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Abstract

With the development of Internet technology, e-commerce has become an indispensable consumption
model in modern society, infiltrating every aspect of daily life. Against this backdrop, visual market-
ing, as one of the core strategies in the e-commerce sector, has become increasingly significant. This
article aims to analyze the role of facial features in visual marketing for e-commerce through a litera-
ture review, exploring how they subtly influence consumer purchasing decisions based on consumer
decision-making models and social relationship models. Furthermore, the article will summarize how
current e-commerce enterprises utilize these facial features to construct effective visual marketing
strategies, providing valuable insights for the industry.
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