
Method and Results

Introduction

• Most persuasion attempts (e.g., 

to persuade a consumer to join a 

social movement, get vaccinated, 

avoid vaccines) do not have a 

name. The present research 

investigates whether merely 

adding a name (e.g., “The Crypto 

Collector”) to a persuasion 

attempt (“There is mounting 

evidence that President Donald 

Trump has amassed large 

collections of cryptocurrency in 

Uzbekistan”) would be more 

persuasive compared to the same 

persuasion attempt without a 

name. 

Contributions

• Our findings provide 

theoretical contributions to 

literatures on persuasion, 

information processing, and 

judgments of truth. 

• Our findings would make it 

possible to offer actionable 

implications for 

organizations who want to 

improve society. It would 

suggest interventions that 

can enhance the 

transmission of 

true information or block the 

transmission of false 

information.
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Study 1

• We examined whether a news item that was accompanied by a name (name-

present) increased judgments of truth compared to a news item without a name 

(name-absent) with 425 MTurk participants (52% female; Mage = 42.77). 

• To manipulate our condition, we either presented or did not present a name that 

repeats the news information in the middle of the screen, before the news 

content is presented below. The assigned names were short and did not contain 

information beyond what was already given in the paragraphs (equated across 

conditions). 

• After the participant read each news item, the participant judged its truthfulness: 

“Indicate the extent to which the above news is likely to be true.” (1 = very 

unlikely, 7 = very likely). In total, participants rated 10 (fake) news items in 

randomized order (α = .82). 

• As predicted, participants believed that a piece of news is significantly more true

when it contained a name (M = 3.24, SD = 1.13) versus when it did not (M = 2.91, 

SD = .96; t(394) = 3.09, p = .002, d = .312). 

• Giving a news item (or more 

generally, any piece of 

persuasion attempt) a name 

makes it seem more truthful 

because a name activates the 

mental representation of an 

object, and this mental 

representation gives the 

cognitive system a feeling that 

this particular concept exists 

(Gentner & Ratterman, 1991; 

Sandhofer & Smith 1996). 

• In contrast, presenting a news 

item by itself, without giving it a 

name, prevents the cognitive 

system from generating a holistic 

representation of the concept or 

object (Goldstone, Schyns, & 

Medin, 1997; Smith et al., 1997). 

The lack of a holistic 

representation is then 

interpreted by the cognitive 

system as a concept or object 

that does not exist. 

• Giving a name to a piece of 

persuasion attempt allows the 

name to “perceptually unitize” 

(or perceptually unify) disparately 

scattered small pieces of 

descriptive details and 

dimensions into a unitized whole 

(Goldstone et al., 1997; 

Goldstone, 1998), and gives the 

cognitive system a metacognitive 

sense that the proposed concept 

or object exists in the physical 

world (Schwartz & Bacon, 2008).        

Conceptual Development

Study 2 

• The study had three cells (name-absent vs. name-present vs. headline condition; 

between-subjects), with 413 participants (50% female; Mage = 43.96). We 

manipulated name-absent versus name-present by presenting a name (or not) 

before the news content as we did in study 1. In the headline condition, we 

presented a descriptive title of the news that summarizes the same information 

as the name-present condition, but excluded a name. 

• An ANOVA on the truth composite (α = .75) revealed a significant effect (F(2, 349) 

= 3.86, p = .022, ηp2 = .022). Replicating study 1, participants judged the news 

with naming present (M = 3.48, SD = 1.00) as more true than the news without 

naming (M = 3.12, SD = .95; t(349) = 2.75, p = .006, d = .369). 

• Moreover, participants judged the name-present piece of news (M = 3.48) as 

more true than the piece of news with a headline (M = 3.24, SD = .97; t(349) = 

1.85, p = .065, d = .244). 

• In contrast, participants judged news with a headline (M = 3.24) as poorly as the 

news item with neither a name nor headline (M = 3.12; t(349) = .98, p = .325). 
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