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Abstract

Live-streaming commerce increasingly relies on live streamers as frontline retail actors,
yet the identity structures through which streamers consistently define and enact their
personal brand remain theoretically underdeveloped. Drawing on semi-structured in-
depth interviews with 13 live streamers across diverse content categories on Chinese
platforms (Douyin and Kuaishou), selected through purposive and referral sampling, this
qualitative study adopts a theory-guided thematic analysis informed by Kapferer’s Brand
Identity Prism. The analysis identifies six interrelated personal brand identity dimensions:
Personality-Based Identity, Symbolic and Aesthetic Identity, Relational Orientation Identity,
Value-Based Identity, Audience-Aligned Identity, and Content-Oriented Identity. Three
theoretical contributions are advanced. First, four of Kapferer’s original facets require
contextual deepening in live-streaming commerce, where real-time interaction, continuous
audience feedback, and platform affordances substantively reshape how identity operates.
Second, Audience-Aligned Identity reconceptualizes Kapferer’s reflection and self-image
facets as a unified dimension, grounded in the inseparability of these processes in syn-
chronous interactive retail. Third, Content-Oriented Identity extends existing personal
branding frameworks by theorizing content production as a key mechanism of brand legiti-
mation in real-time digital retail environments. The findings offer a conceptual foundation
for future scale development and empirical investigation, and provide practical guidance
for streamers, platform developers, and brand managers in digital retail contexts.

Keywords: live-streaming commerce; personal brand identity; brand identity theory; live
streamers; influencer marketing; qualitative research; thematic analysis

1. Introduction
Live-streaming commerce has rapidly emerged as a prominent form of digital retailing

that integrates synchronous engagement, entertainment, and commercial exchange within
a single service encounter [1]. Unlike traditional e-commerce formats, live-streaming com-
merce relies heavily on human mediation, with live streamers serving as the primary inter-
face between products and consumers [2]. Through live video, instant communication, and
ongoing interaction, live streamers simultaneously perform the roles of product presenters,
service providers, and relational partners [3,4]. Consumer evaluations in live-streaming
commerce are thus shaped not only by product attributes but also by the perceived qualities
and conduct of the live streamer [5].

Existing research has demonstrated that live streamers significantly influence con-
sumer trust, engagement, and purchase intention through factors such as credibility [6],
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expertise [7], attractiveness [8], and parasocial interaction [9]. While this research offers
valuable insights, it has largely conceptualized live streamers in terms of discrete, indepen-
dently examined attributes or behavioral cues. Such an approach risks overlooking the
broader identity structures through which streamers consistently present themselves and
generate meaning, structures that cannot be reduced to isolated traits.

As live-streaming commerce becomes increasingly competitive and professionalized,
live streamers face growing pressure to differentiate themselves and sustain long-term
audience relationships [10]. In practice, many streamers actively cultivate a recognizable
personal brand, strategically shaping how they appear, communicate, and interact with
viewers [8,11]. Yet academic research has yet to provide a theoretically coherent account
of what constitutes personal brand identity in this context. Existing personal branding
scholarship has predominantly treated identity as a self-directed, producer-driven pro-
cess [12,13]. This perspective offers limited insight into how audience co-participation and
dynamic live engagement reshape identity construction in interactive retail environments.

Brand identity theory, and in particular Kapferer’s [14] Brand Identity Prism, offers a
more structured point of departure. The Prism integrates six facets, namely personality,
physique, culture, relationship, reflection, and self-image, into a holistic account of how
brands define themselves and communicate meaning to audiences. Its emphasis on the
dynamic interaction between brand expression and audience perception makes it especially
relevant for interactive service contexts. However, the framework was developed primarily
for corporate and product brands; its applicability to personal brands in real-time digital
environments has not been systematically examined.

Against this backdrop, this study adopts a qualitative, theory-guided approach to ex-
plore how live streamers conceptualize and construct their personal brand identity. Guided
by Kapferer’s Prism as a theoretical framework rather than a model for direct empirical
validation, the study allows identity dimensions to emerge from streamer accounts while
remaining theoretically anchored. Specifically, it addresses the following research question:
What are the core dimensions of personal brand identity as conceptualized and enacted by
live streamers in live-streaming commerce, and in what ways do these dimensions extend,
deepen, or reconfigure existing brand identity theory?

This study makes three interrelated theoretical contributions, stated with deliberate
precision. First, it demonstrates that four of Kapferer’s six original facets require contextual
deepening rather than replacement in live-streaming commerce, where real-time inter-
action, continuous audience feedback, and platform affordances substantively reshape
how identity dimensions operate. Second, it proposes a reconceptualization of Kapferer’s
reflection and self-image facets into a unified construct named Audience-Aligned Identity.
This revision is based on the theoretical grounds that these two processes are structurally
inseparable in synchronous interactive retail environments. Third, this study contributes to
influencer marketing and digital retail research by identifying Content-Oriented Identity
as a dimension that finds no direct structural equivalent in Kapferer’s [14] original Brand
Identity Prism, while extending and recontextualizing prior observations about content
in personal branding research. While prior personal branding research has addressed the
role of content as a vehicle for audience reach and self-promotion [15] or as a professional
positioning tool for career advancement [16], neither account theorizes content production
as a constitutive mechanism of identity formation in the specific sense advanced here.
The present study extends those accounts by demonstrating how content functions as the
structural medium through which a streamer’s values, expertise, and brand legitimacy are
enacted, sustained, and evaluated over time in synchronous, commercially consequential
interactive environments. This theorization challenges the prevailing emphasis on per-
sonality and aesthetics as the primary drivers of streamer credibility and invites future

https://doi.org/10.3390/jtaer21070211

https://doi.org/10.3390/jtaer21070211


J. Theor. Appl. Electron. Commer. Res. 2026, 21, 211 3 of 28

research to examine content coherence, thematic consistency, and audience evaluation as
key variables in the live streamer–consumer relationship.

2. Literature Review and Theoretical Background
2.1. Live-Streaming Commerce and Streamer-Centered Research

Live-streaming commerce has attracted increasing scholarly attention as a hybrid
retail format combining entertainment, live audience interaction, and commercial exchange.
Existing research has examined platform and technological features [17–19], consumer
psychology and behavior [20–22], and product-related factors [23,24]. A substantial body
of work establishes live streamers as key actors in fostering consumer trust, engagement,
and purchase decisions [8,11,17].

Streamer-related research has largely focused on discrete attributes and behaviors,
including credibility [6], expertise [8,11], attractiveness [25], communication style [9], and
interactivity [26]. These studies demonstrate that streamer characteristics influence con-
sumer responses through mechanisms such as parasocial interaction, perceived authenticity,
and social presence. However, the dominant approach conceptualizes streamer influence
in a fragmented manner, treating individual traits as independent predictors rather than as
elements of a coherent identity structure.

This fragmentation is particularly notable given that live-streaming commerce can
be understood as a digitally mediated form of personal selling, in which the management
of buyer–seller relationships, real-time persuasion, and trust-building are central to sales
effectiveness [27,28]. Personal selling scholarship has long emphasized the salesperson’s
integrated relational and persuasive identity as a driver of selling outcomes, rather than
treating discrete behavioral cues in isolation. Applying this lens to live-streaming commerce
suggests that how streamers construct and sustain a coherent personal brand identity, and
how that identity shapes the relational and persuasive resources available in the selling
encounter, warrants systematic theoretical attention.

This fragmentation is compounded by a persistent imbalance in research perspective.
The majority of existing streamer studies adopt a consumer-centric lens, examining how
viewers perceive streamers and how such perceptions affect behavioral outcomes includ-
ing trust, engagement, and purchase intention [23,29,30]. Comparatively little attention
has been directed toward how live streamers themselves conceptualize and strategically
construct their personal presence as an ongoing identity project. Three specific gaps remain
unresolved across the relevant literatures. First, within live-streaming research, streamer in-
fluence continues to be treated as a function of discrete, independently measured attributes
rather than as an expression of integrated identity structures that organize how streamers
present themselves consistently across interactions [6,9]. Second, within personal branding
research, identity has been predominantly framed as a self-directed and individually man-
aged process, offering limited analytical traction on how audience co-participation and
real-time interaction reshape identity construction in commercially consequential interac-
tive environments [13,16]. Third, cutting across both literatures, no existing framework
has been systematically applied to examine what constitutes personal brand identity from
the streamer’s own perspective in live-streaming commerce, leaving the producer-side
identity architecture theoretically underdeveloped. These three gaps collectively define the
contribution space of the present study.

2.2. Personal Branding and Identity-Oriented Perspectives

Personal branding research provides a useful point of departure for understanding
live streamers as branded individuals operating in competitive digital environments. Early
work conceptualizes personal branding as a deliberate process through which individuals
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differentiate themselves, enhance visibility, and create market value [12,13,31]. With the
expansion of social media and influencer economies, this literature has increasingly focused
on content creators whose professional success depends on sustained audience attention
and perceived authenticity [16,32,33].

