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Abstract :  Anthropomorphic  agents  have been successful  in  areas where there are many human interactions,  such as
education and medical care. The persuasive effect is also expected in e-shopping sites on the web. This indicates that customer
service is not necessarily human but can play that role. However, the 'humanity' in anthropomorphism sometimes has a risk of
working negatively. In general, as the appearance of anthropomorphic agents approaches humans, it is thought that their
affinity with humans increases. However, when the degree of similarity reaches a certain level, it gives the user a weird
feeling. This is the 'eerie valley' phenomenon. This is a concept used in the world of robotics, but it seems to be applicable to
anthropomorphic agents such as characters. Then what kind of design can you accept as an anthropomorphic agent that gives
you a feeling of friendliness or good feeling without causing discomfort or fear to people? This study focused on this point and
examined what design and characteristics would be effective for marketing communication. As a result of the investigation, it
was found that there is no need for gaze and blinking, the size of the eyes is normal or large, and the impression evaluation is
higher when the structure is as simple as possible. Conversely, agents with high eye-gaze and white-eye ratios had low
evaluations, and the negative impact on eye-gaze was particularly large.
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