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ABSTRACT With the rapid development of the e-commerce industry, e-commerce live broadcasting has
become a crucial retail outlet for consumers. However, live broadcasting e-commerce faces the ‘‘anchor
dilemma,’’ such as the difficulty of finding a suitable live anchor, the collapse of the live anchor, and so
on. With the advent of the meta-universe era and the progress of artificial intelligence, e-commerce virtual
anchors have become an effective way to solve the ‘‘anchor dilemma’’ in practice. Virtual anchors can carry
goods like real people, replacing some real-life e-commerce anchors. Personification is a significant feature
of virtual humans. E-commerce virtual anchoring has the ability, the appearance, and the cultural identity
of personification. Consumer citizenship behavior is a kind of spontaneous altruistic behavior that improves
the overall quality of e-commerce virtual anchor live broadcasts. Through the Stimulus Organism Response
(SOR) model, this study explores the personification mechanism of virtual anchors on consumer citizenship
behavior in the live broadcast scene of e-commerce. Through empirical research on 343 questionnaires,
this study finds that the personification of e-commerce virtual anchors has a positive effect on consumer
citizenship behavior and shopping value; and in turn, shopping value has a positive effect on consumer
citizenship behavior. This study suggests applying virtual anchors in e-commerce live broadcasting based
on the research results.

INDEX TERMS Live broadcast e-commerce, virtual anchor, personification, shopping value, consumer
citizenship behavior.

I. INTRODUCTION
With the rapid development of the e-commerce industry,
e-commerce live broadcasting has become a significant shop-
ping channel for consumers. The anchor is the primary
influencing factor of live e-commerce broadcasts [1]. In real-
ity, the problem of anchoring has become a dilemma that
restricts the development of live e-commerce broadcasts.
On the one hand, e-commerce anchors, star anchors, and
industry opinion leaders frequently have problems such as
the collapse of people and ‘‘overturning’’ of goods; on the
other hand, merchants who intend to expand sales through
live e-commerce are faced with the problem of recruiting
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and identifying people when they set up e-commerce live
broadcast channels. The e-commerce live broadcast industry
is in an ‘‘anchor dilemma.’’

With the advent of the Metaverse era, artificial intelligence
has brought a way to solve the problem of the ‘‘anchor
dilemma’’–virtual anchor live broadcasts. The ‘‘anchor
dilemma’’ of the e-commerce live broadcast industry has
made the emergence and development of the e-commerce vir-
tual anchor inevitable, and artificial intelligence guarantees
the e-commerce virtual anchor will carry on live broadcasts to
sell goods. With personified intelligent abilities and a human-
like appearance, the e-commerce virtual anchor can show
consumers the characteristics of goods and marketing infor-
mation, attract consumers’ attention, provide consumers with
a better shopping experience [2], and replace some real-life
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anchors. In the live broadcast room of an e-commerce virtual
anchor, the virtual anchor will be prompted for consumers.
In practice, consumers do not exclude the new form of live
delivery of e-commerce virtual anchors; they even feel inter-
ested in and fond of it. They are willing to take the initiative to
make civic behavior conducive to the long-term development
of live broadcast rooms. This empirical study reveals the
e-commerce virtual anchor personification mechanism on
consumer citizenship behavior.

II. THEORETICAL BACKGROUND AND HYPOTHESES
A. CONSUMER CITIZENSHIP BEHAVIOR IN THE
E-COMMERCE VIRTUAL ANCHOR BROADCAST ROOM
Gruen established the consumer behavior result model, intro-
ducing the concept of ‘‘citizenship behavior’’ into marketing
for the first time that defined consumer citizenship behav-
ior as a spontaneous behavior of consumers to improve the
quality and value of products or services [3]. Bove held
that consumer citizenship behavior belongs to the behavior
outside the role of consumers and is a type of altruistic behav-
ior [4]. Yi and Gong developed the consumer citizenship
behavior scale using empirical evidence and verified that
feedback, publicity, helping others, and tolerant behavior are
types of consumer citizenship behavior. In the e-commerce
virtual broadcast studio, consumer citizenship behavior refers
to the spontaneous behavior of consumers to improve the
performance of the e-commerce virtual broadcast studio [5].
The citizenship behavior of consumers in live broadcasts of
e-commerce virtual anchors interacts with the virtual anchors
of e-commerce, on which the resources go beyond the
scope of shopping and benefit the direct broadcast [6]. Con-
sumers’ citizenship behavior benefits the overall promotion
of products and services in the e-commerce virtual anchor
studio. How to promote consumer citizenship behavior dur-
ing e-commerce virtual anchor broadcasting is important for
sustainable development.

