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Figure 1 Influence of Different Identity Authentication
Ways (Face Recognition vs. Scan QR Code) on the
Selection Ratio of Eilliar Keychains
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Figure 2 Influence of Different Identity Authentication
Ways (Face Recognition vs. Scan QR Code) on the
Relative Preference of the Unique Foldback Clip
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Influence of Face Recognition Technology on
Consumers’ Uniqueness Seeking

LI Jingyi, LI Xianguo, HUANG Yuanhao
Business School, Renming University of China, Beijing 100872, China

Abstract: With the development of artificial intelligence technology, face recognition technology is being applied to various
kinds of daily consumer scenes. As a brand-new kind of environmental cue, the face recognition scenes may exert completely
different potential impact on consumer psychology compared to traditional identity authentication ways. However, few studies
have investigated into this issue, and little is known about the impact of face recognition experience in the field of consumer
behavior at the present.

Based on the uniqueness theory and self-concept theory, this study constructed a research model of the impact of face re-
cognition scene on consumers’ uniqueness seeking behavior. In order to verify the theoretical model, this study adopted experi-
mental research methods, integrating online experiments, laboratory experiments and field experiments. And by using the data
analysis methods including logit analysis, ANOVA analysis and bootstrap analysis in Spss software, this study revealed the in-
fluence mechanism of the face recognition scene on consumers’ uniqueness seeking behavior, and demonstrated that the per-
ceived self-uniqueness played the mediating role in the effect.

Experiment 1 is an online experiment. The face recognition experience of participants is activated by imagination. The
results reveal that the face recognition scene can improve the proportion of consumers choosing unique Keyrings. Experiment 2
is a laboratory experiment, which arranges a pretended check-in process to manipulate the face recognition scene, and proves
that by experiencing face recognition scene, consumer’s relative preference for the unique long tail clip can be enhanced. Ex-
periment 3 is an online experiment, which activates the feeling of going through face recognition by the way of recall, and finds
that self-uniqueness perception plays a mediating role in the effect of face recognition scene enhancing consumers’ uniqueness
seeking tendency. Experiment 4 is a field experiment, which demonstrates the effect of face recognition in the real environ-
ment, it is found that consumers who have experienced face recognition will have a higher preference for unique reading club.

For theoretical contribution, this study expanded the comprehension of environmental cues in the research area of con-
sumer behavior under the era of artificial intelligence, which is inductive to better understand the unique seeking behavior
when consumers experiencing the face recognition technology. From the perspective of practical implication, the results can
help enterprises make better marketing decisions in the face recognition environment, besides, providing strategic marketing
guidance for products and enterprises positioning in unique, niche and differentiation to benefit from the new kind of environ-
mental cue face recognition.

Keywords: face recognition; face; perceived uniqueness of self; self-concept; uniqueness seeking
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