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B RENRREEN T HZ — EEEA) NS0 AR 19234F H U 2 M2
VECRFZ B 45 ) Hogl 3 8 Hh A SC 58 (A 2 I 5 [ 9% 2 28 G B2 76 24 1 A AR oA 85
o BB TS S T S D BRI MEAEAR AT AR REAS TS Bl i R S B A 5 YA 3 AT T O 1
THPRHE R GIAN] ] SR N2 55 S A SO i SCRANE R N R T IH 2 1 G SRR
Ko B RGBS G R E A R Z I R 7 O B2 (psycholinguistic ) i 7 20 Al
IR T E A TESE (Lowrey , 2002 ) o X SEAFFY 2 283 B, DA i 24 21 R 145, ASCRR (&
FER S ECE , WHERER IR B 1P, B8 T v i 75 6N 28 1ieA2 S BE AT AR
A EE A (Pogacar: , 2018 ) S E AT I8 F AT B R G HUIE % B0 A VA 18 P 4 2B 5 TR R U
PEAT R 27 HE RPN, 23X 6T 5 OO 1 5 PHIL A 24 Sfeax —$itaads A7 W 2 [
{EAFHE— PR R 7

VLA B A #3505 DO R £ BE D AR B T IS A 9 2% B Lowrey (2006 )43+
IR TR A ARG TS B T EIE O F2E A ; Camnevale S (2017 ) W 7F—F £k

il

ks B #A: 2019-03-19
EEWH: BRAARFFALFTFAA (71602043); B K 8 KAF 44 F 55 8 (71832015)
TEEBN: $E3T(1994—), %, HFA R FERFRMEANT A,

B A(1981—), B, #d KR FERFRIITGERES);

FEHF(1997—), 5, LR FERFRMEMT A,

IR A" (T R AT Y
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T th T <A 24 (brand linguistics )BE:, G145 14 M & PR 26 il LR L AR
FRGAIE | i DG ZR B2 s Pogacar (2018 ) fiilt & 4 1Y £33 W B T3 35 1 52 A% BE AN e fin
TR T PSR R B M BB HE AL TR SE LR STk, Lowrey (2006 )4 5 B & X TH &
PRI 2R 8300 23 5 X 23 0T IO AN [] B4 75 8 Ve T B AT A8 i A o, R AR R B4 4 8 S
R AEL R RN ) SE . s Pogacar s (2018 )X AN T AL Y G2 HAT — 5 B i B2 (H BBk T AL
Wi E TR MG 2 25 AR BIWT R R N 53 0h , AR Z 16 & B e85 301
(4 (BT AT A6 B R GERR R D SCE SR & I T ARAHOCHITSE , T LA LA R SRk Tl s s
NS — I S I RMITER .

ST, AT e TR ALY A2 AR BE AN B iz IS Bl = N R 2 Jia) (i a)
b 5 PR =2 B, 230l IR s = K3 35 DR 30 T 3 4T D 2 e A9 AT DX L BEBIL A
e, AR G oA 8 B A E PR O B B HESR TR AR ABIFSE Al AT HESR LR |
HATRIR R

Z. BEEEZRE

B TR A 22 L AR A 1 TR | T Bl R S A BE A A A
&R, WS R FR LB ™ i JE 2 oy (0 0B 4545 RS TE 5 R I 15 8 N B0 T AR
HAYSEMEER (LD BIE S 220 LR B4R, NEZIMYE S HR (NP &
B AR B R ) XA A5 R R AR Y (Lowrey , 2002)  HT AIBFR CL 2R B, 5t 844
PREG & 35 2 ST 2% 25 % i B D AZ AR (Klink , 2000 ) , %E Tl 5548 R B Y R IATE S 25
i) A TRk T (49 i ( GrinsteinfllKronrod, 2016 ) . T 255 K ST 2 W1, 8 65 1638 v 15
T R ZEREE XY 2 A5 BN T (AR 2 CIC s B A ) S (ISR EA 5 0F ) AT R
(L& A FHEAR I ) 7= A= 52 0 (Pogacars, 2018 ) .

R T AR A E S VR F A B RSV 0 S R T T /280990  Lowrey
(2006 )3T 2 28 FE BOR B B IR TE 7 40 i) BRI AIAGA =28 1Al 8 A 1 T 5 A 1
B fe /N 75 BT 5 TR AR TR R A B s ARG P B il 75 WU 56 0B 5 4 0 A 24 TG 5 in T 1)
1 Pogacar® (2018) M 7E 1 5 & 24 FE R A FEAE 36N 718 5 I TAE X — 48 a5 &
ZRIE (1 Hvs. B 4% ) TAE (H dhvs. Z45) 7 WA IR AT AL fE iz 2o B S ' AES
Lowrey (2006 ) (1) 53 23 FRIESS BN I T AR Gk BE WIARHE 15 00 T rfl 2 3 B A AR 2 /0
HEFT R 53 o I TSR B2 A I A BAF9E 35 R0 B 7 A b DA O B sE PR AR B X AN TR 8 35 0 B AR
I HEAT A, ARt BRI A 2R SCHR 1A X FEE o 9 4, RIS 2 B i R4 R A R
TR T] SR FE AR A2 X B 5 7= A BRI 52 0 X A IF TR AR R, #5745 B Pogacar
Z5(2018) K4, Horp 44 FRIAIE 25 B35 3 R AR Bl R 40 3]y B — A Sl T2, i i) A 0GR A
SN o3BT B2 I T2 WFSE A T LB 28 S M A T SCRRAS 2R, 4% R Lowrey (2006 )
B0 43 , BFFE B B eTE i) A B BFFE BN AT L 583 4h , Luangrath% (2017 )45 15 55 A 51
WFREE RN Y O ST Z MY RIE T LA, INTE N 48 Va3 iz (R R 147545

ZEA VAR SCHR , A 5% ARS8 A4 RO B i rh i S R o =26
i R AR F R CRBUL R 2 R BT = A e X — 32 S5 O B2 ]
I BRI T AN 3418 5 ()8 o AT I 5 H . B SOk B 918 5 M e s
TR AR X R = X I B T AR I T TR A XM 1 SCHR R 2R o BRI
SRR VA T A R/ INT BT T B AR N T A B S A B A Al AN TR AT B

SNEZGFEEHE (FAEFEIH)



AEFZME] o T ) PR R DU X RO R 15 ) S T TS (R R LA 75 TR R U S e 52
ZRI—ZRIEF N R AWESOR TR BAGA (1H 5 UM BRI T B 5 55 ST Tk,
TX B LR R AR5 B X B TP T RO R R AR G

=. EHAEHRIA

TR SRR SO RBIE I ST iz HI B d5e /N 5 B B AR R b ol LB i 118 44 k) | LA
L7 1)V B A3 7 5L, A IR R T R AT E ) A RE R B AR, DR — 40 T (] i 44 R 1)
TN RAT CAISE o it R ™ 5 4 R 2 28 P A0 3 3 0 T 2% i, PRI I L sl SOfF
AT RERZIA i BRSSP B 3R B (TR 4 S, 2016 ), A F 55 3% B 24 Bk i) (A 40 22 B
AWM T A - T IR N FRIAAE S O8 SCREIE X = A B A R EA A S5t .

(—)iEH

T FIFR R 56 0002 FE 5 o KA 230018 5 S ALY & & Feak [ —Fh
HES, BN Vb7 X S TE 2 B0E S P & siX A& i (Blasi®s, 2016 ) o KL, 44 F01E 5 dh
J 44 R R AR TR A9 & R AT T BB 25 | & T8 9% 38 RH T 1 2 SUIBARL B A IR N B AR s 4 ¢
T A4 PRI TR 27 (). Schloss (1981) A& B, 26 [E20 1 20 704- A A 192001~ e fE it i, 24 Bk
B FRENK H e i HA 7B, R R (Kraft)  F ARG (Kellogg’s )45, BRUEAIFSY & FHIX
— G 5K & HA TR A E XA X (Vanden Bergh, 1990) . A W58 %) LY T InterBrand 4>
R 5 LA (L REHEA 5% H 190 -5 30 30 5 L% 5 R, 2 R v (L R 2 At -
B b feff FH R ST () FIEB A & (Ank )55, A 58 3 TA A 3k 26 T sl R IR TH 2 8 I R
S (Pogacar®, 2015 ) o LRSS A4 FRAN [R] 280 % 5 FRAE A8 75 0 BN A 57 3222 A
JUH B RS AR

1. JTH

AR5 3 38 B 3 T o I S 0 R 7 RS R B A AS (R I T o MG (i
/il Jef 1)) JeaGE (faf faif 1ol [o:/ Jaz) VR IEE (fof fo:/ Ia) ) JURP . S5 A5 FT G T A Sl A4 PR 1536 T
AN R85 AR S T IS G T R R A RS B B 9 ) 1 (Klink, 2000 ) 5 Fif
JCE PR Cmil) 5/ SRBLAFJE A ¢, Ik A HUE A ) AR R oo & A0k (Wmal ) 5
I VBl AE JE AR O | B A TS 4 VAR 55 2 (Lowrey MlIShrum, 2007 ) ; &5 A J5 JC 1 AY UKk
F4FR (Frosh )2 L B AT AT TC ¥ A2 FR (Frish ) Lk BT 03B BE VAT , 3 Ao i o s T 2% 2 B IR
%25 Z AN T A9%5 5% (YorkstonFliMenon, 2004 ) o JLEE X &5 i 44 B A 1 0 35 WA 2L I
N, AT 2 FR & A T o BRI A 5 S PR (BaxterfilLowrey , 2014 ) . JLEAE6—12%
B9 K BB Bt , AR 25 ) 3% B 24 PR & 3 1520 (Baxter AllLowrey , 2011 ) o iUAE 0™ &
B B 00 b L B 45 5 A2 B 44 R R O i R RZ A (R B 44 BR B B S04k TR B L B
(Baxter®$,2014 ),

A B 20 S LA A0 & A 255 M 2 3 A S AN o ZE PR A [l A
FER A B S B ORE ™ i CAAT G K OB, T8 9% 2 58 i & BODIK ASX A 24 FR , R Ry & i) 11
fEis a9 (BOMY & i s W iz 81, DN 232 8l KASH AR 3l ) s 27 i ASREER A (A
WK 7K ), K ODIB A 4 11 & [1] 4 Mz 811 (1) i 44 B8 32 X3 ( Topolinski®, 2015 ; Topolinski&
2017),

AR TCE R B REIE 2 52 I O 5 s 4 T 0 LR B gl BE RN ), AR e AR ) i
T I AR B ST TR O A2 B R B SRR R — R 8 A Bh & A
FRICZE | B2 AR08 O3 FIE 5 RE T IR T, X SEERES i E— stk , T 20 8 I REE 5 8

WA TR R A
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PR DT IC Y 44 Fki] A8 o 18 A L Z A A 518 7 VLB OC & (Blasi®s, 2016) , 58 A G 7E
DU TR TR VU BE B DR [R5 5 3R rh I UE B T 2 FR i & A% i R R A e A
— B 1 L3 A 35N T B A BB B R S A S R, TAGE S E S
AE JIAN 25 M s BR800, ) KN (Shrum &S, 2012 ) o 3 B AfF5 1IE B G 3 8800 19 & A2 2 H 3lin T
AR AT N A BRI TR AR

