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Abstract

The deep integration of artificial intelligence and live e-commerce has made virtual anchors an
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important driving force for the transformation of marketing paradigm in the consumer goods in-
dustry. The existing research on how the command language of virtual anchors affects consumers’
purchase intention lacks systematic theoretical framework and empirical support. Based on the the-
ory of language expectation violation and the theory of purchase script simplification, this study ex-
amines the influence of directive language on purchase intention through three situational simula-
tion experiments. The study found that the command language of the virtual anchor affects the pur-
chase intention through two competitive paths: on the one hand, the command language positively
promotes the purchase intention by purchasing script simplification; on the other hand, due to the
consumer’s cognitive presupposition of the “sprout role” of the virtual anchor, the directive language
induces the violation of the language expectation, triggers the psychological resistance, and nega-
tively inhibits the purchase intention. This study reveals the dual influence of the language strategy
effect of virtual anchors, challenges the universal hypothesis of the design logic of ‘mirror image of
human behavior’, and proposes differentiated language strategies for enterprises to avoid the high
expectation trap caused by simple replication of reality.
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50T AP UC IO R 6 3 52 W AR A [6]; [RIRE, T SEABRRFa B, BRI AT 3048 51 7T SRR 9%
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Hla: BRSO VEIE 58 5 008 SRS, Fa iy o 1 e e

2.3. ATMARLERNER

VA SERIA B A5 L B 1 B VR S 85 Th 2 T RS S8 B JREI AR, SR e A i [F) O PR AR
i VH R S0 RO T SRR 20 S5 SE A BN AR[S ] I ST B AL, JH 2 SRR
LR R

TR VETE 5 A2 A S A R AR R B . AE(R R RIMLR T, 154 PRI 55 AENSAT BRIk b
oLl FBIE e P ST A IAE S ARSI ST, FR A ETE O B SRS I AT 3h
AR, ARITHOEREFBE[10]. BhAh, RANERRN AT R0 AR T A S04 6 1 R R 25 DR 3h 1 ke
T3 A BRI B O B TR T ke T o BRI, ASCER LT RR:

Hib: FEAD RGO PEIE 5l (23t W SERIAS TR, 15 [ S 2 T SR

2.4. EMEBYAMERHFHER

FE U 3 AR TE R BT RAG B 58— ED R S WA I A% DR . RIS S IR e,
WIS R 2 2 BV B RAE A 2 BN . 2 U 3k RO AN ALRFERT AT REXT 4R VG 5
S SE B R Z R R & P R A E A

DOI: 10.12677/ecl.2026.15101090 71 TR 4TS


https://doi.org/10.12677/ecl.2026.15101090

MAE 2 37 BRI A AL RE IULT FR BE 08 U T SR A 2 AR AR IR, AW ARAS E B dtig FTN
PRaZ AR B S OR AN B BBl EIRXMELL T, f8 MRS A BRI IR &, T2 BEEEfE
NIEF BINBREEAT N IR, AhO0E R R 3 S RE 51 A R P IS B RS R, BEA ARSI AR
SOEITRTRE AR AR SN[ 11 ] BRI, AR SRR HH DA ARK

H2: AHECARIAAALTE S, AR 58 0 R AT SOR G2 i g 108 5 0 35 B IE 1) f el i
T TI ) 95 X e S B A S A A

25, FEEREBEETHER

77 i R VE R SANAH B RSO AR A S S B R 2, FR7 SRR ShRE R M . BOREE M BUAE A R P
S 2 YERERFPE[12]0 I8 P F X 7 b, R B RS K ERORS AL AR R, X
— AR B 51 RN BN PR SRAN E E[13]

SRR TS R RO B B AR B BN e 7 RS o RE AU, SR A 9 SR R Bl B Ky S
FEIX BT IR T 1 AT LR At A MR S A FE ) s AR O eI R, M0 A e 132
NHET KRBT FAERRRE L FR P AL U, R 3R 4R PR 5 e A AR etk
R, U REIRILERAE R REROOMER, 782 AR IS B G[14]. X T80 i, %
#HESCHG SIS, RVEIE ST RERN 2 A (BT R A7 b, XA KRG S VLA
TIH R BT RFSCRF . R, AR PO B

H3: S8 ol o A0 RE 0L 3 R 15 & 1R T8 35 08 U SIC A T A0 A0 S 8 e ) I [ 2

MR UL BB RS, SR A SR EIRE A, Wlsl 1 .

