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ABSTRACT 
 

Anthropomorphism has been for long known as a phenomenon that is enrooted in 

mankind’s history. Its presence and importance are undeniable as it has been noticed 

in several fields, ranging from religion to marketing. In marketing, Brand 

Anthropomorphism has been for long used by marketing professionals in brand 

positioning strategies and as a key resource to instigate identification and 

establishment of meaningful relationships between consumers and brands.  

Among others, successfully implementing Brand Anthropomorphism strategies may 

lead to Consumer Brand Identification, Brand Advocacy and Consumer Brand 

Engagement. Not only  these concepts have been proved by other scholars to be 

somehow related to one another, but they have also obtained increasing attention of 

marketers as they were found to enable brands to build open ended relationships with 

their consumers as well to increase valuable collaboration between the two parts. 

Given that the way consumers connect with each other and with brands in this data 

driven era has evolved at a global scale, being able to reach and interact with a broader 

audience in a significant way and at multiple levels becomes crucial. 

Hence, this study aimed to understand if Brand Anthropomorphism could have an 

influence on Consumer Brand Identification, Brand Advocacy and Consumer Brand 

Engagement on social, but also, having Consumer Brand Identification as a mediator 

in the relationship with the last two. By running a survey among 300 consumers, it was 

found that Brand Anthropomorphism does have a positive influence on all the others 

constructs that compose the proposed framework and that Consumer Brand 

Identification might as well have a role as a mediator. The present study contributes 

significantly with  the existing literature and provides as well guidance to brands that 

aspire to stand-out among its consumers in a constantly evolving digital driven 

business context. The findings strongly suggest that brands invest in their social media 

platforms presence as well as in a humanized communication style as a way to trigger 

anthropomorphism among its audience. 

 

KEY WORDS: Brand, Marketing, Brand Anthropomorphism, Consumer Brand 
Identification, Brand Advocacy, Consumer Brand Engagement 
 



 

RESUMO  
 

Antropomorfismo é um fenômeno conhecido há bastante tempo por estar enraizado 

na história da humanidade. Sua importância é inegável, uma vez que sua presença 

pode ser  notada nos mais variados campos que vão da religião ao marketing. No 

marketing, percebe-se que o  antropomorfismo de marca é comumente usado em 

estratégias de posicionamento de marca bem como um recurso chave para 

desenvolver identificação e relacionamentos profundos entre consumidores e marcas. 

A implementação bem-sucedida de uma estratégia de antropomorfismo de marca 

pode levar à identificação do consumidor com a marca, promoção da marca e 

engajamento com a marca, entre outros benefícios. Diferentes estudiosos não apenas 

já demonstraram que esses conceitos estão relacionados de alguma forma entre si, 

mas têm também voltado grande parte de sua atenção a eles, visto que estes 

construtos possibilitam que marcas construam relacionamentos abertos com seus 

consumidores e encontrem formas de aumentar a colaboração entre as duas partes. 

Dado que a maneira como os consumidores se  conectam evoluiu em uma escala 

global, é essencial, portanto, que se possa cada vez mais alcançar e interagir com um 

público mais amplo de forma significativa e em níveis variados. 

Assim, este estudo tem como objetivo compreender se o antropomorfismo de marca 

é capaz de influenciar a identificação do consumidor com a marca, a promoção da 

marca e o envolvimento do consumidor com a marca em mídias sociais. Além disso, 

este estudo pretende analisar se a identificação do consumidor com a marca pode 

atuar como mediador no relacionamento do antropomorfismo de marca com os 

demais construtos mencionados. Através de uma pesquisa com  300 consumidores, 

verificou-se que o antropomorfismo da marca tem influência positiva em todos os 

demais construtos que compõem o framework proposto e que a identificação da marca 

do consumidor pode atuar como mediadora. Por fim, o presente estudo fornece 

orientações para marcas que almejam a se destacar entre seus consumidores em um 

contexto de negócios impulsionado por uma constante e rápida revolução digital. As 

conclusões e os resultados sugerem fortemente que as marcas invistam em sua 

presença em mídias sociais, bem como em seu estilo de comunicação, a fim de torná-

lo mais humanizado e instigar o antropomorfismo entre seu público. 

 
PALAVRAS CHAVE: Marcas, Marketing, Antropomorfismo de Marca, Identificação 
com a Marca, Engajamento do Consumidor com a Marca, Advocacia de Marca 
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1. Introduction  

Since the early days of its existence, mankind has tried to give a meaning and 

to, somehow, connect to the external world that surrounds it. From assigning human 

features to deities to giving names to pets and personal objects (EPLEY; WAYTZ; 

CACIOPPO, 2007), human beings have been long known for doing so as a way to 

legitimize their relationship with the unknown world (FOURNIER,1998). This cultural 

phenomenon of attributing human qualities to nonhuman agents is called 

anthropomorphism (FOURNIER, 1998; DELBAERE; MCQUARRIE; PHILLIPS, 2011) 

and, not only has it for long taken part in humanity’s history, but in marketing’s practices 

as well (TUŠKEJ; PODNAR, 2018a). 

Anthropomorphism is a marketing resource frequently used in brand positioning 

strategies (PUZAKOVA; KWAK, 2017) and, as stated by Aaker (1991) and Fournier 

(1998), it plays a decisive role in building meaningful relationships between consumers 

and brands. According to scholars, the use of this resource is a way to validate a brand 

as a partner and is perceived as an effective and spontaneous way of building stronger 

and personal relationships with nonhuman agents and objects (FOURNIER, 1998; 

VIDAL, 2007) as it is capable of enabling the fulfilment of humans’ need for 

identification (STOKBURGER-SAUER; RATNESHWA; SEN, 2012; MACINNIS; 

FOLKES, 2017; TUŠKEJ; PODNAR, 2018a) and facilitates the interactions between 

human-beings and  the material world (FOURNIER, 1998).  

One of the oldest and most obvious attempts from the organizations to instigate 

Brand Anthropomorphism is to have a spokescharacter to promote the brand on behalf 

of the company (DELBAERE; MCQUARRIE; PHILLIPS, 2011) – as it can be observed 

in the worldwide known cases of the M&M candy characters (DELBAERE; 

MCQUARRIE; PHILLIPS, 2011) and the Michelin Man (DELBAERE; MCQUARRIE; 

PHILLIPS, 2011; MACINNIS; FOLKES, 2017). However, as time evolved and 

consumers started to demonstrate an increasing resistance to spokescharacters and 

other generic explicit ways to trigger anthropomorphism (DELBAERE; MCQUARRIE; 

PHILLIPS, 2011), brands started to incorporate Brand Anthropomorphism in different 

ways in their marketing strategies.  Strategies such as visually portraying products or 
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brands engaged in human behaviors and other personification metaphors, for 

instance, have gained more visibility once they were said to be more efficient and to 

bring more positive outcomes to the organizations nowadays (DELBAERE; 

MCQUARRIE; PHILLIPS, 2011). 

Nike, for example, found a way of having incredibly loyal customers simply by 

building a strong brand personality without having a brand character (CALABRO, 

2014). In 2015, Coca-Cola, in turn, saw its soft-drink sales rise for the first time in the 

United States since the year 2000 after putting the 250 most popular names among 

teenagers and Millennials on its bottles (FORBES, 2016). Google, at last, has been 

using a quite simplified design with an innocent look for its self-driving cars as a way 

to help putting riders at ease, enhancing their trust and reducing their fears (FORBES, 

2016).  

Moreover, considering how much the use of the internet and social media has 

impacted the way we communicate, connect and interact along the years (TUŠKEJ; 

PODNAR, 2018a), companies have been progressively shifting their focus towards 

building relationships with its audience through digital platforms (SANZ-BLAS;  BIGNÉ; 

BUZOVA, 2019) as a way to effectively achieve an outstanding omnichannel approach 

to the market. Marketers, then, have been constantly focusing on value co-creation, 

intangibility and open-ended relationships between consumers and their brands 

(VARGO; LUSCH, 2004). An illustration of it is the Crocs case when entering the 

Brazilian market with the launch of a campaign on social media in which a humanized 

brand character shares pictures of himself on vacation around the country and 

incentivizes consumers to do the same. As a result, in a matter of two weeks, Crocs 

increased its popularity on Facebook by 45%, reached more than 3.700 followers on 

Twitter and had a successful opening of its stores across Brazil (EXAME, 2011). 

Hence, it is evident that since the boom of the internet in the late 1990’s, 

marketers have been interested in how to build brands online as well as online brands 

(KELLER, 2016). The fact that consumers nowadays entwine their offline and online 

activities through social media enhance the implications that digitalization has for 

marketing professionals (WILK; HARRIGAN; SOUTAR, 2018).  Besides, given that the 

world has been more digitally connected than ever before, having witnessed an 

impressive takeover of the era of “soaring flows of data and information” (MCKINSEY 



 
 

14 

GLOBAL INSTITUTE, 2016) as well as a consecutively increasing number of people 

plugged in social media platforms – from 0.97 billion user in 2010 to approximately 

2.96 billions in 2020 (STATISA, 2019) – the significance of understanding how brands 

approach this subject together with how they manage consumer relationships through 

digital channels are unquestionable research priorities (KELLER, 2016).  

