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Tan, Teck Ming, Humanizing brands: The investigation of brand favorability,
brand betrayal, temporal focus, and temporal distance.
University of Oulu Graduate School; University of Oulu, Oulu Business School, Department of
Marketing, Management and International Business
Acta Univ. Oul. G 99, 2018
University of Oulu, P.O. Box 8000, FI-90014 University of Oulu, Finland

Abstract

Humanizing brands is an essential domain of current branding as it enhances the visibility of a
brand by connecting consumers to the brand, thus contributing to strong brand equity. The term
humanize used in this dissertation is not limited to brands with anthropomorphic characters, such
as the M&M’s characters. Used in this context, the term also includes the ways in which
consumers attribute a brand to be “close to me,” “like me,” and a “partner.”

Although the research of customer-based brand equity has been well-documented over the past
twenty-five years, limited attention has been given to examining the differential effect of brand
favorability in forming a self-brand connection. Even more scarce are studies on the antecedents
and indicators of brand betrayal. Further, up-to-date research is mostly silent as to whether
temporal focus and temporal distance influence a brand’s ability to serve as a means of reflecting
the consumer’s selves. To fill up these research gaps, this dissertation reports four research
articles. More than two thousand samples were collected from Finland, India, and the US to
examine the conceptual frameworks.

First, this dissertation contributes to the literature on self-brand connection by articulating the
effect of self-presentation by brand on self-brand connection. Second, it contributes to the
literature of self-congruence, seen from the temporal perspective. Third, it adds to the brand
betrayal literature by examining consumer anthropomorphize tendency and actual high-arousal
positive states as the antecedents. It further explains the indicators of brand betrayal, consisting of
failure severity and inferred negative motive. In term of managerial implications, the findings
contribute to (1) the one-on-one marketing approach to branding, (2) incorporating consumer’s
selves into branding considerations, and (3) assessing brand betrayal in a negative brand
relationship.

Keywords: actual self, brand betrayal, brand knowledge, humanize brands, ideal self,
self-brand connection, self-congruence





Tan, Teck Ming, Brändien inhimillistäminen: Tutkimus brändin suosimisesta,
brändin pettämisestä, ajallisesta fokuksesta, ja ajallisesta etäisyydestä.
Oulun yliopiston tutkijakoulu; Oulun yliopisto, Oulun yliopiston kauppakorkeakoulu,
Markkinoinnin, johtamisen ja kansainvälisen liiketoiminnan yksikkö
Acta Univ. Oul. G 99, 2018
Oulun yliopisto, PL 8000, 90014 Oulun yliopisto

Tiivistelmä

Brändien inhimillistäminen on keskeinen alue vallitsevassa brändien tutkimuksessa, sillä inhi-
millistämällä lisätään brändin näkyvyyttä kytkemällä kuluttajat brändiin, mikä osaltaan vahvis-
taa brändipääomaa. Tässä väitöskirjassa käytetty termi inhimillistäminen ei rajoitu vain brändei-
hin, jotka käyttävät antropomorfisia hahmoja kuten M&M:n hahmot. Tässä yhteydessä termiin
sisältyy myös keinoja, joita hyödyntämällä kuluttajat tuntevat brändin olevan ”lähellä minua”,
”kuten minä” ja ”kumppani”.

Vaikka asiakaslähtöisen brändipääoman tutkimusta on tehty paljon viimeisen 25 vuoden
aikana, vain vähän huomiota on saanut brändien suosimisen vaikutus kuluttajan minän ja brän-
din välisen yhteyden muodostukseen. Vielä vähemmän tutkimusta on tehty brändien pettämisen
syistä ja indikaattoreista. Lisäksi olemassa oleva tutkimus ei ota juurikaan kantaa siihen, vaikut-
tavatko ajallinen fokus ja ajallinen etäisyys brändin kykyyn heijastaa kuluttajien minää. Näiden
tutkimusaukkojen täyttämiseksi väitöskirja esittelee neljän tutkimusartikkelin tuloksia. Käsitteel-
listen viitekehysten testaamista varten kerättiin yli 2 000 vastaajan aineisto kolmesta eri maasta.

Ensinnäkin, tämä väitöskirja edistää kuluttajan minä-brändisuhteeseen liittyvää tutkimusta
kuvaamalla brändin itse-presentaation vaikutusta minä-brändisuhteeseen. Toiseksi, tämä väitös-
kirja kontribuoi minä-kongruenssiin liittyvään kirjallisuuteen ajallisesta näkökulmasta tarkastel-
tuna. Kolmanneksi, tämä väitöskirja edistää brändien pettämiseen liittyvää kirjallisuutta tutki-
malla kuluttajan taipumusta antropomorfisointiin ja toteutuneita korkean innostuneisuuden tilo-
ja. Tutkimus myös selittää brändien pettämisen indikaattoreita, jotka koostuvat epäonnistumisen
vakavuudesta ja brändin negatiivisesta motiivista. Liikkeenjohdollisina päätelminä tulokset
ehdottavat (1) yhdeltä yhdelle markkinointia brändäykseen, (2) kuluttajan minän sisällyttämistä
brändäyskysymyksiin, ja (3) brändin pettämisen arviointia negatiivisessa brändisuhteessa.

Asiasanat: brändien inhimillistäminen, brändin pettäminen, brändituntemus
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1 Introduction 

1.1 The importance of the topic 

Managing a brand relationship is essential as it allows firms to gain financial 

benefits from their loyal customers. It further ensures the sustainability of the 

brand because loyal customers are typically more willing to pay a higher price for 

the brand and tend typically have higher repurchase intentions (Keller, 2012). 

When consumers have a strong relationship with a brand, they connect 

themselves with the brand and may form complicated feelings about the brand, 

such as anxiety and frustration from self-brand separation (Park, MacInnis, 

Priester, Eisingerich, & Iacobucci, 2010). Grammy Award winner Ed Sheeran 

decided to tattoo a Heinz tomato ketchup logo on his left arm after he found out a 

Columbus steak restaurant did not serve the ketchup that he loves (Sisavat, 2017; 

Telegraph, 2017). This tattoo example shows that consumers are willing to use a 

brand in signifying their unique personal identity (Tiggemann & Hopkins, 2011). 

MacInnis and Folkes (2017) address such a brand relationship as a self-brand 

connection. 

The self-brand connection exists when people perceive a meaningful linkage 

between the brand and themselves (Escalas, 2004). Wentzel, Tomczak, and 

Herrmann (2010) extended the research by showing that a narrative advertisement 

positively predicts personal meaning and thus leads to a self-brand connection. 

Based on this notion, a self-brand connection may be formed instantly if 

consumers connect to the brand after watching a narrative advertisement. To 

illustrate, packaged-goods brand Knorr presented a short film based on a true 

story, the “Flavor of Home.” The video described an English woman named 

Carmen who came to Finland to pursue her dream of being a husky guide. 

However, Carmen missed her mom and wished to have a home-cooked meal as 

they had not been spending much time together in the past three years. Knorr 

made her wish came true by sending her mom to Finland to prepare a surprise 

meal for Carmen. Carmen was emotional after trying the food. Then her mom 

came in and hugged Carmen tightly. Carmen later expressed “Even though I was 

hundreds of miles away, it was like I was back at home again.” 

The video went viral; it has had more than 100 million views and it has been 

shared more than 100,000 times on social media sites (Aaker, 2017). One possible 

reason for the success of this video is that it allows consumers to humanize the 
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brand by connecting Knorr with the emotions of the family relationship that is 

authentic and compelling (Aaker, 2017). Knorr later released a “Love at First 

Taste” video that connected the brand with another aspect of human needs (which 

was the flavor diversity and romantic relationship). Again, the video went viral 

and successfully connected Knorr with millennials (Morgan, 2017). After Knorr 

presented itself with human aspects, the brand doubled its revenue in 2017 and 

reached more than $3 billion worldwide sales that year (Aaker, 2017). Thus, 

humanize brands is an essential domain of branding as it enhances brand visibility 

by presenting the brand as relevant to consumers (MacInnis & Folkes, 2017). 

Brand is defined as the relationship between the consumers and the product 

(Cohen, 2011), in which consumers may have both positive and negative 

associations about the brand (Schmitt, 2012). Shin, Casidy, Yoon, and Yoon (2016) 

state that, in reality, brand managers inevitably have to face brand crises and 

respond to brand transgressions. For instance, the Apple brand had been the 

world’s most valuable brand since 2011, but its value dropped from $146 billion 

to $107 billion (a significant decreased of 26.7% brand value) in early 2017 as 

Apple failed to satisfy their customers’ expectations (Farber, 2017). In December 

2017, three consumers sued Apple for intentionally slowing down their older 

iPhones via iOS updates, and they accused Apple brand of “deceptive, immoral 

and unethical” practices (Hinton, 2017). Most of the victims perceived Apple to 

be taking advantage of them, for example by forcing them to change to the latest 

iPhone although Apple had explained that by updating the latest iOS system 

would eventually protect the older iPhone (Kirby, 2017). Thus, it is essential to 

know the degree to which consumers perceive a brand has betrayed a relationship 

(MacInnis & Folkes, 2017). Further, Keller (2012) called for more research on 

identifying consumer forgiveness for a brand transgression because such findings 

would provide a better understanding of why some consumers are willing to 

return to an offending brand while some consumers switch to other brands. 

1.2 Research gaps and research questions 

The current dissertation aims to examine how brand favorability, brand betrayal, 

temporal focus, and temporal distance affect the way consumers humanize brands. 

According to the American Heritage dictionary, humanize is a verb used when 

representing something as human or attributing human qualities to something. As 

shown in Fig. 1, there are three perspectives on humanizing brands (MacInnis & 

Folkes, 2017): the human-focused, self-focused, and relationship-focused 
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perspectives. The human-focused perspective refers to the way consumers 

associate a brand with human-like characteristics, such as visual cues (Kim, Chen, 

& Zhang, 2016), verbal devices (Waytz, Heafner, & Epley, 2014a), and human 

personality traits (Kervyn, Fiske, & Malone, 2012). The self-focused perspective 

relates to the connection between consumers and the brand. Thus, the brand 

serves as a means of self-expression as it reflects the consumers’ selves (Escalas 

& Bettman, 2003), which could be related to self-brand connection (Escalas & 

Bettman, 2009), and the fit of the brand’s personality with the actual or ideal 

consumer’s self—self-congruence (Malär, Krohmer, Hoyer, & Nyffenegger, 

2011). The relationship-focused perspective refers to developing a human-form 

relationship with a brand in which they anthropomorphize the brand as having a 

human-like mind and acting with intention (MacInnis & Folkes, 2017). For this 

reason, consumers may engage in the positive brand relationship as they view the 

brand as a committed partner (Aggarwal, 2004), best friend (Fournier, 1998), and 

servant (Kim & Kramer, 2015); they may also engage in the negative brand 

relationship once they have unfavorable attitude toward the brand (Joireman, 

Grégoire, & Tripp, 2016). 

 

 

Fig. 1. The Perspectives of Humanizing Brands of the Current Dissertation 

Goffman (1959) states that people consciously and subconsciously engage in their 

self-presentation because they wish to manage a positive impression in front of 

others. Apart from verbal presentation, non-verbal expression, and purposive 
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behaviors, people use artifactual displays for self-presentational tactics (Schneider, 

1981). To illustrate, job applicants have a greater sense of self-confidence during 

an interview when they are wearing a brand that is perceived as highly 

presentable when compared to wearing another brand that is not perceived as 

presentable for the job interview. Thus, consumers utilize a brand as a means of 

self-presentation in order to fulfill their psychological needs (Escalas & Bettman, 

2009), including those created by sociality motivation and effectance motivation 

(MacInnis & Folkes, 2017). Despite previous studies showing that a brand 

relationship involves the way consumers utilize the brand as part of the self-

presentational strategy (Escalas & Bettman, 2003; 2009). To date, virtually all the 

research on self-presentation and the brand relationship has focused on the fit of 

the brand’s personality with the consumer’s self (e.g., Aaker, 1997; Batra, Ahuvia, 

& Bagozzi, 2012; Kim and Kramer, 2015; Park et al., 2010) rather than on how 

the consumers appropriate the brand’s symbolic benefits for themselves. Further, 

most of the research on the brand relationship has focused on well-liked brands, 

rather than comparing how a brand relationship could be established differently 

for a well-liked brand versus a new brand or an unfavorable brand (Keller, 2016). 

Carroll and Ahuvia (2006) state that consumers associate with different 

intensities and types of emotion while maintaining their relationship with a brand. 

Specifically, Thomson, MacInnis, and Park (2005) propose affection, connection, 

and passion for capturing the consumers’ emotions related to a brand, and this 

three-factor emotional attachment has been widely used in the brand relationship 

research (Malär et al., 2011). To provide a greater understanding of the 

emotionally based brand relationship, Batra et al. (2012) presented a 

comprehensive brand love concept that covers seven core elements, such as 

passion-driven behaviors, a positive emotional connection, and self-brand 

integration. Brand love is empirically tested to have a positive influence on 

consumer forgiveness in times of disappointment (Hegner, Fenko, & Teravest, 

2017). However, this study does not consider a love-becomes-hate effect 

(Grégoire, Tripp, & Legoux, 2009). When encountering a brand transgression, 

consumers might have a stronger desire to take revenge, to spread negative word-

of-mouth, or to avoid the brand as they feel betrayed by the brand that they have 

loved. For instance, in the United Airlines case an Asian doctor was brutally 

removed from a plane on April 9, 2017, causing a brand crisis after a video of this 

went viral on the internet (Winston, 2017). The brand image of United Airlines 

got even worse and damaged future sales from existing customers when the CEO 

Oscar Munoz failed to recover the company’s lost brand image after the brand 
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transgression (Petroff, 2017). This brand transgression caused numerous Chinese 

customers to post photos of their shredded United MileagePlus credit cards on 

social media sites in order to protest about how United Airlines had treated the 

Asian passenger (Shen, 2017). Despite its importance, limited research has 

examined the antecedents and indicators that stimulate consumers’ tendencies to 

perceive brands in human-like terms, which affects the intensity of the perceived 

brand betrayal after a brand transgression (MacInnis & Folkes 2017). 

Mogilner, Aaker, and Kamvar (2012) call for an investigation of temporal 

focus within the branding context. Temporal focus relates to the way people 

devote their attention to thinking about a present, past, or future moment (Shipp, 

Edwards, & Lambert, 2009). Studies have shown that temporal focus plays an 

essential psychological role in influencing people’s belief, anticipations, and 

behavioral intentions in relation to a brand (Bluedorn, 2002; Shipp et al., 2009; 

Zimbardo & Boyd, 2008). For instance, Winterrich and Haws (2011) found that 

temporal focus plays significant roles in explaining consumer decisions and 

preference toward a brand. Mogilner et al. (2011) suggest that temporal focus 

shifts the definition of one’s happiness and directly influences one’s brand choice. 

Despite its importance, no empirical study has explored the influence of temporal 

focus on the way consumers humanize brands. 

The notion that consumers use brands to express their external and inner 

states of identity has become common in symbolic consumption (Escalas & 

Bettman, 2005). A symbolic brand is a form of self-expressive brand that focuses 

on how it serves as a means of reflecting a consumer’s self-concept, instead of 

emphasizing its functional attributes (Chernev, Hamilton, & Gal, 2011). Thus, 

consumers reflect themselves with the brand in order to fulfill inner states of 

motivation and to attain social status—to have a self-brand connection—and this 

aspect forms the brand relationship (Escalas & Bettman, 2005). Remarkably, the 

way the consumer perceives, comprehends, and interprets a brand’s ability to 

serve as a means of reflecting the consumer’s self is dependent on whether the 

brand is to be used for a near-future event or a distant-future event—in other 

words, it depends on temporal distance (Trope & Liberman, 2010).  

Trope, Liberman, and Wakslak (2007) argue that people have different 

attitudes and display different behaviors when they are engaged with the 

temporally proximal condition, versus the temporally distant condition. Indeed, 

numerous studies have identified the importance of temporal distance in 

consumer research, including the role of the processing mode in explaining the 

distance-construal association (Yan, Sengupta, & Hong, 2016); the link between 
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temporal distance, self-control, and indulgence (Laran, 2010); and the interaction 

effect of social and temporal distance on positive word of mouth (Zhao & Xie, 

2011). One key reason for the investigation of temporal distance in consumer 

research is because time consideration is an unavoidable decision-making process. 

