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Abstract
With the development of the internet, e-commerce has become an indispensable part of modern life.
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However, while its anonymity feature brings convenience, it also poses significant challenges to
consumer attraction and user trust. This study focuses on exploring the close relationship between
merchants’ facial occlusion, user trust, and subsequently, consumer attraction in the e-commerce
environment. Through the investment experiment, we analyzed the influence of real face avatars
with different occlusion degrees on their trust worthiness, and found that the trust behavior of us-
ers on the top half face and the whole face is basically the same, but only the bottom half face will
reduce the trust behavior of users. Based on these findings, the paper proposes a series of strategic
suggestions aimed at enhancing user trust, boosting consumer attraction, and promoting the steady
development of e-commerce.
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Figure 1. The amount of gold coins invested by participants to trustees
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