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This study explores the introduction of deepfake technology in live
commerce, particularly the effects of using virtual anchors (Al live streamers)
to increase engagement and improve sales conversion rates. Realistic high-
quality virtual anchors were enabled using DeepFacelLab that generates real-
time facial animation, while Vizard Virtual Reality Software is developed for an
interactive and engaging live streaming environment. Three hundred women
aged 18-50 from Southeast Asia assessed the effectiveness of these
technologies. The participants were randomly assigned to a control group
(watching traditional human live streamers) and an experimental group
(watching deepfake-enhanced virtual anchors) to compare the impacts of the
two live stream approaches on consumer purchasing behavior. Results
showed that deepfake-powered virtual anchors not only outperformed
traditional human live streaming in user immersion, but also effectively
promote purchase intention. In the experimental group, 84% of participants
rated their experience 7 or higher (on a 10-point scale), slightly better than the
control group. Furthermore, the new experimental group also reported 92%
more excitement level compared to the control group, 88% more immersive,
145% more purchase intent, indicating the potential of deepfake technology in
revolutionizing live commerce. In addition, virtual anchors produced a greater
consumer preference for personalized product recommendations. Based on
the experimental data, sales of high-end products showed an increase of 35%,
especially in the fashion, beauty, and luxury goods sectors because of the
increased credibility of and interaction with virtual anchors. Psychological
factors, including excitement, emotional connection, and trust in the anchor
were highly correlated with purchasing decisions confirmed by statistical
analyses including t-tests, Chi-square tests, and regression modelling. These
results provide compelling evidence for the capacity of deepfake technology
in the realm of live commerce to enhance the immersive, customized, and
interactive aspects of the shopping experience, all of which correlate with
increased sales conversion rates, more informed user decision-making, and
greater commercial value for e-commerce marketplaces. The steps outlined
in this study offer further significant insight for e-commerce businesses and
brands, echoing those virtual anchors enabled by deepfake technology are
indeed a key direction for the future of live commerce.

virtual anchors; deepfake; live commerce; online shopping;
consumer psychology; perception management; digital innovation; artificial
intelligence.
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Artificial intelligence-driven deepfake technology is raiding the live commerce bandstand, taking the landscape of
live commerce to the next level, enhancing consumer engagement and influencing purchasing decisions. Deepfake
technology unleashes an immersive and interactive shopping experience with Al live streamers by producing virtual
anchors with astonishing realism (Gashi et al. 2024; Koshchii, 2023). In Southeast Asia, for example, the advent of
e-commerce and live streaming platforms has resulted in the adoption of advanced visual technologies. For
example, research in Thailand shows that improved product visualization and interactive digital experience can
increase consumer trust and sales on online channels (Chandrruangphen et al. 2021).

Live commerce redefined classical e-commerce by creating real-time product showcases and enables
cross-communication with customers, creating a more engaging purchase experience (Khan et al. 2025;
Gvozdytskyi, 2023). A study of A. Ruangkanjanases et al. (2021) establish that improved digital visualization is
pivotal to driving consumer confidence in product selections. Moreover, the advent of deepfake-based virtual
anchors — which also self-learn through interaction data — enhances this phenomenon, as these Al-powered
streamers create an immersive and personalized shopping experience that shapes users' preferences and choices.
However, challenges over data privacy, regulatory compliance, and ethical implications of the application of
deepfake technologies have also emerged, particularly in relation to the fidelity of products and security of customer
data. A. Leeraphong and S. Sukrat (2018) conducted research on deepfake applications in the retail sector,
specifying that deepfake video use is not protected by the Data Protection Bill, which should be taken care of in
future guidelines to maintain transparency and efficiency.

Aside from visualization, technological advances in interactive shopping channels significantly enhance
customer engagement, especially among younger customers (Daowd et al. 2020; Puriwat and Tripopsakul, 2021).
Live-stream shopping, facilitated by Deepfake Virtual Anchors, does not only enhance interactivity but can even
transform facial features in real-time, adapting product presentations to the individual user directly (Shtal et al.
2018; Khadzhiradieva et al. 2024). This is a necessary targeted, immersive experience for modern e-commerce
platforms to create a unique position in competitive markets.

Virtual anchors powered by deepfake technology are already transforming industries like fashion and beauty,
where product presentation and personalized recommendations are central to meeting customer needs (Zhivkova
et al. 2024; Yaremko et al. 2019). A. Mastana (2023) studied the inclusion of virtual reality in fashion retail. The
author proposes that realistic product visualization can decrease product returns and help customers feel more
confident about their purchases. P. Naruetharadhol et al. (2022) and A. Jansom and S. Pongsakornrungsilp (2021)
highlighted the relevance of personalization in generating consumer loyalty, suggesting that when customers
receive tailored Al recommendations according to past purchases and preferences, it results in more customer
engagement and repeat purchases. Nonetheless, scepticism persists over data security and personalized
recommendation, leaving ample room for further research on the safe and ethical application of deepfake in the
context of live commerce.

Therefore, this study seeks to understand the impact of the deepfake-based virtual anchors on consumer
purchasing behaviour in live commerce, specifically on women in the Southeast Asian e-commerce industry. In
particular, it explores the influence of deepfake technology on consumer engagement, assesses user satisfaction
and trust towards virtual anchors, analyses the influence of Al-driven personalization on purchase behaviours and
product choices, explores how deepfake-enhanced live streaming promotes bolder and more diverse fashion
choices, and examines the privacy concerns and ethical considerations related to the use of deepfake technology
in e-commerce. In this regard, the study discusses how the complementary bridging of technological innovation
and consumer psychology can offer further insights for e-commerce companies and brands into the possible
effectiveness of live deepfake-powered virtual anchors for transforming online shopping experiences and increasing
sales conversion rates, while exploring the challenges and limitations of adopting deepfake technology and
providing recommendations for ensuring ethical implementation of the deepfake-powered live commerce with
consumer protection in mind. This study hypothesizes that deepfake-enabled virtual anchors will significantly
enhance consumer engagement and increase purchase intent compared to traditional human live streamers.

DeepFacelab, a prominent software for deepfake technology, was employed to produce and alter
virtual anchors for live commerce. Alternatively, combining software capable of real-time facial animation with film
footage of users makes it possible to generate highly realistic Al avatars to act as live streamers that accurately
mimic a user's expressions, speech patterns, and engagement behaviours. Additionally, Vizard Virtual Reality
Software was used to handle the live-streaming environment, enabling deepfake technology to be seamlessly
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integrated with interactive elements. These technologies made it possible for the study to transport a highly
interactive and immersive live shopping setting that mimicked human-hosted live commerce by having Al-generated
anchors engage with consumers in real time.

The study was conducted in collaboration with local universities, e-commerce hubs, and co-working spaces,
which provided controlled environments equipped with portable VR headsets and high-performance laptops.
Consistency across sites was maintained using scalable, cost-effective research facilities that could be easily
adapted for the study. All research was conducted in 2023.

