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rifs 24 PR s LAY LS P, TR AL I AN
B P BT G R, o BRI 1) 2o R ke 3] G
BRI R AEREA V2B, A 44 R
— PR EE ARG S, ARZ DL 24 Rl 55
A R E T A . SRR A )T R R
IR - BETAIASSE - JEITRRRE UL <TEE AL, AR
BN f T A B B DR R, HER O RS 44
Zaltman I Wallendorf (1979)iAK, XT38 7= i
F, oA FRR T R S VR B I 40%
VERT . AR AA PRt E 2, {H 5 R At 25
BT L, AHSCHFEAT ALk = .

TEISETG T, AZ B E AR, )
#) MIUMIU, EIEf) TATA, HAH) COCOLULU,
T E R RERR IS . AR HIQQ B7AE, MRS
B At A FRE AR, (H A G2 AR B AR
Bz ITEWTTE R B, i 44 FR B CAFFAIE (Gunasti
& Ross, 2010; Keller, Heckler, & Houston, 1998; Lee
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B, BILK ZIMEDR N AR, JUERAE; 7 e

& Ang, 2003; FMEE, TKZTHEE, 2012)., IEHERHIECTH)
(Klink, 2000; Klink & Wu, 2014; Lowrey & Shrum,
2007; Wu, Klink, & Guo, 2013; Yorkston & Menon,
2004)#B2x 5 M 14 9% 35 0 H16E R0 4, (HAR A BF
SERDT A4 PR b & X — TR S MR R AR
AW 5K R JLIE 5 (Baby Schema) i ff i, T
ZI M Ef 42 N 2548780 (Stereotype Content Model), %
SEF T A A PR 8 58 R 4 AR, A
B oG R R AT i S B B R AR

| QN E

1.1 GRAR R AR 2R3 AN T AR 4T HY 520
T SR MR A TRIE S R WA
Ji T, CE AR E 2 0 A b B A R
(Keller et al., 1998; Klink, 2000; Klink & Athaide,
2012; Lee & Ang, 2003; Wu et al., 2013; Yorkston &
Menon, 2004; PhEE, SKETEE, 2012), A5 LI,
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WS R4 BRI SCRFE 5 7 i 5l IR 45 IO RN A
FERCIR I OCHR, T 2% 38 20 A T B ) A
RIHE 580 B0 A ) 3K 72 JiE (Keller et al., 1998; Lee & Ang,
2003; FMEE, SKEIES, 2012).

B 71 SCRRAE, A8 PR B T A TR 2352 )
8 2% 25 % b BEL %) 90 v R O B o 1 42 1E (Sound
Symbolism) I HF5Y & B, a1 0 & & 51 LR
FATEAL B, e A7 7E — & K BE (Sapir, 1929;
Westbury, 2005)., Klink (2000) 4 AIF5% Z 56 A ik — £
FEHZE T W AP TPETOCE AUE T E X T
RG], R A, HEICEMLL, oA FR
PREICE S5/, B B B wERMEER
15T B %% . Yorkston 1 Menon (2004)F9 1 5% | 4 B,
X F KB IX 2™ SR Uk, AL R TG ) LA R
(U Frosh), 56L& T JC#H 154 FR(UN Frish)#H Et,
SR S AT VMR LIRS 2 | FURCE e AR
W o HIICTE FIS JCE TE b RN 156 T A ke 3
ZEH, AiocE ikl % s iz AR Ak
NARFEAE, TSR L FLURACST, TS DT 2
1T 2 s A5 2 B B A AR RRAE, T
3 (Klink & Athaide, 2012; Wu et al., 2013),