Studies of digital personal branding emphasize consistency in self-presentation across
appearance, communication style, values, and relational behaviors [15,16]. Research on
social media influencers and YouTube creators further highlights how content, aesthetic
curation, and audience interaction function as branding tools [34–36]. More recently, schol-
arship has begun to examine how live-streaming specifically enriches influencer marketing
by enabling more dynamic and immersive audience engagement than static content for-
mats allow [37]. Within live-streaming commerce specifically, research has examined how
streamers’ self-presentation behaviors shape consumer perceptions and purchase inten-
tions, demonstrating that the manner in which streamers present themselves constitutes
a strategically consequential dimension of their commercial effectiveness [38]. Beyond
behavioral tactics, emerging research has begun to theorize digital personal branding as
a dynamic identity project, showing that influencer-entrepreneurs actively negotiate and
reconstruct their identities in response to shifting audience expectations and platform
dynamics rather than projecting a fixed self-image [39]. These developments underscore
the need for theoretically grounded frameworks that conceptualize personal brand identity
in interactive digital retail as a structured yet continuously negotiated construct, rather
than reducing it to a set of discrete behavioral cues. However, much of this literature
remains descriptive and practice-oriented, prioritizing branding tactics and outcomes over
systematic examination of the identity structures organizing these practices.

Critically, existing personal branding scholarship has predominantly treated iden-
tity as a self-directed, individually managed process, with insufficient attention to how
audience co-participation and real-time interaction reshape identity construction. In live-
streaming commerce, where audience feedback is immediate, continuous, and commercially
consequential, this individualistic conceptualization is particularly inadequate. A more
theoretically grounded framework is needed to capture how identity is simultaneously
performed, negotiated, and stabilized across dynamic audience interactions.

2.3. Brand Identity Theory and Kapferer’s Brand Identity Prism

Brand identity theory provides a more structured framework for examining how
brands define themselves and convey meaning to audiences. Classical perspectives distin-
guish brand identity from brand image by positioning identity as the internally defined set
of values, meanings, and associations that guide brand expression [40,41]. Among existing
models, Kapferer’s [14] Brand Identity Prism remains one of the most influential, concep-
tualizing identity as a multidimensional construct encompassing personality, physique,
culture, relationship, reflection, and self-image.

Three leading brand identity frameworks warrant consideration before justifying the
selection of Kapferer’s Prism. Aaker’s [40] brand personality scale focuses primarily on
trait-based dimensions and has been critiqued for privileging a limited set of personality
descriptors at the expense of relational, cultural, and reflective dimensions. De Cher-
natony’s [41] identity-reputation gap model is designed to manage the distance between
organizational self-definition and external perception over time, and thus offers limited
analytical traction on the interactive and co-constructed nature of identity in real-time retail
settings. By contrast, Kapferer’s [14] Prism integrates both internal and external facets of
identity and positions identity as a dynamic interaction between brand expression and
audience perception. This integrative, bilateral structure makes it particularly suited as
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a theoretical framework for live-streaming commerce, where identity is simultaneously
self-expressed and audience-shaped.

Although widely applied in corporate branding, the framework has also demonstrated
extensibility to individual-level brands: Pich and Dean [42] applied it to politicians’ per-
sonal brands, providing precedent for its adaptation to personal branding in interactive
environments. Despite this precedent, important boundary conditions remain. Personal
brands are inseparable from the individual, and identity is enacted through lived, embod-
ied interaction rather than organizational representation alone [43]. In interactive digital
environments, identity is further shaped through continuous audience engagement in ways
that may require Kapferer’s relatively static facets to be reconfigured.

Of particular relevance to the present study is the question of how Kapferer’s reflec-
tion and self-image facets operate in synchronous interactive environments. In Kapferer’s
original formulation, reflection refers to how a brand represents its target customer, while
self-image refers to how consumers see themselves through brand use, two facets treated as
analytically separable on the grounds that a temporal and relational distance exists between
brand expression and consumer response. In live-streaming commerce, however, this
separation may not hold. The immediacy and continuity of real-time audience interaction
means that streamers receive and respond to audience self-projections during the act of
streaming itself, collapsing the temporal distance that Kapferer’s distinction presupposes.
Research on parasocial interaction suggests that in highly interactive media environments,
audiences develop strong identificatory bonds with media figures and project both actual
and aspirational self-images onto them [44,45]. In live-streaming commerce, where in-
teraction is synchronous and commercially consequential, these identificatory processes
may operate with sufficient immediacy and intensity to render the boundary between
audience imagining and streamer identity adjustment analytically inseparable. Whether
this dynamic warrants a theoretical unification of the two facets in synchronous retail
contexts is an empirical question that the present study is positioned to address.

2.4. The Need for Contextual Extension in Interactive Retail Settings

Live-streaming commerce presents conditions that challenge static and firm-centric
conceptions of brand identity. Real-time interaction, continuous audience feedback, and
persistent content production position audiences as active participants in identity co-
construction rather than passive recipients of brand meaning [46–48]. In this context,
content creation functions not merely as communication but as a central mechanism through
which personal brand identity is enacted and evaluated.

These dynamics suggest that while Kapferer’s Brand Identity Prism offers a valuable
theoretical foundation, it requires contextual examination to determine where its original
facets hold, where they require deepening, and where live-streaming commerce introduces
genuinely new identity dimensions not captured by any existing model. The present
study adopts the Prism as a theoretical framework. It guides the formation of questions
and analytical categories without predetermining findings [49,50]. This study adopts a
theory-guided thematic analysis to examine how identity dimensions manifest, extend, or
exceed Kapferer’s original framework in live-streaming practice.

3. Methodology
3.1. Research Design

This study adopts a qualitative, exploratory research design to examine the structure
of live streamers’ personal brand identity. Qualitative inquiry is particularly appropriate for
research questions that seek to explore meanings, identity construction, and context-specific
phenomena where theoretical understanding remains limited [51,52]. Kapferer’s [14] Brand
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Identity Prism is employed as a theoretical framework guiding both the design of the
interview protocol and the initial organization of analytical categories. This study therefore
adopts a theory-guided qualitative approach in which the Prism provides an orienting lens
while the analysis remains open to dimensions that exceeded or reconfigured its original
categories [49,50]. This approach allows theoretically meaningful identity dimensions to
emerge from participants’ accounts while remaining conceptually anchored in established
brand identity theory. It should be noted, however, that participants were informed of the
study’s theoretical orientation prior to any questioning; the procedures adopted to manage
the potential influence of this prior disclosure on participants’ responses are described in
Section 3.3. The study relies on interview data rather than observational methods such
as live-stream video analysis. This reflects the study’s epistemological orientation: as the
research question concerns how live streamers subjectively conceptualize and construct
their personal brand identity, semi-structured interviews provide privileged access to the
meanings, intentions, and strategic reasoning that underlie identity construction practices,
which are not directly observable through video content alone. The limitations of this
design choice, including the absence of cross-validation between self-reported accounts
and enacted branding behaviors, are discussed in Section 6.

3.2. Data Collection

Data were collected via semi-structured in-depth interviews with 13 live streamers
engaged in commercial live streaming on Douyin and Kuaishou. China was selected as the
research context because it represents the world’s largest and most mature live-streaming
commerce market, where the industry has achieved substantial scale and professional
maturity [1]. Among Chinese platforms, Douyin and Kuaishou were chosen because of
their strong social networking features and large, highly engaged user communities, which
make them particularly conducive environments for streamers to cultivate personal brand
identities and develop long-term audience relationships. Semi-structured interviews are
well suited for exploring identity, meaning-making, and lived experience, as they balance
theoretical guidance with participant-driven narratives [53]. A purposive sampling strategy
was employed, supplemented by referral sampling, to identify participants meeting three
eligibility criteria: a minimum of one year of active commercial live-streaming experience,
regular audience interaction, and direct involvement in monetized sales activities. No
minimum follower threshold was imposed, as the study sought to capture variation in
personal brand identity construction across different career stages and audience scales
rather than to restrict the sample to established or high-profile streamers. Initial contacts
were established via platform direct messages or intermediary agencies. Nonetheless, all
participants were verified as actively operating commercial live-streaming accounts with
publicly accessible follower records at the time of data collection, confirming that each had
achieved a sufficient level of sustained audience engagement to constitute a functioning
personal brand in practice. The study’s interest lies in how live streamers conceptualize and
construct personal brand identity across varying levels of commercial development, rather
than in identifying optimal strategies associated exclusively with high-follower success.
Accordingly, variation in commercial scale across the sample is treated as analytically
meaningful rather than as a validity concern, as it enables the framework to capture identity
construction practices across the full developmental spectrum of live-streaming careers.

Participants were drawn from diverse live-streaming domains, including food, educa-
tion, agriculture, entertainment, professional training, and student-hosted live streaming.
This domain heterogeneity was analytically motivated: by including streamers whose
commercial contexts, audience relationships, and content practices differ substantially, the
sample created conditions under which the full range of identity construction strategies
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could surface, rather than reflecting the practices of any single streamer type. Variation in
experience level (one to six years) and audience scale (under 10 K to 100 K–500 K followers)
further ensured that the sample captured identity construction across different career stages
and levels of platform embeddedness. Evidence of theoretical saturation supporting the
adequacy of 13 participants is documented in Section 3.3. The demographic profile of
participants is presented in Table 1.

Table 1. Demographic Profile of Interview Participants.