2.8

B A FRARE UL, ANy (KitKat  TaTa%% X Fp 4 FRia Pl 8 kS R E L &%
M7 2% 25 A o Argo 2 (2010 ) 9T & BR, B8 A 924 Bk (U Sepsop ) L AE B & 24 Fk (U Sepfut )
FEREHT AR BN A 2 VA o X IR 5 3 R P 152 th A4 FR S 28 SR ) L T A5 B
B, Xk — 20 3R B 1 s S 2 e R B PR A RO Y L A

TSRS T AR R IR, B 2l P U R R B R RE K, R & R & REIE S
PILWIE SRRV & e IR 3 5 B LAY SRS (A ml & AT shae i) s Prh& &
T T I I RN 0 P SR R, DI RE IR 7 i 44 B R Sk e (i (BAEAE, 2016)
XTI 2 W SET BB REAE AT A A S 5 Z A G RIMES: , IF ™ R O3RN -

N 2 w2

3.16H

W E R I BUE 208 SOBE S L2 W] — AN B IR 9 & & o Lowrey 5 (2003 )AHF5Y & 3R i
FAFRAN SR EAT T B 1 SRR & BOC B A R X MR R IR — T 2 X
AFRIEAL A AR A AEAR I i 3 Davis flHerr (2014) & 3L, 53 ()
[Fi] & B ] (ANbyeFbuy ) Z [AIAETEME IS SN, T 284 152 T % A7 bye (P UL ) BRI Y SCEE, 2346
LS5 BRI T A T R (A 3K (buy ) 8 o S IR FE IR B I8 25 I sl 8O i) 7 A 2k ph ) 152 2 R
BRI A2 H S0 [ 00 55— SOREAS: , 3SR I TR0 Ry /s B S TR A <2,
PRtk Ao, A 7R T B N R R R s i A 2

ZrG LA ARl AIE - O BRI FF 5T, S SER0UN K 22 TC T 9 3 AT R I & 3.
W 2 F S G T IR T 8 AR A s AL PR SR 0 O 2 %o oz S 1, 3 S B
TE F Sh0E TR e e, AR E T IR K2 NS 1y A slin T .

(T)EX

A PR AT LT A B AT S 2 AL AT AL A 8945 (ErdemMISwait, 1998 ).
Lerman/FlGarbarino (2002 ) H 4 24 FRA2 A5 1T A4 18] SR SLInPRe i R 44 20 R 2K A 1) A4
(word brand names ) fI JG 1A X 4% FK (non-word brand names ) . ftb Al JHIE 32 14 %% & 7E TCH 7 1T 1
N HEEE 5y MR AT 1) SLAA PRI R o A 2 2 A 1) S AR AR T 9% ) Al ) 4 Sy v A
1) 44 BRI 1) 44 B o 224 it W44 Bk Ay v AL ] i, A0 SR A1) T AT A 22 A ARE A IR AR (IR ARL
R T X S EAA FR A IC A B T/ INR AELAE 1) iR 0] 44 R, 32 PRI Sy 382 ) 1) A SR S T
TR M, S 2 X A4 FR & 1T A AEAE BB 5 1717 24 ot 844 kR A1) B, 3R AR
FER/NARSFZ LA, 33X 2 i T 18 2% 38 XIS IR] B B S JaR 2ty oFe X i L 24 K %) 280 5 it )
(Meyers-Levy, 1989) . Meyers-Levy &5 (1994 ) it — 2558 &I, 44 FkiE: SOMES 5 7 i & M =2 ]
) S HR AR BE 25 M 2 2 00 7 it B PP o X4 R0 44 ot R HE BT 7 B, AR T b S Pk 5 4 ki
MRS — B (A RAREZE B A Rl A4 4 Bk 22 B ) R AN — 35 Cln LSS v L2 ) 44 4 R
KA )BT b, T 0 T R e P 5 i LA BRI A DG (AN DASE SRR 2 W] A4 4 L Bk
22 RO s AT R R R BT 2 B — B 5 BT T 2 AR AN T A
TFFER T LIRSl = i B MR sl f5 B 1 24 FRIU VRIS 7 24 FR (suggestive brand names ), Ul1PicturePerfect
AL 24 PRI 75 17 7 s ) SRR 1T 5 T IR I 78 44 FREmporium B AU 5 7 i P BB TG G o I 7 44

SNEZGFEEHE (FAEFEIH)



AR TIHTE L) T 5 A FRURR—S00 ™ i Jm e (AR RS 78 24 KN T 2% 800 At ™ i s
PR 47 R H B ZR TR R s 4 7R (KellerZs , 1998 ) . LermanFllGarbarino (2002 ) & B & TG
SMAFRAGALER I MR, (024 H 30— 2 A4 BRI, S5 18] A FRAH L, T 2 3 RS T
B i 53 3 L0 TG R] A4 R L X TF-2RA A4 FR A R i U, V1 9% 28 B AT W] BB B i I R A
SRR T2 (FREN B/R R10:10) s M A FRA <4 JE 18 sk, Bl o S e B A JE R 1 TR (48
B8 8:20) , 5T F A AN IS SRS ek AR T 1 2% & A3 f 4 (Labroo & , 2008 ) o ixX 467
FEFRHT, EEE N AR AR R 24 ), A SR A ) SR A4 B, I R AT el S
AHDC IR 44 FRIA) s 2 (T FH TG 1R) SCRR A4 B, DUV B34 o R 4 R AR B AR

i LA BRI T S T RE G 7 I sl g 7R i ™ [ o JE SR EE AR 7 (2013) R B b I 2 5 )
5 7N -3 4 5 R SC R4 FRAT T A A2 T RSN AR 1 28 s il A AR e o . R Py 2
HBFIE I BUAS = i R ECPG £ 22 Bk (O 2 gl 8 e il ) AN RE 8 1 2 3 1 o e R R, AN R4 1
WA SE B (T AR5, 2007 ) o VAL AA PRI 235 | &1 B 8 0 EL SRR ) PR 2 (R 5, 2012 ) o 1
RS (2010 ) D] 2 BV £k 10 75 8 i R4 4 1 9 3 IR R 1 5L A G SCAR RURS 18 £ oy i 4 D)
TN BEAR Ty S AR T 2 38 76 B b G 2% 1) B Ak ShAILBS BRI s e 4 oy i R 44

2 b SRR OS2 P A A O BN, R R BN N S R T aeJE 1 L 2 4
B SORUA U [ s 7 A FH o 24 BRI TC R SORHIE 2 1A s i DU B 1 2l 251 Lk i Ak )
A LA BRI A CL AT B R ZE A vh T o SO 44 FR T AR A i AMERE o UL AT UL T 2 5 6 2
T Hb PR 4 FRTA) (4 18 SN 8 X SR, 7= A I B, FLNFEMLE T 32 450 T2 (Pogacar
45 ,2018),

(=)W

it W44 BRSO A 23 T L AR IR (Keller Al Lehmann, 2006 ) , 5 4 Google FlifE:
IR 11 it R A o 3 6 L A 4 R 1 008 S22 B0 =X (I 2 AR 46 ) 2 B2 i 3 2% 3 13 D T
Childersf1Jass (2002 ) & B, T AAAE T 1 ] AR T — R 6] F 30 F N A HE &, OF
H 57 58 2 8 BA B 56 2 A1 &2 PR Don Casual “FAE #5525 1S PR 1 UM 2
AHOCHR , i Empire Script 4G & 5« 1E A9 A2 1S AH DGR S M PRI OG54
SCEIFAR SCF N R BT 3R 0 X — 3t T 2 S R AR A Rk il
121G BRAESF (2018 ) & Il A4 FR FHARMA B, T 9 3 25 DA il LAY BT M R goR B
150 5 177 3 LE A DU 43 2 2D Ry i R B AR W & . Hagtvedt(201 1) U1 & BAS 5822 () sl i i 44
PR CUNTBMAR I M T2 A ) T LA 5 3 9% 28 6 Al %) BT RE T JBR A

(PO L EEAL ] 5 8 132

TR 2 B B S0 T e /N SRS TR SR 3 T A S A B 3 3 Ak B
PRI TH P A TCTE AR Z AR, o] D58 B R S5 BRI, S Dk 1 H sl ik
I Tad R o B, SR T A DG 50 BR2E A0 K 22T Ak =28 A shin T BRI HLHI R - 5
— B T FHEE OIS T B RN T A BB —2h 588 & (sensory-motor combination )
1) B sh Ak Ab PRI FE (Schaeffner®s, 2016) , 1l 175 & FRMIE | & hVE S5 BN ANL A shYERFE L
FH K B TR — N i A, 3K 2L B R I SR e R PERE S, X4 R PR RRIE S
PO ) S M A — B T 2 2 B Bl AR R SO 5 5, ME DA X 4 BRI A S —

AR AT LAAE R A shias 5 2 A IR HAAE & (JaniszewskifVan Osselaer,2000) , &%

TSN T2 h T A4 BRI B P RS AR ARG 15 AT B A MR AT AR Y 5 5
=TS P EE A AR 2 B S TAR S Bk S R | W% AR B2 HE IR (Shapiro,
1999), 242 FRIAME &5 7 it Bt AT SR A A — B3O, T S I i B s, Jm

WA TR R A
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ot 2 B .

R PRI T 5 O BN 28 h S AR T ARSI B B AT A a0, 24 Bk 5 7 it
PERY b AR —BUR B XHE R NS RRT AN T, LA 288 X e A BRI BN, T T XHE R
AR RN o P25 LA AR 135 DRURRRIATO o B B A R AT HH 55 0 X 4 FRiAl A AR T

TEE ST B AT LAZE G LR R U T2 T 2 R AT 20 25 1Bl e 44 PR A
T R AN SCRHIE A9 A0, 544 FRin & A SUHIESE , PayPalidk A 2% SOt L) i 44 6
WTEN R SWES T & R R 25 5 Jm P AR 2511 2 i R AU R S , 2 JlCEh B4 it et

I:IAU%O
M. FHa@EFHIER

T 2 pR ) BT 2 A BT T R, R A VA ORI I LR AE B UL IR T fig
(Lowrey, 2006 ) . IUAT B 5% 32 22 5 1 AR ) o 3 O 15 8 N S AR RIS e, 18R] i 5 B 2%
SEAAAT S MR I O 0 RN, AL AR AR AN R T

(— )&

B FEAT T AT 5 0 B R T G sl R A7 8, ZE BRI 27 7 Tl & 4 4 T B4R FH WP & R
FHHETE CAnHR g L B OB I UG 5 (BB B T S 1 R RS K EM)ERES
AR ARG AN T AR (T 45 25 B (MceQuarrie fliMick, 1999) b5 T 45, FH P ¥ ES an R (di
TAETETFIEL (A LUy ) , B 2 (A 2 o0 R a2 52 SR B i, DR R i P LU iR 1B 52 SR 78 ™
Fn A NAT T8 38 38 i FA v ] (Kronrod FllDanziger, 2013 ) .

