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Abstract

It is widely reported that the brand name is the bond between the products and the consumers.
Some studies also have shown that the brand name can influence the customers’ purchase deci-
sion-making behavior. For example, the repeated two-syllable brand name can influence the con-
sumer’s warm perception according to the baby pattern. As is known to us, there are many repeated
two-syllable brand names in our lives, such as “Wa Haha”, “Qu Duoduo”, MIUMIU, etc. Consumers'
own preferences and individuals’ differences can also affect the image of products in their hearts.
Therefore, it is of great practical value to study the preferences of different consumer groups for dif-
ferent brand names. Based on the reference of predecessors, this study adds the gender identity to
the classification of product types, at the same time, the college students whose consumption beha-
vior is very representative are selected. On this basis, the influence of gender factors on consumer
preference was further considered, as well as different functions of the product types and different
gender orientations of the product types in which to play a role. Therefore, 231 college students
from different regions, different grades and different majors were recruited. The method of online
testing was used to inform the participants that we would create a new brand, in order to control the
interference of consumers’ stereotypes of the original brand and independent variables such as in-
dividual experience. The brand name selected in this experiment follows the virtual brand name
used by predecessors to investigate the influence of overlapping brand on the consumption prefe-
rence of college students of different genders. Finally, the recovery data were screened, and the data
of 8 subjects that did not meet the requirements such as missing answers and wrong answers were
deleted. Finally, 223 effective subjects remained, including 108 males and 115 females. Finally, the
recovery data was screened and 8 test subjects who did not meet the requirements, such as missing
answers and wrong answers, were deleted. Finally, 223 valid subjects were included in the analysis,
including 108 males and 115 females. The results show that: firstly, compared with female college
students, male college students prefer male-oriented products; compared with male college stu-
dents, female college students prefer female-oriented products, which also verifies the effectiveness
of gender-specific classification of products according to gender attributes before the trial test; se-
condly, the preference of college students for neutral products is significantly greater than that for
male products, while the preference for male products and neutral products is not significantly dif-
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ferent from that of female products. Finally, the preference of college students for repeated
two-syllable brand name is significantly higher than that for non-repeated two-syllable products.
And for the male-oriented product and the neutral-oriented product, the college student’s prefe-
rence for the non-repeated two-syllable products is significantly higher than the repeated
two-syllable brand name. This also gives the enterprise marketing a series of inspirations, that is,
the repeated two-syllable brand name does affect the consumption preferences of college students,
but the impact is very limited compared to children’s products. Therefore, enterprises should pay
attention to the functional characteristics, positioning and main consumer characteristics of prod-
ucts before considering the overlapping rhetoric into the brand name.
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flIA A e — P SRR R RS, BEEARIALUE R, aaEte. TR ARE S, [Fm S
) PSR 35 AN U i 25 Y14 2 A PR AR BRI 50 2256 (Ogilvy, 2008) . A 222\ i B AE 77 i 5 4 A 7 F
SRR, R P R B SRR A B R AL, RIS X — A SR TR AL (R
WIBH, 2002), [FEIRHbIETE 1, FEMREFREE R T S, bl W, A B B SRR T T R
ZHFHEEME, FEXON T FERES N T A5 « Reofheit . “ELUEAAEMRAR, ST — Mt
ARER AR, EURBEMME— E B E R SNG . 7 HAAWI AR, SRR AR R A i R IR
KRS B 25 (00 S e AT (G FEMR&JE I, 2015). 4 b, EFEIE R IE S, RTF554 12 ThRER) &
R FR BN E B I TR, HRTETH S I SE RS i T A, — NRANO B AR
A BERE IO P A IR B R R AT A