R T 25 5 b R R AR 6T B 35 0 A S e
IR EIBRR T EXE S E e Ve . A E R
WEFERE, 45 A PRI 5 & B R 5 7 o e 1 —
O, O AR v AR UL, A
TE dits JEE 5 REAE R 2% 25 O 2 22 TR A 3 R 154 o
B, Wu 55 AQOI3)RYWFFE A I, XF T J 1™ i,
T H B & A 5o s B s A PR, X LobE
i, TH 2 AR AT S A TG A A PR . Lowrey
F Shrum (2007)YAT5E KB, XF T HUZE 4 AN TT,
TH 2 E H SR A ST A AR, X T2
REVR R, VA 2% 38 BB B & 5 o0 & 1 il
ROEH TRIICE FTZ & /N L 5% 0 PORIRBERT Tt
RN TR 7 JE A — 2, NS O B 2R
K. HE L BFEERT T 2 D) RE VR A FVER T 09 7 b e M
— 3, MATRFE IR R IR, BT, 1A
Mo 23 R i 24 PR G FREOE XTI 2% o i 4 1 R
Mo WBE RN A MARHE & R E 0 — AP R 4r, 9%
CH [yoo] B & B bk NS T A, M [8]A9 & & ik
NIBGE TR . TEAF IEIE SN TE T, H 2%
T UL T T E (1] 44 R 1 4R/
JY, FAELS IS o0 B [A]0Y db L4 R 1Y 22 T RE VR4S AN
B HJE 15 S AR, S BRI R G
J5 IO B FRIE AN P52 0] 77 9% 5 X0 AN [] 28 3 7 o 1) i

U ANEIRREEEF/NT], B2 2R84 AT,
TH 2% 5 HB =05 A BRI & [A] 1Y 44 R, T
SR IR [yool Yl A4 FR, HUAR[A1H K&
e [yoo]® )5 o

[l JB5t LA AR SCRR AT DL & B, AR B4 s Rt
T A B BRAS TEE FEAE U )X T S
FR I B R, {EA B I 95 2% 2 T i 44 Bk P G 1
T A EEE (BB E A
12 BE

BERERBETNESR, 2—MREE IWLNIEFIE
K, il AT AR . W2 RFE NS TE T
ZH@EFER, 2007; BT, 2011 AR, 2012;
feitEEE, WhEH, 2006). JEAK(Q2012)%) 25578 4~
NZAT T o081, @R EMKAHE 3% M N
Bk, Hoh Lot &l i e s T
P o BFFEF A i RO R ELG ) SRR 2 B i i
RHE AL EN R, XFhENR 5 AT Lo iy R
—E, AR5 AT BB AR A, BT (2011)
IBEFEXT 2600 4> ah A FRIETT T 508, 45 R A
A 13.62%1 it A BRAE ] T & v, T HL B
LR T & TIE T R FE A RZ . H5REIA
Ry e IS I 2 W AT R B R T LA 2 i 2
JREYIX A3 BE . FEM 28 S Tt B v, AT e i ]
SEin e (L, YE, 2006). fEEIA
& W 22 25 NG TR ] 2 e, Bl —Rh s
TR AU . FERFIE 2, Sl R LY
EH B MR E AR 2 P S A B2 8
1. BRI 2 AR (P AR, 2007)

MBS KIRINMERE, & &) LENR
— AN EEIESRAE . AE 0~3 N H AYmHeE, SILH S
RABPATCE M, BT 4~8 A, ZILREA N
WA BT, ARG o A S AR SS & i Jo i
HE s % (U0 “abababa”, “mamama” Fll
“papapa”); 13 I~ H iy, BILEF o hdikE
A B XS (< PEYE ) (Ferguson, 1964;
Shaffer & Kipp, 2009; ¥FE(#%, 1996; VFEE, /)
], 1992),

LB LA FE SCHER AT DL 2 B, B 56 T8 I oE
DIIR R E, B2 XS 558, H it
AR B B RN AT T WA A, (HR sk =
PRV Bl AN SRR YE . AWTTEHE DI LI A HE
A R Z2) i D 5 PN 2R AR B I PR T i 44 R P Y
B TR
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1.3 Z)LEX

AT B B LR A9 518 23 T8 i — Fol R ik
BB R AE, RP2E LK (Baby Schema) (Lorenz,
1943), W T& &M MAT S 2 LE SR IEH) 5,
Fr e Wl fesa sh % JLIE =,