ID Gender Age LSE (yrs) Domain Products Sold Platform Followers Streaming
Frequency Agency

P1 M 30–40 6 Local specialty
food

Local specialty food
products Douyin 100 K–500 K 7 times/week No

P2 M 20–30 3 Agriculture and
rural life

Agricultural
products Kuaishou 50 K–100 K 7 times/week No

P3 F 30–40 5 Education Educational
courses/materials Douyin 50 K–100 K 5 times/week No

P4 F 20–30 2 Education Educational
courses/materials Douyin 10 K–50 K 5 times/week No

P5 M 30–40 6 Beauty and
cosmetics

Beauty and cosmetic
products Douyin 100 K–500 K 6 times/week No

P6 F 20–30 2 Performance
entertainment

Virtual
gifts/merchandise Kuaishou 10 K–50 K 5 times/week No

P7 M 20–30 1 University
student streaming

Mixed/general
products Douyin <10 K 5 times/week No

P8 F 20–30 1 Performance
entertainment

Virtual
gifts/merchandise Kuaishou 10 K–50 K 6 times/week Yes

P9 F 30–40 1 Entertainment Mixed/general
products Douyin 10 K–50 K 6 times/week Yes

P10 M 30–40 3 Professional
training

Professional
training courses Douyin 10 K–50 K 4 times/week No

P11 F 20–30 2 Entertainment Mixed/general
products Douyin 10 K–50 K 5 times/week No

P12 F 20–30 1 University
student streaming

Mixed/general
products Douyin 10 K–50 K 4 times/week No

P13 F 30–40 1 Food Food products Kuaishou <10 K 7 times/week No

Note. LSE = live-streaming experience. Gender: M = Male, F = Female. Follower counts are approximate ranges
retrieved from public platform profiles at the time of manuscript revision. Products Sold reflects the primary
product or content category monetized by each participant.

All interviews were conducted online and lasted between 60 and 90 min. An interview
guide was developed based on key concepts from brand identity theory and was structured
in two sequential parts, the overall purpose and structure of which, including the role of
Kapferer’s Brand Identity Prism in the second part, was disclosed to participants in the
background introduction at the outset of each interview. The first part addressed streamers’
general brand identity perceptions and career experiences through open-ended questions
about industry background, personal brand positioning, and competitive differentiation,
without directly introducing any of Kapferer’s specific facets as prompts. The second part
then introduced each of Kapferer’s six facets as organizing themes, covering visual image
(physique), personality, relationship, culture and values, self-image, and reflection, with
dedicated sub-questions under each. The full interview guide is provided in Appendix B.
This sequential structure was intended to allow participants’ accounts to develop in their
own terms before framework-derived categories were explicitly introduced, thereby creat-
ing conditions under which identity dimensions not anticipated by the Prism could emerge
from participants’ own narratives.

Participants were encouraged to elaborate freely and introduce themes beyond the
predefined prompts throughout. All interviews were audio-recorded with consent and
transcribed verbatim. As all interviews were conducted in Mandarin Chinese, transcripts
were translated into English by the first author, a native Mandarin speaker with academic
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English proficiency. Translations were reviewed by a bilingual colleague to verify accuracy
and fidelity to meaning; ambiguous passages were resolved through consensus discussion.
Interview extracts presented in the findings have been lightly edited for grammatical clarity
while preserving the original semantic content.

All interviews were conducted with participants’ informed consent and in accordance
with approved ethical guidelines (see Institutional Review Board Statement for details).

3.3. Data Analysis and Trustworthiness

Interview data were analyzed using thematic analysis [54,55], supported by NVivo
11 (QSR International, Melbourne, Australia). Given the role of Kapferer’s Brand Identity
Prism as a prior theoretical framework, the approach is characterized as theory-guided
thematic analysis: the Prism provided an initial organizing lens while the coding process
remained open to patterns exceeding or reconfiguring its original categories.

Analysis proceeded through three iterative rounds of constant comparison across all
13 transcripts. Initial open coding at the semantic level generated approximately 347 codes
related to identity expression, values, interactional practices, and content production. These
were progressively consolidated into focused codes, sub-themes, and finally the six identity
dimensions. To illustrate this process, the development of Relational Orientation Identity is
traced as a representative example: three initial codes, namely “friendship before commerce
orientation” (P11), “personal trust transfers to product trust” (P7), and “off-stream relational
maintenance activities” (P5), were consolidated into focused codes capturing relational
priority, personal credibility, and sustained off-stream engagement, and subsequently into
the sub-themes of friend-like relational positioning, trust as relational foundation, and
community and belonging. The full coding structure for all six dimensions is documented
in Appendix A.

Coding reliability was addressed through systematic documentation and reflexive
review rather than inter-rater agreement. All coding decisions, including explicit decision
rules for boundary cases, particularly those distinguishing Audience-Aligned Identity from
Relational Orientation Identity, were recorded in an analytic memo system maintained
throughout analysis. The first author conducted two independent reviews of the full coding
structure to assess internal consistency, revising category definitions where ambiguity
was identified.

Theoretical saturation was assessed through ongoing constant comparison. No sub-
stantively new identity-related codes emerged following P11; interviews P12 and P13
served as confirmatory cases, consistent with established guidance that saturation in pur-
posively sampled studies is typically achieved within 12 to 20 interviews for relatively
bounded phenomena [56,57].

Several additional strategies were adopted to enhance research quality and credibil-
ity [58,59]. An audit trail documented all coding decisions and analytical memos. Peer
debriefing sessions were conducted to discuss emerging interpretations and reduce indi-
vidual researcher bias. Researcher positionality is acknowledged: the first author’s dual
role as interviewer, primary analyst, and translator offers cultural and linguistic fluency
but introduces potential for interpretive bias. This risk was mitigated through bilingual
translation verification, the maintenance of reflexivity memos, and regular peer debriefing.
The research team had no prior commercial involvement in live-streaming commerce,
reducing the risk of confirmation bias toward practitioner-familiar accounts.

A methodological limitation warrants acknowledgment: participants were informed
of the study’s use of Kapferer’s Brand Identity Prism prior to any questioning, which
may have partially shaped their accounts. Three procedural steps were taken to minimize
framework-driven responses: the first interview segment elicited open-ended narratives
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without introducing any of Kapferer’s specific facets as prompts; analytic memos flagged
instances where participant language appeared to mirror Kapferer’s terminology, which
were subjected to additional interpretive scrutiny; and a closing question explicitly invited
themes not covered by the guide. The identification of Content-Oriented Identity, traceable
to participants’ unprompted accounts of content production, and the reconceptualization
of Audience-Aligned Identity provide evidence that the analysis was not reducible to
framework confirmation. Nevertheless, the possibility that prior disclosure partially shaped
participants’ responses cannot be fully excluded and is discussed further in Section 6.

4. Findings
The analysis identifies six interrelated dimensions that collectively constitute live

streamers’ personal brand identity in live-streaming commerce: (1) Personality-Based Iden-
tity, (2) Symbolic and Aesthetic Identity, (3) Relational Orientation Identity, (4) Value-Based
Identity, (5) Audience-Aligned Identity, and (6) Content-Oriented Identity. These dimen-
sions emerged from participants’ accounts and were refined through iterative constant
comparison across all 13 cases.

While analytically distinct, the dimensions exhibit functional relationships. Symbolic
and Aesthetic Identity operates as a foundational gateway, as visual presentation is what
audiences encounter first, providing the initial perceptual scaffold through which subse-
quent identity expressions become legible. Personality-Based Identity and Value-Based
Identity represent relatively stable, internally anchored orientations that persist across
contexts. Relational Orientation Identity and Content-Oriented Identity are enacted and
sustained through ongoing interactive and productive labor, making them more dynami-
cally responsive to platform and audience conditions. Audience-Aligned Identity functions
as an integrative and reflexive dimension, continuously mediating the expression and
calibration of the remaining five dimensions in response to real-time audience signals.

It is important to note that the relative salience and sequencing of these dimensions
vary across streamer types, platform contexts, and career stages. Streamers in knowledge-
based or professional categories may foreground Content-Oriented Identity as a primary
legitimation anchor, whereas entertainment-oriented streamers may initially prioritize
Personality-Based Identity and Relational Orientation Identity. A systematic comparative
analysis of such variation, however, falls beyond the scope of the present study, which
focuses on conceptualizing the dimensional structure of personal brand identity rather than
examining cross-participant differences in its enactment; this is identified as a direction for
future research in Section 6. Figure 1 presents an integrative overview of the six dimensions
and their relationships.

4.1. Personality-Based Identity

Personality-Based Identity refers to the way live streamers strategically construct
and perform a distinctive personal persona as a central component of their brand identity.
Interview data indicate that personality in live-streaming commerce is not understood
as a fixed or purely intrinsic trait, but as an intentionally cultivated orientation shaped
through ongoing audience interaction. This dimension functions as a primary mechanism
through which streamers generate emotional resonance, sustain viewer engagement, and
differentiate themselves competitively.