S BRI A PAE RER LU PR IEEE  Hoh S5 M R S 2 IR e
% NS A5 5 LM P 4G T DO B0 A5 R AL 503 B TE (I I L XK | R4S (MeQuarrie flMick,
1996 ) AFEF NN TERAILS] RIS N2 BRAEH LI FN S LEALEI T LA RAE T T 1500 1R
DN (McGuire, 2000 ) o VE MUK TR ERELEE B Ak, 5 R A5 2 R BN
il SRR BT I % X S TR AURUES AT A5 BE A IR o A BRARAIL I R B R Tk S di )
TRINZE 5 938 B DU A K R, T 2 7 AR 0 i LA B R A &5 &
TG 257540 AN [RMETE T 80N FIAI LR A A AN [m] T THE 35 28 1] B B o vh PR 1 e 22 1 i e
ETE T2 - B S L OBUOCHIHRE)

1. [z

By & — BB AN BEAAS ELAT AR U B P AR A T LU A T3, 3l Tk - <A 2B,
BIAnAE AR R 2 X A v, A F R B 24 AT S A ] o5, (E 2 Rl 2 24 O 1S PR
3| T AL L (SoporyFDillard , 2002 ) . FatM 45 #4) a7 5. H R 3 , A] 3 5 VA 38 A BRIR M , 92 1
FHTE 857538 . OttatiFlIRenstrom (2010 ) G5 1 By st i 25 BE i — g4 < 5 — , Baugy v LA
V838 AR DG A S5 B, 5 5, By s i {5 B A28 W5 R TR A BN G 5 58 =, Bk 1
A PR 255 ) R ST M ) 1 T, DA T S e 422 A0 R A8 it AR ) 28

WS FH B A T2 2 LT 2% 2 R U 2 2% H S s 1Y, (E 2 R At 2 13
BN S = L A AT SR SRR 7 B | 2 Lk I 2 B A N S
) 2850 B R B v 1 I S R R, X RO AR 25 AL o (N o e /KO 4R T U AE S i (A8 ) 1 4%
TR E R ) R A MG T R TR AR AU A B AN S SR R, 2
P10 A (P e =32 B, 01 P e s e B 25 5 ke ) S T RS s g )45 wh A s R (152
I EAIE N BUIR A 5 (A6 T 5L B AR AE T 5L ] LUA s ) BEAR A & AP BT (Ang AT
Lim,2006; 5K 655, 2017 ) o i A3 WFFE & BRI RE Al R BT A9 ik, B I LA 32 3 AT i 44

SNEZGFEEHE (FAEFEIH)



Feiigi (agent metaphor, QTN HTiA va 55 b i sl ) AHXS T4 HO AR 20 WL 4 11 %5 AR B (object
metaphor , W24 ik v IE AR SR ) BT R LEA% 98 25 0 5 00 i S a5 1 (Morris S, 2007 ) o fifF
SRR T AL B 1 By 5 YA G A 4R e i — 25, BRI R U IR ) A B R R o A PR B B
My 2L BT B - SRR N IS IE (Ottatiss |, 1999 ) . (AL, E 48 A G N Sl 5 HARIE 2 &
SLERAE R A BT , LA R ARA A T SR

GildeafllGlucksberg (1983 ) & B B 177 1] 5 S A4 25 5 2 3 SRR Ak R X, A pizil 2y
“HT A AU R AR AR R A (YR S i B AR B X A A AT T A A Y
S Vs (1] 2 23 K o i b RT DL T B S T B X BRARE 5 N D AT AR R SCESR G TR I 2
T B Y PR A

AU H, B e 5 B 1 30 v AR A5 250 2 B BORTE 5 WA I bl e i
S BRG], T LB R B G, X L AT LG B AT A IR SS N, R g
T AN T A A R 2% A S

2.2k

KRR OB Y 5 AR S YA 7 b, i B HAT AR S5 R R AE ol HOE =X
HASEBIR AR CRED , 1 3 P 5330 5 2 AN R S0s ) , AS ELA L[]0 o, 4510 <R A T s A4
ek BRI BT AR HERIE D R4 2 — > SR 925 L ) (Whaley FliHolloway , 1996 )
F A L TE2E AT R 25 5 5 RS B 2 2E (McCroskey AlICombs , 1969 )

WG R IR, 5 T8 B AR L, 77 i R A 0 L G S el 2R Ly 4
A AR AL SR LUYE SR TR N A BRARE 5 17 A HIRURE X R = R TR 2R B
oS S BE IR AR s NN A7 SR ZE i 98 A a7 T mn N 75 SRS i, B2
)T Uk (Roehm A1 Sternthal , 2001 ).,

{5 P2 LU A T B0 38 A — oA 8% 7 38 T B (Whaley FilHolloway , 1996 ) , Ui1“{X
AU F IR 3R T MKk S 5 0, AR R R AR P IR TS — R e — R OB L AH R 3R
W5 B HMCE TR IR I E A S WAl s B L5 B R A o, B 2 R (5 8 i BRI
27 A A EE (Whaley fllWagner, 2000 ) .

F LT OO 5 RS, F5 2 P A BRI L X F A 5 R
A PRAFR R ), Bl A2 4 T AL A E A

33K

MO AGTE R HA WA B0 28 CERE T X BB A R SAET 5 i R SUOCR 5 [ TH
T E R Dimofte flYalch(2007a) & MU ) 2 8% LI, BA 2 HRfRRE 1 A 284 25
B R 5 T SO BRI BT AR R S A T R N N 2k
i AT RE 5 A T A SRR RO & o 4911 4, 35 ) 3838 15 12 5 R 8 FH Y 0 S0 i Raising the
Bar ™ [ US4 5 B i An vl (EDTRATHY B bR A4 &), AEL O B 5 X I 2 R 55 i b AN AR
WA B SCCRITRATTA IR S5 T TREAE 2 5> ), WS BR A 1 38 A 9 3% 8 2 Wi /] ) 50 B X} oz 1)
i 25 H B T PEAT (Dimofte Al Y alch, 2007b ) o H S 4 288 fif FH H 728 S5 BB A8 B4 18 UG
SCEE AN BRER TC IO VR A SO 7 S ) )4 2R RN ZE AR E (2013 ) 2 IR VT i 2w
TGN, AR 5 AU REREIE TR A BRI PR B RN A T4 I 2 il B BB PR A, (LR s
S PR E AN AN I T BT A AR AT

WAG T AN E FHRORE T AR 1 5 B RE T, DRI BUOCAB T 3 32 45 T B AR X 2%
FrE A LB

WA TR R A
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4. $1

PRI T E A I & S R A T R 1k oA ST RI F OIS X FME R E Tkt — 25
A3 R PR AR Sk A R AR ARAS BN B A DA TR 4t R TS 1 oa s R i AR ] 3RSk
FEARAR A~ mk B4 DAL A TR R & AR TR

WFFE & BT AR AA% & T EE Ml g 5 2ok LS T X3 TRa
PR #8945 A 1) T {5 BE JRRDBR 22 B (MeGlone Fll Tofighbakhsh, 2000 ) o 5 415 458 A AF 5% 26 A 14
PER RSB B G , PR 5 S (FilkukovaflKlempe, 2013 ) .

PRSKE A Q00 R 3 H WL, (EA AR5 2 B bl BA] (G Rl s B 44 B FUBC (A% FLBCR (5
S0 AR Sk i A BT LA T B B PR AN IASE AN, “Two T-shirts $217 (B FTHM
213570 He“Two T-shirts $19” (FIFTHIL1925 70 ) BERES [T 28 BTN s Sk B A AE I iE
B EE A TR B AP fe R BRI AW, R 2 T 8 B BE (Davis%,2016) . A LA
t, SHTSCTh A BRI TR 2805 & RN L, FRETE R S B IA R 25 AR B MR R B B
TG R A 2 [ 525 X ) P A R AL B i , DA T s e S B A R AT

ZEA DAL VUZH WLE AHMERERIIEIE TN, Bad 28 HLRDBUE = FME T IR e A = 5 15 4]
B35 UM L IR IE S B A S B A P = BB R T B O BRI T NMAH
TN IR T P R AR 25 R B IR 25 AR A TR X BB RE VA AR, F0
PRI FR R T 2240 T AL AR P B T 2 5 T e (2456 1) e i P 5 i T 2 o0 B8
1), 54 IR N A BRARICOC , I T A shm T AL

(—)m)ak

Ay SR R H SO S 2 Fh 2 A MR AR il i iR W), O R R
SEFE R — TG 92 A ) AR VA 3 rh S BRGAR R VA BRSO 1Y 25 5, D5 — T DG BRIk
AN [RGB 45 5 o T SCRE MU m) ) B [l g 45 5 ) AR ] A e FH 3 U A
[l AT AT

1. Jz [n) 4]

SR )] e — T 1) L 1 285 S B 1 ) 7 rp R ) X, 22 1) 3 RSO o ) R 2 58 A 3 ]
Y EER (Swasy FIMunch, 1985 ) o 755 A4 VA1 1, 2 ) A 3450 i Hj T BRI 32 2116 4 5k B2 A5 S,
T S Y

F9E & B SV P K, 27 A R R A 20 25 L il FH BRI AT A 43 L0 A Bl P
TR A 5 8 AR 2 i m) /) v RS AR S5 6, S [ /) R e A 2 W) 2 e A B = AR TR R 15 5 1R R
BCE B A SRR S, B )] B $ U R i 4 ( BurnkrantfllHoward , 1984 ) , 52 [7)/4] YRR 37 5]
5B 5 AR S5 BN 515 BB ARG, I HECE A B AL #E B
P2 B RS, Iz ) ) f e FH 2 B i B SOE DR BE N T, e LA 58 7 08 04 5 B A Ui iR
J1, e HEESS 15 B UL 1855 AR 415 BN A 515 BBIGE & A JF HlcEC
LR A A B ST AT FH S [R) ) 235 45 (Petty 45, 1981) o S [ A A Bt 2 s i 1 IR
J1, R TR IRAE B 2 G RO 2 B 4 (Howard , 1990) . 24 J [R5 A 7E 38 AN 145 th AR BRI,
TH O S Z O S B R R A&, LR AT 5 A5 2 IR AR 7™ A B Y B IR SR (Ahluwalia
FBurnkrant, 2004 ) . 5[] /a] (14 74 8 4Rl 37 BT 9% 4 e FRK ST A R0 ZEAIRMR B K7 T, B
S M) A]) 45 (The pen, for you? ) 87 & B I B PFAY | 35— 000 B4 B 10 8RR 1 v A
H AL B MRS R, P S48 MR 4] 5 (The pen, for you. ) BEIFFUITHY L X — R0 B FE £
M 4 (Hagtvedt, 2015).