Nevertheless, no study has identified the impact of temporal distance on how 

consumers humanize brands as means of presenting their consumer’s actual self 

or ideal self. 

Taking into account the discussion of the research gaps, the current research 

examines the following main research question (RQ):  

RQ: How do brand favorability, brand betrayal, temporal focus, and temporal 

distance influence the way consumers humanize brands?  

The sub-research questions are as follow: 

RQ1: How does self-brand connection vary depending upon the consumer’s 

favorability toward a brand?  

RQ2: What are the antecedents and indicators of brand betrayal?  

RQ3: How does temporal focus influence consumer preference and 

willingness to pay for a brand, which relate to the consumer’s need for self-

congruity?  

RQ4: How does temporal distance influence the consumer’s positive attitude 

toward a brand and positive choices regarding a brand that serves as means of 

presenting consumer’s actual self or ideal self?  

Each sub-research question is answered in one specific research article that has 

been tailored for a research gap. Article I reacted to RQ1 by providing insight into 

the moderating effect of well-liked, new, and unfavorable brands on the self-brand 

connection. Two studies relating to clothing and consumer electronics products 

were conducted, and the data were analyzed by using structural equation 

modeling. This research compared structural models with different groups to 

provide insight into the relationship between self-presentation by brand, brand 

attitude, brand familiarity, and self-brand connection. Article I contributed to the 

consumer-psychology model of brands (Schmitt, 2012) by integrating brand 

literature with self-presentation by brand; it further examined the moderating 

effect of well-liked, new, and unfavorable brands on the self-brand connection 

across clothing and electronic product brands. 
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Article II provided tentative answers to RQ2 by investigating the two 

indicators of brand betrayal: failure severity and inferred negative motive. Three 

studies were conducted to identify the antecedents of brand betrayal, including 

consumer anthropomorphize tendency and the high-arousal positive states that 

they have experienced over the course of typical weeks. Article II contributed to 

the literature of brand betrayal (Reimann, MacInnis, Folkes, Uhalde, & Pol, 2018) 

by validating two indicators of brand betrayal empirically and it identified the 

antecedents of brand betrayal. As such, the current research provides better 

insight into humanize brands from the point of view of brand betrayal. 

Article III answered RQ3 by demonstrating how the fit of one’s temporal 

focus (i.e., past, present, or future focus) links to one’s self-congruence, which 

results in a higher preference for a brand and willingness to pay more for it. In 

terms of research methodology, this article included one survey study and three 

experiments that manipulated participants’ temporal focus. Article III contributes 

to brand usage imagery congruity (Liu, Li, Mizerski, & Soh, 2012) by suggesting 

that the actual and ideal self-congruence is determined by the consumer’s 

temporal focus, which can affect consumer preference and willingness to pay 

more for a brand. 

Article IV responded to RQ4 by showing the causal effect of temporal 

distance on a brand’s ability to serve as a means of presenting the consumer’s self, 

and this effect has a significant affect on brand attitude and brand choice. This 

article consisted of three online experiments and one appendical study that tested 

a reserve effect (i.e., the causal effect of a brand’s ability to serve as a means of 

presenting the consumer’s self on the temporal distance). However, the result of 

the appendical study was not found to be significant. Thus, this article presents 

strong evidence of one-way cause-and-effect with a high degree of internal 

validity. Article IV adds temporal distance to self-brand connection literature 

(Escalas & Bettman, 2005) by demonstrating that consumers tend to have positive 

attitudes toward a brand and make positive choice about a brand that serves as 

means of self-presentational strategy. 

Overall, all four research articles answered research questions by 

emphasizing how the consumer’s brand favorability, brand betrayal, temporal 

focus, and temporal distance affect the way they humanize brands and thus have 

different responses to a brand relationship. More than two thousand participants 

from across Finland, India, and the US were recruited to gain a more enriched 

perspective of humanizing brands by measuring the impact on self-brand 
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connection, negative behavioral intentions, consumer forgiveness, brand 

preference, willingness to pay, brand attitude, and brand choice.  

In term of author contributions, the present author had the main responsibility 

for conceptualizing, planning, collecting, analyzing, and writing the articles. Co-

authors served to provide valuable insights and advice for the present author’s 

manuscripts before and during the submission process of journals and conference 

proceedings. 

Table 1. Authors’ contributions to articles. 

Author Article 

 I II III IV 

T. M. Tan     

Conceptualizing the theoretical background ⅹ ⅹ ⅹ ⅹ 

Designing the research plan ⅹ ⅹ ⅹ ⅹ 

Collecting and analyzing data ⅹ ⅹ ⅹ ⅹ 

Preparing the manuscript for submission ⅹ ⅹ ⅹ ⅹ 

Coordinating and responsibility for the publication process ⅹ ⅹ ⅹ ⅹ 

J. Salo     

Advising about the research plan  ⅹ ⅹ ⅹ ⅹ 

Providing valuable insights into the manuscript writing process ⅹ ⅹ ⅹ ⅹ 

Commenting on the article before submission ⅹ ⅹ ⅹ ⅹ 

Advising about the submission and publication process ⅹ  ⅹ ⅹ 

J. Juntunen     

Providing valuable insights into the data analysis  ⅹ ⅹ ⅹ ⅹ 

Commenting on the article before submission ⅹ  ⅹ ⅹ 

A. Kumar     

Providing an online platform for data collection  ⅹ ⅹ  ⅹ 

Commenting on the article before submission ⅹ  ⅹ ⅹ 

Providing valuable comments on the response notes and publication 

process 

ⅹ  ⅹ  

1.3 The structure of the study 

Chapter 1 begins by identifying the importance of maintaining the brand 

relationship from the firm perspective, followed by highlighting the current trends 

and reasons behind consumers humanize brands. Next, it shows that the current 

research backgrounds academic aspects and presents research questions 

concerning the identified research gaps. The end of the chapter indicates the 

authors’ contributions to each article and the outline of this dissertation. 
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Chapter 2 first reviews the core topics, such as brand and brand relationship, 

followed by the humanizing brands topic. Next, this dissertation indicates three 

topics that call for further understanding: (1) brand favorability, (2) brand betrayal, 

and (3) the temporal perspective: temporal focus and temporal distance.  

Chapter 3 first presents an overview of research frameworks and the 

methodology for each article so that readers have a basic idea about the research 

design, data analysis, data collection, the number of studies, sample sizes, and 

respondents’ profiles. Next, it provides a brief explanation of each research 

framework, procedure, and analysis method. 

Chapter 4 provides the overall findings of each article by tallying them with 

the research questions. The fundamental idea is to ensure each article’s 

hypotheses serve to answer a specified sub-research question. The end of the 

chapter illustrates a synthesis of the findings that relate to the central research 

question.  

Chapter 5 provides an aggregate view of the theoretical contributions, 

managerial implications, and limitations for future research. The reason for 

providing this is that this chapter allows readers to gain additional insight into this 

dissertation, rather than repeating the findings of each article. In general, this 

essay contributes to the literature on self-brand connection, self-congruence, and 

brand betrayal. It highlights three implications: (1) the one-on-one marketing 

approach to branding, (2) incorporating consumer’s in branding considerations, 

and (3) considering brand betrayal in a negative brand relationship.  

Finally, the four original research articles are included. 
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2 Literature review 

2.1 The meanings of brand 

A brand is defined as a “name, term, design, symbol, or any other feature that 

identifies one seller’s good or service as distinct from those of other sellers” 

(American Marketing Association, n.d.). Thus, customers can differentiate a 

branded product from an unbranded product easily as they have a certain degree 

of knowledge about the brand (Keller, 2003a). The bestseller author, Seth Godin 

defines a brand as “the set of expectations, memories, stories, and relationships 

that, taken together, account for a consumer’s decision to choose one product or 

service over another” (Godin, 2009). This definition provides a better meaning of 

brand as it covers a broader range of reasons why consumers have higher 

preferences for a particular product over another. However, it limits its 

applicability in explaining an unfavorable aspect of a brand. Victims of the 

Samsung Galaxy Note 7 battery fault may not like the brand because of their burn 

scars that were caused by the battery explosion. I am a big fan of McDonald’s 

who loves most of the food and drinks except for the French fries that I do not 

particularly like. For such reasons, a brand can consist of positive brand 

associations and/or negative brand associations (Schmitt, 2012).  

2.2 The research on the brand relationship 

The brand relationship, also known as the consumer-brand relationship (Aggarwal, 

2004; Fournier, Breazeale, & Fetscherin, 2012), provides a contemporary, 

essential, and thought-provoking area of research (MacInnis & Folkes, 2017). The 

studies on the brand relationship have consistently been published and cited in the 

top-tier marketing journals. Using a bibliometric citation meta-analysis, 

Fetscherin and Heinrich (2015) show that the average number of global annual 

citations per paper in the top ten journals in the field of the brand relationship is 

62.85. The Journal of Consumer Research becomes the most cited journal in this 

area, accounting for 219.25 annual citations per paper, followed by the Journal of 

Marketing with 161.71 citations and Advances in Consumer Research with 74.60 

citations (see Table 2).  
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Table 2. The top ten cited journals in the field of the brand relationship. 

Journal  AGAC/p 

Journal of Consumer Research 219.25 

Journal of Marketing 161.71 

Advances in Consumer Research 74.60 

Journal of Marketing Research 45.05 

Journal of Consumer Psychology 32.91 

Psychology & Marketing 29.69 

Journal of Business Research 20.03 

Journal of the Academy of Marketing Science 17.17 

Journal of Retailing 16.01 

International Journal of Research in Marketing 12.04 

Average 62.85 

Notes:  

AGAC/p: Average global annual citations per paper  

Source: Adopted and modified from Fetscherin and Heinrich (2015)  

One key reason for the tremendous popularity of this research area is that the 

brand relationship enables a brand to maintain its competitive advantage and 

brand positioning in the marketplace (Batra et al., 2012). A positive brand 

relationship exists when consumers establish a relationship with the brand that is 

based on exchange or communal norms (Aggarwal, 2004). The positive brand 

relationship results in brand preference, a higher willingness to pay more for the 

brand, brand attitude, brand choice, and self-brand connection (Bauer, Heinrich, 

& Albrecht, 2009; Hegner et al., 2017; Park et al., 2010; Thomson, et al., 2005).  

Apart from the positive brand relationship, previous researchers have also 

explored the negative brand relationship (Fournier et al., 2012). White, Breazeale, 

and Webster (2012) argue that the research on the brand relationship should 

consider consumers’ responses toward a brand and their subsequent consumption 

processes. That is, marketers cannot guarantee a positive brand relationship once 

consumers have chosen their brand; customers may form a negative association if 

the product is perceived as being lower quality than expected from the brand. 

White et al. (2012) found that consumers may form a negative brand relationship 

if the brand is not aligned with their individual and social self-image, if the brand 

has an unfair impact on society, or if the brand has broken its promises. The 

negative brand relationship is associated with a desire for avoidance, desire for 

revenge, and reparatory behaviors (Joireman et al., 2016). Although a brand 

transgression may cause a negative impact on the brand relationship, Donovan, 
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Priester, MacInnis, and Park (2012) argue that a close relationship between 

consumers and a brand could lead to their forgiveness and willingness to engage 

in post-purchase behavior after a brand transgression. Thus, a positive brand 

relationship is likely to reduce the negative impact of a brand transgression. 

2.3 Humanizing brands 

Different dictionaries have provided distinct definitions of humanize. The 

Cambridge dictionary refers to it as “to make someone or something kinder, 

gentler, or more agreeable,” whereas the Oxford dictionary explains it as “to 

make (something) more humane or civilized.” The Merriam-Webster dictionary 

explains it as “to represent as human or attribute human qualities to something.” 

The American Heritage dictionary explains it as “to portray or endow with human 

characteristics or attributes,” which is considered the closest meaning to that used 

in this dissertation. 

For decades, researchers have published articles that relate to the domain of 

humanizing brands, such as articles on the dimensions of brand personality 

(Aaker, 1997), brand anthropomorphism (Aggarwal & McGill, 2011), self-brand 

connection (Escalas & Bettman, 2009), and the types of relationship consumers 

establish with brands (Fournier, 1998). 

The terms humanizing brands and human brands were not commonly used in 

branding research before the year 2006. Thomson (2006) is the first author 

published in the Journal of Marketing who used “human brands” in his title. He 

found that the consumer’s feeling of autonomy and relatedness toward a human 

brand serve as antecedents of a strong brand relationship. He further claimed that 

a brand relationship “is unlikely to develop if the starting point of the relationship 

is characterized by intense negative feelings or thoughts.” That is to say that it is 

unlikely that a brand relationship develops with an unfavorable human brand. 

However, in a marketplace, it is impossible to satisfy all segments of customers. 

For instance, consumers might not prefer a brand until they have certain level of 

knowledge or experience of the brand. The truck and SUV brand Hummer is 

unlikely to be perceived favorably because of its massive fuel consumption and it 

is often criticized as representing the worst excesses of American consumer 

culture (Schulz, 2006). Still, new owners of a Hummer were attached to the brand 

and claimed that an electric car, such as the Toyota Prius that uses batteries, 

contribute a more significant negative impact on the environment than a Hummer 

(Luedicke, Thompson, & Giesler, 2009). Thus, it is crucial to investigate the role 
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of brand favorability (Keller, 1993) in forming a relationship with a human brand, 

such as a brand with which consumers have little or no interest to engage (Keller, 

2016) or a brand that is perceived as unfavorable (Chatzipanagiotou, Veloutsou, 

& Christodoulides, 2016).  

Puzakova, Kwak, and Rocereto (2013) are the first authors to use 

“humanizing brands” in the title of a marketing journal article. They induced 

participants to humanize a brand through visual cues that made the product’s 

features resemble a human face or human-like form. Their findings show that 

consumers who believe in personality malleability (vs. personality stability) are 

less likely to have an adverse attitude toward a human brand after a brand 

transgression. They further claimed that compensation (vs. denial and apology) is 

the only practical brand recovery strategy among people who believe in the 

malleability of personality traits. However, this research is mostly silent on brand 

betrayal after the transgression. Consumer forgiveness for a brand transgression is 

highly related to the failure’s severity and whether consumers infer that the brand 

had a negative motive (Joireman et al., 2016). Further, the most recent brand 

betrayal study (Reimann et al., 2018) did not assess the participants’ forgiveness 

despite previous studies having found that earning consumer forgiveness is an 

essential step in repairing the brand relationship (Donovan et al., 2012; 

Fedorikhin, Park, & Thomson, 2008; Xie & Peng, 2009). Thus, the existing 

models may be limited in providing a full picture of brand transgression, which 

relates to brand betrayal.  

Recently, MacInnis and Folkes (2017) provided a literature review of 

humanizing brands. There are three perspectives on humanizing brands as 

presented in Figure 1 of Chpater 1. MacInnis and Folkes (2017) further suggest 

that dispositional, developmental, cultural, and situational drivers activate the 

consumers’ motivation for humanizing a brand. The situational driver is an 

external factor that is affected by physical surroundings, social surroundings, task 

definition, antecedent states, and temporal perspective (Belk, 1975). Based on this 

notion, temporal focus and temporal distance may serve as drivers that motivate 

consumers to humanize a brand. The reason given is that temporal focus and 

temporal distance are essential factors of temporal perspective (Shipp et al., 2009). 

Nevertheless, the literature review of MacInnis and Folkes (2017) is silent as to 

whether temporal focus and temporal distance have influences on humanizing 

brands. 
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2.4 Brand favorability  

According to customer-based brand equity (Keller, 1993), consumers tend to react 

more favorably to a brand when they have a positive association with it, whereas 

they tend to respond less favorably to the brand when they have a negative 

association with it. A well-liked brand is a brand with which consumers have 

favorable, strong, and unique associations (Keller, 2003b). A new brand is viewed 

as a brand that consumers could not recognize readily as they have not been 

exposed to the brand or they have little knowledge about the brand and are thus 

unable to form a specific association with the brand (Keller, 1993). An 

unfavorable brand is defined as a brand with which consumers have created a 

negative brand association; they might have negative behavioral intentions toward 

the brand, such as a desire for revenge and desire for avoidance (Grégoire & 

Fisher, 2008). Thus, the different levels of brand favorability (i.e., a brand is 

either well-liked, new, or unfavorable) influence the way consumers humanize a 

brand. 

