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Figure 2 Screenshots of the Short Video Materials for Study 1 (Electric Toothbrush)
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Figure 3 Comment Materials for Study 2
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Figure 5 Screenshots of the Short Video Materials for Study 3 (Bluetooth Earphones)
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Abstract: With short video marketing being elevated to the strategic level within companies, anthropomorphism has become
an important strategy for brands to establish emotional connections with users and enhance the viewing experience by attribut-
ing human characteristics, emotions, and behaviors to brands or products. Currently, limited research has focused on the short
video context, particularly regarding how anthropomorphic advertising reshapes consumer-brand relationship, along with its
underlying mediating mechanism and boundary conditions.

Grounded in flow experience theory, this research focuses on short video media platforms, exploring how four major ele-
ments of short video marketing—stimulus factor (anthropomorphism), individual factor (implicit personality), brand factor
(brand interactivity), and social cue (online word-of-mouth) —influence brand evangelism, along with the underlying mechan-
isms. The current research employs a multi-method approach, integrating a secondary-data analysis derived from authentic user
interactions within real brand communities on bilibili and three scenario-based experimental studies.

The present research has found that anthropomorphic short video advertising significantly enhances consumer’s brand
evangelism. Implicit theories play a moderating role in the influence of anthropomorphism on brand evangelism, with the ef-
fect being significant only for incremental theorists. Brand interactivity mitigates the negative moderating effect of implicit the-
ories on the effectiveness of anthropomorphic short video advertising. Specifically, for low-interactivity brands, anthropo-
morphism significantly boosts brand evangelism only for incremental theorists; however, for high-interactivity brands, anthro-
pomorphic short video advertising has a significant positive effect on brand evangelism for both incremental and entity theor-
ists. Furthermore, the interaction between online word-of-mouth valence and implicit theories moderates the impact of anthro-
pomorphism on brand evangelism. When real-time comments display negative word-of-mouth, anthropomorphic short video
advertising significantly improves brand evangelism only for entity theorists. In contrast, when real-time comments present

positive word-of-mouth, anthropomorphism exerts a significant main effect on brand evangelism for both incremental and en-
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tity theorists. Crucially, flow experience serves as the mediating mechanism throughout these relationships.

The findings theoretically explain the relationship between anthropomorphism and brand evangelism, which enriches and
extends existing research on anthropomorphic advertising, consumer-brand relationships, and flow experiences. From a practic-
al perspective, the current research provides directions for enterprises on strategically leveraging anthropomorphic short video
advertising to enhance flow experience and foster consumer brand evangelism. It is essential for brand marketers to understand
how implicit theories, brand interactivity, and online word-of-mouth impact the effectiveness of anthropomorphic short video
advertising. Furthermore, they can optimize consumers’ viewing and emotional experience by implementing more active and
dynamic interaction strategies and effectively overseeing real-time comments system.

Keywords: anthropomorphism; brand evangelism; flow experience; implicit theories; brand interactivity; online word-of-mouth
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