25 b, B ) g a0 N B N A BN T AR AR R AR T H A2 e H s B A 9%

SNEZGFEEHE (FAEFEIH)



FNH SR RZ I, EL P ZEML JE T2 45 T 280

2. BE[n) 4]

ERITIE A 5 B T A A AT T MR A SR %) S 1) )« AR5 B I ) AN 6 ) ) ARG )
FHRE ) R R A A A8 S ) A, e SR R AR SRS (R BRE A , /R 2 Ml K R 2 B S 1) ) S48 7R Bk i
] B4) A JE8 (Y 7 R ) 2 [ g s, 49, <3k 1 R b AR A, A S 2

T B () A )12 o FH T8 B VR AT ARTaR , SR T 9 5 0 — B8 7= Sl BRIk 1 B 1% A9
KB, B 5 F AR I B () RS 2 i Hh R 7 o 25 3 X g AR A 0 T A5 G i s Pk
IO 5 B BRI ) AL 5 (0 £ JE AR T B 4 2 3 B WA SEA 7 32 B B 0 11 7T e 4K (Fitzsimons Al
Shiv,2001) 5% A G1IA 15 B AT ik (accessibility ) BERS AR EIZ AN , B >4 AATIHDGF 7] B A 2
A AR S HIRURN 25 B 2 57 RIS , AT SZ e AR AR o B2 L s SI2 56 % B, 4 Tl R ) 4 5

BIAT DA — SO, B S 07 ) B [T s R 0 A, 2 A AP e I Ao ke )8

MERPAAT TSI, AT (07T 23 T 28 Sy B A Pk ) R i o (EL 2 4 b T R 3k
— MBS ) S 1SN 2055 (Moore %5 ,2012) o

BN 5% ) A3 253 N ASHR ) R B Z AU MR W RN P R, 2405 BOR TR RY
FIAE BERCARET , BN B¢ n) /) () (5 FH 2 03553 15 AR 13 , T 224 ) {5 R A s sk, o e ) e g e P 2 34
5 Ui 17 (BlankenshipF1Craig, 2007 ) .

5 In) ) 2801, 58 n) )30 At 1 o A 8 PN AN T B A P i B S 1) e A/ D ) 52 38045 W
TR o BE )4 =X T 2 57 52 i[RI AR T2 4 T AL

3. A

VB R A5 IR RE RS IR, ) B RIS A 5iR 55 2 R IR ) VR A h 2R
PERARIEAT B2l FH A5 2 ) o X34 (2010) K B0, 4 FH A5 5 40 A BHLLE R AR IR (A3 2 L
i) A P R ) 1 5 5 BRI AR TR (<A S A e ) B AN AR 35 il % 388 < SRS 5 (R A
FS s AR TE = I, ZR i A BRAR I, AN 2 ) 2 L s TR (AR 22203 ) BoA
AR o GrinsteinfIKronrod (2016 )i 15 #4755 & B, 7 A 5 44 78 I 75 28 a) (AnAR %
AR A C R S ) 5 T WE S AR TE (AN IR IZ 2 8 X B B e ) 4
A BE RS TE R (R4 A O R EERR T A ) 5 R e B S PR 1 (A
CHHX A BT 1)ALE , BEUS A B AU /R B 15 8 A — B iR 30 5 o ] — 8
BRI RR AR B BN T — 97 R AR IR 6 T804 S B FH o 5 T 5 /) — R 1B S0 A
FE AR WE R R R R REXT LT AT A= AR

THPE A 2 B Aok 3k A O RS kit , WARIZEHE AT R AT
B B S M B B4 TR, <1 dont (FRANED X B 3R 05 2 , PRIy e dee o 11 0 B 7
AU, T H AR A0 SIS B AMAE ;<1 can’t” (FAGE )2 S8 AR 55 , DT BELAS H AR
SEPR AT R — A K B, T R PR 2 (ISR AR AR AR ) 51 & A BAR, TR K e A T
TP, T T AN R 2 (AR ZE S I A iS40 51 & 1 B bR, “BRANBE R 442 (Packard
4 2018).

ZE L A A TE R 25 4 O S R R P 2 AN TR) SR 5 17 2240 FEAS [ A 765 2 ) A
R AR AST , T 9%  Xo ARAE PN 2 B B St 2 R TR) o X Se i T2 s i T3

4. QiR fek

PRI AT A0 2 o D] 1 A A 2 O AR A TR (we ) LU <R AR

(you and 1)ilA5 8 B BT 515 8 & H # 5C R K% (Fitzsimons FllKay , 2004 ) . ) iE 4
AT SRR AFEA RS IS 234, WP R B A Y A B8 5 T L Ny SRR

WA TR R A
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FRIN 7R 20T OC FR AT “FRAT A 25 bl O A ke SERUE A 2 & s, A5 AR “Fe i1
S PR VA B RCR X R RS B RAE AR A Y, 5 R — S S BRI AR A A
T3 B AR B2 (Selaf, 2012 ) o AHUZAE A 171 52 B 9 5 [7) BRI, A st 22 Le
“EAT L AN, T AR RO B2 HFRAT 2 A AR SR A Bl el m] LR B B — A~ AT
oA B BT A SRR AE 5 A AT YA I, AT R — PR AY Jid A2 A 2 R BT i R Y R T
(Packard4%,2018 ) 1 $¢# 2 B TR T A P A AU A C 515 B M F R R, SO
R B K M 55 I, PR ) A AQTR) o S S5 A o 22 53 P AR RURRRT X — 32 45
TR

i b TEE RNE— BT B Ay s R ) A5 ) AR AR A ik s U 3R 2
SEMATH P8 05 S AP 1 88 R X DR 3 REAB A el 1 21 8 R A N T3 ) o e ik )
{7 BB UL TH 938 X5 B IR A BRURIE T, 70 BB _E R T 32420 Ty .

(=)L HLH -5 Bz

25 B TR A B R ) R WS mBAT LA Y, AMRTEX A 2B 50 T 2]
—E ARG 5 25 B — 4 S0 10 85 L R ZHOH R BT 5 O BRAUVARZE th N 7 A £ AURK
RS S 245 I T AL A AR ] 3k SR A7 A REAZ 2111 2 5 A8 5 N AIRE T A G er \ShAL
S5 PR R B2 o A T R B T Y O BRSOV B TN X — A S AL .

TEEFHSCE R BB SR G 2 A i Tkl R O™ i S 2EA TP AR T, LA ik
BRI REROCR I, ST 5 )< B2 2238 B T 5 B R T T e 125715 R 1 TE T A%
O, 5 I T P ) 22 95 37 g ) 10 JREORHIBR 2% 5 T 1P 2Lt fin T P2 ) 2288 45 <“got milke ?”
DNV PR ARAE B Tr] R i P A 43 S A DA 5 i A L S ] -2 W A 0 AT DAL ot ) e
FERME R R THA T RCR .

T, BHABTHEMESEER

TR RIS RS2 A ) BRI X G AN 38 TR A5 35 Ao N DLk g ZE T e HofthF 2 52
ZRTE S LGRS 5 [0 5 40 - QfRr BGAR S RS , anfe] b PSSO B vh ) 215 R A8 , DA
Kelnfariz G5 SRR 0 “RBITE 5 ATE I T H A8 55 AT Il oA DX 58 I
EIITIEne

(—)iEBepus

BN D) 205 BGE B Inl T 28 A TR 2 10 I B3R T A o i 53 e BRAE 16 7™ it 2
RERT , B A N B TETE B 12 o ke S B PEIE 5 SRR TETE & (IR 15 2 N E Y
CERFETIRE” A L, MRS T (e RAE DI RE - 35 Bh VR P A A g J R ) re S B il
B O FRAR ER R TS, DTS2 T I8 B8 25 007 it A AR 8, 8 9% 287 () W) S 2 [ ), Y7
AN SRR BT 5 ST 5 A PPN BRI A, AT R (PR SE R o PRk, 4
I AZAE e b AT B By A R Y T S, DA I 2% 3 n PR A (Bradley Il #Meeds,
2004).

5iEA R A AL, ST A Be S N—ALiE A HP L — N e R AR B SRR
Jn T (narrative processing ) 237 >k B B %% Ay B 55 i R A RS | 102 HH T RCR I T 242 =7
PFENHF B N R (Escalas, 2004 ) . QOFTSCRTIR , i T.HA SR R BTN T e
— M RE A SR T 2 1 RRAR B I, AEZE AR M N T 2091 4E 4t - NielsenFllEscalas (2010) &
PR, 7 B R A R I T ISR B IRIMERS A T A5 B 28 iR Tl T,
FEVPAN R 234 5

SNEZGFEEHE (FAEFEIH)



TE B At B 5 BBl A (1) 520 11 . Elder MK rishna (2010 ) & BUAH X FAUCA W GEFliA 1)
P SCF NS BRI SR P A 2R B E TR i AR S T B e B DR P
U XS T 2R 1A 2R T 2 T 2 A O R AR sh ARG, BRI R £ S 6 R
BEITEHY o X I E— AR B, DA 671 for 23 155 22 BB T 25 X R B BRI 1) 2 ], 3SR Rk
S T Ao R BT B S M B R A S Lowe ATHaws (2017) 0 & 3K, |45 Hofic & 119
N 7 R R A2 S A 2 2 X8 7 R/ IN P e R T, AP B L 90 9 2 i A5 i R B Kl
R

() ZiEMAE

Al I 2 15 [ B I 2 TATI 5 75 25 5 ()AL 2 BEWhor £( 1956 ) 4 M AR TR IR AR 15 B UL
BT RN IER PR B AT B SRR KRR e T RAT B4 B S
BRI FixX — LR AL T A o SchmittZ5 (1994 )3 1o 78 Hp [ A1 5 [ 97 10— 100 5 S04k
S R, AT R U 2 W TR B T 2 5 S A B, LU B R EATE S R LA
PRI Ao B B 23R 5 2 A, AR A BRI AR AE THEE IR R B S i R
55 0AE SRR FR o X2 RN DU R S0, MBS R SCF M AN DUE S E 1)
SER M 22 S o 2 RO BEERAE S I I 9% 0 HE 5 5 BI04 - Zhang FISchmitt (2001 ) I 5 2%
FA)£71 B S AT T S R 44 BRI B P S 16 OPR RN SR =R v A 45 oAt T4 s 2
AR R VRIS T SR R D S A I I (5 35 12 (U“NABISCO—4A DU 787 ) 5 24 Sl AR R B2
b SCEAF IR A SRR (An“Microsoft—fiKk ) s #5 HP SCFAFFEAR I R [RIRE S Y, DUz o6 1]
B X (An“Colgate—mi #8 1"") o M iE 7 BAGRFE FE 150 0 BB T 9% o (it FH L aAs xof 7y = B3t
B SRR B A PEAT (Zhang A1Schmitt, 2004)

KrishnaflAhluwalia(2008 ) 7€ E[1 B T s 58 & B, ) 4518 7 M08 CY Hh & 51l fg
4 A M B O NEa F/A=] WY B0 1 O (B N = 70 5 2 N S a8 | S R N (=i T N = i
R RIS, T Y A B R B T B VA s AN E P O B AR S (O
TR 45 B RE RS TN 20 YU . PuntoniZs (2009 ) 1) & 3, R4S T AR 3B SR 4, 1 2%
HAEAE BRI T T RE IS BN B 2 4