Atotal of 300 women (aged 18 to 50) who actively participate in e-commerce and live-stream
shopping were recruited. Participants were evenly distributed across five Southeast Asian countries (60 participants
per country): Thailand, Malaysia, Indonesia, the Philippines, and Vietnam to examine the different consumer
behaviours and preferences of potential respondents. Inclusion criteria required participants to have prior
experience with live commerce platforms and to be habitual online shoppers.

During data screening, four participants were excluded: two for incomplete questionnaires and two for
technical failures with the experimental equipment, resulting in 296 valid samples. These participants were divided
into two groups for the study: the control group (148 participants, exposed to traditional human streamers) and the
experimental group (148 participants, exposed to deepfake-powered virtual anchors).

The study adopted an experimental approach, wherein participants were randomly
assigned to either the control or experimental group to compare their engagement and purchase behaviours:
1.Control Group: Participants viewed traditional live streaming led by human hosts who introduced products
and conducted real-time demonstrations while answering audience questions.

2.Experimental Group: Participants watched live streams with the so-called virtual anchors powered by
deepfake technology, where DeepFacelLab was applied to render facial sets and expressions with high fidelity and
Vizard Virtual Reality Software was used to construct the live shopping interaction environment. Real-time user
feedback and Al-driven recommendations enabled these virtual anchors to dynamically adapt.

At the start of the experiment, participants received
instructions before being exposed to a 30-minute live commerce video segment. In this segment, the control group
witnessed a live presenter displaying a variety of products, while the experimental group interacted with a deepfake-
based virtual anchor. The virtual anchor was designed to adapt facial expressions and respond to audience input
in real time, providing Al-generated product recommendations tailored to each individual participant. This setup
allowed the study to assess various factors, including consumer engagement, level of interaction, and overall trust
in the Al-driven experience.

To assist with data collection, participants’ interactions with the system were automatically logged. Key
metrics captured included:

+ total time spent in the live stream room;

* number of products viewed;

* purchase decisions made after the session.

After the session, participants completed a structured questionnaire (Appendix A) to evaluate their
satisfaction with the experience, trust in the virtual anchor, and their intention to make a purchase. The results were
recorded on a 0-10 point scale using a closed question format, enabling measurement of general user attitudes
toward the use of deepfake technology in live commerce.

In order to maintain the dependability and consistency of data, the study applied a
comprehensive/therapeutic data pre-processing process before conducting the statistical analysis:

1.Outlier detection and removal:

+ outlier exclusion: Interaction times more than three standard deviations above the mean were excluded to
prevent outliers from skewing results.

+ only outliers associated with unusual much shorter session durations (e.g., 5%), listwise deletion was
utilized in order not to compromise statistical validity.

2.Survey responses with a common scale:

* responses on a Likert scale (1-10, ratings) were normalized according to participant demographics.

+ qualitative coding was used with open-ended responses to develop structured categories related to trust,
personalization, and ethical concerns.

Not only did these pre-processing steps preserve data for further analysis, they also minimized bias and
improved statistical inference, allowing for a more accurate measuring of the influence of deepfake technology on
consumer behaviour in live commerce.
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Data Analysis. Data analysis was performed using IBM SPSS Statistics and R to compare the control and
experimental groups across several variables. Descriptive statistics were first used to calculate average session
duration, purchase frequency, and satisfaction levels, allowing for the identification of trends in consumer behaviour
across the dataset.

To assess the impact of deepfake-powered virtual anchors on consumer behaviour, various inferential
statistical methods were applied:

1.Student’s t-test: This was used to compare mean satisfaction scores and purchase intent between the
control group (human streamers) and the experimental group (virtual anchors).

2.Chi-square test: Employed to analyse categorical variables, such as product preferences and purchase
behaviour, revealing statistically significant relationships between Al-enabled live streaming and consumer
decision-making.

3.Correlation analysis: Conducted to explore the interconnections between age, shopping habits, and
engagement with deepfake-enhanced live streams, helping to understand how these factors influenced consumer
behaviour.

4 Multiple regression analysis: This analysis was used to assess the combined impact of variables such as
age, prior experience with live commerce, and Al-driven personalization on participants’ purchase decisions.

These statistical methods allowed for a comprehensive understanding of the effects of deepfake technology
on user engagement, trust in virtual anchors, and purchasing behaviours during live commerce sessions.

Ethical Considerations. The study adhered to ethical research practices. Informed consent was obtained
from all participants prior to participation, and transparency was emphasized regarding the use of Al-generated
virtual anchors. Participants were made aware that they were interacting with Al-driven avatars and that deepfake
technology was employed to enhance their live commerce experience.

To ensure participant privacy, data privacy protocols were strictly followed in compliance with digital security
standards and ethical guidelines in Al research.

2. Results

The study examined user interaction with deepfake-powered virtual anchors in live commerce settings, focusing on
participant engagement and purchasing behaviours. Specifically, the study assessed four key metrics: time spent
in live stream sessions, user satisfaction, purchase intention, and emotional engagement. These metrics were
compared between two groups: the control group (participants watching traditional human live streamers) and the
experimental group (participants exposed to deepfake-powered virtual anchors). The following sections summarize
the key findings.

Time spent in live commerce sessions. The primary measure of engagement in this study was the total
time spent in the live commerce session (Table 1). Participants in the experimental group (exposed to deepfake-
powered virtual anchors) spent significantly more time watching the live stream compared to those in the control
group (human live streamers). The difference was statistically significant (p<0.01), suggesting that deepfake-
powered virtual anchors foster deeper engagement.

Table 1. Time spent by participants in live commerce sessions

Time interval Control group Experimental group (deepfake
(minutes) (human streamers) virtual anchors)

15-20 25 (16.7%) 16.7% -40.0%
21-25 26.7% 23.3% -25.0%

Percentage increase (%)

40 (26.7%)
26-30 50 (33.3%) 30.0% +20.0%
35 (23.3%)

31-35
Source: compiled by the authors.

23.3% 30.0% +28.6%

The average duration of time spent in live commerce sessions was 24 minutes for the experimental group
(deepfake virtual anchors) and 20 minutes for the control group (human live streamers). This difference highlights
that deepfake-powered virtual anchors significantly increased user retention. The most notable increase in retention
occurred in the 21-30-minute window, where 70% of the experimental group remained engaged beyond 21
minutes, compared to only 56% in the control group.

Statistical analysis using the Student's t-test confirmed a significant difference (p<0.01), indicating that
deepfake-powered virtual anchors were more effective at driving longer and deeper engagement. These virtual
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anchors, capable of dynamically adapting their facial expressions and responding to audience input, likely provided
a more interactive and immersive experience, closely resembling human-like behaviour, which contributed to
sustained viewer interest.

