satisfaction. Moreover, Dabiran (2024)
explored how followers' perceptions of trustworthiness and quasi-social relationships with virtual
influencers, as well as their purchase intentions, are influenced by categorizing virtual influencers
on social media into anthropomorphic dimensions such as appearance, moral virtues, cognitive
experiences, and conscious emotions. However, it is important to note that some multidimensional
scales of anthropomorphic design have not been empirically tested as extensively as single-
dimensional scales.

4 The effect of anthropomorphic design on consumer emotions

The process by which anthropomorphic design influences consumer mood is complex and
multidimensional, shaped by various factors, including the context of the anthropomorphic stimuli
and the variables linking anthropomorphism to consumer mood (see Figure 1). Anthropomorphic
design involves nonhuman objects, such as brands, products, advertisements, natural
environments, and artificially inteligent agents, engaging in social interactions with consumers
(Khan et al., 2023). In marketing, anthropomorphic design is used to mimic human external
features, internal perceptions, and social behaviors, thereby enhancing consumers' perceptions of
real interpersonal emotional communication patterns (Golossenko et al., 2020). This perception
can be cultivated through anthropomorphic design cues within the marketing mix, including
product design attributes, brand image, pricing, packaging. celebrity endorsements, and even
the conversational style of personnel (H. Chen et al., 2024). Yuan & Dennis (2019) found that giving
a product human-like attributes, such as appearance or voice, can increase consumers' perceived
value and evoke positive emotions towards the product. Additionally, when a brand, product
image, or advertisement is anthropomorphized, consumers may attribute human qualities to these
objects, fostering emotional intimacy (Chu et al., 2019). Anthropomorphic design can also
enhance consumers' perceptions of social interactions, leading to positive consumer responses
(Kim et al., 2020). For instance, using anthropomorphic imagery or scenarios in advertisements can
capture viewers' attention, evoke warmth (Jeong & Kim, 2021), build frust, and create
psychological closeness (H. Chen et al., 2024). These emotionally positive responses contribute to
increased brand favorability, which subsequently encourages consumption behavior (Jeong &
Kim, 2021). Furthermore, Chen (2021) study indicated that anthropomorphic product design can
elicit empathetic responses from consumers, which may help reduce food waste.
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Figure 1. the effect of anthropomorphic design on consumer emotions

Previous research indicates that incorporating anthropomorphic design cues in nature can foster
an emotional connection between consumers and the environment, thereby enhancing their
willingness to protect it (Tam et al., 2013). Similarly, anthropomorphic design can improve
consumers' emotional experiences by making non-human objects more comprehensible and
easier to use. For instance, anthropomorphic cues such as friendly voices, human-like expressions,
or anthropomorphic interfaces in Al agents or smart home products can reduce users'
technological fear, increasing comfort and satisfaction (Xie et al., 2023). Furthermore,
anthropomorphic design in Al not only reduces cognitive load and aligns with consumers' sense of
self-consistency with Al, thus triggering positive emotional responses (Alabed et al., 2022) but also
enhances the overall user experience (Chiang et al., 2022). However, the effect of
anthropomorphic design on consumer emotions is influenced by cultural context. For example,
Baskentli (2023) study showed that collectivist consumers prefer anthropomorphic products more
than non-collectivist consumers. This preference is not only related to individual anthropomorphic
tendencies but also to the type of product, as Feng (2016) study revealed that hedonic products
are more suitable for anthropomorphic communication than utilitarian products. In addition,
anthropomorphic designs do not always have a positive impact on consumer emotions. In some
cases, excessive or inappropriate anthropomorphic design may trigger negative consumer
emotions such as fear, embarrassment, discomfort, or scepticism (Ding et al., 2022). These negative
emotions may stem from the fact that the anthropomorphic object does not behave in a way that
is consistent with consumer expectations or social norms, leading to consumer resistance to the
product or brand. Thus, the mechanisms and boundary effects of anthropomorphic design on
consumer emotions are complex. While it can enhance emotional connection, user experience,
and reduce loneliness and negative emotions by fostering emotional bonds and social
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connections, thereby increasing overall well-being and encouraging positive consumer behaviors,
and it can also frigger negative reactions. These negative outcomes may arise from
anthropomorphic design styles, the degree of anthropomorphism that fails o meet consumer
expectations, or differences in cultural backgrounds.

