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Abstract: Based on Identity-based motivation theory, this study adopted three 

experiments to explore the impact of product anthropomorphism on consumer 

misbehavior in shared consumption. Result show that: (1) Product anthropomorphism 

had a significant effect on consumer misbehavior in shared consumption; (2) 

Emotional empathy had a partial mediating effect on the relationship between product 

anthropomorphism and consumer misbehavior in shared consumption; (3) Power had 

a negative moderating effect between product anthropomorphism and emotional 

empathy, that is to say, the greater the consumers' perception of Power, the smaller 

the mediating role of consumers' emotional empathy between product 

anthropomorphism and consumer misbehavior in shared consumption, and vice versa. 
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1. Introduction 

Consumers play an important role in promoting the development of the shared 

consumption model, but a series of improper behaviors shorten the service life of the 

shared products and make the shared consumption model get into trouble. In 2017, 

an umbrella sharing company called Sharing E Umbrella lost tens of millions of dollars 

after more than 80% of its 300,000 umbrellas were lost within a few weeks. In 2018, 

bike-sharing company GoBee quit the French market after 60% of its bikes were 

destroyed, stolen or owned within four months. In view of the significant cost of 

improper behavior of shared consumption to enterprises and the society, it is urgent 

to consider the mitigation countermeasures of improper behavior of shared 

consumption. Existing researches on the mitigation of improper behaviors of shared 

consumption mainly explore the governance path of shared products from the macro 
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level and stop at giving policy suggestions[1][2]However, the government and 

enterprises issued to intervene in the improper behavior of shared consumption laws 

and policies did not achieve the expected effect[3].However, as the direct users and 

beneficiaries of shared products, the behavior patterns of consumers have a more 

decisive influence on the improper behavior of shared consumption, but there are few 

researches from the perspective of consumer psychology and behavior. Shared 

product is in the core position in the shared consumption activity[4]It is not only the 

object that the individual must interact to complete the shared consumption activity, 

but also the direct subject of the improper behavior of shared consumption. Therefore, 

product characteristics may be the key factor affecting consumer behavior. At the 

same time, identity motivation theory points out that individuals will adopt different 

behavioral strategies under different identity motivation[5].So, does the identity of 

shared products as the subject of misbehavior affect consumer behavior? 

Studies from psychology and marketing show that the target of behavior has an 

important influence on the behavior of consumers[3]. For example, the identifiable 

victim effect states that people are less likely to inflict harm on a physical, identifiable 

victim than on an abstract one[6]; Doostron and so on[7]It points out that it is more 

difficult for consumers to accept improper behavior against employees or other 

customers than against enterprises. The more impersonal a large business is perceived 

to be, the more vulnerable it is to consumer misbehaviour[8].It can be seen that 

compared with abstract concepts, enterprises, products and other non-human objects, 

individuals are more likely to help or reduce harm to objects with human 

characteristics. The anthropomorphization of the product is to endow the product with 

human-like characteristics[9]", may discourage shared consumer misbehavior by 

highlighting the shared product's status as a human victim. The product 

personification strategy has been widely used in marketing practices to promote 

consumers' purchase related behaviors, but rarely used by enterprises in the context 

of shared consumption. Therefore, this paper will focus on examining the impact of 

product personification on shared consumption misbehavior. 

In terms of the mechanism of product anthropomorpitation on misbehavior of shared 

consumption, this paper chooses emotional empathy as a mediating variable to explain 

the mediating process. Based on the theory of mind perception and moral dualism, 

treating shared products as human will increase consumers' attention to the emotional 

experience ability of anthropomorphic shared products[10],[11].Studies have shown that 

the perception of others' emotions activates the mechanism of emotion generation in 

individuals[12].Therefore, emotional empathy is regarded as a basic social emotional 

response[13], which may occur when consumers recognize that the anthropomorphic 

shared product can experience emotional experience. As the main influencing factor 
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of other-oriented behavior, empathy makes individuals care more about others in 

interpersonal interaction[14], may reduce shared consumption misbehavior. Therefore, 

to analyze the mediating role of emotional empathy from the perspective that product 

personification can improve consumers' perception of emotional experience ability of 

shared products may be one of the breakthroughs to explore the impact of product 

personification on improper behaviors of shared consumption. In addition, this paper 

proposes that consumer perception of power as a boundary variable of product 

anthropomorphism affects consumer emotional empathy. Since the impact of 

personification on consumer emotional empathy is based on consumers' emotional 

perception of the shared product, reducing consumers' attention to the emotions of 

the personified shared product may affect the generation of consumer emotional 

empathy. Because the perception of power is a basic psychological state involving self-

concern and the concern of others[15], the level of individual perceived power may play 

an intervening role in the process of consumers' understanding of the emotions of 

anthropomorphic shared products. Therefore, the purpose of this study is to explore 

the mechanism of product anthropomorphization on the misbehavior of shared 

consumption. First, it reveals the mediating role of consumer empathy in the 

relationship between product anthropomorphization and shared consumption 

misbehavior. Secondly, the role of consumer perception of power in the relationship 

between product personification and consumer empathy is discussed. This study will 

provide some ideas on how to prevent and avoid improper behaviors of shared 

consumption enterprises. 