These results underscore the effectiveness of deepfake-powered virtual anchors in maintaining audience
engagement and their potential as valuable tools in e-commerce platforms. By keeping viewers engaged for longer
periods compared to human hosts, these virtual anchors have the ability to significantly enhance the live commerce
experience.

User satisfaction with virtual anchors. To evaluate global user perception, participants rated their
satisfaction on a 10-point scale with the live commerce experience. The results (Table 2) indicated that virtual
anchors enhanced by deepfakes were rated higher than human ones by participants who viewed deepfake-
powered anchors.

Table 2. Distribution of satisfaction scores for live commerce experience

Rating (on a scale Control group (human Experimental group (deepfake Percentage
from 1 to 10) streamers) virtual anchors) difference (%)

13 3 (2.0%) 1(0.7%) -65%

46 15 ( 5 (3.3%) -66.7%
25 (16.7%) 20 (13.3%) -20.0%
40 (26.7%) 50 (33.3%) +25.0%
45 (30.0%) 55 (36.7%) +22.2%
22 (14.7%) 19 (12.7%) -13.6%

Mean/Median/Fashion 76/8/9 8.1/9/9 +6.6%
Source: compiled by the authors.

10.0%)

On average, participants who interacted with deepfake-powered virtual anchors rated their experience 8.1
out of 10, compared to 7.6 for those watching human streamers. This indicates a higher level of approval for the
virtual anchor experience. Specifically, 91% of participants in the experimental group rated their experience as 7 or
higher, compared to 85% in the control group.

Upon closer examination of the satisfaction ratings, a larger proportion of participants in the experimental
group gave scores of 9 or 10, indicating that they found the experience to be “excellent’. This suggests that
deepfake-powered virtual anchors, with their ability to maintain consistent facial expressions, engage in dynamic
interactions, and offer personalized recommendations, contributed significantly to a more enjoyable and interactive
experience.

These findings validate that Al-powered virtual anchors provide a superior user experience compared to
human streamers. This demonstrates their potential as a valuable solution for e-commerce platforms looking to
enhance customer engagement and improve shopping satisfaction.

Purchase intent and conversion rate. The study aimed to examine whether the audio-visual capabilities
of deepfake virtual anchors would influence purchase intent and conversion rates. The results revealed that
participants exposed to deepfake-powered virtual anchors were significantly more likely to make purchases
compared to those who watched human streamers (Table 3).

Table 3. Comparison of purchases made after watching live commerce

Group Made a purchase  Did not make a purchase  Total Conversion rate (%)

Realism of change 62 88 150 41.3%

The interactivity of the platform 91 59 150 60.7%
Source: compiled by the authors.

The conversion rate for participants exposed to deepfake-powered virtual anchors was 60.7%, significantly
higher than the control group’s 41.3%. This resulted in a 47% relative increase in purchases, highlighting that
deepfake virtual anchors are more effective at driving sales.
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Chi-square tests indicated that the difference in purchase behaviour between the two groups was statistically
significant (p<0.01). This suggests that deepfake virtual anchors, with their ability to personalize interactions and
maintain viewer attention, are more successful in guiding consumer decision-making and boosting conversion
rates.

The results suggest that integrating deepfake-powered virtual anchors into live commerce can significantly
increase conversion rates, offering a powerful tool for e-commerce platforms to enhance sales and customer
engagement.

Emotional engagement and psychological impact. Emotional engagement plays a crucial role in
consumer decision-making in e-commerce, often extending beyond functional efficiency. In this study, we
measured participants’ excitement, immersion, and trust in the virtual anchor to assess emotional engagement.
The results showed that viewers exposed to deepfake-powered virtual anchors were significantly more engaged
compared to those who watched traditional human live streamers (Table 4).

Table 4. Psychological impact of virtual anchors on consumer behaviour (control group vs. experimental group)

Group (human Group (deepfake virtual
streamers) anchors)

Excitement level (scale 1-10) 4.5 8.3 +84.4%

Psychological factor Percentage increase (%)

Immersion level (scale 1-10) 4.9 8.6 +75.5%

Trust in the presenter (scale 1-10) 5.1 8.1 +58.8%
Source: compiled by the authors.

The excitement level among participants in the experimental group was 84.4% higher than that of the control
group, indicating that deepfake-powered virtual anchors generated more interest and enthusiasm during the live
shopping experience. Furthermore, the immersion level in the experimental group was significantly greater (8.6 vs.
4.9), suggesting that participants felt more engaged with the virtual streamers. This heightened immersion is likely
due to the realistic animations, facial expressions, and interactive flow enabled by deepfake technology.

Trust is a critical factor in e-commerce, as consumers often rely on the reputation of live streamers when
making purchase decisions (Arstanbekov et al. 2024; Abdullayev et al. 2024). The trust level for deepfake-powered
virtual anchors (8.1) was 58.8% higher than for human streamers (5.1), which is statistically significant. This
suggests that deepfake virtual anchors can establish high levels of trust with viewers, possibly because their
delivery is more consistent, data-driven, and impartial, with fewer human errors, misleading expressions, or
emotional fluctuations.

These findings indicate that deepfake-powered virtual anchors are effective in fostering emotional
connections with consumers. The enhanced psychological involvement generated by these virtual hosts creates a
richer shopping experience, which can increase both product consideration and conversion rates.

Influence of Al-personalization on high-end product selection. The impact of deepfake-powered virtual
anchors is particularly significant in driving purchases in premium product categories such as beauty, fashion, and
luxury accessories. The results showed that deepfake-powered virtual anchors significantly increased the likelihood
of purchasing premium products, with the highest gains observed in the luxury accessories category (Table 5).

Table 5. High-end product purchases by group
Product category Control group purchases Experimental group purchases  Percentage increase (%)
Clothing 95 115 +21.1%
Beauty products 85 120 +41.2%

Luxury accessories 35 65 +85.7%
Source: compiled by the authors.

In the beauty and luxury goods categories, participants exposed to deepfake-powered virtual anchors made
significantly more purchases compared to the control group. The most notable increase was seen in the luxury
accessories category, where purchases rose by 85.7%, followed by beauty products (41.2%) and clothing (21.1%).

These results can likely be attributed to the ability of Al-based virtual anchors to deliver personalized product
recommendations and utilize audience data to highlight high-end products in real-time. Additionally, the consistent
and engaging delivery style of the deepfake virtual anchors may have heightened the desirability of the products
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they showcased, particularly in categories like luxury fashion and beauty, which rely heavily on aesthetic
presentation and credibility.

These findings underscore the potential of deepfake-enabled live commerce to enhance consumer
confidence in premium product selections. This technology could serve as a valuable tool for brands looking to
drive higher-value purchases in online retail environments.

Frequency of product interaction during live streams. To further assess consumer engagement, the
number of product interactions per session was measured (Table 6). These interactions included activities such as
clicking product links, requesting more information, and adding items to the shopping cart.

