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Abstract

Advances in information technology have propelled the metaverse from concept to reality, estab-
lishing it as a highly prominent emerging field. Within this context, virtual digital humans (VDHs),
serving as a crucial entry point into the metaverse, demonstrate immense commercial value. Cur-
rently, VDHs are rapidly becoming key digital strategic brand assets for numerous brands, enabling
them to construct novel brand images, expand marketing boundaries, and forge deep emotional
connections with consumers. Building upon a review of existing literature, this paper employs crit-
ical analysis to explore the connotation, characteristics, and constituent elements of VDH brand im-
age. The research reveals that a corporate VDH brand image represents the image of the VDH brand
within users’ minds, characterized by technicality, plasticity, adaptability, anti-interference, narra-
tive quality, and interactivity. Furthermore, the VDH brand image comprises six constituent ele-
ments: corporate image, audio-visual image, intelligent image, functional image, brand personality,
and contextual image. This study offers a fresh perspective for enterprises seeking to shape their
brand image in the metaverse era, aiding them in gaining a competitive edge within the increasingly
intense digital landscape.
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Figure 1. The logical diagram of the six major characteristics and the six key elements

E 1. RRFESAKEREZEE

4.1. tIFER: REEENEEER

PR ILE LB NN IE R 2 o ANV GAE N R A N i R S 1 B R R R
HREE AMEN S B S R S 2, BREE T S g, AT, g4 BEAN R T XS S48 45

AN SEIAMARIAEE R T 4 et RS 584 it b, SEARILAE R B 7 AR . R s
PLRFFSAHT o AT b 57 W s e 1 A M AE [R) 45038 N TR 520 ) S5 BB A, T 6 44 5 B Aol g Rk 2 T
AT RS, XL R R AL [R5 m A 2 6 R 2 NS PTG A A S EATE . B S R B
Nt R )RR SCHE, A TRt Bz H P R E . ARSI, 250 &K H A1
ANFEBAR S IARs . Filan, ST B R R, ARFE S B K AR SR AT MLt r, %
TRAENE S A m A Mokt oy S R, WA, B RE A 5
o MITELFFZMHE G A SE A H R 7. WN—LRRTRMEE, MATEFRREE A
PRI TAEASRE, A AU TR B S Al i 4L B A\ Big 8 B 5 IR &S & R . MR R R,
TR R @RS, WAl SN BB NS P il A, RS B H s A0 B P 1
[INEIEIFST
4.2. MIFFR: MEIAARYIER S

A IR VERHIE AR A KL 7 AT T Rz o T T G2 FH P ) it A 0 R SR B R 4 ik e, T 8
BT 5 AT AR IR T B AME KR F i, MR T e R MME S R e & . e T
BB AN LERSR .. BRIER. BB S. KEWSR . SIER R UL i R A 1T R ) 35 S B AN 67 18

PSR T -

DOI: 10.12677/ass.2025.1411978 117 ey =g B


https://doi.org/10.12677/ass.2025.1411978

7K 5%

HEES, HENEF NI, HESERE. OIPAE L& S S e R E R, eSS
— I RIS 6 SRR AP BN R ARTE ROGF M LL] . RS REBLEE, AT G ) o 5 B R IR Bl i
FRFTE S HOUHENL: KRB R B8 SRR RS, IR, RETL R R T AR
b, MRl GRRIEI NS, #EIRERE RS S SRR AT NS E I A A
TE RS KA R MBI S IER IS TR AT N AMERL S S . A9 FH P IR0 i R )
VIS, WU R LA N 6] YRS SR RS — BN R . DU S SERE LR I B i, T e At i
wiil, AR IERE AR R Zh A5, BELk A AR I [8] Y AR B 2B St 10 2 1) B E A
ML G KNI HARRE, m AR Roa S P B E, BeRiiR AR5, #Fd&
FETCF T 2 EE TE O TG AR PR SR RUR A, R ERE T AMEANT R 248 7 P it &3z, vl
FESR A PN SRR RZ . SRR, FETT T RTURIBIAET T, MR S BB PR ——E AN
RS S, TRMER P “ERK” 5 MR REER.

4.3. BEEMR: MRZERIANLE

HAWEREADE BT N REE R 2. B BETE S A N SEBLEZ 5 D RETE AR O BoR SCH,
A T BB N EAR N S EAME, G E AR S SRR, OS] R L5
W% 5E 4 1o EARR LM R B AR, BE 2P SR ALK . B RS
AH BRI RIS AR ., HIERIE. RBRY . HEGRRETERR .