 

2. Theoretical Basis and Research Hypothesis 

2.1 Personification and improper behavior of shared consumption 

2.1.1 Personalization of the product 

Product anthropomorphization refers to the phenomenon that inanimate products are 

considered to have human-like physiological and psychological characteristics[16]. 

When an inanimate product has physical features similar to a human being or is 

endowed with a human mind[17], consumers will understand and deal with their own 

interaction with these non-human objects from a "human" perspective. Specifically, 

anthropomorphization enables consumers to map the social beliefs and interactive 

rules applied in the interpersonal communication process to the interaction process 

with non-human objects[18]. This is because the anthropomorphic brand provides 

consumers with quasi-social experience and constructs the quasi-interpersonal 

relationship between consumers and the brand[19]. Due to the change of interactive 

beliefs and rules, consumers may show different attitudes and cognition towards non-

anthropomorphic and anthropomorphic products, and ultimately affect consumers' 
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preference, evaluation, purchase and other behaviors[9],[20]. For example, Wen Wan, 

etc[21]It is found that anthropomorphism activates consumers' belief that "beauty is 

good" and increases consumers' preference for the appearance of anthropomorphic 

products. Puzakova etc.[22]Research on anthropomorphization shows that 

anthropomorphization causes consumers to blame the brand for its mistakes, causing 

consumers to give more negative evaluations. 

It is worth pointing out that, as a kind of low-cost marketing means, product 

personification strategy is widely used in the practice of enterprises to promote 

consumers' purchase related behaviors in the context, but rarely used in the context 

of shared consumption. However, academic circles mostly pay attention to the 

influence of this strategy on consumers' in-role behaviors such as brand attitude and 

preference, and few studies involve the influence of this strategy on consumers' out-

of-role behaviors such as improper behavior. Personification makes consumers regard 

shared products as human subjects, while improper behaviors are easily affected by 

the objects of behaviors. Therefore, this paper will investigate the influence of product 

personification on improper behaviors of shared consumption. 

2.1.2 improper behavior of shared consumption  

Consumer misconduct refers to the consumer behavior that intentionally violates the 

widely accepted norms of behavior in the consumption situation and destroys the 

normal consumption order[8]. In the retail industry, catering industry and other 

traditional service industry is more common[23], including shoplifting, fraud, and 

vandalism[24].As a typical consumer behavior in the service field, consumer misconduct 

will not only damage enterprise assets, negatively affect the physical and mental state 

and performance of employees, but also have a negative impact on the service 

experience of other consumers. 

In recent years, some scholars have expanded the occurrence scenarios of consumer 

misconduct from the traditional consumption field to the shared consumption field[25]It 

is pointed out that in the shared consumption field, the direct consumer misconduct 

against the enterprise employees and other consumers and the indirect consumer 

misconduct against the shared products are also prone to occur[26].This paper mainly 

considers indirect consumer misbehaviors of shared products. This is because in the 

case of shared consumption, there is usually no enterprise personnel or other 

consumers present, and it is difficult for consumers to interact with others, so it will 

not cause direct harm to them. Shared products, which play a core role in the 

transaction process and interact directly with consumers, will become the direct 

subject of consumer misconduct. This article refers to Schaefers et al[26]According to 

the research, the improper behavior of shared consumption is defined as the improper 

handling, damage or excessive use of shared products by consumers during the period 
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from obtaining to losing the right to use the products in the context of shared 

consumption. 

Shared consumption misconduct not only damages the interests of enterprises and 

other consumers, but also may lead to the tragedy of the Commons[2].Therefore, how 

to alleviate the improper behavior of shared consumption is extremely important to 

enterprises and society. Existing studies have explored the development mode and 

governance path of shared consumption from the macro level, but only from the legal 

supervision[27], Collaborative governance[28]It is not enough to put forward policy 

suggestions from other aspects, because the behavior pattern of consumers has a 

more decisive impact on the misbehavior of shared consumption. Shared products, as 

the direct interactive subjects for consumers to complete shared consumption 

activities, themselves and their characteristics have an important impact on consumer 

behavior. Therefore, it is of practical significance to conduct research on mitigation 

strategies of improper shared consumption from the perspective of products, but there 

are still gaps in this part of research. Research shows that the target of behavior has 

an important influence on the behavior of consumers[3][6]", the more the latter viewed 

the former as a "victim", the less likely they were to inflict harm on the former. 

Anthropomorphizing is the process by which shared products are given human-like 

characteristics and abilities[9], can quickly highlight the shared product's status as a 

victim of misconduct. Based on this logic, this paper speculates that product 

personification may reduce shared consumption misbehavior. It should be pointed out 

that although existing studies have provided indirect evidence for the relationship 

between product personification and misbehavior in shared consumption, they lack 

direct evidence for the impact of product personification on misbehavior in shared 

consumption. This paper will discuss further and put forward theoretical hypotheses 

in the following paragraphs. 