Participants consistently described adopting recognizable personality styles, includ-
ing humor, emotional expressiveness, high interactivity, or a grounded “down-to-earth”
demeanor, to shape the affective atmosphere of their streams. Rather than simply “being
themselves,” they emphasized the selective amplification of personality features that align
with audience expectations and platform dynamics: “You need to reflect on your own
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characteristics, determine whether users like these characteristics, and then combine the
current actual situations of society, and further integrate them to create your own unique
personal IP” (P2).

Figure 1. Conceptual Model of Live Streamers’ Personal Brand Identity.References cited in figure:
Goffman [60]; Vargo & Lusch [61]; Sirgy [45]; Horton & Wohl [44]; Arvidsson & Caliandro [62].

Authenticity emerged as a core element, but was consistently framed as a strategic
identity choice rather than a moral disposition. Streamers described making deliberate
decisions to avoid exaggerated or scripted personas, positioning genuineness as a brand
signal: “Her straightforward personality is very honest on the internet. This kind of
personality is liked by many people because she always remains true” (P10, referring
to a peer streamer). Several participants explicitly noted that forced or contradictory
personas undermine credibility, suggesting that the performance of authenticity must
remain grounded in genuine personal traits to be sustainable.

The emphasis on personality over appearance was striking: “Many successful live
streamers do not rely on looks, but on their personality and emotional intelligence” (P10).
This suggests that personality-based identity functions as a long-term differentiator that
outlasts the initial attractiveness of visual presentation.

Theoretically, Personality-Based Identity aligns directly with Kapferer’s personality
facet, but extends it in an important direction. In Kapferer’s framework, brand personality
is characterized as a relatively stable set of traits communicated through brand expression.
The present findings reveal that in live-streaming commerce, personality is not merely ex-
pressed but continuously performed and calibrated in real time, a condition that intensifies
Goffman’s [60] concept of performative self-presentation beyond its original dramaturgical
context. Crucially, the strategic construction of authenticity rather than its simple expression
extends influencer marketing research [35,36] by demonstrating that perceived genuineness
in live streaming is actively managed, not merely displayed. Personality-Based Identity is
analytically distinct from Value-Based Identity. The former concerns the expressive traits
and interactional style through which a streamer presents themselves, with authenticity
functioning as a strategic performance choice rather than a moral disposition. The latter,
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by contrast, concerns the moral and social values the streamer actively communicates and
enacts as a core component of their brand meaning. Authenticity in Personality-Based
Identity is thus a presentational strategy, whereas sincerity in Value-Based Identity is an
ethical orientation.

4.2. Symbolic and Aesthetic Identity

Symbolic and Aesthetic Identity captures how live streamers strategically mobilize
visual and symbolic elements to construct a coherent, recognizable, and immediately
legible personal brand. Participants consistently emphasized that visual presentation,
encompassing personal appearance, background setting, lighting, and overall aesthetic
coherence, functions as a primary identity cue in live-streaming commerce. Viewers often
form evaluative judgments within the first seconds of entry: “When viewers enter the
live streaming room, they will definitely first pay attention to your clothing, makeup,
background and lighting. Without knowing you, they will definitely focus on these aspects
first” (P8).

Beyond individual appearance, interviewees highlighted the importance of scene–
content congruence in reinforcing symbolic meaning. Backgrounds and settings should
align with the nature of the products or content being promoted, such that agricultural
products are associated with rural environments, food products with kitchen or production
spaces, and lifestyle products with aspirational yet credible settings. Misalignment between
visual setting and content was described as undermining authenticity and viewer comfort,
suggesting that visual coherence rather than visual sophistication per se functions as the
operative criterion for effective identity signaling.

Participants also emphasized the creation of visual memory cues through recurring
color schemes, distinctive motifs, and stable live-stream layouts, enabling audience recog-
nition across sessions: “Through your overall video style and lighting, audiences can
immediately tell it is you” (P3). In competitive, scroll-based streaming environments,
where audiences make rapid platform-switching decisions, this visual distinctiveness
functions as a form of brand equity.

Symbolic and Aesthetic Identity extends Kapferer’s physique facet substantively.
Kapferer’s physique refers to a brand’s physical and visual foundation, including its key
product features and visual identity elements. The present findings reveal that in live-
streaming commerce, visual identity is not merely emblematic but operationally consequen-
tial: it functions as the first and most immediate gateway through which audiences evaluate
brand fit, product credibility, and streamer legitimacy. The concept of scene–content congru-
ence, understood as the alignment of visual setting with product and persona in real-time
performance, constitutes a dimension not captured in static brand identity models. This
suggests that symbolic identity in interactive retail requires a performative and contextually
situated understanding that exceeds Kapferer’s original formulation.

4.3. Relational Orientation Identity

Relational Orientation Identity refers to the way live streamers construct and sustain
their personal brand identity through ongoing relational engagement with viewers. Partici-
pants consistently emphasized the transformation of transactional encounters into socially
meaningful relationships, positioning themselves as “friends” or “one of us” and stressing
equality, familiarity, and emotional closeness: “I think sometimes when we talk more about
that, it makes you feel more like a friend-like relationship” (P4).

Trust emerged as the central relational currency. Streamers associated trust with
moral conduct, sincerity, and consistency rather than relying solely on product quality
or promotional technique: “The audience will have greater trust in you. Even if they
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don’t have a deep understanding of a certain product, they will be more willing to pur-
chase it because they respect you as a person” (P6). This cultivated relational closeness
served to validate endorsements as advice offered in the viewer’s interest rather than as
transactional promotion.

Some participants described cultivating a broader sense of community identity, en-
couraging interaction among viewers and framing the live stream as a collective space.
Streamers maintained off-stream engagement through group chats and holiday greetings,
indicating that relational identity extends well beyond episodic broadcast encounters: “He
hopes you are someone close by, not someone high above him, and it needs to feel like
friendship” (P13).

Importantly, disconfirming variation was observed in this dimension. Two partici-
pants (P7, P12), both university student streamers with shorter experience (one year each),
described their relational orientation as less developed and more transactional, acknowledg-
ing that sustained friendship-type bonds with audiences were goals to be cultivated over
time rather than established practices. This variation suggests that Relational Orientation
Identity intensifies with streaming experience and may require sustained audience-building
to fully operationalize.

Theoretically, Relational Orientation Identity extends Kapferer’s relationship facet,
which captures how brands interact with consumers. The present findings reveal a quali-
tatively different dynamic: streamers actively cultivate and reciprocate relational bonds
through real-time responsiveness, off-stream maintenance, and explicit friendship fram-
ing, transforming what Kapferer characterizes as a symbolic association into an active,
bidirectional relational practice. This transforms classical parasocial attachment [44] into
a mode of quasi-social identity co-construction involving mutual behavioral investment,
with direct implications for relationship marketing theory [63]. Relational Orientation
Identity is analytically distinct from Audience-Aligned Identity. The former concerns the
quality and maintenance of the relational bond between streamer and audience, focusing
on how streamers cultivate trust, friendship, and community through ongoing interactional
and off-stream relational labor. The latter, by contrast, concerns how audience responses,
self-projections, and feedback feed back into the streamer’s own identity construction and
calibration. The two dimensions are thus complementary rather than redundant, operating
at different levels of the streamer–audience dynamic: one concerns the relational practices
streamers direct toward their audiences, while the other concerns the identity-shaping
influence that audience responses exert on the streamer.

4.4. Value-Based Identity

Value-Based Identity refers to the extent to which live streamers articulate, perform,
and sustain a set of moral, social, and cultural values as a core component of their personal
brand identity. Participants did not view live streaming merely as a commercial activity
but as a value-laden practice through which they communicated responsibility, integrity,
positivity, and social contribution: “As public figures, whether in livestreams or videos, we
are always promoting positive energy” (P5).

Several participants explicitly contrasted value-driven live streaming with purely
profit-oriented selling, warning that prioritizing short-term monetary gain without ethical
consideration undermines credibility: “If you only focus on making money, especially
in livestream selling, it’s very easy to fail, as high-quality selling has to give something
back to society” (P3). Value-based identity was also grounded in social responsibility and
community contribution, particularly among streamers embedded in rural or culturally
specific contexts: “A personal IP is not for making quick money, but for contributing to
society, and if you shift too much toward profits, it will damage your personal brand” (P2).
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Participants consistently linked value-based identity to trust and relational stability,
framing sincerity, integrity, and ethical selling as prerequisites for durable audience rela-
tionships: “Only by doing business sincerely, selling reasonably priced and good-quality
products, can the relationship between me and my audience become stronger” (P12). It
should be noted, however, that the articulation of Value-Based Identity was not uniform
across the sample. Participants embedded in rural, agricultural, or knowledge-based con-
texts expressed value commitments in explicit and morally elaborated terms, whereas
entertainment-oriented streamers tended to enact value identity more implicitly, through
relational warmth and audience care rather than direct ethical discourse. This variation
suggests that the surface expression of Value-Based Identity is modulated by content do-
main and audience context, even as its underlying function as a trust-building mechanism
remains consistent.

