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Figure 2 BIAF dimensions, clusters and emotions
Adapted from “Brands as intentional agents framework: How perceived intentions and ability can map brand perception“ by Kervyn, N., Fiske, S. T., & Malone, b

(2012a) < Maastricht University



RESEARCH RESULTS

Satisfaction
(R2=0.31)

(H1a) 0.36
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(H4b) 0.58 ***

Trust
(R?=0.34)

Competence
(R2=0.34)
(H1d) 0.46

Future Intentions
(R2=0.43)

Path significance :
***n <0.001
**p<0.01

*p <0.05
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