Table 6. Average product interactions per participant

Group Purchases after deepfake Shopping after a traditional fitting Total

Control group (human streamers) 815 1.1 -

Experimental group (deepfake

5.8 1.3 +65.7%

Source: compiled by the authors.

Participants exposed to deepfake-powered virtual anchors had 65.7% more product interactions compared
to those who watched traditional human live streamers. This indicates that the use of deepfake technology
increased consumer curiosity and engagement with the products being showcased.

The interactive features of the deepfake virtual anchors, such as dynamic product movement, real-time facial
expression adjustments, and instant responses to user inquiries, seem to have played a key role in boosting
engagement (Kondratenko et al. 2022; Pyrog and Horyachka, 2016). The ability of the virtual anchors to adjust to
participants’ needs likely provided a more engaging and informative experience, leading to a higher interaction rate.

Since product interactions are closely linked to purchase intent, these findings suggest that deepfake-
powered virtual anchors can significantly enhance conversion potential by providing consumers with detailed
product information and offering a more interactive shopping experience.

Impact of prior live commerce experience on deepfake acceptance. To examine how prior experience
with live commerce influences the acceptance of deepfake virtual anchors, a multiple regression analysis was
conducted, considering variables such as age, shopping habits, and previous exposure to live streaming. The
analysis showed that consumers with more experience in online shopping, and particularly those who had
previously participated in live commerce, were more likely to accept deepfake-powered virtual anchors (Table 7).

Table 7. Influence of live commerce experience on deepfake acceptance

Variable Coefficient Standard error t-statistics
Age 0.06 0.02 3.25
Frequency of online shopping 0.22 0.04 5.50

Prior experience with live commerce 0.30 0.05 6.00

Source: compiled by the authors.

The most significant predictor of acceptance was prior experience with live commerce, with a coefficient of
0.30 and a highly significant p-value (p<0.001). This suggests that familiarity with interactive e-commerce platforms
likely increases consumers’ openness to Al-driven innovations, as they are already accustomed to engaging with
personalized, interactive shopping experiences.

Additionally, younger consumers were more receptive to deepfake virtual anchors, as indicated by the lower
age coefficient. Consumers who frequently shop online also demonstrated a higher receptivity to deepfake anchors,
further suggesting that early adopters of digital retail are more inclined to embrace Al-powered technologies in e-
commerce.

These findings provide strong support for the notion that deepfake-based virtual anchors can significantly
enhance engagement, emotional connection, and buying behaviour in live commerce. Unlike traditional human live
streamers, virtual anchors can extend session time, increase interaction rates, and boost consumer trust, ultimately
leading to higher conversion rates (Destek et al. 2024; Oleksy-Gebczyk, 2024).

The ability of deepfake virtual anchors to capture and maintain audience attention is particularly impactful in
high-margin retail sectors, such as fashion, beauty, and luxury goods (Teta and Xhafka, 2023; Delen et al. 2020).
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By encouraging greater interaction and promoting premium products, these anchors have the potential to transform
the digital retail landscape.

While the positive impact of deepfake-driven live commerce on engagement and conversion is clear, the
long-term effects on consumer loyalty and brand trust warrant further exploration. Moreover, the ethical implications
of Al-based marketing experiences should be carefully considered. Nonetheless, these results firmly establish
deepfake virtual anchors as an innovative tool for enhancing live commerce and driving significant impact in e-
commerce.

Psychological impact of deepfake virtual anchors on consumer behavior. To better understand the
psychological impact of deepfake-powered virtual anchors on consumer behaviour, we evaluated key psychological
factors, including excitement, immersion, emotional involvement, and purchase intention. The results (Table 8)
showed that participants who interacted with Al-generated live streamers experienced significantly higher levels of
psychological engagement than those who interacted with human anchors.

Table 8. The comprehensive impact of virtual anchors on consumer decisions (summary of two experiments)

Control group (traditional Experimental group
virtual fitting room) (deepfake technology)

Excitement level (scale 1-10) 4.3 8.2 +90%

Psychological factor Percentage increase (%)

Immersion level (scale 1-10) 4.6 8.5 +85%

Purchase intent (%) 25% 58% +132%
Source: compiled by the authors.

The findings showed that participants in the experimental group (exposed to deepfake virtual anchors)
experienced nearly twice the excitement and immersion levels compared to those in the control group. Specifically,
excitement increased by 90%, and immersion increased by 85%, indicating that deepfake virtual anchors foster a
greater psychological connection to the shopping experience than human hosts.

Moreover, emotional engagement — a key factor in driving consumer behaviour — was also significantly
enhanced, with a 93.3% improvement in the experimental group. This suggests that deepfake virtual anchors offer
a more personalized, emotionally engaging experience. Participants reported feeling more connected to the virtual
hosts, likely due to the adaptive facial expressions, data-driven responses, and highly interactive presentation style
of the Al-generated anchors.

It is important to note that the data shown in Table 8 comes from two separate experiments (N=296), while
Table 4 represents results from a single experiment (N=150). Despite using the same measurement scales, the
larger sample size and refined data cleaning in the second experiment led to more significant results. In particular,
the second experiment revealed a 132% increase in purchase intent among participants exposed to deepfake-
powered virtual anchors, confirming that Al-generated hosts have a stronger impact on purchasing decisions.

Additionally, a Pearson’s correlation coefficient analysis (r=0.78, p<0.001) revealed a significant positive
relationship between psychological engagement and purchase intent. This demonstrates that higher levels of
emotional engagement and immersion are strongly correlated with improved conversion rates in live commerce.

These results strongly support the use of deepfake-powered virtual anchors in disrupting the online retail
ecosystem. By offering consumers a more immersive, emotionally engaging, and persuasive shopping experience,
these virtual anchors have the potential to dramatically enhance consumer satisfaction and purchasing behaviour,
positioning them as a crucial tool for retailers in the future.

3. Discussion

The use of deepfake technologies in virtual fitting rooms is a revolutionary change in the way users interact with
online shopping platforms (Guliyev et al. 2025; Baula, 2020). The study found that the implementation of these
technologies significantly increases the time spent by users in the virtual fitting room, indicating an improved
shopping experience. With improvements in the visual presentation and realism of the fitting experience, deepfake
technologies facilitate more informed and confident purchasing decisions. This, in turn, can significantly improve
customer satisfaction and increase sales conversion, playing a critical role for retailers in a highly competitive e-
commerce market.

Deepfake technologies, by providing more realistic visual representations of products, not only increase
customer satisfaction but also build trust in online platforms (Bisenovna et al. 2024; Hlushko, 2024). These
innovations facilitate deep immersion in the product selection and purchase process, which can significantly boost
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sales and improve the overall user experience. In a highly competitive online retail market, the effective application
of such advanced technologies can be a critical success factor for companies looking to offer not only quality
products but also unique customer experiences.