H e T2 LB AW O oE 22 p T2 )L
FURAIE B A0, X SR AL 4G A0k o K [ (Y
M4 . KEREG . /NG FI/INEE 045 . LI X Le 5
FURFAE T LAG R BRI PE R, FRAFAAT I P4,
BAMRMBRA I o 72 LI 0 B o
BRI LE LA RSB R, R AL A 2
JURRAE,  BPfEJ2 ol N T LA 23 3005 22 L IEl = (Berry
& McArthur, 1985; Gorn, Jiang, & Johar, 2008), A
ey T BA 2L A m T LEA B35 1w is, K3
TEER . Wl I AN 45 55 21> J7 1 (Baeken et al.,
2009; Brosch, Sander, Pourtois, & Scherer, 2008;
Chin, Wade, & French, 2006), [RIif, EA 22 )L FL
FEAE I R 23 B0 5 B UAH SGIR B RF BRI B8 . A
T2z mets BA 2L FLAR AR ISR BT B . A i A
g, (EJR = 554 S MIAT J1 (Poutvaara, Jordahl,
& Berggren, 2009; Zebrowitz & Montepare, 2008),
BT FLARRHE BT 75 B8R T R o ] AR 3 Dy il 2
FIHE 1P~ 5 1 (Zebrowitz & Montepare, 2008), iX
PR 7 T 1 4 2 200 i B 5 TN 72 A B 1) T A 4 2
(Fiske, Cuddy, Glick, & Xu, 2002), KHith, AHFFEH
BT Z0HR BN G N ZE AR B R 2 48 35 1 v 44 PR T
HERAE RS IR
14 ZIRENRARRE

T B IU AR N, fh2 O RAE 57 T T
KT At 2 F0 B8 1Y 2 M BN R N 25 A B (Stereotype
Content Model) (Fiske et al., 2002), iZFiSiAh, A
A%t FHABBEAR B 058 v] LK 3 A 5L B2 (warmth) FITRE
J1(competence) B> 4E B, 11X P61 4E B 04 A [R] 40
G B T ZIM EN R 0 FEENES o IR E 2L
B AU TRBERIEE S RAE M, fB D) EEAA
FERETT . R HLREA A 15 55 BAARJE P (Fiske et al.,
2002; Kervyn, Yzerbyt, Judd, & Nunes, 2009). 41,
TENMTRZIMREN G b, SR N2 e (H Bk = i 2
(TR AR IR B (RS = 8 T 195 2 A4 2 il
BEAICAE S Y, T HR O 2 D) 2 e e 0 (ELAT et 2 11
LIS ) RT3, S5 R R B A
% (Kervyn, Bergsieker, & Fiske, 2012; Kervyn,
Bergsieker, Grignard, & Yzerbyt, 2016)1[E 5 1%
(Cuddy et al., 2009; JE%5, B2, 2015)55 21 . 5T

ZIMEN G N A5, Kervyn, Fiske 1 Malone (2012)
B IR E S AC B AAE 22 (Brands as intentional
agents framework), 1E M iZHIETE i A 5T 6035 1Y
Wil ABATIASN, BT S AR N A e 5 PR
UG N 2 RREARL, PRI I LR T AR Sy
I FNRE ) N HERE o D4R, BORBZ a5 &
ATk 19 T RE 33X PR A 5 THT 25 5¢ 1 it RAURN e B XS
mi S A B FINTH 9% B2 B9 52 ) (Aaker, Garbinsky, &
Vohs, 2012; Aaker, Vohs, & Mogilner, 2010; Ivens,
Leischnig, Muller, & Valta, 2015; Zawisza & Pittard,
2015),

2 WFREGE

21 EEFEZILEXMEIm

DAk T2 ILE A sy 4L T LESF
FURRAE, (HELLBR THEAM L 5N 2546, 78
W B SR H FTARR . JLEF S5 AGE TR
— NEBEHX BT IILEES R &AERENS
r (Ferguson, 1964; Shaffer & Kipp, 2009; 1FH{%,
1996; PFEEE, /N1, 1992). i H., B ALESE4)
ILAE P i A 22 M fifi B 5, Wz iR . R
B, AL 22 b ] & R FRIEARATT (Snow, 1972; 32
INET, /NS, 2014) BESR ELA BLLAMURRAE ) il
WG S LIE 2K, AR B PR 4 A 2 L
A R R 2 0 LI X SR R R R
AEdr, HoHE N2 ILE BT Repias . BARD
AR A RET SRIILEN R, A2
AR 5 TRATIAL T — SRR . WA FRAIES
SEWEST R B, BORTRAL FR P AR I 2 iR S .
FEFEMREE S, iEshiadEEc/Nmm) ., i
HHREEFRY), UFESCIRRYE), B ES
CUFAF ) | ) E A (T AT ) 4% ] e (<
) (BEE, 2011) 53X — B4 0 A 78 3085 i in 44
AN Z v, B e AR A i ™ o ) L3
SR, BOSZILER. BTSSR S
JLIEE, i AT T S R A TA 0 N 2 i 72 5 A B
HUBE N 25 RN 3 B R H A Bl (Kervyn, Fiske, et al.,
2012), FFLAH B T RE S A AT S A S EN
AR, PRk, FRATIAR B

