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Abstract

With the rapid expansion of cross border e commerce, virtual personas have become an important
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emotional vehicle in advertising. Brands rely on virtual endorsers, virtual streamers and other dig-
ital characters to sustain emotional connections with consumers across diverse cultural contexts.
Taking cross border e commerce advertising as the research setting, and drawing on the perspec-
tives of emotional marketing, anthropomorphism, parasocial interaction and cross cultural com-
munication, this paper examines the emotional communication mechanisms of virtual personas
from three dimensions: visual design, interactive discourse and cultural context. At the level of vis-
ual design, facial features, body proportions and clothing styles work together to convey different
emotional tones such as warmth, professionalism or vitality. At the level of interaction, colloquial
expressions, affective responses and everyday narrative plots help strengthen the sense of compan-
ionship and parasocial bonds. At the contextual level, festive symbols and local cultural imagery
support the cross cultural transfer of emotional metaphors. The study argues that the pleasure and
trust elicited by virtual personas do not directly lead to purchase, but influence brand attitudes and
buying intention by easing information processing and reducing resistance to commercial persua-
sion. These effects are conditioned by audience characteristics, platform scenarios and cultural back-
grounds. Based on these findings, the paper suggests that brands should adapt the emotional coding
of virtual personas to segmented markets and local cultures, so that they can maintain a consistent
brand style while achieving stronger emotional resonance in global communication.
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Table 1. Emotional communication elements of virtual avatars in cross-border e-commerce advertising
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