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Abstract. The purpose. This study aims to investigate the application and im-
pact of anthropomorphic design in chatbot digital avatars, focusing on the transition
from mechanistic to human-like interfaces. The research analyzes abstract and fig-
urative anthropomorphism, examining their respective roles in improving user en-
gagement and experience. By exploring how abstract designs simplify human traits
for enhanced recognition and figurative designs emulate real human expressions for
more natural interaction, the study underscores the importance of emotional com-
munication in chatbot design. The findings suggest potential avenues for future re-
search in affective computing and human-computer interaction.

Methodology. Literature analysis method: A comprehensive review of existing
literature on anthropomorphic design, chatbot digital avatars, and human-com-
puter interaction was conducted to establish a theoretical basis for the study.
Interdisciplinary research method: The theories and methods of different disciplines
were integrated to examine various chatbot digital avatars using abstract and con-
crete anthropomorphic designs to understand the design choices and their impact on
user experience.

The research results. The study identifies two main categories of anthropo-
morphic design for chatbot digital avatars: abstract and figurative. Abstract avatars
use simplified, cartoon-like expressions to convey emotions, creating friendly and
approachable digital personas that enhance user acceptance. Figurative avatars, on
the other hand, emphasize realism, imitating human body language, expressions,
and voice tones to provide a deeper interactive experience. These design styles offer
unigue benefits, allowing customization based on specific user needs and application
contexts.

The scientific novelty. This research offers a comparative framework for an-
alyzing abstract and figurative anthropomorphic designs in chatbot avatars, focusing
on their impact on user engagement and emotional response. Unlike previous studies
centered on functionality, this study highlights the psychological effects of avatar
design, categorizing elements like facial expressions and gestures to optimize us-
er-centered design. This contributes to human-computer interaction by enhancing
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understanding of how avatar design fosters emotional connection and user satisfac-
tion.

The practical significance. The findings of this study offer valuable insights
for designers and developers in the chatbot and Al interface design field. By under-
standing the impact of abstract and figurative anthropomorphic elements, designers
can make more informed choices in selecting avatar styles that align with user pref-
erences and application needs. Abstract avatars may be particularly effective in con-
texts that require approachability and simplicity, such as customer service appli-
cations. In contrast, figurative avatars can enhance user engagement in scenarios
that benefit from realism and emotional depth, such as healthcare or education. This
research also provides actionable guidelines for implementing anthropomorphic el-
ements - such as facial expressions, gestures, and voice modulation - that foster
emotional connection and user satisfaction, ultimately contributing to a more effec-

tive and enjoyable human-computer interaction experience.
Keywords: design, abstract anthropomorphism, figurative anthropomorphism,
chatbot design, user experience, interface design, intelligent chatbot.

INTRODUCTION

Anthropomorphism has been an
important concept in various fields, including
psychology, design, and technology, which
refers to giving non-human entities human-
like characteristics [6]. In the process of gradu-
ally transforming from mere "machines" to real
"robots", the integration of anthropomorphism
has enabled robots to gradually get rid of their
simple tool nature and acquire more complex
social characteristics. Anthropomorphism has
begun to play an increasingly important role.

As the first source of impression in hu-
man-computer interaction, anthropomorphic vi-
sual design is an essential factor affecting users'
emotional experience and acceptance. In recent
years, anthropomorphism has attracted much
attention in the digital avatar design of chatbots.
The anthropomorphic design of visual and behav-
ioral characteristics is widely used in the digital
avatar design of chatbots. The goal is to create
more attractive and user-friendly avatars - it is
a digital avatar. By simulating human vision and
behavior, including facial expressions, gestures,
and conversational styles, chatbots can establish
a more comfortable user interaction experience,
thereby creating more immersive, intuitive, and
natural interactions. In addition, anthropomor-
phism can also promote emotional connections
between users and chatbots, resulting in a more
meaningful and memorable user experience and
increased user acceptance [1]. The anthropo-
morphic characteristics of intelligent chatbots
have also attracted increasing attention from
the academic community. For example, Cheng
studied the relationship between the emotional
anthropomorphic characteristics of intelligent
chatbots and the perceived trust and acceptance

willingness of users and intelligent chatbots [8].
The results showed that the anthropomorphic
attribute "warmth" positively impacts perceived
trust, and the higher the warmth of the intelli-
gent chatbot, the more positive the user's will-
ingness to accept it. Selamat studied the impact
of anthropomorphic features (such as fun and
pleasantness) of intelligent chatbot conversa-
tion methods on users' purchase intention [17].
The results show that the fun and pleasantness
of intelligent chatbot dialogue have a significant
positive impact on users' purchase intention,
which can enhance users' willingness to use.

