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Formation Mechanism of the Brand Value

7ZHU Dahui, LUO Sen, LIU Xiaogang
(College of Fashion and Design,Donghua University, Shanghai 200051, China)

Abstract: This paper put forward the significance and characteristics of the formation mechanism of brand value, and
explored the foundation to build the brand value. The study also proposed that the brand value derived from society, the
enterprise and the product itself. The formation law of the brand value was analyzed further. And with the actual case of
brand actual cases, the three major channels of brand value were born. We aimed to remind the enterprise to attach enough

importance to the main aspects of the brand value formation, and hoped to guide the enterprise to discover and calculate

some new brand value in practice.
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Fig.1 Regular context of the birth of brand value
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