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Brand love has been found to predict brand loyalty measures better than conventional attitude models that rely on the brand’s perceived quality. Hence, marketers are interested in factors that lead to brand love. This study investigates the influence of anthropomorphism on brand love in the context of defensive marketing. We identified five possible theoretical mechanisms through which anthropomorphism may influence brand love: category-level evaluation, cognitive fluency, cognitive consistency, self-extension and self-congruence. The results reveal that the level of quality and anthropomorphism that a consumer perceives the brand has are important antecedents of brand love. Moreover, anthropomorphism’s predictive power differs between evaluative and relationship-specific dimensions of brand love.



                    
    


                    
                        
                            
                                
                                    
                                        
                                    
                                    
                                        This is a preview of subscription content, log in via an institution
                                    
                                    
                                        
                                     to check access.
                                

                            

                        

                        
                            
                                
                                    Access this article

                                    
                                        
                                            
                                                
                                                    Log in via an institution
                                                    
                                                        
                                                    
                                                
                                            

                                        
                                    
                                    
                                        
 
 
  
   
    
     
     
      Buy article PDF USD 39.95
     

    

    Price excludes VAT (USA)

     Tax calculation will be finalised during checkout.

    Instant access to the full article PDF.

   

  

  
 

 
  
   
    Rent this article via DeepDyve
     
      
     

   

  

  
 


                                    

                                    
                                        Institutional subscriptions
                                            
                                                
                                            
                                        

                                    

                                

                            
                        

                        
                            
                        

                    

                    
                        
                    


                    
                        
                            
                                
        
            
                Similar content being viewed by others

                
                    
                        
                            
                                
                                    [image: ]

                                
                                
                                    
                                        Online influencer marketing
                                        
                                    

                                    
                                        Article
                                        
                                         08 January 2022
                                    

                                

                                Fine F. Leung, Flora F. Gu & Robert W. Palmatier

                            
                        

                    
                        
                            
                                
                                    [image: ]

                                
                                
                                    
                                        Impulse buying: a meta-analytic review
                                        
                                    

                                    
                                        Article
                                         Open access
                                         09 July 2019
                                    

                                

                                Gopalkrishnan R. Iyer, Markus Blut, … Dhruv Grewal

                            
                        

                    
                        
                            
                                
                                    [image: ]

                                
                                
                                    
                                        The influence of social media eWOM information on purchase intention
                                        
                                    

                                    
                                        Article
                                        
                                         21 August 2021
                                    

                                

                                Choi-Meng Leong, Alexa Min-Wei Loi & Steve Woon

                            
                        

                    
                

            
        
            
        
    
                            
                        
                    

                    

                    

                    Notes
	In previous studies this has been called “attitude strength 1”.


	In previous studies this has been called “attitude strength 2”.


	One reviewer suggested that the relationship could also be moderated (rather than mediated) by self-congruence. We tested this assumption using the interaction-probing procedure as recommended by Aiken and West (1991). No significant interaction effect could be identified.
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