An in-depth understanding of the impact
of anthropomorphic design on chatbot user ex-
perience is crucial to the design and develop-
ment of effective and user-friendly digital rep-
resentations for human-computer interaction.
The anthropomorphic design of digital avatars
reflects the human-centered design concept of
technology and is an effective means to bridge
the distance between users and technology [9].
This paper studies the evolution process of an-
thropomorphic digital avatars of different brands
of chatbots, analyzes the design and application
of anthropomorphic elements of different cate-
gories of digital avatars, and the impact of the
anthropomorphic design of different categories
of digital avatars of chatbots on user experi-
ence. This research provides an important de-
sign theoretical reference for the cognition and
understanding of the anthropomorphic design of
the digital avatar of intelligent chatbots, and for
reasonably avoiding the "uncanny valley effect".

ANALYSIS OF PREVIOUS RESEARCHES
In related research in the field of hu-
man-computer interaction, the concept of
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anthropomorphism can be explained as a ten-
dency to attribute human characteristics to in-
animate objects, animals, and other entities to
help people understand and rationalize their be-
haviors [5]. More simply, anthropomorphism
describes the tendency to attribute human-like
characteristics, motivations, intentions, or emo-
tions to non-human entities so that the inter-
acting subjects can realistically feel or imagine
their human-like behavior [16]. Chatbots can
simulate human conversational behavior and
provide information or entertainment interac-
tions. Consumers can interact with it through
various methods such as text and voice, such
as Amazon's Alexa and the famous ChatGPT.
Chatbots with strong interactive capabilities
can enhance consumer trust, which is very im-
portant for companies to strengthen their rela-
tionships with consumers [4]. From a technical
perspective, anthropomorphism is the addition
of human-like characteristics to non-human ob-
jects. The reason for anthropomorphism is that
it can improve consumers' sense of control and
confidence and create a sense of comfort for
customers. The higher the degree of anthropo-
morphism of the chatbot, the higher the con-
sumer's compliance and willingness to adopt
the chatbot's suggestions [11]. Previous re-
search has explored how visual signals (avatars
of people), identity signals (people's names or
identities), and verbal signals have the poten-
tial to elicit human schemas, which in turn in-
fluence people's judgments, attitudes, and be-
haviors. Anthropomorphism theory states that
introducing anthropomorphic cognition Relevant
to the customer’s purchase intention. Research
by Landwehr, McGill and Herrmann found that
consumers prefer products with friendly grilles
and aggressive headlights, which they call a
"baby face" expression [13]. This expression
induces positive emotional states of high plea-
sure and excitement, thereby increasing product
liking and sales. The authors also found that the
effects of facial expressions were moderated by
product category and consumer characteristics
such as gender and cognitive needs [13]. As a
result, considerable attention to anthropomor-
phic themes in academic and business circles
has resulted in brand mascots, brand personal-
ities, marketing myths, and anthropomorphism
in product design and advertising [3]. New
areas of anthropomorphism have emerged with
developments in projective research methods,
digital avatars, robot design, digital self-presen-
tation, and conversational digital assistants such
as Amazon’s Alexa and Apple’s Siri [10]. Product
designers and brand managers often prompt
consumers to view their goods and trademarks

as anthropomorphic through the use of visual
features or brand mascots [7]. Recent advances
in artificial intelligence and machine learning
have brought about a new trend of highly an-
thropomorphic devices in digital scenarios, from
human-like self-driving cars to voice-activated
digital assistants with human names and voice
patterns. Anthropomorphic technology can not
only improve User perceived capabilities and
performance but also improve user satisfaction
and engagement [12].

Anthropomorphic interfaces have signif-
icant potential to enhance trust in technology,
not only by increasing the level of capability
awareness but also by making people more re-
silient to trust breakdowns and assisting robots
in quickly recovering from process failures [8].
In the case of a chatbot, a user's level of trust in
it is influenced by a variety of factors, including
its behavior and appearance, as well as the be-
havior, privacy concerns and protections associ-
ated with the service provider The formation of
a trusting connection is further facilitated by the
chatbot's human likeness, including its visual
characteristics and similarity to humans [15].
In addition, anthropomorphism can stimulate
psychological warmth, provide emotional value,
and encourage users to display compensatory
behaviors toward robots [14].

