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Abstract

The application of Al technology in the e-commerce sector is becoming increasingly widespread.
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Taking the clothing marketing of major leading e-commerce platforms as an example, virtual fitting
model images generated based on Al technology are gradually replacing real-life model clothing
photography. Although this shift in online clothing product display has achieved cost reduction and
efficiency improvement for merchants, the authenticity controversy caused by “goods not matching
the description” has led to a consumer trust crisis. It also challenges the legal and ethical bottom
line, posing a potential threat to the healthy development of the e-commerce industry. This study
delves into the reasons behind the authenticity controversy caused by Al model image marketing
from multiple perspectives, including technology, business motivation, user psychology, and plat-
form responsibility. Based on revealing the risks of authenticity controversy in Al model image mar-
Kketing, it proposes a path to reconstruct the e-commerce trust ecosystem through collaborative gov-
ernance by multiple social entities.
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Figure 1. Visualization of the top 90 most frequent words in comments regarding the authenticity controversy of Al model
image clothing marketing on the Xiaohongshu platform.
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