In overall, in the related literature, it is observed that, when successfully 

implemented, Brand Anthropomorphism strategies may accrue several valuable 

competitive advantages to the organizations. Some theories, for instance have shown 

that perceiving and positively relating to a humanized brand or product can lead to 

benefits  such as brand loyalty (CHANDLER; SCHWARZ, 2010; MACINNIS; FOLKES, 

2017; TUŠKEJ; PODNAR, 2018b); affection for the company (WANG et al., 2007); 

tendency to have consumers voluntarily forming long-term relationships with the brand 

through Brand Identification (STOKBURGER-SAUER; RATNESHWA; SEN, 2012; 

TUŠKEJ; PODNAR, 2018b); increased propensity to spread positive word of mouth 

about the brand (MACINNIS; FOLKES, 2017) – which at a superior stage can also be 

characterized as Brand Advocacy (FULLERTON, 2005; KELLER, 2007); higher and 

stronger engagement of consumers on the brand’s social media accounts (TUŠKEJ; 

PODNAR, 2018a). 

Furthermore, not only Brand Anthropomorphism, but also Consumer Brand 

Identification itself has been proved to have an effect on the last two benefits 

aforementioned – Brand Advocacy and Consumer Brand Engagement – which, lately, 

have been drawing the attention of scholars and marketing experts due to their 

increasing relevance to the organizations in a data driven world as well (KELLER, 

2007).  Brand Advocacy, in a digital context, has a broad reach when influencing other 

consumers’ perceptions of a brand. In turn, Consumer Brand Engagement in a social 

media context offers a more affordable and unique way for brands to engage with 

consumers in deep and meaningful levels at a large scale (DESSART, 2017).  

As for the overall relevance of the three concepts previously cited, it can be 

stated that Consumer Brand Identification is said to be a trigger for consumers to 

connect and spontaneously stablish long lasting relationships with brands as it allows 

them to reinforce and express their self-identities as well as to differentiate themselves 

as individuals (ESCALAS; BETTMAN, 2003). Brand Advocacy, in turn, has a long-
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standing importance in marketing as it is known as the most important source of 

information for consumers (KELLER, 2007). The concept is also  said to drive two-

thirds of business globally and is recognized by several big companies to be closely 

related to driving brands growth and vibrance among its customers (KELLER, 2007). 

Finally, when it comes to Consumer Brand Engagement, the concept has been mainly 

characterized as a powerful way to increase brand relationships, which could later 

affect consumer’s brand trust, commitment, loyalty (DESSART, 2017) and advocacy 

(KELLER, 2007). 

Moreover, not only do the concepts aforementioned have a notable value in the 

relationship marketing domain as a common point, but also, the lack of sufficient 

studies on their definition and implications for the brands is another shared aspect 

between them. For instance, Aggarwal and McGill (2012) and Tuškej and Podnar 

(2018a) argue that despite being widely acknowledged as an important and often used 

marketing resource, it is still surprising that little academic research has been 

developed on Brand Anthropomorphism and its main outcomes for the organizations. 

Additionally Hart, Jones, and Royne (2013) state that due to being insufficiently 

conceptualized until now, Brand Anthropomorphism has been then poorly managed 

and under-exploited by the organizations (TUŠKEJ; PODNAR, 2018a), especially, 

when it comes to its use and impact on digital marketing efforts, such as social media.  

For Consumer Brand Identification there is an urge to fill gaps regarding 

deepening the investigation and understanding of its antecedents and effects.  In 

academic researches (PODNAR; GOLOB; JANČIČ, 2011) scholars call for more 

precise researches on consumer’s identification with brands regardless of the 

existence of a formal bond between the consumer and the brand (BHATTACHARYA; 

SEN, 2003; ELBEDWEIHY; JAYAWARDHENA, 2014; TUŠKEJ; PODNAR, 2018a)  

(e.g. through memberships programs). Yet, some authors stress  the importance to 

further investigate Consumer Brand Identification antecedents and consequences 

(STOKBURGER-SAUER; RATNESHWA; SEN, 2012; ELBEDWEIHY; 

JAYAWARDHENA, 2014). Again, just as seen in the literature about Brand 

Anthropomorphism, the consequences caused by Consumer Brand Identification to 

brands present an even greater gap when it comes to its impact on digital marketing 

and social media strategies.  
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Finally, for Brand Advocacy and Consumer Brand Engagement the gaps can 

me quite similar. Brand Advocacy from a digital perspective, on the other hand is 

perceived as a mis conceptualized and not so clear concept with a huge potential still 

to be unleashed (WILK; HARRIGAN; SOUTAR, 2018). For Consumer Brand 

Engagement on social media there are several ongoing discussions around its 

conceptualization and antecedents. 

 Thus, given the relations among the variables mentioned above as well as their 

relevance to the academy, this study proposes a framework in which, by testing 

hypothesis by hypothesis, Brand Anthropomorphism is an independent variable that 

triggers Brand Advocacy and Consumer Brand Engagement having Consumer Brand 

Identification as a mediator of each relation. Finally, this study also proposes that 

Brand Advocacy would potentially  have a positive impact on Consumer Brand 

Engagement and vice-versa. Most importantly, the aim of the present study is to 

analyze the aforementioned relations among the variables in a digital context. As the 

framework proposed has not been tested before in none of researches that compose 

the literature consulted to elaborate the current study and, provided the magnitude of 

digitalization for businesses nowadays, the purpose of this study is to enlighten 

marketers in their digital marketing practices and how they build relationships between 

their brands and consumers, so that it becomes a critical business differential for the 

success of companies. 
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2. Literature Review 
 

2.1 Relationship Marketing and the Online Context 

According to Fournier (1998), the relationship metaphor prevails contemporary 

marketing from its thoughts to its practices. In her study, the author stated that brand-

relationship full understanding can only be reached through the consideration of the 

large whole in which the relationship is in ingrained. In other words, brand-relationship 

is phenomena that implies a holistic analysis approach (FOURNIER,1998).  

 

The importance of this concept is undeniable as it was found that consumers do 

not merely choose brands, but choose lives given that “brands cohere into systems 

that consumers create not only to aid in living but also to give meaning to their lives” 

(FOURNIER,1998). Once the chosen brands provide a sense of ego significance to 

consumers or provide them with a feeling of goal compatibility or some sort of 

identification, then they are able to build meaningful relationships with their consumers 

(FOURNIER, 1998). 

 

Considering an online context, the brand-relationship dynamic suffers some 

changes. With the internet mediating the relationship between consumers and 

companies, a non-face-to-face setting is required (STEINHOFF; ARLI;  WEAVEN; 

KOZLENKOVA, 2019) Besides, as previously mentioned in the introduction, the 

strategies for engaging consumers nowadays have been progressively enhancing and, 

in an online environment, the demand for thinking outside of the box as well as the 

standards for the sophistication of the tools used are even higher. Among the most 

important findings in this domain, it is worth emphasizing that when aiming for 

successful outcomes, online brand-relationships, in comparison with offline ones, tend 

to encompass 5 features: to be more seamless, networked, omnichannel, personalized 

and anthropomorphized (STEINHOFF; ARLI;  WEAVEN; KOZLENKOVA, 2019). 
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2.2 Brand Anthropomorphism 

The cognitive process of assigning characteristics, physiognomy traits, 

motivation, emotions or intentions to abstract concepts, events, objects and non-

human agents is described by a concept named Anthropomorphism (AGGARWAL; 

MCGILL, 2007; EPLEY; WAYTZ; CACIOPPO, 2007). It is worth emphasizing, 

however, that Anthropomorphism does not encompasses the mere attribution of 

superficial traits to non-human agents, but, most importantly, of substantial ones, such 

as qualities that turn these agents into a being endowed with elevated mental 

capabilities - such as memory, feelings, intelligence or self-awareness -  similar to 

those presented by human beings Waytz, Heafner and Epley (2014).  

The word Anthropomorphism comes from a combination of two Greek words – 

anthropos and morfe – that translated to English mean human form (TUŠKEJ; 

PODNAR, 2018a  apud GUTHRIE, 1993). Although the term may not sound the most 

familiar in people’s daily vocabulary, anthropomorphizing is a phenomenon that has 

been enrooted in mankind’s history since the dawn of humanity. Anthropomorphizing 

is said to be something that human tend do universally, essentially, in all societies 

(FOURNIER, 1998 apud BROWN, 1991) and through which humans legitimize the 

relationships stablished with objects and non-human agents (FOURNIER, 1998). Still 

according to Fournier, 1998, animism theories dated since 1874 point to human’s felt 

need to anthropomorphize objects as a way to ease their communication with the 

nonmaterial world. Taking this into account then, it has been noticed that, until the 

present days, humans have been constantly anthropomorphizing a wide range of 

things, from religious deities to cartoons; from pets to technological devices; from 

consumer goods to brands and so on. 

Nonetheless, despite this inherent willingness to anthropomorphize non-human 

agents, humans do not anthropomorphize each and every thing that surrounds them, 

neither do they do that in the same proportion as other individuals do nor at a same 

level of intensity to every anthropomorphized agent (EPLEY; WAYTZ; CACIOPPO, 

2007). Not only the degree and frequency of anthropomorphizing may vary according 

to the concerned object or agent  – as it depends on the different stimuli triggered by 

each of them (AGGARWAL; MCGILL, 2007) – but also, according to each individual’s 

personal characteristics. In other words, as reported by Epley; Waytz and Cacioppo 
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(2007) anthropomorphism is subject to variations caused by the perception of each 

party and does not have a single and absolute measure for everyone as, when 

anthropomorphizing, people tend to be influenced by several factors, which can be 

related to their culture; their personality traits; their life stage – age and gender also 

play a role here – and; the environment as well as other temporary aspects that 

surround them in a specific moment in time. 

