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Abstract

Brand name is considered to be one of the major assets of a firm, and the suggestive brand name
concentrates the product or enterprise features. Measurement is the major method used for re-
searching the suggestive brand name at present; intermediate variables influencing the suggestive
brand name include linguistic variables such as words, consumer individual factors, and so on; out-
come variables include memory, emotion, attitude and consumption decision-making, etc. Future
studies should refine and penetrate the study range combined with the context of Chinese culture.
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FIAT, Al Sas ko, F736G i o & ok i B ARAISS 0710, b, iAa B ik i 4k A
FAG BRI, EMMERPLE TR O, RIS, Xl i K& A EEZRmE. b
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FHIIRAR . Keller 25 (1998)%5 5 4 70 5 WAL IS, BIRE RIEHMAERE RS, kL T 53 2 = M ek
55 3 B R MEAE — B 1R P B VR REE B4 200 A O S AR PR L 4 o (TR THL(2006) I g 7R i 4
(AR 7~ P DR/ T B R, A 0 R AR R i R A2 BRI S R VE ) SR 5 i AT T HEB, TR R — A A
FREES, MIGHNIRAN B SEABT A, BARR R, SEARRE, hAMEAER RS Keller 4y
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AN R4S T, SR E T DL E R R R B . B DL B X, AT DLUE H SR S R A4 AR
REARIIL ™ i Bl 2% BEE R, RIS A0 1 D07 i BRUIR 55 B 1 BOA T PR R RFAIE
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AR, P EEMRERAEGSCL, SEARRT 2 E U, R R R AR o =
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FRT, WG PE S R T 07k T 2R i . AR Keller(1998) AXTIE /R PEATE SC, BESRE Y™ il Bl
FHE R T RO R A RYE, R EARMA 7 R R T ) O R AR R . R R E %
I PR BEAT IR L VTR SAT S b R SR — S A RS PR 8, DABEAT it 2 MR R AT RS 7R
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Holbrook “5(1987)3 A5 " 5 UM FUH P B 5 K, SRR ACHL™ 745 F) 1A 2 AT USRI 2 2 O 1 I
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