2.1.3 Main effects of product personification on improper behavior of shared 

consumption  

The essence of product anthropomorphization is to regard non-living products as social 

subjects with human characteristics, and mind is the unique ability of human beings 

that distinguishes them from other species. Therefore, product personification will 

increase consumers' mental perception of shared products, and mental perception is 

the primary premise for people to make moral judgments[11].In other words, 

personification confers moral value on shared products. Research from psychology 

also supports this inference, Loughnan et al[29]Studies have found that when an 

individual is objectified, the moral status of the individual decreases. Furthermore, in 

a fundamental sense, morality can be described as a process of social interaction 

involving moral agents who perform right or wrong actions and moral agents who 
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endure right or wrong actions[30], the former emphasizes that the object of interaction 

is causally responsible for the behavior, while the latter emphasizes that the object of 

interaction is sensitive to pain or pleasure. Furthermore, the dualistic theory of 

morality shows that people spontaneously complete the identification process of moral 

agents and moral agents, and their perceptions of moral agents and moral agents are 

significantly negatively correlated, that is, objects regarded as moral agents are less 

likely to be regarded as moral agents, and vice versa[11].From the perspective of 

consumers, consumers are the initiators of behaviors, while shared products are the 

recipients of behaviors. Therefore, consumers are more likely to regard the 

anthropomorphic shared product as the moral subject, and measure their own 

behaviors on the anthropomorphic shared product with the moral standard. 

Studies have shown that, on the one hand, perceptual propensity to moral roles may 

influence individuals' subsequent behavior, and that people are less willing to hurt or 

blame moral agents than moral agents[30].As a kind of negative reciprocal behavior, 

improper behavior of shared consumption occurs on the premise of damaging the 

interests and well-being of shared products. On the other hand, when evaluating the 

morality of injurious behaviors inflicted on non-human objects, individuals with high 

anthropomorphism tendency have a more negative evaluation of injurious behaviors 

compared with individuals with low anthropomorphism tendency[31].However, 

consumer attitude is an important factor affecting consumer misconduct. When 

consumers hold a negative attitude towards improper behavior, consumers are more 

reluctant to conduct improper behavior[32].In conclusion, anthropomorphization may 

make consumers regard shared products as moral subjects worthy of attention and 

concern, and make consumers hold a more negative attitude towards improper 

behaviors, thus reducing improper behaviors that may cause harm to shared 

products.Accordingly, this paper puts forward the following hypotheses: 

H1: Personification of products significantly affects improper behavior of shared 

consumption. Compared with non-anthropomorphic products, consumers engage in 

less shared consumer misbehavior for anthropomorphic brands. 

2.2 The mediating role of consumer emotional empathy 

Relevant literature on moral role stereotyping emphasizes that the cognitive agent 

dimension and the affective experience dimension contained in mental perception can 

be well mapped to the moral agents and moral agents contained in the types of moral 

subjects[11].Since consumers regard anthropomorphic shared products as moral 

agents, they may pay more attention to the emotional experience experienced by 

shared products. In addition, the literature exploring the explainative mechanism of 

identifiable victim effect points out[6]", one victim evokes a stronger emotional 

response than multiple victims. Therefore, this study hypothesizes that 
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anthropomorphization influences shared consumption misbehavior by eliciting 

emotional responses. 

Emotional empathy is a basic social emotional response[13], may be stimulated when 

consumers perceive the emotional experience ability of the anthropomorphic shared 

product. Emotional empathy is when an individual perceives or imagines the feelings 

of others and produces an emotional response similar to their feelings, which is 

equivalent to or similar to the feelings others are experiencing or may 

experience[33].Studies have looked at social connections[34]Group identity[6]And other 

situational factors on the positive effect of empathy. For example, when the "other" is 

a lover, it evokes stronger emotional empathic responses than when the "other" is a 

stranger[35];Xu, etc.[36]And found that individuals were more likely to empathize with 

members of their own race than with members of non-members of their own race. 

This paper argues that product personification can positively predict consumer 

empathy. Specifically, on the one hand, people have a basic motivation to establish 

and maintain relationships with others[37]"When a shared product is personified, it 

becomes a viable social subject for people to build relationships[38]. Therefore, 

compared with non-anthropomorphic shared products, consumers are more closely 

associated with anthropomorphic products, and social connection is an important 

factor affecting the generation of empathy[34]. On the other hand, consumers regard 

the anthropomorphic shared products as living social subjects rather than inanimate 

objects. Therefore, compared with the non-anthropomorphic shared products, 

consumers are more likely to regard the anthropomorphic shared products as 

members of the same group, thus generating more and stronger empathy. 

Studies on the after-effects of empathy show that empathy is an important factor 

affecting altruistic behavior. By increasing an individual's attention to the feelings and 

needs of others, empathy can make individuals more altruistic in their behavior. For 

example, empathy can stimulate prosocial behavior[39]Donation behavior[40].Then, as 

a kind of self-interested behavior, will shared consumption misbehavior be affected by 

consumer empathy? Although there is no direct empirical study to show that empathy 

can reduce self-interested behaviors, combined with existing studies, it can be inferred 

that empathy makes consumers more concerned about shared products in the process 

of interaction with anthropomorphic products, so as to avoid possible damage to 

shared products caused by their own behaviors and thus reduce improper behaviors. 

