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Abstract

Because the application of Al technology in the toy industry has become quite mature and wide-
spread, the Al toy market has flourished accordingly. Against the background of the rapidly expand-
ing “emotional economy”, Al emotional companionship has become a clear, significant market
growth point, perfectly meeting consumers’ growing demand for emotional value and therefore en-
dowing Al toys with tremendous commercial potential. Since toy sales channels have shifted from
traditional offline to e-commerce platforms and immersive marketing has become the prevailing
trend in e-commerce marketing, the storytelling, emotional, and experiential functions of Al toys
represent a very rare and excellent opportunity for e-commerce immersive marketing. Although
there are already many important studies on immersive technology in the academic literature, im-
mersive experience and immersive communication have been discussed extensively, yet there has
been no systematic discussion on Al toy immersive marketing to date. Therefore, this paper con-
structs a “Three-Dimensional Drive - Dual-Domain Integration - Value Loop” e-commerce immer-
sive marketing model based on the integration of Al toys’ storytelling, emotional, and experiential
functions, and then carries out a meticulous strategic analysis across three clearly defined dimen-
sions. This article thoroughly and logically explains how integrating generative Al technology into
toy design allows for the creation of product experiences that evoke multi-layered emotional re-
sponses and provide genuine immersion, hence naturally increasing consumers’ purchase inten-
tion and emotional dependence, which makes immersive marketing of Al toys in e-commerce sce-
narios far more effective, leading to higher marketing conversion rates and greater brand loyalty.
But the most important point the article makes is that its ultimate goal is not merely strategic guid-
ance, but to use immersive marketing of Al toys in e-commerce environments to genuinely foster
and strengthen the emotional connection and interactive relationship between consumers and Al
toys, thereby enabling enterprises to pursue differentiated development and secure sustainable
growth in a competitive market.
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Figure 1. Integration of storytelling, emotion and experiential functions in Al toys
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Figure 2. The e-commerce immersive marketing model of “Three-Dimensional Drive - Dual-Domain Integration - Value Loop”
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