The consumer psychology model of brands (Schmitt, 2012) is considered the 

most relevant model for the research on humanizing brands as it provides an 

incisive view with a broader understanding of consumer psychology perspectives 

on branding (Keller, 2016). This model covers five underlying processes 

(identifying, experiencing, integrating, signifying, and connecting) and three 

levels of consumers’ psychological engagement (object-centered, self-centered, 

and social engagement) that drive consumers to relate themselves to a brand. 

However, in the signifying process, the author did not discuss the role of self-

presentation motivation in creating a self-brand connection, although consumers 

tend to utilize brands as part of their self-presentational strategy (Escalas & 

Bettman, 2009). 

If a brand is new, consumers might have a moderate attitude toward the brand. 

On the other hand, consumers might form a negative attitude toward a familiar 

but unfavorable brand. For these reasons, it is impossible for consumers to 

connect themselves with such a brand as there is absence of a strong and 

favorable brand association (Escalas & Bettman, 2003). MacInnis and Folkes 

(2017) suggest that consumers may form a self-brand connection when they 

perceive the brand could fulfill their sociality motivation by providing symbolic 

benefits to them. Therefore, self-presentation by brand may be more relevant than 

brand attitude and brand familiarity when predicting self-brand connection in the 

evaluation of new and unfavorable brands.  
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2.5 Brand betrayal 

Brand revitalization strategies or responses to a brand crisis are integral parts of 

managing a brand relationship (Keller, Parameswaran, & Jacob, 2011). Brand 

managers face these challenges in facilitating consumer forgiveness after a brand 

transgression and they may have no clue about their customers’ feeling of brand 

betrayal (MacInnis & Folkes, 2017). Consumers feel betrayed when the brand 

does not satisfy their expectations (Grégoire & Fisher, 2008), such as in the case 

of fairness violations (Grégoire & Fisher, 2008), disloyalty (Luedicke & Pichler-

Luedicke, 2015), unethical behavior (Schmalz & Orth, 2012), and providing 

misleading information (Parmentier & Fischer, 2015). 

Waytz, Cacioppo, and Epley (2014b) suggest that some people tend to imbue 

nonhuman objects with intentions and feelings. Based on this notion, consumers 

may attribute a brand with human mental capacities when they humanize the 

brand, and this phenomenon should be applied in both contexts of positive and 

negative brand relationships. However, MacInnis and Folkes (2017) argue that 

previous research has yet to identify the indicators of brand betrayal in the context 

of a human-like brand relationship. Previous studies are mostly silent as to 

whether consumers perceive that the brand itself has failed to deliver on its 

promises or if they attribute a negative motive to lie behind a brand transgression 

(Grégoire & Fisher, 2008; Grégoire et al., 2009; Luedicke & Pichler-Luedicke, 

2015; Parmentier & Fischer, 2015; Schmalz & Orth, 2012).  

The recent brand betrayal research (Reimann et al., 2018) offers a thorough 

view of neuroimaging experiments and psychometric study regarding the 

consumer experience of brand betrayal. The authors suggest that brand betrayal is 

distinct from brand dissatisfaction in term of its association with self-castigation 

and rumination. Nevertheless, the model does not include the antecedents that are 

not related to brand experience and brand evaluation. For instance, MacInnis and 

Folkes (2017) state that consumers feel more betrayed when they see that an 

anthropomorphized brand has intentionally violated a relationship norm, in which 

case they proposed that a consumer anthropomorphize tendency is positively 

associated with the brand betrayal when he or she encounters a brand 

transgression. Besides, due to optimistic bias (Kahneman, 2011), the high-arousal 

positive states that consumers have typically experienced might affect the way 

they feel betrayed by a brand. Thus, the brand betrayal model by Reimann et al. 

(2018) is limited in its ability to capture psychological factors that might affect 

the consumer’s feelings of brand betrayal when encountering a brand transgresses. 
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2.6 The temporal perspective: Temporal focus and temporal 

distance 

Temporal focus refers to the way consumers devote their attention to thinking 

about a present, future, or past moment (Shipp et al., 2009). Thus, it is not related 

to brand experience and brand evaluation. In contrast, temporal distance is related 

to a brand context as it shows how far into the future (near future vs. distant 

future) consumers conceive using the brand (Kim & John, 2008).  

Previous research has shown that one’s temporal focus can influence 

consumer choice (Mogilner et al., 2012) and self-congruence (Zimbardo & Boyd, 

2008). Using the survey methodology, temporal focus serves to explain 

anticipated future opportunities, job satisfaction, turnover intent, organizational 

commitment, future autonomy, future recognition (Shipp et al., 2009), venture 

effort (Foo, Uy, & Baron, 2009), strategic business behavior (Nadkarni & Chen, 

2014), and organizational citizenship behavior (Strobel, Tumasjan, Spörrle, & 

Welpe, 2013). However, to date, only two marketing studies have used the 

experimental methodology in the research of temporal focus (Mogilner et al., 

2012; Winterich & Haws, 2011). When compared to the experimental method, the 

survey methodology faces its inherent limitation of verifying a cause-and-effect 

conclusion (Visser, Krosnick, & Lavrakas, 2000). Further, the effect of temporal 

focus on humanizing brands has not yet been explored using an experimental 

approach. 

Sung and Tinkham (2005) state that consumers hypothetically perceive the fit 

between a brand’s personality and their self-concept, thus they might not be in 

congruence with the brand image and brand personality overtly created by the 

company. Koll and von Wallpach (2014) suggest that managers should focus on 

how to associate consumers with a favorable brand response in the brand 

relationship, rather than emphasize the congruence between management-

intended brand personality and actual consumers brand personality. One 

explanation is that consumers make choices based on their self-construal via the 

attitude object, which is influenced by their judgment of how far into the future 

the event will happen—temporal distance (Trope & Liberman, 2010). Thus, the 

way consumers humanize a brand that reflects their self-concept is dependent on 

how far into the future the brand will be used for self-presentational strategy. 

However, no study has investigated the effect of temporal distance on self-

presentation by brand. 
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For decades, psychology researchers have related one’s temporal perspective 

with the actual self or ideal self (Gordon, 1968; Markus & Nurius, 1986; Rogers, 

1951; Wilson & Ross, 2001). A brand functions as a means of self-verification 

when it signifies the consumer’s actual self (Swann, Stein-Seroussi, & Giesler, 

1992), while a brand serves as a means of self-enhancement when it portrays the 

consumer’s ideal self (Grubb & Grathwohl, 1967). Based on construal-level 

theory (Trope & Liberman, 2010), consumers should be more likely to switch to a 

brand that serves as a means of reflecting their ideal self when they are in a 

psychologically distant condition, such as when they are thinking about a distant 

future moment, distant memories, or a distant-future event. However, no research 

has been conducted to extend this relationship to a consumer-brand context. There 

has also been no research on the impact of temporal focus and temporal distance 

on humanizing brands. 
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3 Research frameworks and research 
methodologies 

3.1 An overview of the articles 

In Chapter 2 this dissertation highlights issues that relate to brand favorability, 

brand betrayal, temporal focus, and temporal distance. To address the stated 

issues, the current dissertation includes four research articles, developing different 

research frameworks in response to the indicated matters individually. Article I is 

related to brand favorability, whereas Article II is related to brand betrayal. 

Articles III and IV are related to temporal perspective. 

As noted in Table 3 (see next page), the research design of Articles I and II 

was an online questionnaire with multiple conditions. It refers to the fact that at 

least two conditions will be designed, and participants are presented with one of 

the conditions before they are asked to respond to a set of questions in a self-

administrated survey (Wright, 2005). As for online experiments, Qualtrics 

software was used as it randomly assigns respondents to a different condition; it is 

commonly used in the social sciences and medical research (Johnson, Harkins, 

Cary, Sankar, & Karlawish, 2015). 

Articles I and II tested the hypotheses by using AMOS SPSS 16 to perform 

structural equation modeling analysis, whereas Articles III and IV examined the 

research frameworks by conducting correlations analysis, independent-samples t 

tests, chi-square tests, and two-way between-groups ANOVA. The current 

dissertation recorded a total of 2,263 usable samples by utilizing two platforms in 

data collection. The Finnish responses were collected from the University of Oulu 

via student email distribution in Articles I and II, and in exchange for a small gift 

in Article III, whereas the US and Indian respondents were recruited from 

Amazon Mechanical Turk in exchange for a fee.  

The average ages were 31.4 (Article I), 32.7 (Article II), and 32.7 (Article IV). 

The respondents’ ages ranged from 18 to 74 years old. Age information was not 

available for Article III as an age category selection was designed during the data 

collection. In the following sections, the research frameworks and summaries of 

methodologies are presented. 

 



32 

Table 3. The research methodologies and paper outlet of Articles I, II, III, and IV. 

  Article I Article II Article III Article IV 

Research 

design 

Online 

questionnaires with 

multiple conditions 

Online 

questionnaires with 

multiple conditions 

Questionnaires 

and experiments 

Online 

experiments 

Data analysis Structural equation 

modeling  

Structural equation 

modeling  

Correlation, T-

tests, and chi-

square tests 

T-tests, two-way 

between-groups 

ANOVA, and chi-

square tests 

Data collection University of Oulu        

and Amazon 

Mechanical Turk 

(US)  

University of Oulu      

and Amazon 

Mechanical Turk 

(India and US) 

University of Oulu Amazon 

Mechanical Turk 

(US) 

Number of 

studies 

2 3 4 4 

Sample sizes 670 693 480 420 

Respondents’ profiles    

Gender     

Male 52.2% 60.3% 39.6% 52.4% 

Female 47.8% 39.7% 60.4% 47.6% 

Age   

Mean 31.4 32.7 n/a 32.7 

SD 10.6 10.2 n/a 11.5 

Range 18 to 74 18 to 72 n/a 18 to 69 

Nationality   

Finland 39.7% 19.7% 89.2% 0.0% 

United 

States 

53.1% 48.9% 0.0% 86.2% 

India 0.0% 29.1% 0.0% 0.0% 

Others 7.2% 2.3% 10.8% 13.8% 

Paper outlet Submitted to Journal 

of Business 

Research and 

currently under 

second-round 

review 

(Jufo 2/ABS3) 

European-

Advances in 

Consumer 

Research 

(Jufo 1/ABS2) 

Submitted to 

European Journal 

of Marketing and 

currently under 

third-round review 

(Jufo 1/ABS3) 

NA-Advances in 

Consumer 

Research 

(Jufo 1/ABS2) 

Notes: Age information was not available in Article 3 as an age category selection was used;   

SD = standard deviation 
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3.2 Article I: A comparative study of creation of self-brand 

connection for well-liked, new, and unfavorable brands 

 

Fig. 2. The research framework of Article I 

The objective of Article I was to address issues related to brand favorability. In 

this article, brand attitude, self-presentation by brand, and brand familiarity are 

expected to positively predict a self-brand connection. However, the relationships 

between independent variables and self-brand connection are moderated by well-

liked, new, and unfavorable brands. As noted in Fig. 2, well-liked and new brands 

moderated the relationship of brand attitude and self-brand connection (Study 1) 

because consumers form a higher level of favorable attitudes toward the well-

liked brand than they do for the new brand (Keller, 1993). Thus, if a brand is well 

liked, brand attitude should have a stronger positive effect on self-brand 

connection than self-presentation by brand. Pullig, Netemeyer, and Biswas (2006) 

state that consumers will form a negative brand attitude if the brand is perceived 

unfavorably; this restricts consumers from connecting themselves with the brand 

(Park et al., 2010). For this reason, the unfavorable brand does not moderate the 

relationship between brand attitude and self-brand connection. 

The relationship of self-presentation by brand and the self-brand connection 

is moderated by the well-liked, new, and unfavorable brands (Studies 1 and 2). 

Self-presentation by brand allows consumers to perceive the brand’s ability to 

serve as a means of self-presentational strategy, which refers to the benefit gained 

from a personal identity signal. Thus, self-presentation by brand allows 

consumers to identify the benefits gained from a brand although the brand is 

perceived new or unfavorable. 
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The relationship of brand familiarity and the self-brand connection is 

moderated by well-liked and unfavorable brands (Study 2). Keller (2003a) stated 

that familiarity involves both consumer’s memory and recognition; thus it is not 

relevant to the brand that is perceived as new, as consumers have insufficient 

knowledge about the brand that is perceived as new to form a self-brand 

connection (Batra et al., 2012). For this reason, the new brand does not moderate 

the relationship between brand familiarity and self-brand connection. According 

to Grégoire et al. (2009), consumers may process a love-becomes-hate effect 

toward a familiar brand when the brand has violated a relationship norm. Hence, 

brand familiarity can dilute the self-brand connection if the brand is evaluated to 

be unfavorable. 

In terms of research methodology, Study 1 recorded 277 completed responses 

from the University of Oulu. Participants were randomly assigned to a well-liked 

brand condition or a new brand condition. In the well-liked brand condition, they 

were asked to list a fashion brand that they had a favorable feeling towards and 

that they had had a positive experience with. In the new brand condition, 

participants were given a fictitious Zeemiata clothing brand (they were provided 

with a logo and a brief description of the brand). Next, they were asked to 

respond about items that related to brand attitude (Spassova & Lee, 2013), self-

presentation by brand (adapted and modified from Leary et al., 1994; Tice, Butler, 

Muraven, & Stillwell, 1995), and self-brand connection (Park et al., 2010), and 

then asked to respond to manipulation check questions (Kent & Allen, 1994). 

Study 2 recorded 393 completed American responses that were recruited from 

Amazon Mechanical Turk. Participants were randomly assigned to a well-liked 

brand or an unfavorable brand condition regarding consumer electronics products. 

In the well-liked brand condition, participants were asked to list a brand that they 

had a favorable feeling about and whose products satisfied them. In the 

unfavorable brand condition, they were asked to list a familiar brand that they had 

stopped using due to dissatisfaction. Next, they were asked to respond to the 

items that related to brand familiarity (Kent & Allen, 1994), self-presentation by 

brand, and self-brand connection, and then respond to manipulation check 

questions (Spassova & Lee, 2013). 

Regarding the data analysis, measurement models were first assessed to 

ensure that the models satisfied the fit indices, Cronbach’s alpha, composite 

reliability, average variance extracted, and discriminant validity analysis (Hair, 

Black, Babin, & Anderson, 2010). Next, comparing structural models with 

different groups was conducted to test the hypotheses.  
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3.3 Article II: The antecedents and indicators of brand betrayal 

 

Fig. 3. The research framework of Article II 

The objective of Article II was to address issue relates to the antecedents and 

indicators of brand betrayal. Based on previous literature, this article classified 

brand betrayal into two indicators: failure severity (Finkel, Rusbult, Kumashiro, 

& Hannon, 2002; Grégoire et al., 2009) and inferred negative motive (Elangovan 

& Shapiro, 1998; Grégoire & Fisher, 2008).  

Fig. 3 shows that the antecedents of brand betrayal are consumer 

anthropomorphize tendency and actual high-arousal positive states. 

Anthropomorphize tendency is defined as the tendency to imagine that non-human 

agents have human-like characteristics, intentions, and feelings (Epley, Waytz, & 

Cacioppo, 2007). When experiencing a brand transgression, a higher consumer 

anthropomorphize tendency is expected to have a positive association with the 

indicators of brand betrayal. The reason given is that consumer anthropomorphize 

tendency enhances the possibility of considering a brand to have broken a 

relationship norm (MacInnis & Folkes, 2017). Actual high-arousal positive states 

refer to the actual feelings of enthusiasm, excitation, elation, or euphoria that 

individuals have typically experienced (Tsai, Knutson, & Fung, 2006). Kahneman 

(2011) states that people have optimistic bias. They tend to reminisce about 
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events that they associate with high-arousal states, and a brand transgression 

would make them feel worse since they are unable to accept the unfortunate fact. 

Thus, consumer anthropomorphize tendency and actual high-arousal positive 

states are not related to brand experience. 

Article II focused on two types of apology letter after a brand transgression: a 

competence-violation apology and relationship-violation apology (Maddux, Kim, 

Okumura, & Brett, 2011). A competence-violation apology letter is expected to be 

more efficient than a relationship-violation apology in reducing the feeling of 

brand betrayal as it focuses on re-establishing the credibility of the brand 

relationship by addressing the incompetence. The current research argues that 

consumers are more likely to forgive the brand when the brand has apologized for 

the brand transgression; thus this could reduce the sense of betrayal experienced 

by them. For this reason, consumer forgiveness is negatively related to brand 

betrayal. Lastly, Article II also demonstrated the consequences of brand betrayal 

on negative word of mouth (Grégoire & Fisher, 2008; Grégoire et al., 2009). 