Accordingly, this paper puts forward the following hypotheses: 

H2: Empathy plays an intermediary role in the process of product 

anthropomorphization affecting misbehaviors in shared consumption. Compared with 

non-anthropomorphized brands, consumers have more empathy for 

anthropomorphized brands, thus reducing misbehaviors. 
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2.3 Moderating effect of consumers' perceived power  

Power refers to the relative ability of individuals to control others or resources as they 

wish. Perceived power refers to the individual's perception of his own state of power [42], 

its source includes long-term power state and temporary power state[42], the former 

is determined by the social class in which the individual lives for a long time. For 

example, enterprise managers usually have a higher sense of power than grass-roots 

employees; The latter is activated by immediate situational factors. For example, brief 

recollections of past experiences with or without power or temporary role-playing may 

be sufficient to alter an individual's perception of temporary power. As a core driver 

of social interaction[43]The perception of power influences the interaction process 

between individuals and others by influencing the degree of individual's attention to 

themselves and others. The action-affinity model of power directly illustrates the 

influence of power on individual's self-concern and others' concern[44]. The model 

holds that high power makes individuals pay more attention to their own needs and 

show an active orientation independent of others. Low power makes individuals more 

dependent on others, pay attention to the connection with others, and show the 

affinity orientation of interdependence with others[45].Emotional empathy, as the 

emotional experience of consumers' "empathy", is based on consumers' emotional 

understanding of shared products. High perception of power increases the distance 

between consumers and anthropomorphic shared products by increasing consumers' 

self-attention, making it more difficult for consumers to consider the needs and 

feelings of anthropomorphic shared products. Therefore, high power perception may 

weaken the connection between consumers and anthropomorphic shared products, 

and thus weaken the differences in consumers' emotional empathic responses to 

anthropomorphic and non-anthropomorphic products. Therefore, in the high 

perceived power situation, regardless of whether the shared product is 

anthropomorphized or not, consumers have no significant difference in emotional 

empathy. On the contrary, in the context of low power perception, because consumers 

pay more attention to the connection between themselves and others, it is easier for 

consumers to capture and understand the possible emotional reactions of others 

(anthropomorphic shared products), and thus more likely to have emotional empathy 

for the latter. Accordingly, this paper puts forward the following hypotheses: 

H3: Consumers' perception of power has a negative moderating effect on the 

relationship between product personification and consumers' emotional empathy. 

2.4 Research overview  

In this paper, three experiments will be conducted to test the hypothesis in turn. The 

purpose of study 1 is to verify the impact of product personification on shared 

consumption misbehavior (Hypothesis 1).The second study aims to reveal the 
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mechanism of product anthropomorphization on shared consumption misbehavior, 

that is, to examine the mediating effect of consumer emotional empathy (Hypothesis 

2).Study 3 further explored the boundary conditions of product anthropomorphism on 

consumers' emotional empathy, that is, tested the moderating effect of consumers' 

perception of power (Hypothesis 3). 

 

3. Research I: The impact of product anthropomorphization on improper 

behavior of shared consumption 

The first study aims to explore the effect of product anthropomorphization on 

consumers' willingness to engage in improper behavior in shared consumption 

(Hypothesis 1).In the first study, a frame priming method was used to control the 

anthropomorphization[17].Existing studies usually use misbehavior intention to 

measure the misbehavior of shared consumption. Therefore, on the basis of referring 

to the existing scale, Study 1 first measures the willingness of the subjects to commit 

misbehavior of shared consumption. 

3.1 Selection of subjects 

In study 1, 92 participants (51% female, mean age =20.8) were recruited from the 

microblog community. Each participant was given a 3 yuan red envelope reward after 

completing the experiment, and all the participants had experience in using shared 

cars. 

3.2 Experimental operation and process 

Study 1 used a single factor (anthropomorphic vs. non-anthropomorphic) intergroup 

design. The experiment consisted of two seemingly independent tasks. The first task 

was poster design evaluation. The experimental group received personification design 

treatment for the shared car in the poster, while the control group did not receive 

personification treatment. In order to eliminate the influence of brand preference on 

the experimental results, virtual brand "DiandianChuang" was used in the study. The 

poster contains two paragraphs of text and a picture of a car. Different brand 

spokesmen and brand communication methods are adopted to manipulate brand 

personification. In terms of brand communication methods, in order to avoid the 

influence of the experimental results due to the differences in communication themes, 

the two groups of brand communication language took "providing quality travel 

services" as the core theme. There were differences only in the tone of communication, 

while the number of words and content remained the same. The main way of 

anthropomorphic design is to make the brand present the advertising message in the 

first person tone. For example, the AD for the anthropomorphic group was "Hi, dear, 

I'm Xiao Dot and I will provide you with quality travel service", while the AD for the 

non-anthropomorphic group was "One Point Travel is a platform that provides quality 
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travel sharing service". For the image of the brand spokesperson, a picture of a car 

with human features was matched next to the communication words of the 

anthropomorphic group, while a stick figure car was matched next to the 

communication words of the non-anthropomorphic group. In addition, the two groups 

of communication were presented in an ordinary black box, and the anthropomorphic 

group added a broken line between the black box and the picture of the car, so that 

the presentation mode of communication was changed into a dialog box. After reading 

the content of the poster, the subjects were required to evaluate and score the text 

and pictures of the poster, and complete the measurement items of the 

anthropomorphic design manipulation test[21]", including "The brand has a mind of its 

own" and "The brand is like people" (= 0.858).rThe second task is consumer feedback. 

