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SBEBHVIEA: T"AREBHS BEEESE

e, Fim

(LR 2R B, L 200433)

W OE: R LR A AR AR R GG T 3 A AN A SR AR R AR B SR R &
E, R T ANACT R B AR A K, R AN AT R i 5 AUk 6 2R R R — B, R
AL 2 G5 — b AN AT R S, L R AT ST A A TR MEAUA 6 217 R E A LGP R ANAA R X
ko A ML i 3342 R IR T AA SR Mot Bt 54 R LFRE T AMAASIEH
“AFEHEAMR) (B R) AR E (), B I M XA m it A RetS
Ay S b s MASA Su M 6 1B 6 3% A4S 2 Ao A2 61 69 /A B, AREZ T B RS fe Ay o it
B IBEAEL , A T AT B 506 A8 K B30 5 ARIEAS AT K ) Ao 3 F A A T i 0y
BED BT TALR G, SFAAMR TG Z Aoz X EANERERET ISR 25, R E
HT T ik BB LA A B AR v A @A AR M R R R it AT T R KRR
HE T okt B RAR 203t —F BE, 5 T REABKRBENASNG G ZRLH FRILEE L,

FERTR: AT BRI AW M Tl 2

FESZES:F270 XEFRIRAE: A XEHRS:1001-4950(2024)03-0036-17

T S S

—. 5l

R, 7405 R S AN BRI R o R AN S M RS N T SO %, A Rk E
BEAARE AR AR B A A N XA 2 I SRS T 22 B 50 A0 )2 OG0 O T XA AR
ATEES BN T ISR IR T4 i R AR, B> A R BSOR B 22 1) A e B AR SR R B TA
R IAE A A (KleppingerflCain, 2015 ; ParmentierflIFischer, 2021 ) , ™~ A s it il At
A AR FE M 2 (social media influencer, SMI) W 5| 32 A Vi 12 %1% (Chen, 2013 ; Smith £l
Fischer,2021) o MG £ 1# 3225 7 JE )< IR B2 738 T , TN Ik A\ “BRE 48 5 S LAt [ 21
“Papithy”, To— A=A N i WLIE 3 19 B D 2 491 o B SRS N X — M 7R 199 74F A Bl 4 1
(Peters, 1997) , (EZA> A Al IR A9 5E B A0 oK B2 A (Scheidt?,2020) , Ho 2 ] DU # EIECT

Wr#s B #5: 2023-03-14
EEWB: BRASHF AL T EAE (AZD0ST); B R A AMF AL E LR A (71872106) ; P s HA I AA
B Ak 4 & R F 4 (CXJ1-2022-403)
EERBMN: 44 (1976—), §, LM 2 K3 A FRAR I, ¥4 57,
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AF AR FRV 1 S BRI T A T R AR T A0S S N R E R PR A
F?  NAFRET LAY A i i (Rampersad , 2008 ) .

FEREAE AN SR 1 S B AY ARE S L BN IS A2 B 2R3 1 ) e Sl
B8 R A L S TE A NS A R, W AT AR 2R (Loroz M1 Braig, 2015 ) A~ A
Y 7= (Atzgerd, 2020 ) ; 42124 F 5 A A dib JEAE AR I (Kleppinger A1 Cain, 2015 ) 5 AL
(ParmentierfFischer, 2021; Pihl, 2013 )i & i A 42 AAE H 5 WAt 232728 0L SR AR N b ALY T 712

PR FEE 23 554E (Shepherd , 2005 ), BN A5 BIFFE TR, 25 0TS N R A LA B

3 JRHEEIAT T A0 (AScheidt®s, 2020 ) , FE2 08 AN AR5 1 99\ A% 5 I s o L 25 2
TR (Osorio®,2020) KT , —Le LRl R GEA SC T, 10, S AR N LRk A
NE AT IS FL) 7RISR B AN A b A 0] 2 57 2 1E 2 6T PR TR B A () A — 350, A A 5 7
HUHIGET IR 2 S50, M LU O A R 1 5 485 AL 1) 2 LA