In term of research methodology, three studies were designed to examine the 

research framework. In Study 1, 152 participants were recruited from the 

University of Oulu. They were first asked to rate their propensity for 

anthropomorphize tendency (Waytz et al., 2014b). Next, they were given a brand 

transgression scenario that was related to a flight delay, followed by answering 

items regarding failure severity (Finkel et al., 2002; Grégoire et al. 2009), inferred 

negative motive (Elangovan & Shapiro, 1998; Grégoire & Fisher, 2008), and 

negative word of mouth (Waytz et al. 2014b). 

In Study 2, 202 Indian participants were recruited from Amazon Mechanical 

Turk. They were first asked to evaluate items relate to actual high-arousal positive 

states (Tsai et al., 2006). They were presented with a brand transgression scenario 

about the substantial price reduction of a smartphone, four weeks after purchase. 

Next, the participants were asked to read an apology letter that included 

compensation in the form of store credit. Lastly, they were asked to respond to 

questions about failure severity, inferred negative motive, and negative word of 

mouth (Sinha & Lu, 2016).  

In Study 3, 339 American participants were collected from Amazon 

Mechanical Turk. They were first asked to evaluate items relate to actual high-

arousal positive states. They were given a brand transgression scenario about a 

substantial price reduction of a GoPro four weeks after purchase. Next, the 

participants were randomly assigned to either a competence-violation apology 

letter or relationship-violation apology letter that both included compensation in 
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the form of store credit. Lastly, they were asked to respond to questions about 

consumer forgiveness (Sinha & Lu, 2016), failure severity, inferred negative 

motive, negative word of mouth. 

The data analysis procedure of the measurement model was similar to that in 

Article I. However, Article II conducted second order CFA and structural model 

that due to the research frameworks. Further, Article II did not perform a 

comparative analysis of structural models as this article did not hypothesize the 

moderating effect. Instead, Study 3 of Article II used dummy coding (dummy 0 = 

relationship-violation apology; dummy 1 = competence-violation apology) to 

identify the efficiency of the apology used after the brand transgression.  

3.4 Article III: Temporal focus and self-congruence 

 

Fig. 4. The research framework of Article III 

The objective of Article III is to answer issues related to temporal focus. It serves 

to investigate whether consumers devote their attention to thinking about whether 

a present moment, a distant future moment, or a distant past moment influences 

their need for actual or ideal self-congruity, and subsequently whether it affects 

their brand preference and willingness to pay for the brand. 

Article III draws from construal-level theory (Trope & Liberman, 2010) and 

situational self-image (Schenk & Holman, 1980) to develop the research 

framework. The construal-level theory suggests that as psychological distance 

increases, such as when people think about a distant future or a distant memory, it 

influences them to form a more abstract mental about an object (Trope et al., 

2007). However, the construal-level theory does not provide an explanation of 

actual or ideal self-congruence from the consumer context. The literature of 

situational self-image is adapted to address this issue. The reason given is that it 

explains that consumers have many self-concepts and thus decide which brand 

could be used to reflect their self-image in the specific characteristics of a given 

situation (Sirgy, 1982) such as the physical surroundings, social surroundings, 

task definition, antecedent states, and temporal perspectives (Belk, 1975). 
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As noted in Fig. 4, this article examines the effect of temporal focus on brand 

preference and willingness to pay. Brand preference is selected as it is related to 

the outcome of how consumers humanize a brand as a means of self-expression 

(Chernev et al., 2011; Sirgy et al., 1997). Willingness to pay is assessed as it 

represents the behavioral outcome associated with the strength of brand 

preference (Chernev et al., 2011). In brief, this article proposes that when the 

focus is on the present moment, consumers activate their need for actual self-

congruity and have a higher preference for and are willing to pay more for a 

brand that serves as a means of reflecting their actual self, whereas when the 

focus is on the distant future and distant past moments, consumers activate their 

need for ideal self-congruity and have a higher preference for and are willing to 

pay more for a brand that serves as a means of reflecting their ideal self (Bandura, 

1982; Kahneman, 2011; Markus & Nurius, 1986; Trope et al., 2007; Trope & 

Liberman, 2010). 

In terms of research methodology, four studies were designed to examine the 

research framework. In Study 1, 300 students were approached to participate in a 

self-administrated survey at the University of Oulu. They were asked to respond 

to questions that related to self-esteem (Rosenberg, 1965), public self-

consciousness (Fenigstein, Scheier, & Buss, 1975), temporal focus (Shipp et al., 

2009), and self-congruence (Sirgy et al., 1997). Correlational analysis was 

conducted to identify the relationship between temporal focus and self-

congruence. Next, the participants were categorized as the present focus group 

and future focus group to confirm the effect of temporal focus on self-congruence 

by using chi-square tests. 

Three experimental studies were designed to identify the cause and effect of 

temporal focus on brand preference and willingness to pay. Each study was a 2 ✕ 

2 between-subjects factorial design. Study 2a was related to manipulating a 

present focus, Study 2b served to prompt a distant future focus, and Study 2c 

manipulated participants to have a distant past focus. Apart from the temporal 

focus measures and the focus-manipulating writing task (Zimbardo & Boyd, 

2008), the design and procedures were similar across the three experimental 

studies. 

Sixty participants were recruited in each experimental study at the University 

of Oulu in exchange for a small gift. First, they were randomly assigned to think 

about customizing clothing that could serve as a means of reflecting either their 

actual self or ideal self by indicating responses to seven items that related to their 

clothing style, size, favorite colors, and so on. Then the participants were asked to 
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respond to questions on the pre-rating of temporal focus measures, followed by 

being randomly assigned to either a control or a treatment in which they were 

given a temporal focus writing task (Study 2a: present focus; Study 2b: distant 

future focus; Study 2c: distant past focus). Next they were asked to indicate their 

post-rating of the temporal focus measures. The participants then were asked to 

imagine that they had seen Vero Ideale clothing that matched their customized 

clothing in a shopping center; they were required to respond to questions about 

their brand preference (Sirgy et al., 1997) and willingness to pay for the brand 

(Chernev et al., 2011; Guo, Ji, Spina, & Zhang, 2012).  

A paired-samples t test was conducted to check the manipulating task of 

temporal focus by assessing on the pre- and post-rating measures. A series of 

independent-samples t tests were analyzed to test the significant difference in 

brand preference and willingness to pay. 

3.5 Article IV: The effect of temporal distance on self-presentation 

by brand 

 

Fig. 5. The research framework of Article IV 

The objective of Article IV was to answer issues related to temporal distance and 

how consumers humanize brands as means of presenting their consumer’s actual 

self or ideal self. Studies 1a and 1b served to examine whether when consumers 

construe a near-future event, they exhibit more favorable attitudes and choices 

toward a brand that serves as a means of presenting their actual self rather than a 

brand that serves as a means of presenting their ideal self. In contrast, Article IV 

wanted to examine whether when consumers construe a distant-future event, they 

exhibit more favorable attitudes and choices toward a brand that serves as a 

means of presenting their ideal self rather than a brand that serves as a means of 

presenting their actual self (Alicke & Sedikides, 2011; Malär et al., 2011; Trope et 

al., 2007).  

To achieve a high degree of internal validity in this research framework, 

Study 2 was conducted to test the effect of this research framework with an option 

that was not related to self-presentation, such as a comparison of a well-liked 
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brand and a customized fictitious brand. Besides, an appendical study was 

presented to examine whether consumers are willing to reserve a purchased 

clothing that serves as a means of presenting their ideal self in a distant-future 

event instead in a near-future event.  The reason for the appendical study is that a 

one-way causal effect of temporal distance on self-presentation by brand (see Fig. 

5). 

Article IV is different to Article III in three ways. First, temporal distance is 

related to how far into the future an object (such as a branded product) will be 

used by consumers (Kim & John, 2008), whereas temporal focus is not related to 

brand experience or brand evaluation (Mogilner et al., 2012). Second, this article 

focuses on self-presentation by brand, which refers to the way consumers utilize a 

brand to serve as a self-presentational strategy (Escalas & Bettman, 2009), such 

as when they utilize it to present their actual self or ideal self. In contrast, Article 

III investigated the consumer’s need for self-congruity, which refers to the 

situation of use in which consumers seek out a brand that matches their actual self 

or ideal self (Liu et al., 2012). Third, both studies have different dependent 

variables. 

In term of research methodology, four studies were designed to examine the 

research framework. In Study 1a, 120 American participants were recruited from 

Amazon Mechanical Turk. They were randomly assigned to a near-future or a 

distant-future event and they subsequently responded to a temporal thought index 

(Spassova & Lee, 2013). Next, the participants were randomly presented with 

four clothing items that could serve as a means of presenting their actual self or 

ideal self, and they were asked to rate their brand attitude (Spassova & Lee, 2013). 

In Study 1b, 100 American participants were recruited from Amazon 

Mechanical Turk. They were first asked to choose clothing brands from a pool of 

familiar brands: three clothing brands that could serve as a means of presenting 

their actual self and three clothing brands that could serve as a means of 

presenting their ideal self (the brands were Adidas, Armani, Calvin Klein, Coach, 

Forever 21, GAP, Gucci, H&M, Levi’s, Michael Kors, Nike, Old Navy, Puma, 

Ralph Lauren, Zara). Next, the participants were randomly assigned to a near-

future or distant-future vacation prize and subsequently responded to questions on 

a temporal thought index, followed by allocating a percentage of how much time 

they would spend wearing the clothes on the trip (and the total percentage had to 

add up to 100%). They were asked to answer a brand-checking question before 

the final page. 
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In Study 2, 80 American participants were recruited from Amazon 

Mechanical Turk. They were first asked to list three fashion brands that they 

preferred. The participants then were randomly assigned to a near-future or 

distant-future event and asked to respond a temporal thought index. Next, the 

participants were randomly assigned to customize Zeemiata clothing (a fictitious 

brand) that could serve as a means of presenting their actual self or ideal self, 

followed by reporting on their brand attitude and self-presentation by brand 

regarding Zeemiata. Lastly, the participants were asked to allocate a percentage of 

their choices for selecting the clothing for the event, ranging from 0% to 100%, 

for Zeemiata and the first fashion brand listed by the participants. They were 

asked to answer a manipulation check question the extent to which Zeemiata 

clothing could serve as means of presenting the consumer self before the final 

page. 

In the appendical study, 120 American participants were recruited from 

Amazon Mechanical Turk. They were randomly assigned to imagine that they had 

bought clothing that served as a means of presenting their actual self, their ideal 

self, or no specific self-concept. Next, the participants were asked to decide 

between wearing the clothing for either a near-future or distant-future event. 

As for data analysis, independent-samples t tests (Studies 1a and 1b), two-

way between-groups ANOVA (Study 2), and chi-square tests (the appendical 

study) were conducted to test the significant difference in the consumer responses. 
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4 The review of the findings 

This chapter reviews the findings of the four articles that serve to respond to each 

specific sub-research question, as stated in Chapter 1. The discussions will be 

centralized on the results of each research framework or a set of hypotheses that 

are associated with the sub-research question, rather than providing a holistic 

view of the theoretical contribution, which will be discussed in Chapter 5. 

4.1 The response of Article I to RQ 1: How does self-brand 

connection vary depending upon the consumer’s favorability 

toward a brand? 

In a study of a clothing brand, brand attitude and self-presentation by brand 

significantly and positively predicted self-brand connection in a basic model. The 

result shows that self-presentation by brand has a stronger effect on self-brand 

connection than brand attitude. However, the brand attitude has a stronger impact 

on self-brand connection than self-presentation by brand in the evaluation of well-

liked brand. Remarkably, in the evaluation of new brand, the predictive ability of 

brand attitude on self-brand connection became nonsignificant, whereas self-

presentation by brand predicted self-brand connection positively and significantly. 

In a study of consumer electronics product brands, self-presentation by brand 

significantly and positively predicted self-brand connection in the evaluation of 

both well-liked and unfavorable brands. The relationship between brand 

familiarity and the self-brand connection was not significantly found in a basic 

model. Interestingly, brand familiarity significantly and positively predicted self-

brand connection in the evaluation of a well-liked brand, but in the assessment of 

an unfavorable brand, the predictive ability of brand familiarity on self-brand 

connection became negative and significant. 

The findings of Article I show that the creation of the self-brand connection 

varies depending upon if it is a new, well-liked, or unfavorable brand. If a brand is 

well-liked, the consumers’ overall positive evaluation of the brand (i.e., brand 

attitude) is more relevant than self-presentation by brand and brand familiarity in 

developing a sense of oneness with the brand. In contrast, if a brand is new or 

unfavorable, the consumers’ perception of how the brand could be beneficial as a 

personal identity signal (i.e., self-presentation by brand) is more pertinent in 

connecting consumers with the brand. An important remark is that when 

consumers hold an unfavorable attitude toward a brand, a higher level of brand 
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familiarity is going to dilute the self-brand connection. Therefore, the level of 

brand favorability moderates the predictions of brand attitude, brand familiarity, 

and self-presentation by brand on the self-brand connection. 

4.2 The response of Article II to RQ 2: What are the antecedents 

and indicators of brand betrayal? 

Brand betrayal exists when a brand has violated a relationship norm, especially 

when consumers view the brand to act in a human-like way. Thus, the indicators 

of brand betrayal should have the ability to measure the extent to which a brand 

can negatively behave like a human. Two indicators, failure severity and inferred 

negative motive, were proposed and were tested empirically in Article II. 

Study 1 is related to a flight delay scenario; the results showed that consumer 

anthropomorphize tendency significantly and positively predicted the inferred 

negative motive rather than failure severity. Study 2 presents a scenario about a 

substantial price reduction of the Samsung GALAXY S8 Edge, four weeks after 

purchase; the results demonstrated that the actual high-arousal positive states 

significantly and positively predicted the failure severity rather than the inferred 

negative motive. Study 3 replicated the findings of Study 2 but replaced the phone 

with a GoPro product; it further shows that a competence-violation apology is 

more efficient than a relationship-violation apology in reducing brand betrayal. 

Both failure severity and inferred negative motive significantly and positively 

predicted negative word of mouth. Consumer forgiveness significantly and 

negatively predicted failure severity and inferred negative motive in Study 3.  

The findings of Article II show that brand betrayal (i.e., failure severity and 

inferred negative motive) can be influenced by antecedents that are unrelated to 

brand experience and brand evaluation, including the consumer 

anthropomorphize tendency and the feeling of enthusiasm, excitement, elation, or 

euphoria that they have typically experienced. Both consumer anthropomorphize 

tendency and actual high-arousal positive states exist before the brand betrayal. 

The reasons given are that (1) everyone has the consumer anthropomorphize 

tendency, though the extent varies across individuals (Waytz et al., 2014b), (2) the 

actual high-arousal positive states are the emotions that consumers have or have 

not experienced prior to an occasion (Tsai et al., 2006), such as a brand 

transgression. 

Besides, the article suggests that the type of apology letter (a competence-

violation apology letter vs. relationship-violation apology letter) can significantly 
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affect feelings of brand betrayal, even if both types of apology letter offer similar 

compensation. 

4.3 The response of Article III to RQ 3: How does temporal focus 

influence consumer preference and willingness to pay for a 

brand, which relate to the consumer’s need for self-congruity? 

In Study 1, the results demonstrate that present-focused consumers tend to seek 

for a brand that serves as a means of reflecting their actual self, whereas future-

focused consumers tend to seek for a brand that serves as a mean of reflecting 

their ideal self. Further, it shows that consumers may engage with multiple 

temporal foci, during which time they are focusing on both the present moment 

and the future activity (such as an upcoming vacation) at the same time. Thus, no 

significant result was found among those consumers who had multiple temporal 

foci.  

The results of Study 2a present that if consumers are primed to devote their 

attention to thinking about the present moment, they tend to evaluate a clothing 

brand as preferable when it serves as a means of reflecting their actual self, as 

opposed to a brand that serves as a means of reflecting their ideal self. However, 

the result upon their willingness to pay was not found to be significant, although 

the present-focused consumers tended to pay more for a brand that serves as a 

means of reflecting their actual self. 