—HELK, AR A SORIAE 25 5 2 R 0 B S M B B R, BATD I R R B
B (Klink & Wu, 2014; FME&IKLLEE, 2012). 1 SURHIER M IRELE 5 % B — D E AR5
st R A R T R T SURFAE 2 ORI 28 T AT 3 U o A TE R I, S i R 42 PR IRV ST
fE5 AR AR 55 I RHIE B BRI OCH, V8 2 237 AR T INARAR AR DA R 25 B 55 B i 2 1 9 2 A 1) (Kel ler
etal., 1998; Lee & Ang, 2003; FME&IKLES, 2012). B Ti% KFIE, B S FAEAE R BRALTH 280 4 Xt i
FEFRIYE AR AT, 24 b R4S BRI B TS R () 0 e 1 5 7 J PR A — B, Y B SRR T X A
o AR, W THOEREN/NT], s EARGE &R T SRR, TN T2 DR iR R A
T, TR RIS IS 0 B (Lowrey & Shrum, 2007). X2 BT RICE BT RIA /N, B, Pl
RIER, HHEERFEMNIIRFRIEMEAR, mEoEpfedmmfR. &, BRaKEE, 526
IR T 1) B e — 3, X —258 S Wu BB ARS8 SARY) &, RIRET- 55 PR 1 (7= i, T 23
FEARLE & A G 0 SRR S T T e VR BIM A E d, T 2E ER AT A R T A R
7= i (Wu, Klink, & Guo, 2013).

{RAE AW T, 558 22 DR Sl AL R P S AN 35 KRV 9 2 I B 2y 32, ) i R Bk
FRITE 3 5K B 2 R IS R R 7020 2 S, R InE A AR VE T i SR Bk k44 . 3 DA R R 2%
EEPHZEHNEE(0ET, 2011 AWM, 2012; AHEE&EEE W, 2006). &4 hAHRSS
HEB LRI, MENIES S — e RIGERN— RFFe, J8 T IORERENE. A B FR 2600 47 i bt
MREAFRIEAT 8T, SR RIA 13.62% AR 7 &, Hp B Ra T T & &5 & s HF
PR RZ (RET, 2011), fEUS MR, MIBEFEGEHEEIES N FE(LTE&
Bk, 2006). FATATLAKIL, ANRRTEl4 . S TS M HIER IR, SEEEmmEET R
e, "%, REFLLRER.

S LENIN— A EEESRE, BILET =AM S IR EA & & & 14 (Ferguson, 1964;
Shaffer & Kipp, 2009), HT& & mMAFRS 2 UGS FIEAERE, BreAnTgefEsh %) LB =X (Kindchenschema, or
baby schema). 22 )LEIz02 i AMTTHH R URFIER)— RO ELERAE, B8 LAHMEERS: SmEmnid. KRRmiss.
FIMIRGTE . KKIIARES . /NINE 57 DL RN BE B, X SEARRAE BRI 51 R ATTFE NN, 478 B B
(Lorenz, 1943). 22 ) L5 NIFIE T AR JBPEAR DG, B anm] 52 . #ui | 1SE . 52 N B &% (Berry & McArthur,
1985), XUCRHIERIEERMIEA . CAMARY, TR AARE2) LEEHMER A (Berry & McArthur,
1985; Zebrowitz, 1997)i8 254 (Brosch et al., 2007), &2 IEA MY (Hinde & Barden, 1985), #BREHS 5L AL
fiER, IR E . IRAWE] S, AMunt, 7E2) LR EAEEENZER, KIS R & &t
X ) LARFAIE PR 60 A s L 55 1 SRR, SRR, B BE 5% (Berman & Phyllis, 1980; Glocker et al., 2009a) .

KT )L R A an N F P T LEAMRE, EE S RHE b, BILERAAIEE RES,
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Bl )LE B &6 K E MB35 (Ferguson, 1964; Shaffer & Kipp, 2009; ¥ (4%, 1996; V1 1% &5 /NEH, 1992).
T 78 3 AN B2 ) LM SRRRAE AR 2 B 22 LI R, 5 SR AE OB R R T DL SR SR A Rk & S
B WU )L W AT BRI, AR AL B i R S ) U ORI 2l 1 T R
A (B, VR, FSRZE, B3, & T, 2016).

