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Web Appendix A – Study 1 Stimuli
Brand non-anthropomorphism condition
(Showed an image of Zippi travel luggage along with below description)

ZIPPI (Time to Travel)

This is Zippi, it keeps your valuables safe while traveling, it has been made up of durable lightweight polypropylene shells that perfectly protects your garments from dust and water. Its split-book style opening offers two spacious compartments for ultimate packaging ease with adjustable tie down straps. It is equipped with an TSA combination lock to prevent your items from getting stolen. It ensures your travel is in utmost comfort and safety 


Shop Now

Brand anthropomorphism condition
(Showed an image of Zippi travel luggage with human-like feature along with below description)

ZIPPI (Time to Travel)

I am Zippi, I keep your valuables safe while traveling. I am made up of durable lightweight polypropylene shells that perfectly protects your garments from dust and water. My split-book style opening offers two spacious compartments for ultimate packaging ease with adjustable tie down straps. I am equipped with an TSA combination lock to prevent your items from getting stolen. I ensure your travel is in utmost comfort and safety 


Shop Now

Source: Authors’ own work


Web Appendix B – Study Measures

Advocacy intention

I will say positive things about this brand to other people
I will recommend this brand to someone who seeks my advice
I will encourage friends and relatives to buy this brand

Secure attachment

It is relatively easy for me to become emotionally close to this brand
I am comfortable depending on this brand as a customer and having it depend on me
I worry about being abadoned or not valued by this brand

Dismissive attachment

I am comfortable without close emotional relationship with this brand
It is very important to me to feel independent as a consumer and not dependent on this brand
It is very important to me to feel self-sufficient and not depend on this brand 

Brand anthropomorphism

This brand has come alive (like a person) in my mind
This brand reminds me of it possessing some humanlike qualities

Brand transgression

The experience you had with this brand was – Negative/Positive

Brand role

This brand is like a partner/servant to the customer.

Realism

The scenario was realistic and comprehensable



Web Appendix C – Study 2 Stimuli
Brand non-anthropomorphism condition
(Showed image of ZestMT smart phone along with below description)

Introducing ZestMT

It is the third brand in the series of Zest M. It is the most reliable and leading brand of smart phones available in the market today. It will provide you with total 3D HD imaging system that will change the way you take and enjoy photos. With its advanced digital camera to the stunning digital viewer and breathtaking 3D HD printing technology, it will make those 3D images real that once were a dream.



Brand Anthropomorphism Condition
(Showed image of ZestMT smart phone with human-like feature along with below description)

Introducing ZestMT

I am the third member to join Zest M family. I am the most reliable and leading brand of smart phones available in the market today. I will provide you with total 3D HD imaging system that will change the way you take and enjoy photos. With my advanced digital camera to the stunning digital viewer and breathtaking 3D HD printing technology, I will make those 3D images real that once were a dream.


Source: Authors’ own work




Web Appendix D – Study 3 stimuli

Anthropomorphized and Partner role

Xuel (brand name anthopomorphized) presented along with an image of the beverage with human-like features and tagline “Dependable Partner”

Hello everyone. I am Xuel, a beverage brand with a business philosophy of “Fresh, Healthy, and Qualified,” and I devote myself to PARTNER with you to develop healthy beverages. I am made of all natural ingredients making me a dependable PARTNER. Together with you, I will make your food delicious, nutritious, and interesting.

The better nutrition, the fresher vigor.

Anthropomorphized and Servant role

Xuel (brand name anthopomorphized) presented along with an image of the beverage with human-like features and tagline “Dependable Servant”

Hello everyone. I am Xuel, a beverage brand with a business philosophy of “Fresh, Healthy, and Qualified,” and I devote myself to SERVE you to develop healthy beverages. I am made of all natural ingredients making me a dependable SERVANT. In serving to you, I will make your food delicious, nutritious, and interesting.

The better nutrition, the fresher vigor.

Non-anthropomorphized and Partner role

Xuel (brand name anthopomorphized) presented along with an image of the beverage and tagline “Dependable Partner”

Xuel is a beverage brand with a business philosophy of “Fresh, Healthy, and Qualified,” and PARTNERS with customers to develop healthy beverages. Xuel is made of all natural ingredients making it a dependable PARTNER. Together with customers, Xuel will make food delicious, nutritious, and interesting.

The better nutrition, the fresher vigor.

Non-anthropomorphized and Servant role

Xuel (brand name anthopomorphized) presented along with an image of the beverage and tagline “Dependable Servant”

Xuel is a beverage brand with a business philosophy of “Fresh, Healthy, and Qualified,” and SERVE its customers to develop healthy beverages. Xuel is made of all natural ingredients making it a dependable SERVANT. In serving customers, Xuel will make food delicious, nutritious, and interesting.

The better nutrition, the fresher vigor.
Source: Authors’ own work
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