However, most authors still agree that hu-
man-like digital characters or avatars can im-
prove the online shopping experience by taking
into account the emotional state of the cus-
tomer, and both avatars and other anthropomor-
phic cues in chatbot can facilitate shopping [18].
Existing research has shown that anthropomor-
phism can strengthen the positive emotional
connection between consumers and enterprises
and increase consumers’ sense of competence
in artificial intelligence recommendations [19].
Moreover, consumers’ social response to arti-
ficial intelligence depends to a certain extent
on the number of anthropomorphic cues. That
is, having more human-like characteristics will
trigger a stronger social response from cus-
tomers and increase their sense of identity and
social belonging [10]. Since consumers’ energy,
time and other resources are limited, interacting
with human-like chatbot can easily make con-
sumers willing to accept more business informa-
tion. Anthropomorphic digital products can even
become friends with users, making consumers
less willing to switch to other brands' products,
thus increasing customer brand loyalty [4].

PURPOSE
This study aims to investigate and com-
pare the effects of abstract and figurative
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anthropomorphism design in chatbot digital av-
atars on user interactions and experiences. By
systematically analyzing the unique design ele-
ments of abstract and figurative anthropomor-
phism, it is advisable to determine how each de-
sign approach affects user perceptions, such as
trust, engagement, and emotional connection.
This analysis is expected to provide specific in-
sights into design choices that improve user
satisfaction and interaction quality. In addition,
the research is expected to provide a clear de-
sign guideline for designers in the field of hu-
man-computer interaction (HCI) and digital av-
atar design to guide the future development of
emotionally intelligent and user-friendly chatbot
digital avatar designs.

RESULTS AND DISCUSSION

1. Evolution and classification of an-
thropomorphic design of digital avatar of
chatbot

With the rapid development of natural
language processing and artificial intelligence,
robots have gradually acquired the ability to
hold conversations and understand language.
Chatbot is a very popular new technology in re-
cent years, also known as AI chatbot, conver-
sational agent, digital assistant or virtual assis-
tant, etc.

Judging from the historical data that can
be traced, chatbots have been around since at
least the 1960s. After nearly 50 or 60 years of
development, from the perspective of techno-
logical history, the upgrading of technology has
transformed chatbots from a supporting role,
gradually developed into intelligent employees
with comprehensive functions and even capable
of acting alone [2]. People's demand for this
technology also gradually expanded into per-
sonal assistants that can take into account tasks
and social needs. Currently, chatbots are widely
used in customer service, marketing, education,
medicine, and other business fields to replace
human labor. With the support of artificial intelli-
gence and machine learning technology, chatbot
interactive communication capabilities and prob-
lem-solving abilities have been continuously im-
proved, showing immeasurable business appli-
cation prospects. Today we can already see the
shadow of chatbots in many products, such as
Microsoft’s Cortana, Xiaolce, etc.

In recent years, to provide a better user
experience, the digital avatar design of intelli-
gent chatbot has transformed mechanization
into anthropomorphism, focusing on interactive
design. Anthropomorphic digital avatars interact
with users more vividly and intuitively through
animation effects, sounds, and tactile feedback,

thereby enhancing users' sense of participation
and experience. The early digital avatar design
of intelligent chatbot was more mechanical and
cold, emphasizing technical features. However,
with the development of human-computer in-
teraction, designers have begun to incorporate
more interactive elements into digital avatars.
Take Apple's Siri as an example. The original Siri
was a simple microphone shape, composed of
a two-dimensional rectangle, with a relatively
single color, which was consistent with Apple's
design philosophy. However, over time, Siri's
digital avatar has undergone many improve-
ments, adopting changing wavy stripes and gra-
dient colors to make it more technological and
artificially intelligent. These changes not only
refine the visual experience but also improve
users’ trust. In addition, with the further devel-
opment of technology, the functions of intelli-
gent chatbot become more powerful. The digital
avatar not only has human appearance charac-
teristics, but also displays emotions and body
movements, making the robot more human-like
and easier to establish an emotional connection
with the user. The appearance of the digital av-
atar is more friendly and approachable, and the
communication process focuses on emotional
expression and tone to better meet user needs.
This development trend has pushed digital pres-
ence to new heights, providing users with a
richer experience.