The results of Studies 2b and 2c show that if consumers are primed to devote 

their attention to thinking about a distant future or distant memories, they tend to 

evaluate a clothing brand as preferable and are willing to pay more for the brand 

that serves as a means of reflecting their ideal selves, rather than a brand that 

serves as a means of reflecting their actual selves. 

Article III further conducted a series of analysis to examine the disassociation 

effect of temporal focus and self-congruence on brand preference and willingness 

to pay. The results show that consumers do not feel less preference or pay less for 

a brand when there is a disassociation of temporal focus and self-congruence. 

The findings of Article III provide empirical evidence that the consumer’s 

temporal focus—a determinant that is unrelated to brand experience and brand 

evaluation—can affect the consumer’s need for actual or ideal self-congruity, 

which influences them to evaluate a brand more preferably and be willing to pay 

more for the brand. 
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4.4 The response of Article IV to RQ 4: How does temporal 

distance influence the consumer’s positive attitude toward a 

brand and positive choices regarding a brand that serves as 

means of presenting consumer’s actual self or ideal self? 

In Study 1a, the result shows that consumers in the temporally proximal condition 

tend to evaluate clothing brands more favorably when they are offered brands that 

serve as a means of presenting their actual self, rather than brands that serve as a 

means of presenting their ideal self, whereas consumers in the temporally distant 

condition tend to evaluate clothing brands more favorably when they are offered 

brands that serve as a means of presenting their ideal self, rather than brands that 

serve as a means of presenting their actual self. 

In Study 1b, the result shows that consumers tend to allocate a significantly 

higher percentage of time to wearing the clothes of a group of clothing brands that 

serve as a means of presenting their actual self in a near-future vacation prize, 

whereas they tend to allocate a significantly higher percentage of time to wearing 

the clothes of a group of clothing brands that serve as a means of presenting their 

ideal self in a distant-future vacation prize. 

Study 2 enhances the findings by investigating the effect of temporal focus on 

self-presentation by brand. The result shows that consumers in the temporally 

proximal condition have significantly higher levels of self-presentation by brand 

when they are asked to customize a fictitious brand that serves as a means of 

presenting their actual self, rather than a fictitious brand that serves as a means of 

presenting their ideal self, whereas consumers in the temporally distant condition 

have significantly higher levels of self-presentation by brand when they are asked 

to customize a fictitious brand that serves as a means of presenting their ideal self, 

rather than a fictitious brand that serves as a means of presenting their actual self. 

Study 2 further confirms this effect by including brand choice options that consist 

of a well-liked brand and a customized fictitious brand. 

The result of an appendical study shows that there is no causal effect of self-

presentation by brand on temporal distance. That is, once consumers have 

purchased an item of clothing by a clothing brand, they are most likely to wear 

the brand in the near-future event regardless of whether the brand serves as a 

means of presenting their actual self or ideal self.  

The findings of Article IV suggest that consumers’ judgment of how far into 

the future a brand will be used for an event—temporal distance—can result in a 
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higher level of positive attitude and a higher level of choice toward the brand that 

serves as a means of presenting the consumer’s self. 

4.5 Synthesis of the findings 

In general, the four articles serve to answer a central research question, “How do 

brand favorability, brand betrayal, temporal focus, and temporal distance 

influence the way consumers humanize brands?” 

Article I focused on the creation of the self-brand connection, especially for 

new and unfavorable brands. The self-brand connection is an essential domain of 

humanizing brands; consumers connect to a brand as the brand is perceived as an 

identity signal (Schmitt, 2012) and they feel pride and happiness through 

developing a sense of oneness with the brand (Park et al., 2010). The finding 

demonstrates that when the brand is perceived as well-liked, new, or unfavorable; 

it results in a different way of developing the self-brand connection. 

Article II sheds light on brand betrayal when companies encounter a brand 

transgression. The research of brand betrayal has become essential in 

understanding a negative relationship with a brand (MacInnis & Folkes, 2017; 

Reimann et al., 2018). If consumers view a brand as having a human-like mind, 

they imbue the brand with intentions and feelings (Waytz et al., 2014b). This 

article suggested failure severity and inferred negative motive as two indicators of 

brand betrayal. This article also provides evidence that consumer 

anthropomorphize tendency and actual high-arousal positive states are two 

antecedents of brand betrayal. 

Articles III and IV provide additional explanation for how consumers 

humanize brands due to self-congruence (MacInnis & Folkes, 2017; Sirgy, 1982). 

By investigating the impact on brand preference, willingness to pay, brand 

attitude, brand choice, and self-presentation by brand, both articles show that 

temporal focus and temporal distance influence self-congruence. 
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5 Conclusion 

5.1 Theoretical contributions  

This dissertation provides a three-fold contribution to the research on humanizing 

brands, including self-brand connection, self-congruence, and a relationship-

focused aspect that relates to aversion due to brand betrayal (MacInnis & Folkes, 

2017).  

5.1.1 Self-brand connection: Self-presentation by brand and brand 

favorability  

First, this dissertation contributes to the literature of self-brand connection by 

articulating the effect of self-presentation by brand (Escalas, 2004; Schmitt, 2012), 

which explains on how consumers perceive a brand as being “close to me” by 

elucidating the brand’s ability to serve as a means of self-presentational strategy 

(MacInnis & Folkes, 2017). 

The findings add to the consumer-psychology model of brands (Schmitt, 

2012) by integrating self-presentation by brand as a construct of self-centered 

engagement. Self-presentation by brand exists when consumers connect with a 

brand while they utilize the brand as part of their positive impression motivation 

and impression construction (Leary & Kowalski, 1990). The reason given is that 

consumers perceive gaining a symbolic benefit from relating to the brand to an 

identity signal via a signifying process (Schmitt, 2012). Thus, self-presentation by 

brand allows consumers to humanize a brand as it seems personally relevant to 

them. 

Importantly, the current dissertation also shows that self-presentation by 

brand can be formed in a limited period by the consumers’ effortful thought about 

the brand—they think about the brand’s ability to serve as a means of self-

presentational strategy. The dissertation demonstrates that self-presentation by 

brand could be formed instantaneously using a self-customization procedure that 

prompts a brand’s ability to serve as a means of self-expression (Chernev et al., 

2011) by allowing consumers to embed a set of unique preferences into the brand 

itself (Valenzuela, Dhar, & Zettelmeyer, 2009) and thus the consumers’ sense of 

self develops with the brand. 
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This dissertation serves to respond to the call made by Keller (2016) to 

extend the understanding of the differential effect of brand knowledge on 

humanizing brands. The differential effect of brand knowledge is related to brand 

favorability, such as whether a brand is well-liked, new, or unfavorable. 

Interestingly, the creation of the self-brand connection varies depending upon the 

level of favorability of the brand. For instance, the findings show that self-

presentation by brand is relatively essential to the new and unfavorable brands in 

developing a sense of oneness between the brands and consumers. If a brand is 

well-liked, brand attitude, brand familiarity, and self-presentation by brand are 

relevant to the self-band connection. 

However, these effects are not explained in the literature of the consumer-

psychology model of brands (Schmitt, 2012) and self-brand connection (Escalas, 

2004). The current dissertation argues that consumers start connecting with a new 

brand based on an exchange norm (Swaminathan & Dommer, 2012), rather than a 

communal norm (Aggarwal, 2004). The reason given is that the gain of symbolic 

benefit that is derived from the new brand is more meaningful than the general 

attitude toward the new brand. Consumers may evaluate a new brand favorably 

because of its attractive packaging and price promotion (Keller, 1993); such 

factors are more relevant to purchase intention (Drechsler, Leeflang, Bijmolt, & 

Natter, 2017). Thus, brand attitude does not emphasize the self-brand linkage or 

self-brand display, which are considered an essential process in the self-brand 

connection (Park et al., 2010). 

Escalas (2004) makes a general statement about brand attitude that does not 

necessarily relate to the creation of the self-brand connection. Consumers may 

form a positive attitude toward a brand with which they do not hold a self-brand 

connection (Escalas, 2004). As explained in the previous paragraph, the findings 

of this dissertation show that brand attitude is not significantly related to the self-

brand connection in the evaluation of a new brand. However, when a brand is 

well-liked, the brand attitude was found to affect the creation of the self-brand 

connection. The reason given is that once the brand is perceived as well-liked, 

consumers generally form an overall positive evaluation about the brand, which 

may include the brand’s quality (Zeithaml, 1988), non-product related attributes 

(Rossiter & Percy, 1987), and symbolic benefits (Keller, 1993) as these all relate 

to having had a positive experience with the brand. Thus, the current dissertation 

provides an alternative explanation for this effect by demonstrating the 

differential effect of brand knowledge in establishing the self-brand connection. 
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Previous studies tend to present a positive effect of brand familiarity on 

consumer response toward a brand (Kent & Allen, 1994; Koll & von Wallpach, 

2014; Martí-Parreño, Bermejo-Berros, & Aldás-Manzano, 2017; Naidoo & 

Hollebeek, 2016; Verhellen, Dens, & De Pelsmacker, 2016). However, the 

findings of the current dissertation demonstrate that a dilution effect of brand 

familiarity on the self-brand connection occurs among unfavorable brands. The 

reason given is that consumers hold an unfavorable attitude toward a formerly 

well-liked brand because people’s memory is exceptionally durable (Loftus & 

Loftus, 1980). A love-becomes-hate (Grégoire et al., 2009) effect may occur when 

consumers disassociate themselves with an unfavorable but familiar brand. One 

possible explanation is that consumers would like to engage in self-brand 

separation as they do not feel comfortable being connected with a brand that does 

not provide instrumental value to them (Park et al., 2010). Thus, this dissertation 

taps into the adverse impact of brand familiarity in the self-brand connection 

research. 

5.1.2 Self-congruence: The temporal perspective and the 

consumer’s self 

Second, this dissertation contributes to the literature of brand usage imagery 

congruity (Liu et al., 2012) from the temporal perspective, which is related to 

self-congruence that explains how temporal focus and temporal distance influence 

the way consumers perceive a brand as being “like me” (MacInnis & Folkes, 

2017). 

Specifically, the current dissertation identifies the linkages between 

situational self-image (Schenk & Holman, 1980), temporal construal (Trope & 

Liberman, 2003), and brand usage imagery congruity (Liu et al., 2012). In 

addition to time pressure (Sirgy & Su, 2000), the temporal situation in mind (i.e., 

public vs. private consumption; Graeff, 1997), and the situational characteristics 

of future and past consumption (Belk, 1978; 1990), temporal focus and temporal 

distance are proven to have significant influence on the fit of the consumers’ need 

for actual or ideal self-congruity. 

The findings show that when consumers devote their attention to thinking 

about the present moment, they anticipate a brand to serve as a means of 

achieving their actual self-congruity, whereas when they devote their attention to 

thinking about a distant future and distant past moments, they anticipate a brand 

to serve as a means of reflecting their ideal self-congruity.  
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The current dissertation also demonstrates that when consumers wish to use a 

brand as a personal identity signal in a near-future event, they prefer the brand to 

serve as a means of presenting their actual self, whereas when they wish to use 

the brand as a personal identity signal in a distant-future event, they prefer the 

brand to serve as a means of presenting their ideal self.  

These effects exist because of the association between psychological distance 

and low-level versus high-level construals of self (Trope et al., 2007). The low-

level construals of self are related to the actual self, whereas the high-level 

construals of self are related to the ideal self or possible self (Markus & Nurius, 

1986). That is, consumers tend to associate with their ideal self or possible self 

when there is an increase in the psychological distance, such as when thinking 

about a distant future moment, a distant memory, or a distant-future event. Thus, 

these findings move the examination of brand usage imagery congruity beyond 

the consumer’s expectation of the typical use of the brand (Liu et al., 2012) 

toward an understanding of how the symbolic attributes of a brand could be 

further enhanced by tapping the psychological distance that results from the shift 

in the temporal focus and temporal distance. 

The current dissertation further responds to the call made by Mogilner et al. 

(2012) to demonstrate fine-grained insight into temporal focus’s influence on 

brand preference and willingness to pay for a brand that fits with the consumer’s 

actual or ideal selves. An important note is that the results show that a higher level 

of brand preference only leads to a higher level of willingness to pay for a brand 

that serves as a means of reflecting the consumer’s ideal self, but that this effect is 

not found to be significant for a brand that serves as a means of reflecting the 

consumer’s actual self. The reason given is in line with the situational self-image 

literature, which suggests that consumers are willing to pay more for a brand that 

could realize their image of their ideal selves or possible successful selves, rather 

than a brand that reflects their current self-concept (Schenk & Holman, 1980).  

This dissertation also found that the disassociation of temporal focus and the 

consumers’ selves does not result in a significant adverse impact on brand 

preference and willingness to pay. For instance, present-focused consumers would 

not rate unfavorably or pay less for a brand that serves as a means of reflecting 

their ideal self. Temporal focus only shifts the consumer’s need for actual or ideal 

self-congruity, which does not result in adverse brand meaning as it is unrelated to 

a brand or product image. Thus, a positive self-incongruity effect exists (Sirgy, 

1982), where consumers still hold a similar image about the brand, despite the 

brand’s incongruence with their self-image in a given temporal situation. 
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The current dissertation replaces the findings about the relationship between 

temporal construal and the consumer’s self by identifying the effect of temporal 

distance on another set of dependent variables: brand attitude and brand choice. It 

further shows that the existence of this effect is due to self-presentation by brand. 

That is, when consumers plan for a near-future event, they tend to prefer a brand 

that reflects their actual self, whereas when consumers plan for a distant-future 

event, they tend to prefer a brand that reflects their ideal self. The reason given is 

that consumers construe the brand better in maintaining a positive impression and 

presenting their image effectively. 

5.1.3 Aversion from brand betrayal: The antecedents and indicators 

Third, the current dissertation contributes to the literature of brand betrayal 

(Reimann et al., 2018) by including the antecedents and indicators of brand 

betrayal. An outcome of brand betrayal is that consumers have a strong aversion 

to a brand relationship as they perceive the brand as a “partner” that has violated a 

relationship norm (MacInnis & Folkes, 2017).  

Previous studies used “perceived betrayal” instead of brand betrayal as it 

refers to the degree to which consumers believe a service provider has 

intentionally violated the relationship norm (Grégoire & Fisher, 2008; Grégoire et 

al., 2009; Lee, Pam, & Tsai, 2013). However, this definition does not hold in the 

humanizing brands domain where consumers still feel betrayed even if a human 

brand did not have a negative motive for their actions. For instance, consumers 

may feel betrayed by an airline brand because a flight delay has indirectly caused 

them to miss out on a significant life event, or car drivers may blame their car 

brands if they get involved in an accident after following an alternative route the 

automotive navigation system suggested to them. Thus, this dissertation proposes 

two indicators of brand betrayal—failure severity and inferred negative motive—

and tested its predictive ability across three studies. Failure severity is used to 

measure the extent to which consumers believe the brand has failed to deliver its 

promises, is unable to support them, or it has let them down in a moment of need 

(Finkel et al., 2002; Grégoire et al., 2009). Inferred negative motive is used to 

measure the degree to which consumers believe the brand has taken advantage of 

them, intentionally misled them, or tried to exploit them (Elangovan & Shapiro, 

1998; Grégoire & Fisher, 2008).  

This dissertation contributes to brand betrayal by including two antecedents 

of brand betrayal that are not related to firm evaluation and brand experience. The 
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consumer anthropomorphize tendency is found to predict brand betrayal. The 

reason given is that consumer anthropomorphize tendency is associated with 

perceiving a brand to have a human-like mind and this can result in thinking that 

the brand has acted intentionally during a brand transgression (MacInnis & Folkes, 

2017). Importantly, consumer anthropomorphize tendency is more significant in 

the prediction of an inferred negative motive rather than failure severity as the act 

of perceiving an agent to have a human-like mind means that the agent is capable 

of processing an immoral concern and unethical action (Waytz et al., 2014b). 

Therefore, consumers with a high level of consumer anthropomorphize tendency 

might recommend that a brand should not tolerate any negative motive that may 

violate a relationship norm. Based on this notion, they might infer that the brand 

has a high degree of negative motivation during a brand transgression. 

