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Special Issue Article

The Impact of Chatbot Anthropomorphic Cues
on User Attitude and Behavioral Intentions:
The Mediating Effect of Parasocial Interaction
and Contextual Differences Across Task Types

. a b
Yulei FENG °, Yefu QIAN
* Department of Communication, College of Arts and Media, Tongji University, Shanghai, Mainland China

® School of International and Public Affairs, Shanghai Jiao Tong University, Shanghai, Mainland China

Abstract

With the widespread adoption of chatbots, research into how their
anthropomorphic features shape user experience is urgently needed. This study
examines the effects of anthropomorphic cues (e.g., avatars and naming
conventions) in chatbots on user attitudes and behavioral intentions. Drawing
on social presence and parasocial interaction theory, the research employed an
experimental design and collected 485 valid responses. The results indicated
three key findings. First, regarding the efficacy of anthropomorphic cues, highly
anthropomorphic avatars and human-like naming significantly enhanced users’
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positive attitudes, usage intentions, and willingness to accept recommendations.
Second, concerning contextual variations, although task type did not moderate
the relationship between anthropomorphic cues and usage intention or
willingness to accept recommendations, anthropomorphic avatars exhibited a
more pronounced positive effect of user attitude within hedonic-oriented tasks.
Third, regarding the underlying mechanisms, parasocial interaction and user
attitude functioned as serial mediators in the relationship between anthropomorphic
cues and user behavioral intentions. This study provides theoretical grounding
for chatbot design, advocating for task-specific anthropomorphic strategies and
the optimization of cues such as avatars and names to improve the quality of
human-machine interaction. Future research may further explore influencing
mechanisms and practical applications across diverse cultural contexts and task

scenarios.
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