Value-Based Identity corresponds to Kapferer’s culture facet, which encompasses the
values and principles governing brand behavior. The present findings deepen this facet
in two ways. First, whereas Kapferer’s culture facet primarily addresses organizational
heritage and country-of-origin associations, Value-Based Identity in live-streaming com-
merce is personally enacted and morally inflected, grounded in individual ethics, social
responsibility, and community care. Second, the findings reveal that value-based identity
operates simultaneously as a moral signal and a commercial strategy: streamers who
explicitly communicate ethical selling practices and social contribution do so partly to build
long-term consumer trust, suggesting that moral identity and market legitimacy are strate-
gically intertwined [62]. This instrumental dimension distinguishes live streamer value
identity from conventional celebrity endorsement, where values are typically peripheral to
rather than constitutive of brand meaning.

4.5. Audience-Aligned Identity

Audience-Aligned Identity refers to how live streamers construct their personal brand
identity through ongoing alignment between their self-presentation and their perceptions
of audience characteristics, expectations, and self-images. Rather than defining identity
in isolation, participants consistently described understanding who they are as streamers
through how audiences respond to them, identify with them, and project idealized or
reflected selves onto the streamer.

Many participants described audiences who perceived aspects of themselves, or their
desired selves, in the streamer. Some audiences identified through shared life experiences
such as rural origins, emotional hardship, or work and family pressures: “When I talk
about childhood memories, rural life, or feelings of displacement, viewers often resonate
deeply because they see their own past or current situation reflected in my experiences”
(P2). Others described audiences who viewed them as embodying a more positive or
emotionally resilient version of themselves: “Audiences felt that we are similar in what we
go through, but I handle things more openly and positively, and they hope to learn that
way of thinking” (P3).

Participants further described identity formation as a reflexive process shaped by
continuous audience feedback. Comments, interaction patterns, and viewer requests
informed streamers’ understanding of how they were perceived and which aspects of their
identity resonated most strongly: “Some viewers will directly tell me what they want to
see, and I will adjust based on their ideas” (P6). This ongoing adjustment was not passive
conformity but selective alignment, as streamers interpreted feedback to reinforce traits
that elicited recognition and gradually stabilized a positioning that audiences could clearly
identify with.
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In addition, participants articulated a clear mental image of their “typical” or “ideal”
audience, defined by age, gender, life stage, occupation, values, and emotional needs.
Streamers targeting audiences who felt caught between geographic and social belonging,
described as those with “no work at home and no sense of belonging in the city” (P5), used
this shared condition as the emotional foundation of their audience base. This imagined
audience construction operated alongside real-time feedback to produce a continuous loop
of projection, recognition, adjustment, and reinforcement.

The theoretical decision to unify Kapferer’s reflection and self-image facets into a
single dimension warrants explicit justification. In Kapferer’s [14] original framework,
reflection refers to how a brand represents its target customer, while self-image refers to how
consumers see themselves through brand use, two facets treated as analytically separable.
In the present data, however, the processes of imagining the audience (reflection) and
responding to how audiences identify with the streamer (self-image) were consistently and
inextricably intertwined in participants’ accounts: streamers adjusted how they imagined
their audience in direct response to how that audience responded to them, while audiences
simultaneously projected both actual and aspirational selves onto the streamer. These
processes could not be meaningfully separated in the data, not because the sample was
too small to distinguish them, but because they operate as a single co-constitutive loop in
real-time interactive retail environments. This structural inseparability is a theoretically
grounded finding rather than a data-level limitation: it suggests that Kapferer’s original
distinction presupposes a temporal and relational distance between brand and consumer
that does not exist in synchronous live-streaming contexts. The present findings extend
self-congruity theory [45] by demonstrating that congruence in live streaming is not static
but actively co-produced through ongoing interaction.

4.6. Content-Oriented Identity

Content-Oriented Identity refers to how streamers construct and stabilize their per-
sonal brand identity through the substance, coherence, and symbolic meaning of the content
they continuously produce. Participants consistently emphasized that content functions as
the core carrier through which personal values, expertise, and long-term brand meaning
are communicated and recognized: “Through your content output, audiences come to
understand who you are and what you stand for, and it is through this process that they
recognize and validate your brand” (P1).

Many streamers described content as a deliberate means of projecting personal values,
particularly positivity, optimism, and resilience: “We have always created videos around
being optimistic, positive, and strong. When people consistently see this side of you,
they begin to recognize you as that kind of person and are more willing to follow you”
(P5). Participants clearly differentiated content substance from surface-level presentation:
“Having a good background or nice clothing alone is not enough, as live stream content
and product explanations are equally important” (P4).

Participants emphasized thematic coherence and vertical consistency as essential for
identity clarity: “If a streamer’s videos reflect inconsistent personalities or central ideas,
users will not like you, because they cannot clearly understand who you are” (P2). Content
production was also framed as a strategic and labor-intensive process, with participants de-
scribing pre-planning of themes, strategic timing around meaningful events, and systematic
post-broadcast review.

For streamers operating in professional or knowledge-based tracks, content-oriented
identity was closely tied to expertise and value output. Several emphasized that while
appearance may matter at the beginning, “in the later stage, core content output is still
required to support the persona; only then can it truly develop into a brand” (P10). This
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suggests a developmental trajectory in which content becomes increasingly central to
brand legitimation as a streaming career matures. Conversely, earlier-career streamers,
particularly those with one year of experience, described content production as more
spontaneous and less strategically structured, indicating that Content-Oriented Identity,
like Relational Orientation Identity, may intensify and become more deliberate as streaming
careers develop.

Content-Oriented Identity represents the most context-specific contribution of this
study and the dimension that finds no direct structural equivalent in Kapferer’s [14]
original Brand Identity Prism, though it extends and recontextualizes prior observations
about content in personal branding research. It is important to specify precisely how this
dimension differs from adjacent treatments in prior personal branding research. Chen’s [15]
study of YouTube personal branding treats content primarily as a vehicle for audience reach
and self-promotion. Philbrick and Cleveland [16] similarly frame content as a professional
positioning tool for career advancement. Neither study theorizes content as a constitutive
mechanism of identity formation, understood as the structural medium through which a
personal brand’s meanings, values, and legitimacy are enacted, sustained, and evaluated
over time. A further clarification is needed regarding what distinguishes Content-Oriented
Identity from the general observation that all live streamers produce content. The defining
characteristic of this dimension is not content production per se, but the degree to which
content is consciously and strategically deployed as the primary vehicle through which
a streamer’s values, expertise, and brand meaning are constructed, communicated, and
evaluated over time. Content-Oriented Identity is thus present when content coherence,
thematic consistency, and audience validation of content substance function as the structural
backbone of personal brand legitimation, rather than merely as a communication channel
or promotional tool. As one participant noted, ‘appearance matters at first, but in the long
run, it is your content that allows audiences to understand you, recognize your value, and
validate your brand’ (P5), illustrating that it is the strategic and sustained deployment
of content, rather than its mere production, that constitutes personal brand identity in
this sense.

Furthermore, both studies examined asynchronous media contexts (pre-recorded
YouTube videos, blog posts) in which content is produced independently of real-time
audience evaluation. In live-streaming commerce, content is simultaneously produced,
performed, and commercially evaluated by audiences in real time, conditions absent
from these earlier contexts. Content-Oriented Identity thus extends prior observations in
two specific ways: it theorizes content as constitutive of identity rather than merely as a
vehicle for it, and it situates this process within a synchronous, commercially consequential
interactive environment. This parallels the service-dominant logic argument that value is co-
created through interaction rather than embedded in goods [61], and extends it to identity:
in live-streaming commerce, personal brand identity is co-produced through content
delivery and audience evaluation. This co-productive dynamic has direct commercial
implications: audiences who recognize and identify with a streamer’s content identity are
more likely to trust product recommendations and act on purchase intentions, positioning
Content-Oriented Identity as both a legitimation mechanism and a driver of consumer
engagement in live-streaming commerce [10,36].

4.7. Consistency of Identity Dimensions Across Streamer Characteristics

Because prior influencer research suggests that follower scale, gender, and product
category may shape streamer behavior, the coded data were re-examined to assess whether
the six identity dimensions varied systematically across these characteristics. Although
the present study was designed to conceptualize the dimensional structure of personal
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brand identity rather than to test between-group differences statistically, the purposive
sampling strategy deliberately maximized variation in follower scale (from under 10 K
to 100 K–500 K), gender (five male and eight female streamers), and product category
(specialty food, agricultural produce, educational and professional-training courses, beauty
products, entertainment and virtual gifts, and mixed general merchandise). Instances of
all six dimensions were observed among streamers spanning these different follower tiers,
genders, and product categories, and no dimension was confined to a single subgroup.
This pattern indicates that the proposed framework captures a shared underlying structure
of personal brand identity that recurs across heterogeneous streamer profiles, rather than
describing the practices of any single audience size, gender, or product domain.

