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Abstract 
This research addresses a topic of widespread and current relevance, reflected 
daily in commerce, especially in the clothing industry, by addressing brand hu-
manization and customer loyalty in women’s clothing stores in Chimbote 2025. 
The research was applied, with a quantitative approach, a non-experimental, 
and cross-sectional design. A sample of 410 female customers was used to com-
plete a questionnaire, providing highly significant data. The results show that, 
with a 95% confidence level, Sig. (0.00) <0.05, and Spearman’s Rho = 0.793, 
there is a very strong correlation between the variables, meaning that brand 
humanization is related to customer loyalty in women’s clothing stores in 
Chimbote 2025. 
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1. Introduction 

In an increasingly competitive and emotionally oriented market, brand humani-
zation has become a key strategy for generating lasting bonds with consumers, 
especially in sectors where emotional connection is crucial, such as women’s fash-
ion. Brand humanization refers to the process by which brands adopt human 
characteristics, such as personality, emotions, and values, to build closer and more 
authentic relationships with their audiences (Puzakova, Kwak, & Rocereto, 2013). 
This strategy is particularly effective for female consumers, who tend to value 
emotional relationships with the brands they frequent (Fournier, 1998; Thomson, 
MacInnis, & Park, 2005). 
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In the field of clothing stores, where the purchasing process goes beyond a sim-
ple transaction and becomes a sensorial and emotional experience, brand human-
ization can significantly influence customer perception and loyalty. Women, as a 
target audience, not only seek fashionable products but also value brands that re-
flect their values, aspirations, and lifestyle (Batra, Ahuvia, & Bagozzi, 2012). When 
a brand manages to project a relatable and authentic personality, consumers tend 
to develop an emotional bond that can translate into loyalty and repeat purchases 
(Delgado-Ballester & Fernández-Sabiote, 2016). 

This emotional bond, a result of humanization, manifests itself in positive atti-
tudes such as preference, favorable word-of-mouth, and resistance to switching 
brands—key elements for loyalty in the competitive fashion market. Therefore, 
understanding how brand humanization influences women’s loyalty in clothing 
stores is essential for designing more effective marketing strategies focused on the 
customer experience. 

Brand humanization involves establishing lasting and mutually rewarding con-
nections with customers, with the goal of maintaining and expanding business by 
building strong relationships across economic, technical, and social aspects between 
the parties involved (Kotler & Keller, 2006). Brand humanization was measured 
using a Likert scale in a 10-item questionnaire and was determined by its dimen-
sions: appearance, moral virtue, cognitive experience, and conscious emotionality. 

Its dimensions represent different expressions of the degree to which customers 
view a brand as a human entity. Appearance relates to the perception of external 
characteristics that resemble human ones, such as morphological similarities, 
while the other three dimensions are based on different types of perceptions about 
mental states. In particular, the moral virtue dimension assesses consumers’ will-
ingness to consider the brand as an ethical entity. Cognitive experience refers to 
how they perceive the brand as competent to engage in various cognitive func-
tions, such as demonstrating free will, thinking, and reasoning. Finally, the con-
scious emotionality dimension measures how they perceive the brand as capable 
of experiencing cognitively complex emotions, such as shame and guilt (Golos-
senko et al., 2020). 

Customer loyalty refers to a business strategy focused on retaining current cus-
tomers based on ongoing positive experiences, purchasing products or services in 
specific situations, thus fostering customer trust and strengthening brand reputa-
tion (Muriel, 2020). 

Its dimensions of customer retention are based on the theory presented by Am-
brocio (2021), who proposed a construct composed of four different aspects. The 
first dimension, differentiation, refers to the distinctive element of a company 
compared to its competitors, the evaluation made of the variety, price, and bene-
fits that a product or service offers compared to those of its competitors. The sec-
ond dimension, called personalization, focuses on the recognition that customers 
have for the company. 

These can identify the company through distinctive markers. The third dimen-
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sion, satisfaction, is linked to the degree to which a product’s perceived perfor-
mance matches the consumer’s expectations. The fourth dimension, loyalty, re-
lates to commitment to the company. Finally, the fifth dimension, repeat business, 
involves a customer’s repeat business with a company. 

2. Methodology 

This research was applied, based on theories and previous studies by various au-
thors who offered their perspectives on the variable under study (Vargas, 2009). 
It also had a quantitative approach, as an online questionnaire was administered. 
The variable of interest was measured through numerical values, using statistical 
methods that included mathematical procedures, percentages, and levels (Her-
nández et al., 2014). The design was non-experimental, as it does not involve the 
intentional manipulation of variables by researchers or the observation of the ef-
fects on variables in a controlled environment. The design was cross-sectional, as 
data were collected at a specific time or over a short period of time to examine a 
specific group of people or a specific sample (Hernández et al., 2014). Conse-
quently, a correlational approach was achieved, as this study sought to determine 
the correlation between brand humanization and customer loyalty. 

Regarding the population and sample, a non-probability sample was used at the 
researcher’s convenience, with a total of 410 women. 

Instrument: We used surveys as a data collection technique, with a question-
naire consisting of 24 questions. These questions are grouped into two variables. 
The Brand Humanization variable covers the dimensions of Appearance (3 ques-
tions), Moral Virtue (2 questions), Cognitive Experience (2 questions), and Con-
scious Emotionality (3 questions). The Customer Loyalty variable includes the di-
mensions of Differentiation (3 questions), Satisfaction (4 questions), Personaliza-
tion (2 questions), Loyalty (2 questions), and Habituality (3 questions), which will 
be answered using a Likert-type scale. 