Thus, to bring people a better user expe-
rience, the design style of the visual digital av-
atar of intelligent chatbots has changed from
mechanization to anthropomorphism, and more
and more attention has been paid to the appli-
cation of anthropomorphic design. The tradi-
tional digital avatar design style mainly empha-
sizes the function and practicality of the robot,
while the anthropomorphic visual digital avatar
design style pays more attention to the emo-
tional communication and interaction between
the digital avatar and the user, emphasizes the
similarity between the digital avatar and human
beings, and improves the user experience. par-
ticipation and experience. With the continuous
development and popularization of artificial in-
telligence technology, the design style trend of
intelligent chatbots will pay more attention to
the emotional communication and interaction
between visual digital avatars and users. At the
same time, it will also pay more attention to the
simplicity and clarity of digital visual avatars to
satisfy different users.

Anthropomorphism is the concept of at-
tributing unique human-like characteristics, mo-
tivations, intentions, behaviors, and emotions
to inanimate objects or non-human beings. In
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interactions with chatbots, digital avatar design
is the main way to achieve anthropomorphism.
It can intuitively express human characteristics,
improve user experience, enhance interaction
with users, and shape a specific brand avatar.
Observing the anthropomorphic characteristics
of existing chatbot digital avatars can divide the
anthropomorphic digital avatars of chatbots into
two categories: abstract anthropomorphism and
figurative anthropomorphism.

2. Abstract anthropomorphism

Abstract personification is an important
expression method in the field of digital avatar
design. It creates digital avatars with cartoon
characteristics by simplifying and abstracting
the characteristics of human facial expressions.
This desigh method has multiple advantages.
First, during the design process, abstract per-
sonification simplifies the details and charac-
teristics of human facial expressions, making
the digital avatar more concise and clear, and
easier to be recognized and accepted by users.
Secondly, abstract personification emphasizes
the cartoon processing of expressions, high-
lighting certain features of expressions through
exaggeration and deformation, making expres-
sions more lively and lively, and enhancing the
visual appeal of digital avatars. In addition, ab-
stract personification also focuses on introducing
diverse facial expressions and movements, en-
riching the emotional expression ability of dig-
ital avatars and adding more fun and emotional
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connection to the interaction between users and
robots. Finally, abstract personification creates
a distinctive digital avatar through unique color
schemes and styling styles, enhancing the rec-
ognition and brand value of the digital avatar.
Abstract anthropomorphism, as a creative and
dynamic digital avatar design method, provides
a more pleasant, vivid and attractive experience
for the interaction between users and robots. It
will still play an important role in design practice
in the future, providing digital avatar design in-
jects more creativity and vitality. The main de-
sign elements of abstract anthropomorphism
used in digital chatbot avatars are as follows:

Smile and Eye Communication: smiling
is considered a universally recognized expres-
sion of pleasure. By cleverly designing smiles
into your digital presence, you can increase the
friendliness and positive emotions users feel.
Eye communication includes actions such as di-
rect gaze and blinking. These actions simulate
eye contact in real conversations and improve
the realism of the interaction (Fig. 1).

Facial expressions and eyebrow move-
ments: Xiaopeng’s Xiao P digital avatar intro-
duces various facial expressions such as sur-
prise, anger, sadness, etc. (Fig. 2), which can
respond to the user’'s emotions more accu-
rately. The expression changes of eyebrows are
also an important element, conveying different
emotional states and increasing the diversity of
emotion recognition.

Listening Happy

© O

Success Sadness

Fig. 1. Samsung’s Bixby digital avatar

Fig. 2. Xiao peng's Xiao P digital avatar
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The head posture and gestures of the dig-
ital avatar, with the ability to turn the head and
nod, simulate human body language, making
communication more natural. Introducing ges-
tures, such as waving, nodding, etc., can respond
to users more vividly and strengthen the interac-
tion between users and robots. In terms of ex-
pression changes and voice tones, introducing a
variety of expression changes such as happiness,
sadness, anger, etc. can more accurately respond
to the user's emotions and words (Fig. 3).
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Adjusting the voice pitch to make it more
consistent with the corresponding emotional ex-
pression is also an effective means to improve
the expressiveness of the robot. In terms of color
changes and body postures, if the digital avatar
has color or lighting effects, different emotional
states can be expressed through color changes
(Fig. 4). The design of body postures, such as a
straight body to express confidence, a lowered
head to express modesty, etc., can further en-
hance the diversity of emotional expression.