AW M 15338 0 72 (Kotlerds , 2021 ) HH AR A Sk RS IR I8 5 45 0 B 1%
I FRIRAR A T 7 i (B ) B = b A (B33 ) 25T 238, LA R 238 i m) 2
57 i BT R (O EEA) SRR o 1 56 AR SCHSTT T A R 2 B 0 (A o e
W R = A SR R =3 = SRTE 38 ) B 20 A S RELAITER ( 1k B Mz AR ), IR IX4r T
I F it RN A it e LR, AR SR AN (B A% 338 o R A AN (BB CIRHE AR B S TE 4L ) AN
(B 15358 CHREAS A R S i A i ik 52 00 ) BN (B IL B (32 S ST 4 885 ) M T 38 ML
il IRV T A A R J SR M R G P PPA o B, AR SRS b RIS A Sk i F 5 )y )
TT R,

—. XEE

(— )ik b
AWFFETEWeb of Science B %00 A 4 (20034F 224> ) HOWA Al JURH G 3 SOk k4 7

TR R KR T B 8 (bRl 4/ S G 5#ER] ), & &R Al fpersonal brand, human brand,

self-brand fllcelebrity brand . ¥ K FHAR VT AL , )L A] fiEfUffpersonal branding .human brandsfil

self-branding“FAH VT Bl S , i — 2B e IF-HERR A A G B8 3¢, Aiself-brand connection,

WA ABIFGE S OCTE T LR R SR DAL O SR , 25 AN FE T AN A SCRR AR 2 - B
LA T 1330 P SCCHR  [R] , REMR AR AR AT, LS AR N B a4 A
st LR g Sl g R R0 P SO 5 SR G (CSSCOWR I T AT A T A 2%, 3R
BT 400 5 A Al AR S A P SCOCRK

(=) 3k B

AN R FPeters (1997 ) 3¢ FNMAEL & IR SE , ATE BRI P 75 B “Me Inc.”

CRr A FRA R Al ) B AT E , ARG 22 SRR se G AR 3 S0 TS s 557 sl & gl i
FERARE . BT A 32 SO AT A ERE IR TR, R TESAHH A SO 2R
JA , R A B AR IR b TRk B IRME RSB (KhamisaE , 2017 ; VallasfTHill, 2018 ) ; [A]ET, 5f
Mb AN A VRN 55 3l 1 TS R RGN a5 S Rl NS, DT A BRSNS S R e
oA S E ) IR AIIA AT (Vallas Al Christin, 2018 ) .

FEFN R A SO T 202245204 NSRBI 9 0 & SC e o FE20104F Z /i, 4~ A fil i SCiR A 4F
5 SCh /D, H 22 MR 23 SR T 20 104EFF 48, A S BBF S i 2 fin | - HL 8 06
A A A A AR T 98 i it R (I 1 R AR ) o 25 284 AR WA O 28 Il B N L T

ORALFEHR 43 E TSR A2 FF 42 301 SCHik -
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Hi, BT AR A A AG T3Z 1 RN BR A 8 AR AR TR A BRI, 2 A AR T T TR A
g EE S (Smith%:,2021 ), EE BT T RILE2e 5% (PMNE A 3087, 2019) , MA ] LR 4 BK
V0 P AGAE L, , TS 3R F SR R 5 R it ELAT AN TR B 32 A o