In contrast, the actual high-arousal positive states (Tsai et al., 2006)—the 

feelings of enthusiasm, excitement, elation, or euphoria that consumers have 

typically experienced—are more significant in the prediction of failure severity 

rather than an inferred negative motive. The reason given is that people tend to 

have an optimistic bias and indulge in the enjoyable recollection of past events 

(Kahneman, 2011). Thus, consumers who have typically experienced high-arousal 

positive states tend to think that they are at a lesser risk of suffering an 

unexpected event in the near future (Kahneman, 2011). However, an unfortunate 

incident, such as a brand transgression, would definitely not be their desired end 

state and they would perceive the brand to have failed to deliver the expected 

products or services. 

Lastly, this dissertation sheds light on the type of apology issued by firms and 

brand betrayal. The previous study has shown that the most efficient way to 

recover from a brand transgression is to combine an apology with compensation 

(Joireman et al., 2016). The current dissertation presented that a competence-

violation apology is more efficient than a relationship-violation apology in 

reducing the feeling of brand betrayal and thus it increases the consumer 

forgiveness (even when both types of apology are offered with similar 

compensation). The reason given is that the competence-violation apology 

addresses the incompetence and focuses on repairing credibility (Kim, Ferrin, 

Cooper, & Dirks, 2004), which shifts the consumers’ focus away from the 

relationship violation and thus is perceived be more sincere than an apology for 

an intentional offense (Schumann, 2012), such as an apology for a relationship 

violation. 
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5.2 Managerial implications  

The current dissertation has significant implications for managers wanting to 

develop a robust branding strategy of humanizing brands. The findings contribute 

to a one-on-one marketing approach to branding (Arora et al., 2008), 

incorporating consumer’s selves in branding considerations (Malär et al., 2011) 

and assessing brand betrayal in a negative brand relationship (Reimann et al., 

2018). 

5.2.1 The one-on-one marketing approach to branding 

One-on-one marketing involves two forms of tailoring a firm’s marketing mix to 

match the different aspects of consumer behavior: customization and 

personalization (Arora et al., 2008). Managers are more interested in how to 

promote new and unfavorable brands (Keller, 2016). Instead of investing heavily 

in a brand awareness campaign, managers should consider how a new and an 

unfavorable brand could serve as a means of self-presentational strategy—self-

presentation by brand. Importantly, self-presentation by brand can be formed 

instantly by allowing consumers to customize a product or service based on their 

individual preferences. Managers could develop a mobile application or provide 

an onsite service counter that allows consumers to customize their clothing style, 

a gadgets’ front cover, the graphics on a water bottle, ice cream toppings, or have 

their name on products. For instance, the NIKEiD campaign, which allows 

customers to customize their sneakers, has successfully engaged with their 

customers over the past few years (Fumo, 2016). In the China market alone, this 

campaign has been targeted at over 350 million Chinese millennials who seeks 

out brands that could help to present their uniqueness (Qian, 2017).  

The central idea of self-presentation by brand is to differentiate their 

customers from others or to present the uniqueness of their customers while they 

are using the brand, which results in a positive brand response (Koll & von 

Wallpach, 2014). Thus, self-presentation by brand enhances the self-brand 

connection for new and unfavorable brands as consumers perceive the benefit 

gained from the personal identity signal of the brands. Managers could include 

the three questions of self-presentation by brand in a survey in order to measure 

the outcome of their self-customized products after delivery. Further, the self-

presentation by brand data could be incorporated in vector autoregressive 

modeling, which consists of attitudinal data and a firm’s market performance, in 
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order to identify how self-presentation by brand can be used as part of measuring 

their performance. 

Still, this dissertation does not compromise the importance of awareness 

campaigns as brand awareness is an essential element for customer-based brand 

equity (Keller, 2003). Tan, Ismail, and Rasiah (2015) found that brand awareness 

is positively associated with brand familiarity. One important note is that brand 

familiarity can make consumers separate themselves from an unfavorable brand. 

Thus, managers should personalize their brand awareness campaign to address the 

consumers who do not have negative attitudes toward their brands.  

However, in a marketplace, it is impossible to identify the brand’s 

favorability for each consumer unless they have responded to the firm (for 

instance via a customer survey, testimonial, feedback, compliment, complaint, or 

through contacting customer service personnel). Fortunately, with the 

advancement of digital marketing and the availability of online behavioral data, 

managers now have better tools and guidelines with which to identify brand 

favorability from their online comments, ratings, page views, discussions, sharing 

behavior, and the real-time data of mobile apps.  

5.2.2 Incorporating consumer’s selves into branding considerations 

Second, the current dissertation advances the understanding of incorporating 

consumer’s selves into branding considerations. Malär et al. (2011) suggest 

focusing on authentic (i.e., actual self) branding and calls for reconsidering 

aspirational (i.e., ideal self) branding as it only insignificantly predicts emotional 

brand attachment unless the consumers have low self-esteem, low public self-

consciousness, or engage with low-involvement products. However, the findings 

of this dissertation provide an alternative explanation; it claims that aspirational 

branding result in brand preference and a higher level of willingness to pay if it 

matches with the consumers’ temporal focus.  

A remark for managers is that they have not been aware that the consumer’s 

age per se determines their temporal focus. Mogilner et al. (2012) found that 

younger consumers tend to be future focused, whereas older consumers tend to be 

present focused. Based on this notion, aspirational branding should be more 

relevant to younger consumers and authentic branding should be more relevant to 

older consumers. However, situational factors, such as music and store 

atmosphere, can influence one’s temporal focus.  
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Aspirational branding is related to the consumer’s ideal self; managers could 

associate their advertisements with an excited feeling in order to prompt future-

focused consumers (Mogilner et al., 2012), whereas they could associate their 

advertisements with a nostalgic feeling in order to inspire past-focused consumers 

(Shields & Johnson, 2016). A future focus could be urged by using high tempo or 

exciting music as background music, whereas a past focus could be primed by 

using retro in-store decorations. Besides, the manager could integrate 

technological tools with application software, such as using virtual technology to 

immerse their customers in a futuristic city or take them back to an ancient 

environment. As for authentic branding, managers could design a relaxing 

atmosphere (for instance by playing stress relief music, low-tempo music, or calm 

music) as this condition would prompt people to become present-focused 

(Mogilner et al., 2012). Further, managers can design more campaigns or 

activities that engage consumers in focusing on the current moment, such as mix-

and-match outfit ideas, an augmented reality virtual fitting room, or a photo booth. 

Besides this, managers could assume that consumers are engaged in the 

present moment when they are using a yoga or meditation fitness app. Thus, 

managers could promote a brand that serves as a means of reflecting the 

consumer’s actual self in order to have greater brand preference and willingness 

to pay. On the other hand, the manager could promote a brand that serves as a 

means of reflecting consumer’s ideal self if the data shows that customers are 

watching motivational speeches and Facebook’s memories online as they are then 

engaging with distant future moments or distant past moments. 

 Apart from temporal focus, the findings show that when consumers consider 

using a brand for a near-future event, they tend to evaluate the brand that serves 

as a means of presenting their actual self more favorably, whereas when they 

consider using a brand for a distant-future event, they tend to evaluate the brand 

that serves as a means of presenting their ideal self more favorably. Thus, 

managers could train their sales assistants to deliver actual or ideal self-

congruence messages at the point of purchase, which is based on how far into the 

future the brand will be used for self-presentational purpose.  

5.2.3 Assessing brand betrayal in a negative brand relationship 

Anyone who has never made a mistake has never tried anything new. 

—Einstein 
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Anybody can make a mistake, including a brand. For instance, a price reduction 

could be attractive to a customer who has not purchased the product but, on the 

flip side, customers who have bought the product before the price reduction may 

feel the brand has taken advantage of them. This scenario illustrates that loyal 

customers might switch to another brand after experiencing a brand transgression 

in which they feel betrayed by the brand as they feel it has violated a relationship 

norm. Thus, it is essential to know the degree to which the brand has made the 

customers feel betrayed. 

This dissertation suggests that assessing brand betrayal after a brand 

transgression could provide an early warning system for consumers behaving 

negatively toward a brand, such as spreading negative word of mouth. Managers 

could use the measures of brand betrayal to measure the degree to which their 

customers perceive a brand to have failed to deliver the expected products or 

services and the degree to which their brands are perceived to have had a negative 

motive in regard to their customers. 

Further, the findings show that the inferred negative motive is highly 

associated with consumer anthropomorphize tendency, which means that those 

consumers with a higher tendency to anthropomorphize infer a brand to have a 

higher degree of negative motive for the brand transgression than those 

consumers with a lower tendency to anthropomorphize, even though both groups 

of consumers have experienced the similar brand transgression and have received 

an equal amount of compensation. Thus, it is suggested that consumers are 

segmented based on whether they have a high or low level of anthropomorphize 

tendency. 

Apart from considering consumer anthropomorphize tendency, managers 

could also consider segmenting consumers based on their actual high-arousal 

positive states. Managers could obtain the consumers’ actual high-arousal positive 

states data by collaborating with companies that are capable of tracking the real-

time users’ experience and feelings using social media sites, mobile apps, cloud 

computing, and real-time big data consultancies. With these data, managers can 

predict which group of customers might feel more betrayed when their brands fail 

to deliver the expected products or services. Thus, they could provide service 

recovery and solutions for them in advance in order to optimize customer 

forgiveness for the brands. 

Managers could outsource brand betrayal surveys to third-party agents so that 

the victims could express their thoughts and feelings about the brands after a 

brand transgression or attempted recovery from a brand transgression. With these 



59 

data, managers could identify the degree of brand betrayal perceived by each 

victim; subsequently, they can personalize recovery strategies that match the 

victims’ profiles in order to optimize the outcome. Lastly, managers should 

consider how an apology is to be presented in their recovery strategy as a 

competence-violation apology has been proven to have more efficient results in 

terms of reducing brand betrayal than a relationship-violation apology.  

5.3 Limitations and future research 

In each article of this dissertation, the research framework and methodology are 

specifically designed in response to a specified research question. Nevertheless, 

numerous limitations can be found, although the four articles have carefully 

identified the inclusion of variables and research methods. This sub-section 

provides the aggregate limitations of this dissertation and suggestions for future 

research.  

First, the current dissertation only focuses on brands that relate to clothing 

(Articles I, III, and IV), consumer electronics products (Articles I, II), and airlines 

(Article II). Future research should explore findings from other brand categories 

that associate with self-presentation and self-expression, such as automotive 

products, restaurants, luxury accessories, hotels, and grooming products. Further, 

future studies should extend research to include low-involvement brand or 

product categories in which consumers might humanize. For example, consumers 

might humanize a Coke or Starbucks and form strong level of self-congruence. I 

personally know an Asian lecturer who only drinks Starbucks coffee; she has the 

Starbucks logo on both her windshield and notebook as she believes it reflects her 

young and professional impression. 

Second, the current dissertation refers to unfavorable brands as brands that 

participants have stopped using due to dissatisfaction, which only reflects the 

brands that consumers had a negative brand attitude towards, based on past brand 

experience. Thus, this dissertation limits its applicability in explaining those 

unfavorable brands to which consumers do not have an adverse brand attitude. 

For instance, non-Hummer owners might have a neutral position toward the 

Hummer brand although they do not evaluate the brand favorably. In this 

dissertation a well-liked brand refers to a brand that consumers have a favorable 

feeling towards after having had a positive experience. It did not cover the well-

liked brand that consumers wish to own, especially the luxury brands such as 

Ferrari and Vacheron Constantin. Further, the current dissertation uses a fictitious 
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brand to represent a new brand, which did not provide understanding of a famous 

brand that is considered new in some regions. For instance, the luxury fashion 

brands Sunnei, Moncler, and Loro Piana are not popular among Asian consumers. 

Thus, future research should explore the breadth of brand favorability and its 

effect in humanizing brands. 

Third, all the studies used hypothetical scenarios to test the research 

frameworks. Although such a methodology is commonly used in consumer and 

psychological research, it faces an inherent limitation, especially in measuring 

brand betrayal as experienced by the victims. For instance, the responses of 

participants in the brand transgression scenario (i.e., a delayed flight, a substantial 

price reduction after purchasing a product) might not be similar to their actual 

response in a real case. Another limitation is the willingness to pay for a self-

customized cloth that serves a means of reflecting the consumer’s self, which is 

merely an indication of how much consumers are willing to pay for the cloth 

instead of a monetary transaction. The reason given is that people often give the 

wrong prediction regarding their anticipated feelings, desired expectations, and 

actual behaviors (Ariely, 2008). Thus, future research should verify the findings 

with real data. Researchers could collaborate with airline companies as a third-

party agency to survey their passengers’ feelings of brand betrayal after a flight 

has been delayed. As for willingness to pay, researchers could first offer a 

monetary reward to respondents for a non-related task and subsequently assess 

the willingness to pay by requiring the respondents to bid for the self-customized 

cloth with a real monetary transaction. 

Fourth, the current dissertation used self-report questionnaires to investigate 

the way in which consumers humanize brands, which is in line with most of the 

research that is published in this field (e.g., Aaker, 1997; Aggarwal & McGill, 

2011; Batra et al., 2012; Chernev et al., 2011; Escalas & Bettman, 2005; Grégoire 

et al., 2009; Joireman et al., 2016; Kim & Kramer, 2015; Liu et al., 2012; Malär et 

al., 2011; Park et al., 2010; Puzakova et al., 2013; Wan, Chen, & Jin, 2017). Self-

report questionnaires are prevalent in social science research, such as consumer 

and marketing research, as it is considered the most accurate information that 

captures respondents’ current thoughts and feelings (McDonald, 2008). On the 

flip side, it does not distinguish between whether consumers view a brand as 

having a human-like mind with intentions and feelings, or whether they simply 

process the brand as a metaphoric description of their behavior (Waytz et al., 

2010). For instance, consumers might perceive an M&M’s character as human-

like because it is designed to have human-like features. However, it does not 
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mean that consumers would treat the M&M’s character as a live object that has 

real feelings and the needs of a human. Thus, future research should extend to 

neuroimaging, such as using functional magnetic resonance imaging, to 

investigate a different network of brand regions that involve humanizing brands. 

Lastly, the data was collected from Finnish, Indian, and American samples, 

which have excluded Chinese respondents and Chinese brands. The Chinese 

market has become one of the most critical markets due to China’s fast-growing 

economy (Hirst, 2015). Besides, some Chinese brands have stronger brand equity 

than international brands, such as Huawei, Oppo, Vivo, and Xiaomi (Tao, 2017). 

The Chinese are more likely to fulfill certain roles in the eyes of others instead of 

for themselves (Heine, 2001) and they heavily emphasize social status goals 

because of strong social comparisons among their peers (Wright, Li, & Shi, 2014). 

Thus, future research should be conducted among Chinese respondents because 

their culture might affect the way they humanize a brand that serves as a means of 

reflecting themselves. 
  



62 

 



63 

List of references  

Aaker, D. (2017, October 1). Knorr’s recipe for viral content. American Marketing 
Association. Retrieved from 
https://www.ama.org/publications/MarketingNews/Pages/knorr-recipe-for-viral-
content.aspx. 

Aaker, J. L. (1997). Dimensions of brand personality. Journal of Marketing Research, 
34(August), 347-356. 

Aggarwal, P. (2004). The effects of brand relationship norms on consumer attitudes and 
behavior. Journal of Consumer Research, 31(1), 87-101. 

Aggarwal, P., & McGill, A.L. (2011). When brands seem human, do humans act like 
brands? Automatic behavioral priming effects of brand anthropomorphism. Journal of 
Consumer Research, 39(2), 307-323. 

Alicke, M. D., & Sedikides, C. (2011). Handbook of self-enhancement and self-protection. 
New York, NY: Guilford Press. 

American Marketing Association (n.d.). Retrieved January 4, 2018, from American 
Marketing Association, Dictionary website, 
https://www.ama.org/resources/Pages/Dictionary.aspx?dLetter=B&dLetter=B  

Ariely, D. (2008). Predictably irrational. New York, NY: HarperCollins. 
Arora, N., Dreze, X., Ghose, A., Hess, J. D., Iyengar, R., Jing, B., ... & Sajeesh, S. (2008). 

Putting one-to-one marketing to work: Personalization, customization, and choice. 
Marketing Letters, 19, 305-321. 

Bandura, A. (1982). Self-efficacy mechanism in human agency. American Psychologist, 
37(2), 122-147. 

Batra, R., Ahuvia, A., & Bagozzi, R. P. (2012). Brand love. Journal of Marketing, 76(2), 
1-16. 

Bauer, H., Heinrich, D., & Albrecht, C.-M. (2009). All you need is love: Assessing 
consumers’ brand love. Proceedings of the American Marketing Association Summer 
Educators Conference, 252-253. 