(Z)FFFRNES

o) 245 )38 AT B AR T B GE A1 5 VA T AR A e A g o £
B (666 ) FRAGEFFS (A1 © ) A B8 A R PLIE 575 9% 5 1 BE B A THLS (B
BT AL I, Luangrath%s (2017 ) 3 F X Facebook . TwitterZ: 38 AR & 1Y SCAHZ i, B ixX
HKAEbHEILRYTE B I e O FATFE1E 5 (textual paralanguage ) . 3% 88 HE S, FAFRIE S
AR SCTF BB I, LR BT SE (W47 i haha%s ) S e (AR n P RAER 5 %

ity B B iAlhigh-fiveds ) HLIE (AN emojifF 5 ) WA AT RITE 5 DR AT LURSCF 75 B

P SR iy —Fh, T DURENTA S RIS S o] LGE L PR U2 0 55—, DARRRE
FAF (A M) ECF AR (ASAP 666 ) 2 35 55 =, LUEAR MR BHAT B SRy SC (n
looooong ) B ; 2 =, NG IETE M LRI EA] 5 5500, IALSE E 7 2 X2 3K . Luangrath
Q017 T — MR AR RIS R I 2 31T BRI, IR A RINE & A fl
FHES IS 9 8% SR 0T, TH 208 5 R OC R B 8 B SR PR S 26 FeA 4 .
(P0).CEEHLH] 5 5 8z 1
ONEBRAGA  Z TR A RITE S S8 5 R R0 — o, BE A LA K

IR E TR TAE M@ 5, X il 5 THIEAR R A8 & 5 5 —Jr i,

BB AR SR T, e 25 I S T AR 2252 O™ i 28 N RHIE SR TE Z IR 08

WA TR R A
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HH T BRI T WA S TR PGS LB ACR e . LT R, TGigin =
PN S 2% , AR 5 O BN AR ST E i A 3 TSz 42 n THLHTE sy , RHLE] 89 0
ATLUHE B S BN B A AP

N BRRKAREE

(—)451e

ey e3E TRl ) 5 9 R , 2 V2208 B P LR AR 2 TR 10 B ) R o
F e E S B B, R I A R RS S A T AR SO F O AN X —
JE I JBURAZS 1 8 T v i) ) R A S PR AR B RIS, 4R HH S RS A B T LU
sl WA PRI 18 SC B AETE B G BORAR 2 2B R AT R R AR
BT ARSI TR .

TH 2R TR RN T — N 2R 3 A 10 5 28 AL 5 S50 0 e 3 R AT 9% 2 A R, R
oS i AR S AR N AL B SR A B AR E N AR BE BN [R] T RN 7 =X
AbF NGE 4 A BN T3 58 22 5N TRYESHA S o A SN TR 48 MAHE B ICER TEW
253 Wb o A PR A RN 1, SZ 450 IR A RHE BA BORE A 82 4% 1
NG A2 N T.(Moors, 2016 )

[F]— 2R T 5 PR 3R B AT o0 BUSZ MR ] REE T[] 5 B2 A1 5 I ALl o 497) 4 ) e

BRI, FRE S B0 2 N s P B i R T 2 X T AR R B L, XK
NEEE T B s TALSH R A9 45 3R (FilkukovafIKlempe, 2013 ) ; 11 24 4518 R A Fb gy 4 4 FH
Bl T B 7 i T RE A B BT (Ang FILim, 2006 ) , 3% 200N 2 75 i T AL S 308
Pogacar (2018 ) G BCHFIH 238 X 1E 5 1 I AL I TAR B2 A AN 43 A 2l A A
S TR PR, A S TR 3 2 adEiE 5 R SERE S TS ARG HESEILS X
SEHILHIAN 32 T8 9% ShAILSR B A B BRAE 1 1520 5 A2 450 TR X = 2457 2 iy i R
fifp AR RN AL, X SR LRI 2 A B s SRR A AR B b B BE Ty i A2 k2

FoT R a3 A VR SO E B VA A TR SO BN BT A A3 B, AR I LT S Y
CE VR TP BT S ORI IS HESE” P LR A TE R R AR VA I 1 S B SR AR RS
BV O R TR S T E hin] R CHATE SRR R VR D AE SR A R A RSO
FKEHFST B 2R, ki 35 T R S P W E 8 5 B TR GCAC RS DL S LA o 5
B AR R P11 i A A 36 69 9% 5 Sy A DAy 495 3R s v TR A I AL R 23 S PR
Z&, Horh A s TALFE e — 3w 85 ML EROE AU ToRism i =Rl , 248 T A
PR AE IR PRI .

(Z)ARM ST e

SBTHRAARIT R TR 100 R 05 B V) 3 Y PR R 5 =R R A BRI AR A o 4 KA 9 5 MY
EEMTEE S B RRIGE  WRTE S RS SRR AR A U, REE
TP IE S O C 2R T FE NPT RCR B — UK B A T R s A )
AR DA AT BRAEAS ST AR5 5 1]

L P AN AR TR &

FH P A= M %F (user-generated content, UGC )48 B4 1 FH P 8115 A9 5 Hoth A 7 40 52105 B
WL AN 2 (Tang%5,2014) , 0L TP 5 A9 P 38 AT 6 1938 AR 5545 R 24K
UGCHREL & 1 5 A, IUGCH) & Fh i 5 PR (il < A A AR R & ) anfer s e
T B0 R AH DG it A ) 7 1, X B ) 32 B IR S5 PR 22 I 9 R AEAS TR AR o I RTHY

SNEZGFEEHE (FAEFEIH)



BHIE SRR Z UG BRI E , MIEE B R N E KA AR, SR eis 503800 7T fig
SRR Z i AN, O AT 5E 2R A & A B 5 ME LA IR IR R A AT R ) AT {5 1) (2%
2= - 3 , 2013 ; Hagtvedt, 2015 ), IR 247 28 5 B B HAW A P & I PHE R R B 2SS A
R A TS BN RTAE W 2 e Ah , R ORI BT LA 98 %8 85 N B3 W An] S Jlh 1 9 0 kR A M EL Y
UGCINZE, 54 ) I e 2 5802 75 RE % 38 o il FH P 20227 it 1) R AR B AR B o R i 1 4

wanE

- | I I
T AT =8
=
I A FZ
mjﬁ [ mewr | o
§-—§§ mTawe || |
Cax ]| | |
........ ﬁ{ﬂ_a. ST i§)§
T T
| FRENES T

E1 EHIEPMNESOEMNEIRIESR

2. HATFIE B Trh i

W HE e 71 9 3 R BOE 5 5 By 2T 1 L AT SR B T 2 A p TR R
FRIE, AR BRI ST 95 BB A RE B o 3 RAE , QAT SCHE B i Haws (2017 ) AAFSE o RESR
TR B0 BTG I PN 2 A E T 208 B ] USRI 9% B AT R, TS A B0/ Tl 3 o A G X
At COE A o i St ] AR AL L 5 ) W RB I XTI 28 B T8 5 N TR 2647 7 A
S A, b SCHE T UGC N 2576 88 31 BB rb -t v i o 9 3 0 s B Can Bl et 5 )
A 27 N ARG T A 288 i 23615 S RE 5 | XA 3 e 745 I, i R R B e W 3 3 1
() BUCHH 81 TR B R Mt — AR A28 6

3. GBS R E S OB

URIRFABDE A BATE 38 5 SR 20 1 AT B 4877 X (Whorf, 1956 ) , X HHERL
T B0 8 B 9T R i — (B B4R A T IE (SchmittZs | 1994) o {H I A AH &5 SCIb A5 k%2
DABESCTHT B i SCA R i 2 P A R ATE 5 o SO B AN TR SO AR A5
P 7 X A 7 2RSSR BRSO B R e R Oy 2L Bt TR E ST AT DL T
SCHHE T RAE R T AT X o 510, TR SCRE RS AR A R /D, DRI ) 8 5 | () 1, T
XOE, e B RS (W) 7, s 8 A G 2 ], AR B9F9E T DA I 9% 5 anfeg o T
P IR S0 418

4. F3CH 5)

VFEERERNESAHRKEMEIEICE, i= & B AR5 SR BB &4
Luangrath% (2017 )5 200 [ 28 B b 2 AN G5 B4 R R EAF S I A “RIE T A T28

WA TR R A

103



104

) o BERAT ST i R SCE B BOIFSE 32 2GR X 5 B AR UL IR AR A2 ) o (R 25 18
@&W%W—W“?%%ﬂﬂ%%ﬁ%%%ﬂuﬁ—ﬁ%%ﬁ%ﬁ%@%%@%ﬁAmﬁ
B BE B, IR T 2 T N T Alemoji AR AR AR HE 2 I T I 2 kT — B
Fmﬁ%%ﬁ%ﬁ%ﬁ%ﬁ%m@%%&@m%%ﬁm%xmwﬁ%%ﬂﬁ%iﬁmmi
Sk

FES5E ik
(110, AL, JRISREE, 55, VR IF, i L4 i ——rh E Oy PE AT o B A A B S 0], il 2 S 49, 2010, (10): 61-68.
[2125 0, ZR7R k. 78 S B 983 ) 5 A BE AN Al BT SE A [T]. A FET2, 2013, (8): 132-141.
BIXILHE, S, 38 f. o EAR IR 5 I A S RTEA T R 2 FAR S5 W 22 0], A 2R, 2010, (3): 53-59.
(4148, Rz, RUIFF. MR ARE = ok maek i R A2 AR 1 = b A N 98— LS K (B & 7K IRE SR B[], & H2 4T, 2012,
(1):97-107.

[s]ﬂf&ﬂ% TN, Mo 2. AL D A X R i A ST I R AR ). P TS, 2007, (6): 19-25, 32.
(6181, VR, 10 3Cher, 45, SCF T AR TR IERDOE 28 3 e FZS BE R 52 [T]. B RITIR, 2018, (2): 136-145.

(718048, T, JAS 4, 45, B dh A BT 2 8 N SE R I A s i [J]. O HE2E4R , 2016, (11): 1479-1488.
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[10)EISEEE, AT, BB Ivs. 18 WEN MR LA ROV TH B 2 AR S 0], B AL =24, 2013, (4): 61-74.

[11]Ahluwalia R, Burnkrant R E. Answering questions about questions: A persuasion knowledge perspective for understanding the
effects of rhetorical questions[J]. Journal of Consumer Research,2004, 31(1): 26-42.

[12]Ang S H, Lim E A C. The influence of metaphors and product type on brand personality perceptions and attitudes[J]. Journal
of Advertising, 2006, 35(2): 39-53.

[13]Argo J J, Popa M, Smith M C. The sound of brands[J]. Journal of Marketing, 2010, 74(4): 97-109.

[14]Baxter S, Lowrey T M. Phonetic symbolism and children’s brand name preferences[J]. Journal of Consumer Marketing,2011,
28(7): 516-523.

[15]Baxter S M, Kulczynski A, Ilicic J. Revisiting the automaticity of phonetic symbolism effects[J]. International Journal of
Research in Marketing, 2014, 31(4): 448-451.

[16]Blankenship K L, Craig T Y. Language and persuasion: Tag questions as powerless speech or as interpreted in context[J].
Journal of Experimental Social Psychology, 2007, 43(1): 112-118.

