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B g E LB NG (B 1) I EE, A DL ILZITE SRR S R — A SRR g ) — i 7 AR
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Top-10 Keywords by Occurrences
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Evolution of Consumer Behavior in Live E-commerce Driven by Al Digital
Humans: A Knowledge Mapping Analysis of Multi-lingual Literature

Zhang Shichao!
!International Business Department, Seokyeong University, Seoul 02173, Republic of Korea

Abstract: Driven by the breakthroughs in Generative Al (AIGC) and real-time rendering technologies, Al Digital
Humans (Virtual Streamers) are rapidly emerging as a new solution for global live e-commerce to overcome the
limitations of human hosts and pursue high-efficiency operation. To systematically clarify the knowledge structure and
evolution logic in this field, this paper integrates core literature from Chinese, English, and Korean sources, utilizing
VOSviewer to construct co-occurrence and temporal overlay maps of keywords. The analysis reveals a well-established
theoretical framework centered on "Purchase Intention" as the outcome variable, driven by dual paths: "Image Cues
(Credibility, Anthropomorphism)" and "Interaction Mechanisms (Social Presence, Parasocial Interaction)." Furthermore,
the research focus is shifting from initial validation of technological novelty towards in-depth operations involving
"Technology Affordance" and "Emotional Computing." Based on a global management perspective, this paper proposes
optimized strategies for cross-cultural image customization and human-machine collaborative operation of digital human
hosts.

Keywords : Al Digital Human; Live E-commerce; Consumer Behavior; Social Presence; Bibliometrics; Global
Marketing