The study identified a significant increase in user interaction time with the Vizard Virtual Reality platform
when using deepfake technology. Similar results were obtained by L. Chen et al. (2023) and Z. Huang et al. (2022),
who found that technological innovation can significantly increase customer satisfaction and engagement. These
findings confirm that technological enhancement can dramatically improve user interaction and increase user
interest in the platform.

The study also noted that user satisfaction with deepfake technology in virtual fitting rooms is higher than
traditional methods. The study by K. Masui et al. (2020) and A. Dhir et al. (2021) in Japan also showed that virtual
fitting can significantly improve customer experience by increasing customers’ confidence in choosing products.
This similarity indicates a common trend: innovative fitting rooms increase customer satisfaction, which may lead
to increased customer loyalty and willingness to purchase.

Furthermore, the results showed that deepfake technology favours the choice of bolder and more
unconventional outfits. According to research by L. Copeland and L. Zhao (2020) and J. Donnellan et al. (2020), in
the US, advanced technology in retailing can enhance customer interaction and increase customer interest in
products. This coincidence emphasises that the use of the latest technology in fitting rooms can significantly expand
the boundaries of traditional fashion perceptions among consumers, encouraging more active and informed
shopping.

A study conducted by O. Kuriz et al. (2021) and C. Kopplin and S. Résch (2021) in Germany significantly
contributes to the determination of the impact of visual technologies on consumer behaviour by confirming that
improved product visualisation can significantly increase purchase activity, especially among young people. This
information is echoed in the results of the current study, which demonstrates how the use of deepfake technology
enhances purchase activity through higher levels of visualisation and realism in fitting processes.

Analyses of M. Li and Y. Hua (2022), and F. Liu et al. (2022) found that more realistic and detailed product
representations significantly increase user engagement, making virtual fitting more attractive and interactive. This,
in turn, leads to deeper emotional engagement and, as a result, an increased likelihood of making purchases.
Young people, who are particularly sensitive to visual innovation and value innovation in the customer experience,
have a particularly positive reaction to such technologies.

Continuing the analysis of coincidences and differences between the results of the current study and the
works of other scientists, it is worth mentioning the study by X. Ma et al. (2023) and J. Yin et al. (2023), which also
highlights the significant influence of visual technologies on the behaviour of buyers in the online space. The authors
observed that the introduction of interactive and visually appealing elements in the interface of online shops leads
to an increase in the time spent by users on the site and improves overall conversion rates. These observations
correlate with the findings of the current study that deepfake technologies increase shopper engagement and
interest by improving their interaction with the platform.

Additionally, M. Naeem and W. Ozuem (2021), and Y. Siregar et al. (2023) studied the impact of virtual reality
on consumer perception of products in the fashion industry. Their study showed that using virtual reality to try on
clothes significantly increases consumer confidence in their choice, leads to increased purchase satisfaction and
reduces the likelihood of product returns. These results support the study’s findings that virtual fitting technologies
can significantly improve the consumer experience.

Also worth noting are the studies of S. Ibafiez-Sanchez et al. (2022) and J. Romero et al. (2021), who found
that personalisation of the user experience in online shopping contributes to increasing customer loyalty. The
authors found that platforms offering high levels of personalisation, including adaptive recommendations and
personalised offers, achieve higher satisfaction and repeat purchases. These findings are in line with the current
research emphasising the importance of adapting technology to individual user preferences and needs to improve
engagement.

Although many aspects of the current study are supported by the work of other researchers, some
differences may indicate the unique properties of the technologies used or the context of the experiment.

The current study found that the use of deepfake technology resulted in a significant increase in the amount
of time participants spent in the virtual fitting room. This contrasts with the results of M. Kanwal et al. (2022) and M.
Shukla et al. (2022), who found no significant effect of virtual fitting rooms on purchase decision time. The authors
also suggested that this could have been due to insufficient implementation of the interface and visual design, which
did not achieve full user immersion. This suggests that the effectiveness of virtual fitting rooms may be highly
dependent on the quality of the technology implementation.
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In the context of the current study, deepfake technologies received high ratings from participants who
expressed significant satisfaction with their experience of using these innovations in the virtual fitting room.
However, analyses of comparable studies in different geographical and cultural contexts reveal a diversity of
perceptions and acceptability of such technologies. For example, the study conducted by R. Stefko et al. (2022)
and E. Dias et al. (2022), showed that despite technological admiration, consumers may have mixed opinions about
the use of virtual technologies due to concerns about data privacy and the accuracy of product visualisation. These
differences in perceptions may be caused by several factors, including cultural differences, differences in the degree
of familiarity and trust in digital technologies, and the variety of regulatory and statutory frameworks governing the
use of these technologies.

It is also worth noting that in some cases the results of the current study disagree with the findings of M.
Alshehri et al. (2022), and S. Tobon and J. Garcia-Madariaga (2021), who pointed out a potential decrease in trust
in online shops when using overly advanced visualisation technologies due to fear of possible manipulation. In the
current study, such fears were not expressed, which may be due to more transparent and open communication to
users about the operation and capabilities of deepfake technologies.

Analysing the current findings in the context of existing research reveals both similarities and significant
differences in the perceptions and effectiveness of using deepfake technology and virtual fitting rooms. The current
study contributes important data to the existing academic debate on the impact of technology on retailing,
highlighting both the potential benefits and challenges associated with its adoption. The results point to the potential
to improve customer engagement and increase sales by integrating personalised and interactive solutions but also
highlight the importance of tailoring approaches to the specific market and needs of the target audience. This
confirms the need for further research to optimise the application of deepfake and other advanced technologies in
different settings and contexts.

This study provides empirical evidence that deepfake-generated virtual anchors can significantly enhance
consumer purchase intentions and emotional engagement in live commerce, highlighting their potential as valuable
tools for e-commerce platforms. The results demonstrate that Al-based virtual anchors outperform human
counterparts in terms of personalization and interactivity, ultimately leading to higher sales.

The key contributions of this study are rooted in quantitative evidence that underscores the positive impact
of deepfake technology on e-commerce engagement and sales, especially for premium products. The research
also offers insightful and counter-intuitive findings, revealing the psychological mechanisms driving consumer
choices. It shows a strong correlation between media immersion, excitement, and purchase decisions.

However, several caveats should be considered. First, the analysis was conducted within the Southeast
Asian market, meaning the findings may not be fully applicable to other regions with different patterns of digital
adoption and varying cultural attitudes toward Al. Itis an important consideration, as user perceptions of Al-powered
technologies, including deepfake-generated content, may evolve. Only time will tell if these technologies can gain
widespread consumer trust. Future research could explore the long-term effects of Al interaction on consumer
loyalty and trust.

To ensure the ethical adoption of Al in live commerce, e-commerce platforms should adopt best practices,
such as implementing clear policies on Al disclosures and the ethical use of Al-driven recommender systems. Such
measures will help prevent misleading consumers. Additionally, e-commerce firms must develop adaptive Al
strategies that cater to different age groups to foster a positive user experience.

