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Abstract

With the rise of virtual anchors, brand IP, and Al spokespeople in the e-commerce field, the choice
for brands between real human images or virtual images as their avatars has become an important
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strategic decision. This paper aims to systematically sort out the impact mechanism of these two
types of images on consumers’ purchasing intentions by constructing an “integration-differentia-
tion” theoretical model. The study finds that expertness, attractiveness, and trustworthiness are the
core intermediary mechanisms through which both types of brand images work together. However,
the underlying logic driving these mechanisms differs between them: the core advantage of a real
human image lies in its authenticity, directly empowering the common mechanism through trans-
parency, sincerity, and emotional resonance, while a virtual image relies on anthropomorphism,
indirectly empowering the common mechanism by endowing it with human characteristics such as
appearance, dialogue patterns, and emotions. This paper clarifies the dual-path action model, provid-
ing a theoretical basis and practical insights for e-commerce companies to choose and optimize brand
images under different circumstances.
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