3. Results 

Table 1 indicates that, with a 95% confidence interval (NC), Sig. (0.00) < 0.05, and 
Spearman’s rho = 0.793, we can assert that there is a very strong correlation be-
tween the variables, meaning that brand humanization is related to customer loy-
alty in women’s clothing stores. 

 
Table 1. Correlation between brand humanization and customer loyalty. 

Correlations Customer Loyalty 

Rho de Spearman 
Brand 

humanization 

Correlation coefficient 0.793** 

Sig. (bilateral) 0.000 

N 410 

**The correlation is significant at the 0.01 level (two-tailed). Note: SPSS V26 Software Da-
tabase. 
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Table 2. Level of brand humanization perceived by women’s clothing store customers. 

Brand Humanization Frequency Percentage 

Low 169 41.2% 

Medium 98 23.9% 

High 143 34.9% 

Total 410 100.0% 

Note: SPSS V26 Software Report. 
 

Table 2 shows that the level of the variable is “low,” as represented by 41.2% of 
the customers surveyed. 34.9% rate it as “high,” while 23.9% find it at the “me-
dium” level. This means that customers believe that clothing stores have failed to 
establish an authentic brand personality and thus establish emotional bonds with 
them. 

 
Table 3. Loyalty level of women’s clothing store customers. 

Customer loyalty Frequency Percentage 

Low 174 42.4% 

Medium 91 22.2% 

High 145 35.4% 

Total 410 100.0% 

Note: SPSS V26 Software Report. 
 

It is observed that (Table 3) the level of loyalty is “low,” as indicated by 42.4% 
of the customers surveyed. 35.4% consider it to be “high,” while 22.2% consider it 
to be “medium.” Therefore, we can decipher that companies lack the capacity to 
establish an emotional relationship that allows them to retain their existing cus-
tomers and encourage them to purchase their products repeatedly compared to 
the competition. 

 
Table 4. Correlation between brand humanization and loyalty satisfaction. 

Correlations Satisfaction 

Rho de Spearman 
Brand 

humanization 

Correlation coefficient 0.785** 

Sig. (bilateral) 0.000 

N 410 

**The correlation is significant at the 0.01 level (two-tailed). Note: SPSS V26 Software Report. 
 

It is evident that at the 95% confidence level and Sig. <0.05, and Spearman’s 
Rho = 0.785 (Table 4), there is a very strong positive correspondence between the 
elements. This means that brand humanization is related to customer satisfaction 
in women’s clothing stores in Chimbote 2025. 

https://doi.org/10.4236/jss.2025.138022


R. C. Alba et al. 
 

 

DOI: 10.4236/jss.2025.138022 349 Open Journal of Social Sciences 
 

These data are based on the literature presented by Mondragón in 2018, which 
states that strategies focused on ensuring customer satisfaction and loyalty en-
compass several key aspects; for example, seeking to retain customers through 
business relationships based on trust and mutual commitment, which results in 
high customer satisfaction; also ensuring that consumers feel satisfied and happy 
with the products they have purchased; and finally, stimulating a positive word-
of-mouth effect generated by satisfied customers, which in turn can attract new 
customers interested in experiencing what the brand offers. 

Previous studies on the relationship between symbolic consumption and satis-
faction in various industries have highlighted the importance of congruence be-
tween the consumer’s self-image and the brand. Guzmán et al. (2023) mention 
that, in the sports industry, brand loyalty has traditionally been explained through 
variables such as satisfaction, service quality, commitment, and trust, without 
considering other variables analyzed in the field of marketing. Likewise, Grace et 
al. (2020) tell us that a deep understanding of the complications that arise between 
the consumer and the brand is of utmost importance. However, it is essential to 
measure these relationships in a meaningful way so that marketing experts can 
develop effective strategies precisely tailored to market needs, achieving customer 
satisfaction. In terms of positioning, a strategic approach is needed, promoting a 
quality service unique compared to the competition and thus establishing the 
company as a prestigious and preferred brand in the market, they indicated (Sil-
vera Ortiz, 2019). 

In today’s institutions, administrative management is deficient in various areas 
due to a lack of communication between the institution’s business owners and its 
membership department. This situation represents a challenge for long-term sus-
tainability, as current administrative management could become a threat to some 
existing companies (Panduro et al., 2020). For this reason, modern consumers are 
increasingly active, seeking personalization, and are willing to express their opin-
ions about their experience with companies. By incorporating blogging into their 
practices, companies transform their communication into a two-way model. This 
creates a close connection with customers and allows for an immediate response 
to any issues that may arise, says Zárate (2008). 

In the context of social media, García & Ricart (2009) tell us that consumers 
and users have the power to decide how they want to interact with companies. 
Consequently, it is essential to tailor our messages to meet their needs and prefer-
ences, which is critical for customer satisfaction. Highlighting both theoretical and 
practical implications in the field of branding, they highlight the importance of 
different attributes in creating popularity and how this impacts marketers’ strate-
gies on sharing economy platforms (Mauricio et al., 2018). In a practical sense, it 
is observed that the technological preparation of online tourists plays a crucial role 
in moderating the effects of a digital experience that humanizes the brand of an 
eco-destination (Huang & Liu, 2021). Furthermore, Penttinen (2023) points out 
how parasocial interaction, that is, the relationship between consumers and media 
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personalities, influences consumer trust in shared information. This interaction 
has a positive effect on consumers’ brand loyalty, attitudes, and purchasing inten-
tions, thus underscoring the importance of digital interactions in building cus-
tomer trust and satisfaction. 

 
Table 5. Correlation between brand humanization and differentiation in loyalty. 