B. STIMULUS ORGANISM RESPONSE MODEL
The Stimulus Organism Response (SOR) model is an impor-
tant research theory on consumer behavior proposed by
Mehrabian and Russell [7]. It is a metatheory in the field of
personal behavior research. Woodworth proposed the SOR
model in 1918, according to which people respond when
stimulated, thus summarizing S-R theory, which is short
for the ‘‘Stimulus-Response’’ theory [8]. The SR theoretical
model scientifically divides human behavior into stimulation
and response. However, it does not consider the psychological
activities of people after being stimulated.With the deepening
of scholars’ research, environmental psychologists Mehra-
bian and Russell developed the ‘‘Organism’’ factor in 1974,
which is the internal cognitive and emotional reactions in
psychology, and put forward the SOR theory. The full name
of the S variable is Stimulus Variables, which represents the
external environmental stimulus, causing people to change
their activities. In marketing research, it often stands for those

characteristics that affect consumer behavior [9]. The full
name of theO variable is OrganismVariables, which indicates
the psychological and cognitive response of the subject in the
event of stimulation. The full name of R variable is Response
Variables, which represents all kinds of behaviors caused by
stimulation. Thus, the SOR model builds on the concept that
external stimuli affect people’s psychology and cognition,
resulting in behavioral changes.

C. HYPOTHESIS
1) PERSONIFICATION
Personification usually refers to the ability or morphological
characteristics of nonhuman objects similar to humans [10].
This characteristic is given by humans [11]. Virtual humans
can simulate real human behavior, interact and chat, and
convey information to the audience [12], [13]. It can also
synthesize personification and emotion [14] to communi-
cate with consumers. Personification can be categorized into
interactive, appearance, and cultural personification: inter-
active personification represents the personification ability
of inhuman objects in human–computer interactions, and
appearance personification represents the personification of
nonhumanized objects. Cultural personification represents
the personification of the identity, customs, and thoughts of
nonhuman objects [15]. In the virtual anchor scene of e-
commerce, cultural personification is the personification of
an individual’s identity, character, thoughts, and so on.

In prior research, Cao discovered that artificial intelligence
positively influences consumer behavior [16]. With artificial
intelligence, virtual anchors can synthesize personification
and emotion, and interact with the outside world by sim-
ulating human behavior [14]. Through empirical research,
Schuetzler confirmed that the personification of artificial
intelligence products positively affects users’ interactive
behavior [17]. Yang empirically proved that artificial intel-
ligence product personification positively affects consumer
sustainable use behavior [18]. Peng proposed that the per-
sonification characteristics of AI products help consumers be
more willing to engage in civic behavior [6]. According to
the dimension of personification in He, personification can
be divided into interactive, appearance, and cultural personi-
fication [15]. Therefore, this study puts forward the following
assumptions:

Some scholars have studied service robots and found that
the higher the personification, the more consumers feel safe
and reliable [19]. Zhu and Chang pointed out that the higher
the degree of personification of service robots, the higher the
consumer experience [20]. Therefore, this study puts forward
the following assumptions.

H1 personification positively affects consumer citizenship
behavior

H2 personification positively affects consumers’ practical
shopping value

H3 personification positively affects consumers’ hedonic
shopping value
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2) SHOPPING VALUE
Shopping is not just about purchasing goods or services;
consumers also seek satisfaction and conveniencewhile shop-
ping [21]. Hirschman and Holbrook initially proposed that
shopping value is the attainment of a specific function of
products or services consumers encounter while shopping,
based on previous research on the shopping experience [22].
Babin created a scale for utilitarian and hedonic shopping
value and verified that shopping value encompasses both
from an empirical perspective [23]. Utilitarian shopping value
has two dimensions: efficiency and performance [24]. The
utilitarian value dimension reflects the task completion aspect
of the shopping experience, while hedonism indicates the
ability of the shopping experience to provide happiness and
fun [25]. From a consumer experience perspective, Overby
and Lee defined hedonic shopping value as a nonfunctional
experience with emotional expression [26].
Xiong confirmed that value acquisition positively affects

consumer citizenship behavior while shopping in a commu-
nity of virtual brand consumers [27]. Fu et al. pointed out that
harvesting consumer values will positively affect consumers’
attitudes and behaviors [28]. The value perceived by con-
sumers in different consumption scenarios positively impacts
consumer value cocreation behavior. Consumer shopping
value is the value that consumers feel while shopping [29].
Therefore, this study puts forward the following assumptions.