Furthermore, in agreement with a study conducted by Epley, Waytz and 

Cacioppo (2007), anthropomorphism occurs due to three psychological determinants, 

which are: humans’ need for stablishing and maintaining social connections with other 

human beings; humans’ desire to interact effectively with non-human agents and the 

environment in order to reduce uncertainties and increase control over of the unknown 

and; humans’ need for understanding themselves as well as other beings, who they 

identify as similar to their own selves. 

Although not enough academic research has been developed to fully cover this 

topic (HART; JONES; ROYNE, 2013), in the marketing domain, the existence of 

anthropomorphism has not been only recently discovered (TUŠKEJ; PODNAR, 

2018a). In accordance with consumer psychology researches, Brand 

Anthropomorphism is a well-known concept often used by marketers (AGGARWAL; 

MCGILL, 2007, 2012; MACINNIS; FOLKES, 2017; PUZAKOVA; KWAK, 2017) due to 

findings that point out that consumers are capable of easily addressing lifestyles, 

personality and other personal traits to products and brands (PLUMMER, 2000). 

Moreover, it is known that an anthropomorphized brand or product can lead to greater 

consumer brand identification and to a stronger connection between the brand and 

consumers (MACINNIS; FOLKES, 2017). For instance, in experiments done with 

autonomous vehicles, consumers were found to have greater confidence in 

anthropomorphized vehicles compared to non-anthropomorphized ones (WAYTZ; 

HEAFNER; EPLEY, 2014) as well as to demonstrate a more favorable attitude towards 

an anthropomorphized product rather than a non-anthropomorphized one 

(AGGARWAL; MCGILL, 2012). 

H1: Brand Anthropomorphism positively influences Consumer Brand 

Identification 
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Still, according to MacInnis and Folkes (2017), in marketing, Brand 

Anthropomorphism can be analyzed from three different perspectives: attributing  

human traits such as a name, a gender, physiognomy and so on; granting a human 

mind and; assigning a personality to brands. Thus, as there are several ways to 

stimulate consumers to anthropomorphize a brand or a product, it has also been stated 

that each strategy – whether it is to give a name to a product (e.g. Alexa by Amazon) 

or an accent to a technological service (e.g. Siri by Apple), for instance – cause several 

reactions on and have different consequences for the consumers (MACINNIS; 

FOLKES, 2017). Not all of the results are necessarily entirely positive nor negative, in 

fact, they may vary according to the context as well as the consumer’s distinct views 

on it (AGGARWAL; MCGILL, 2007; CHANDLER; SCHWARZ, 2010; MACINNIS; 

FOLKES, 2017).  

For instance, some of the consequences of Brand Anthropomorphism that are 

related to the framework proposed in the present study and could turn out as key 

competitive advantages to the organizations are: greater willingness to pay higher 

prices for a brand’s products; higher offline (MACINNIS; FOLKES, 2017) and online 

(TUŠKEJ; PODNAR, 2018a) engagement with the brand; increased occurrence of 

"word of mouth" among consumers (MACINNIS; FOLKES, 2017) – which at an 

intensified stage classifies as brand advocacy (SANZ-BLAS;  BIGNÉ; BUZOVA, 2019) 

–; stronger identification between the consumer and the brand (MACINNIS; FOLKES, 

2017; TUŠKEJ; PODNAR, 2018a) and; boost in the consumers’ eagerness to 

cooperate with the brand (AGGARWAL; MCGILL, 2012; STINNETT; HARDY; 

WATERS, 2013) Therefore, it is no surprise that Brand Anthropomorphism can be a 

powerful tool and an ultimate goal to be achieved by marketers (MACINNIS; FOLKES, 

2017). Based on the research above, it was hypothesize that Brand Anthropomorphism 

influences Consumer Brand Identification; Consumer Brand Engagement and; Brand 

Advocacy. 

H2: Brand Anthropomorphism positively influences Consumer Brand 

Engagement on social media;  

H3: Brand Anthropomorphism positively influences Brand Advocacy; 
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2.3 Consumer Brand Identification 

There is a clear need for identification in human nature, which can be driven by 

one or multiple higher-order self-definitional needs that are mainly closely related to 

the need for self-knowledge; for relative uniqueness and the need to feel good about 

oneself (STOKBURGER-SAUER; RATNESHWA; SEN, 2012). Initially, the term 

“identification” - in the sense of an identity based bond between an individual and an 

object of identification - would necessarily imply that the relation stablished involves 

one person and one or more other people (TUŠKEJ; PODNAR, 2018b). However, 

although it has only recently started to be investigated more in depth by marketing 

scholars (TUŠKEJ; PODNAR, 2018b), some authors argue that, not only people do 

stablish a relationship with brands, products and companies, but also that the needs 

drivers in the consumption domain are more intensely related to the feeling of affection 

(FOURNIER, 1998; STOKBURGER-SAUER; RATNESHWA; SEN, 2012; TUŠKEJ; 

PODNAR, 2018b). In today’s consumer culture, there is a growing demand for a stable 

and consistent sense of self (STOKBURGER-SAUER; RATNESHWA; SEN, 2012); for 

perception of congruity between consumers’ and brand’s personalities 

(STOKBURGER-SAUER; RATNESHWA; SEN, 2012); as well as for consumptions 

objects to represent symbols that embody several other meanings that can be used by 

consumers as an extend (BELK, 1988) or as part of their own selves (ESCALAS; 

BETTMAN, 2003). Under those circumstances then, brands are perceived as a 

facilitator for consumers to achieve important identity personal projects and goals 

(STOKBURGER-SAUER; RATNESHWA; SEN, 2012).  

When it comes to consumers identification with a brand and its needs drivers, it 

is said that they are more intimately linked to the consumer’s perception of the brand 

as: a holder of a personality that is similar to his or her own – which can be associated 

to the anthropomorphizing phenomenon – as distinctive; as prestigious and; as a way 

to achieve social benefits (STOKBURGER-SAUER; RATNESHWA; SEN, 2012). In 

general lines, CBI has been commonly defined by marketing academics either as the 

degree of overlap between consumers’ perception of their own personality and a 

brand’s personality (BAGOZZI; DHOLAKIA, 2006; STOKBURGER-SAUER; 

RATNESHWA; SEN, 2012; TUŠKEJ; PODNAR, 2018a, 2018b); as the consumers’ 

psychological state of understanding, feeling, and valuing their belongingness with a 
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brand (LAM; AHEARNE; HU;  SCHILLEWAERT, 2010; TUŠKEJ; PODNAR, 2018a, 

2018b); or as a perceived feeling of oneness with a brand (TUŠKEJ; PODNAR, 2018a, 

2018b).  

Moreover, this identity formation done by consumers through brand association 

has a twofold source (TUŠKEJ; PODNAR, 2018a, 2018b), which in one hand, can be 

linked to a symbolic meaning a brand can have in a social and cultural origin (TUŠKEJ; 

PODNAR, 2018a, 2018b) and, on the other hand, to the direct interaction between the 

consumer and the brand. Anyhow, in both cases, it is noted that the object of 

identification is the brand, which can be either perceived as a symbol of a group or a 

as social unit with its own projected identity	.			

As observed, the different definitions available for Consumer Brand 

Identification not only may be conflicting, but also its origins might have one or two 

distinct sources. Therefore, in accordance with the scales chosen to measure this 

concept in the present study as well as with the objective of this study, Consumer 

Brand Identification is understood as the perceived feeling of oneness with a brand as 

a social unit which has a unique identity and as a symbol of a group. 	

Finally, in line with the framework proposed by the current study, it was also 

noted that, in many studies, CBI has been analyzed as a mediator variable with several 

triggers as potential antecedents, but also, as a bridge to many benefits companies 

and brands could enjoy from in case of a positive perception and relationship from the 

consumers side. In other words, CBI has been found to have as consequences 

competitive advantages such as: Brand Advocacy, Brand Loyalty (STOKBURGER-

SAUER; RATNESHWA; SEN, 2012) and Brand Engagement (STOKBURGER-

SAUER; RATNESHWA; SEN, 2012; TUŠKEJ; PODNAR, 2018a). Besides, in line with 

what has been discussed regarding Brand Anthropomorphism, it was noticed that both 

concepts have Brand Advocacy as a consequence of successful positive perceptions 

from the consumer’s side (STOKBURGER-SAUER; RATNESHWA; SEN, 2012; 

MACINNIS; FOLKES, 2017) and that, Consumer Brand Identification could have not 

only a direct effect on advocacy, but also a bridging role between the two concepts 

(STOKBURGER-SAUER; RATNESHWA; SEN, 2012).  Thus, the present study aims 

to analyze the potential role of CBI as a mediator, this time, having Brand 
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Anthropomorphism as its main antecedent and having Brand Advocacy, in the digital 

field, as a potential result. 

