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Abstract

This study employs a qualitative research approach grounded in grounded theory to investigate the
mechanisms by which live-streaming Al digital humans influence users’ purchasing behavior. The
research integrates social identity theory, the technology acceptance model, and interactivity theory
to analyze how factors such as the appearance of Al digital humans, emotional expression in live-
streaming rooms, personalized recommendation capabilities, and verbal interaction skills impact
user purchasing decisions. Finally, five recommendations are proposed: enhancing the personalized
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recommendation abilities of Al digital humans, refining their appearance based on product charac-
teristics, improving the fluency of their verbal communication, strengthening users’ acceptance of
Al live-streaming technology, and optimizing Al interaction design using principles from interactiv-
ity theory. These recommendations aim to enhance user experience and promote consumer pur-
chasing behavior.
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Table 2. Results of rooted analysis
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Figure 1. Mechanism model of influence of live Al digital person on user purchasing behavior
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