Correlations Differentiation 

Rho de 
Spearman 

Brand 
humanization 

Correlation coefficient 0.836** 

Sig. (bilateral) 0.000 

N 410 

**The correlation is significant at the 0.01 level (two-tailed). Note: SPSS V26 Software Da-
tabase. 

 
The data obtained indicate that, with a 95% confidence level and significance 

<0.05, and Spearman’s rho = 0.836 (Table 5), we can attest to a very strong posi-
tive relationship between the variable and the dimension; that is, brand humani-
zation is related to customer differentiation in women’s clothing stores in Chim-
bote 2025. 

These data are based on what Guthrie (1997) stated, stating that purchasing 
differentiation among customers is evident. He explains that differentiation can 
be described as a more precise form of expectation, a kind of involuntary percep-
tion tactic in which people unconsciously tend to assume or expect that ambigu-
ous or important stimuli exhibit some type of human origin or appearance. 

This thus becomes a powerful tool in the brand humanization strategy. By at-
tributing human characteristics to non-human elements of the brand, including 
aspects related to behavior, intentions, and thinking, according to Peláez (2018), 
consumers establish stronger emotional connections. People tend to trust and feel 
more comfortable with entities they can associate with human characteristics, 
which contributes to the development of emotional attachment to the brand. This 
phenomenon is reflected in various communication strategies. For example, email 
campaigns become a crucial space for conveying the brand’s personality and val-
ues, communicating the message in the first person. Even communication 
through blogs and brand pages on platforms like Facebook creates an environ-
ment conducive to establishing genuine conversations between individuals and 
the brand, which favors the development of anthropomorphic thinking toward 
the brand (Delgado et al., 2017). 

As a result, people tend to perceive the anthropomorphized brand as a trust-
worthy relationship partner, which translates into greater interaction and engage-
ment, as evidenced by the number of likes on their posts compared to a non-an-
thropomorphized brand (Kim et al., 2020). Consumer perception of a brand is 
significantly shaped when, through its own communication, the brand exhibits 
characteristics similar to those of a human personality. In this process, the brand 
indirectly reveals the type of person it represents. A critical factor in the construc-
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tion of this personality is the communication style adopted by the brand, which 
plays an essential role in shaping this perception by the consumer (Baños & 
Rodríguez, 2012). 

 
Table 6. Correlation between brand humanization and personalization in loyalty. 

Correlations Personalization 

Rho de 
Spearman 

Brand 
humanization 

Correlation coefficient 0.684** 

Sig. (bilateral) 0.000 

N 410 

**The correlation is significant at the 0.01 level (two-tailed). Note: SPSS V26 Software Da-
tabase. 

 
We observed that with a 95% confidence level and Sig. < 0.05, Spearman’s Rho 

= 0.684 (Table 6), indicating a considerable positive similarity between the com-
ponents. Finally, brand humanization is related to customer personalization in 
women’s clothing stores in Chimbote 2025. 

This data is based on the findings of Nina Egocheaga (2023), who indicates that 
today’s customers seek to experience emotions through moving messages that al-
low them to relive positive moments from the past or present, with the goal of 
creating a lasting connection with the brand. For this reason, companies strive to 
convey messages that endure over time and generate emotional loyalty with con-
sumers. This is why Aaker (2012) highlights in his arguments the crucial im-
portance of brands projecting a humanized or personalized image, as this makes 
them inherently more attractive, credible, and memorable for their customers. In 
this context, brands seeking to adopt this personalization must thoroughly under-
stand the process of co-creating brand meaning (Fernandes et al., 2022). 

This process not only allows them to authentically connect with their audience 
but is also important in fostering brand loyalty and building strong relationships 
(Anderski et al., 2023). Choosing a brand is a crucial factor for consumers when 
making a purchase, as it simplifies the decision-making process. These emotional 
connections facilitate and reinforce positive customer behaviors over time (Car-
doso et al., 2022). Likewise, Salas Canales (2017) gives us an example of how public 
and private schools are ideal contexts for applying relationship marketing, since, 
in these organizations, leaders and employees must maintain positive relation-
ships with parents, students, and the community. For Berger (2016), people have 
a natural tendency to feel more identified and close to that which is transparent 
and clear in its communication. Brands that opt for transparency and honesty in 
their relationships with customers are more likely to be perceived as trustworthy 
and worthy of their audience’s trust. A crucial element in this strategy is fostering 
brand attachment. 

This attachment manifests itself in an increase in the willingness of customers 
to purchase products or services from that particular brand, which not only translates 
into additional income for the brand, but also creates opportunities to strengthen its 
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market positioning and even further its brand image (Osorio et al., 2023). 
 

Table 7. Correlation between brand humanization and loyalty. 

Correlations Loyalty 

Rho de 
Spearman 

Brand 
humanization 

Correlation coefficient 0.761** 

Sig. (bilateral) 0.000 

N 410 

**The correlation is significant at the 0.01 level (two-tailed). Note: SPSS V26 Software Da-
tabase. 

 
With a 95% confidence level and Sig. < 0.05, Spearman’s rho = 0.761, it was 

evident that there is a very strong positive relationship between the variable and 
the dimension (Table 7). This means that brand humanization is related to cus-
tomer loyalty in women’s clothing stores in Chimbote 2025. 

These findings are based on the literature presented by Alegre & Pajares (2021), 
who indicate that: today, organizations find themselves in an increasingly com-
petitive market, which means that attracting new customers is more challenging 
due to the abundance of similar products and services. Conversely, it is easier to 
retain existing customers, given that they already have experience with the brand 
and the products or services it provides. Customer retention and loyalty have be-
come a pressing need that has been elevated to the top priority category (Acuña 
& Segura, 2022). 

