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Brand Image Design and Communication Based on Virtual Idols

NIU Min, CHEN Gang
(Hubei University of Technology, Wuhan 430068, China)

ABSTRACT: In view of the new consumption mechanism and ecology in the Internet era, this article aims to explore the
principle, function and development trend of virtual idol as a new consumer symbol in brand design. Using semiotics and
iconography, based on four dimensions of brand design, mass culture, daily aesthetics and cross-cultural communication,
it compares different brand design strategies of real idol, anime personification and virtual idol, and summarizes brand
design methods and principles based on virtual idol. In the Internet age, virtual idols not only conform to the trend of
digital symbol consumption, create the new brand mechanism, create brand images with stable quality, multiple personal-

ity and highly stylized visual effect, but also promote the innovation of brand thinking.
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Fig.1 Joan Blondell endorsed Lux soap (1930)
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Fig.2 Hatsune Miku endorsed Lux shampoo (2016)
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Fig.3 Kumamon as city tourism image
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Fig.4 Extravagance:Hatsune Miku endorsed BMW

BifT4?

KI5 I8 RAM: ANTa] iR AN [) i 2 XUA%
Fig.5 Luo Tianyi: different brands, different modeling styles
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Fig.7 KFC's new spokesman: Virtual Sanders
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