H4: Brand Anthropomorphism positively influences Brand Advocacy through 

Consumer Brand Identification; 

H5: Consumer Brand Identification positively influences Brand Advocacy; 

2.4 Consumer Brand Engagement 

In the current society, the way we communicate and interact has changed and 

evolved at a fast pace (TUŠKEJ; PODNAR, 2018a). Thus, organizations recognize 

that it is no longer feasible to develop, launch and succeed in the market – either as a  

brand, a service or a product – solely and detached from its consumers (PRAHALAD; 

RAMASWAMY, 2004; TUŠKEJ; PODNAR, 2018a). Brodie, Hollebeek, Juric and  Ilic 

(2011) were some of the scholars who perceived this evolution in the way we 

communicate and concluded that as consumers connect with other focal agents - such 

as brands - at a global and shattered scale, to foster interactive co-creative 

experiences is the key to engage. 

Lately, in marketing, co-creation has been understood to be the ultimate way to 

create value in the consumer-company interaction flow (PRAHALAD; RAMASWAMY, 

2004; BRODIE et al., 2011). With easy access to technological devices as well as to 

new communication tools - most of them online ones - consumers are more connected 

and interact more than ever before. Consumers nowadays claim for transparency, feel 

empowered to be heard and make a change whenever there is the need to do so, but 

most importantly, when something dissatisfies them. Therefore, companies that 

successfully capture the importance and urge to co-create are unlocking crucial 

sources of competitive advantages (PRAHALAD; RAMASWAMY, 2004). Vivek, Beatty 

and Morgan (2012) then, declared that this kind of interaction between customers and 

companies - or brands - that transcends the purchase and also manages to 

encompass an emotional connection approach is characterized as Consumer 

Engagement. In addition, Keller (2013), in line with the aforementioned, states that 

active brand engagement comprises the matter of consumers’ willingness to invest 

their personal resources in the brand – such as time and effort – which differ from the 

ones needed only at the time of the purchase itself, like money. 
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Also, according to some scholars, there is no agreement when it comes to an 

exact definition of the nature of engagement and its role in marketing. Furthermore, it 

is acknowledged by many scholars and marketers the importance of deepening the 

knowledge around this construct (HOLLEBEEK; CONDUIT; BRODIE, 2016).  

Consumer Brand Engagement is perceived as a broad concept which can be grasped 

from a multidimensional perspective - which involves cognitive, affective and 

behavioral dimensions (BRODIE et al., 2011).  While some define this concept as 

repeated interactions that strengthen bonds between a consumer and a brand; others 

explain that it is the intensity of customers participation in a cooperative knowledge 

and learning exchange process with the organization as well as other customers and; 

another last parcel, describes it as a combination of cognitive and emotional elements 

that incorporate individuals feelings and experiences disregarding any kind of 

exchange between them and the company. (VIVEK; BEATTY; MORGAN, 2012) 

For the purpose of the present study and agreeing with the definition chosen by 

Tuškej and Podnar (2018a), from which the scale to measure this variable in a social 

media context was selected, Consumer Brand Engagement is understood as a general 

process that depicts the intensity and strength of the interaction and connection 

between consumers and brands on social media. More specifically, Consumer Brand 

Engagement on social media entails that consumers actively and consciously engage 

and participate in brand activities on social media that go beyond the purchase 

(TUŠKEJ; PODNAR, 2018a). Considering the online circumstances implied by this 

study, only the behavioral magnitude of this construct is taken into consideration, as it 

focuses on how eagerly consumers interact with brands online, in this case, on social 

media platforms(TUŠKEJ; PODNAR, 2018a).  

According to Dessart (2017), social media has a particular relevance in the 

present days as it offers a unique opportunity for companies to strongly engage with 

its consumers in a significant way. With the rise of the internet and the data driven era, 

social media provides brands with the chance to reach, communicate, interact and 

connect with an increasingly broad audience in a multifaceted way (HENNIG-

THURAU; MALTHOUSE; FRIEGE; GENSLER; LOBSCHAT; RANGASWAMY; 

SKIERA, 2010; TUŠKEJ; PODNAR, 2018a). Its importance in the global picture is 

proved by the rapidly growth in its number of users that went from less than 1 billion in 
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2010 to a forecast of over 3 billion in 2021 (STATISA, 2019). Moreover, social media 

platforms precisely describe what is sought to fulfill the purposes of the current study: 

a communication platform context that emphasizes collaboration in a digital 

environment in which relationship elements dominate (VERNUCCIO,2014). Hence, 

these platforms are vast ecosystems that allow consumer-brand constant interaction 

at multiple levels (DESSART, 2017). Finally, some examples of social media channels 

are Facebook, Instagram, YouTube and Flickr (DESSART, 2017) and interactions 

manifests in different ways in each of them, for instance, on Facebook, it is possible to 

create and participate in online brand communities, like and share brand’s posts; 

Instagram allows people to follow brands, comment, like and share their pictures and 

so it goes for several other platforms. 

Concerning the relevance of CBE for the organizations, it is worth to highlight 

some of its antecedents and consequences. Linking CBE to other constructs observed 

in the present study, it was noted in the literature the existence of a strong connection 

between CBE and CBI. Despite the controversy on whether one could influence or be 

influence by the other (TUŠKEJ; PODNAR, 2018a), when, as result of CBI, CBI is said 

to increase CBE behavior online, in other words, this means that consumers tend to 

voluntarily and actively participate in brand’s activities on social media more often 

when they feel associated with them (LAM; AHEARNE;  SCHILLEWAERT, 2012). Also 

Lee, Kim and Kim 2012 found that when identified with a brand, consumers are 

motivated to engage in subsequent online brand community behaviors. Furthermore, 

CBE has been chosen to be studied as a consequence of CBI also for the fact that, 

according to other scholars findings, when analyzed as an antecedent of CBI, only the 

affective dimension seems to have a strong influence on it and, again, in the present 

study, the behavioral dimension is the main target. (TUŠKEJ; PODNAR, 2018a) 

H6: Consumer Brand Identification positively influences Consumer Brand 

Engagement on social media; 

Lastly, the two other constructs analyzed – Brand Anthropomorphism and Brand 

Advocacy – have also been proved to somehow be related to the Consumer Brand 

Engagement. In a research conducted by Tuškej and Podnar (2018a), CBE was shown 

to be positively correlated an influenced by Brand Anthropomorphism as well as to 

have its relation mediated by Consumer Brand Identification. When it comes to Brand 
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Advocacy, according to Keller (2007), it is a “two-way-street” case, as one could either 

impact or be impacted by the other. However, as reported by the author, as an 

antecedent, Brand Advocacy is the strongest and most efficient way to generate to 

produce the highest levels of engagement. 

H7: Brand Anthropomorphism positively influences Consumer Brand 

Engagement on social media through Consumer Brand Identification; 

H8: Brand Engagement positively influences Consumer Brand Advocacy; 

2.5  Brand Advocacy 

According to Keller, 2007, word of mouth advocacy – or brand advocacy –  has 

become the most powerful and effective communication channel for companies 

nowadays due to several factors, but most importantly, to the boom of the internet and 

digitalization of the way the world interacts. A proof of it is that studies conducted by 

some of the biggest consultancy firms, such as McKinsey and Bain and Company, 

show that word of mouth is responsible for moving two-thirds of industries around the 

globe and that brand advocacy can be one of the best predictors of top-line growth of 

a company. Thus, for marketers, Brand Advocacy has, more than ever before, become 

an increasingly important goal and qualified as the new metric of success for the 

organizations (KELLER, 2007). 

 

For some scholars, Brand Advocacy characterizes as a type of investment 

behavior in a way that, when advocating for a brand, the consumer is willing to put its 

own credibility at stake as well as to invest resources such as time and effort on it 

(PARK; MACINNIS, 2006, JILLAPALLI; WILCOX, 2010). For others, as previously 

mentioned, it is defined as a superior stage of word of mouth or strong recommendation 

done by highly involved costumers (FULLERTON, 2005; JONES; TAYLOR, 2007). 

Others even add that, as an important variable in the relationship marketing, advocacy 

is preceded by attachment to and affection for the brand and may as well be considered 

as a soft form of loyalty (FULLERTON, 2005; JONES; TAYLOR, 2007). Essentially, 

brand advocacy is described as a favorable communication about, support for or 

defense of a brand done by the consumer to others (PARK; MACINNIS, 2006, 

KELLER, 2007; WILK; HARRIGAN; SOUTAR, 2018) and; in general lines, Brand 
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Advocacy is understood as being freely given by contented consumers (WILK; 

HARRIGAN; SOUTAR, 2018) 

 

It is often said that when one identifies with a company or brand, one of its key 

outcomes is the promotion of this company or brand to other customers 

(BHATTACHARYA; SEN, 2003; STOKBURGER-SAUER; RATNESHWA; SEN, 2012; 

WILK; HARRIGAN; SOUTAR, 2018). So, in line with the objectives of the present 

study, when linking Brand Advocacy to the concept of Consumer Brand Identification, 

for instance, advocacy is said to take place in a social sphere. This means that, as one 

relates to a brand at a social level, advocacy mainly takes shape either as a 

recommendation of the brand to others or as a defense of the brand when it is attacked 

by others (STOKBURGER-SAUER; RATNESHWA; SEN, 2012) and this is how it can 

expressed as a consequence of CBI (STOKBURGER-SAUER; RATNESHWA; SEN, 

2012).  