TR E S E R BIEAR 2 B R R B RERE A T/ INK, RERS B ARG XS, 4 A
PURORIRAE AL, RAFEOCH) B ARTE S B ROR, EF AN P R, R R A RS ). AL
Bk S ESA BRI ORI AGFIT L, 2 M & i SO I, RSOy N e % BRI s LR AT A2
FEARIE I P G SR e B T 5. RS L SR HEGRA D REN HE— IR AR, R
B NGB TE &« SCF RN, IERESS 381N . SR SRR, BN P I 20T 45 T8
PR, e P EAE, I AR FERIE S 2SR 2k, S B RN SR
PR, TR LRSI O B BERT A BT B . MARSR A1 “HAE 20 R BRALA, H P IR 5 Rk
FNERILRMFFEENE . BB, KOS AL R RIS, A3 7 5 AR

i
4.4. HEEFR : RN ERREEER

B AN PER AL ISR B B NIhRETE R 2, BBl H A5 58 I RETE G Ak i KA 58
fFe DIRERRAET W R TR SEFREE 1, EIEORHE 0 S N ShRe R 1 3iAs s @il
R ATEEIThREAR 55, s S P FAE AR i B B, O P R I I B2 0K B 77 . DhReTE
FAFEW R E BB T R IRAUIRSS . IS WA R R B IR RET AR 4R
Fro

REHCT NAFAEOHME(E R MR /R, B4 TEE . BN S R K. i, FiRsE
REA T AR BEPUERE SRS, OB S MR Nt A, R AR TR AR A R S
Ny, J61E, 9 PR pb OB . ErbEA e B ORIE DI IE S AR EAL RN, A RE
SESL PR SRR R AR 532 R AR I IR i I T I RE L - 5 P BE A 8™ b 5 SR R L
VAR P AE R AT I . 77 i R B R S 5 M, PR iR 5 RAFAR:, WS &
BNIEFIFRFAEAEA, ST MRS . P RIERINERIERE, WS P e R SRR, R
LA PR BUR N Bl ATEEL W7 AR

DOI: 10.12677/ass.2025.1411978 118 SR EERT


https://doi.org/10.12677/ass.2025.1411978

7K 5%

4.5. mhEME: REERNRRAZ

HCRPERAE AU R T N b2 e g AR R SIS IR Z DRI AL 22 (0 “ Bl [A] 7 2R
—— P A R G R A N SRR, SEBE ST 8 IR S AR R . AR T
REAECT NI — R, 2T NERACTER LA RS, 75 2O s 7 S ) AR
B o Ak AT IR HE E LA SIS BRI, AR L R S ZE LI SRR B, 3R A S I 6 S
B WEAERSE T EUBE AL T B B R USRI TR R

YRR S IR, RS SO B H AR R AR R A, IR BRI — AR,
Mo & W I Rr L SO A M MEERE R, SR EH “SMARRIT” M B e fr. EAL, W Ak EAR YR
fn LS S5 T R, BRI NI S Thae; IR, IERmMERE S, MR ZRTHRAT
o HHGEIEREE S RTE, R — B GBI, A%, FR BB AR B, BB AR B
AR BURSREEASE, FARERIERT fhEE AL RO E , A RS T R RETS IR AR T . AU
fREMACT NS, BESMERMEEE, WElRrE M k. F5, BEMSTA
OS5 i, SRR ME R SCHE,  LE I L T A AR A BT O RS 1, O S AR A
XL ST R IL [ B3 R 00 AR (R RN, LR AR AR R rh DR R O AR S NG, ST
FELR 51D it P TR B

4.6. FRHR: ELMERERZEN

FIEVERF LA DUE R T N SR R 2 Ju T i AR AL MR S K SAERHIE, (3 SR RA T &1
SHIF SR, T OIS fh AR 5 P S TS A S R G SR R T BT AR “ 15
B, Ed SRR IR RS, SE9R ML RINTURE S &R, IR AR ESE.
SIERASE T80 B S. GRS AR SRR .