H4 consumer utilitarian shopping value positively affects
consumer citizenship behavior

H5 consumers’ hedonic shopping value positively affects
consumer citizenship behavior

III. RESEARCH MODEL
Based on the above assumptions and the SOR model, this
study established a theoretical model of the e-commerce
virtual anchor personification mechanism on consumer cit-
izenship behavior, as shown in Fig. 1.

IV. MATERIALS AND METHODS
This study developed the initial questionnaire by first comb-
ing through the literature and then conducting pretests and
preinvestigations of the initial questionnaire. Then, based on
the results of the initial presurvey, the formal questionnaire
was developed and distributed, and responses were collected
through various channels. At last, through the analysis of the
data collected, the hypothesis and theoretical model of this
study are verified.

A. QUESTIONNAIRE DESIGN
Based on the theoretical model of the e-commerce virtual
anchor personification mechanism on consumer citizenship
behavior, this study integrates the items of the previous
scholars’ maturity scale and collects the basic demographic
information. Two screening questions were added to identify
the interviewees (‘‘Have you ever seen a live broadcast of
e-commerce virtual anchors?’’ and ‘‘Please select 2 for this

FIGURE 1. Theoretical model of the mechanism of e-commerce virtual
anchor personification on consumer citizenship behavior.

topic.’’). This study used a 7-point Likert scale for the initial
questionnaire design and invited three experts who compre-
hended the e-commerce virtual anchor and related theoretical
concepts to optimize the initial questionnaire items to make
the questionnaire easier for the interviewees to understand.
This study conducted a presurvey on the initial questionnaire.
A total of 200 questionnaires were distributed on the Tencent
questionnaire and CREDAMO platform, 100 on each plat-
form, to expand the accessibility of the questionnaire. Among
them, the Tencent platform was distributed through WeChat,
QQ, and other groups, and the CREDAMO platform adopted
the form of recommended samples in the platform database.
Of the 200 questionnaires received, excluding the wrong
answers to the selection questions, if the interviewees chose
‘‘have not seen the TV a virtual anchor live’’ or ‘‘this ques-
tion, please choose 2.’’ Otherwise, the questionnaire jumps
directly to the end page if the interviewee’s option is not
2. This study also eliminated six consecutive questionnaires
that chose the same option and did not provide answers.
Finally, 169 questionnaires were adopted, and the effective
rate was 84.5%. This study mainly uses Cronbach’s α coeffi-
cient index to evaluate the scale’s reliability. The value above
0.70 is high reliability, 0.35–0.70 is acceptable, and less than
0.35 is considered unacceptable. Another indicator of internal
consistency is the Corrected Item-Total Correlation (CITC)
of item correction. If the indicator exceeds 0.35, it meets
the demand and can be retained; however, if its value is less
than 0.35, the item must be deleted to ensure that the initial
questionnaire meets the reliability requirements [30]. The
coefficient of Cronbach’s α in the initial scale of this study
was more than 0.7. The initial scale was determined as the
formal scale through the pretest. The items and sources of
the formal scale are shown in Table 1 below.

B. DATA COLLECTION AND MEASUREMENT
In this study, 400 questionnaires were distributed in the
Tencent questionnaire and CREDAMO platform. The Ten-
cent questionnaire was distributed through WeChat, QQ,
and other groups, and the CREDAMO platform adopted the
recommended samples from the platform database. Of the
400 questionnaires received, 57 invalid questionnaires that
included the wrong answers to the specific questions, or the
six consecutive questionnaires with the same option were

VOLUME 12, 2024 76471



L. Zhong et al.: Exploring Consumer Citizenship Behavior

TABLE 1. Items and sources of formal scale.

excluded. Finally, 343 valid questionnaires were collected,
with a recovery rate of 85.75%.

C. DATA ANALYSIS
This study used descriptive statistical analysis, reliabil-
ity and validity analysis, correlation and regression analysis,
and structural equation model analysis. Its basic connotation
and fitting evaluation index are shown in Table 2.