Fig. 3. Nio’s NOMI digital avatar

Listening

Fig. 4. Apple’s Siri digital avatar

By designing the digital expression avatar
characteristics of anthropomorphic chatbot in
detail, we can imitate the natural communication
methods between humans, improve the robot's
sensitivity to user emotions, and enhance the
user experience. Future research can further
deepen the discussion of affective computing
and human-computer interaction and provide
more inspiration for the development of
anthropomorphic chatbots.

3. Figurative anthropomorphism

Figurative anthropomorphism is a realistic
humanized design of digital avatars, emphasizing
a more intuitive way of expression. It plays an im-
portant role in digital avatar design and provides
a more vivid, natural and attractive experience
for the interaction between users and robots. By
imitating the body language, expression changes

and voice pitch of real humans, figurative anthro-
pomorphic digital avatars can more accurately
simulate human emotions and communication
methods, improving the interactive experience
between users and robots. The following are the
main design elements of figurative anthropomor-
phism used in the digital avatar of the chatbot:

Head pose and gestures: the head pose
of Mi Al’s digital avatar is designed to simulate
the head movements of real people (Fig. 5). By
having the ability to turn their heads and nod,
digital avatars can more naturally express emo-
tional states such as understanding, agreement,
or disagreement. The introduction of gestures
emphasizes the importance of body language.
Actions such as waving and nodding can re-
spond to users more vividly and enhance the in-
teraction between users and robots.
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Expression changes and voice pitch: in
figurative anthropomorphism, the introduction
of expression changes and voice pitch greatly
improves the robot's accurate response to the
user's emotions. By introducing a variety of
expression changes, such as happiness, sadness,
anger, etc., digital avatars can more accurately
simulate human emotional expressions, making
the user experience richer. The adjustment of
the voice pitch makes the robot's voice more
consistent with the corresponding emotional
expression, further enhancing the robot's
expressiveness and providing richer context and
communication effects for interaction.

Body posture: in figurative
anthropomorphism, the body posture design of
the digital avatar is a key element of emotional
expression (Fig. 5). By designing different body
postures, such as a straight body to express
confidence, a lowered head to express modesty,
etc., digital avatars can express various
emotional states more comprehensively and
increase the natural feeling of interaction.

Thesedesignelementsarecomprehensively
used in figurative personification to build a digital
avatar that is more humane and closer to real
communication. The synergy of head posture,
gestures, expression changes, voice pitch and
body posture allows the robot to more accurately
simulate human emotions and communication
methods, improving the interactive experience
between the user and the robot. Through the
figurative anthropomorphic design, the digital
avatar more vividly reflects the rich emotions
and expressions in real social communication,
providing a more realistic experience for the
anthropomorphic chatbot to shape the user's
psychological construction.

Generally speaking, these two avatar
design methods have their advantages. The
abstract anthropomorphic avatar pays more
attention to cartoon characteristics, making
the robot avatar more relaxed and pleasant,
and easier for users to accept. The figurative
anthropomorphic avatar puts more emphasis
on realism, making the robot more realistic

when simulating interpersonal communication
and providing a deeper user experience. In
practical applications, abstract or figurative
anthropomorphic avatars can be flexibly
selected according to different user groups
and application scenarios to achieve the best
interactive effect. Future research can further
deepen the discussion on anthropomorphic
avatardesign and combine research on emotional
computing and human-computer interaction to
provide more innovation and inspiration for the
development of anthropomorphic chatbot.

CONCLUSIONS

This study provides a comparative anal-
ysis of abstract and figurative anthropomor-
phism in chatbot digital avatars, revealing how
each approach affects user engagement, emo-
tional connection, and overall interaction quality
in unique ways. Abstract anthropomorphism is
characterized by simplified, cartoon-like fea-
tures that create a friendly, approachable vibe,
making chatbots more acceptable and usable,
especially in informal or entertainment-focused
applications. In contrast, figurative anthropo-
morphism features realistic human-like attri-
butes that help build deeper emotional connec-
tions and more immersive experiences, which
can be particularly beneficial in professional or
support-based environments. These findings
highlight the importance of choosing anthropo-
morphic design styles that align with intended
use cases and user expectations. The insights
gained from this study can inform future design
practices, encouraging more strategic and con-
text-sensitive applications of anthropomorphism
in chatbot avatars. By incorporating these de-
sign principles, digital avatar designers and de-
velopers can create more effective, intuitive,
and engaging digital avatars, thereby advancing
the field of human-computer interaction.
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3acrocyBaHHs1 aHTPONOMOPEHOIro Au3aiHy
nopiBHANBbHMIA aHaniz abCcTpaKTHUX