A loyalty strategy that focuses on establishing long-lasting relationships places 
a strong emphasis on personalization, which translates into cordial and empa-
thetic customer service. This strategy also focuses on ensuring customer satisfac-
tion with the quality and service offered. It also seeks to encourage repeat pur-
chases by building brand trust, resulting in ongoing customer loyalty (Barreto & 
Rengifo, 2017). This strong bond is essential to ensuring the long-term perma-
nence of the relationship (Villarejo Ramos, 2001; Albujar, 2016). Maintaining this 
relationship with customers involves providing improved service and constantly 
introducing innovative products that are aligned with the latest market trends 
(López & Sernaqué, 2015; Barreto & Caballero, 2018). 

Some companies have achieved customer loyalty through satisfaction and the 
emotional strengthening of the relationship. Furthermore, it is crucial to under-
stand that quality is not limited to meeting the fundamental characteristics of a 
product or service, which are considered natural aspects. What is truly significant 
is the manner and timing of the product or service’s delivery, as this has a direct 
impact on how its value, quality, level of service, and fairness of price are per-
ceived. This involves providing memorable experiences, having loyal employees, 
utilizing an appropriate customer relationship management system, and applying 
technology-based segmentation. These factors have proven to be key to building 
lasting and meaningful customer relationships in today’s market, as Alcaide 
(2016) mentions in his book on customer loyalty. 
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Likewise, Smith (2002) provides a clearer example of how fostering customer 
loyalty not only benefits the organization but also the customers themselves by 
establishing relationships with suppliers who understand their needs and prefer-
ences. Ferré Trenzano & Ferré Nadal (1997) indicate that programs to retain and 
build customer loyalty are also applicable to customers and have the main objec-
tive of preventing customers from stopping buying our products and opting for 
those of the competition. This is achieved through loyalty, offering concrete rea-
sons for the customer to continue with us and perceive that we are the best option 
for them. 

 
Table 8. Correlation between brand humanization and loyalty retention. 

Correlations Habituality 

Rho de 
Spearman 

Brand 
humanization 

Correlation coefficient 0.546** 

Sig. (bilateral) 0.000 

N 410 

**The correlation is significant at the 0.01 level (two-tailed). Note: SPSS V26 Software Da-
tabase. 

 
At the 98% confidence level, Sig. < 0.05, Rho = 0.546, a significant positive re-

lationship was found between the variable and the dimension (Table 8). This 
means that brand humanization is related to customer frequency in women’s 
clothing stores in Chimbote 2025. 

The findings are based on the literature presented by Sehgal et al. (2023), who 
assert that the key to successful anthropomorphization lies in getting people to 
perceive human traits in brands and connect with them. This results in the for-
mation of strong connections that contribute to customer loyalty (Franco, 2018), 
thereby facilitating repurchase intentions. Thus, both humanized brands and a 
company’s habitualness depend on this process, since to create humanized brands, 
a distinctive habitualness is needed, and, reciprocally, for a company to give its 
brand a personality, it must first embark on the humanization process (Hannis, 
2021). 

These strategies not only increase customer retention but also strengthen brand 
image, generate positive recommendations, and create a solid foundation for con-
tinued growth. Ultimately, investing in brand humanization is an investment in 
the future and sustainability of the business, establishing a solid foundation for 
long-term success. A brand with appropriate branding is distinguished by having 
a distinctive and easily recognizable identity. This identity is not only clear but 
also innovative, allowing the public to effectively understand its meaning (Aylas 
Hilario & García Plasencia, 2022). Furthermore, Bautista & Orosco (2019) indi-
cate that emotional branding fosters a connection between the brand and its target 
audience. This is achieved by creating specific adaptations for various consumer 
groups, implementing intuitive and emotional tactics, and facilitating user inter-
action. 
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4. Conclusion 

After conducting the study on the variable “brand humanization” and loyalty in 
women’s clothing stores, it can be concluded that there is a very strong relation-
ship between the two variables. 

The level of humanization of this variable is low, as represented by 41.2% of 
surveyed customers; 34.9% consider it high, while 23.9% find it average. This 
means that customers believe that clothing stores have failed to establish an au-
thentic brand personality and thus establish emotional bonds with them. 

The level of loyalty is low, as represented by 42.4% of surveyed customers; 
35.4% consider it high, while 22.2% consider it average. Therefore, we can deci-
pher that companies lack the ability to establish an emotional relationship that 
allows them to retain their existing customers and make them return to buy their 
products repeatedly compared to the competition. 

5. Limitations 

This study presents certain limitations that should be considered when interpret-
ing the results: a non-probability convenience sample of female consumers of 
clothing stores was used, which limits the possibility of generalizing the findings 
to the entire female population or to other market sectors. This selection may have 
influenced the reported perceptions of brand humanization and its impact on cus-
tomer loyalty. 

Conflicts of Interest 

The authors declare no conflicts of interest regarding the publication of this paper. 

References 
Aaker, D. A. (2012). Building Strong Brands. Simon and Schuster.  

https://books.google.com.pe/books?hl=es&lr=&id=OLa_9LePJlYC&oi=fnd&pg=PT11
&dq=Building+Strong+Brands:+Aaker,+Da-
vid+A.&ots=sDScWU6Bg5&sig=QoRun1nGE-yPMtyz23aj0-dLX9g  

Acuña, M., & Segura, S. (2022). Relationship Marketing and Customer Loyalty at Afocat, 
Chimbote, 2022. https://hdl.handle.net/20.500.12692/92086 

Albujar, A. (2016). Customer Loyalty and Its Influence on Improving the Positioning of 
the Pharmacy “Issafarma” in the City of Chepén. Bachelor’s Thesis, National University 
of Trujillo. Institutional Repository-UNITRU. 