H1: 5@ HF4HMEL, & ARaE 2K
W EE LI, 0 2 i i R L
22 Z)LERIRAEFEE DS

AT 2 A T FLAF AE S A 7R T, 1L
WL 3 2 S 2D LB A R S HE T . S DI 5 &
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W, 5 A E, T I i N B T R
S R 3 SE (Berry & McArthur, 1985), J5 2
FEAMATRALE IR, B, LR R AR S I R
NAREE, BN ERE L gim N . & A RSO
WL b TAAE. KRS AEHEIE(Gom et al.,
2008; Zebrowitz & Montepare, 2008), | A X BE4% i
520N G N AR TR R R X —4EBE AR R VI G
RE SR B 22 Lo FL AR IE A ) 032 0T 22 L T =
LIGHMRBE FN v, AR 2 FRATHED A B LA & Rk
A SR, P B RS B ) L ] A 1 iR R R i
I, FRATHR i

H2: & g i 22 LB 0 A AV FH TE 1] 52 i i
W& HIE o

ER G R A NG = L) 1B > 3 & 5 € s DL
P, B AR 1 R AW BFE L, 4
GERS AR B Bk Z 8 ) . AR Ty RisE 4
(Zebrowitz, Andreoletti, Collins, Lee, & Blumenthal,
1998; Zebrowitz & Montepare, 2008), &5 Fr k%
P 0 R T3 AE 55 R T B B 28 4 b T S
(Poutvaara et al., 2009), b iRiX 2455 2R ISR
WA RE X — AR W& . BEAREA 2
JLTATFLARRAIE B 380 3 2 s 22 L 1 =X 2 e T i,
TR FRATTHE I ELAT 22 )L 2 4 A ) 8t T e P TS
B LI B 20 e 7 s o B bk, FRATTER A ik

H3: Z i id i 22 LI 2 AR 1) 52 il e
T
23 EFXEBEREAREHE: TEFERN

ETHER

MRYE T SCHEIS, B W24 B AT B S e T 9% 3
T i LI 1B R B8 0 TS A B B N, X AR S
Wk T T A 2B 4 FRYE 7 Lowrey Al
Shrum (2007)FIBFFE A, BAR T & FRAEAS B (T
B, JEICE) S R F A A R e, (H X A i
B ARHIE VR 2332 30 53 A — PP i FEAE O 200
AR o BRAR —Fh B Re ik AR FH & 52 3 55 b —
HE R, 84 B W00 1] g 2 0 FL A T
ERERT 20 o BT o0 R IR AL 23 5 R T 2 R,
JIr A& 5 ROWAR AT RE 23 52 B oo i FRAE Y Y . HiToC
H ARG ICH — AN B X BIAE T SR, i #
G, EEWREAL, TPt g ., AR
RO B AL AN R R S, AR P A% 3 1 IR
o BB IR R RE AR Y 5 S, T v A R A%
328 AT | U5 R R R 1Y) T (Klink, 2000)
Kk, 5JEJcEfE, AiocH il e 2Lk A JERaE i

. SCUEMT AR, Aijocs 21l 9 v it
A4 ATE R (Klink, 2000; Klink & Athaide, 2012),
T A G R L3081 2 sk B2 6 o v 7 B 228 P 4% (Fliske et
al., 2002).