 

Furthermore, it has been found that brands can be discussed on average 2.3 

billions times a day. According to Keller (2007), a survey conducted among Americans 

pointed out that, on a regular week, a person participates of 121 word of mouth 

conversations, being that an specific brand tends to be mentioned in 92 of them, having 

some categories mentioned more often than others. This shows how recurrent Brand 

Advocacy can be in people’s lives.  

 

The same study also pointed out to the need of focusing on both, offline and 

online channels. As reported by Wilk, Harrigan and Soutar, (2018), lately there has 

been a growing interest in Online Brand Advocacy, ranging from its conceptualization 

to its measurements. However, although there is  a lot of controversy around whether 

offline and online Brand Advocacy differ from one another or not, fact is that how it is 

defined as well as its dimensions and measures are still unclear and, thus, new studies 

should address this issue in order to better understand how consumers advocate for 

brands online. In some cases, as it is often associated to a viral connected marketing, 

which involves “likes”, “follows”, “recommendations” and “reviews” on digital platforms, 

Online Brand Advocacy can be perceived as closely related to Consumer Brand 

Engagement (WILK; HARRIGAN; SOUTAR, 2018). According to some scholars, 

Brand Advocacy could either be a behavioral result of Consumer Brand Engagement 
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(WILK; HARRIGAN; SOUTAR, 2018) or even a powerful trigger to generate Consumer 

Brand Engagement (KELLER, 2007 apud LABORIER, 2006).  

 

 

H9: Brand Advocacy positively influences Consumer Brand Engagement; 

 

Furthermore, in their study, Wilk, Harrigan and Soutar (2018) found that OBA 

has key features that seem to fit into affective, cognitive and virtual visual dimensions.  

Other findings pointed that simply by stating “I love the brand”, one doesn’t qualify as 

a brand advocate, instead, OBA is instigated by consumers extremely engaged with 

the brand as well as with other consumers and is a multifaceted concept described as 

elaborated, unique and highly informative (WILK; HARRIGAN; SOUTAR, 2018). 

Having all this said, again, it is possible encounter the resemblances between OBA 

and CBE and how are related. Although both concepts have been often mistaken and 

even had their conceptualization overlapped at times, Wilk, Harrigan and Soutar (2018) 

clarify through their analysis that in the case OBA the consumer advocating for the 

brand needs to have experienced the brand as well as to have some sort of ownership. 

Moreover, a difference that popped out between the two concepts relies on the fact 

that, in OBA, consumers seem to give honest and transparent testimonials about the 

brand – being them positive and negative at the same time, if applicable – and in CBE, 

on the other hand, comments about the brand are polarized as either positive or 

negative. 

 

To sum up, although not much clarification about the topic is available, the study 

conducted by Wilk, Harrigan and Soutar (2018) gives us some enlightenment 

regarding the definition of the concept as it describes online brand advocates to be 

information savvy costumers engaging in online costumer to costumer discussions 

about brands, in which they provide positive statements about the brand grounded 

onto affective and loyal characteristics. Lastly, a study conducted by Bilro, Loureiro, 

and  Ali (2018) showed that, in cases of website brands – or brands that own a 

marketplace online in general – Brand Advocacy is perceived as a consequence of a 

deep connection with the brand and is manifested through behaviors such as: repeated 

use of the product or service offered, recommendation and defense of the brand and 

forgiving the brand in case anything goes wrong. 
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Thus, given the lack of precision when it comes to defining and measuring Brand 

Advocacy from an online perspective only, in the present study, the variable has been 

analyzed in accordance to its most popular and general meaning together with the 

insights found in the study conducted by Bilro, Loureiro, and  Ali (2018). In other words, 

it has been defined not only as the promotion – spread of favorable word of mouth – 

of a brand voluntarily done by one individual who is satisfied with the brand to others, 

but also as the attitude of forgiving and offering a new chance whenever something 

goes wrong as well as the willingness to try new products and services from the brand. 
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3. Methodology 
 

The research described in this study aimed to collect data from a sample to further 

be analyzed and then, finally, prove the hypothesis raised from the gap found in the 

literature review.  

 

The methodology chosen can be split in three different stages. The first one 

consisted of collecting secondary data through desk research. In other words, this 

means that, in the first phase, information that was available on academic articles, 

journals, papers, magazines, books, news and so on, have been consulted in order to 

better understand the constructs. Also, in this initial phase another important element 

was found: validated scales utilized by previous scholars that would be later utilized by 

the current study with the purpose of building an online survey to enable testing the 

hypothesis raised. 

 

The second stage consisted of designing the theoretical framework based on the 

literature gap found in the first stage. The framework was designed taking into account 

three other frameworks used in three different previous studies consulted, which were 

merged to achieve the final framework proposed by the present study. One of the 

frameworks used was the one found in a study conducted by Tuškej and Podnar 

(2018a)  where Brand Anthropomorphism and Brand Prestige have been proved to 

have a positive direct influence on Consumer Brand Engagement on Social Media as 

well as a positive influence on Consumer Brand Identification, which was also found to 

have a mediation role between the two first variables and the last one. Another 

framework used was taken from a study conducted by Stokburger-Sauer, Ratneshwa 

and Sen (2012) about the drivers of Consumer Brand Identification, in which the 

authors found, among others, Brand Warmth – which can be related to Brand 

Anthropomorphism (MACINNIS: FOLKES, 2017) – as one of its potential antecedents 

and Brand Advocacy as one of its outcomes. Finally, in two other studies done by 

Tuškej and Podnar (2018b), Brand Anthropomorphism is found to positively influence 

Consumer Brand Identification.  

 

Lastly, the third stage consisted of building and running an online survey to 

measure the relation between the variables and test the hypothesis raised among a 
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selected sample a consumers. The questionnaire aimed to collect around 300 answers 

through an online market research platform called MeSeems. 

 

3.1 Theoretical Framework 
 
 The theoretical framework was built based on constructs that had been 

previously studied and explored by other scholars. In the present framework, the 

constructs that compose it are: Brand Anthropomorphism; Consumer Brand 

Identification; Consumer Brand Engagement and; Brand Advocacy. Brand 

Anthropomorphism is said to be a key marketing tool with a high potential of bringing 

competitive advantages to organizations and the same is true for online Brand 

Advocacy as well as . However, only in the recent years it has started to  have more 

of its potential consequences explored and discussed in details by scholars in the 

academic literature. Thus, given the existence of this gap in the literature, Brand 

Anthropomorphism will be used in the current study with the aim  to explore three of 

its possible outcomes, Consumer Brand Identification, Consumer Brand Engagement 

and Brand Advocacy and whether it would have a direct effect on the last two and/ or 

if its influence on them could also be mediated by the first outcome mentioned.  

 

Having a closer look at its outcomes then, more specifically, at Consumer Brand 

Engagement and Brand Advocacy, the approach chosen to analyze them 

encompasses the digital side of the consumers’ interaction with brands. According to 

a study conducted by McKinsey Global Institute (2016), as globalization has shifted to 

a new phase defined by the flow of data and information, today, reaching a global 

market for much less investment has opened the doors to billions of individuals – even 

in developing economies - to access new horizons. Some numbers that prove it are, 

for instance, the fact that e-commerce is responsible for around 12 percent of the trade 

of goods done worldwide and that millions of small to medium enterprises have 

become exporters thanks to e-commerce marketplaces, which enables them to 

compete with larger multinationals. Thus, as noticed, understanding how consumers 

interact and relate to organizations as well as its brands through digital tools can be 

crucial and can turn out as very beneficial. 
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Regarding the variables involved in the framework, all of them have been 

already tested theoretically and empirically in different frameworks and contexts. For 

instance, Brand Anthropomorphism has been shown to have a positive correlation with 

Consumer Brand Identification, Consumer Brand Engagement and Brand Advocacy 

as an antecedent of those variables separately. Brand Advocacy and Consumer Brand 

Engagement have also been proven to be potential consequences of Consumer Brand 

Identification, being the first one more deeply explored and less controversial than the 

second. The relations mentioned can be seen in previous researches and some of 

them were as well illustrated in conceptual frameworks elaborated by other scholars, 

such as the ones displayed on Figures 1, 2 and 3. 

 

Figure 1 – Conceptual Framework: CBI Antecedents and Consequences 
 

 
(Source: STOKBURGER-SAUER, N.; RATNESHWAR, S.; SEN, S. Drivers of consumer–brand identification. 

International Journal of Research in Marketing, v. 29, n.4, p.406-418, sep. 2012.) 

 

 

 

 

 

 

 

 

 

 



 
 

33 

Figure 2 – Conceptual Framework: Brand Anthropomorphism as an 
Antecedent of CBI 

 
(Source: TUŠKEJ, U. AND PODNAR, K. Exploring selected antecedents of consumer–brand identification. Baltic 

Journal of Management, v. 13, n. 4, p.451-470, may 2018b.) 

 

 

Figure 3 – Conceptual Framework: CBE on social media as an outcome of 
Brand Anthropomorphism having CBI as a mediator 

 

 

 
(Source: TUŠKEJ, U. AND PODNAR, K. Consumers’ identification with corporate brands: Brand prestige, 

anthropomorphism and engagement in social media. Journal of Product & Brand Management, v. 27, n.1, p.3-17, 

2018a.) 
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Finally, based on the literature review and framework analysis, the proposed 

model shown in Figure 4 was elaborated,  illustrating the hypothesized relationships 

between the variables.  