Subjects were told that One-Point Travel hoped to get real consumer feedback and 

modified its terms of service based on it, so as to encourage the subjects to disclose 

their true thoughts. Then, the participants completed a measurement of their 

willingness to share consumer misbehavior. Schaefers et al are mainly referred to the 

measurement scale of willingness to misbehave in shared consumption [26]The 

measurement scale is composed of four questions, such as "Even if the car is dirty, it 

is not necessary to clean it up before returning it", "would like to hide the damage of 

auto parts from enterprises" (=0.886), etc.αThen, the subjects' liking degree and 

emotion for the anthropomorphic brand were measured to exclude its possible 

influence on the experimental result. Finally, demographic variables such as age and 

gender were measured. 

3.3 Statistical analysis and discussion 

The control test is performed first. The independent t-test showed that the score of 

the anthropomorphic design was significantly higher than that of the non-

anthropomorphic design (M 拟 人 化 = 5.000 M 非 拟 人 化 = 3.955;T (90) =4.878, P 

<0.05).Secondly, a linear regression analysis is carried out with the intention to 

misbehave in shared consumption as the dependent variable and the product 

personification as the independent variable. The results showed that the 

anthropomorphic products had a negative impact on the intention to misbehave in 

shared consumption (=-0.763, t (90) =-4.063, P <0.05). Compared with the non-

anthropomorphic products, the participants had a lower willingness to misbehave in 

shared consumption.βHypothesis 1 is verified.Consumer sentiment (M拟人化= 5.000 M非

拟人化= 4.591;T (90) =1.817, P =0.073 BBB 0 0.05), brand attitude (M拟人化= 4.792 M非拟

人化= 4.296;T (90) =2.243, P <0.05), gender and age as covariables into the regression 

equation had no significant effects. 

In the first study, it was found that product anthropomorphization was more effective 

than non-anthropomorphization in inhibiting consumers' willingness to misbehave in 
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shared consumption, which provided preliminary evidence for the relationship 

between product anthropomorphization and misbehaving in shared consumption. 

 

4. Study 2: The mediating effect of empathy 

Study 2 had two main purposes: one was to further verify the conclusions of study 

1;The second is to explore the influence mechanism of product anthropomorphization 

on the suppression of improper behavior of shared consumption. Study 2 differs from 

Study 1 in the following four aspects: (1) Select different ways to manipulate product 

personification to test the robustness of experimental results;(2) In order to verify the 

universality of the experimental effect, the generalized misbehavior was measured by 

replacing the willingness to share consumer misbehavior with the choice of negotiation 

strategy;(3) The anthropomorphic manipulative test was put after the measurement 

of shared consumption misbehavior to determine that it was the anthropomorphic 

manipulative test itself rather than the manipulative test items that would affect 

shared consumption misbehavior;(4) Excluding the influence of social expectation bias 

on misbehavior of shared consumption. 

4.1 Selection of subjects 

The subjects in the second study were from the Economic Management Home of 

Renmin University of China, and 104 valid subjects (52% female, average age =26.9) 

had experience in using shared cars.Each subject can get 100 BBS in return after 

completing the experiment. 

4.2 Experimental operation and process 

The experiment consisted of two seemingly independent tasks. In task one, the 

subjects were told that the enterprise wanted to get consumers' honest feedback on 

brand positioning. The manipulation of product anthropomorphization was achieved 

by asking participants to imagine the shared car brand as either a human or a business. 

Those in the anthropomorphic group imagined what the car-sharing brand might have 

if it came to life as a real person, while those in the non-anthropomorphic group 

thought about what services and characteristics the brand might offer. The second 

task was negotiation strategy selection. After understanding the definition of 

negotiation, the subjects were asked to set a negotiation topic and imagine that the 

negotiation object was a shared car brand. In order to stimulate the real thoughts of 

the subjects and inform them that there is no right or wrong choice in the choice of 

negotiation strategy, the research only focused on the overall trend of strategy choice 

rather than individual choice. The questions of negotiation strategy selection are 

mainly referred to Lu et al[46]", containing a total of five measurement items, such as 

"supporting your negotiating argument or position by vagueness or distortion of the 

facts", "promising something you know you cannot or will not achieve" 
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(=0.914). α Then, the emotional empathy of consumers is measured, the main 

reference[47], including "I choose or reject some strategies because I want to show 

my positive side to the negotiation partner", "I do not care much about whether these 

strategies will affect the negotiation partner's opinion of me", etc. (=0.830).αThen, a 

manipulative test was conducted for anthropomorphism, measuring items such as 

study 1 (= 0.934), and measuring consumer brand attitude, mood and social 

expectation bias as control variables.rFinally, demographic variables such as age and 

gender were measured. 

4.3 Statistical analysis and discussion 

Manipulating tests are performed first. T statistical results show that the subjects in 

the anthropomorphic group perceive car-sharing as more humanized (M拟人化= 4.942 M

非拟人化= 3.837;T (102) =4.654, P <0.05).At the same time, the two groups of subjects 

were more sensitive to the brand attitude (M拟人化= 4.692 M非拟人化= 4.173;T (102) 

=1.644, P =0.103 BBB 0 0.05), emotion (M拟人化= 4.654 M非拟人化= 4.712;T (102) =-0.21, 

P =0.834>0.05), social expectation deviation (M拟人化= 4.949 M非拟人化= 4.628;T (102) 

=1.629, P =0.106>0.05), and entering the regression equation as a covariable had 

no significant effect. 