According to demographic data, 41.69% of men and
58.31% of women took part in the survey, which was con-
sistent with the fact that most of the people who participated
in online shopping were women. From the perspective of
age, it is mainly concentrated in young adults aged 18-
40, accounting for 83.67 %, and middle-aged and elderly
people aged 41-60 and above account for 16.32 %. The
main academic qualifications were college and undergraduate
students, accounting for 72.30%, 6.41% of the people with-
out college education, and 21.28% of the people who had
received graduate education. From the occupational point,
the majority of employees in private enterprises are 52.48%,
followed by 18.66% in state-owned enterprises, 10.50% in
students, 9.04% in organs/institutions, 7.29% in foreign-
funded enterprises, and 2.04% in freelance. Monthly income
is mainly concentrated in the range of 3000-10000 yuan,
accounting for 67.63%, 17.78% under 3,000 yuan, and
14.58% above 10,000 yuan. By analyzing demographic data,
the sampling aligns with the audience group characteristics
in the e-commerce virtual anchor studio.

TABLE 2. Manual statistical information of respondents to the formal
questionnaire.

V. RESULT
A. RELIABILITY AND VALIDITY
This study used SPSS20.0 and Amos 24.0 software to eval-
uate the reliability and validity of the measurement model.
Cronbach’s α and composite reliability (CR) tests were per-
formed to assess the structural reliability of the measurement
model (see Table 2). Cronbach’s α ranged from 0.893 to
0.932, and both tests exceeded the threshold of 0.7. The
Average Variance Extraction method (AVE) and the External
Factor Load method were used to verify the convergence of
the model. The load of each factor was above 0.7 [38], while
the Avenue was above 0.5 indicates the high reliability and
validity of each item. To test the validity of the discrimi-
nation, a multi-factor model and a single-factor model (see
Table 4) were established. The fitting indexes are lower than
the measurement model, indicating that both models have
good discriminant validity.

Further study of the discriminant validity of the model is
shown in Table 4.

B. MODEL FITTING
In this paper, Amos24.0 is used to evaluate the fitting
index of the model. The results are shown in Table 5 The
results show that the data have a good fitting relation-
ship with the measurement model: the chi-square degree
of freedom ratio (cmin / df) is 2.340 (< 3.0), the approx-
imate mean square error (RMSEA) is 0.063 (< 0.8), the
normed fit index (NFI) is 0.941 (> 0.9), the comparative
fit index (CFI) is 0.965 (> 0.9), the incremental fit index
(IFI) is 0.965 (> 0.9), and the Tucker-Lewis index (TLI)
is 0.960 (> 0.9).
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TABLE 3. Measurement model evaluation results.

C. HYPOTHESIS TESTING
After the reliability and validity tests, SPSS20.0 software was
used to test the proposed hypothesis. The main effects of
each path in the model are shown in Figure 2. Through the
analysis of Table 6, the following hypothetical conclusions
can be obtained: ‘‘interactive personification’’, ‘‘appearance
personification’’, and ‘‘cultural personification’’ have a ‘‘util-
itarian shopping value’’ β = 0.275, p< 0.001; β = 0.393, p<

0.001, β = 0.332, p < 0.001) and ‘‘hedonic shopping value’’
β = 0.213, p < 0.001; β = 0.488, p < 0.001, β = 0.307, p <

0.001) have a significant positive impact, which verifies the
hypothesis of H2 and H3 In addition, ‘‘utilitarian shopping
value’’ and ‘‘hedonic shopping value’’ to ‘‘consumer citizen-
ship behavior’’ β = 0.287, p = 0.003 < 0.01; β = 0.18, p =

0.008 < 0.01) has a significant impact, which verifies the
hypothesis of H3a and H3b. In addition, the personification
of e-commerce anchors to ‘‘consumer citizenship behavior’’
β = 0.16, p < 0.001; β = 0.233, p = 0.004 < 0.01, β =

0.19, p= 0.007< 0.01) has significant positive effects, which
verifies the hypothesis of H4 and H5.

D. TEST OF MEDIATING EFFECT AND DIRECT EFFECT
Based on the path analysis, this study constructs a medi-
ation model to examine the ‘‘utilitarian shopping value’’
and ‘‘hedonic shopping value’’. The Bootstrap method of
the SPSS24.0 program plug-in was used to estimate the

TABLE 4. Discrimination validity test results.