25
o | —— AR
----- IS
i 15 |
Y,
& 10 t
5t
—
N\ O D A A N DD OHE N O SN,
O ' " QNS SSSD QS
IS S S S S S

GERRUR - ARG AH G SCRREE B
1 MARBHAREREES

A4 ) e X (B UTD-24 FIFT-50/4 117 4~ A i 3C (WL #21) . Thomson (2006 )
AN B TR AP 3 K (Peters, 1997 )# B2 T 44 A it i% o BB A9 TR A, P55 3%
W M 22 25 N R B A A 12 (Close®5,2011 ; Zamudio%s,2013 ) | I BE AR 4%
(Parmentierds, 2013 ) , HL32 7 51 (Luo%%, 2010 ) A4k =545 (Parmentier fllFischer, 2021 )45 . 1 1.
A AN NSRRI ST B DG T A R A T I S A R R R A S A P 5 A N R E M A
& (Chen5,2021) FITELIG % N (Mallipeddi®s, 2021 )ia F 4k 32 & . Smith I
Fischer(202 1 )FE ST T4 3B A AN A5 R AIART W 51 32 A% o RIS, 3 A At s BRAERIF 5%
% b AEGRAS ASATSE LA TR 35 R A | R 0058 A2 4549 4L 151 4 3 (W Thomson , 2006
Parmentierds, 2013 ; ParmentierfllFischer, 2021 ), #1352 SR A= ol o0 v d B (i A9 2 5 1 B
FHHE ST 8 7T B (41 Chen , 2021 ; MallipeddiZé, 2021)

=, MAmBERE

IR NSNS 21 5G| {H 22 250 A S N R B B A — B B T 2R %R
R, e 4L (personal branding ) (Chen?:, 2021 ; Shepherd , 2005 ) .4~ A i8> (person brand )
(SmithfllFischer,2021) .“ A% i f#” (human brand ) (Thomson, 2006 ) F1 F F& 5 AL (self-
branding ) (Gandini, 2015)45 , 28 200 F T REe AR SR 2 FRAE A AN AL, an 4 A it
(Luo%%,2010) .1z 30 51 it i (Hofmann5 , 2021 )55 , XX LU #- AT IX /- MU AR GE —FR3A , T HL
e TR M7 HbA 22> A S R RS A TR , DT A DR R TR FH ) ARG ) 8, O i — 20 I SR M i = o

“A> N Ak (personal branding ) S 5% s H IR AR 42 S 1Y (Jacobson, 2020 ) , 45 ¥ it
FVAE BRAS S L) 3% S i3 #2 (Holton AllMolyneux , 2017 ) , i/ A% (personal brand ) M J&
AN AL B S5 5 o SR AR S A T R X A R, AR SORE S B S S R =30 5
TRR P

(— ) L) =30 S A

GBS I IMEAG BT RV S A 77 A7 7 i (RIS (B , 2845 (PR B 25T 2 T
HFEZ 5 NG 5 R (MEIEE]) %5 (Kotlerds, 2021 ), 3% — i B A A A= 77 5 7= R TE 2%
A SRR 28 RELSTTE B Ay i R R )R A TR S B AR SZ AR
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#R 1 UTD-24F0FT-50F]4 FR B9 A SR RR S ik

T YEE () FENE PIReS ARiE
Thomson PLH I E BB RR A A E [ 5 A 5 2 b brand
Journal of | (2006) (R 48 ORI T A Sy fkirig | A Pranes
Marketing | Parmentierfll | & 245 HE GHEAIA S RIS KR, UL | BT professional
Fischer(2021) | MEMEHCFIMFRABIEOMIE | =" | brands
Luo:(2010) SRR R A TR D1 BT SR, DL | I S lebrity brand
Journal of SR R 6 5 A B R R SR A7 S5 sy [ eOTTLY brands
Marketing Fournierfl | I FH E A B AR 53 BT 595 4]
Research Eckhardt | ZRKFFAR A BUA AL, P58~ N 54 | BA%E | person-brands
(2019) N it 2 i) ) A ELAROA O 2R
P PR PO S IR (R ) A A R G SR I iy | personal
MIS Quarterly Chen%?(2021 ) &m%ﬁ‘]%ﬂ’ﬁzﬁﬁ pYSuUN T branding
Information . . ; N N e
MallipeddiZ BRSNS R RE 1t S AR I 25 L
Sostems | 00| GRMRABOWE A stgn | CTPT | human brands
P e R B A T AR SR IR Y [R5 A
Close (2011 PSR (sifsppr) | homan brands
Journal of the | Zamudio?¥ RIS B W IR T3 N -
Academy of (2013) g 5 I i XGAVEBCAA! | human brands
Marketing | Parmentier SRR A BB L5 L T | person brands
Science (2013)
Smith#l ARG 5 | 32 ARIEACHEIITY - i SR person brand
Fischer(2021) AR B3 A RIS Z AR - building
Harvard HIHAS N TR E CH AR R
Business Clark(2011) (25 JFRBUAR EF 41 H K SAEAS N/A personal brand
Review A