ERORAE T St AAT DARG AN 9% 06 il R R A, E AR S PR PR R 0 A, HIH R E S
XA 57 (A K DG TE P 5 R 42 R (Lowrey & Shrum, 2007), B8 355 i 42 Bk 3o Y 2 i 1 ) s i AR K
TR BrlRE 2= SRR R T . AR TS A a0 NI 9T, AR 7= S 2 W o W RIS, 7EThRE
K= i A4y S AL P i (Utilitarian Products) 152 Sk 24 7 it (Hedonic Products) 28 (811, V1V, JH 752,
T, & TG, 2016). SERIALF dh AR IR 2 T AR 55 A AR S R R I L B i, U T
i e e) R ) SE BRI RS s T AR AL VR AR G A, RIRERS 1LV 2 AR e AR g 7 i, o
R P o0 T 15 8 75 SR A3 2 (Dhar & Wertenbroch, 2000 #kU, 2, &BXJikE, 2013), {HAEWH B
() FAME S, P DR R [EA A — A S R S, Fornas $i P R RIS 45 A [R] 2 B 3 ks 1 —
Ptk 2 AR BIRRT, R B 1 8 R AL R RR T (Fornas, 1995), {HDAFE¥E = 538 A 1) £ BE 33047 90
KW FAIIRE D, DR AR FEAOAE 7™ ity Dy B 2R TR (1 Bt b 45 6 PR 0 P A B 7 W R B gE AT 7 2K . BB
AN R BEE N A HERS , HOE S Z R i, ERERZH TG, Xl RHIaiR
R 2 B W & (Madichie, 2009), HAFEFIHEBIA R AKEIERE0E AT S RSR[5
TR, RN AR 00 2 S B A A AR PRI, B S MR AN R . B X S
IR, HHT S O 4 52 55 M SUPUR 22 M U5 AT AFE — AN Adh IR 47 BARSZ AR R, BT epR i
1k5JF (Constantinople, 1973; Spence, Helmreich, & Stapp, 1975; Heilbrun, 1976). %L, AHF7 & ThREA
AN TRV S B e o 7= i SR A Gy 7N SRR S R i MR R SR R s R R AR
A 1a) S 77 s e PRI S AR i, VA ) S R

v WALAZ PR XS VI 9 7 O 47 FR) 52 0[] SRAFAE, T S5 M0 ) S R SR K A AN A 72 i B 07 1T, A AN[R 2
S PRTTH B AR [RIRE 200 M SEAT i sg e, AN s ST K 22 53 I AR I SR 2 56 DA SN [ (R AN 75 22
BREFRIN, I T AR FNRRE AN 22 8 — I\ A1 75 22 (need for cognition) 1% kA 7K T (expertise) 2
I 7 1 i AL AN PR R R B G R o BT AL, A9 99 0 3 00 SRR SN 7 LR LA AR,
RAVE S ARG B By 22 5 A B L, TR ABI 03 W) Lot ek 228 J LR IR 3t T 55 1 SE AR, S RO,
SN SREN, A FRATA 78 73 B I AR B3 9 2 e A o P 1 i) 22 S A K RT i 2 M) 28] it RELAA ROV 9 T
SKRRFEIE, A B FLEN 4320 W

AW FEAE AN B3 SR PR 7E (28 A B (BT, 2010 214e, VEvE, JEoRdE, IOk, & 11,
2016), FEF= BB BN THERANIE,  [RIE 36 FH VS A7 AR B AR R 22 R A, JFiE— 2%
JE T ) DR 2V B A e ) SR, DA SAS [E] D RE PR 7 it 2 2R RH AN [ S e £ 7= it SR A A H b P R 4
PIVERT o ARBIFFE AR T it 44 FR AU R A SR (R 78 AT R S, R, 9 A v v il AL BRI
WALERAE BB SE, AKHE ™ S S AL E S L SR A& LI S A RR, BB B T I A E S E.

