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Abstract : The development of artificial Intelligence industry has become a national strategy, and its products and services have
become increasingly popular. Intelligent programs, algorithms, systems, and machines are all artificial intelligence, which has
already been widely applied in precision marketing, consumer insight, smart home, healthcare, smart city and other scenarios.
However, consumers are still doubtful about the application of artificial intelligence. Researchers and practitioners are attaching
increasing importance to the marketing of artificial intelligence itself. It is a call for future research should focus on achieving au-
thentic human-computer integration in artificial intelligence development and application.

In most cases, engineers design and manufacture artificial intelligence by imitating human in shape, behavior, thinking pat-
tern, and emotional expression, thinking that it will be easier for users to accept and use artificial intelligence. However, the re-
search of similarity is scattered in the fields of computer science, human-computer interaction, psychology, marketing, etc. , and
lacks systematic and comprehensive summary. Beside the existing technological breakthroughs of artificial intelligence, further
research into the impact of devices with human-like characteristics on user is to be expected. Therefore, by reviewing the related
research at home and abroad, we analyze the influence of the similarity factors between artificial intelligence and human in
shape, interaction mode, intelligence and emotion, and summarize the representative literatures. Researchers have applied a va-
riety of theoretical explanation mechanisms of the influence of these factors, which mainly involves four popular theoretical mod-
els, namely the uncanny valley theory, similarity-attraction theory, assembly theory and technology acceptance model; they have
also discussed the inner mechanism of the influencing factors of artificial intelligence’s similarity to human on users, setting up
research frameworks.

After reviewing common research methods of artificial intelligence marketing, this research subsequently discusses future re-
search direction in this field: firstly, the influence of users’ individual characteristics, task type, and consumption type on con-
sumer preference of artificial intelligence's shape; secondly, the influence of the interplay between interaction mode and its appli-
cation in different scenarios; thirdly, the concept of the intelligent level of artificial intelligence and its influence on user privacy
and security; and fourthly, the establishment and maintenance of feeling between user and artificial intelligence. Our research
provides theoretical and practical directions for improving the development and use of artificial intelligence and optimization con-
sumer experience in the future.
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