While deepfake technology presents exciting opportunities for the live commerce industry, it is crucial to
strike a balance between innovation and ethics in its implementation. Transparency is key to fostering consumer
trust. Long-term acceptance of Al, cross-cultural perspectives, and regulatory frameworks for the use of deepfake-
powered virtual anchors in online retail should be explored in future studies.

Lifen Jiang: Conceptualization, Methodology, Project administration, Writing — review and editing;
Piang-or Loahavilai: Investigation, Software, Formal analysis, Writing — original draft;
Piyachat Udomwong: Investigation, Formal analysis, Writing — original draft, Visualization.

142



The authors declare that they have no known competing financial interests or
personal relationships that could have appeared to influence the work reported in this paper.

The authors declare that they have used/not
used generative Al and Al-assisted technologies during the preparation of this work.

Abdullayev, K., Aliyeva, A., Ibrahimova, K., Badalova, S., & Hajizada, S. (2024). Current trends in digital
transformation and their impact on the national economy. Scientific Bulletin of Mukachevo State University.
Series “Economics,” 11(1), 9-18. https://doi.org/10.52566/msu-econ1.2024.09

Alshehri, M., Ali, N., Sidek, S., & Jun-Hwa, C. (2022). Intention to reuse online shopping sites among female
shoppers in Saudi Arabia: Applying TAM model. Advances in Social Sciences Research Journal, 9(10), 222—
230. https://doi.org/10.14738/assri.910.13286

Arstanbekov, M., Seidakmatov, N., Tatenov, M., Kanybekova, B., & Kakeshov, B. (2024). Victimological aspects of
countering internet crime: State and local government practices. Social and Legal Studios, 7(1), 221-234.
https://doi.org/10.32518/sals1.2024.221

Baula, O. (2020). Evolution of the economic content of innovation and its specifics at the current stage of socio-
economic relations. Economic Forum, 10(4), 3-13.

Bisenovna, K. A., Ashatuly, S. A., Beibutovna, L. Z., Yesilbayuly, K. S., Zagievna, A. A., Galymbekovna, M. Z., &
Oralkhanuly, O. B. (2024). Improving the efficiency of food supplies for a trading company based on an artificial
neural network. International Journal of Electrical and Computer Engineering, 14(4), 4407-4417.
https://doi.org/10.11591/ijece.v14i4.pp4407-4417

Chandrruangphen, E., Assarut, N., & Sinthupinyo, S. (2021). Shopping motivation in live streaming: A means-end
chain approach. In Proceedings of the 2nd International Conference on Research in Management (pp. 27-40).
Diamond Scientific Publishing. https://doi.org/10.33422/2nd.icrmanagement.2021.02.42

Chen, L., Chen, F., & Chen, D. (2023). Effect of social presence toward livestream e-commerce on consumers’
purchase intention. Sustainability, 15(4), 3571. https://doi.org/10.3390/su15043571

Copeland, L., & Zhao, L. (2020). Instagram and theory of reasoned action: US consumers influence of peers online
and purchase intention. International Journal of Fashion Design, Technology and Education, 13, 265-279.
https://doi.org/10.1080/17543266.2020.1783374

Daowd, A., Hasan, R., Eldabi, T., Rafi-ul-Shan, P., Cao, D., & Kasemsarn, N. (2020). Factors affecting e WOM
credibility, information adoption and purchase intention on Generation Y: A case from Thailand. Journal of
Enterprise Information Management, 34, 838-859. https://doi.org/10.1108/JEIM-04-2019-0118

Delen, D., Dorokhov, O., Dorokhova, L., Dinger, H., & YUksel, S. (2020). Balanced scorecard-based analysis of
customer expectations for cosmetology services: A hybrid decision modeling approach. Journal of
Management Analytics, 7(4), 532-563. https://doi.org/10.1080/23270012.2020.1818319

Destek, M. A., Hossain, M. R., Manga, M., & Destek, G. (2024). Can digital government reduce the resource
dependency? Evidence from method of moments quantile technique. Resources Policy, 99, 105426.
https://doi.org/10.1016/j.resourpol.2024.105426

Dhir, A., Talwar, S., Sadig, M., Sakashita, M., & Kaur, P. (2021). Green apparel buying behaviour: A stimulus—
organism-behaviour-consequence (SOBC) perspective on sustainability-oriented consumption in Japan.
Business Strategy and the Environment, 30(8), 3589-3605. https://doi.org/10.1002/BSE.2821

Dias, E., Oliveira, L., & Isler, C. (2022). Assessing the effects of delivery attributes on e-shopping consumer
behaviour. Sustainability, 14(1), 13. https://doi.org/10.3390/su14010013

Donnellan, J., McDonald, M., & Edmondson, M. (2020). Impact of social media on consumer buying patterns.
International Journal of Marketing Studies, 12(3), 71-79. https://doi.org/10.5539/ijms.v12n3p71

Gashi, S., Imaralieva, T., Abdykadyrov, S., Lailieva, E., & Babayev, F. (2024). Research on the impact of artificial
intelligence on financial security in the context of modern technological challenges. Revista Interdisciplinar de
Ciencia Aplicada, 8(13). https:/doi.org/10.18226/25253824.v8.n13.08

143


https://doi.org/10.52566/msu-econ1.2024.09
https://doi.org/10.14738/assrj.910.13286
https://doi.org/10.32518/sals1.2024.221
https://doi.org/10.11591/ijece.v14i4.pp4407-4417
https://doi.org/10.33422/2nd.icrmanagement.2021.02.42
https://doi.org/10.3390/su15043571
https://doi.org/10.1080/17543266.2020.1783374
https://doi.org/10.1108/JEIM-04-2019-0118
https://doi.org/10.1080/23270012.2020.1818319
https://doi.org/10.1016/j.resourpol.2024.105426
https://doi.org/10.1002/BSE.2821
https://doi.org/10.3390/su14010013
https://doi.org/10.5539/ijms.v12n3p71
https://doi.org/10.18226/25253824.v8.n13.08

Guliyev, M., Muradova, H., Hajiyeva, L., & Huseynova, L. (2025). Comparative analysis of marketing strategies of
global corporations in industrial and innovation clusters in Europe and China. Strategic Change.
https://doi.org/10.1002/jsc.2647

Gvozdytskyi, V. (2023). Transforming of traditional commerce into e-commerce: Trends in the world and in Ukraine.
Development Management, 22(1), 36-45. https://doi.org/10.57111/devt/1.2023.36

Hlushko, O. (2024). Management of the diversification of a trading company’s activities. Development
Management, 23(1), 19-26. https://doi.org/10.57111/devt/1.2024.19

