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The Influence of Green De-marketing Advertising Appeals
and Brand Anthropomorphism on Consumer
Attitudes Towards Advertising

Huang Yubo ,Li Mengyao ,Lin Jialing ( Shenzhen University )

Abstract ; With the exponential growth in production and supply capacities, total consumption among in-
dividuals continues to rise steadily. However, over-consumption poses significant environmental challenges,
such as heightened carbon emissions stemming from food production,as well as serious health issues, inclu-
ding obesity resulting from excessive intake. To address the environmental and health ramifications associated
with excessive consumption, a novel marketing approach known as “green de-marketing” has garnered atten-
tion among marketers. The core of “green de-marketing” is to “control and reduce consumer demand”. Al-
though reducing consumer demand aligns with environmental trends, there is limited research on the effec-
tiveness of green de-marketing advertising appeals. Therefore , this study aims to examine the following ques-
tions. First, can green de-marketing advertising elicit more positive advertising attitudes compared to green
marketing advertisements? Second ,what are the underlying mechanisms driving this effect? This paper em-
ploys an experimental methodology to validate the hypothesized model and provide theoretical elucidation.
Study 1 has found that the information conveyed by green de-marketing advertisements is different from
consumers’ habitual cognition of ordinary green marketing advertisements. Green de-marketing advertising en-
hances consumers’ perception of the green brand authenticity by promoting their environmental values-driv-
en, thereby enhancing their positive advertising attitude. In addition, study 2 has found that the green de-mar-
keting advertising show altruistic benefits and can produce warm glow effect. Through experiment ( Green
Marketing vs. Green De-marketing) X ( Passionate Anthropomorphic Image vs. Power Anthropomorphic Im-
age ) , this paper discovered the interactive relationship between green advertising appeal type and anthropo-
morphic image type. Brand anthropomorphism can bring better communication effects. When using green de-
marketing advertisement to market attractiveness,a warm image can better enhance the consumers’ advertis-
ing attitude. The demand for green marketing advertisement emphasizes the functional attributes of green
products , where a credible image holds greater persuasive power. To sum up, green de-marketing can enhance
consumers’ perception of environmental values-driven and green brand authenticity, and thus improve
consumers’ advertising attitude. And shows that brand anthropomorphism strategy can be used in different sit-
uations to develop more appropriate advertising programs. This reminds enterprises to pay attention to green
brand authenticity and provides a useful reference for them to become a trustworthy green brand for consumers.

Key words: green de-marketing; brand anthropomorphism; environmental values-driven; green brand
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