Belk, R. W. (1975). Situational variables and consumer behavior. Journal of Consumer 
Research, 2(3), 157-164. 

Belk, R. W. (1978). Assessing the effects of visible consumption on impression formation. 
NA - Advances in Consumer Research, 5, 39-47. 

Belk, R. W. (1990). The role of possessions in constructing and maintaining a sense of past. 
NA - Advances in Consumer Research, 17, 669-676. 

Bluedorn, A. C. (2002). The human organization of time: Temporal realities and 
experience. Stanford, California: Stanford University Press. 

Carroll, B., & Ahuvia, A. (2006). Some antecedents and outcomes of brand love. 
Marketing Letters, 17(2), 79-89. 

Chatzipanagiotou, K., Veloutsou, C., & Christodoulides, G. (2016). Decoding the 
complexity of the consumer-based brand equity process, Journal of Business Research, 
69(11), 5479-5486.  



64 

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand 
affect to brand performance: the role of brand loyalty. Journal of Marketing, 65(2), 
81-93. 

Chernev, A., Hamilton, R., & Gal, D. (2011). Competing for consumer identity: Limits to 
self-expression and the perils of lifestyle branding. Journal of Marketing, 75(May), 
66-82. 

Cohen, H. (2011, August 8). 30 branding definitions. Heidi Cohen: Actionable marketing 
guide. Retrieved from https://heidicohen.com/30-branding-definitions/ 

Donovan, L. A. N., Priester, J. R., MacInnis, D. J., & Park, C. W. (2012). Brand 
forgiveness: How close brand relationships influence forgiveness. In S. Fournier, M. 
Breazeale, & M. Fetscherin (Eds.), Consumer-brand relationships: theory and 
practice (pp.184-203). New York, NY: Routledge. 

Drechsler, S., Leeflang, P. S. H., Bijmolt, T. H. A., & Natter, M. (2017). Multi-unit price 
promotions and their impact on purchase decisions and sales. European Journal of 
Marketing, 51(5/6), 1049-1074. 

Elangovan, A. R., & Shapiro D. L. (1998). Betrayal of trust in organizations. Academy of 
Management Review, 23(3), 547-566. 

Epley, N., Waytz, A., & Cacioppo, J. T. (2007). On seeing human: a three-factor theory of 
anthropomorphism. Psychological Review, 114(4), 864-886. 

Escalas, J. E. (2004). Narrative processing: Building consumer connections to brands. 
Journal of Consumer Psychology, 14(1-2), 168-180. 

Escalas, J. E., & Bettman, J. R. (2003). You are what they eat: The influence of reference 
groups on consumers’ connections to brands. Journal of Consumer Psychology, 13(3), 
339-348. 

Escalas, J. E., & Bettman, J. R. (2005). Self-construal, reference groups, and brand 
meaning. Journal of Consumer Research, 32(December), 378-389. 

Escalas, J. E., & Bettman, J. R. (2009). Self-brand connections: The role of reference 
groups and celebrity endorsers in the creation of brand meaning. In D. J. MacInnis, C. 
W. Park, J. Priester (Eds.), Handbook of brand relationships (pp. 107-123). New York, 
NY: Society for Consumer Psychology and M.E. Sharp. 

Farber, M. (2017, February 2). Google tops Apple as the world’s most valuable brand. 
Fortune. Retrieved from http://fortune.com/2017/02/02/google-tops-apple-brand-
value/ 

Fedorikhin, A., Park, C. W., & Thomson, M. (2008). Beyond fit and attitude: The effect of 
emotional attachment on consumer responses to brand extensions. Journal of 
Consumer Psychology, 18(4), 281-291. 

Fenigstein, A., Scheier, M. F., & Buss, A. H. (1975). Public and private self-consciousness: 
Assessment and theory. Journal of Consulting and Clinical Psychology, 43(4), 522-
527. 

Fetscherin, M., & Heinrich, D. (2015). Consumer brand relationships research: A 
bibliometric citation meta-analysis. Journal of Business Research, 68(2), 380-390. 



65 

Finkel, E. J., Rusbult, C. E., Kumashiro, M., & Hannon, P. A. (2002). Dealing with 
betrayal in close relationships: Does commitment promote forgiveness? Journal of 
Personality and Social Psychology, 82(6), 956-974. 

Foo, M. D., Uy, M. A., & Baron, R. A. (2009). How do feelings influence effort? An 
empirical study of entrepreneurs’ affect and venture effort. Journal of Applied 
Psychology, 94(4), 1086-1094. 

Fournier, S. (1998). Consumers and their brands: Developing relationship theory in 
consumer research. Journal of Consumer Research, 24(4), 343-373. 

Fournier, S., Breazeale, M., & Fetscherin, M. (2012). Consumer-brand relationships: 
theory and practice. New York, NY: Routledge. 

Fumo, N. (2016, June 1). The psychology of customization. Racked. Retrieved from 
https://www.racked.com/2016/6/1/11772798/customization-monogramming-
personalization-pins 

Godin, S. (2009, December 13). Define: Brand. Seth Godin. Retrieved from 
http://sethgodin.typepad.com/seths_blog/2009/12/define-brand.html 

Goffman, E. (1959). The presentation of self in everyday life. 
Gordon, C. (1968). Self-conceptions: Configurations of content. In C. Gordon & K. J. 

Gergen (Eds.), The self in social interaction: Classic and contemporary perspectives 
(pp. 115-132). New York, NY: Wiley. 

Graeff, T. R. (1997). Consumption situations and the effects of brand image on consumers’ 
brand evaluations. Psychology & Marketing, 14(1), 49-70. 

Grégoire, Y., & Fisher, R. J. (2008). Customer betrayal and retaliation: When your best 
customers become your worst enemies. Journal of the Academy of Marketing Science, 
36(2), 247-61. 

Grégoire, Y., Tripp, T.M., & Legoux, R. (2009). When customer love turns into lasting 
hate: The effects of relationship strength and time on customer revenge and avoidance. 
Journal of Marketing, 73(6), 18-32. 

Grubb, E. L., & Grathwohl H. L. (1967). Consumer self-concept, symbolism and market 
behavior: A theoretical approach. Journal of Marketing, 31(October), 22-27. 

Guo, T., Ji, L. J., Spina, R., & Zhang, Z. (2012). Culture, temporal focus, and values of the 
past and the future. Personality and Social Psychology Bulletin, 38(8), 1030-1040. 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data 
analysis: A global perspective (7th ed.). New Jersey, NJ: Prentice Hall. 

Hegner, S. M., Fenko, A., & Teravest, A. (2017). Using the theory of planned behaviour to 
understand brand love. Journal of Product & Brand Management, 26(1), 26-41. 

Heine, S. J. (2001). Self as cultural product: An examination of East Asian and North 
American selves. Journal of Personality, 69(6), 881-905. 

Hinton, R. (2017, December 21). Apple sued in Chicago for slowing down older iPhones. 
Chicago Sun Times. Retrieved from https://chicago.suntimes.com/news/apple-sued-in-
chicago-for-slowing-down-older-iphones/ 

Hirst, T. (2015, July 30). A brief history of China’s economic growth. World Economic 
Forum. Retrieved from https://www.weforum.org/agenda/2015/07/brief-history-of-
china-economic-growth/ 



66 

Johnson, R., Harkins, K., Cary, M., Sankar, P., & Karlawish, J. (2015). The relative 
contributions of disease label and disease prognosis to Alzheimer’s stigma: A 
vignette-based experiment. Social Science & Medicine, 143, 117-127. 

Joireman, J., Grégoire, Y. & Tripp, T. M. (2016). Customer forgiveness following service 
failures. Current Opinion in Psychology, 10(August), 76-82. 

Kahneman, D. (2011), Thinking, fast and slow. New York, NY: Macmillan. 
Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand 

equity. Journal of Marketing, 57(1), 1-22. 
Keller, K. L. (2003a). Brand synthesis: The multidimensionality of brand knowledge. 

Journal of Consumer Research, 29(4), 595-600. 
Keller K. L. (2003b) Strategic brand management: building, measuring, and managing 

brand equity (2nd ed.). Upper Saddle River, NJ: Prentice Hall. 
Keller, K. L. (2012). Foreword by Kevin Keller. In S. Fournier, M. Breazeale, & M. 

Fetscherin (Eds.). Consumer-brand relationships: Theory and practice (pp. xii-xiii). 
New York, NY: Routledge. 

Keller, K. L. (2016). Reflections on customer-based brand equity: perspectives, progress, 
and priorities. AMS Review, 6(1), 1-16. 

Keller, K. L., Parameswaran, M. G., & Jacob, I. (2011). Strategic brand management: 
Building, measuring, and managing brand equity. Pearson Education India. 

Kent, R. J., & Allen, C. T. (1994). Competitive interference effects in consumer memory 
for advertising: the role of brand familiarity. Journal of Marketing, 58(July), 97-105. 

Kervyn, N., Fiske, S. T., & Malone, C. (2012). Brands as intentional agents framework: 
How perceived intentions and ability can map brand perception. Journal of Consumer 
Psychology, 22(2), 166-176. 

Kim, H. C., & Kramer, T. (2015). Do materialists prefer the “brand-as-servant”? The 
interactive effect of anthropomorphized brand roles and materialism on consumer 
responses. Journal of Consumer Research, 42(May), 284-299. 

Kim, H., & John, D. R. (2008). Consumer response to brand extensions: Construal level as 
a moderator of the importance of perceived fit. Journal of Consumer Psychology, 
18(2), 116-126. 

Kim, P. H., Ferrin, D. L., Cooper, C. D., & Dirks, K. T. (2004). Removing the shadow of 
suspicion: the effects of apology versus denial for repairing competence-versus 
integrity-based trust violations. Journal of Applied Psychology, 89(1), 104-118.   

Kim, S., Chen, R. P., & Zhang, K. (2016). Anthropomorphized helpers undermine 
autonomy and enjoyment in computer games, Journal of Consumer Research, 43(2), 
282-302. 

Kirby, J. (2017, December 28). Apple admitted it’s slowing down certain iPhones. Vox. 
Retrieved from https://www.vox.com/2017/12/22/16807056/apple-slow-iphone-
batteries. 

Koll, O., & von Wallpach, S. (2014). Intended brand associations: Do they really drive 
consumer response? Journal of Business Research, 67(7), 1501-1507. 

Laran, J. (2010). Choosing your future: Temporal distance and the balance between self-
control and indulgence. Journal of Consumer Research, 36(6), 1002-1015. 



67 

Leary, M. R. & Kowalski, R. M. (1990). Impression management: A literature review and 
two-component model. Psychological Bulletin, 107(1), 34-47. 

Leary, M. R., Nezlek, J. B., Downs, D., Radford-Davenport, J., Martin, J., & McMullen, A. 
(1994). Self-Presentation in everyday interactions: Effects of target familiarity and 
gender composition. Journal of Personality and Social Psychology, 67(4), 664-667. 

Lee, J.-S., Pan, S., & Tsai, H. (2013). Examining perceived betrayal, desire for revenge 
and avoidance, and the moderating effect of relational benefits. International Journal 
of Hospitality Management, 32, 80-90. 

Liu, F., Li, J., Mizerski, D., & Soh, H. (2012). Self-congruity, brand attitude, and brand 
loyalty: a study on luxury brands. European Journal of Marketing, 46(7/8), 922-937.  

Loftus, E. F., & Loftus, G. R. (1980). On the permanence of stored information in the 
human brain. American Psychologist, 35(5), 409-420. 

Luedicke, M. K., & Pichler-Luedicke, E. A. (2015). The unfaithful brand: When flirting 
with new customer segments, make sure you are not already married. In S. Fournier, 
M. Breazeale, & J. Avery (Eds.), Strong brands, strong relationships (pp. 203-215). 
New York, NY: Routledge. 

Luedicke, M. K., Thompson, C. J., & Giesler, M. (2009). Consumer identity work as moral 
protagonism: How myth and ideology animate a brand-mediated moral conflict. 
Journal of Consumer Research, 36(6), 1016-1032. 

MacInnis, D. J., & Folkes V. S. (2017). Humanizing brands: When brands seem to be like 
me, part of me, and in a relationship with me. Journal of Consumer Psychology, 27(3), 
355-374. 

Maddux, W. W., Kim, P. H., Okumura, T., & Brett, J. M. (2011). Cultural differences in 
the function and meaning of apologies. International Negotiation, 16(3), 405-425. 

Malär, L., Krohmer, H., Hoyer, W. D., & Nyffenegger, B. (2011). Emotional brand 
attachment and brand personality: The relative importance of the actual and the ideal 
self. Journal of Marketing, 75(July), 35-52. 

Markus, H., & Nurius, P. (1986). Possible selves. American Psychologist, 41(9), 954-969.  
Martí-Parreño, J., Bermejo-Berros, J., & Aldás-Manzano, J. (2017). Product placement in 

video games: The effect of brand familiarity and repetition on consumers’ memory. 
Journal of Interactive Marketing, 38, 55-63. 

McDonald, J. D. (2008). Measuring personality constructs: The advantages and 
disadvantages of self-reports, informant reports and behavioural assessments. Enquire, 
1(1), 1-19. 

Mogilner, C., Aaker J. L., & Kamvar, S. D. (2012). How happiness affects choice. Journal 
of Consumer Research, 39(2), 429-443. 

Morgan, R. (2017, April 14). Case study: How Knorr’s “Love at first taste” bonded the 
brand with millennials. Campaign. Retrieved from 
https://www.campaignlive.co.uk/article/case-study-knorrs-love-first-taste-bonded-
brand-millennials/1430457 

Nadkarni, S., & Chen, J. (2014). Bridging yesterday, today, and tomorrow: CEO temporal 
focus, environmental dynamism, and rate of new product introduction. Academy of 
Management Journal, 57(6), 1810-1833. 



68 

Naidoo, V., & Hollebeek, L. D. (2016). Higher education brand alliances: Investigating 
consumers’ dual-degree purchase intentions. Journal of Business Research, 69(8), 
3113-3121. 

Park, C. W., MacInnis, D. J., Priester, J., Eisingerich, A. B., & Iacobucci, D. (2010). Brand 
attachment and brand attitude strength: Conceptual and empirical differentiation of 
two critical brand equity drivers.  Journal of Marketing, 74(November), 1-17. 

Parmentier, M.-A., & Fischer, E. (2015). Things fall apart: The dynamics of brand 
audience dissipation. Journal of Consumer Research, 41(5), 1228-51. 

Petroff, A. (2017, April 12). United Airlines shows how to make a PR crisis a total disaster. 
CNN Money. Retrieved from http://money.cnn.com/2017/04/11/news/united-
passenger-pr-disaster/ 

Pullig, C., Netemeyer, R. G., & Biswas, A. (2006). Attitude basis, certainty, and challenge 
alignment: A case of negative brand publicity. Journal of the Academy of Marketing 
Science, 34(4), 528-542. 

Puzakova, M., Kwak, H., & Rocereto, J. F. (2013). When humanizing brands goes wrong: 
The detrimental effect of brand anthropomorphization amid product wrongdoings. 
Journal of Marketing, 77(3), 81-100. 

Qian, Q. (2017, July 1). 3 tips from Nike’s customizable sneaker service That’s fast-
growing in the China market. JingDaily. Retrieved from https://jingdaily.com/3-
reasons-why-nike-ids-customizable-sneakers-are-more-crucial-than-ever/ 

Reimann, M., MacInnis, D. J., Folkes, V. S., Uhalde, A., & Pol, G. (2018). Insights into 
the experience of brand betrayal: From what people say and what the brain reveals. 
Journal of the Association for Consumer Research, 3(2), 240-254. 

Rogers, C. R. (1951). Client-centered therapy: Its current practice, implications and 
theory. London: Constable. 

Rosenberg, M. (1965). Rosenberg self-esteem scale: Society and the adolescent self-image. 
Princeton, NJ: Princeton University Press. 

Rossiter, J., & Percy, L. (1987). Advertising and promotion management. New York, NY: 
McGraw-Hill Book Company. 

Schenk, C. T., & Holman, R. H. (1980). A sociological approach to brand choice: the 
concept of situational self image. NA - Advances in Consumer Research, 7, 610-614. 

Schmalz, S., & Orth, U. R. (2012). Brand attachment and consumer emotional response to 
unethical firm behavior. Psychology & Marketing, 29(11), 869-884. 