[17]Blasi D E, Wichmann S, Hammarstrom H, et al. Sound-meaning association biases evidenced across thousands of
languages[J]. Proceedings of the National Academy of Sciences of the United States of America,2016, 113(39): 10818-
10823.

[18]BradleyIll S D, Meeds R. The effects of sentence-level context, prior word knowledge, and need for cognition on information
processing of technical language in print ads[J]. Journal of Consumer Psychology, 2004, 14(3): 291-302.

[19]Burnkrant R E, Howard D J. Effects of the use of introductory rhetorical questions versus statements on information
processing[J]. Journal of Personality and Social Psychology, 1984, 47(6): 1218-1230.

[20]Carnevale M, Luna D, Lerman D. Brand linguistics: A theory-driven framework for the study of language in branding[J].
International Journal of Research in Marketing, 2017, 34(2): 572-591.

[21]Childers T L, Jass J. All dressed up with something to say: Effects of typeface semantic associations on brand perceptions and
consumer memory[J]. Journal of Consumer Psychology,2002, 12(2): 93-106.

[22]Davis D F, Bagchi R, Block L G. Alliteration alters: Phonetic overlap in promotional messages influences evaluations and
choice[J]. Journal of Retailing, 2016, 92(1): 1-12.

[23]Davis D F, Herr P M. From bye to buy: Homophones as a phonological route to priming[J]. Journal of Consumer Research,

SNEZGFESEE (F4HFIH)


http://dx.doi.org/10.3969/j.issn.1000-2154.2010.10.008
http://dx.doi.org/10.3969/j.issn.1674-747X.2010.03.016
http://dx.doi.org/10.3969/j.issn.1672-884X.2012.01.016
http://dx.doi.org/10.3969/j.issn.1008-3448.2007.06.004
http://dx.doi.org/10.1086/383421
http://dx.doi.org/10.1080/00913367.2006.10639226
http://dx.doi.org/10.1080/00913367.2006.10639226
http://dx.doi.org/10.1509/jmkg.74.4.097
http://dx.doi.org/10.1108/07363761111181509
http://dx.doi.org/10.1016/j.ijresmar.2014.08.002
http://dx.doi.org/10.1016/j.ijresmar.2014.08.002
http://dx.doi.org/10.1016/j.jesp.2005.12.012
http://dx.doi.org/10.1073/pnas.1605782113
http://dx.doi.org/10.1207/s15327663jcp1403_10
http://dx.doi.org/10.1037/0022-3514.47.6.1218
http://dx.doi.org/10.1016/j.ijresmar.2017.01.003
http://dx.doi.org/10.1207/S15327663JCP1202_03
http://dx.doi.org/10.1016/j.jretai.2015.06.002
http://dx.doi.org/10.1086/673960
http://dx.doi.org/10.3969/j.issn.1000-2154.2010.10.008
http://dx.doi.org/10.3969/j.issn.1674-747X.2010.03.016
http://dx.doi.org/10.3969/j.issn.1672-884X.2012.01.016
http://dx.doi.org/10.3969/j.issn.1008-3448.2007.06.004
http://dx.doi.org/10.1086/383421
http://dx.doi.org/10.1080/00913367.2006.10639226
http://dx.doi.org/10.1080/00913367.2006.10639226
http://dx.doi.org/10.1509/jmkg.74.4.097
http://dx.doi.org/10.1108/07363761111181509
http://dx.doi.org/10.1016/j.ijresmar.2014.08.002
http://dx.doi.org/10.1016/j.ijresmar.2014.08.002
http://dx.doi.org/10.1016/j.jesp.2005.12.012
http://dx.doi.org/10.1073/pnas.1605782113
http://dx.doi.org/10.1207/s15327663jcp1403_10
http://dx.doi.org/10.1037/0022-3514.47.6.1218
http://dx.doi.org/10.1016/j.ijresmar.2017.01.003
http://dx.doi.org/10.1207/S15327663JCP1202_03
http://dx.doi.org/10.1016/j.jretai.2015.06.002
http://dx.doi.org/10.1086/673960
http://dx.doi.org/10.3969/j.issn.1000-2154.2010.10.008
http://dx.doi.org/10.3969/j.issn.1674-747X.2010.03.016
http://dx.doi.org/10.3969/j.issn.1672-884X.2012.01.016
http://dx.doi.org/10.3969/j.issn.1008-3448.2007.06.004
http://dx.doi.org/10.1086/383421
http://dx.doi.org/10.1080/00913367.2006.10639226
http://dx.doi.org/10.1080/00913367.2006.10639226
http://dx.doi.org/10.1509/jmkg.74.4.097
http://dx.doi.org/10.1108/07363761111181509
http://dx.doi.org/10.1016/j.ijresmar.2014.08.002
http://dx.doi.org/10.1016/j.ijresmar.2014.08.002
http://dx.doi.org/10.1016/j.jesp.2005.12.012
http://dx.doi.org/10.1073/pnas.1605782113
http://dx.doi.org/10.1207/s15327663jcp1403_10
http://dx.doi.org/10.1037/0022-3514.47.6.1218
http://dx.doi.org/10.1016/j.ijresmar.2017.01.003
http://dx.doi.org/10.1207/S15327663JCP1202_03
http://dx.doi.org/10.1016/j.jretai.2015.06.002
http://dx.doi.org/10.1086/673960
http://dx.doi.org/10.3969/j.issn.1000-2154.2010.10.008
http://dx.doi.org/10.3969/j.issn.1674-747X.2010.03.016
http://dx.doi.org/10.3969/j.issn.1672-884X.2012.01.016
http://dx.doi.org/10.3969/j.issn.1008-3448.2007.06.004
http://dx.doi.org/10.1086/383421
http://dx.doi.org/10.1080/00913367.2006.10639226
http://dx.doi.org/10.1080/00913367.2006.10639226
http://dx.doi.org/10.1509/jmkg.74.4.097
http://dx.doi.org/10.1108/07363761111181509
http://dx.doi.org/10.1016/j.ijresmar.2014.08.002
http://dx.doi.org/10.1016/j.ijresmar.2014.08.002
http://dx.doi.org/10.1016/j.jesp.2005.12.012
http://dx.doi.org/10.1073/pnas.1605782113
http://dx.doi.org/10.1207/s15327663jcp1403_10
http://dx.doi.org/10.1037/0022-3514.47.6.1218
http://dx.doi.org/10.1016/j.ijresmar.2017.01.003
http://dx.doi.org/10.1207/S15327663JCP1202_03
http://dx.doi.org/10.1016/j.jretai.2015.06.002
http://dx.doi.org/10.1086/673960

2014, 40(6): 1063-1077.

[24]Dimofte C V, Yalch R F. Consumer response to polysemous brand slogans[J]. Journal of Consumer Research,2007a, 33(4):
515-522.

[25]Dimofte C V, Yalch R F. The SMAART scale: A measure of individuals’ automatic access to secondary meanings in
polysemous statements[J]. Journal of Consumer Psychology,2007b, 17(1): 49-58.

[26]Erdem T, Swait J. Brand equity as a signaling phenomenon[J]. Journal of Consumer Psychology, 1998, 7(2): 131-157.

[27]Escalas J E. Narrative processing: Building consumer connections to brands[J]. Journal of Consumer Psychology,2004, 14(1-
2): 168-180.

[28]Filkukova P, Klempe S H. Rhyme as reason in commercial and social advertising[J]. Scandinavian Journal of Psychology,
2013, 54(5): 423-431.

[29]Fitzsimons G M, Kay A C. Language and interpersonal cognition: Causal effects of variations in pronoun usage on perceptions
of closeness[J]. Personality and Social Psychology Bulletin, 2004, 30(5): 547-557.

[30]Fitzsimons G J, Shiv B. Nonconscious and contaminative effects of hypothetical questions on subsequent decision making[J].
Journal of Consumer Research,2001, 28(2): 224-238.

[31]Gildea P, Glucksberg S. On understanding metaphor: The role of context[J]. Journal of Verbal Learning and Verbal Behavior,
1983, 22(5): 577-590.

[32]Grinstein A, Kronrod A. Does sparing the rod spoil the child? How praising, scolding, and an assertive tone can encourage
desired behaviors[J]. Journal of Marketing Research, 2016, 53(3): 433-441.

[33]Hagtvedt H. The impact of incomplete typeface logos on perceptions of the firm[J]. Journal of Marketing, 2011, 75(4): 86-93.

[34]Hagtvedt H. Promotional phrases as questions versus statements: An influence of phrase style on product evaluation[J].
Journal of Consumer Psychology,2015, 25(4): 635-641.

[35]Howard D J. Rhetorical question effects on message processing and persuasion: The role of information availability and the
elicitation of judgment[J]. Journal of Experimental Social Psychology, 1990, 26(3): 217-239.

[36]Janiszewski C, Van Osselaer S M J. A connectionist model of brand-quality associations[J]. Journal of Marketing Research,
2000, 37(3): 331-350.

[37]Keller K L, Heckler S E, Houston M J. The effects of brand name suggestiveness on advertising recall[J]. Journal of
Marketing, 1998, 62(1): 48-57.

[38]Keller K L, Lehmann D R. Brands and branding: Research findings and future priorities[J]. Marketing Science, 2006, 25(6):
740-759.

[39]Klink R R. Creating brand names with meaning: The use of sound symbolism[J]. Marketing Letters,2000, 11(1): 5-20.

[40]Krishna A, Ahluwalia R. Language choice in advertising to bilinguals: Asymmetric effects for multinationals versus local
firms[J]. Journal of Consumer Research, 2008, 35(4): 692-705.

[41]Kronrod A, Danziger S. “Wii will rock you!” The use and effect of figurative language in consumer reviews of hedonic and
utilitarian consumption[J]. Journal of Consumer Research,2013, 40(4): 726-739.

[42]Labroo A A, Dhar R, Schwarz N. Of frog wines and frowning watches: Semantic priming, perceptual fluency, and brand
evaluation[J]. Journal of Consumer Research,2008, 34(6): 819-831.

[43]Lerman D, Garbarino E. Recall and recognition of brand names: A comparison of word and nonword name types[J].
Psychology & Marketing, 2002, 19(7-8): 621-639.

[44]Lowe M L, Haws K L. Sounds big: The effects of acoustic pitch on product perceptions[J]. Journal of Marketing Research,
2017, 54(2): 331-346.

[45]Lowrey T M. Does language matter?[J]. Psychology & Marketing, 2002, 19(7-8): 569-572.

[46]Lowrey T M. Psycholinguistic phenomena in marketing communications[M]. Hillsdale, New Jersey: Lawrence Erlbaum,
2006.

[47]Lowrey T M, Shrum L J. Phonetic symbolism and brand name preference[J]. Journal of Consumer Research,2007, 34(3):
406-414.