2. ARFG=E
2.1. SCIGET

SEATIT, FIANEBZGME., FIZ07], &K BEE, KRR BaS5ESAER BN, it
1817 LA B Hp A5 8] 77 i (Debevec & Lyer, 1986; Caballero & Solomon, 1984; Whipple & McManamon, 2002;
Griskevicius, Tybur, & Bram, 2010; Berger & Ward, 2010; REVE& MR ZWE, 2012), AHF AN 5 I HF
I 2% R B AR AR TP E A, S5 HARRRHE S S0, FEIERTFR, FIAU). D4, FEH. B
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Wi BRI, BREE. BRACL TS0, BRESSEARI N, [FINHASE 16 4 OE L St A AT NI
PR, ZERE MR 5 T RS KR SR S & T B LRI ST R E LU RSy, s Mot oAy
TR (SR ) BT (SRR s eI i 5 i) (S SR Ao G B (PR s LAt
o PR R TR (S U )

2.2. IER LIS

%55 231 B AFEMIX . REFEH . AFEEAMIER KA, KA B g, B gt
PAPEBISZ—NHT IR, T 0 238 5 T A R B ZIAR B 5 (Fiske et al., 2002) DL AMAZ 5046 T0
FAFRITHE, A SR I b AL PR B0 A L R R (B A, TS, SR, S,
& T1f, 2016), R~ MEAB N SER BRSNS E MM “HEE” . “EIEE” A “gulala” , L
KAESE M e . “EIB7 M “gula” , RITG SR EOF B R — 4 S A FR I A%
a7 R ARG, BTIRRAUBIZU T R — S A RR A CEEEEET R1 “EEET, Fe AT
Lo I8 P — ZHL S A4 R 23 ) “gulala” A “gula” o AEBEEARYE B O I B B 0 5 4L R AT A
FERIPEAN o DB AE 3 R0 0, AR S0t B R B E AN i BR 8 5 44 FR (Argo, Popa, & Smiith, 2013;
B, VR SRAE, W, &TF, 2016), SR 5 miTH TN E AN i AR B AR .

Rt AR AT IR A, MIBRIEE . BB SEATT G ERI 8 A, &5 g M A Rk
223 N\, Hi 5108 N, Lk 115 N, P58 21.35 5, FEATHTTER 2 7 .

3. HiRGER

X i AR S VPN AT 3 (AN EE a7 e B3R k. L) x 2 (PP DD RE: SRR SEHT) x
2 (IEEHHE: B3, ) x 2 (WektER: Bk, M) EEME T Z0r, & RFEAFNE R
st P 200N 55 25 [F(2,442) = 4.909, p < 0.01, #p2 = 0.022], = )5 for 62 W R 2 A vk 7= il A7 o i 4 X 35
KT T 7= i 7= SR i (ps < 0.01), T xd T B4 iy = S R A 5 Lo tE R S A L3 B R %
Sy B RN B F[F(1,221) = 20.65, p < 0.01, #p2 = 0.085], I 5 k6 U6 2 B R 2 A %o A B 35 77 il B4 D 7
R E T SE7M(ps <0.001); 1577 hIhEE LA R E 1 F RN