Where variation did appear, it concerned the relative salience and mode of expression
of certain dimensions rather than their presence or absence. As reported in Section 4.3,
Section 4.4, and Section 4.6, Relational Orientation Identity and Content-Oriented Identity
were enacted more deliberately by more experienced streamers, whereas Value-Based
Identity was articulated in explicit moral terms by streamers in rural, agricultural, and
knowledge-based domains but more implicitly by entertainment-oriented streamers. Be-
cause streaming experience and follower scale were correlated in this sample, these two
factors cannot be fully disentangled; however, the variation observed within a single
follower tier is consistent with a career-stage rather than a purely audience-size interpre-
tation. For example, among streamers in the 10 K–50 K follower tier, a more experienced
professional-training streamer (P10, three years) described content as the long-term foun-
dation of brand legitimation, whereas a first-year student streamer in the same tier (P12)
described relational and content practices that were still developing. All six dimensions
were present in both male and female participants’ accounts, although, as discussed in
Section 6, the surface salience of Symbolic and Aesthetic Identity may differ for male
practitioners in content categories not represented in this sample. Taken together, these
observations indicate that the dimensional structure of personal brand identity is broadly
stable across the streamer characteristics examined, while the relative salience and expres-
sion of individual dimensions appears modulated by career stage and content domain.
Formal quantitative testing of whether dimension salience differs systematically across
follower scale, gender, and product type is identified as a direction for future research in
Section 6.

5. Discussion
5.1. Interpretation of Findings

The six dimensions identified in this study collectively suggest that personal brand
identity in live-streaming commerce is neither a fixed attribute nor a purely self-directed
project, but a dynamic, multidimensional structure that is continuously performed, negoti-
ated, and stabilized through streamer–audience interaction. Taken together, the dimensions
reveal a coherent internal logic: Symbolic and Aesthetic Identity establishes the perceptual
gateway through which audiences first encounter the streamer; Personality-Based Identity
and Value-Based Identity provide the stable, internally anchored orientations that sustain
brand coherence across interactions; Relational Orientation Identity and Content-Oriented
Identity represent the ongoing labor through which identity is enacted and legitimized; and
Audience-Aligned Identity functions as the reflexive integrating mechanism through which
all other dimensions are continuously calibrated in response to audience signals. This
configuration suggests that personal brand identity in live-streaming commerce operates
as an integrated system rather than a set of independent attributes, with each dimension
playing a functionally distinct role in the overall identity architecture.
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This integrated identity architecture has direct implications for consumer behavior
in live-streaming commerce. A coherent and consistently enacted personal brand identity
reduces audience uncertainty, reinforces perceived authenticity, and strengthens the rela-
tional and value-based foundations upon which purchase decisions are made. Streamer
identity thus functions not only as a symbolic resource but as a commercially consequential
structure that shapes the conditions under which viewers are motivated to trust, engage
with, and ultimately purchase from a given streamer [10,36,38].

5.2. Theoretical Contributions

This study contributes to the literature on live-streaming commerce and retail ser-
vices by advancing an identity-based understanding of live streamers as frontline retail
actors. Prior research has largely relied on attribute-level explanations, including credibility,
attractiveness, expertise, and parasocial interaction, to account for consumer responses.
While valuable, this stream of work typically conceptualizes live streamers as bundles of
persuasive cues rather than as identity-bearing service actors embedded in ongoing retail
interactions. The present study conceptualizes live streamers’ personal brand identity as
a multidimensional, integrated structure that shapes how streamers consistently present
themselves, interact with audiences, and enact value in live retail environments.

This study advances three interrelated theoretical contributions spanning brand iden-
tity theory, personal branding research, and influencer marketing scholarship. The first
concerns brand identity theory: the findings demonstrate that Kapferer’s Brand Identity
Prism requires substantive contextual deepening and extension in live-streaming commerce
rather than simple transposition. Four of the six dimensions correspond to Kapferer’s origi-
nal facets, including Personality-Based Identity, Symbolic and Aesthetic Identity, Relational
Orientation Identity, and Value-Based Identity. Their operation in live-streaming commerce
is shaped by conditions that Kapferer’s framework was not designed to address: real-time
audience interaction, continuous performance pressure, platform-mediated visibility, and
the structural fusion of entertainment and commerce. How personality is performed, how
visual identity functions as a first-impression gateway, how relationships are cultivated
through synchronous exchange, and how values are communicated under commercial
constraints all differ meaningfully from their brand-management counterparts. The contri-
bution is thus one of empirically grounded elaboration, illustrating where the framework
holds, where it requires extension, and under what contextual conditions its original logic
is transformed.

Crucially, the findings demonstrate that synchronous interaction is not merely a con-
textual backdrop but a structural condition that fundamentally reconfigures how identity
dimensions operate: personality must be performed and calibrated in real time rather than
projected through controlled messaging; visual identity functions as an immediate evalua-
tive gateway rather than a stable brand emblem; relational bonds are built through ongoing
behavioral investment rather than symbolic association; and values must be enacted under
commercial pressure rather than communicated through curated brand narratives.

The second contribution concerns Audience-Aligned Identity, which reconceptual-
izes Kapferer’s reflection and self-image facets as a unified, dynamic, and reflexively
co-constructed process. The theoretical justification for this reconceptualization, namely
the structural inseparability of audience imagining and identity adjustment in synchronous
interactive contexts, is grounded in the distinctive temporal and relational conditions of
live streaming rather than in a general claim about branding. Future research in other
interactive retail formats (e.g., social commerce, virtual influencer environments) could test
whether this unification holds beyond live streaming.
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The third contribution, Content-Oriented Identity, identifies a dimension that finds
no direct structural equivalent in Kapferer’s [14] original Brand Identity Prism, advancing
prior personal branding research by demonstrating how content functions as a constitutive
mechanism of identity formation and legitimation in the specific context of synchronous,
commercially evaluated interactive retail environments. By demonstrating that content
is constitutive of personal brand identity rather than merely a communication vehicle,
this finding challenges influencer marketing research that foregrounds personality and
aesthetics as the primary drivers of credibility [8,10]. The finding invites future research to
examine content quality, thematic consistency, and audience evaluation as key mediating
variables in the live streamer–consumer relationship.

5.3. Mapping Identity Dimensions onto Kapferer’s Brand Identity Prism

Table 2 summarizes the mapping of the six identified dimensions onto Kapferer’s
original facets, specifying the type of theoretical relationship in each case.

Table 2. Mapping of Identified Identity Dimensions to Kapferer’s Brand Identity Prism.

Identity Dimension Kapferer Facet Relationship Type Key Extension/Contribution

Personality-Based Identity Personality Contextual deepening

Extends to performative real-time
persona management; authenticity

framed as strategic enactment rather
than natural disposition

Symbolic & Aesthetic
Identity Physique Contextual deepening

Adds scene–content congruence and
visual performativity unique to

streaming interfaces; visual identity as
operationally consequential gateway

Relational Orientation
Identity Relationship Contextual deepening

Transforms symbolic association into
active relational labor; introduces

quasi-social identity co-construction
beyond classical parasocial interaction

Value-Based Identity Culture Contextual deepening

Extended to personally enacted moral
values; reveals strategic

instrumentalization of ethics as
simultaneous moral signal and

commercial legitimation strategy

Audience-Aligned Identity Reflection + Self-image
(unified)

Theoretical
reconceptualization ⋆

Merges two Kapferer facets into a
dynamic reflexive loop warranted by

structural inseparability in
synchronous interactive retail; extends

self-congruity theory [45]

Content-Oriented Identity (No direct structural
equivalent) Novel extension ⋆⋆

Dimension with no direct structural
equivalent in Kapferer’s original Prism;

extends prior personal branding
research by theorizing content as

constitutive of identity rather than
merely vehicular; situates this process

within synchronous, commercially
evaluated interactive environments

Note. ⋆ = theoretical reconceptualization of Kapferer’s original facets. ⋆⋆ = novel extension with no direct
structural equivalent in Kapferer’s (2008) [14] Brand Identity Prism.

5.4. Identity Enactment and Legitimation in Practice

Beyond the six identity dimensions, the findings reveal that identity is enacted and
legitimized through a range of operational and organizational practices, including traffic
acquisition strategies, team collaboration, systematic training, and post-broadcast perfor-
mance review. These practices function as identity-supporting mechanisms rather than
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identity-defining dimensions: they scaffold the consistent performance of identity over
time without being constitutive of its meaning. This distinction between identity structure
and identity enactment contributes to personal branding research by highlighting how
brand coherence in live-streaming commerce depends not only on symbolic consistency but
also on institutional and operational routines that enable sustained identity performance.

5.5. Managerial Implications

The findings offer concrete practical implications for four groups of stakeholders.
For live streamers, the results underscore the importance of developing a coherent and
integrated personal brand identity rather than relying on fragmented tactics or short-term
performance strategies. Each of the six dimensions offers actionable guidance: streamers
should consciously cultivate and selectively amplify personality traits that resonate with
their target audience; invest in visual coherence between personal appearance, broadcast
setting, and product category; prioritize relational labor both during and between broad-
casts through community building and off-stream engagement; articulate and consistently
enact a set of core values that distinguish their brand from purely transactional competitors;
develop a clear understanding of their audience’s self-image and aspirational identities to
enable more resonant communication; and commit to thematic content consistency as a
long-term legitimation strategy rather than optimizing for short-term traffic.