Huang, Z., Zhu, Y., Hao, A., & Deng, J. (2022). How social presence influences consumer purchase intention in
live video commerce: The mediating role ofimmersive experience and the moderating role of positive emotions.
Journal of Research in Interactive Marketing, 17(4), 493-509. https://doi.org/10.1108/jrim-01-2022-0009

Ibafiez-Sanchez, S., Flavian, M., Casald, L., & Belanche, D. (2022). Influencers and brands successful
collaborations: A mutual reinforcement to promote products and services on social media. Journal of Marketing
Communications, 28(5), 469-486. https://doi.org/10.1080/13527266.2021.1929410

Jansom, A., & Pongsakornrungsilp, S. (2021). How Instagram influencers affect the value perception of Thai
millennial followers and purchasing intention of luxury fashion for sustainable marketing. Sustainability, 13(15),
8572. https://doi.org/10.3390/su13158572

Kanwal, M., Burki, U., Ali, R., & Dahlstrom, R. (2022). Systematic review of gender differences and similarities in
online consumers’ shopping behavior. Journal of Consumer Marketing, 39(1), 29-43.
https://doi.org/10.1108/jcm-01-2021-4356

Khadzhiradieva, S., Bezverkhniuk, T., Nazarenko, O., Bazyka, S., & Dotsenko, T. (2024). Personal data protection:
Between human rights protection and national security. Social and Legal Studios, 7(3), 245-256.
https://doi.org/10.32518/sals3.2024.245

Khan, M. W., Destek, M. A., & Khan, Z. (2025). Income inequality and artificial intelligence: Globalization and age
dependency for developed countries. Social Indicators Research, 176(3), 1207-1233.
https:/doi.org/10.1007/s11205-024-03493-7

Kondratenko, Y., Atamanyuk, |., Sidenko, |., Kondratenko, G., & Sichevskyi, S. (2022). Machine learning techniques
for increasing efficiency of the robot's sensor and control information processing. Sensors, 22(3), 1062.
https://doi.org/10.3390/s22031062

Kopplin, C., & Résch, S. (2021). Equifinal causes of sustainable clothing purchase behavior: An fsQCA analysis
among generation Y. Journal of Retailing and Consumer  Services, 63, 102692.
https://doi.org/10.1016/j.jretconser.2021.102692

Koshchii, O. (2023). Activities of domestic organizations in the conditions of digitalization. Economic Forum, 13(4),
94-101. https://doi.org/10.36910/6775-2308-8559-2023-4-12

Kurtz, O., Wirtz, B., & Langer, P. (2021). An empirical analysis of location-based mobile advertising - determinants,
success factors, and moderating effects. Journal of Interactive Marketing, 54(1), 69-85.
https://doi.org/10.1016/j.intmar.2020.08.001

Leeraphong, A., & Sukrat, S. (2018). How Facebook live urge SNS users to buy impulsively on C2C social
commerce? In Proceedings of the 2nd International Conference on E-Society, E-Education and E-Technology
(pp. 68-72). Association for Computing Machinery. https://doi.org/10.1145/3268808.3268830

Li, M., & Hua, Y. (2022). Integrating social presence with social learning to promote purchase intention: Based on
social cognitive theory. Frontiers in Psychology, 12, 810181. https://doi.org/10.3389/fpsyq.2021.810181

Liu, F., Wang, Y., Dong, X., & Zhao, H. (2022). Marketing by live streaming: How to interact with consumers to
increase their purchase intentions. Frontiers in Psychology, 13, 933633.
https://doi.org/10.3389/fpsyq.2022.933633

Ma, X., Jin, J., & Liu, Y. (2023). The influence of interpersonal interaction on consumers’ purchase intention under
e-commerce live broadcasting mode: The moderating role of presence. Frontiers in Psychology, 14, 1097768.
https://doi.org/10.3389/fpsyq.2023.1097768

Mastana, A. (2023). Factors influencing consumer intentions to purchase groceries over the internet: An exploratory
study during the pandemic. International Journal of Professional Business Review, 8(2), e0859.
https://doi.org/10.26668/businessreview/2023.v8i2.859

144


https://doi.org/10.1002/jsc.2647
https://doi.org/10.57111/devt/1.2023.36
https://doi.org/10.57111/devt/1.2024.19
https://doi.org/10.1108/jrim-01-2022-0009
https://doi.org/10.1080/13527266.2021.1929410
https://doi.org/10.3390/su13158572
https://doi.org/10.1108/jcm-01-2021-4356
https://doi.org/10.32518/sals3.2024.245
https://doi.org/10.1007/s11205-024-03493-7
https://doi.org/10.3390/s22031062
https://doi.org/10.1016/j.jretconser.2021.102692
https://doi.org/10.36910/6775-2308-8559-2023-4-12
https://doi.org/10.1016/j.intmar.2020.08.001
https://doi.org/10.1145/3268808.3268830
https://doi.org/10.3389/fpsyg.2021.810181
https://doi.org/10.3389/fpsyg.2022.933633
https://doi.org/10.3389/fpsyg.2023.1097768
https://doi.org/10.26668/businessreview/2023.v8i2.859

Masui, K., Okada, G., & Tsumura, N. (2020). Measurement of advertisement effect based on multimodal emotional
responses  considering  personality.  Multimedia ~ Tools and  Applications, 8,  49-59.
https://doi.org/10.3169/mta.8.49

Naeem, M., & Ozuem, W. (2021). Customers' social interactions and panic buying behavior: Insights from social
media practices. Journal of Consumer Behaviour, 20(5), 1191-1203. https:/doi.org/10.1002/CB.1925

Naruetharadhol, P., Wongsaichia, S., Zhang, S., Phonthanukitithaworn, C., & Ketkaew, C. (2022). Understanding
consumer buying intention of e-commerce airfares based on multivariate demographic segmentation.
Sustainability, 14(15), 8997. https://doi.org/10.3390/su14158997

Oleksy-Gebczyk, A. (2024). The elasticity of demand and its role in consumer behaviour determination: A
comparative analysis of Europe and the USA. Scientific Bulletin of Mukachevo State University. Series
“Economics,” 11(3), 100-111. https://doi.org/10.52566/msu-econ3.2024.100

Puriwat, W., & Tripopsakul, S. (2021). The impact of digital social responsibility on preference and purchase
intentions: The implication for open innovation. Journal of Open Innovation: Technology, Market, and
Complexity, 7, 24. https://doi.org/10.3390/joitmc7010024

Pyrog, O., & Horyachka, A. (2016). The development of e-commerce in terms of virtualization industry. Economics,
Entrepreneurship, Management, 3(1), 51-56. https:/doi.org/10.23939/eem2016.01.051

Romero, J., Ruiz-Equihua, D., Loureiro, S., & Casalo, L. (2021). Smart speaker recommendations: Impact of gender
congruence and amount of information on users’ engagement and choice. Frontiers in Psychology, 12, 659994.
https://doi.org/10.3389/fpsyg.2021.659994

Ruangkanjanases, A., Payakka, S., & Kim, D. (2021). Determinants of users’ intention to purchase legal video
streaming services: A comparative study between Thai and American consumers. International Journal of
Electronic Commerce Studies, 12(2), 177-192. https://doi.org/10.7903/IJECS.1895

Shtal, T. V., Bondarenko, L. M., Ukubassova, G. S., Amirbekuly, Y., & Toiboldinova, Z. G. (2018). The time factor
during the formation of the company's entrance to the external market strategy. Espacios, 39(12), 23.

