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A Study on virtual character from the viewpoint of E-branding
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(Abstract)

The reason of the appearance of Internet is regarded as a
milestone since we have shared information globally in a
mutual way. The important thing on this point is what
contents we choose for ourselves. The Internet could be
meaningless unless we use it in a certain way, which
ultimately means that the Internet has to deliver something
valuable to us humans. Therefore, we have looked at how
we can deliver and share humanity and emotion through the
Internet, also how we can instill vital power into our real life,
through the Internet. Fortunately, the current study must
essentially be ongoing due to its nature with perhaps a
multidisciplinary team brainstorming ideas. The reason for
that is that not only could we find new business models for
companies, but also find out new ways to appease the
human mind in the modern age. In addition, as consumers
needs become more specialized and diversified, companies
are expected to face up to fierce competition with the help
of innovative ideas. The ever-intensifying competition requires
companies to cultivate new strategic tools in order to have
new, powerful and sustainable comparative advantages. The
goal of this research will be to explore ways of finding a
new approach. Specifically, this research is about how to
use the EVC(empathetic virtual character), which, this
researcher believes, can deliver emotional benefits so as to
make e-branding successful. According to reports, it has
been proven that this new concept including the EVC can
result in tremendous success. So the goal of this research
is to explore the current situation and to anticipate the
future concerning virtual characters.
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