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Abstract

Product anthropomorphism, as an innovative marketing strategy, bridges the emotional gap be-
tween consumers and products by endowing products with human characteristics (such as faces,
emotions, and personalities), thereby effectively enhancing consumers’ purchase intentions. Emo-
tional cues, such as facial features, perceptions of power, and perceptions of cuteness, have emerged
as significant factors influencing consumer decisions. Facial features, by expressing emotions and
conveying personalities, can quickly capture consumers’ attention and elicit emotional responses.
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Perceptions of power influence consumers’ preferences and choices for products, especially in con-
texts emphasizing control and status. Meanwhile, perceptions of cuteness play a unique role in high-
risk decisions by triggering protective instincts and emotional bonds. This paper reviews the mech-
anisms through which emotional cues function in product anthropomorphism, discusses the mod-
erating effects of different cultural backgrounds and product categories on the effectiveness of
these cues, and points out the limitations of current research as well as directions for future studies.
Future research can focus on cross-cultural differences and the interactions between emotional
cues and other marketing variables to further enrich the theoretical framework of consumer pur-
chase decisions and provide empirical support for optimizing marketing strategies.
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