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[Abstract]

Advances in digital human technology have transformed virtual characters from static visual figures into dynamic, interactive
entities capable of expressing personality, emotion, and agency. This transformation has expanded the expressive capacity of digital
media and revived scholarly debates on individuality, narrative construction, and the affective dimensions of audience engagement.
Using “Liu Yexi” on TikTok as a case study, this research applies topic modeling and sentiment analysis to 11,513 user
comments to examine public discourse surrounding narrative-oriented digital humans. The results indicate that viewers primarily
focus on cinematic aesthetics, storytelling, audiovisual experience, and commercialization. Although overall sentiment is largely
positive, negative reactions arise in relation to excessive commercialization and interpretive ambiguity. These findings offer
insights into the multidimensional perceptions and emotional responses that shape audience engagement with virtual humans in

contemporary digital culture.
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[ 3. Results ]
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Fig. 2. Analysis workflow diagram
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