 
Figure 4 – Proposed Framework 
 

 

(Source: Made by the Author) 
 
3.2 Quantitative Research  

In order to test the hypothesis raised, an online survey with 22 questions was 

elaborated on an online market research platform named MindMiners, from which 

after, was set up to go live on MeSeems, MindMiner’s website that does the interface 

with the public – or, in other words, the consumers. On MeSeems, people from all over 

can create a personal profile and, then, have access to several questionnaires that can 

be filled out anonymously in exchange for points that can be redeemed for prizes in 

the future. It is important to emphasize here, that, despite having access to a high 

range of surveys posted on the platform, each profile is able to answer a survey only 

once, which guarantees that each response collected is personal and unique. 

Currently, MeSeems enables organizations and individuals to connect with thousands 

of consumers 24 hours a day and, thus, to obtain answers in a much shorter period of 

time if compared to other methods available.  
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All questions in the survey were mandatory, so, in cases of withdrawals, the 

answers would not be taken into account for further analysis. As the survey was run in 

Brazil, where the official language is Portuguese, all questions were translated from 

English – as they had been originally formulated in the scales chosen  –   to Portuguese 

and had its translation tested in a small sample composed of a group of 10 people in 

order to ensure that its meaning was retained and perfectly understood by Portuguese 

speakers.  

Although the platform has the capability to reach all 5 macro regions of the 

country, a filter was applied before launching the survey so that only consumers from 

the South, Southeast and Center-West of the Brazil would have access to it.  According 

to IBGE, these are the top three regions with the highest percentages of Brazilians 

connected to the internet (HUFFPOST BRASIL, 2015) which has a special relevance 

for this study considering that some of the variables tested – Consumer Brand 

Engagement and Brand Advocacy – imply that the consumer is somehow connected 

to the brand through online platforms or other digital tools. After being aired for 4 days, 

300 answers were collected and an Excel file was generated compiling all the data 

gathered from the survey.  

The survey was split in different blocks, that together summed up to 6 with 

different data collection purposes each. The first one consisted of one simple question 

“choose a brand that you know well and are somehow close to”, which was also used 

in the study conducted by Tuškej and Podnar (2018a)  as a way to infer awareness of 

and some degree of relationship with a brand from the consumers’ side – according to 

the authors these criteria would get enough variance of consumer brand identification. 

Having the answer given to the first question as a reference, the respondent was 

expected to answer 17 other questions from blocks 2, 3, 4 and 5. In each of these 

blocks, one of the variables that compose the framework was tested and to do so, 

blocks of randomized questions were created so that the order of the questions 

answered was different for every respondent, avoiding selection bias. The scales 

chosen to measure the variables proposed a series of statements about the brand for 

which the respondent should select an alternative on a Likert scale from 1 to 7 (being 

1 equivalent to “ completely disagree ”and 7 equivalent to“ completely agree”).  
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The selected scales had been already used by other scholars and, thus, proven 

by the academia to efficiently and reliably measure the all concepts. Only small 

changes have been made in the statements in order to adapt them to context and 

needs of the present study, without modifying their meaning in any way. Hereafter, the 

studies where the scales were taken from as well as the statements themselves have 

been listed for each one of the variables: 

- Brand Anthropomorphism: A five items scale was selected from Tuškej and 

Podnar (2018a) study. According to the authors, the statements that compose 

the scale refer to uniquely humanlike characteristics that have been tested and 

used to measure anthropomorphism in non-human entities in several studies 

before. The statements used in the scale were: “This brand is emotional”, “This 

brand is self-conscious”, “This brand is sociable”, “This brand is honest”, “This 

brand has good intentions”. 

 

- Consumer Brand Identification: A six items scale was selected from Tuškej and 

Podnar (2018a) study. According to the authors, the items measure  consumer-

brand identification considering the brand as social unit endowed with its own 

and unique identity, with whom consumers could have the perceived feeling of 

oneness. The statements used in the scale were: “This brand reflects who I am”, 

“This brand helps me show what I believe in”, “This brand embodies my 

personal beliefs”, “This brand embodies beliefs that I share with other members 

of the community”, “I have a lot in common with other people using this brand”, 

“We who use this brand share common values”. 

 

- Consumer Brand Engagement: A three items scale was, again, selected from 

Tuškej and Podnar (2018a) study. The authors declared that despite being a 

considerably recent concept, with few previous scales or instruments that have 

been used by other scholars available, they managed to develop their own scale 

by conducting qualitative studies using elements that measure engagement in 

online and social media brand activities. The statements used in the scale were: 
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“I follow this brand on Social Media, like Facebook, Twitter, Instagram, etc”, “I 

like or share interesting stuff published by this brand on Social Media, such as 

Facebook, Twitter and Instagram”, “I like to check web-sites, forums and blogs 

to see what others think about this brand”. 

 

- Brand Advocacy: A three items scale was selected from Bilro, Loureiro, and  Ali 

(2018)  study. The study was mainly focused on analyzing the stimuli of website 

experience together with online engagement and its relationship with consumer 

brand advocacy. For doing so, the scale used by its authors was chosen for this 

present study taking into consideration the online/digital approach to the 

concept. The statements used in the scale were: “I would like to try new services 

introduced by this brand”, “I talk favorably about this brand to friends and family”, 

“If this brand did something I didn’t like, I would be willing to give it another 

chance”. 

Finally, in the last block of the questionnaire, demographic data such as age, 

gender, education level and average income were collected. 
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  4. Results 
 
 
  4.1. Analysis of the sample 
 
  After being aired for three days on MeSeems, the survey accomplished its target 

and gathered 300 answers from consumers randomly drawn from all  the users 

registered in the platform. However, from the 300 collected answers only 291 were 

taken into consideration for further analysis as a filter was applied in order to select 

only the ones that would be useful to fulfil the purpose of the present study. Were 

considered as invalid answers, then, the ones which, in the first question – referring to 

the brand that person considered to know well and feel close to  – were inserted 

random characters or inexistent brand names.  

 

Figure 5 – MindMiners’ Demographic Charts 

 

(Source: MindMiners) 

 

Male Female 



 
 

39 

 In the 291 valid answers collected, in total, 131 different brands were mentioned. 

Among all the industry’s categories to which the brands mentioned in the survey 

belonged to, the ones that appeared more frequently were: food and beverage 

(19.1%); fashion and footwear (11.5%); cosmetics and personal care (10.7%); 

electronics (8.4%); retail (8.4%) and;  sports (7.6%). As for the most cited brands, the 

top two ones were Samsung and Nestle with 28 mentions each, which represents 

nearly 10% of the total sample for each of them. In this case, it was noticed that, just 

like as implied by Keller (2007) in his study about Brand Advocacy, brands that tend to 

be  the most commented about as well as constantly thought of among consumers are 

usually the ones that belong to categories such as food, beverage and dining; sports 

and hobbies and; shopping and retail. Furthermore, these results reinforce the findings 

that, in 2019, Samsung, more than any other brand, won in five categories of an annual 

Top of Mind Brand awards in Brazil (FOLHA,2019). According to this same award, 

researches also pointed that among the all the brands, Nestle appeared in the 4th 

position of the Most Trusted Brands in the country (FOLHA,2019).   

 

 Concerning the demographic information of the survey respondents, again, it is 

important to highlight that only population from three out of the five macro regions in 

Brazil were taken into account for the analysis – Center-West; Southeast and; South. 

MindMiners automatically generates charts portraying the demographic data of the 300 

people sample, as seen in Figure 5. As for the 291 sample, the average age observed 

was of 34 years old, with a standard deviation of 10.8, being that the minimum age 

was 18 and the maximum 71. Gender wise, 49.5% of the respondents said to identify 

themselves as females; while 49.1% as male and; the last 0.4% preferred not to 

disclose this kind of information. As for their level of schooling, 8.9% have not finished 

high school; 33.7% have a high school diploma; 19.2% have not finished university; 

26.1% have a university degree; 3.4% have not completed a postgraduate course and; 

8.6% have obtained a postgraduate degree. With regards to their monthly income, 

2.1% said to earn up to R$178.00; 3.1% said to earn between R$179.00 and R$368; 

9.3% earns between R$ 369.00 and R$1008.00; 51.2% earns between R$1009.00 

and R$3566.00; 16.8% earns more than R$3566.00 and; 17.5% preferred not to 

answer. The scale used for the income measurement was taken from a Brazilian 

official institute (IBGE) that provides social, demographic and economic statistic data 

(VALOR ECONOMICO, 2018). 
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4.2. Statistic measures  
 

As, in the survey, the concepts were measured through a Likert scale from 1 to 

7, the first step of the analysis consisted of assigning scores ranging from 1 to 7 to 

each of the concepts that compose the framework based on the average obtained by 

each of them. Furthermore, other statistics measures were calculated on Excel – such 

as standard-deviation, mean, maximum and minimum – for, then, later enable the 

calculation of the correlation among the studied concepts. 