OB TR RS AR G SRR B

LA Al R < 2 —— A
7 it it R S AR Al TSt R ) AR N X W A TT LA A A, 25

FAFEN A B DS R N R R B R AN AT XA Bl 2 T AR AT FE 0

A BEF 5 TR 44 N W0 i R 3 A% 4% (UK eel fllNataraajan , 2012 ; Thomson , 2006 ) , 7 LE7ff
FENPEEA A A E L T B (4N Labrecque® , 2011 ; ParmentierfllFischer, 2021 ) . #3 4& BE A SC
HIR A S T, AR SO A R B SE XT 2 A 90 R =288 . 4 N Bl AR AR, AT X R ) 3

TR 2R
2 PMAREHNHARER
MRS IEIIE
412 3 51 (Hofmann%s,2021) ; 7 51 (Luo%¥,2010) ; K F (Huang f1Huang, 2016 ) ; B 4%
YN (Parmentierds, 2013 ) ; BUi A#) (Speed%s,2015) ; CEO(Bendisch%s,2013 ) ;i & (Holton Al
Molyneux,2017)
ARSI, Wi 4714 3 (Van Nuenen, 2016 ) . B} [# 1 3= (Delisle fllParmentier, 2016 ) .
WaAaN | FEETHE (Guevremont, 2021) HERE L T # (Marwickf1Boyd,2011) . YouTuber(Chen,
2013) E BT T3 (G, 2020) s XKIREZ M F1 AW FEAUA
22 (Close®F,2011) ; BHF2 % (Noble%:, 2010 ) ; 5445 51 (Rangarajans, 2017) ;4L B B
KA (P . )
armentierflFischer,2021)

TE < WIFFERT GRS I SR A8 S A HE G326
GBI ARG A S SRR BE
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(DA N A NI SHEIE ) —F 3 (Lunardo5 , 2015 ) o 24 AN FEREAE (A HRl A5 s B 1 %8¢
1 RN 24 B 5 BE5E 2 A N O A HAS ANTE 42, DL SEBEERRE B B Ar o N b A9 158 o SRk
(Keel#INataraajan,2012; Luo%¥,2010) 2| Bif (Atzgerds, 2020 )  Fill (Bendisch, 2013 ) 2540
W2 TR A N R SRR T 2.

(2T N AEFRGE XIS/ AT Ml A — 5 R4 FE ), An et X R 48 B 0k 28 R 7 F
HHIA 2= AL G B L A N A58 TAE SRR &, N AT B R A i
Sl A A R AR A A Rl A ] AR AT LA i M sl ALK SO L R R S i A% 22 B K
M (Labrecqueds, 2011 ) o MMAHT LAIE A3 % 32 A AT WA — B0 SR 15 5%, B8 s N 24 B, e 24k
R AR GRS 5 s AN (Khamis%:, 2017 ) o 25 T4 B T3 BRI B AN [R] 4132 A
B HZE S W A NSRRI (ULR2) o 73 A AR 8 ARk 38 KA RE ) FE LA AL
TR 16 2 M A 31 57 AR B 4 (0 — SRR AT S RV B T4 7= i R R FULN, e v+ i U
WA B AEVT T, T S A AN B mE iR A bR, B A T ZE R B A28 s A
PR SS  MARE A B