Alcaide, J. C. (2016). Customer Loyalty. ESIC Editorial.  
https://bibliotecacomplutense.odilotk.es/info/00318547 

Alegre, S., & Pajares, A. (2021). Strategic Marketing and Customer Loyalty at a Coffee Shop 
in Chimbote-2021. https://hdl.handle.net/20.500.12692/86942 

Ambrocio Olarte, M. A. (2021). Relationship between Digital Marketing and Customer 
Loyalty in a Trade Marketing and Advertising Company in Lima in 2020.  
https://hdl.handle.net/20.500.12672/16539 

Anderski, M., Griebel, L., Stegmann, P., & Ströbel, T. (2023). Empowerment of Human 
Brands: Brand Meaning Co-Creation on Digital Engagement Platforms. Journal of Busi-
ness Research, 166, Article ID: 113905. https://doi.org/10.1016/j.jbusres.2023.113905 

https://doi.org/10.4236/jss.2025.138022
https://books.google.com.pe/books?hl=es&lr=&id=OLa_9LePJlYC&oi=fnd&pg=PT11&dq=Building+Strong+Brands:+Aaker,+David+A.&ots=sDScWU6Bg5&sig=QoRun1nGE-yPMtyz23aj0-dLX9g
https://books.google.com.pe/books?hl=es&lr=&id=OLa_9LePJlYC&oi=fnd&pg=PT11&dq=Building+Strong+Brands:+Aaker,+David+A.&ots=sDScWU6Bg5&sig=QoRun1nGE-yPMtyz23aj0-dLX9g
https://books.google.com.pe/books?hl=es&lr=&id=OLa_9LePJlYC&oi=fnd&pg=PT11&dq=Building+Strong+Brands:+Aaker,+David+A.&ots=sDScWU6Bg5&sig=QoRun1nGE-yPMtyz23aj0-dLX9g
https://hdl.handle.net/20.500.12692/92086
https://bibliotecacomplutense.odilotk.es/info/00318547
https://hdl.handle.net/20.500.12692/86942
https://hdl.handle.net/20.500.12672/16539
https://doi.org/10.1016/j.jbusres.2023.113905


R. C. Alba et al. 
 

 

DOI: 10.4236/jss.2025.138022 355 Open Journal of Social Sciences 
 

Aylas Hilario, A. R., & Garcia Plasencia, R. A. (2022). Branding Management and Its Rela-
tionship with Brand Loyalty among Customers of a Creole Restaurant, Trujillo, 2022.  
https://hdl.handle.net/11537/31822 

Baños, M., & Rodríguez, T. (2012). Brand Image and Product Placement. ESIC Editorial.  
https://books.google.es/books?hl=es&lr=&id=S9cIDQAAQBAJ&oi=fnd&pg=PT20&dq
=Ba%C3%B1os,+M.+and+Rodr%C3%ADguez,+T.+(2012).+Brand+image+and+prod-
uct+placement.+Madrid:+ESIC+Editorial.&ots=_JfKqmpNpc&sig=RggUG-
eqDbo7aFXd8JsqbHYfzDU8#v=onepage&q&f=false 

Barreto, R., & Rengifo, S. (2017). Brand Equity and Its Influence on Customer Loyalty at 
Bruno Ferrini, Real Plaza, Trujillo District. First Half of 2017. UPAO Repository.  
https://hdl.handle.net/20.500.12759/3461 

Barreto, Y., & Caballero, A. (2018). The Influence of Relationship Marketing on the Loyalty 
of Regular Customers of Casa Andina Select Zorritos, Tumbes, 2018. Undergraduate 
Thesis, National University of Tumbes, UNTUMBES Institutional Repository.  
http://repositorio.untumbes.edu.pe/handle/UNITUMBES/305 

Batra, R., Ahuvia, A., & Bagozzi, R. P. (2012). Brand Love. Journal of Marketing, 76, 1-16.  
https://doi.org/10.1509/jm.09.0339 

Bautista, J. L., & Orosco, M. G. (2019). Emotional Branding Actions and Their Influence 
on the Loyalty Level of Customers Who Attend Cinerama Cajamarca-2018. Bachelor’s 
Thesis, Private University of the North. 

Berger, J. (2016). Contagious: Why Things Catch On. Simon and Schuster.  
https://books.google.com.pe/books?hl=es&lr=&id=uyEO-
DAAAQBAJ&oi=fnd&pg=PA1&dq=Berger,+J.+(2016).+Conta-
gious:+Why+things+catch+on.+&ots=lZvhKC7aEz&sig=v-p-6oI-
Can3Y7BvQ6MdfpFQT288  

Cardoso, A., Gabriel, M., Figueiredo, J., Oliveira, I., Rêgo, R., Silva, R. et al. (2022). Trust 
and Loyalty in Building the Brand Relationship with the Customer: Empirical Analysis 
in a Retail Chain in Northern Brazil. Journal of Open Innovation: Technology, Market, 
and Complexity, 8, Article No. 109. https://doi.org/10.3390/joitmc8030109 

Delgado-Ballester, E., & Fernández-Sabiote, E. (2016). “Once Upon a Brand”: Storytelling 
Practices by Spanish Brands. Spanish Journal of Marketing-ESIC, 20, 115-131.  
https://doi.org/10.1016/j.sjme.2016.06.001 