Rtz At AN [EE A P2 5 O AR M A R A BAE F[F(2,442) = 13.810, p < 0.01, »P2 =
0.059], fAj BRI AT, AR T 2ot R 222k, SR 2 A S A S Pt m) 7= it s AEDRE T SR 18R 22,
MR A T R U e PEABUA 7 b (ps < 0.05),  HLEE B MR AR5, 6 - 53 PEAGT ) 7 il A0 R A e 7= 5 11
A 1450 S5 25 v o L PR A 1 7 B R R A (ps < 0.001), T X T KA 5, et b e 7 o ) i
B TR B M ) P S R A (ps < 0.05)s i DR R AR I B AEAE S 2 A BRI [F(L,221) =
11.498, p < 0.01, #P2 = 0.049], fAj BRI AT I8 A I 25 380 RE s AN R P AT 1 7= 5 7 D REAFAE A L
YEFI[F(2,442) = 5.138, p < 0.01, P2 = 0.023], T SRR HTR A, AR ZA 5 J A0 (1 52 5 7=
PR A 10 P 22 R 7 o B D R T o A 17 2 SR 7 b (ps < 0.05); - 5 i 38 2 BN [R) ek S AU 1 7= ity 59 35 4R AiE
1) 422 22 HAE I [F(2,442) = 14.373, p < 0.001, #P2 = 0.061], f&j BARLN 40 ol 45, Xof 1 53 Pk gei ) 7 i A e
e 77 i, RS ARTH B T RS B I A PRI B AR B 3 T2 LA PR (ps < 0.05), T x T2t
WA, KA AR R B AN S E M R Z R AR . FNESE ML, RSAN fhE T
PRI 2 5 S R R 2 v T I MR 2 B (ps < 0.01), T AES 35 b i b, KA T B sk B8 A g 2
il B AR P By, FLUOR FR VRS 2 i, S R et E = i (ps < 0.001).

4. &g 511ig
AT T T A 672 i T SRR [ M S 1 7 S KB A BE AR 7 B35 I B TR [ 3 ke 2
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HEVRIH P AT AOREM . B e M i 0 28 EHUR, ASRIVE BT dh 5 K S A R4 2 1A EAE A
FAXS TR, RS E R AT 7 s AN T SR, oK A S i i 2 P A )
PR A SRR, BRIE T SIS B AR 1 S X AT MRS 73 SR Rk (Bem, 1977).

4.1, REERFRMERIGR/~ & H WEF

R A P 7 S TR e B S 3 KT B P S IR P R, TR T B L AR 1 e
St oA b B ZE S, WRTSCHTIR, AR a0 R 2 3 AR S TR 5 MR AR L
BRI 5 AR FE X T P S B0 DA e 17, DRI A A v = it A bt 55 P v 7= i 0T DR 2 A 1 4 2
A s B S S ) o E R AR P S L A R P ORI A AR LR T B A e, A
A AW FOEBU M P A SR T, BAR B AN PE R R, (R R 1 225
SCARARE ST AT AR HE AN [ P 96 2 T 25 PE BSUR A6 52 A B B AR (ST, 2015), 1M SEARAEAR A0 1) 53 14
SR KA, KA T B AT A i (e 2 FR FE AN g v, F Rl TRt 2219 3058 2 1k
BT, R At 5 5K 2 A Ko P AT ) it AR P AT 1 7 ot PR R G R PSR 22 S, T A 0 B S0 T Y
Al e BT S JE W 2B ED B, DRLTE DUG P S SR M 4y 25 b, SR N R I 9 v
KX Ay Fe SRR ST . TP S IIEE 22 b, AR AR T T M) ) 5 AR 7 R e A e £
EIRFE IR KT e M ) AR =, G S T, BRI AR TE AR M AR IR R,
ANFRCN BRI LR, BRI TUR M 3 B SRS 7R, R IR AR S T A
7R, 2018 AEEE PUZRFE b, L LU AR IR Lot W AR B B i Al 1 30%, 111X — LU L AE 2016 -4 A 23.9%,
DR A Bb 2 SR R 7 it PR FF R P 0ot P D R S T A B s ) D e R