Taking negotiation strategy choice as the dependent variable and product 

personification as the independent variable, linear regression analysis was conducted. 

The results showed that there were significant differences in the negotiation strategy 

choice between the two groups (β=-0.473, t (102) =-3.096, P <0.05), and participants 

were less likely to choose the negotiation strategy that would harm the brand in the 

process of negotiation with the personified brand than the non-personified brand. 

Hypothesis 1 is tested again. 

In order to further clarify the influencing mechanism, a one-way analysis of variance 

(ANOVA) was conducted with empathy as the dependent variable. The results showed 

that participants had greater empathy for the personified brand (M拟人化= 4.856 M非拟人化

= 4.548;F (1,102) =4.088, P <0.05).Then, adopt Hayes
错误!未找到引用源。

The bootstrapping 

method is used to verify the mediation effect. The independent variable of product 

personification (0= non-personification, 1= personification), the mediating variable of 

emotional empathy, and the dependent variable of negotiation strategy selection were 

put into the model. The results showed that product anthropomorphization positively 

affected consumers' emotional empathy (β=0.307, t (102) =2.022, P 

<0.05).Consumer emotional empathy had a negative effect on shared consumption 

misbehavior (β=-0.319, t (102) =-3.367, P <0.05).In this case, the direct effect of 

product personification on shared consumption misbehavior is significant (β=-0.375, 

t (102) =-2.525, P <0.05), and the mediating effect of consumer emotional empathy 

is significant (indirect path effect =-0.098, 95%CI: [-0.23, -0.0089]).Therefore, H2 is 
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supported. 

In the second study, different anthropomorphic manipulation methods were used to 

verify the influence of product anthropomorphization on shared consumption 

misbehavior again, and it was confirmed that consumer emotional empathy played a 

partial mediating role in the influencing relationship. 

In the following research, this paper will continue to explore the boundary conditions 

of the impact of product personification on consumer emotional empathy. 

 

5. Study 3: The moderating effect of perceived power 

The purpose of the third study is twofold. First, to investigate whether the influence 

of anthropomorphism on consumer emotional empathy is moderated by consumers' 

perception of power. Secondly, different ways are adopted to manipulate product 

personification. In addition to poster design or consumer imagination, the design of 

shared products itself may stimulate consumers' perception of personification. Study 

3 used 2 (product personification: yes vs. no) ×2 (perceived power: high vs. no).Low) 

intergroup experimental design. 

5.1 Selection of subjects 

Subjects in the third study were from the questionnaire star. There were 258 valid 

subjects (50.8% female, average age =26.69), all of whom had experience of using 

shared cars. Each participant was given 5 yuan in red envelopes for completing the 

experiment. 

5.2 Experimental operation and process 

The experiment consisted of two seemingly independent tasks. The first task was 

semantic understanding, which was used to manipulate the participants' perception of 

temporary power. Participants were asked to recall a time when they felt in power or 

lack of power, and to describe in detail what happened and how they felt at the time. 

Then, the subjects' perception of power was measured. The main reference scale 

contained two measurement items, including "I was in control of the process of the 

experience I was recalling" and "I had more control and control over the experience I 

just recalled than others".[48].The second task was user experience feedback. The 

subjects were told that the enterprise wanted to know the real behavior reaction of 

consumers in the process of using the shared car and modify the terms of service 

accordingly, so as to motivate the subjects to give the real behavior. The subjects 

were asked to imagine that they were about to book a "little trip" shared car to the 

destination. After completing the steps of booking the car by APP and taking the car 

offline according to the questionnaire prompts, a positive picture of the shared car 

would be presented in the questionnaire. After the car lights and fences in the pictures 

were processed, the cars in the anthropomorphic group had facial features similar to 
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human features, while the cars in the non-anthropomorphic group did not have human 

features. Then, the participants reported the possibility of engaging in shared 

consumption misbehavior, and completed the emotional empathy, anthropomorphic 

manipulation test, liking degree of anthropomorphic brand, emotion, age, gender and 

other demographic variables measurement items, which were consistent with the 

second study. 

5.3 Statistical analysis and discussion 

Manipulating tests are performed first. T statistical results show that the subjects in 

the anthropomorphic group perceive that the shared car has more ideas and beliefs 

of their own (M拟人化= 4.981 M非拟人化= 3.246;T (256) =12.408, P <0.05). Participants in 

the high power group believed themselves to have higher power than those in the low 

power group (M高权力= 4.957 M低权力= 2.741;T (256) =17.196, P <0.05).At the same time, 

participants rated brand attitude (M拟人化= 5.223 M非拟人化= 4.523;T (256) =5.948, P 

<0.05), emotion (M拟人化= 5.123 M非拟人化= 4.820;T (256) =2.965, P <0.05), social 

expectation deviation (M拟人化= 4.9949 M非拟人化= 5.1979;T =-2.071, P <0.05), so brand 

attitude, mood and social expectation bias were taken as covariates in the subsequent 

data analysis. 

