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Abstract
With the rapid development of Internet technology and the proposal of the strategic objectives of
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national cultural power and network power, virtual image, as an emerging marketing tool, occupies an
important position in network marketing by virtue of its unique charisma and wide application pro-
spects. Through literature review and theoretical foundation analysis, this paper describes the concept
of virtual image, its development and its application mechanism in the field of marketing. Subse-
quently, the construction strategy and personalised design of virtual image are discussed in detail, in-
cluding character positioning, technology empowerment, fan participation and differentiated charac-
teristics, scenario-based application, interactive experience and other aspects. Then, it analyses the
specific application of virtual image and its effect in multiple scenarios, such as social media marketing,
e-commerce platform promotion, live streaming with goods, content marketing and game entertain-
ment marketing. At the same time, this paper also discusses the challenges of privacy protection, ethi-
cal disputes, and laws and regulations faced by virtual images in online marketing, and puts forward
corresponding coping strategies. Finally, this paper summarises the key value of avatars in enhancing
the effectiveness of online marketing and looks forward to its future development trend.
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