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Abstract

With the continuous development of digital technology, virtual idol plays an important role in the
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process of brand personification. They not only cross the boundary between reality and virtual, at-
tract the attention of consumers, but also create a unique personality for the brand. This paper aims
to map Maslow’s demand theory and emotional design to each other, deeply analyze the needs and
advantages of virtual idol in brand personification construction, analyze the brand image personal-
ity of virtual idol from instinct level, explore its brand perception personality from behavior level,
and deeply excavate its brand spiritual personality from reflection level. From the perspective of
brand development, virtual idols created through three levels of emotional design are involved in
brand personalization construction, which helps to enhance consumers’ recognition and loyalty to
brands, thus broadening the development path of brands and promoting brand communication.
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Table 1. Comparison table of the role of emotional design in virtual idol construction
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Figure 1. Mengniu virtual human “Nai Si”
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Figure 2. Huaxizi virtual human “Huaxizi”
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Figure 3. AYAYI and SHISEIDO cooperation poster
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Figure 4. Unified green plum green tea and Ling__LING collaboration poster
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