(3)KAR A T S B Tk sl RO & R, A~ NEBWT LB 5 > A 8 (Rangarajans ,
2017) AN NS REAERE S 200 A A AR R T H  Peters (1997 )IA A, AAT]
N N — 2B B IR AL (Me Inc. ), 4lk 5t TARBCH A B PR <AhS 0 (2
FARTT IS, 2017) AR, A NTE B IR 2 [ (18 4507 i Rt Bl ol — AR IROLL 9% 7= (Kleppinger I
Cain,2015) B T BV AU AN , A AR KR B FRF IR —Fh =L, il AE BEAR R SC &
(Bergh%$,2017 ) F{eEE A= 76 /7 2 (GrénmanZ¥,2019) .

2 N R i ——IE 4

AN GRS G R TT, 32 BN LA AN S R A DR TS 42 B A E R A
Sofa BIRIES, JG & R BB TE 4 . Labrecque s (2011 )IA A4~ AN LS8 i 2 3R T
] H bR 32 AR B AL A ROE 35 R A R o R 52 88 3 7 T 5030 22 574k (ChenSE
2021;Gorbatovd$,2018 ), FEAE AME T M 4 (Manai M Holmlund, 2015 ) , AT 3RAS5Z A% 14 56
AR IR e 2R 2 Fh Z R, EL 2 20 iy BLSE b, AN B RO S BB 4R
“WH 11z 3h 25 32 B M 22 19 55, B0 1B G408 Bk o 2 AT B0y (Carlson Al
Donavan, 2013 ).

3 NIRRT P ——Z AR

WA LA A 7235 IR A2 AR A T 2R3 SRR AS S R AR AH
KPR, ASSOREAS N 52 AR X 3R )12 52 AR RE 52 AR

(D ZZ AR AN N S B, 24 AR NI BT 12 89 BARSZ AR, Anfe] gt sr A
5 HBRSZ A JE AN i B s 1) — > E AT (Khamis®F, 2017 ) o X R SEAR RS R, 44 A
44 NIBREAS N i R 2 70 70 A RO (A A0 ) 4 R 4C) Ak s A Candfeele Aokl |
YouTube ) FREUEZ AR o 24 N2 R AR AR (1) 8 75, 10 BLAFA AT BOR B 22 19 44 A F F A A B4R 38
T, W20 144F BN EE ST AR T HERE L R AR I INEE , TS R E 5 B 2 H 5 8., #R 2
X2 IS5 BA WE % (Mallipeddids , 2021) o M i 44 NAEAT A HAAR rh SRR B S 1 24 e
W2 32 BUE G R ARIAAR Y e

(2R 32 AR o 5 24 NE A NS b AN [] B 2, b2 AR I8 38 S Nt AR A T )
FE R/ IR, Aol 9 53 T TR e 32 45 L SR RS/ IN A 32 At ffi A5 1 3 R 9 e 22 >R vl
XoJ THT T2 VA T AT R, Bt VA 38 7 SR T, AT A IR - g S B0 B XoF 3Rt e A s ]
FEE L MAT 270 53 R FHAE S A A BERH Labrecque®, 2011) .
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(O NS R 4R SE XS PN/