 

Regarding the scores and statistics measures found for the concepts, not only 

were the numbers listed below, but also a table was built (Table I) to facilitate their 

visualization. Each concept obtained the following results:  

 

 
Table I (Source: Made by the Author) 

 

 

Analyzing the results obtained, it can be inferred that Brand Anthropomorphism 

and Brand Advocacy were the concepts that achieved the highest scores and lowest 

standard-deviations and therefore, demonstrated to be the most consistent among the 

survey respondents’ answers. Consumer Brand Engagement, on the other hand, was 

the concept that presented the lowest scores as well as the greatest variations among 

the responses collected. 
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4.3. Scatter Plots and Regression Analysis 
  
 At an intermediate stage of the analysis, scatter plots were elaborated in order 

to graphically illustrate the relations among concepts as well as to identify whether the 

variables are positively correlated or not. Each scatter plot portrays one of the 

hypothesized relations – as suggested on second section, Literature Review – 

proposed in the framework. To correctly interpret the scatter plots, it is important to 

understand that: on x axis are displayed the independent variables, while on y axis, 

the dependent ones. The more concentrated on the upper right corner the dots shown 

in each chart are, the more positive the correlation among the variables may be.  

 

 Later on, through a linear regression model, two coefficients that were useful for 

the analysis were found – coefficient of determination and Pearson’s correlation 

coefficient. A linear regression uses the sum of the least squares to obtain a linear 

equation that describes the approximate relation among the variables x and y. The 

coefficient of determination, represented by R2, provides a measure of how properly 

the estimated regression equation fits the collected data from the sample analyzed. R2 

is shown as a percentage that gives information on the percentage of data variability 

that can be explained by the linear relationship among the independent and the 

dependent variables – in other words x and y. Pearson's correlation coefficient, in turn,  

measures the intensity of the linear association among the two variables. Its values 

may range from -1 to 1, being 1 equivalent to a perfect positive linear correlation among 

x and y, and -1 a perfect negative linear correlation between x and y. When values are 

close to zero, on the other hand, it indicates that the variables do not have any linear 

relationship – neither positive or negative. Also, it is worth to emphasize that obtaining 

a result such as zero or even a number that indicates a low correlation does not mean 

that there is no relation among the variables, instead, it might the case of  a non-linear 

relationship that could be better explained by other regression models. Finally, another 

relevant point is the fact that Pearson's correlation coefficient is greatly sensitive to 

extreme data values and, thus, it is strongly recommended to make a separate analysis 

of the causes of those extreme date values  and ,potentially, remove them from the 

final database. 
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 Furthermore, one additional test was required in order to understand the linear 

regression analysis statistical significance. (SWEENEY; WILLIAMS; ANDERSON, 

2014). This significance test is represented by p – also known as p-value –  and it 

allows to verify, through a hypothesis test and having stablished a certain confidence 

level, whether it is possible to assume a statistically significant linear relation among 

the variable. More specifically, in the present study, a 95% confidence interval was set, 

which means that the p-value must be equal to or less than 0.05 in order to have the 

relations among the variables validated as statistically significant. 

 

 All the results obtained with the linear regression and the statistical significance 

test – the coefficient of determination, Pearson’s correlation coefficient and 

significance test –  for each relation among the variables as suggested by the proposed 

framework were listed in Tables II and III and Illustrated on Figure 6. 

 

 Given the results obtained for the linear regression as well as the significance 

test – considering a 95% confidence interval, it is safe to state that all the relations 

measured and found among the variables are linear and positively related and; that 

the p-value found for all of them validates their significance as they were all inferior to 

0.001. In other words, it means that the greater the values of x (independent variable), 

greater are the values of y (dependent variable). However, it was also observed that, 

in each one of the correlations, although they were found to be linear and positive, as 

shown in the scatter plots, the dots are not perfectly concentrated and aligned on a 

straight line, which indicates that none of the relations found are perfectly linear. Lastly, 

it was evidenced then, despite doing so at different degrees, all the independent 

variables tested do have a positive influence on the dependent variables proposed. 

  

 To conclude, in overall, the results found show that the relation among Brand 

Anthropomorphism and Consumer Brand Identification as well as Brand 

Anthropomorphism and Brand Advocacy were the strongest ones among all the 

relations analyzed, obtaining a score of 0.774 and 0.717 respectively. On the other 

hand, contrary to what had been strongly suggested by some authors (KELLER, 2007; 

WILK; HARRIGAN; SOUTAR, 2018), the relations among Consumer Brand 

Engagement and Brand Advocacy were demonstrated to have the weakest 

correlations, obtaining a score of 0.0440. 
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Table II (Source: Made by the Author) 

 

 

  

 
Table III (Source: Made by the Author) 
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Figure 6 – Proposed Framework Direct Relations Results 
 

 
 (Source: Made by the Author) 

 
4.4. Mediation Analysis 
 

 As statistical analysis can only be used to evaluate a presumed mediation 

model, rather than defining the existence of a mediator effect (KENNY, D., 2018), the 

last step of the analysis of the results consisted of running a mediation analysis to test 

the mediator role that Consumer Brand Identification potentially has on the effect of 

Brand Anthropomorphism on Consumer Brand Engagement and Brand Advocacy. In 

order to do so, the three-step method adapted from one proposed by Baron and Kenny 

(1986) and adopted by Tuškej and Podnar (2018a) in their study was the one chosen 

for the present study. First, a regression without the mediating variable – Consumer 

Brand Identification –  was done to test the direct effects of Brand Anthropomorphism 

on Consumer Brand Engagement and Brand Advocacy separately. As discussed in 

the previous steps aforementioned in this section, results displayed on Table IV show 

that Brand Anthropomorphism has a positive and significant direct effect on those two 

concepts. Second, the same procedure was done to test the direct effect of Consumer 

Brand Identification on Consumer Brand Engagement and Brand Advocacy. Again, as 

previously observed in this section and confirmed by the results presented on Table 

IV, Consumer Brand Identification has a positive and significant direct effect on 

Consumer Brand Engagement as well as on Brand Advocacy.  
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Finally, two multiple regressions were run, this time, including Consumer Brand 

Identification as a mediator in each of the relations tested. Results displayed on Table 

IV – comparing the coefficient obtained for each regression – show that Consumer 

Brand Identification may have a partial mediating role in both: the relation among Brand 

Anthropomorphism and Consumer Brand Engagement and among Brand 

Anthropomorphism and Brand Advocacy. Partial mediation means that, the 

independent variable still affects the final outcome once the proposed mediator is 

included in the regression analysis, but has the absolute value of its coefficient reduced 

when compared to the value obtained for its coefficient in the direct effect analysis. In 

other words, it implies that not only does the mediator variable have a significant impact 

on the final outcome, but also that the independent  variable still has a direct effect on 

the final outcome. 

 

 
Table IV (Source: Made by the Author) 

 

4.5. Final Considerations 
 
 As observed throughout this section, all the hypothesis raised in the Literature 

Review have been supported by the results found, despite some considerations 

concerning the methodology adopted to evaluate the mediation role of Consumer 

Brand Identification. Hence, the table below was drawn to better illustrate the 

conclusions of this study. 
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Table V (Source: Made by the Author) 
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5. Discussion 
 
 

5.1. Conclusion 
 
 This study contributes significantly to the Brand Anthropomorphism literature as 

it brings relevant insights regarding its potential effects. The main contribution of the 

present study relies on the fact that a new framework for Brand Anthropomorphism 

and some of its consequences – all of them related to the relationship marketing 

domain – was built and empirically tested in Brazil, a completely new market in which, 

from what other studies indicate, not many researches have been developed on 

around this topic. The findings of the current study support, then, the notion that 

humanized brands are key to develop meaningful, close and identity based 

relationships between consumers and brands and, thus, accrue valuable competitive 

advantages, more specifically when it comes to a digitalized business interaction 

context. Still regarding the concepts observed that are more intimately related to this 

digital context, the discoveries in this study once again support previous theories 

conclusions that the definition and understanding of Brand Advocacy online as well as 

Consumer Brand Engagement on social media may overlap at times and call for further 

investigation and better conceptualization. In overall, considering the broader picture, 

the findings in this study would also further help to shape branding and marketing 

theories and strategies in a new communication era. 

 

 As noted in the previous section, all relations among the concepts predicted by 

the hypotheses raised at the beginning of the present study and listed in the Literature 

Review chapter were proven to be positive linear and to have a statistically significant 

correlation. When it comes to the analysis of mediation role of Consumer Brand 

Identification solely, in turn, it was once more observed that all of the hypothesis raised 

are possibly true, as Consumer Brand Identification was found to partially mediate the 

relation among Brand Anthropomorphism and Consumer Brand Engagement and to 

partially mediate the relation among Brand Anthropomorphism and Brand Advocacy - 

evidencing what could be inferred from the study conducted by Stokburger-Sauer, 

Ratneshwa and Sen (2012).   
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However, as much as the results obtained from all the data gathered and 

analyzed do support the assumptions raised in the hypothesis as well as in the 

proposed framework, according to Hunt (2015), it takes a much longer and more 

complex process to actually prove causality effects among the concepts.  For instance, 

given that there is a need to prove the time sequence of each variable involved in the 

statistical analysis in order to conclude that, indeed, an  independent variable preceded 

the dependent one and that, in the survey containing the scales to measure the 

concepts studied, all the questions were shuffled and applied at once so that 

contamination of answers could be prevented, it is not feasible to verify the time 

sequence of each concept. Furthermore, considering the method adopted to analyze 

the mediation effect of Consumer Brand Identification, there are some reservations to 

be made as well. The model developed by Baron and Kenny (1986) has suffered some 

alterations since its original version was first released and has also been challenged 

by other authors, such as Preacher and Hayes (2004), due to diverging 

conceptualization of a significant total effect of mediation. Regardless of having been 

criticized by some scholars, for the fulfillment of the purpose of an initial analysis, Baron 

and Kenny’s model should be perceived as satisfactory to give directions to the 

conclusion of the present study. 