For live-streaming platforms and agencies, the findings suggest that streamer devel-
opment programs should move beyond technical training to include structured identity
cultivation. Supporting streamers in articulating, refining, and consistently enacting their
personal brand identity across all six dimensions may enhance service consistency, con-
sumer trust, and platform differentiation. The finding that Content-Oriented Identity
becomes increasingly central as streaming careers mature has direct implications for talent
development timelines and content coaching investment. Agencies managing streamers
under full organizational direction should be aware that excessive constraint on streamer
autonomy may inhibit personal brand identity formation, as evidenced by the compara-
tively underdeveloped identity profiles observed among agency-managed participants in
this study.

For brand marketers and advertisers seeking to collaborate with live streamers, the six-
dimension framework provides a structured basis for evaluating streamer–brand fit beyond
surface-level metrics such as follower count or engagement rate. Assessing the alignment
between a streamer’s Value-Based Identity and the brand’s own values, or between a
streamer’s Audience-Aligned Identity and the brand’s target consumer profile, may yield
more sustainable and credible collaborations than purely reach-based selection criteria.

For platform developers and policymakers, recognizing live streamers as identity-
bearing service agents rather than mere content producers has implications for platform
governance, content moderation, and creator support infrastructure. Platforms could
consider developing dedicated identity support infrastructure for streamers, such as content
planning guidance, audience insight dashboards, and community engagement tools, as
investment in these areas may foster higher-quality streamer–audience relationships and
more sustainable commercial ecosystems.

6. Limitations and Future Research
This study has several limitations that should be acknowledged alongside directions

for future research.
First, the qualitative design based on in-depth interviews with 13 live streamers pro-

vides rich, contextualized insights but cannot support statistical generalizability. Future
research should employ quantitative or mixed-method approaches to assess the dimen-
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sional structure, robustness, and prevalence of the identified identity dimensions across
larger and more diverse samples. In particular, while the present study found the six-
dimension structure to be consistent across follower scale, gender, and product category
(Section 4.7), larger-sample quantitative designs could formally test whether the relative
salience or weighting of individual dimensions differs systematically across these sub-
groups, thereby establishing whether personal brand identity strategies are independent of,
or moderated by, streamers’ own characteristics.

Second, the sample includes five male and eight female participants, a distribution that
broadly reflects the demographic composition of certain live-streaming content categories
on Chinese platforms, where female practitioners are disproportionately represented in en-
tertainment, education, and food domains. Nonetheless, the relative underrepresentation of
male streamers means findings may not fully capture gender-specific identity construction
practices. Certain dimensions, notably Symbolic and Aesthetic Identity with its emphasis
on makeup and visual styling, may carry different salience for male practitioners in sports,
gaming, or professional training contexts. Future research should deliberately recruit across
gender identities to examine whether gender moderates the enactment of personal brand
identity dimensions.

It should also be noted that the eligibility criterion of a minimum of one year of active
commercial live-streaming experience, while appropriate for ensuring that participants had
sufficient practice to reflect meaningfully on personal brand identity construction, does
not constitute a uniform standard of professional maturity. Participants with one year of
experience, notably P7, P12, and P13, represent earlier-career streamers whose identity
practices were comparatively less developed than those of more established participants.
Future research should adopt more granular experience-based sampling criteria to examine
how personal brand identity construction evolves across distinct career stages.

Third, the interview guide disclosed the overall role of Kapferer’s Brand Identity Prism
to participants in the background introduction prior to any questioning. Although the first
part of the guide did not present Kapferer’s facets as explicit prompts, participants’ prior
awareness of the framework may have shaped how they framed their accounts from the
outset. The risk that the six dimensions identified partly reflect this disclosure rather than
emerging entirely independently of the framework cannot be excluded. Readers should
weigh this when interpreting the correspondence between the identified dimensions and
Kapferer’s original facets, and future studies may consider designs in which the theoretical
framework is not disclosed until after initial open-ended data collection is complete.

Fourth, the study does not incorporate consumer or audience perspectives. While the
producer-oriented lens is appropriate for uncovering identity meanings and self-definitions,
it does not capture how these identity dimensions are interpreted or validated by viewers.
Future research could incorporate consumer perspectives, observational data, or interaction-
level analysis to examine the co-construction and reception of personal brand identity.

Fifth, the identity framework was developed from a Chinese platform context (Douyin
and Kuaishou), and the salience, configuration, and relative weight of dimensions may
vary across different cultural, regulatory, and platform environments. Value-Based Identity,
particularly the emphasis on social responsibility and rural revitalization, may reflect
specific socio-cultural conditions and state-backed platform incentives of the Chinese live-
streaming ecosystem that do not generalize directly to Western contexts such as Instagram
Live or Amazon Live. Similarly, the algorithmic recommendation systems governing
content visibility on Douyin and Kuaishou may amplify the salience of Content-Oriented
Identity in ways that differ in intensity from other platform architectures. Cross-cultural
and cross-platform replications are essential to assess the generalizability and boundary
conditions of the framework.
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Sixth, the present study focuses on identifying and conceptualizing the core dimen-
sions of personal brand identity rather than examining how their relative salience varies
across streamer types, career stages, or platform contexts. The sample size of 13, while
appropriate for the conceptual aims of this study, is insufficient to support systematic
cross-participant comparison of dimension prominence. Future research employing larger
and more diverse samples could investigate whether certain dimensions are more central
to specific streamer profiles, such as knowledge-based, entertainment, or agency-managed
streamers, and how the configuration of identity dimensions evolves across career trajecto-
ries and platform environments.

Finally, the six identity dimensions provide a conceptual basis for future scale de-
velopment. Subsequent research may operationalize these dimensions into measurement
instruments suitable for empirical investigation, enabling systematic examination of per-
sonal brand identity in live-streaming commerce and its downstream effects on consumer
engagement, trust, and loyalty. The study relies exclusively on self-reported interview data
and does not incorporate observational data such as live-stream recordings or archived
video content. This design choice reflects the study’s primary interest in how live streamers
subjectively conceptualize and construct their personal brand identity, a focus that priv-
ileged access to participants’ own interpretive frameworks over behavioral observation
of enacted practices. Interview-based accounts are well suited to capturing the meanings,
intentions, and strategic reasoning underlying identity construction, which are not readily
accessible through video observation alone. Nonetheless, self-reported accounts may not
fully correspond to enacted branding behaviors, and participants’ retrospective descrip-
tions of their practices are subject to impression management and post hoc rationalization.
Future research could complement interview-based accounts with systematic observation
of live-stream recordings to assess the consistency between self-reported identity construc-
tion and enacted branding practices, and to examine how identity dimensions manifest in
real-time streamer behavior.

7. Conclusions
This study conceptualizes live streamers’ personal brand identity as a structured,

multidimensional construct that organizes how streamers present themselves, relate to
audiences, and enact value in interactive retail settings. Drawing on in-depth interviews
with 13 live streamers and guided by Kapferer’s [14] Brand Identity Prism as a theoretical
framework, the study identifies six interrelated identity dimensions: Personality-Based
Identity, Symbolic and Aesthetic Identity, Relational Orientation Identity, Value-Based
Identity, Audience-Aligned Identity, and Content-Oriented Identity.

Three theoretical contributions follow from these findings: the contextual deepening of
four Kapferer facets in synchronous interactive retail; the reconceptualization of reflection
and self-image as the unified Audience-Aligned Identity dimension; and the identification
of Content-Oriented Identity as a constitutive mechanism of personal brand legitimation
that finds no direct structural equivalent in Kapferer’s [14] original Brand Identity Prism,
extending prior personal branding research by theorizing content as a structural medium
of identity formation specific to synchronous interactive retail.

The six-dimension framework positions personal brand identity as an integrated
system in which each dimension plays a functionally distinct role, collectively shaping
the relational and persuasive conditions under which audiences trust, engage with, and
purchase from live streamers. Given that the framework was developed from a qualitatively
bounded sample of Chinese platform streamers, the findings are offered not as statisti-
cal generalizations but as analytically transferable conceptual resources that researchers
and practitioners in other interactive retail contexts may assess for relevance and applica-
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bility [58]. As live-streaming commerce continues to expand globally, an identity-based
perspective provides the conceptual tools needed to understand not only who live stream-
ers are as market actors, but how the coherence and consistency of their identity shapes the
quality and durability of their audience relationships.
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Appendix A. Coding Pathway—From Raw Interview Data to
Identity Dimensions

Table A1 presents a representative coding pathway illustrating the progression from
raw interview extracts (translated from Mandarin Chinese) through initial codes and
focused codes to sub-themes and identity dimensions, across all six dimensions identified
in the analysis. All participant codes (P1–P13) are anonymised.

Table A1. Representative Coding Pathway from Raw Interview Data to Identity Dimensions.

Raw Interview Extract Initial Code Focused Code Sub-Theme Identity Dimension

“Our strength is being optimistic
and positive. We have always

created content around this
theme—showing optimism,

positivity, and resilience—so that
others see us this way and come

to like us.” (P1)

Positive persona as
deliberate brand trait

Amplifying selected
personality features

for audience

Performative
persona

construction

Personality-Based
Identity

“Her straightforward personality
comes across as very genuine

online. This kind of personality
is liked by many people because

she always remains true to
herself.” (P10, referring to a peer

streamer)

Authenticity as
relational signal

Sincerity as strategic
identity marker

Authenticity as
identity strategy

Personality-Based
Identity
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Table A1. Cont.