AR AR TN AZ AR 2Z [BIFEAE B SR Y DEE G 3R - 24 A Rias A B H: 5t A 2132 A5 4%
B3R Z AR B R AL (T2 32 A) s — MR ART T A AR AR 2 IR T — SR AT F &
RUEN (RPN ) X T2 NEL i A&, BF58 ) 12 8 F“human brand” (Hofmann%,2021;
Speed%¥,2015) . Thomson (2006 ) “human brand”f# B AATAE A EHERE S TR Z R4 N
Yy, R sE R T A i AR 4 AW . Osorio%% (2020 ) [X. 43“personal brand”#1“human
brand”, - “personal brand” L 4 1~ A i FE 1 AU AL A5, K “human brand”#041 A fi 888 3 R 24
A IR i B “human brand” RFIRICER S NI, 430 “human brand 4 24 A\ 504
NFTEB 3 B A N, JEH A SR Al B>, 544 N i B (celebrity brand ) o A4 5l &
— IR A B A SRR, S R SRR T LA DO T A R 4 AR T [
FE Z AN A A SRR R B i (self-brand ) (Gandini, 2015 ; VallasFlIHill, 2018 )5k
AR, AR IR A Y B R RGBSR TR B RS AT L B FR S LR — R T Bk
N, B EER U A 3RS By 2Rk SRERAE,

BT UL X AR SGR AR A 22 A S A T B2 T AR5 AW 8 Z Y
255 (ULIEI2) o B2 N2 2B A5 52 AT RS JR , 43 60 R A R AR SRR s A4 N
AN 1) 52 AR BB AN R F2 AR R IRl A AR T2 AR 48 b, KACK F DG T VA 3 A T =K,
VAR R AT A IR B Ry B 3R I T Tt KA S A g N R 3 1) B
Bt R4 BE PR -t 255 R AR YOG TE: s 48 AR GE F i KA RE A A b 8L, (E R
FEAS WA 32 I 0 T A B At S AR A T R o 1 TR RS ) L A B 1
AR LR ST, [R)—> AR AT LA B 3R R, R mT DL AW R 91, 45 B e Al Py i
ROV R, 2 1 TR A Y0 5 — ot S A R R et , B A N, 5 22 iR 20 2 IR )
B ALK, BIE AW Y o AR SCH 25 T E A IR 6 A AL AN AR L H R
FEL RNy it RELRRE 2 A 8 348, O LU 3 T X S S AE MR AR FIIE R =AM B 2 7, 10
IR

RARGE A

T A

THT X TET VA

PR SZAR 224N

BEBRIR AR G ST R P
B2 BERBESAMRBHXS

m. NAmEEE

(= ANl 20 3 1) BT SR
FHENM T A2 OB S22 B BIE ORI R D b 2 1 AE A Feah 8 i
Bourdieu (1986 ) i) SCAL AL 2 BEA FR B 5 T o0 M 88 3 2 B0 IMPRARRAIE, I3 3 PSR A7 0
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®3 P AmBHRERMEEX

e S o (A B TTER "
M SCHR R B (HE&FRR) yNTa YN 25
SR HEIOY & IR TR 0 DA N ERLN
4 AU, - FHEE S 2R, AR A BH .
ChenF(2021) s P A fxt A AT Vo R
(personal branding )
N — NEET NI LA, B B AR R
Ak Gorbatova ¥ F CL 4 IE AT EI G A0 A A, 3 i 22 Ak AR J J |y e
(personal | (2018)  [FIEG [ HARZ AL A —E HKIL e
branding ) (personal branding )
Labrecque®§ |57 i b i SH G 201, 3R B AR 2 AT ) HEAE A A J J |y L
(2011) | AP FUBE I 1 . (personal branding) A
PN /I;Pli/li’r fi%ﬁ}%f?ﬁ?ﬁi/{k , VAZRAG 32 A0 %) FE A7 J NN
AT R
— FH T A ARF S (e BRI AR
Parmentierfll {8 B AN, 0T LLX 43 A4 R 7= i gt i i AL Y J NQZT
Fischer(2021) i~ A RN i A LA HLAZ FRAE R = idt A T 8 4 A R -
MV i, (person brand )
N RN H oz O 1 AR A [=)
( . Fournierfil B E— A R DAL RS A 8, S A FL
pbers‘;“)a Eckhardt(2019) [THEEA IR FIARIE 92 B fird - (person-brand., | LR
ran b A A R )
SmithAl FUSE AN B SRR HE Z ARSI — R A E X sEm
Fischer(2021) [8{#}4H . (person brand) -
AW K A BB G458 25 52 A5 T ) db R 25 ZE
Thomson(2006 ) Efﬂfﬁﬁﬁ%;’?ﬁ%ﬁﬁ%ﬁ@%ﬂgJ\% ° N st
A umin brandg ‘ : ‘
(human | CloseZ(2011) (SE=L NN N R AN ARG S AT BYA S N RN J |y g
brand ) M1 A €4, . (human brand ) i EPN -
A N (B A% B BTG4 22 ARG | BA J |y em
G 7 L AT el A N L PN -
. oA T A I AL BT T B A T i n
Gandini(2015) £ (self-branding) KA v |
B3k L CRATESHET R T S s Al A B AR
( T OsorioF (2020) RS E HLE , 25 ABBA N A SRR BT KA NERE S
self- Wi (  brand)
brand ) i) persona’ btah — -
AT N B BTG A% 396 45 15 RE W52 A (HIE == R
A5 PO IE I R AR S R B—F T EMED N | KA | A | N |
ATy