4.2. REFEREANBEFHMEN W

HIRM R PR B B IR SR AE A, 8 B AT 2 f AR VAR ™ i b, RS S TR
BEMBAEFREERERT ST MMAN, T MER ™ e, KAEE R E NSNS
I 22 A2 . S E L, R AR T 0k e P v 7 ot 1 B 0 R 3 v T S A e 7
T AE B b b, KAV 2 20 55 A e 7 ol ) B R P de v LR AR PR i, 5 e A
77 o B8 AR SR T DA 28 LB, s, MR, maiE, &1, 2016), MLE
Tl AL FR S AR Bl 1 B — 0™ I S R TR BRI RE T BN 0E . S5 A BRARSE NIIBIE ST, X T 5
TR R SE PR A R SE T BTV e AR R B A AL R 7 S T e, R
LA PO AR ST H B L VAT 7 iy, RS2 AR T 9 A0S 5 PR AT ] 7 it AT b P e 7 et R R s R v, A
SRS B D TR B R AN S AR L RE R e, PRI T AR & & S ) SRR 2 e T B
XA S5 RT NI FEAE RAR B EE(W B2, 2018), BIXE T S PR ™ s 5, V8 2 20 28 5 ol B A4 R 1 i
UFRE R e B L 5 b, S5 R8BI T PR TA) 7 il B 2 B2 s 6 5 S Y AR T R 4% RS R
YL RE 7 e VA e A S PR 7 i B LAAR B R A N b R AL R

43. BB

e WE G R ERUE, B dh A IR 2 A A I 2 s, (HRAHLL LT &, it
AR BRGNS B LR AL 3k L 55 A SE AU, SN FE 5 2 (Berman & Phyllis, 1980; Glocker et al.,
2009a), fHRARWFFENBA KILEE TR 2R, HX T ot mim = hl, R E X B8 & i
RO T 80 2 S, IR EA A R A E R AR T Lk 7 i B DA 5 e 52 B RH IR IR, TS
BN MR ) = S S T 2, SR ARAHER R, R S B H SR G AR T, 8
BRI A I BERE A B AL LA TRV B HRFAL, 6 T S AR 2 T R BN B
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44. FRERE

KB FAFAE LA Rl — DRI, B e KA RVE BAR B R A 2 s i — i
A, ERFEAACRIERIRER, R 22 AR T2 R i K oK 5 B KT SE R o, RIS Tk
Bk HURE REIX SR SR G Y A K i i 44 I 225 O EAT B FLORAE P s B PE B (1 7028 b JRATIAX
RIE VTR B B i BT AT 7 i 20 Bk 7y, ERXS THEE v R A B A R, BRI
LA R AR RT R PAY BB AE I 56 14 5 2 s P R 7 s SR B T B 5 dh R 7T B, 3 mT DLk
— 4G ERP FIB S0 AT 17 sBEATHR S, BLan P3 sy SR 1 X 4 B IR VT A, =R B i A e 1)
&3, T Theta MBAHGA N SEEINTA R, FERIEBLEBN AR L. 256 AR K30 L
B BAT AN [ [ e 22 S 17 REAHE BT L e ) PO 155 2 S 2, BT X it A4 PR I i 4 4R I BE Al A 2%
BB

T DR S OB A2 T [ B B 35 AR KT BIVE W 7E, IO P 3% . R A Kk

PERAASGER S BN Bl EESE TR RIS 5801 %, BRmENEHERANESRE IS
1], LR B BA T K T A 5557

SE K

SREMR, AT N(2015). A4 BRONT B W SE DR SRAT N ISR 7T, A PR, 23(1), 147-149, 152,
PN (2015). ZELE R R MBI H. WA, R I T IR,

VB, TRAHE(2012). b R A4 R IE 7 1 X T o s SR B A A0 W B A A KRR E . OB AR,
44(5), 698-710.

BitE, VEWE, FEE, B0k, T5(2016). B3 b A FRHY B e A I RS20, O FE 2R, 48(11), 1479-1488.
VFHEE(1996). = A1 LEES REMFAMARMER WS, OHLESHE, 12(3), 1-11
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