Fernandes, J. B., Vareta, D. A., Fernandes, S., Castro, C., Simões, A., Peças, D. et al. (2022). 
Nursing Interventions that Humanise Care for Patients Affected by COVID-19 in Isola-
tion Units: An Integrative Review. Infection, Disease & Health, 27, 163-174.  
https://doi.org/10.1016/j.idh.2022.03.001 

Ferré Trenzano, J. M., & Ferré Nadal, J. (1997). Consumer and Customer Behavior: How 
to Know Your Customers and Clients, and How to Design a Retention and Loyalty Pro-
gram to Keep Them from Leaving You. Díaz de Santos.  
https://www.google.com.pe/books/edition/La_Conducta_Del_Consumidor_y_Del_Cli-
ente/jbCrSdRtCU8C?hl=es&gbpv=1&dq=fidelizaci%C3%B3n%20del%20cli-
ente&pg=PA2&printsec=frontcover 

Fournier, S. (1998). Consumers and Their Brands: Developing Relationship Theory in 
Consumer Research. Journal of Consumer Research, 24, 343-353.  
https://doi.org/10.1086/209515 

Franco, I. (2018). The Anthropomorphization of Brands: Concept and Applications.  
https://repositorio.comillas.edu/jspui/bit-
stream/11531/19056/1/TFG%20-%20Franco%20Hidalgo%2C%20MA%20Isabel.pdf 

García, E. B., & Ricart, M. C. (2009). Getting Started with Marketing 2.0: Social Media as 

https://doi.org/10.4236/jss.2025.138022
https://hdl.handle.net/11537/31822
https://books.google.es/books?hl=es&lr=&id=S9cIDQAAQBAJ&oi=fnd&pg=PT20&dq=Ba%C3%B1os,+M.+and+Rodr%C3%ADguez,+T.+(2012).+Brand+image+and+product+placement.+Madrid:+ESIC+Editorial.&ots=_JfKqmpNpc&sig=RggUGeqDbo7aFXd8JsqbHYfzDU8#v=onepage&q&f=false
https://books.google.es/books?hl=es&lr=&id=S9cIDQAAQBAJ&oi=fnd&pg=PT20&dq=Ba%C3%B1os,+M.+and+Rodr%C3%ADguez,+T.+(2012).+Brand+image+and+product+placement.+Madrid:+ESIC+Editorial.&ots=_JfKqmpNpc&sig=RggUGeqDbo7aFXd8JsqbHYfzDU8#v=onepage&q&f=false
https://books.google.es/books?hl=es&lr=&id=S9cIDQAAQBAJ&oi=fnd&pg=PT20&dq=Ba%C3%B1os,+M.+and+Rodr%C3%ADguez,+T.+(2012).+Brand+image+and+product+placement.+Madrid:+ESIC+Editorial.&ots=_JfKqmpNpc&sig=RggUGeqDbo7aFXd8JsqbHYfzDU8#v=onepage&q&f=false
https://books.google.es/books?hl=es&lr=&id=S9cIDQAAQBAJ&oi=fnd&pg=PT20&dq=Ba%C3%B1os,+M.+and+Rodr%C3%ADguez,+T.+(2012).+Brand+image+and+product+placement.+Madrid:+ESIC+Editorial.&ots=_JfKqmpNpc&sig=RggUGeqDbo7aFXd8JsqbHYfzDU8#v=onepage&q&f=false
https://hdl.handle.net/20.500.12759/3461
http://repositorio.untumbes.edu.pe/handle/UNITUMBES/305
https://doi.org/10.1509/jm.09.0339
https://books.google.com.pe/books?hl=es&lr=&id=uyEODAAAQBAJ&oi=fnd&pg=PA1&dq=Berger,+J.+(2016).+Contagious:+Why+things+catch+on.+&ots=lZvhKC7aEz&sig=v-p-6oICan3Y7BvQ6MdfpFQT288
https://books.google.com.pe/books?hl=es&lr=&id=uyEODAAAQBAJ&oi=fnd&pg=PA1&dq=Berger,+J.+(2016).+Contagious:+Why+things+catch+on.+&ots=lZvhKC7aEz&sig=v-p-6oICan3Y7BvQ6MdfpFQT288
https://books.google.com.pe/books?hl=es&lr=&id=uyEODAAAQBAJ&oi=fnd&pg=PA1&dq=Berger,+J.+(2016).+Contagious:+Why+things+catch+on.+&ots=lZvhKC7aEz&sig=v-p-6oICan3Y7BvQ6MdfpFQT288
https://books.google.com.pe/books?hl=es&lr=&id=uyEODAAAQBAJ&oi=fnd&pg=PA1&dq=Berger,+J.+(2016).+Contagious:+Why+things+catch+on.+&ots=lZvhKC7aEz&sig=v-p-6oICan3Y7BvQ6MdfpFQT288
https://doi.org/10.3390/joitmc8030109
https://doi.org/10.1016/j.sjme.2016.06.001
https://doi.org/10.1016/j.idh.2022.03.001
https://www.google.com.pe/books/edition/La_Conducta_Del_Consumidor_y_Del_Cliente/jbCrSdRtCU8C?hl=es&gbpv=1&dq=fidelizaci%C3%B3n%20del%20cliente&pg=PA2&printsec=frontcover
https://www.google.com.pe/books/edition/La_Conducta_Del_Consumidor_y_Del_Cliente/jbCrSdRtCU8C?hl=es&gbpv=1&dq=fidelizaci%C3%B3n%20del%20cliente&pg=PA2&printsec=frontcover
https://www.google.com.pe/books/edition/La_Conducta_Del_Consumidor_y_Del_Cliente/jbCrSdRtCU8C?hl=es&gbpv=1&dq=fidelizaci%C3%B3n%20del%20cliente&pg=PA2&printsec=frontcover
https://doi.org/10.1086/209515
https://repositorio.comillas.edu/jspui/bitstream/11531/19056/1/TFG%20-%20Franco%20Hidalgo%2C%20MA%20Isabel.pdf
https://repositorio.comillas.edu/jspui/bitstream/11531/19056/1/TFG%20-%20Franco%20Hidalgo%2C%20MA%20Isabel.pdf