MeToro [0C/ifKEHHS € BUBYEHHS 3aCTOCYBaHHS Ta BIJIMBY aHTPONOMOPGHOro

An3ariHy B Un@poBux aBatapax 4aT-60TiB, 30CEPEAXYIOYNCL HaA MNepexodi Big mexa-
HICTUYHNX [0 J0ANHOMNOAIOHUX iHTepgeciB. [JoCnigxKeHHs aHanizye abCTpakTHMi Ta
06pa3sHuii aHTPOrNoMopi3M, BUBYAIOHM IXHIO POJIb Yy MOKPALLEHHI 3a/1yYEHHS] KOPUCTY -
BauyiB Ta iXHbOro 4ocBiay. BuByaroum, sk abCTpaKTHWIA AN3akH CrpOoLLYYE /II0ACbKI pucu
AJ151 KpaLoro po3rizHaBaHHs, a 06pa3Huil An3akH iMITy€E peasibHi II0ACbKI BUpasu 4715
6inbLy NprUpogHOI B3aeMogii, AOC/IAXKEHHS MigKPEC/IHOE BaX/INBICTb €MOL}iFIHOI KOMY -
Hikayii B An3anHi 4at-60TiB. OTpuMaHi pe3ysibTat BiAKPUBAKTb MOTEHUIMHI LLUISXU
A7151 ManbyTHIX AOCIAXEHb Yy chepi aheKTnBHMX 064YNC/IEHb Ta B3aEMOAII JIIOANHMN Ta
Komm'toTepa.

Meropgonorisa. Metoa aHanizy nirepatypu: O6ys70 NpPOBEAEHO KOMIIEKCHU
or/nisig iCHyr4oi nitepatypu rnpo aHTporioMopHuE An3aniH, Uungposi aBartapu dar-
60T7iB Ta@ B3aEMOAit0 1K0ANHM 3 KOMIHOTEPOM, 106 CTBOPUTU TEOPETUYHY OCHOBY AJ151
AOC/IAXEHHS. MixaucumrniiHapHui MeToA AOC/IAXEHHS: Teopii Ta MeTogn pi3HUX
ancunnnid 6yan o6’egHaHi 4715 BUBYEHHS Pi3HUX UNGPpoBuxX aBatapiB 4aTt-60TiB 3 Bu-
KOPUCTaHHSIM abCTPaKTHUX | KOHKPETHUX aHTPOMOMOPPHUX AN3aliHIB, LLJ06 3pO3yMiTn
Bnbip An3ariHy Ta Moro BrnavB Ha AOCBIf KOPUCTyBaya.

Pesynbratn pocnigxeHHs. [OC/ifXKeHHS BW3Ha4yaE [ABi OCHOBHI KaTteropii
aHTPOrNoOMOpPHOro An3ariHy A4/715 UndpoBux aBatapiB 4at-60TiB: abcTpakTtHa 1a 06-
pa3Ha. A6CTpaKTHIi aBaTtapy BUKOPUCTOBYKOTb CIPOLLEHI, My/IbTSLLIHI BUpasu 4715 re-
peaadi eMouisi, CTBOPIOYN APYXHI Ta AOCTynHIi Un@dposi obpa3u, sKi nigBULLYOTb
CMPUIHATTSI KOpUCTyBadyamu. 3 iHLIOro 60Ky, obpasHi aBatapu nigKpecirTs peaslic-
TUYHICTb, IMITYIO4YN MOBY JIKOACLKOrO Tisla, BUPa3 06/1M44si Ta TOHa/1bHICTb ro10Cy, o6
3abe3rieuyntn 6ibL IN60KMEI IHTEPaKTUBHMI AOCBIA. Li CTUi An3asiHy rporioHyTh

Ma N., Khynevych R. V. (2024). Application of Anthropomorphic Design in Chatbot Digital Avatars: a Comparative
Analysis of Abstract and Figurative Representations. Theory and practice of design. Culture and art. 4(34). P. 378-387,
doi: https://doi.org/10.32782/2415-8151.2024.34.41
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YHiKasbHi rnepesBarv, [03BOJISIIOYN KaCTOMI3yBaTtu ix BigroBigHO 4O KOHKPETHUX 10-
Tpeb KOPUCTYBAYIiB i KOHTEKCTY porpamu.