Cohen, Cohen, West #il Aiken (2013)#5 1, 4
A ik [) B 52 B PR AN A i (RS e s, — 78 S 1Y R 55
SR —AE RN AR, SRR AAL
H 4% i (Enhancing Interactions)F1 %} 3t 1 32 H /E F
(Antagonistic Interactions)iX AL, Ef1ES T
2R ETERY . FEMG SRS HAR M, AASE
TR 7 A b o) 435 SR AR F 0N T AR [R], AR
A543 v I 1 72RO TR FEXT R A HAR T,
{75 R 5 A B 4 R e i 0N O [ A [,
R R A8 B A A3 e I A AR BN AR
AWFFE, WATREAEAEMAIG AL, AN R IG R R 2E B
EH, Ha b S AR CE N, B0 T8 5 ko
BN S 3, AR R XL RIS HAEH, 24 S
A TG E I, B R T AR RN 23
VB — TR R PR SE, A SCIR] I 42 B R 7 A i
Wo T H ISR IR & B0 E R XS BE ) 10
AYFENE, BT AASHIFGEIA Ry i X RE 7 00 (1R800 AT
REAN 2332 B0 S FRIE RS2 IR o F otk FRATTAS 0 AR 3L

H4: B 36 T1H 9% 3 2 M5 1Y 52 e 32 B 0 &
FEOEA IR, S R T 2% 5 68 1 RN 08 (4 5% ) A 32
FOCH RAER T o Y o A FR P EA TG E Y,
B N T IR RN B 1) B ) 23 1 55 (B3 5 ), ELN T
RE 1 e (R s M AN 2584k
24 EFMHEHBEBRTOZMW: =R EH

EH

Lowrey £l Shrum (2007)iA A, 1 2% #2508
S 5 SR DR G 1Y S A FR o BT T RE B N
R G, R B R AICRE T A, BT LA S A4 R
X IH 0 I 0 S AR A P RESZ 3177 i 2R IR

HR A 7 it 15 2 TH 0 35 e SR AR TR, AT LAy
A 52 3 AU 7= 5 (Utilitarian Products) Fll 52 5 Y 7= 5
(Hedonic Products) 2, S AL ™ 5208 284 T
56 SEBRAT 55 1Y T LA™ 5, 0 EE 7 o i D ] A
MY SEERDIRE; 1055 R B 7 & BB RS L1 T 2% 2 AR A6
DA 6 B 7 i, R AR T T R T 2
(Dhar & Wertenbroch, 2000; Bk, Bfo, BXInid,
2013), AFFEE SR, EANEE T X — 4 B v A sk
R RARAE BRI 1A T D REARRAE A
TR IR DR 3 — 4R FE TR Y Aty . RV R n
AR X F 1 R AE 7Y 138 (Chattalas, Kramer, &
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Takada, 2008; Fiske et al., 2002), FL#:N| . T2
Ml Lan (2015)RYBFFEEE R M, REAS A A I B A oE
5 AR S5 LT 5 A PE RS, 1M RERS R BE
W AR AR S D RE PR S AV . 4k, VLLL
. L MR TIQ016) T FRBA B, 7
st Y 21 BE s P B B RE A% B 22 1) 2 T R E T R E
T 7 i 8 5 2 J P R A RE 0% B 22 1) 2 T Mt ik 12
RIBE . PRI, ZIHREN G N AR i it B FTRE T NI
U 5 7 i 2 A v g AR R RN S A O
VERC . Fh T 2l BE 0 7 il 2 B DE TC A 44
PR, TS 2 S B0R B R 9B I  BEJ1 HIE 1 ek
b, DR 2l TR B AN 0SS AR A 4
FRANEES & RS AL AL TR . HEi, FRATHR R .

H5: 285 X5 T 2 & Dt 0 10 52 0] 52 381 77 iy 2R A4
AT o RS2SR B, T 2 B A 4 2 o R
FFR; RS SE IR i, T 2 e A RS
HR o

ARSCE 3 AFFERE 4 ATk 5 A S
B FRRTH 2 i RS R B 152, BIFE 1 5%
B o o AL B B L IR SO . RE ) R Y 5
Wi o AIFSY 2 B0 FETE B & i L4 R 5 T 9
HIE Z (B BT T RN o BFSTE 3 B 587 i A TE S
v 44 R 55 T 9% 7 O 2 =2 1) 1) 9] 59 28007

3 WSS 1. S A4 FRXT i A

B ) 5

31 X 1. BERMEBRXE/LEXAIS N
311 =wIt

FH R A BB AES S vs &) Bt
AR AR i 2 AR AR AR TR, B Bl AL 43 TC 3 PR
M, ARl 72 4, Hoh Bk 29 44, k43 4,
SRS 20.29 &, Ry TR 2 SR B A
B AR AT TP AR 5 B 52, ASBIF S A A 02 M2 40
i A4 R o