Then the moderating effect was tested. Product personification and perceived power 

were taken as independent variables, shared consumption misbehavior as dependent 

variable, and brand attitude, emotion, and social expectation bias as covariates. The 

results showed that product anthropomorphization had a significant impact on shared 

consumption misbehavior (F (1,251) =111.737, P <0.05), and consumers were less 

likely to conduct misbehavior on anthropomorphized shared products, which 

supported H1.At the same time, the perception of power has a positive impact on 

shared consumption misbehavior (F (1,251) =43.493, P <0.05), and consumers with 

a high perception of power are more likely to engage in shared consumption 

misbehavior. In addition, the interaction between product personification and 

perceived power was significant (F (1,251) =92.569, P <0.05).The simple effect 

analysis showed that for the low power perception group, the product 

anthropomorphic group had less shared consumption misbehavior than the non-

anthropomorphic group (M 拟 人 化 = 2.943 M 非 拟 人 化 = 5.147;F (1,251) =190.152, P 

<0.05);For the high perception of power group, there was no significant difference in 

shared consumption misbehavior between the product anthropomorphic group and 

the non-anthropomorphic group (M拟人化= 4.679 M非拟人化= 4.825;F (1,251) =0.830, P 

=0.363>0.05). 

Then the mediating effect was examined. Using Hayes
错误!未找到引用源。

The Bootstrapping 

mediation test method and procedure of model 8 were selected. Product 

anthropomorphization was taken as the independent variable, perception of power as 
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the moderating variable, consumer emotional empathy as the mediating variable, 

shared consumption misbehavior as the dependent variable, and brand attitude, 

emotion and social expectation bias as the covariables to conduct the mediating effect 

test.For those with low power perception, the moderating effect of consumer 

emotional empathy was significant (95%CI=[-1.5303, -0.8795]).However, for those 

with high perceived power, the mediating effect of consumer emotional empathy was 

not significant (95%CI=[-0.4655, 0.0648]). 

In the third study, we used different anthropomorphic priming methods to verify the 

existing findings, and examined the effect of product anthropomorphization on 

emotional empathy in different power perception contexts. The results show that the 

positive effect of product personification on consumer emotional empathy is 

moderated by the power perception. When consumers' power perception is low, 

product personification can promote the generation of consumer emotional empathy, 

and then inhibit the misbehavior of shared consumption. On the contrary, when 

consumers' perception of power is high, there is no significant difference between 

product anthropomorphization and non-anthropomorphization on consumers' 

emotional empathy, so the inhibition effect of product anthropomorphization on 

shared consumption misbehavior is not significant. 

 

6. Research conclusions and implications 

6.1 Research Conclusions 

Through three studies, this paper verifies the mediating mechanism and boundary 

conditions of product anthropomorphization in restraining improper behavior of shared 

consumption. Study 1 demonstrates the effect of product personification on 

consumers' willingness to engage in misbehavior in shared consumption. The results 

show that compared with non-personification, product personification can more 

effectively inhibit consumers' willingness to engage in misbehavior in shared 

consumption. The second study verified the full mediating role of consumer emotional 

empathy in the effect of product anthropomorphization on shared consumption 

misbehavior, that is, the inhibiting effect of product anthropomorphization on shared 

consumption misbehavior was completely through the effect of consumer emotional 

empathy. The third study verified the moderating effect of consumer risk perception 

on the relationship between product anthropomorphism and consumer emotional 

empathy. In other words, when consumers' perception of power is low, product 

personification can promote consumers' emotional empathy more than non-

personification. On the contrary, when consumers' perceived power is high, there is 

no significant difference between product anthropomorphism and non-

anthropomorphism on consumers' emotional empathy. 
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6.2 Theoretical contribution 

First of all, this study breaks through the existing limitations of exploring the 

intervention strategies of improper shared consumption from the macro level, and 

explores the mitigation strategies of improper shared consumption from the 

psychological and behavioral levels of consumers. The existing researches on the 

intervention countermeasures of improper sharing consumption mostly start from the 

macro level and stay at the policy suggestions, while the exploration from the micro 

level is limited. In fact, the government and enterprises issued to intervene in the 

improper behavior of shared consumption laws and policies did not achieve the 

expected effect[3], and consumers as the direct users and beneficiaries of shared 

products[4], its behavior pattern is crucial to the regulation and the development of 

shared consumption pattern. Therefore, it is necessary to conduct research on 

mitigation strategies of shared consumption misbehavior from the perspective of 

consumer psychology and form. Further, by sharing the product in a core position in 

sharing consumption activities and his inappropriate behavior is sharing consumption 

directly under the main body, and behavior under the identity of the subject can have 

an important impact on consumer behavior, this study discusses the product 

anthropomorphic to Shared the influence of consumer behavior, to make up for past 

about sharing consumption behavior mitigation strategy research. 

Secondly, the research results of this paper also promote the study of 

anthropomorphism to a certain extent. First, it enriches the aftereffect variables of 

anthropomorphization. Research on the effectiveness of product personification 

mostly focuses on consumer choice, preference and attitude[19][20]This paper extends 

its influence on consumer behavior to consumer behavior outside the consumer role 

such as improper behavior of shared consumption. In addition, studies have explored 

the role of anthropomorphic nature in promoting environmental behavior[50]However, 

few scholars have paid attention to the inhibiting effect of anthropomorphism on self-

interested behavior. The conclusion of this paper provides preliminary empirical 

evidence for the negative effect of anthropomorphism on self-interested behavior. 