R. C. Alba et al. 
 

 

DOI: 10.4236/jss.2025.138022 356 Open Journal of Social Sciences 
 

Customer Loyalty Tools. Netbiblo, S.L.  
https://books.google.com.pe/books?id=zr2dYAPwCSEC 

Golossenko, A., Pillai, K. G., & Aroean, L. (2020). Seeing Brands as Humans: Development 
and Validation of a Brand Anthropomorphism Scale. International Journal of Research 
in Marketing, 37, 737-755. https://doi.org/10.1016/j.ijresmar.2020.02.007 

Grace, D., Ross, M., & King, C. (2020). Brand Fidelity: Scale Development and Validation. 
Journal of Retailing and Consumer Services, 52, Article ID: 101908.  
https://doi.org/10.1016/j.jretconser.2019.101908 

Guthrie, S. E. (1997). Anthropomorphism: A Definition and a Theory. In R. W. Mitchell, 
N. S. Thompson, & H. L. Miles (Eds.), Anthropo-Morphism, Anecdotes and Animals 
(pp. 50-58). State University of New York Press. 

Guzmán Rincón, A., Carrillo Barbosa, R. L., Amado Mateus, M., & Ordoñez Saavedra, N. 
(2023). Symbolic Consumption as a Non-Traditional Predictor of Brand Loyalty in the 
Sports Industry, Football Club Segment. Heliyon, 9, e15474.  
https://doi.org/10.1016/j.heliyon.2023.e15474 

Hannis, J. (2021). Brand Humanization and the Advertising Message through the “at BCP 
We Decided to Change Our Name” Campaign, 2019. USMP Repository.  
https://hdl.handle.net/20.500.12727/9376 

Hernández, R., Fernández, C., & Baptista, L. (2014). Research Methodology. McGraw-Hill 
Education.  

Huang, T., & Liu, B. S. C. (2021). Augmented Reality Is Human-Like: How the Humanizing 
Experience Inspires Destination Brand Love. Technological Forecasting and Social Change, 
170, Article ID: 120853. https://doi.org/10.1016/j.techfore.2021.120853 

Kim, T., Sung, Y., & Moon, J. H. (2020). Effects of Brand Anthropomorphism on Con-
sumer-Brand Relationships on Social Networking Site Fan Pages: The Mediating Role of 
Social Presence. Telematics and Informatics, 51, Article ID: 101406.  
https://doi.org/10.1016/j.tele.2020.101406 

Kotler, P. L., & Keller, K. (2006). Direction de Marketing. Pearson.  
https://books.google.com.pe/books?id=CoHT8SmJVDQC&printsec=frontcover&hl=es
&source=gbs_ge_summary_r&cad=0#v=onepage&q&f=false  

López, D., & Sernaqué, M. (2015). Strategic Marketing Plan to Retain and Attract New 
Customers for Globalatlasport Cía. Ltda. “Shoes Alvarito” in Guayaquil. Bachelor’s The-
sis, Salesian Polytechnic University, Institutional Repository of the Salesian Polytechnic 
University. http://dspace.ups.edu.ec/handle/123456789/9953 

Mauri, A. G., Minazzi, R., Nieto-García, M., & Viglia, G. (2018). Humanize Your Business. 
The Role of Personal Reputation in the Sharing Economy. International Journal of Hos-
pitality Management, 73, 36-43. https://doi.org/10.1016/j.ijhm.2018.01.017 

Mondragon, J. (2018). The Influence of Social Media Relationship Marketing on Brand 
Loyalty: The Case of the Pilsen Fan Page among Young People and Adults. University of 
Lima Repository. http://doi.org/10.26439/ulima.tesis/6627 

Muriel, A. (2020). Customer Loyalty: Concept, Importance, Tips, and Metrics. RD Station.  
https://www.rdstation.com/es/blog/fidelizacion-del-cliente/ 

Nina Egocheaga, F. D. (2023). Inclusive Advertising and Social Brand Positioning: Analysis 
of the Perception of Babysec Peru Audiovisual Pieces.  
http://hdl.handle.net/20.500.12404/25406 

Osorio, M. L., Centeno, E., & Cambra-Fierro, J. (2023). An Empirical Examination of Hu-
man Brand Authenticity as a Driver of Brand Love. Journal of Business Research, 165, 
Article ID: 114059. https://doi.org/10.1016/j.jbusres.2023.114059 

https://doi.org/10.4236/jss.2025.138022
https://books.google.com.pe/books?id=zr2dYAPwCSEC
https://doi.org/10.1016/j.ijresmar.2020.02.007
https://doi.org/10.1016/j.jretconser.2019.101908
https://doi.org/10.1016/j.heliyon.2023.e15474
https://hdl.handle.net/20.500.12727/9376
https://doi.org/10.1016/j.techfore.2021.120853
https://doi.org/10.1016/j.tele.2020.101406
https://books.google.com.pe/books?id=CoHT8SmJVDQC&printsec=frontcover&hl=es&source=gbs_ge_summary_r&cad=0#v=onepage&q&f=false
https://books.google.com.pe/books?id=CoHT8SmJVDQC&printsec=frontcover&hl=es&source=gbs_ge_summary_r&cad=0#v=onepage&q&f=false
http://dspace.ups.edu.ec/handle/123456789/9953
https://doi.org/10.1016/j.ijhm.2018.01.017
http://doi.org/10.26439/ulima.tesis/6627
https://www.rdstation.com/es/blog/fidelizacion-del-cliente/
http://hdl.handle.net/20.500.12404/25406
https://doi.org/10.1016/j.jbusres.2023.114059


