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Role of 
relationships 
online

• Customers purchase increasingly 
more products and services online → 
online shopping is evolving from a 
more transactional exchange to a 
more relational exchange

• Online relationships are the key to 
growing online sales

 They enhance customers’ shopping 
experience, provide socially relevant 
product and seller information and 
reduce purchase uncertainty



Online relationship formation

Three studies conducted on online 
relationship building (buyer 

initiated, seller initiated, 
managerially actionable 

strategies)

When it comes to online 
relationship formation and its 

payoffs, three aspects are critical: 
(1) risk- reducing signals, such as 
communication, reputation, and 

relational observation; (2) the level 
of the buyer’s experience; and (3) 
the relationship type (unilateral 

vs. reciprocal)





Human-Like 
Avatars in 
Advertisements

unlike cartoons, avatars aim to create a virtual replica of a human like sales 
representative 

“A key premise in these research efforts is that the use of avatars humanizes e-commerce, 
and increases the social presence and interactivity of the online environments (e.g., 
companies’ websites). Hence, avatars enhance the overall online consumer experience [17, 
24, 31, 65].” 

fear of uncanny valley 

“The findings suggest that human-like avatars are less likely to generate negative
evaluations among consumers who are experts in the product category. For this market
segment, avatar characters are not a main factor affecting consumer evaluations. The use
of avatars can significantly reduce production cost and production time. However,
advertisers should be wary that avatar characters will have a strong impact on novice or
less knowledgeable consumers. For these consumers, the human-like avatars are likely to
generate categorization tension and result in negative evaluations toward the ad. To
minimize this effect, advertisers can encourage consumers to imagine the consumption
experience.”



Importance of reciprocal 
relationship: Avatars need to be 
accessible and approachable, not 

”creep customers out”

The needs that drive online 
relationships are similar in many 

ways to the needs that are satisfied 
by offline relationships: Human-like 

avatars with faces can be more 
efficient, since there is a more 

offline feel to the relationship thus 
making more experienced buyers 

feel more comfortable

Less experienced buyers are more 
likely to build relationships on 
signals, making avatars less 

effective in building completely new 
relationships

In summary 