TABLE 5. Model fitting test results.

parameters, and a total of 5000 samples were collected. The
analysis results are shown in Table 7 as follows:

The results of Table 7 show that the mediating effect value
of ‘‘interactive personification’’ → ‘‘utilitarian shopping
value’’ → ‘‘consumer citizenship behavior’’ is 0.08, and the
corresponding BIas-corrected 95 % confidence interval and
Percenntile 95 % confidence interval are (0.018,0.0183) and
(0.014,0.272), respectively, excluding 0; the mediating effect
value of ‘‘cultural personification’’ → ‘‘utilitarian shopping
value’’ → ‘‘consumer citizenship behavior’’ is 0.129, and
the corresponding BIas-corrected 95 % confidence interval
and Percenntile 95 % confidence interval are (0.036,0.276)
and (0.022,0.255), excluding 0; the mediating effect value
of ‘‘appearance personification’’ → ‘‘utilitarian shopping
value’’ → ‘‘consumer citizenship behavior’’ is 0.11, and the
corresponding BIas-corrected 95 % confidence interval and
Percenntile 95 % confidence interval are (0.025,0.255) and
(0.014,0.23), respectively, excluding 0, indicating that the
mediating effect of utilitarian shopping value exists.

The mediating effect value of ‘‘interactive personifi-
cation’’ → ‘‘hedonic shopping value’’ → ‘‘consumer
citizenship behavior’’ is 0.042, and the corresponding BIas-
corrected 95 % confidence interval and Percenntile 95 %
confidence interval are (0.007,0.105) and (0.004,0.096),
excluding 0; the mediating effect value of ‘‘cultural per-
sonification’’ → ‘‘hedonic shopping value’’ → ‘‘consumer
citizenship behavior’’ is 0.095, and the corresponding BIas-
corrected 95 % confidence interval and Percenntile 95 %
confidence interval are (0.027,0.219) and (0.013,0.194),
excluding 0; the mediating effect value of ‘‘appearance
personification’’ → ‘‘hedonic shopping value’’ → ‘‘con-
sumer citizenship behavior’’ is 0.06, and the corresponding
BIas-corrected 95 % confidence interval and Percenntile
95 % confidence interval are (0.016,0.149) and (0.005,0.125)
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FIGURE 2. Influence mechanism model diagram.

TABLE 6. Path test results.

respectively, excluding 0, indicating that the mediating effect
of hedonic shopping value exists.

TABLE 7. Non-standardized bootstrap mediating effect and direct effect
test.

The effect value of ‘‘interactive personification’’ →

‘‘consumer citizenship behavior’’ is 0.162, and the cor-
responding BIas-corrected 95 % confidence interval and
Percentile 95 % confidence interval are (0.055,0.347) and
(0.052,0.337), respectively. The effect value of ‘‘cultural
personification’’ → ‘‘consumer citizenship behavior’’ is
0.267, and the corresponding BIas-corrected 95 % confi-
dence interval and Percentile 95 % confidence interval are
(0.088,0.467) and (0.09,0.47), respectively. The effect value
of ‘‘appearance personification’’ → ‘‘consumer citizenship
behavior’’ is 0.219, and the corresponding BIas-corrected
95 % confidence interval and Percentile 95 % confidence
interval are (0.059,0.382) and (0.065,0.388), respectively,
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which do not contain 0, indicating that the direct effects
of ‘‘interactive personification’’ → ‘‘consumer citizenship
behavior’’, ‘‘cultural personification’’ → ‘‘consumer citizen-
ship behavior’’, ‘‘appearance personification’’→ ‘‘consumer
citizenship behavior’’ exist. The corresponding hypotheses
H1 are verified.

VI. DISCUSSION AND CONCLUSION
Based on SOR theory, this study explores the influencemech-
anism of the personification of e-commerce virtual anchors
on consumer citizenship behavior. By collecting consumer
data through questionnaires, the hypothesis of this study is
confirmed.

First of all, the personification of e-commerce virtual
anchors positively impacts consumer citizenship behavior.
The interactive, cultural, and appearance personification of
e-commerce virtual anchors positively impacts consumer cit-
izenship behavior. The interaction between virtual humans
and humans is more interactive than that between humans and
ordinary graphics and text [39]. This means that improving
the personification of e-commerce virtual anchors is con-
ducive to promoting consumer citizenship behavior between
live broadcasts.