HaykoBa HoOBM3Ha. Lle 40C/1ig>XKeHHS NMPOMNOHY€E MOPiBHSAIbHY 6a3y A/15 aHani3y
abcTpakTHoro ta obpa3Horo aHTPOrnoMop@HOro Am3ariHy aBatapiB 4aT-60TiB, 30ce-
DEKYHOYUCH HA IXHbOMY B/INBI Ha 3a/ly4YE€HHSI KOPUCTYBAaYiB Ta eMOUINHY peakLito.
Ha BiamiHy Big nonepeaHix A40C/niAXeHb, C(OOKYCOBaHUX Ha yHKLIOHaIbHOCTI, Le [0~
C/TIAXXEHHS] BUCBIT/IOE MCUXOJIONYHI ehekTn An3ariHy aBatapiB, KAacu@ikyroumn Taki
€/IEMEHTHU, SIK BMpa3 0b6/inm4ys Ta Xectu, A/ onTumilauii An3ariHy, OpiEHTOBaAHOro Ha
KopucTyBayda. Lle crnipusie B3aemogii Mk JII0OAMHOK Ta KOMM'toTEPOM, Mnoranbaoym
PO3YMIHHSI TOro, SIK AU3ayiH aBatapa CripusiE eMOUIIHOMY 3B'S3Ky Ta 3a840BOJIEHHIO
KOPUCTYyBa4iB.

MpakTn4yHa 3Ha4YyLWiCTb. Pe3ysibTaTtv AOCHIAXKEHHS MICTATb UiHHY I[HHOp-
mauito 4715 An3anHepiB i po3pobHUKIB y coepi ansarkiHy iHTepgericis yat-60TiB i LI
Po3ymitoun BriimB abCTpakTHMX Ta 06pa3HMX aHTPOroOMOP@HUX €/IEMEHTIB, An3a-
VHEepu MOXYyTb pobutu 6inbLy 06rpyHTOBaHmi Bnbip rpyn obpaHHi CTUiB aBaTtapis, SKi
BiagnoBigatTb yrnofo0b6aHHsIM KOPUCTyBadiB 1a notpebam riporpamu. A6CTpaKkTHIi aBa-
Tapu MOXyTb 6yTH 0CO6/IMBO €HEKTUBHUMU B KOHTEKCTAX, SIKi BUMararoTb JOCTYMHOCTI
Ta NpoOCTOTU, Hanpuknaasd, y Aogatkax A5 06C/1yroByBaHHs KIIEHTIB. Ha npotusary
Uybomy, obpa3sHi aBatapyv MOXYTb MiABULLNTH 3a/1yHEHICTb KOPUCTYBA4YiB y CLEHAapIsIX,
SKi BUrparoTb Big peaaiCTUYHOCTI Ta €MOUIMHOI rimbuHn, Harnpukaad, y cepi oxo-
pOHM 340poB's abo ocBiTN. HaaaHO rpakTuyHi pekomeHgawii 1oA0 BrpOBaA)XeHHS
aHTPOMOMOPGHMNX ENIEMEHTIB — TaKnX SIK BUpPa3 obsimuysi, Xectu i Mogyasuis roaocy,
SKi CIpUsItOTb EMOLIFIHOMY 3B'S3KY | 3a40BO/IEHHIO KOPUCTYBAYIB, L0 B KiHL/€BOMY Mif-
CyMKYy fgoriomarae 6i/bLl e(peKTUBHIN | MPUEMHIV B3aEMOAIT IIOANHU 3 KOMIT'IOTEPOM.

Knr4yoBi cnoBa: auv3zaniH, abCTpakTHUM aHTporiomopgism, obpasHuii aHTPorio-
mMop@izm, An3anH 4aT-60TiB, AOCBi4 KOPUCTyBaya, An3ariH IHTEpP@ENCIB, iHTE/1IEKTY-
asibHui 4aT-60T.
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