AR SZ IR B D 6 1 T X, B SR AR AR A
1T B 4 PR IZ S AT IR, 530k &
B IRE . IR <Bhihr . “pududu”
Fi“halala”, DL JdES o ol <% <ig B <H
$r . “pudu”Fi“hala”, R T PTG & HIGE, ZERPE
50 BR L4 FR (Argo, Popa, & Smith, 2010),
PEATAHOCINTT . Z BERT AWESE, SR H—500 5 kI
2 )L (Gorn et al., 2008), “Un & kT LY 4E
NRERF, WAAHZ R 2 LI & RSN,
K10 553158, 195084, SRR 2 H A0

EAREIL, 155080, FRORTH T3 A U
N
312 LR

MATFEAS t R g2 KRR, SIESG A
FRA|LL, S il A PR 2 LI 2 3 5 A5 1 I TR
BILWEE 1)

*1 BESEEEaMaRE/LERANESR

A FR (M%ija;) (&t;%i) t Cohen's d
P —FLI%  440+£2.84 581+250 —2.24" -0.53
EHH_PEE 489+269 649+232 -2.717 -0.64
F i fi—K P 4.14+2.64 584+258 —2.76" -0.65
pududu—pudu 3.46+2.17 624+233 —5247 -1.23
halala—hala ~ 3.80+1.84 4.86+2.47 -2.06 -0.48

. " p<0.05;" p<0.01

32 X2 EEmMEBZMIIERE. BEHHREH

A
321 ZWigIt

KRR RA M B EAEEE vs B ). B
A RE I 2 Bt i 2 A v AR AR T ke, i e Bt AL 4 i
FEHESFHMBEN, Ak 263 £, H Bk
120 44, 2Pk 143 4, VPIAER 21.74 % L 5 T #I
TH 2% 2 JEUAT G i R 56 0 R A T P AR G R
ARSI T i L PR S I L R A4 R

AR SIZIG SR FH I 56 i 5 5K, Lk R A Al A7
JIT T B0 0 A4 BRI S R TV, o o S
i A R S SRS B SCIR R T R
JLPE R A 38 5 5256 1 M) o 2 BR i AT 5% (Fiske
et al., 2002; Kervyn et al., 2009), & 4 4~351 H > i)
I R 6L, 4 NI H ORI AR T N6 o R 6 Tt
Ay, ARG, N TR E FRE 1 0 R v o TR R
BN TR — B BB 0.93, AE 18R PR — %k
T REH 0.87,
322 LWHER

MATHEAR t IR R R, SIS NS
FRAH L, B d b WA FR 2 LT 2 3 D A2 i R AR
YL, BT, AR EAR(ILE 2).

KRS . KT . AR FIXIL = (2004) 11
D5 AT AN AT o X TR BB AL, FEANA R
AR B 2R, A B X TR R N A B A B
MAEFIB = —0.13, p < 0.05), IIAHAZAEEZLLK
LA, 2758 X il B Ao 1) P A AN S 2
(B’=—0.01, p > 0.05), X FHESHIE, FTEHAHF AN
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*2 BESHEETRMIBIMREARNESR

o s it
A iR 44 R = H s t Cohen's d
(M + SD) (M + SD)
[l s
2L A 240+ 141 347+154 -5.86" -0.73
(M % 3D)
WHEM+SD)  4.10+1.00 3.83+1.08 2.09" 0.26
fESIM+£SD) 345+£097 3.71+1.04 —220° -0.26

. " p<0.05; " p<0.01

At 2, SRS 0 BE ) A S 2 AE [
EHI(B = 0.14, p < 0.05), fnA /A2 5% ) LEIZCL
Ja, RS SR T R A AR AN
F(B>=0.04, p>0.05),

9T 1 BYL5REE T HT  H2 A1 H3, $ii 54
B A FRA L, Sl S AL PR L B v
i R TEAR L, TR B, (HETEk =gy, 2 LKL
FER A & 5 ME B ) e Z R 58 2 A AR

