


anthropomorphised healthy food) activates health goals, that in turn, elicit higher purchase 

intention towards such anthropomorphised offerings and healthier subsequent behaviour. 

Furthermore, we show that this effect is more pronounced in health-conscious individuals than 

in less health-conscious individuals.  

Essay 2 explores another common application of anthropomorphism in marketing 

communication. We often anthropomorphise or personify our dreams or long-term goals as 

dependent entities in common parlance. For example, motivational speeches and self-help 

books are teeming with anthropomorphic metaphors such as “nurture your dreams,” and 

“feed your dreams.” Marketers and policy makers too use similar taglines for their ad 

campaigns. For example, Kellogg's India's 'Nourish Your Dreams' campaign and UNESCO’s 

“Protect the Goal” campaign in Uganda. Essay 2 aimed to investigate whether such 

anthropomorphism of one’s personal goal as a dependent person (through visualization and 

metaphors) can motivate the individual to pursue the goal. If so, how and for what kind of 

goals.  

Drawing from psychological empowerment, caregiving, and parenting literatures, we 

hypothesize and show that anthropomorphising goals as dependent entity can improve 

consumers' motivation levels by increasing their psychological empowerment. Further, this 

positive effect on motivation is moderated by the specificity of the goal such that the effect is 

stronger for non-specific goals than for specific goals.  

 