Second, this paper not only opens the "black box" of the relationship between 

anthropomorphization and shared consumption misbehavior, but also further reveals 

the psychological mechanism of anthropomorphization influencing shared 

consumption misbehavior. Based on the theory of mind perception and the theory of 

duality morality, this paper proposes that anthropomorphization induces consumers' 

emotional empathy by increasing their perception of the emotional experience ability 

of shared products. By introducing a new human belief, namely consumer emotional 

empathy, this paper expands on previous research that anthropomorphizing 

encourages consumers to apply interpersonal beliefs and rules to non-human 
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objects[9],[21]In addition, most previous studies focused on the ability and warm image 

of anthropomorphic objects from the perspective of social cognition, but few 

considered the moral image of anthropomorphic objects from the perspective of 

morality. The conclusion of the experiment proves the existence of the moral image 

of product anthropomorphization, which is in response to the previous call that the 

moral image of product anthropomorphization may exist[51].Thirdly, the effective 

boundary conditions for the effect of product anthropomorphism on consumer 

emotional empathy are identified. Some scholars have discussed the relationship 

between consumers' perception of power and the risk perception of anthropomorphic 

products[17], the research found that when the risk-taking subject was personified, 

consumers with low power perception would perceive greater risk. However, the 

research context of this paper does not involve the subject of risk taking. Instead, this 

paper explores the moderating effect of power perception on the effect of 

anthropomorphism on consumer empathy from the perspective of power perception 

changing consumers' focus on themselves and others.The above conclusions expand 

the research on consumer power perception and consumer emotional empathy. 

6.3 Practice contribution 

The practical implications of this study are as follows: First, enterprises can adopt 

product personification strategies to reduce misbehaviors of shared consumption. 

Enterprises usually use regulation, remote monitoring or accountability to regulate 

user behavior[26]These mandatory measures may also cause consumers to have 

negative feelings of being monitored or not being trusted[3].This study proposes a 

relatively low cost strategy to reduce shared consumption misbehavior, namely 

product anthropomorphism. Enterprises can use first-person communication or create 

brand mascots when carrying out advertising campaigns. In product design, the 

appearance of shared products can be designed similar to human faces, or a first-

person communication statement can be added with shared products as the first 

person. As the direct subject of shared consumption misconduct, the attributes of 

shared products, such as product value, may also affect consumer behavior, but under 

the condition that the existing attributes of shared products cannot be changed, 

anthropomorphization is an effective method to restrain shared consumption 

misconduct. Second, when using product personification strategy, enterprises should 

make full use of other ways to arouse consumers' emotional empathy for shared 

products, so as to reduce improper behaviors of shared consumption. For example, 

companies can disclose improper behavior of shared products through microblogs, 

public accounts and other ways. Thirdly, according to the research conclusions of this 

paper, not all anthropomorphic strategies can reduce misbehaviors in shared 

consumption, and consumers with high power perception are more likely to be 
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"immune" to the influence of anthropomorphic strategies than consumers with low 

power perception. As a universal psychological phenomenon in human society, the 

perception of power can be easily and unobtrusively stimulated [15]For example, read 

power vocabulary or briefly recall the experience of being in power. Personification of 

products inevitably involves the language of communication and the story atmosphere 

it creates. Enterprises can design sentences or contexts with low power perception to 

reduce consumers' power perception. 

6.4 Research limitations and prospects 

There are some shortcomings in this study. First, this paper only focuses on one 

shared consumption model, namely car sharing. Car sharing is the most representative 

product in the field of shared consumption, but products such as shared umbrella and 

shared battery bank are also vulnerable to improper behaviors in shared consumption. 

Future research can further study the applicability of anthropomorphic strategies in 

other shared consumption situations. Second, the paper from the view point of 

emotional experience product anthropomorphic to Shared the influence of consumer 

behavior, mental perception theory, points out that, however, anthropomorphic 

increase consumers to share the products with emotional experience not only the 

ability of perception, still can make consumers consider sharing product has the ability 

to move, namely the anthropomorphic Shared product can be independent thinking 

and judgment[10].Therefore, anthropomorphic shared products may act as social 

supervisors to activate consumers' impression management motivation, thus inhibiting 

improper behavior of shared consumption. Further research can explore the internal 

explanation mechanism of impression management motivation from the perspective 

of activism. Thirdly, when anthropomorphic manipulation is carried out, the influence 

of identity, gender, age and other factors of anthropomorphic design on shared 

consumption misbehavior and consumer emotional empathy is not considered. Studies 

have shown that women are more attractive to people[52]Therefore, it remains to be 

further explored whether the anthropomorphic roles of women and children can more 

effectively arouse the emotional empathy of consumers, and whether they will have a 

more significant effect on the misbehavior of shared consumption. Fourthly, given that 

improper behavior violates morality and ethics, laboratory experiments are adopted, 

and field experiments can be designed in the case of reasonable avoidance of moral 

problems in future experimental methods. 
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