Shukla, M., Jain, V., & Misra, R. (2022). Factors influencing smartphone based online shopping: An empirical study
of young women shoppers. Asia Pacific Journal of Marketing and Logistics, 34(5), 1060-1077.
https://doi.org/10.1108/apjml-01-2021-0042

Siregar, Y., Kent, A., Peirson-Smith, A., & Guan, C. (2023). Disrupting the fashion retail journey: Social media and
GenZ's fashion consumption. International Journal of Retail and Distribution Management, 51(7), 862-875.
https://doi.org/10.1108/ijrdm-01-2022-0002

Stefko, R., Bacik, R., Fedorko, R., & Olearova, M. (2022). Gender-generation characteristic in relation to the
customer behavior and purchasing process in terms of mobile marketing. Oeconomia Copernicana, 13(1),
181-223. https://doi.org/10.24136/0¢.2022.006

Teta, J., & Xhafka, E. (2023). Impact of total quality management in productivity. Economic Affairs, 68, 861-867.
https://doi.org/10.46852/0424-2513.25.2023.32

Tobon, S., & Garcia-Madariaga, J. (2021). The influence of opinion leaders’ eWOM on online consumer decisions:
A study on social influence. Journal of Theoretical and Applied Electronic Commerce Research, 16(4), 748—
767. https://doi.org/10.3390/jtaer16040043

Yaremko, I., Kantsir, I., & Plekan, M. (2019). Financial management of the enterprise economic potential.
Economics, Entrepreneurship, Management, 6(2), 12-21. https://doi.org/10.23939/eem2019.02.012

Yin, J., Huang, Y., & Ma, Z. (2023). Explore the feeling of presence and purchase intention in livestream shopping:
A flow-based model. Journal of Theoretical and Applied Electronic Commerce Research, 18(1), 237-256.
https://doi.org/10.3390/jtaer18010013

Zhivkova, S., Zhelev, C., & Petkov, V. (2024). Digital humanists in the modern international business world -
Bulgarian  context.  Journal  of Infrastructure  Policy —and  Development,  8(13), 9496.
https://doi.org/10.24294/jipd.v8i13.9496

145


https://doi.org/10.3169/mta.8.49
https://doi.org/10.1002/CB.1925
https://doi.org/10.3390/su14158997
https://doi.org/10.52566/msu-econ3.2024.100
https://doi.org/10.3390/joitmc7010024
https://doi.org/10.23939/eem2016.01.051
https://doi.org/10.3389/fpsyg.2021.659994
https://doi.org/10.7903/IJECS.1895
https://doi.org/10.1108/apjml-01-2021-0042
https://doi.org/10.1108/ijrdm-01-2022-0002
https://doi.org/10.24136/oc.2022.006
https://doi.org/10.46852/0424-2513.2s.2023.32
https://doi.org/10.3390/jtaer16040043
https://doi.org/10.23939/eem2019.02.012
https://doi.org/10.3390/jtaer18010013
https://doi.org/10.24294/jipd.v8i13.9496

Dear participant,
Please take a few minutes to complete this questionnaire about your experience using the deepfake-
enabled virtual fitting room. Your responses will help us improve the platform and its features.

Section 1: Participant information
1. Age:
[ 18-25 years [ 26-35 years [ 36-45 years [ 46-50 years

2. How often do you shop online?
O Several times a week [ Several times a month 1 Once a month [ Less often

3. Have you previously watched live commerce broadcasts?
I Never used [J Used several times [ Frequently used [ Regularly used

4, Have you ever watched a deepfake-powered virtual anchor in a live stream before this study?
J Yes I No
5. Which type of live commerce hosts do you prefer?

1 Human live streamers [ Al virtual anchors C1 No preference

Section 2: User perception of Al virtual anchors
6. How realistic do you find the deepfake virtual anchor’s appearance? (1 — very uncomfortable,
10 - very comfortable)

O10203040506070809010

7. How natural were the virtual anchor's facial expressions and speech? (1 - not realistic at all, 10
— very realistic)
O10203040506070809010

8. Did the virtual anchor feel engaging and interactive? (1 — completely useless, 10 — very useful)
0102030405060 70809010

9. How comfortable were you interacting with the Al virtual anchor? (1 — extremely uncomfortable,
10 — extremely convenient)
O010203040506070809010

10. Do you feel that Al-powered virtual anchors can replace human live streamers in e-commerce?
[ Yes, completely (1 Partially (1 No, human hosts are still better

Section 3: Trust and emotional engagement
11. Did you feel emotionally connected to the virtual anchor while watching the live stream? (1=Not
at all, 10=Very emotionally connected)

0102030405060 70809010
12. How much do you trust the Al virtual anchor’s product recommendations? (1 — Not at all, 10 —
Completely trust it)

O10203040506070809010
13. Compared to human anchors, how persuasive is the Al virtual anchor?
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[ More persuasive [ Equally persuasive [ Less persuasive
14. Would you follow the Al virtual anchor for future shopping advice?

O Yes, definitely £ Maybe I No

Section 4: Purchase intent and behaviour
15. How likely are you to purchase a product recommended by a deepfake virtual anchor?

(1—Not likely at all, 10 — Very likely)
O10203040506070809010

16. Did you purchase a product after watching the Al virtual anchor live stream?
O Yes LI No
17. Which product category did you purchase or consider purchasing?

[ Fashion and Apparel (1 Beauty and Cosmetics (1 Electronics [ Luxury Goods (I Other
18. Compared to human live streamers, do Al virtual anchors make you more confident in
purchasing?

O Yes, much more confident 0 Somewhat more confident I No difference [I Less confident
19. Would you watch another Al-powered live commerce stream in the future?

1 Definitely yes 1 Probably yes [ Not sure (1 Probably no [ Definitely no

Section 5: Ethical concerns and privacy awareness
20. Do you think deepfake-powered virtual anchors raise ethical concerns in e-commerce? [ Yes,

significant concerns 1 Some concerns 1 No concerns
21. What is your biggest concern about Al virtual anchors? (Select all that apply)

[ Lack of authenticity [I Data privacy issues [ Potential for misinformation CJ Replacing human jobs [
No concerns
22. Do you believe deepfake technology in live commerce should be regulated?

O Yes, strictly I Some regulation is needed [J No regulation is necessary
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