Raw Interview Extract Initial Code Focused Code Sub-Theme Identity Dimension

“If my mood is not right that day,
I will not go live.” (P12)

Emotional
self-regulation before

streaming

Managing on-stream
personality

presentation

Authenticity as
identity strategy

Personality-Based
Identity

“Many successful live streamers
do not rely on looks, but on their

personality and emotional
intelligence.” (P10)

Personality
prioritised over

physical appearance

Personality as
primary long-term

differentiator

Personality over
appearance

Personality-Based
Identity

“When viewers enter the live
streaming room, they will

definitely first pay attention to
your clothing, makeup,

background and lighting.
Without knowing you, they will
focus on these aspects first.” (P7)

Visual elements as
primary

first-impression cue

Visual cues as initial
identity signal

Visual presentation
as identity
shorthand

Symbolic & Aesthetic
Identity

“If the lighting is poor,
consumers will feel the product

looks unhygienic or
unappetising—this can directly

affect conversion.” (P11)

Poor visual execution
undermines brand

credibility

Aesthetic coherence
as trust signal

Scene–content
congruence

Symbolic & Aesthetic
Identity

“Through your overall video
style and lighting, audiences can
immediately tell it is you.” (P3)

Consistent aesthetic
enables instant

audience recognition

Visual continuity
across streams

reinforces brand

Visual consistency
and memory

anchors

Symbolic & Aesthetic
Identity

“We approach it by making
friends first. We share

professional knowledge, and if
they are interested in us, they

become clients.” (P11)

Friendship before
commerce orientation

Relational priority
over transactional

selling

Friend-like
relational

positioning

Relational
Orientation Identity

“The audience will have greater
trust in you. Even if they do not
have a deep understanding of a

certain product, they will be
more willing to purchase it

because they respect you as a
person.” (P7)

Personal trust
transfers to product

trust

Personal credibility
as relational currency

Trust as relational
foundation

Relational
Orientation Identity

“After each livestream I interact
with fans in a group chat,

announce upcoming content in
advance, and maintain ongoing
engagement with loyal viewers.”

(P5)

Off-stream relational
maintenance

activities

Sustained
engagement

extending beyond
broadcast

Community and
belonging

Relational
Orientation Identity

“As public figures, whether in
livestreams or videos, we are
always promoting positive

energy.” (P1)

Positive energy as
public responsibility

Value transmission as
moral obligation

Positive energy
orientation Value-Based Identity

“If you only focus on making
money, especially in livestream

selling, it is very easy to
fail—high-quality selling has to
give something back to society.”

(P3)

Social contribution
over short-term
profit-seeking

Value-driven selling
as sustainable

long-term strategy

Social responsibility
and contribution Value-Based Identity

“Only by doing business
sincerely—selling reasonably

priced, good-quality
products—can the relationship
between me and my audience

become stronger.” (P12)

Integrity in selling
reinforces relational

trust

Ethical conduct as
relational glue

Integrity and
ethical selling Value-Based Identity
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Table A1. Cont.

Raw Interview Extract Initial Code Focused Code Sub-Theme Identity Dimension

“When I talk about childhood
memories, rural life, or feelings
of displacement, viewers often

resonate deeply because they see
their own past or current
situation reflected in my

experiences.” (P9)

Audience identifies
personal experience

in streamer

Shared experience
functioning as
identity mirror

Audience
self-image
alignment

Audience-Aligned
Identity

“Most of our audience are
people caught between having

no work at home and no sense of
belonging in the city—this

shared condition is the
emotional foundation of our

connection.” (P1)

Shared social
condition as audience

bond

Audience profiling by
shared life experience

Imagined audience
construction

Audience-Aligned
Identity

“Some viewers will directly tell
me what they want to see, and I
will adjust based on their ideas.”

(P2)

Real-time audience
feedback shapes
streamer identity

Reflexive identity
adjustment via
audience input

Reflexive identity
co-construction

Audience-Aligned
Identity

“Having a good background or
nice clothing alone is not

enough—livestream content and
product explanations are equally

important.” (P1)

Content substance
prioritised over

surface presentation

Content depth over
aesthetic novelty

Content depth over
surface

presentation

Content-Oriented
Identity

“If a streamer’s videos reflect an
inconsistent personality or

central theme, users will not like
you, because they cannot clearly
understand who you are.” (P9)

Thematic coherence
as condition for
identity clarity

Vertical content
consistency reinforces

brand

Thematic coherence
and vertical
consistency

Content-Oriented
Identity

“Through your content output,
audiences come to understand

who you are and what you stand
for—and it is through this

process that they recognise and
validate your brand.” (P11)

Content as vehicle for
brand legitimation

Content as structural
backbone of brand

identity

Content as brand
legitimation

Content-Oriented
Identity

“In the later stage, core content
output is still required to sustain

the persona; only then can it
truly develop into a brand with

real IP value.” (P10)

Content sustains
brand beyond initial

visibility

Content as long-term
brand infrastructure

Content as brand
legitimation

Content-Oriented
Identity

Note. All extracts are translated from Mandarin Chinese; translations were reviewed for accuracy and fidelity to
meaning. Participant codes (P1–P13) are anonymised. Initial codes were assigned at the semantic level during
first-pass open coding. Focused codes represent conceptual groupings developed through constant comparison
across all 13 cases. Sub-themes denote recurring identity-relevant patterns within each dimension.

Appendix B. Interview Outline: Multi-Dimensional Exploration of
Personal Brand Identity of e-Commerce Live Streamers

1. Background and Purpose of the Interview
Interview objective: This interview aims to gain an in-depth understanding of the

multiple dimensions of e-commerce live streamers’ personal brand identity, exploring how
they build and maintain a unique brand identity to cope with industry competition and
attract specific audiences.

Interview structure: The guide is divided into two parts. The first part focuses on
the live streamer’s perception of their brand identity and career experience, while the
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second part explores specific dimensions of brand identity based on Kapferer’s Brand
Identity Prism.

2. Basic Information
(1) Industry experience
How long have you been in the live streaming industry? What is the main content of

your live broadcasts? (e.g., beauty, fashion, digital products, etc.)
(2) Personal brand identity positioning
Why did you initially decide to engage in live streaming? What made you realize the

need for a clear personal brand identity?
What do you hope the audience will think of when they mention you? What is your

personal brand identity positioning?
(3) Personal brand identity building
What do you think is the importance of a personal brand identity for a live streamer?

What specific methods help you build your brand identity during live streaming?
(4) Competition and uniqueness
In e-commerce live streaming, what advantages does a personal brand identity bring

in competition? What unique elements in your brand identity attract viewers?
(5) Brand identity inspiration
Have you gained inspiration from other live streamers or brands? What experiences

do you believe have helped in the development of your brand identity?
3. Kapferer’s Brand Identity Prism
(1) Visual Image (Physique)
The importance of visual presentation
How important do you think the visual elements of a live broadcast room, such as

background and lighting, are in attracting viewers?
Personal appearance and style
How do you think external factors such as your appearance and clothing style affect

the audience’s preferences and impressions of you?
Other visual features
Besides appearance and clothing, what other visual elements do you think can enhance

the recognition of a personal brand identity?
(2) Personality
Cognition of personality traits
What do you think are the significant personality traits in your live streaming style?

For example, do you think you are more outgoing or introverted during live broadcasts?
Or more humorous and warm, or serious and professional?

The role of personality traits in a brand
What personality traits do you think are particularly appealing to the audience? What

is the audience’s feedback on these traits?
Personality expression under pressure
How do you usually handle unexpected situations or stress? Will these reactions

strengthen the audience’s perception of your personality traits?
(3) Relationship
Interaction with the audience
How do you usually interact with the audience? Are there any unique ways of

communication included in the interaction?
Depth of relationship
What kind of relationship do you think you have with the audience? How does this

relationship affect their loyalty to your brand?
Emotional connection
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Do you think you have established some kind of emotional connection with the
audience? What impact does this connection have on your brand image?

Audience commitment
Do you think the audience is willing to support your brand in the long term? What

factors prompt them to continue paying attention?
(4) Culture & Values
Value transmission
Are there any values or concepts that you particularly want to convey in your live

streaming content?
The influence of brand values
What values do you think lead the audience to choose to follow you? What impact do

these values have on your brand?
(5) Self-image
Audience’s self-identity
Do you think that when viewers watch your live stream, they project some kind of

self-image they aspire to through you?
Brand identification
Do you think the audience has a sense of identification with your brand, such as

feeling that “I match the temperament of this streamer”?
Ideal self realization
Does your live streaming style or content help the audience feel a sense of their

ideal self?
(6) Reflection
Ideal audience description
Which audience do you think your live streaming content is most suitable for? Please

describe the characteristics of these audiences.
Attraction and resonance
Which audience groups do you think are particularly attracted to your brand? What

makes them feel that your brand is “suitable for themselves”?
Expected audience image
What kind of people do you want your audience to be? Do they have specific expecta-

tions for your brand?
Summary and Feedback
Open feedback
What experiences or suggestions do you think can be shared in the process of brand

building that have not been mentioned yet?
Future brand vision
What is your vision for the future development of your personal brand identity? What

kind of long-term impact do you hope your brand can bring?
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