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Abstract

This article delves into the “fat face effect” and its impact on user visual experience and purchasing
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decisions in e-commerce. The “fat face effect” refers to the tendency of individuals to perceive faces
they find attractive as larger and fatter due to subjective preferences. In the e-commerce realm, this
effect manifests when consumers are drawn to appealing endorser faces, which triggers emotional
transfer, fostering positive feelings toward products and influencing purchasing decisions. Brands
can leverage this effect by selecting endorsers with dominant traits, refining visual marketing strat-
egies, and employing emotional marketing and personalized recommendations to enhance consum-
ers’ purchase intentions and brand loyalty. Moreover, the “fat face effect” influences purchasing de-
cisions through three pathways: emotional transfer, social identification, and cognitive optimiza-
tion. The article also emphasizes the need for e-commerce platforms to adhere to ethical bounda-
ries when utilizing the “fat face effect” and proposes future research directions, such as exploring
its role in AR/VR shopping environments.
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