Consumer Attachment and Anthropomorphism in
the Secondhand Market

Brendan Pagan Dr. Michael Hair
Across two studies, we build on existing - ™~ e ™ - ™
product-attachment and Study / New VI:{J?eddl\’SEE?ntage \ / \
. . R Anthropomorphism
anthropomorphism theories in a novel 1 +Like someone who iust

domain: secondhand goods. Study 1 247
demonstrates how shoppers’ attachment MTurkers

moved to the
neighborhood”

Attachment 4] Contagion!®]

Demographics

to used, vintage, and new products is i e % 4 N
mediated by perception of the products’ Stud rejected by their friend Purchase
different human-like characteristics ) y STHP Likelihood
(rejected person, wise mentor, or new 66 “Like a wise old friend of Qsny,
. . Turntable File Cabinet " BDA
neighbor, respectively). Study 2 extends MTurkers wedomc) (Utmtariand \ my parents / L y 5 y - ) L y

these findings via moderated serial
mediation; specifically,

anthropomorphism mediates product

attachment, which in turn mediates Conclusions

purchase intentions—but only for hedonic S o

s roduct Usage Our findings illustrate how product

(not utilitarian) products. We | L=hedonic) R . .

. .y NewNeghbor' | AU anthropomorphism varies by type and

subsequently offer suggestions to i Anthropomorphism [ S, o itarian, A NewNeighbor” | Product | . .

. o - b= BB — "5 usage, influencing consumer
prospective sellers on how product T A for hedonic >, ttachment and burchase intent. Stud
. . . ew Produc S— , | product u | . Stu

description/narrative might favorably Bono, Toved 518 il New Product | purchase . P Y

0 d N . (0=no, 1=yes) c= 054 Likelihood 1 confirmed that new products evoke a

induce these effects. " . " .

T new neighbor" identity, used products
(O=utilitarian, . . .
) Lhedoni) R a "rejected friend," and vintage
“Rejected Friend” = or ‘o . . . .
Introduction - Anthropomorphism “ wtitarian, A pndeced riend” | product | products a "wise family friend." Study 2
W i b= .752*** '*9)6* . . .

» Products can evoke human-like identities red oo o orhecent extended these insights, showing that
based on their condition and history (0=no, 1=yes) o= 205+ Attachment Used Product — ,  Purchse these effects occur only for hedonic, not
(e.g., new, used, or vintage) 1.2 — utilitarian, usage. Together, the studies

.Anthropomorphized products foster (%il:}t;l(;tgr:llil)‘\, . UnderSCOre the nua nC.ed. rOIE.Of prOdUCt
emotional attachment by making them Wi amiyFiend | om0 for [ e ramiyFend o | jcype, anth rOIOOYT)OFIOh'C. identity, and
feel socially connected to consumers 341, o %, o edoni %, intended usage in §hap|ng atta.chment

o HedOniC usage Vintage Product > Product Vintage Product > Purchase and Consumer deCISIOnS’ Offerlng

) (O=no, 1=yes) C'=-.411%** Attachment (O=no, 1=yes) = 001 Likelihood . . :
strengthens anthropomorphism and valuabl.e |mpI|cat|9ns for targeted
attachment, while utilitarian marketing strategies.
usage emphasizes functionality over Study 1 Study 2 References
emotion [51. * Anthropomorphism significantly *Anthropomorphism and attachment
. . . . 1.Epley, N., Wayjcz, A, & Cacioplpo, J. T: (2007). On seeing human: a three-factor theory of
* Anthropomorphism leads to increased mediates the effect of all three significantly mediate the effect of ek ehlogil ounasis aroch o s
purchase likelihood by product types (new, used, and product type on purchase likelihood S ehandlen 1, & Schwars, N (20101, Use does ot wear ragged the fabrc of rendship: Thinking o
. . I . objects as alive makes people less willing to replace them. Journal of Consumer
enhancing emotional connection and vintage) on product attachment tor hedonic (but not utilitarian) o S —
personal meaning 31, * Contagion had no significant effects products S 2010, Exporcncs desion: Tchrmloon for e st reeeons Morgan & Ciaypool
. . o fo Publishers.
.CO ntaglon had no Slgnlflca nt EffeCtS 6.Argo, J. J., Dahl, D. W., & Morales, A. C. (2008). Positive consumer contagion: Responses to attractive

others in a retail context. Journal of marketing research, 45(6), 690-701.



	Slide 1