4 WFIT 2: B ah A% RN A
IR+ U AR A R Y AR

41 St

KH 2@ ERE: & vs IEBH)200H
fiE: JC# vs FETCEDM PR R A &1, Bilp kb
LR 4 M E G oA, Badbosd. 4k
SEtEdAMIESEIE T E ). gl EIE Tk
KEEI A P ARAR T OR, ARk 253 4, H
P 203 44, Ltk 50 4, FI4ER 18528, T H
Tl T 2% 2 DA A il R B LR TR A TP AR R Y 5
M, A S 56 v A i L4 R 12 Sy R L R A4 R

NS e 3 N b o4 i WA R A W i/ (LK ]
I B0 i A FRXZ i AT IR, AR
HI G B3 M mititi” F1 3R B i B “miti” L &R
JUH B i mutute” MR S8 S mutu”, AT
PTGV R, ZERBOR e BUE A PR (Argo et
al., 2010), FF#ATAHICINPE . 2L =CHE B2 g
HIE I SAFSE 1 AR A o I I S 0 Y P — B
FECh 0.87, BEJIHIWE I N —EUE RECH 0.89,
K 6 siitar, s, R TRBE FIRE ) R wE B
42 SKIEHR

X TR 0B, R PR 3R 7 22 4 A 1 45 SRR B,
B RE ) R0V B [F (1,249) = 4.99, p < 0.05;
M sy =3.76, SD = 0.99, M 5+ = 3.48, SD = 0.98,
Cohen's d = 0.31], Ju & FRAE AT TR0 1 %% 8. 3 [F
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Abstract

Brand name is significant brand equity. It plays a vital role in delivering brand value, building brand image
and highlighting brand characteristics. Previous research found that the semantic and phonetic features of a
brand name would influence consumers’ perception and preference. There is rarely any research paid attention to
the function of repeated two-syllables. From the perspective of baby schema and based on stereotype content
model, this study examined the effect of repeated two-syllable brand name on consumers’ perception and
preference and verified the moderating effects of vowel features and product type.

We investigated the effect of repeated two-syllable brand name on consumers’ perception through 3 studies
and 4 experiments. Study 1 examined the effect of repeated two-syllable brand name on baby schema and
warm-competence perception by 2 experiments. Experiment 1 conducted single factor experiment (repeated and
non-repeated) with 72 valid participants, including 29 males and 43 females, averaging 20.29 years of age.
Compared to non-repeated ones, the results of the experiment suggested, repeated two-syllable brand names
were more baby-like evaluated by consumers. Experiment 2 also used single factor experiment design (repeated
and non-repeated). 263 valid participants were obtained, including 120 males and 143 females, averaging 21.74
years of age. The results showed that repeated two-syllable brand name was more likely to be regarded as baby
with more warmth and less competence. And baby schema mediated the repeated two-syllables and
warmth-competence perception.

Study 2 looked into the moderation of vowel features between repeated two-syllable brand name and
consumers’ perception. We adopted a 2 (repeated vs. non-repeated) x 2 (vowel and non-vowel) double factors
between subjects design with 253 valid participants, including 203 males and 50 females, averaging 18.52 years
of age. The results of the study indicated that the effect of repeated two-syllables on consumers’ warmth
perception was moderated by vowel features. When a brand name contained front vowel, the effect would be
weakened. Study 3 examined, with 1 experiment, the product type as moderation between repeated two-syllable
brand name and consumer preference. A 2 (repeated two-syllable feature: repeated vs. non-repeated) x 2
(product feature: hedonic and utilitarian) double factors mixed design was adopted, among which the product
feature was between-group factor and repeated two-syllable feature was in-group factor. 104 valid participants
were obtained, including 53 males and 51 females, averaging 32.94 years of age. The results showed that the
effect of repeated two-syllables on consumers’ preference was moderated by product type. With regard to
hedonic product, consumers’ preferred repeated two-syllable brand names; utilitarian product, however, they
favoured non-repeated two-syllable brand names.

Although there were a few studies about phonetic features of brand name, they mostly focused on the effect
of single phonetic features (front vowel, back vowel) on consumers’ perception. Hardly any studies examined
phonetic structural features. This study expanded the phonetic research of brand name from single phonetic
features to phonetic structural features and provided a new perspective for brand name research.

Key words repeated two-syllable; baby schema; stereotype content model; vowel features; product type