5 Conclusion

This study reviews the effects of anthropomorphic design on consumer emotions by
analyzing the concepts and mechanisms of anthropomorphism, as well as the variable dimensions,
revealing the mechanisms by which anthropomorphic design can improve emotional responses
by friggering consumers' empathy, emotional resonance, intimacy, and perception of social
presence in a variety of contexts. However, the efficiency of such designs is heavily determined by
individual consumer preferences and situational conditions. In some cases, excessive or
inappropriate anthropomorphic design may elicit negative emotions such as fear, embarrassment,
discomfort, or scepticism, leading to consumer resistance to a brand or product; however, the
literature in this area is too thin, so future research could focus more on why and how
anthropomorphic design can have negative consequences. Second, because current
anthropomorphic design dimensions are primarily focused on two-dimensional comparisons and
lack mulfi-dimensional validation, future research should focus on multi-dimensional
anthropomorphic design strategies that integrate multiple design elements such as visual, verbal,
emotional, and interactive to further enhance consumers' emotional responses. Meanwhile, more
relevant variables are being found and empirically evaluated in various scenarios to better
understand the mechanism of anthropomorphic design effects on consumer emotions.
Furthermore, empirical investigations must be undertaken in various cultural contexts to show the
impact of cultural differences on customer responses, investigate further boundary constraints of
anthropomorphic design, and explain its area of use. When applying anthropomorphic design,
enterprises and designers must carefully consider the functional attributes of products as well as
consumers' psychological expectations to avoid triggering negative emotions because of
excessive anthropomorphism, which affects consumers' attitudes and behaviors.

Acknowledgments

We thank the anonymous reviewers for their useful suggestions.
Funding Details

This work has received no funding.

Authors Contributions

All authors have contributed to this publication through information, data findings, writing, and
editing conftributions.

Conflict of Interest

There is no conflict of interest associated with this publication.

209 | Page



Voice of Academia Vol. 21, Issue (2) 2025

References

Adam, M., Wessel, M., & Benlian, A. (2021). Al-based chatbots in customer service and there.
effects on user compliance. Electronic Markets, 31(2), 427-445.
https://doi.org/10.1007/s12525-020-00414-7

Aggarwal, P., & McGill, A. L. (2007). Is That Car Smiling at Me?2 Schema Congruity as a Basis for.
Evaluating Anthropomorphized Products. Journal of Consumer Research, 34(4), 468-479.
https://doi.org/10.1086/518544

Alabed, A., Javornik, A., & Gregory-Smith, D. (2022). Al anthropomorphism and its effect on users’.
self-congruence and self-Al integration: A theoretical framework and research agenda.
Technological Forecasting and Social Change, 182, 121786.
https://doi.org/10.1016/j.techfore.2022.121786

Barney, C., Hancock, T., Esmark Jones, C. L., Kazandjian, B., & Collier, J. E. (2022). Ideally human-
ish: How anthropomorphized do you have to be in shopper-facing retail technology?2 Journal
of Retailing, 98(4), 685-705. https://doi.org/10.1016/].jretai.2022.04.001

Baskentli, S., Hadi, R., & Lee, L. (2023). How culture shapes consumer responses fo.
anthropomorphic products. International Journal of Research in Marketing, 40(3), 495-512.
https://doi.org/10.1016/].ijresmar.2023.06.005

Blut, M., Wang, C., Winderlich, N. V., & Brock, C. (2021). Understanding anthropomorphism in.
service provision: A meta-analysis of physical robots, chatbots, and other Al. Journal of the
Academy of Marketing Science, 49(4), 632-658. https://doi.org/10.1007/s11747-020-007 62-y

Chang, C.-T., Lee, H.-C., Lee, Y., & Wang, T.-P. (2023). "I Doubt It Works!” the negative impacts of.
anthropomorphizing healthcare products. Journal of Business Research, 164, 114008.
https://doi.org/10.1016/j.jousres.2023.114008

Chen, H., Shao, B., Yang, X., Kang, W., & Fan, W. (2024). Avatars in live streaming commerce: The.
influence of anthropomorphism on consumers’ willingness to accept virtual live streamers.
Computers in Human Behavior, 156, 108216. https://doi.org/10.1016/j.chb.2024.108216

