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Abstract

This study distinguishes enterprises’ brand management models into official websites and virtual
sites in a virtual world (namely Second Life). Many previous studies have examined enterprises’
activities to enhance brand equity and their resulting effectiveness. However, brand management
activities in virtual worlds have received much less attention. This study investigates enterprises’
brand management in their official websites and virtual world sites to uncover any differences in the
ways they operate. This study also investigates consumers’ perceived beliefs of brands arising from
enterprises’ brand management models, and attempts to find out the perceived beliefs of official
websites and virtual world sites are different or not. This study selects Dell as a case company, which
is computer service provider, has official websites and virtual sites in Second life. First of all, this
study applied content analysis to Dell official website and virtual site, and finds that Dell’s official
website mainly provides information in text form in a concise manner, while there are symbolic and
decorative objects in Dell’s virtual site. Second, this study conducted an experiment (two management
models), and invited a group of college students to act as the subjects, in an attempt to explore the
differences in their perceived beliefs of the brands in the different conditions, with a focus on brand
attitude and brand image. As a result, the subjects’ brand attitude improved in both conditions for Dell
(virtual site: t = 2.151, p = 0.045; official site: t = 2.392, p = 0.027). After involving the experimental
condition, even though the subjects averagely gave 0.455 higher scores with no significant difference
in their perceived beliefs of brand attitude toward Dell's virtual site than that toward Dell’s official site,
the subjects had significant differences with regard to brand image for Dell (F = 12.105, p = 0.000).
Overall, this study finally confirms that the companies want to improve viewers’ beliefs about brand

attitude and image, it is necessary to manage their virtual sites in addition to official ones.
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