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On the Formation Mechanism of Brand Identity

Based on Grounded Theory

Wang Qiwan, Wu Yungian

Abstract: By applying the research method of grounded theory, elements affecting consumers’
brand identity are extracted, the relationship among the influencing factors is combed and the for-
mation mechanism of brand identity is explored. The research results show that factors affecting
the formation of brand identity include brand personality traits identity, brand product value iden-
tity, brand product image identity, brand feelings and brand evaluation. Among them, brand per-
sonality traits identity, brand product image identity and brand public image identity are the foun-
dation of the formation of consumers’ brand feelings and are closely related to brand evaluation.
These five parts work together and form customers’ brand feelings eventually.

Keywords: brand identity; value identity; product image; brand feelings; brand evaluation
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