Chen, T., Razzag, A., Qing. P., & Cao, B. (2021). Do you bear to reject them? The effect of.
anthropomorphism on empathy and consumer preference for unattractive produce. Journal
of Retailing and Consumer Services, 61, 102556.
https://doi.org/10.1016/j.jretconser.2021.102556

Chiang, A.-H., Trimi, S., & Lo, Y.-J. (2022). Emotion and service quality of anthropomorphic robofs.
Technological Forecasting and Social Change, 177, 121550.
https://doi.org/10.1016/j.techfore.2022.121550

Chu, K., Lee, D.-H., & Kim, J. Y. (2019). The effect of verbal brand personification on consumer.

evaluation in advertising: Internal and external personification. Journal of Business Research,
99, 472-480. https://doi.org/10.1016/].jbusres.2017.11.004

210 | Page



Voice of Academia Vol. 21, Issue (2) 2025

Dabiran, E., Farivar, S., Wang, F., & Grant, G. (2024). Virtually human: Anthropomorphism in virtual
influencer marketing. Journal of Retailing and Consumer Services, 79, 103797.
https://doi.org/10.1016/j.jretconser.2024.103797

De Bondt, C., Van Kerckhove, A., & Geuens, M. (2018). Look at that body! How anthropomorphic.
package shapes systematically appeal to consumers. International Journal of Advertising,
37(5), 698-717. https://doi.org/10.1080/02650487.2018.1470919

Ding, A., Lee, R. H., Legendre, T. S., & Madera, J. (2022). Anthropomorphism in hospitality and.
tourism: A systematic review and agenda for future research. Journal of Hospitality and
Tourism Management, 52, 404-415. https://doi.org/10.1016/j.jhtm.2022.07.018

Epley, N., Waytz, A., & Cacioppo, J. T. (2007). On seeing human: A three-factor theory of.
anthropomorphism. Psychological Review, 114(4), 864-886. https://doi.org/10.1037/0033-
295X.114.4.864

Feng, W. (2016). When lonely people encounter anthropomorphic products. Social Behavior and.
Personality: An International Journal, 44(10), 1649-1660.
https://doi.org/10.2224/sbp.2016.44.10.1649

Golossenko, A., Pillai, K. G., & Aroean, L. (2020). Seeing brands as humans: Development and.
validation of a brand anthropomorphism scale. International Journal of Research in
Marketing, 37(4), 737-755. https://doi.org/10.1016/j.ijresmar.2020.02.007

Gursoy, D., Chi, O. H., Lu, L., & Nunkoo, R. (2019). Consumers acceptance of artfificially intelligent.
(Al) device use in service delivery. International Journal of Information Management, 49, 157-
169. https://doi.org/10.1016/j.ijinforgt.2019.03.008

Hudson, S., Huang, L., Roth, M. S., & Madden, T. J. (2016). The influence of social media.
interactions on consumer—brand relationships: A three-country study of brand perceptions
and marketing behaviors. International Journal of Research in Marketing, 33(1), 27-41.
https://doi.org/10.1016/].ijresmar.2015.06.004

Jeong, H. J., & Kim, J. (2021). Human-like versus me-like brands in corporate social responsibility:
The effectiveness of brand anthropomorphism on social perceptions and buying pleasure of
brands. Journal of Brand Management, 28(1), 32-47. https://doi.org/10.1057/s41262-020-
00212-8

Khan, F. M., Anas, M., & Uddin, S. M. F. (2023). Anthropomorphism and consumer behaviour: A.
SPAR-4-SLR protocol compliant hybrid review. International Journal of Consumer Studies,
ijcs.12985. https://doi.org/10.1111/ijcs. 12985

Kim, T., Sung, Y., & Moon, J. H. (2020). Effects of brand anthropomorphism on consumer-brand.
relationships on social networking site fan pages: The mediating role of social presence.
Telematics and Informatics, 51, 101406. https://doi.org/10.1016/j.tele.2020.101406

Li, X., & Sung, Y. (2021). Anthropomorphism brings us closer: The mediating role of psychological

distance in User-Al assistant interactions. Computers in Human Behavior, 118, 106680.
https://doi.org/10.1016/j.chb.2021.106680