Secondly, consumer shopping value positively impacts
consumer value co-creation behavior. Among them, con-
sumer utilitarian shopping value and hedonic shopping value
have a positive impact on consumer citizenship behavior.
Consumers obtain utilitarian shopping value or hedonic shop-
ping value, representing consumers’ convenience, money,
or happiness in the consumption process. In the live broad-
casts of an e-commerce virtual anchor, consumers are happy
when they savemoney and have time to complete shopping or
watch the live broadcast. This allows consumers to go beyond
simple shopping goals and be willing to engage in civic
behaviors such as feedback, publicity, help, and tolerance for
the live studio to improve.

Finally, consumer shopping value plays an intermediary
role in the relationship between e-commerce virtual anchor
personification and consumer citizenship behavior. With the
rapid development of e-commerce live streaming, an increas-
ing number of consumers tend to engage in civic behaviors
such as giving feedback on their subjective feelings about
products or services [40]. The personification of e-commerce
virtual anchors brings consumers a better, faster, and happier
shopping experience, encouraging consumers to be more
willing to conduct citizenship behavior. The consumer’s
shopping experience should be an important goal of the
operation.

A. THEORETICAL AND PRACTICAL SIGNIFICANCE
This study constructs a theoretical model of the effect of
e-commerce virtual anchor personification on consumer cit-
izenship behavior through the SOR model and explains its
mechanism using 343 questionnaires. This study found that
in the application scenarios of e-commerce virtual anchors,

the personification of virtual human technology can be
divided into interactive, appearance, and cultural personifi-
cation. The personification of e-commerce virtual anchors
is conducive to consumers’ acquisition of shopping value in
accepting e-commerce virtual anchor services and promotes
consumers’ citizenship behavior.

In practice, the development of e-commerce live broad-
casts presents a new trend of cross-border integration. The
integration of e-commerce live broadcast and virtual human
technology has produced the application scenario of an
e-commerce virtual anchor. E-commerce virtual anchors can
live online 24 hours a day, provide intelligent services to
consumers, enhance the consumer shopping experience, and
bring more imagination and traffic to the brand [41]. This
study finds that the personification of e-commerce virtual
anchors positively impacts consumer citizenship behavior.
For e-commerce live broadcast operators, it is feasible to
purchase virtual anchors as the main type of live delivery, and
they can consider purchasing highly personified e-commerce
virtual anchors to replace some real anchors. It is more suit-
able for brand e-commerce live broadcasts, and the work of
head real anchors is difficult to replace by e-commerce vir-
tual anchors. E-commerce virtual anchor developers should
develop e-commerce virtual anchor technology with a high
degree of personification. Among them, cultural personifica-
tion needs special attention, that is, when customizing and
developing e-commerce virtual anchors for customers, they
should focus on the identity, personification, and knowledge
corpus of e-commerce virtual anchors. It should be com-
bined with customer-brand products. If an e-commerce live
broadcast business of maternal and child products needs to
customize an e-commerce virtual anchor, it can be considered
to define its image as a senior baby care expert or a trusted
mother.

B. LIMITATIONS AND FUTURE DIRECTIONS
With the development of metauniverse technology, artificial
intelligence has profoundly changed how people work, play,
and live, and it has also brought great convenience [42]. In the
past, people participated in themeta-universe in variousways,
and the e-commerce virtual anchor, as an emerging model,
increased people’s participation in the meta-universe [43].
The meta-universe enriches people’s digital life. People can
interact and communicate in various ways in the meta-
universe, and human–computer interaction is one of the main
ways [44]. The research team will continue to focus on
e-commerce virtual anchors. First of all, the e-commerce vir-
tual anchor is in the ascendant in the field of live broadcasting
and mainly appears in the Chinese market. This study mainly
distributes questionnaires to Chinese consumers. After the
e-commerce virtual anchor has become popular worldwide,
the research team will continue global research in this field.
Second, with the progress of multi-modal machine learning
technology, this study will collect live video of live delivery
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of e-commerce virtual anchors, and analyze related issues in
this field through second-hand big data. Finally, this study
focuses on virtual TV anchors driven by artificial intelligence
technology. In practice, there are e-commerce virtual anchors
driven by dynamic capture technology. The interaction of this
type of e-commerce virtual anchors is mainly realized by
real people wearing dynamic capture equipment. This type
of e-commerce virtual anchor is not involved in this study.
This type of e-commerce virtual anchor driven by dynamic
capture can be compared and studied in future research.
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