ORI ARAEAH G SR EE B

IXEEREAE (L K R A TG ) il 12 356 25 32 AR T 43T « — S W 3 Pl A% 388 00y 4 ) 1 i
P FR (R RIS ), 20 1 3R AR VESR G 30 18 25 B A €00 1 2R3 2 (R 2
W) 2, ARTEFENCE A IR R S5 I, 2RI 5 H A & B AR DL ECRE B2 (BGA VL AT
HLE) , Bl 5K IE Z [ VL (Zamudio®5, 2013 ) ; [RIE, i 33X S04 58 32 A T A R Y 21
AUEIEOW 2% A 3R AR AR A 2 (H SO Az e ) .

FH T At W S A R AR B, T B AR PR AT LA [ R (MR AT R ) 5 e A 3 Chy
AT S T AL R A RIS ) 126 & (FournierflEckhardt, 2019 ) , & A~ BRS 8k £ FH
ZI W) b ok PR RS i 2 B9 R4 E (AN CarlsonFlTDonavan , 2013 ) o A [A T H 3 A b, 4528
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PR N0 b R A A% 6 22 O EE L . ] b B3 (affordance theory )ff R T 4t 22 EARH 52 A5 A
Y R < UEAL 2 H 5 (LedbetterflMeisner, 2021 ) ; 2 A =KL (R . B 5 i hE N 25 )18
T XA LA X A TA R T A T s AR At X (56 (2 3808 ), E I A R T A
Y it R A 8 1 (Confente FllKucharska, 2021) B )5 , 52 A FWr A £ SCEFIRE )] —Fh 5 K&
AR E 2 (A FRUE BE ) B SR8, I HLSC st 25 PR 32 AT 19 25 5 AN [A] (4F
BRI MRS ) o B2, FEXT AN b R AR B BN i, 32 A A i B A ] (RE 2 TA TR EEE )
FZR (i R 7R BRI ) SE PR BY

(A A i 7

AN T A 5 e — A F FR R A A A A2 (Whitmer, 2019) o AN A BSR40 L 28 K40 T
K TELFNZ AR, AT AR SR N B AR 1 S R A B B 5 (8 S A (A AEE A~ A
s AR A T Ao A« AN (B A SR I R T 3 A A AR IE A T — 2 I 2 T B A A R
G MESSA IR A AT RE i — e IR ik sz AR, (AR FE 2 RS 5 24 L ERTE
ST AGHE T A EB TR

AT % 2 24
KA S Z T B2k ARR)
5| ; riE A
1 G o (T | U s o ek —
?E‘ Aiﬁgﬁﬁ B | BE BT A%
M| rawa HiKEHE it .
TR T 38 e B B4 )
JYEZN ZN HR 2 U rE2ZA G| [ rEZa &R
B gy [HROME MR D BEE [ AASEAR
g; sk AR i R A AR B
: s HriEfes B AN R
KA AL 2T 14D