IR A A R AT

105


http://dx.doi.org/10.1086/510225
http://dx.doi.org/10.1207/s15327663jcp1701_8
http://dx.doi.org/10.1207/s15327663jcp0702_02
http://dx.doi.org/10.1207/s15327663jcp1401&amp;amp;2_19
http://dx.doi.org/10.1111/sjop.12069
http://dx.doi.org/10.1177/0146167203262852
http://dx.doi.org/10.1086/322899
http://dx.doi.org/10.1016/S0022-5371(83)90355-9
http://dx.doi.org/10.1509/jmr.14.0224
http://dx.doi.org/10.1509/jmkg.75.4.86
http://dx.doi.org/10.1016/j.jcps.2014.12.005
http://dx.doi.org/10.1016/0022-1031(90)90036-L
http://dx.doi.org/10.1509/jmkr.37.3.331.18780
http://dx.doi.org/10.1177/002224299806200105
http://dx.doi.org/10.1177/002224299806200105
http://dx.doi.org/10.1287/mksc.1050.0153
http://dx.doi.org/10.1023/A:1008184423824
http://dx.doi.org/10.1086/592130
http://dx.doi.org/10.1086/671998
http://dx.doi.org/10.1086/523290
http://dx.doi.org/10.1509/jmr.14.0300
http://dx.doi.org/10.1086/518530
http://dx.doi.org/10.1086/510225
http://dx.doi.org/10.1207/s15327663jcp1701_8
http://dx.doi.org/10.1207/s15327663jcp0702_02
http://dx.doi.org/10.1207/s15327663jcp1401&amp;amp;2_19
http://dx.doi.org/10.1111/sjop.12069
http://dx.doi.org/10.1177/0146167203262852
http://dx.doi.org/10.1086/322899
http://dx.doi.org/10.1016/S0022-5371(83)90355-9
http://dx.doi.org/10.1509/jmr.14.0224
http://dx.doi.org/10.1509/jmkg.75.4.86
http://dx.doi.org/10.1016/j.jcps.2014.12.005
http://dx.doi.org/10.1016/0022-1031(90)90036-L
http://dx.doi.org/10.1509/jmkr.37.3.331.18780
http://dx.doi.org/10.1177/002224299806200105
http://dx.doi.org/10.1177/002224299806200105
http://dx.doi.org/10.1287/mksc.1050.0153
http://dx.doi.org/10.1023/A:1008184423824
http://dx.doi.org/10.1086/592130
http://dx.doi.org/10.1086/671998
http://dx.doi.org/10.1086/523290
http://dx.doi.org/10.1509/jmr.14.0300
http://dx.doi.org/10.1086/518530
http://dx.doi.org/10.1086/510225
http://dx.doi.org/10.1207/s15327663jcp1701_8
http://dx.doi.org/10.1207/s15327663jcp0702_02
http://dx.doi.org/10.1207/s15327663jcp1401&amp;amp;2_19
http://dx.doi.org/10.1111/sjop.12069
http://dx.doi.org/10.1177/0146167203262852
http://dx.doi.org/10.1086/322899
http://dx.doi.org/10.1016/S0022-5371(83)90355-9
http://dx.doi.org/10.1509/jmr.14.0224
http://dx.doi.org/10.1509/jmkg.75.4.86
http://dx.doi.org/10.1016/j.jcps.2014.12.005
http://dx.doi.org/10.1016/0022-1031(90)90036-L
http://dx.doi.org/10.1509/jmkr.37.3.331.18780
http://dx.doi.org/10.1177/002224299806200105
http://dx.doi.org/10.1177/002224299806200105
http://dx.doi.org/10.1287/mksc.1050.0153
http://dx.doi.org/10.1023/A:1008184423824
http://dx.doi.org/10.1086/592130
http://dx.doi.org/10.1086/671998
http://dx.doi.org/10.1086/523290
http://dx.doi.org/10.1509/jmr.14.0300
http://dx.doi.org/10.1086/518530
http://dx.doi.org/10.1086/510225
http://dx.doi.org/10.1207/s15327663jcp1701_8
http://dx.doi.org/10.1207/s15327663jcp0702_02
http://dx.doi.org/10.1207/s15327663jcp1401&amp;amp;2_19
http://dx.doi.org/10.1111/sjop.12069
http://dx.doi.org/10.1177/0146167203262852
http://dx.doi.org/10.1086/322899
http://dx.doi.org/10.1016/S0022-5371(83)90355-9
http://dx.doi.org/10.1509/jmr.14.0224
http://dx.doi.org/10.1509/jmkg.75.4.86
http://dx.doi.org/10.1016/j.jcps.2014.12.005
http://dx.doi.org/10.1016/0022-1031(90)90036-L
http://dx.doi.org/10.1509/jmkr.37.3.331.18780
http://dx.doi.org/10.1177/002224299806200105
http://dx.doi.org/10.1177/002224299806200105
http://dx.doi.org/10.1287/mksc.1050.0153
http://dx.doi.org/10.1023/A:1008184423824
http://dx.doi.org/10.1086/592130
http://dx.doi.org/10.1086/671998
http://dx.doi.org/10.1086/523290
http://dx.doi.org/10.1509/jmr.14.0300
http://dx.doi.org/10.1086/518530

106

[48]Lowrey T M, Shrum L J, Dubitsky T M. The relation between brand-name linguistic characteristics and brand-name
memory[J]. Journal of Advertising,2003, 32(3): 7-17.

[49]Luangrath A W, Peck J, Barger V A. Textual paralanguage and its implications for marketing communications[J]. Journal of
Consumer Psychology, 2017, 27(1): 98-107.

[50]McCroskey J C, Combs W H. The effects of the use of analogy on attitude change and source credibility[J]. Journal of
Communication, 1969, 19(4): 333-3309.

[51]McGlone M S, Tofighbakhsh J. Birds of a feather flock conjointly(?): Rhyme as reason in aphorisms[J]. Psychological
Science,2000, 11(5): 424-428.

[52]McGuire W J. Standing on the shoulders of ancients: Consumer research, persuasion, and figurative language[J]. Journal of
Consumer Research, 2000, 27(1): 109-114.

[53]McQuarrie E F, Mick D G. Figures of rhetoric in advertising language[J]. Journal of Consumer Research, 1996, 22(4): 424-
438.

[54]McQuarrie E F, Mick D G. Visual rhetoric in advertising: Text-interpretive, experimental, and reader-response analyses[J].
Journal of Consumer Research, 1999, 26(1): 37-54.

[55]Meyers-Levy J. The influence of a brand name’s association set size and word frequency on brand memory[J]. Journal of
Consumer Research, 1989, 16(2): 197-207.

[S6]Meyers-Levy J, Louie T A, Louie M T. How does the congruity of brand names affect evaluations of brand name
extensions?[J]. Journal of Applied Psychology, 1994, 79(1): 46-53.

[57]Moore S G, Neal D T, Fitzsimons G J, et al. Wolves in sheep’s clothing: How and when hypothetical questions influence
behavior[J]. Organizational Behavior and Human Decision Processes, 2012, 117(1): 168-178.

[58]Moors A. Automaticity: Componential, causal, and mechanistic explanations[J]. Annual Review of Psychology, 2016, 67:
263-287.

[59IMorris M W, Sheldon O J, Ames D R, et al. Metaphors and the market: Consequences and preconditions of agent and object
metaphors in stock market commentary[J]. Organizational Behavior and Human Decision Processes,2007, 102(2): 174-192.

[60]Nielsen J H, Escalas J E. Easier is not always better: The moderating role of processing type on preference fluency[J]. Journal
of Consumer Psychology,2010, 20(3): 295-305.

[61]0ttati V C, Renstrom R A. Metaphor and persuasive communication: A multifunctional approach[J]. Social and Personality
Psychology Compass,2010, 4(9): 783-794.

[62]O¢ttati V, Rhoads S, Graesser A C. The effect of metaphor on processing style in a persuasion task: A motivational resonance
model[J]. Journal of Personality and Social Psychology, 1999, 77(4): 688-697.

[63]Packard G, Moore S G, McFerran B. (I’m) happy to help (you): The impact of personal pronoun use in customer-firm
interactions[J]. Journal of Marketing Research,2018, 55(4): 541-555.

[64]Petty R E, Cacioppo J T, Heesacker M. Effects of rhetorical questions on persuasion: A cognitive response analysis[J]. Journal
of Personality and Social Psychology, 1981, 40(3): 432-440.

[65]Pogacar R, Plant E, Rosulek L F, et al. Sounds good: Phonetic sound patterns in top brand names[J]. Marketing Letters, 2015,
26(4): 549-563.

[66]Pogacar R, Shrum L J, Lowrey T M. The effects of linguistic devices on consumer information processing and persuasion: A
language complexity x processing mode framework[J]. Journal of Consumer Psychology, 2018, 28(4): 689-711.

[67]Puntoni S, de Langhe B, van Osselaer S M J. Bilingualism and the emotional intensity of advertising language[J]. Journal of
Consumer Research,2009, 35(6): 1012-1025.

[68]Roehm M L, Sternthal B. The moderating effect of knowledge and resources on the persuasive impact of analogies[J]. Journal
of Consumer Research, 2001, 28(2): 257-272.

[69]Schaeffner S, Koch I, Philipp A M. The role of sensory-motor modality compatibility in language processing[J]. Psychological
Research,2016, 80(2): 212-223.

[70]Schloss I. Chickens and pickles[J]. Journal of Advertising Research, 1981, 21(6): 47-49.

SNEZGFEEHE (FAEFEIH)