 

Nonetheless, it is worth emphasizing that, yet, the methodology adopted as well 

as all the steps followed in the present study were crucial to enable this study to provide 

valuable insights into the Brand Anthropomorphism literature and to back up the 

theories previously proposed by other scholars. Despite the aforementioned 

reservations related to conclusions based purely on statistical analysis, there are other 

issues involved that support the reliability and relevance of the findings suggested in 

the present study. According to Hernandez, Basso and Brandão (2014) causality effect 

can be favorably evidenced once  a positive correlation between the variables is found. 

Moreover, Hunt (2015) states that the existence of a robust theoretical basis that 

supports the proposed causal relations can be used in favor of suggesting a causal 

relationship among the concepts. Thus, given that all the relations suggested in the 

present study had already been suggested and tested by other scholars under different 

circumstances and composing other distinct frameworks, it is possible to sustain the 

framework proposed in this study.  
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Brand Anthropomorphism, for instance, had been for long known as key piece 

in the relationship marketing domain, which was found to be responsible for triggering 

the development of relationships between humans and brands (FOURNIER, 1998) as 

well as to cause effects such as identification with a brand (STOKBURGER-SAUER; 

RATNESHWA; SEN, 2012; TUŠKEJ; PODNAR, 2018a; TUŠKEJ; PODNAR, 2018b), 

brand advocacy (MACINNIS; FOLKES, 2017; SANZ-BLAS;  BIGNÉ; BUZOVA, 2019) 

and Consumer Brand Engagement (TUŠKEJ; PODNAR, 2018a). Consumer Brand 

Identification, in turn, was suggested to have an impact on a consumers’ brand 

advocacy behavior (STOKBURGER-SAUER; RATNESHWA; SEN, 2012; TUŠKEJ; 

PODNAR, 2018a) and on consumer’s engagement with a brand online (TUŠKEJ; 

PODNAR, 2018a). Finally, Brand Advocacy and Consumer Brand Engagement were 

as well found to influence one another (KELLER, 2007; DESSART, 2017; WILK; 

HARRIGAN; SOUTAR, 2018). 

 

Additionally, not only had the relations proposed been suggested in past 

academic researches, but they could also be implied in real cases of brands that made 

use of anthropomorphic features to interact with consumers in online platforms. As 

observed in Figures 7, 8 and 9 in the appendix, brands such as Netflix, iFood and 

Magazine Luiza, connected with their audiences on platforms such as Twitter, 

Facebook and Youtube  by communicating in first person, expressing feelings and 

emotions. Despite not being possible to state that all the buzz generated around these 

marketing strategies are exclusively due to the successful use of Brand 

Anthropomorphism, it was noted  that, yet, all of them led to thousands of online 

interactions such as retweets, share of posts and likes. More specifically in Magazine 

Luiza’s case, it is known that after the creation of the spokescharacter Lu - a virtual 

digital influencer - the retailer became the first one in the world to have more than 1 

million followers on its YouTube channel (INFOMONEY, 2019).  Also, Lu, and of 

course the brand Magazine Luiza, have more than 14.4 million followers in total, taking 

into account their profiles and pages on Instagram, Facebook and YouTube 

(INFOMONEY, 2019). 

 

Considering then the buoyancy of the digital era and the dynamism of 

relationships stablished between consumers and brands (MACINNIS; FOLKES, 2017) 

it is essential to find ways to connect with consumers quickly and effectively. Brand 
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Anthropomorphism not only is capable of legitimizing the brand as a social agent 

(FOURNIER, 1998), from there, generating short-term and considerably immediate 

effects such as engagement on social media and advocacy, but if well initiated and 

constantly managed, can also bring long-term valuable competitive advantages such 

as loyalty (CHANDLER; SCHWARTZ, 2010; MACINNIS; FOLKES, 2017) and 

attachment (DESSART, 2017; MACINNIS; FOLKES, 2017). Finally, Wang et. al (2007) 

complements that provided the human’s need for social interaction, Brand 

Anthropomorphism is strongly recommended to be used by companies in order to 

spark the socialization of the brand, leading to the establishment of emotional and 

affective bonds between the consumer and the brand. 

 

Hence, taking into account the managerial implications of this study, it is 

possible to state that the findings contribute to a better relationship management 

between brands and consumers as well as to enhance the focus on co-creation in a 

such dynamic interactive environment as the one we see nowadays. It is clear that 

meaningful spontaneous and enduring relationships are ultimate goals to be achieved 

by brand managers. Consumers who perceive brands in a humanized way are more 

inclined to feel them as part of themselves and to stablish a legit relationship with them. 

Through this identification between consumers and brands, consumers are then more 

willing to interact, engage and advocate for the brand in a digital context as well. All 

these outcomes are perceived as extremely relevant aspects that have the power to 

determine businesses’ success around the globe. Having this said, it is suggested that 

brands invest in their presence on social media platforms as well as on their 

communication style in order to make it more humanized and trigger 

anthropomorphism among its audience. This could be done simply by creating a 

persona for the brand with a defined personality and strong presence in every online 

point of interaction consumers might have with the brand – like seen in the case of 

Magazine Luisa. Or even by positioning itself on social media in the first person, using 

emotions, slangs or other humanlike resources to express how the brand feels about 

certain relevant events and what they stand up for. Another suggestion would be for 

marketers to, when using these platforms, carefully learn how to recognize consumers 

that identify with the brand and provide this audience with special attention - as they 

are the ones more prone to actively voluntarily engage with the brand in a collaborative 

way helping to “build”, spread and possibly advocate the brand’s image to the broader 
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audience. Brands should then interact with this specific target attentively and 

constantly in order to  keep them engaged and participative in a more exclusive way, 

for instance, by giving them the chance to co-create in new campaigns or product 

launches or even have premium access to novelties. In overall, the findings of this 

study show that the more real, conscious, transparent and attentive brands show 

themselves to be, more approachable they become and more willing their consumers 

will be to identify themselves with the brand as well as to co-create and engage with 

them in participative digital platforms. 

 

To sum up, not only was it noted that the findings in the present study are in line 

with what previous scholars had observed, but also that, Brand Anthropomorphism 

could be a powerful tool for brands to build relationships with its consumers online. 

Most importantly, taking into consideration the strength of the relations analyzed, it 

would be firmly recommended that organizations that aim, through Brand 

Anthropomorphism strategies, for generating greater Consumer Brand Identification 

as well as Brand Advocacy among its consumers. 

 
5.2. Limitations and Future Research 
 
 As discussed previously, the results obtained satisfactorily prove the hypothesis 

initially raised. However, throughout the development of the present study, some 

limitations were found. First, an issue that cannot be controlled lies in the fact that 

people tend to anthropomorphize at different degrees depending on their age, gender, 

culture as well as other external variables (EPLEY; WAYTZ; CACIOPPO, 2007). 

However, in order to tackle this point, future researches on this topic could opt for 

having a more specific approach and narrow its sample to only one gender, age range 

or income range, for instance. Another suggestion would be that in future studies, 

scholar investigated which specific aspects of anthropomorphism could be more 

powerful when triggering identification, engagement and advocacy. 

 

 Furthermore, given the barriers faced when testing causal relations, it is 

recommended the adoption of the Bootstrap method with the support of the SPSS – a 

software designed for analyzing data and running statistical tests – as it is considered 

more advanced and accurate than the model developed by Baron and Kenny (1986) 
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ran on Excel. For this same issue, another plausible alternative would be to add one 

more step to the methodology and conduct an experiment that proves the time 

sequence of the concepts. According to Hernandez, Basso and Brandão (2014), in 

marketing, experiments have been more and more used by scholars to test cause and 

effect relations as they enable more spontaneous responses from the participants – 

avoiding then, excessive streamlining and patterned answers – at the same time as 

they allow to collect counterproofs to the data collected in the quantitative phase. Still 

regarding the statistical analysis, a suggestion would also be to raise test two more 

hypothesis drawn from the framework proposed: to have Brand Anthropomorphism as 

the independent variable and Brand Advocacy and Consumer Brand Engagement on 

social media as the two dependent variables, being that for the latter would act as the 

mediator of the other and vice versa.  

 

 Finally, as observed in the data analysis and indicated by Keller (2007), some 

industry’s categories tend to be more often mentioned by consumers than others as it 

was the case of Nestle – food and beverage – and Samsung – electronics. Also, as 

suggested by Aggarwal and McGill (2007), different products and services may 

instigate distinct levels of anthropomorphism. Thus, future researches could address 

to specific industries in order to test the relations and strength among the concepts 

and be able to conclude more precisely which concepts and strategies would be more 

effective for different categories and brands.  
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A) Additional figures 

Figure 7 – Netflix Facebook Post 

 

(Source: Facebook) 
 
 

 
Figure 8 – iFood Tweet 
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Figure 9 – MagaLu YouTube Channel 
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B) Quantitative survey 
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