211 | Page


https://doi.org/10.1016/j.tele.2020.101406

Voice of Academia Vol. 21, Issue (2) 2025

Ma, J., Tu, H., Zhou, X., & Niu, W. (2023). Can brand anthropomorphism trigger emotional brand
attachment? The Service Industries Journal, 43(7-8), 555-578.
https://doi.org/10.1080/02642069.2021.2012163

Mourey, J. A., Olson, J. G., & Yoon, C. (2017). Products as Pals: Engaging with Anthropomorphic
Products Mitigates the Effects of Social Exclusion. Journal of Consumer Research, ucx038.
https://doi.org/10.1093/jcr/ucx038

Moussawi, S., Koufaris, M., & Benbunan-Fich, R. (2021). How perceptions of inteligence and
anthropomorphism affect adoption of personal intelligent agents. Electronic Markets, 31(2).
343-364. https://doi.org/10.1007/512525-020-00411-w

Murphy, J., Gretzel, U., & Pesonen, J. (2019). Marketing roboft services in hospitality and tourism:
The role of anthropomorphism. Journal of Travel & Tourism Marketing, 36(7), 784-795.
https://doi.org/10.1080/10548408.2019.1571983

Newton, F. J., Newton, J. D., & Wong, J. (2017). This is your stomach speaking: Anthropomorphized
health messages reduce portion size preferences among the powerless. Journal of Business
Research, 75, 229-239. https://doi.org/10.1016/].jbusres.2016.07.020

Niemyjska, A., Myslinska-Szarek, K., & Cantarero, K. (2021). Friends are not to be eaten Children
are reluctant to eat cookies that share physical and psychological human features due to
their desire to relate to the food. Appetite, 161, 105121.
https://doi.org/10.1016/j.appet.2021.105121

Puzakova, M., Kwak, H., & Rocereto, J. F. (2013). When Humanizing Brands Goes Wrong: The
Detrimental Effect of Brand Anthropomorphization amid Product Wrongdoings. Journal of
Marketing, 77(3), 81-100. https://doi.org/10.1509/jm.11.0510

Sah, Y. J., & Peng, W. (2015). Effects of visual and linguistic anthropomorphic cues on social
perception, self-awareness, and information disclosure in a health website. Computers in
Human Behavior, 45, 392-401. https://doi.org/10.1016/j.chb.2014.12.055

Sharma, M., & Rahman, Z. (2022). Anthropomorphic brand management: An integrated review
and research agenda. Journal of Business Research, 149, 463-475.
https://doi.org/10.1016/j.jousres.2022.05.039

Shirai, M. (2023). The Role of Anthropomorphism in Consumer Evaluations of Sustainable Products:
A Research Note. Journal of Sustainable Marketing, 1-10. https://doi.org/10.51300/JSM-2023-
99

Tam, K.-P., Lee, S.-L., & Chao, M. M. (2013). Saving Mr. Nature: Anthropomorphism enhances
connectedness to and protectiveness toward nature. Journal of Experimental Social
Psychology, 49(3), 514-521. https://doi.org/10.1016/j.jesp.2013.02.001

Verhagen, T., Van Nes, J., Feldberg, F., & Van Dolen, W. (2014). Virtual Customer Service Agents:

Using Social Presence and Personalization to Shape Online Service Encounters. Journal of
Computer-Mediated Communication, 19(3), 529-545. https://doi.org/10.1111/jcc4.12066

212 | Page



Voice of Academia Vol. 21, Issue (2) 2025

Xie, Y., Zhu, K., Zhou, P., & Liang, C. (2023). How does anthropomorphism improve human-Al.
interaction satisfaction: A dual-path model. Computers in Human Behavior, 148, 107878.
https://doi.org/10.1016/j.chb.2023.107878

Yang, L. W., Aggarwal, P., & McGill, A. L. (2020). The 3 C’s of anthropomorphism: Connection,
comprehension, and competition. Consumer Psychology Review, 3(1), 3-19.
https://doi.org/10.1002/arcp.1054

Yuan, L. (lvy), & Dennis, A. R. (2019). Acting Like Humans2 Anthropomorphism and Consumer’s.

Willingness to Pay in Electronic Commerce. Journal of Management Information Systems,
36(2), 450-477. https://doi.org/10.1080/07421222.2019.1598691

213 | Page






%NIVERSITI
« EKNOLOGI
=

MARA

ISSN: 2680-7840