MATEZR IESHEEE

N

REMERE

RS

FrmERt MISCRIAEE

Figure 1. Theoretical model
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Table 1. System resulting data of standard experiment

=1L BEAAORIHER

SIS — SRS S =
B i b = e e i b
P51 Bk 61 48% 127 48.3% 123 52.8%
Lfqis 66 52% 136 51.7% 110 47.2%
SRS <20 4 3.1% 5 1.9% 9 3.9%
20~29 56 44.1% 86 32.7% 89 38.2%
30~39 45 35.5% 109 41.4% 85 36.5%
40~49 15 11.8% 48 18.3% 32 13.7%
>50 7 5.5% 16 5.7% 18 7.7%
=] = 36 28.3% 60 22.8% 57 24.5%
AF 66 52% 156 59.3% 142 60.9%
fii+ 25 19.7% 47 17.9% 34 14.6%

3.2. ESHSREEE

3.2.1. BRYMETE

FSTREAR t K50 TR, 8 TEE S AT MERENE (M =5.95) 8 & 5 T e A 1EiE S H=2.88,
F(1,125) = 139.269, p < 0.001), FEHAR. LI H S RISEEIG BWM FEAME =592 vs. M AEFRSE =
3.07, F(1,261)=248.29, p<0.001); MAMEREBEIEBWM =N =531 vs. M IRIUN =3.62, F(1,261)
=80.91, p<0.001). 5 —1FF KIS ERIAG (M F82PE =5.76 vs. M AEFE A PE =3.48, F(1,231)=148.11,
p<0.001); P& ARG WM ZF4 =547 vs. M & =3.53, F(1,231)=85.04, p<0.001).

3.2.2. BRIRKE

BAMEE S AR K BEM = 4.22) R E LT HE48 2118 5 4(M = 5.03, F(1,125) = 8.761, p < 0.05),
WK 2 fros, H1 AR5

SEUG AR T E MR, AR T8N 5 3 (F(1,259) = 12.47, p < 0.001), i&F K& 5N
TE R A8 BN R (F(1,259) = 6.55, p < 0.05). BRI HTR, il 3 fox, KA EKET, 18
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A PEE S I B EWM = 4.32) BB T AR A MEE S (M =4.98, F(1,259)=7.73, p<0.01); =LK
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X
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A VEE S L E R (M = 4.92) B F KT IR S THEES (M = 5.66, F(1,229) = 7.142, p < 0.01); /= %
ER, a4 1EEF IS REWM = 4.97) 8% 5 T IR 2B 5 (M = 4.38, F(1,229) = 4.311, p < 0.05), H3
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Figure 3. Purchase intention under different anthropomorphic image combinations
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Figure 4. Purchase intention under different product type combinations
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3.2.3. PR

K SPSS Process fi{F (7 4, Bootstrap = 50004556 FH AN, 455 W7 2. &S WEHE K F A
RS2 (b =—0.68, CI: [-1.06, —0.34]), S JEIAS A0 1 /i 38R JR S 35 (b = 0.13, CI: [0.01, 0.29]) #%4l]
AR E G, BELERBNAEE (b =—0.26, CI: [-0.69, 0.17]), FUE S WREHY 50 LA FLER 52 4t
SMAEA, Hla, H1b 3 305800E . S8 — bl 5 B 1 00 U8 755 i R85 3 (Index = 0.33, CI: [0.08, 0.62]):
RN, 15 S WY A 208 2 (b =-0.24, CI: [-0.45,-0.05]); EiWANALIET, AR
AR (b = 0.09, CI: [-0.09, 0.28]). S5 = 1 U I RHIAS 67 44, (1) 1 15 7 A 2408 2. 2 (Index = 0.31, CI: [0.00,
0.70]): BA7= AT, W SERIA itk v AR08 522 (b = 0.55, CI: [0.28, 0.89]); fai fr= i &4 K, dhsr
BN B SFE IR 2 3 (b = 0.24, CI: [0.04, 0.45]).

Table 2. Mediation effect analysis

= 2. PABBI

b SE cr
& HIES »'ﬂﬁ%%l?(ﬁﬁéxﬁzr“ B7) -0.26 0.22 [-0.69, 0.17]
TRAMES ~ES HEE N - LR -0.68 0.18 [-1.06, —0.34]
Fa P T — W LA AL —~ 0 SE 2R 0.13 0.07 [0.01, 0.29]
BAMIES 155 HEEY - WL IEARTN) -0.24 0.10 [-0.45, —0.05]
BAHIEE - 1B S EEY *ﬂ@%%@(%?ﬂ)\) 0.09 0.09 [-0.09, 0.28]
R4 HIE S 8 S I E Y K 2 E (Index) 0.33 0.14 [0.08, 0.62]
T84 AT 5 — T S AR 187 4k — D08 2 2 B (197 B 72 i) 0.24 0.11 [0.04, 0.45]
TR T W SERA i1 — 0 S 2 B (E 44 0h) 0.55 0.16 [0.28, 0.89]
Fa AP 5 - M A 8 16— 32 2 I (Index) 0.31 0.18 [0.00, 0.70]
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