R. C. Alba et al. 
 

 

DOI: 10.4236/jss.2025.138022 357 Open Journal of Social Sciences 
 

Panduro, J., Chávez, R., Prado, M., Aliaga, D. & Ochoa, F. (2020). Administrative Manage-
ment of a Company (p. 54). Editorial Grupo Compás.  
https://hdl.handle.net/20.500.12692/55875 

Peláez, J. (2018). Anthropomorphism as a Generator of Brand Love.  
https://digitum.um.es/digitum/bitstream/10201/55698/1/Tesis%20Com-
pleta%20Jenny%20Pelaez%20Mu%c3%b1oz.pdf 

Penttinen, V. (2023). Hi, I’m Taking over This Account! Leveraging Social Media Takeo-
vers in Fostering Consumer-Brand Relationships. Journal of Business Research, 165, Ar-
ticle ID: 114030. https://doi.org/10.1016/j.jbusres.2023.114030 

Puzakova, M., Kwak, H., & Rocereto, J. F. (2013). When Humanizing Brands Goes Wrong: 
The Detrimental Effect of Brand Anthropomorphization Amid Product Wrongdoings. 
Journal of Marketing, 77, 81-100. https://doi.org/10.1509/jm.11.0510 

Salas Canales, H. J. (2017). The Influence of Relationship Marketing on the Organizational 
Outcomes of Private Educational Institutions in Metropolitan Lima (Peru). Journal of 
High Andean Research, 19, 63-74. https://doi.org/10.18271/ria.2017.256 

Sehgal, N., Jham, V., & Malhotra, G. (2023). Does Green Brand Anthropomorphism Influ-
ence Repurchase Intention? Understanding the Impact of Brand Warmth, Psychological 
Ownership, and Self-Brand Congruity. Journal of Retailing and Consumer Services, 75, 
Article ID: 103546. https://doi.org/10.1016/j.jretconser.2023.103546 

Silvera Ortiz, Y. S. (2019). Customer Loyalty and Its Relationship with the Positioning of 
the Fitness Company Gym in the Andahuaylas District-2019.  
https://hdl.handle.net/20.500.14168/512 

Smith, J. (2002). Retaining and Building Customer Loyalty in One Week. Gestión 2000.  
https://www.google.com.pe/books/edition/Retener_y_fidelizar_a_los_clien-
tes_en_un/Jg-ZbA8QC8MC?hl=es&gbpv=0 

Thomson, M., MacInnis, D. J., & Park, C. W. (2005). The Ties That Bind: Measuring the 
Strength of Consumers’ Emotional Attachments to Brands. Journal of Consumer Psy-
chology, 15, 77-91. https://doi.org/10.1207/s15327663jcp1501_10 

Vargas Cordero, Z. R. (2009). Applied Research: A Way of Understanding Realities with 
Scientific Evidence. Revista Educación, 33, 155-165.  
https://doi.org/10.15517/revedu.v33i1.538 

Villarejo Ramos, Á. F. (2001). Measuring Brand Equity. The Effects of Marketing Efforts 
on Its Components. Doctoral Thesis, University of Seville, University of Seville Research 
Repository. https://idus.us.es/handle/11441/14892 

Zárate, A. (2008). Manual for Using Blogs in Business. How to Thrive in the Conversational 
Society. Zero Factory, S. L.  
https://formacion.andaluciavuela.es/c/document_library/get_file?uuid=6eda6970-fc64-
4244-b0da-a232a2e6ddad&groupId=20195 

https://doi.org/10.4236/jss.2025.138022
https://hdl.handle.net/20.500.12692/55875
https://digitum.um.es/digitum/bitstream/10201/55698/1/Tesis%20Completa%20Jenny%20Pelaez%20Mu%c3%b1oz.pdf
https://digitum.um.es/digitum/bitstream/10201/55698/1/Tesis%20Completa%20Jenny%20Pelaez%20Mu%c3%b1oz.pdf
https://doi.org/10.1016/j.jbusres.2023.114030
https://doi.org/10.1509/jm.11.0510
https://doi.org/10.18271/ria.2017.256
https://doi.org/10.1016/j.jretconser.2023.103546
https://hdl.handle.net/20.500.14168/512
https://www.google.com.pe/books/edition/Retener_y_fidelizar_a_los_clientes_en_un/Jg-ZbA8QC8MC?hl=es&gbpv=0
https://www.google.com.pe/books/edition/Retener_y_fidelizar_a_los_clientes_en_un/Jg-ZbA8QC8MC?hl=es&gbpv=0
https://doi.org/10.1207/s15327663jcp1501_10
https://doi.org/10.15517/revedu.v33i1.538
https://idus.us.es/handle/11441/14892
https://formacion.andaluciavuela.es/c/document_library/get_file?uuid=6eda6970-fc64-4244-b0da-a232a2e6ddad&groupId=20195
https://formacion.andaluciavuela.es/c/document_library/get_file?uuid=6eda6970-fc64-4244-b0da-a232a2e6ddad&groupId=20195

	Brand Humanization and Women’s Loyalty in Clothing Stores, Chimbote 2025
	Abstract
	Keywords
	1. Introduction
	2. Methodology
	3. Results
	4. Conclusion
	5. Limitations
	Conflicts of Interest
	References