VORISR : MR A S B
E3 AAREEHEE
1A 3R A s o A
TN NHE AT DAAE SR BRAEAE 23 TR sl b 98 3 1 3R, TR 2 AR 1 AR sZ AR 813 1
PER AL T AR Y
(OYHEBE AR A MARRE S AMARRAE SR8 AR E A A a1 | X S [ T e P 2
TCEAR (1) AR ) e AEIA AT 98 P25 N O G HERAE 2 A 3R T 0 3 ) B LR Lair s
(2005)F5 1, EEEG P E A B RSB S A L N2 5 ¥ vE F AR S, e
L AERER Y [ TR B i A AT AE X R O AE A 2 i SRS AN AT A B O BRARAE
FEN—A= i mT LA Z2 R A8 (H7E [ R ) 99 s Jo1 0 AR R B, 30 an 53 T kA ), I
I FR it R A LT O A B T 85
W E FE T AT 54388 (Bourdieu, 1986 )4 11 5l MLH 1 HAF A X F B 80T, X Ff
FALFE AT A A 22 T8 (Khedher, 2019) . SCAE AR AR T AT B9 B RE L 20H AN
5 (Khedher, 2019 ) , JFZEAN[RIAY F B it i o S BN 8] o ) 4, BHFE A B G Ui AR R H e
B ISR R4 (Close®, 2011 ; Noble%,2010) o #H 2 WA 8 AMATE A 4L b g T (4t 23 06
R XSRS A RS BFRSZ ARG B ALK R IR A HERE (S VB LU R A S A
HA P (Khedher,2019),
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(3)WMELAE I - B T b i3 o A k35 52 Ak . Khedher (2019 K FH 38 5 R0 S —Fp R F1 3k
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bhFe BRI AMIFN 5] 7 (HofmannZs:, 2021 ; Parmentierfl Fischer, 2012 ; Zhou%%,2020) .
Hofmann%5 (2021) W #E— 20 3R B, 31 @ 7K - A ROV AR SCRRIE (JE TSR0 32T+ T 32 A AW i
FRAGIA IR RS | BEUS QI 1 B8 Z2 AU 1Y 37 Y8 AR (consumption capital ) , Rt 2TF & B 3 A EAFE
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7 R A I 4 . CentenoFlWang (2017 )F FH U444 N BIARHERFGE & B, 4 N AW
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From Things to People: The Concept, Shaping, and
Outcomes of Personal Brand

Gao Weihe, Wang Deyong
(College of Business, Shanghai University of Finance and Economics, Shanghai 200433, China)

Summary: The uncertain employment environment and the transformation of social media
technology have increasingly drawn the attention of practitioners to personal branding. However,
theoretical research on personal branding is quite fragmented, and the academic community’s
understanding of the connotations and mechanisms of personal branding is inconsistent. There is not
only a lack of a unified definition of personal branding, but also no consensus on the mechanisms of
personal branding, necessitating a systematic review of the literature related to personal branding. This
paper explores the concept, shaping, and outcomes of personal branding from the perspective of the
value delivery process. It examines the “producer” (individual), “product” (image), and “consumer”
(audience) of personal branding, and proposes the concepts of self-branding and human branding
through segmentation of individuals and audiences. From the perspective of value creation, value
delivery, and value co-creation, this paper outlines the framework for shaping self-branding and human
branding, and introduces related theories of the shaping of personal branding. It effectively distinguishes
the potential impacts of personal branding based on categories and targets, and summarizes the elements
of personal branding assets from the dimensions of individual, image, and audience. Finally, this paper
provides an outlook for future research directions in personal branding from four aspects: new methods,
new contexts, new perspectives, and spillover effects. The study contributes to the further improvement
of brand management systems and has significant practical implications for different groups in shaping
their personal brands.
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