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Influence of Brand Anthropomorphism on Consumers” Purchase Intention:
Based on Dual Perspectives of Psychological Distance

and Information Processing Fluency

QIAO Jun SHI Huihui
( School of Marketing and Logistics Management Nanjing University of Finance & Economics Nanjing 210023  China)

Abstract: The leisure food industry is selected to deconstruct the personified brand. Through the dimensions of impression—
istic cues and interactive cues the influence of personified brand on consumers” purchase intention is discussed. Meanwhile
the mechanism of psychological distance and information processing smoothness is introduced to investigate the regulating effect
of consumers” self-constructed type. The empirical research shows that both brand anthropomorphic impression cues and interac—
tive cues can influence consumers” purchase intention and interactive cues have a greater influence.Psychological distance and
smoothness of information processing play a part of mediating role in the influence of brand personification on consumers” pur—
chase intention.The type of consumer self-construction can regulate the influence of brand anthropomorphic interactive cues on
consumers” purchase intention and consumers with interdependent self-construction have a higher purchase intention than those
with independent self-construction. However there is no significant difference in the purchase intention of consumers with differ—
ent construction types for the anthropomorphic brands with impression cues.

Key words: brand personification; purchase intention; psychological distance; information processing fluency