http://dx.doi.org/10.1080/00913367.2003.10639137
http://dx.doi.org/10.1016/j.jcps.2016.05.002
http://dx.doi.org/10.1016/j.jcps.2016.05.002
http://dx.doi.org/10.1111/j.1460-2466.1969.tb00856.x
http://dx.doi.org/10.1111/j.1460-2466.1969.tb00856.x
http://dx.doi.org/10.1111/1467-9280.00282
http://dx.doi.org/10.1111/1467-9280.00282
http://dx.doi.org/10.1086/314312
http://dx.doi.org/10.1086/314312
http://dx.doi.org/10.1086/209459
http://dx.doi.org/10.1086/209549
http://dx.doi.org/10.1086/209208
http://dx.doi.org/10.1086/209208
http://dx.doi.org/10.1037/0021-9010.79.1.46
http://dx.doi.org/10.1016/j.obhdp.2011.08.003
http://dx.doi.org/10.1146/annurev-psych-122414-033550
http://dx.doi.org/10.1016/j.obhdp.2006.03.001
http://dx.doi.org/10.1016/j.jcps.2010.06.016
http://dx.doi.org/10.1016/j.jcps.2010.06.016
http://dx.doi.org/10.1111/j.1751-9004.2010.00292.x
http://dx.doi.org/10.1111/j.1751-9004.2010.00292.x
http://dx.doi.org/10.1037/0022-3514.77.4.688
http://dx.doi.org/10.1509/jmr.16.0118
http://dx.doi.org/10.1037/0022-3514.40.3.432
http://dx.doi.org/10.1037/0022-3514.40.3.432
http://dx.doi.org/10.1007/s11002-014-9288-z
http://dx.doi.org/10.1002/jcpy.1052
http://dx.doi.org/10.1086/595022
http://dx.doi.org/10.1086/595022
http://dx.doi.org/10.1086/322901
http://dx.doi.org/10.1086/322901
http://dx.doi.org/10.1007/s00426-015-0661-1
http://dx.doi.org/10.1007/s00426-015-0661-1
http://dx.doi.org/10.1080/00913367.2003.10639137
http://dx.doi.org/10.1016/j.jcps.2016.05.002
http://dx.doi.org/10.1016/j.jcps.2016.05.002
http://dx.doi.org/10.1111/j.1460-2466.1969.tb00856.x
http://dx.doi.org/10.1111/j.1460-2466.1969.tb00856.x
http://dx.doi.org/10.1111/1467-9280.00282
http://dx.doi.org/10.1111/1467-9280.00282
http://dx.doi.org/10.1086/314312
http://dx.doi.org/10.1086/314312
http://dx.doi.org/10.1086/209459
http://dx.doi.org/10.1086/209549
http://dx.doi.org/10.1086/209208
http://dx.doi.org/10.1086/209208
http://dx.doi.org/10.1037/0021-9010.79.1.46
http://dx.doi.org/10.1016/j.obhdp.2011.08.003
http://dx.doi.org/10.1146/annurev-psych-122414-033550
http://dx.doi.org/10.1016/j.obhdp.2006.03.001
http://dx.doi.org/10.1016/j.jcps.2010.06.016
http://dx.doi.org/10.1016/j.jcps.2010.06.016
http://dx.doi.org/10.1111/j.1751-9004.2010.00292.x
http://dx.doi.org/10.1111/j.1751-9004.2010.00292.x
http://dx.doi.org/10.1037/0022-3514.77.4.688
http://dx.doi.org/10.1509/jmr.16.0118
http://dx.doi.org/10.1037/0022-3514.40.3.432
http://dx.doi.org/10.1037/0022-3514.40.3.432
http://dx.doi.org/10.1007/s11002-014-9288-z
http://dx.doi.org/10.1002/jcpy.1052
http://dx.doi.org/10.1086/595022
http://dx.doi.org/10.1086/595022
http://dx.doi.org/10.1086/322901
http://dx.doi.org/10.1086/322901
http://dx.doi.org/10.1007/s00426-015-0661-1
http://dx.doi.org/10.1007/s00426-015-0661-1
http://dx.doi.org/10.1080/00913367.2003.10639137
http://dx.doi.org/10.1016/j.jcps.2016.05.002
http://dx.doi.org/10.1016/j.jcps.2016.05.002
http://dx.doi.org/10.1111/j.1460-2466.1969.tb00856.x
http://dx.doi.org/10.1111/j.1460-2466.1969.tb00856.x
http://dx.doi.org/10.1111/1467-9280.00282
http://dx.doi.org/10.1111/1467-9280.00282
http://dx.doi.org/10.1086/314312
http://dx.doi.org/10.1086/314312
http://dx.doi.org/10.1086/209459
http://dx.doi.org/10.1086/209549
http://dx.doi.org/10.1086/209208
http://dx.doi.org/10.1086/209208
http://dx.doi.org/10.1037/0021-9010.79.1.46
http://dx.doi.org/10.1016/j.obhdp.2011.08.003
http://dx.doi.org/10.1146/annurev-psych-122414-033550
http://dx.doi.org/10.1016/j.obhdp.2006.03.001
http://dx.doi.org/10.1016/j.jcps.2010.06.016
http://dx.doi.org/10.1016/j.jcps.2010.06.016
http://dx.doi.org/10.1111/j.1751-9004.2010.00292.x
http://dx.doi.org/10.1111/j.1751-9004.2010.00292.x
http://dx.doi.org/10.1037/0022-3514.77.4.688
http://dx.doi.org/10.1509/jmr.16.0118
http://dx.doi.org/10.1037/0022-3514.40.3.432
http://dx.doi.org/10.1037/0022-3514.40.3.432
http://dx.doi.org/10.1007/s11002-014-9288-z
http://dx.doi.org/10.1002/jcpy.1052
http://dx.doi.org/10.1086/595022
http://dx.doi.org/10.1086/595022
http://dx.doi.org/10.1086/322901
http://dx.doi.org/10.1086/322901
http://dx.doi.org/10.1007/s00426-015-0661-1
http://dx.doi.org/10.1007/s00426-015-0661-1
http://dx.doi.org/10.1080/00913367.2003.10639137
http://dx.doi.org/10.1016/j.jcps.2016.05.002
http://dx.doi.org/10.1016/j.jcps.2016.05.002
http://dx.doi.org/10.1111/j.1460-2466.1969.tb00856.x
http://dx.doi.org/10.1111/j.1460-2466.1969.tb00856.x
http://dx.doi.org/10.1111/1467-9280.00282
http://dx.doi.org/10.1111/1467-9280.00282
http://dx.doi.org/10.1086/314312
http://dx.doi.org/10.1086/314312
http://dx.doi.org/10.1086/209459
http://dx.doi.org/10.1086/209549
http://dx.doi.org/10.1086/209208
http://dx.doi.org/10.1086/209208
http://dx.doi.org/10.1037/0021-9010.79.1.46
http://dx.doi.org/10.1016/j.obhdp.2011.08.003
http://dx.doi.org/10.1146/annurev-psych-122414-033550
http://dx.doi.org/10.1016/j.obhdp.2006.03.001
http://dx.doi.org/10.1016/j.jcps.2010.06.016
http://dx.doi.org/10.1016/j.jcps.2010.06.016
http://dx.doi.org/10.1111/j.1751-9004.2010.00292.x
http://dx.doi.org/10.1111/j.1751-9004.2010.00292.x
http://dx.doi.org/10.1037/0022-3514.77.4.688
http://dx.doi.org/10.1509/jmr.16.0118
http://dx.doi.org/10.1037/0022-3514.40.3.432
http://dx.doi.org/10.1037/0022-3514.40.3.432
http://dx.doi.org/10.1007/s11002-014-9288-z
http://dx.doi.org/10.1002/jcpy.1052
http://dx.doi.org/10.1086/595022
http://dx.doi.org/10.1086/595022
http://dx.doi.org/10.1086/322901
http://dx.doi.org/10.1086/322901
http://dx.doi.org/10.1007/s00426-015-0661-1
http://dx.doi.org/10.1007/s00426-015-0661-1

[71]Schmitt B H, Pan Y G, Tavassoli N T. Language and consumer memory: The impact of linguistic differences between Chinese
and English[J]. Journal of Consumer Research, 1994, 21(3): 419-431.

[72]Sela A, Wheeler S C, Sarial-Abi G. We are not the same as you and I: Causal effects of minor language variations on
consumers’ attitudes toward brands[J]. Journal of Consumer Research,2012, 39(3): 644-661.

[73]Shapiro S. When an ad’s influence is beyond our conscious control: Perceptual and conceptual fluency effects caused by
incidental ad exposure[J]. Journal of Consumer Research, 1999, 26(1): 16-36.

[74]Shrum L J, Lowrey T M, Luna D, et al. Sound symbolism effects across languages: Implications for global brand names[J].
International Journal of Research in Marketing, 2012, 29(3): 275-279.

[75]Sopory P, Dillard J P. The persuasive effects of metaphor: A meta-analysis[J]. Human Communication Research,2002,
28(3): 382-419.

[76]Swasy J L, Munch J M. Examining the target of receiver elaborations: Rhetorical question effects on source processing and
persuasion[J]. Journal of Consumer Research, 1985, 11(4): 877-886.

[77]Tang T Y, Fang E, Wang F. Is neutral really neutral? The effects of neutral user-generated content on product sales[J]. Journal
of Marketing,2014, 78(4): 41-58.

[78]Topolinski S, Boecker L, Erle T M, et al. Matching between oral inward-outward movements of object names and oral
movements associated with denoted objects[J]. Cognition and Emotion,2017, 31(1): 3-18.

[79]Topolinski S, Ziirn M, Schneider I K. What’s in and what’s out in branding? A novel articulation effect for brand names[J].
Frontiers in Psychology, 2015, 6: 585.

[80]Vanden Bergh B G. The rekurring kase of the special-K[J]. Journal of Advertising Research, 1990, 30(5): 9-12.

[81]Whaley B B, Holloway R L. “Rebuttal” analogy: A theoretical note[J]. Metaphor and Symbolic Activity, 1996, 11(2): 161-
167.

[82]Whaley B B, Wagner L S. Rebuttal analogy in persuasive messages: Communicator likability and cognitive responses[J].
Journal of Language and Social Psychology,2000, 19(1): 66-84.

[83]Whorf B L. Language, thought, and reality: Selected writings of Benjamin lee Whorf[M]. Cambridge, MA: MIT Press, 1956.

[84]Yorkston E, Menon G. A sound idea: Phonetic effects of brand names on consumer judgments[J]. Journal of Consumer
Research, 2004, 31(1): 43-51.

[85]Zhang S, Schmitt B H. Creating local brands in multilingual international markets[J]. Journal of Marketing Research,2001,
38(3):313-325.

[86]Zhang S, Schmitt B H. Activating sound and meaning: The role of language proficiency in bilingual consumer

environments[J]. Journal of Consumer Research, 2004, 31(1): 220-228.

How do Language Factors Influence Consumer Behavior?
A Literature Review of Psycholinguistic Effects in
Marketing Communications
Han Xueke', Zhong Ke', Li Xinyu?’
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2. School of Management, Shanghai University, Shanghai 200444, China)

Summary: Language is one of the most important tools in marketing communications. How do
various language factors affect consumer behavior? What is the mechanism behind these
psycholinguistic effects? Researchers and marketers are both interested in these issues. This article

reviews studies on psycholinguistic effects in marketing communications. Based on the classification of
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language factors and the mechanism, this paper constructs a theoretical framework and explores some
possible research directions.

Based on the complexity of language factors, this paper divides them into three categories: words,
sentences and others. Firstly, the findings on words are reviewed from the perspectives of
pronunciations, semantics and visual forms; secondly, this paper summarizes and comments the
literature about the rhetoric and pattern of sentences; thirdly, this paper discusses other factors such as
narrations, multiple languages, and textual paralanguage.

Previous research suggests that language factors affect consumer behavior through one of the two
mechanisms: automatic processing or controlled processing. Automatic processing includes sensory-
motor combination, concept activation and processing fluency. Controlled processing includes content
understanding and source perception.

For theoretical contribution, this paper proposes a theoretical framework of psycholinguistic effects
in marketing communication. Meanwhile, the findings of this paper provide a theoretical basis for
marketing managers to optimize their communication language with consumers in dimensions of the
voice and semantics of brand names, rhetoric, sentence patterns, narrations, multiple languages, and
textual paralanguage.

This paper attempts to propose four possible research directions which may be worth of paying
attention to. Firstly, how user-generated content affects consumers’ perceptions of brands and how these
effects are moderated by contextual factors are worthy of further discussion. Secondly, previous research
on voice has focused more on the vocal characteristics of words. Future research can focus on the effect
of auditory attributes of sentences and narrations. Finally, the interactions of text and graph are also
valuable topics in the future.

Key words: marketing communications; language; psycholinguistic effects; consumer behavior
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