Schmitt, B. (2012). The consumer psychology of brands. Journal of Consumer Psychology, 
22(1), 7-17. 

Schneider, D. J. (1981). Tactical self-presentations: Toward a broader conception. In J. T. 
Tedeschi (Eds.), Impression management theory and social psychological research, 
(pp. 24-40). New York, NY: Academic Press. 

Schulz, J. (2006). Vehicle of the self: The social and cultural work of the H2 Hummer. 
Journal of Consumer Culture, 6(1), 57-86. 

Schumann, K. (2012). Does love mean never having to say you’re sorry? Associations 
between relationship satisfaction, perceived apology sincerity, and forgiveness. 
Journal of Social and Personal Relationships, 29(7), 997-1010. 



69 

Shen, H. (2017, April 11). United Airlines’ customers cut up their loyalty cards after 
passenger removal video. Fortune. Retrieved from 
http://fortune.com/2017/04/11/united-airlines-credit-cards/ 

Shields, A. B., & Johnson, J. W. (2016).  What did you do to my brand? The moderating 
effect of brand nostalgia on consumer responses to changes in a brand. Psychology & 
Marketing, 33(9), 713-728.   

Shin, H., Casidy, R., Yoon, A., & Yoon, S. H. (2016). Brand trust and avoidance following 
brand crisis: A quasi-experiment on the effect of franchisor statements. Journal of 
Brand Management, 23(5), 1-23. 

Shipp, A. J., Edwards, J. R., & Lambert, L. S. (2009). Conceptualization and measurement 
of temporal focus: The subjective experience of the past, present, and future. 
Organizational Behavior and Human Decision Processes, 110, 1-22. 

Sinha, J., & Lu, F.-C. (2016). “I” value justice, but “We” value relationships: Self-
construal effects on post-transgression consumer forgiveness. Journal of Consumer 
Psychology, 26(2), 265-274. 

Sirgy, M. J. (1982). Self-concept in consumer behavior: A critical review. Journal of 
Consumer Research, 9(3), 287-300. 

Sirgy, M. J., & Su, C. (2000). Destination image, self-congruity, and travel behavior: 
Toward an integrative model. Journal of Travel Research, 38(4), 340-352. 

Sirgy, M. J., Grewal, D., Mangleburg, T. F., Park, J. O., Chon, K. S., Claiborne, C. B., ... 
& Berkman, H. (1997). Assessing the predictive validity of two methods of measuring 
self-image congruence. Journal of the Academy of Marketing Science, 25(3), 229-241.  

Sisavat, M. (2017, March 19). You’ll love the shape of Ed Sheeran’s tattoos once you read 
the stories behind them. Popsugar. Retrieved from 
https://www.popsugar.com/celebrity/photo-gallery/43309599/image/43309702/Ed-
got-Heinz-Tomato-Ketchup-logo-commemorate-tour-stop 

Spassova, G., & Lee, A. Y. (2013). Looking into the future: A match between self-view 
and temporal distance. Journal of Consumer Research, 40(June), 159-171. 

Strobel, M., Tumasjan, A., Spörrle, M., & Welpe, I. M. (2013). The future starts today, not 
tomorrow: How future focus promotes organizational citizenship behaviors. Human 
Relations, 66(6), 829-856. 

Sung, Y., & Tinkham, S. F. (2005). Brand personality structures in the United States and 
Korea: Common and culture-specific factors. Journal of Consumer Psychology, 15(4), 
334-350. 

Swaminathan, V., & Dommer, S. L. (2012). When is our connection to brands like our 
connection to people? Differentiating between consumer-brand relationships and 
interpersonal relationships. In S. Fournier, M. Breazeale, & M. Fetscherin (Eds.), 
Consumer-brand relationships: Theory and practice (pp. 30-56). New York, NY: 
Routledge. 

Swann, W. B. Jr., Stein-Seroussi, A., & Giesler, R. B. (1992). Why people self-verify. 
Journal of Personality and Social Psychology, 62(3), 392-401. 

Tan, T. M., Ismail, H., & Rasiah, D. (2015). Malaysian fast food brand equity. Journal of 
Developing Area, 49(1), 53-65. 



70 

Tao, L. (2017, November 6). Huawei, Xiaomi lead Chinese brands’ stranglehold on 
world’s largest smartphone market. South China Morning Post. Retrieved from 
http://www.scmp.com/tech/article/2118660/huawei-xiaomi-lead-chinese-brands-
stranglehold-worlds-largest-smartphone-market 

Telegraph (2017, March 4). Pop’s illustrated man: Ed Sheeran’s many tattoos, and the 
stories behind them. The Telegraph. Retrieved from 
http://www.telegraph.co.uk/music/artists/ed-sheerans-tattoos-stories-behind/heinz-
streets-kiwi-bird/ 

Thomson, M. (2006). Human brands: Investigating antecedents to consumers’ strong 
attachments to celebrities. Journal of Marketing, 70(July), 104-119. 

Thomson, M., MacInnis, D. J., & Park, C. W. (2005). The ties that bind: Measuring the 
strength of consumers’ emotional attachments to brands. Journal of Consumer 
Psychology, 15(1), 77-91. 

Tice, D. M., Butler, J. L., Muraven, M. B., & Stillwell, A. M. (1995). When modesty 
prevails: Differential favorability of self-presentation to friends and strangers. Journal 
of Personality and Social Psychology, 69(6), 1120-1138. 

Tiggemann, M., & Hopkins, L. A. (2011). Tattoos and piercings: Bodily expressions of 
uniqueness? Body Image, 8(3), 245-250. 

Trope, Y., & Liberman, N. (2003). Temporal construal. Psychological Review, 110(3), 
403-421. 

Trope, Y., & Liberman, N. (2010). Construal-level theory of psychological distance. 
Psychological Review, 117(2), 440-463. 

Trope, Y., Liberman, N., & Wakslak, C. (2007). Construal levels and psychological 
distance: Effects on representation, prediction, evaluation, and behavior. Journal of 
Consumer Psychology, 17(2), 83-95. 

Tsai, J. L., Knutson, B., & Fung, H. H. (2006). Cultural variation in affect valuation. 
Journal of Personality and Social Psychology, 90(2), 288-307. 

Valenzuela, A., Dhar, R., & Zettelmeyer, F. (2009). Contingent response to self-
customization procedures: Implications for decision satisfaction and choice. Journal 
of Marketing Research, 46(6), 754-763. 

Verhellen, Y., Dens, N., & De Pelsmacker, P. (2016). Do I know you? How brand 
familiarity and perceived fit affect consumers’ attitudes towards brands placed in 
movies. Marketing Letters, 27(3), 461-471. 

Visser, P. S., Krosnick, J. A., & Lavrakas, P. J. (2000). Survey research. In H. T. Reis & C. 
M. Judd (Eds.), Handbook of research methods in social and personality psychology, 
(pp. 223-252). New York, NY: Cambridge University Press. 

Wan, E. W., Chen, R. P., & Jin, L. (2017). Judging a book by its cover? The effect of 
anthropomorphism on product attribute processing and consumer preference. Journal 
of Consumer Research, 43(6), 1008-1030. 

Waytz, A., Heafner, J., & Epley, N. (2014a). The mind in the machine: Anthropomorphism 
increases trust in an autonomous vehicle. Journal of Experimental Social Psychology, 
52(May), 113-117. 



71 

Waytz, A., Cacioppo, J., & Epley, N. (2014b). Who sees human? The stability and 
importance of individual differences in anthropomorphism. Perspectives on 
Psychological Science, 5(3), 219-232. 

Waytz, A., Morewedge, C. K., Epley, N., Monteleone, G., Gao, J. H., & Cacioppo, J. T. 
(2010). Making sense by making sentient: effectance motivation increases 
anthropomorphism. Journal of Personality and Social Psychology, 99(3), 410-435.  

Wentzel, D., Tomczak, T., & Herrmann, A. (2010). The moderating effect of manipulative 
intent and cognitive resources on the evaluation of narrative ads. Psychology & 
Marketing, 27(5), 510-530. 

White, A., Breazeale, M., & Webster, C. (2012). Motivations for the brand avoidance 
relationship. In S. Fournier, M. Breazeale, & M. Fetscherin (Eds.), Consumer-brand 
relationships: theory and practice (pp.57-73). New York, NY: Routledge. 

Wilson, A. E., & Ross M. (2001). From chump to champ: People’s appraisals of their 
earlier and present selves. Journal of Personality and Social Psychology, 80(4), 572-
584. 

Winston, A. (2017, April 12). Pepsi, United, and the speed of corporate shame. Harvard 
Business Review. Retrieved from https://hbr.org/2017/04/pepsi-united-and-the-speed-
of-corporate-shame 

Winterich, K. P., & Haws, K. L. (2011). Helpful hopefulness: The effect of future positive 
emotions on consumption. Journal of Consumer Research, 38(3), 505-524. 

Wright, K. B. (2005). Researching Internet-based populations: Advantages and 
disadvantages of online survey research, online questionnaire authoring software 
packages, and web survey services. Journal of Computer-Mediated Communication, 
10(3), 00. doi:10.1111/j.1083-6101.2005.tb00259.x. 

Wright, M. F., Li, Y., & Shi, J. (2014). Chinese adolescents’ social status goals: 
Associations with behaviors and attributions for relational aggression. Youth & 
Society, 46(4), 566-588. 

Xie, Y., & Peng, S. (2009). How to repair customer trust after negative publicity: The roles 
of competence, integrity, benevolence, and forgiveness. Psychology & Marketing, 
26(7), 572-589. 

Yan, D., Sengupta, J., & Hong, J. (2016). Why does psychological distance influence 
construal level? The role of processing mode. Journal of Consumer Research, 43(4), 
598-613. 

Zeithaml, V. (1988). Consumer perceptions of price, quality, and value: A means-end 
model and synthesis of the evidence. Journal of Marketing, 52(July), 2-22. 

Zhao, M., & Xie, J. (2011). Effects of social and temporal distance on consumers’ 
responses to peer recommendations. Journal of Marketing Research, 48(3), 486-496. 

Zimbardo, P., & Boyd, J. (2008). The time paradox: The new psychology of time that can 
change your life. New York, NY: Free Press. 

 
  



72 

 



73 

Original publications 

I  Tan, T.M., Salo, J., Juntunen, J., & Kumar, A. (2018). A comparative study of 
creation of self-brand connection for well-liked, new, and unfavorable brands. Under 
review.  

II  Tan, T.M. (2018). The antecedents and indicators of brand betrayal. European-
Advances in Consumer Research, 11. 

III  Tan, T.M., Salo, J., Juntunen, J., & Kumar, A. (2018). Temporal focus and self-
congruence. Under review.  

IV  Tan, T.M., Salo, J., Juntunen, J., & Kumar, A. (2017). The effect of temporal distance 
on self-presentation by brand. NA-Advances in Consumer Research, 45. 

Reprinted with permission from The Association for Consumer Research (IV). 

Reprint permission is not required as only the abstract to be published and the 

author may submit his work elsewhere for publication (II). 

Original publications are not included in the electronic version of the dissertation. 
  



74 

 



A C T A  U N I V E R S I T A T I S  O U L U E N S I S

Book orders:
Granum: Virtual book store
http://granum.uta.fi/granum/

S E R I E S  G  O E C O N O M I C A

81. Hermes, Jan (2016) Rendezvous in turbulent times : about the becoming of
institution-changing networks in Myanmar/Burma

82. Lehto, Irene (2016) Narratives of international opportunities in entrepreneurial
selling

83. Nuutilainen, Riikka (2016) Essays on monetary policy in China

84. Iivari, Marika (2016) Exploring business models in ecosystemic contexts

85. Nadeem, Waqar (2016) Examining consumers’ acceptance of social commerce in
clothing e-retail

86. Nykänen, Risto (2016) Emergence of an energy saving market : the rise of energy
service companies

87. Wang, Fan (2016) From relational capital to venture capital : financing
entrepreneurial international new ventures

88. Rantakari, Anniina (2016) Strategy as ‘dispositive’ : essays on productive power
and resistance in strategy-making

89. Henttu-Aho, Tiina (2016) The emerging practices of modern budgeting and the
role of controller

90. Koivuranta, Matti (2017) Studies on macroeconomics and uncertainty

91. Myllykoski, Jenni (2017) Strategic change emerging in time

92. Conlin, Andrew (2017) Essays on personality traits and investor behavior

93. Anees-ur-Rehman, Muhammad (2017) How multiple strategic orientations affect
the brand performance of B2B SMEs

94. Juntunen, Marko (2017) Business model change as a dynamic capability

95. Haapanen, Lauri (2017) Firms’ resource allocation between R&D and marketing
in their international expansion : a functional level analysis

96. Heikkinen, Marko T. (2018) Managing in R&D nets : roles, processes, benefits and
challenges

97. Oikarinen, Eeva-Liisa (2018) Perspectives on humor in recruitment advertising on
the Internet

98. Atkova, Irina (2018) From opportunity to business model—an entrepreneurial
action perspective



UNIVERSITY OF OULU  P .O. Box 8000  F I -90014 UNIVERSITY OF OULU FINLAND

A C T A  U N I V E R S I T A T I S  O U L U E N S I S

University Lecturer Tuomo Glumoff

University Lecturer Santeri Palviainen

Postdoctoral research fellow Sanna Taskila

Professor Olli Vuolteenaho

University Lecturer Veli-Matti Ulvinen

Planning Director Pertti Tikkanen

Professor Jari Juga

University Lecturer Anu Soikkeli

Professor Olli Vuolteenaho

Publications Editor Kirsti Nurkkala

ISBN 978-952-62-1930-1 (Paperback)
ISBN 978-952-62-1931-8 (PDF)
ISSN 1455-2647 (Print)
ISSN 1796-2269 (Online)

U N I V E R S I TAT I S  O U L U E N S I SACTA
G

OECONOMICA

G
 99

AC
TA

Teck M
ing Tan

OULU 2018

G 99

Teck Ming Tan

HUMANIZING BRANDS: THE 
INVESTIGATION OF BRAND 
FAVORABILITY, BRAND 
BETRAYAL, TEMPORAL 
FOCUS, AND TEMPORAL 
DISTANCE

UNIVERSITY OF OULU GRADUATE SCHOOL;
UNIVERSITY OF OULU, 
OULU BUSINESS SCHOOL, 
DEPARTMENT OF MARKETING, MANAGEMENT AND INTERNATIONAL BUSINESS


	Abstract
	Tiivistelmä
	Acknowledgements
	Original publications
	Contents
	1 Introduction
	1.1 The importance of the topic
	1.2 Research gaps and research questions
	1.3 The structure of the study

	2 Literature review
	2.1 The meanings of brand
	2.2 The research on the brand relationship
	2.3 Humanizing brands
	2.4 Brand favorability
	2.5 Brand betrayal
	2.6 The temporal perspective: Temporal focus and temporal distance

	3 Research frameworks and research methodologies
	3.1 An overview of the articles
	3.2 Article I: A comparative study of creation of self-brand connection for well-liked, new, and unfavorable brands
	3.3 Article II: The antecedents and indicators of brand betrayal
	3.4 Article III: Temporal focus and self-congruence
	3.5 Article IV: The effect of temporal distance on self-presentation by brand

	4 The review of the findings
	4.1 The response of Article I to RQ 1: How does self-brand connection vary depending upon the consumer’s favorability toward a brand?
	4.2 The response of Article II to RQ 2: What are the antecedents and indicators of brand betrayal?
	4.3 The response of Article III to RQ 3: How does temporal focus influence consumer preference and willingness to pay for a brand, which relate to the consumer’s need for self-congruity?
	4.4 The response of Article IV to RQ 4: How does temporal distance influence the consumer’s positive attitude toward a brand and positive choices regarding a brand that serves as means of presenting consumer’s actual self or ideal self?
	4.5 Synthesis of the findings

	5 Conclusion
	5.1 Theoretical contributions
	5.1.1 Self-brand connection: Self-presentation by brand and brand favorability
	5.1.2 Self-congruence: The temporal perspective and the consumer’s self
	5.1.3 Aversion from brand betrayal: The antecedents and indicators

	5.2 Managerial implications
	5.2.1 The one-on-one marketing approach to branding
	5.2.2 Incorporating consumer’s selves into branding considerations
	5.2.3 Assessing brand betrayal in a negative brand relationship

	5.3 Limitations and future research

	List of references
	Original publications