WU R SRR AR 2o BT N R G AR50 . & B 540 JR SRS SR A R it RE LR
FURSZ BB NI, R KRS 3 ST AOR R R R N, REWFIRIIR S| PR T F
SEAL A RERIRRR TR 8 ) 5 3 5 AR DR 35 B T2 0 58 (S A RE R A N BEHLR AN . AU N e
AR FAER Y SR AR B, ERKYE I SRR R AE N B ST N ERIETT A, Bl ES
SRR LEr RGNS, FN, BAGREREEEER, 5EROBHEL. SRS
WS —, 2IH AR BARRIRERCR . Wb, Ssth A, ERRRE, At PR MEA
WERER, BELHPERERRT, MEMS T AR S AR A R RAINK

5 R4

TCFH HIPGEAMR EE — MR R E SUURE R AR EIR,  SEERZIFA 1 el i e B i
R4 V2 BT N2 DAL IR RO . FRENZ 5 2 B AURR 101 dlb B 7 A e 5
(L AT RSN e e oo T 21 s P LY 2 D SRR 1R IV A)E SN Y4 Sl e o 1 S A BUMYA LD v
IR —ARRAEDS, BERMBTFAZ IR, H BT NBORYESERHE, #T 7 R A
PR BRI R EEZR, T 2 b R A TG S RSRAE S A E HED M. B A DOR f
R TTFH R “AENT, ERMROMEERCT IR “ 8" 5 “IRRBR 7 o B IF 4RI
TR BVBRHE S EE Z, R i R R S A AR, SEBVE AT R b 2 #2488, AWHFC A7 £E
—ERRMR, RIE T A AL POEEE AR 2, U A R AAEAE N S BT N IS
FE PG 2t 52 RSO S A A SR KR

DOI: 10.12677/ass.2025.1411978 119 SR EERT


https://doi.org/10.12677/ass.2025.1411978

7K 5%

E&WE

VU148 B 2t ol 2 B A e B M K SO S A5 ST e ik b 2024 A PR “ 70 5% 35 LI RS A
FE G T (WH %5 : SC24DCMO3)HF 78 il -

BE K
(1] PN s R AT 3 R1(2023-2025 4E)) H GG B3 2573 2025 FEAHEF MR IL 2500 12
JG[N]. PUJITH R, 2023-09-20(2).

1 ST AR PR 25 (2021) [EB/OLY]. 2022-02-07. https:/www.sohu.com/a/523356496 121015326, 2025-06-18.
1 B2k BB, TR EE RS A T[] EBR SR, 2021(29): 38-39.

4] FERNG-RHEE), % EAEHEIM]. e L ARHREE, 2006: 304.
]

]

XY, fRiErd, XA KT EORTEE: DU B ITIE AU T A SRR, T8 R BV, 2023(5): 77-85.

AR [ Al R G v S AL 3 SR ST 51 A R T3 [EB/OL). 2024-02-02.
https://scim.cuc.edu.cn/2024/0202/c8414a216428/page.htm, 2025-05-08.

[7] Schultz, D.E. (200) A Bootload of Branders. Marketing Management, 1, 87.
[8] Biel, A.L. (1993) How Brand Image Drives Brand Equity. Journal of Advertising Research, 32, RC6-RC12.
[9] VTR, PRV, S ETE REEEMIVERE Y K IR FH[T]. FETT A4, 2002(3): 65-71.

[10]  ZEUEWH, AL BEN SO T BT NTE ST 7 [J]. AR5, 2025(10): 49-52.

DOI: 10.12677/ass.2025.1411978 120 SR EERT


https://doi.org/10.12677/ass.2025.1411978
https://www.sohu.com/a/523356496_121015326
https://scim.cuc.edu.cn/2024/0202/c8414a216428/page.htm

	元宇宙视域下虚拟数字人品牌形象内涵、特征及构成要素
	摘  要
	关键词
	Connotation, Characteristics, and Constituent Elements of Virtual Digital Human Brand Image from the Perspective of the Metaverse
	Abstract
	Keywords
	1. 引言
	2. 元宇宙视域下虚拟数字人品牌形象内涵
	2.1. 元宇宙视域下的虚拟数字人
	2.2. 元宇宙视域下的虚拟数字人品牌
	2.3. 元宇宙对虚拟数字人品牌的影响
	2.4. 元宇宙视域下的虚拟数字人品牌形象

	3. 虚拟数字人品牌形象特征
	3.1. 技术性
	3.2. 可塑性
	3.3. 可适性
	3.4. 抗干扰性
	3.5. 故事性
	3.6. 互动性

	4. 虚拟数字人品牌形象的构成要素
	4.1. 企业形象：品牌背书的信任基石
	4.2. 视听形象：品牌认知的初始触点
	4.3. 智能形象：品牌交互的认知共情
	4.4. 功能形象：产品价值的精准传递
	4.5. 品牌个性：品牌差异的灵魂内核
	4.6. 场景形象：虚实融合的生态法则

	5. 总结
	基金项目
	参考文献

