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Sound symbolism

Non-arbitrary mappings that exist 

between phonetic properties of 

words and their meaning [4].

Front vowel sounds (e.g., /i/) or 

voiceless consonants (e.g., /t/) are 

perceived as being small and light 

compared to back vowels and 

voiced consonants [5]. 

Introduction & Research 

Questions
An effective brand name can 

enhance brand awareness and 

create a favorable brand image 

among competitors [1]. 

RQ: We focus on how a company 

can create an effective brand 

name while the brand name alone 

conveys product’s healthiness-

related information by using 

sound symbolism.

Background

Healthy=Light intuition

Consumers consider “lighter” 

food (in terms of fewer 

carbohydrates and calories) to 

be healthier [2,3]. 

Due to the co-activation of the 

concepts of “light” in food 

consumption and weight, 

consumers will associate 

healthiness and lightness in 

terms of weight.

“People perceive a product with 

lighter name as being healthier 

and are more likely to purchase it.”
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Purpose
To examine whether congruence 

between product category and brand 

name lightness will affect consumer 

preference.

Methods
A 2 (product category: healthy vs. 

unhealthy)  2 (brand name: light vs. 

heavy) mixed design. 

84 Amazon MTurk workers were 

randomly assigned to one of two 

product categories (between-

subjects factor) and asked to indicate 

preference of name for a product.

Results

b. Mediation of phoneme effects on 

purchase intention  
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95% CI for the indirect 

effect: [.04, .30] 

Study 1

Purpose

To examine whether a brand 

name’s lighter phonemes will 

increase perceived food 

healthiness and purchase 

intention (relative to heavier 

phonemes).

Methods

100 Amazon MTurk workers were 

randomly assigned to one of the 

two conditions (brand name 

lightness: light (Teelt) vs. heavy 

(Doold)) to rate the product’s 

healthiness and purchase 

intention.
* p < .05; ** p < .01; *** p < .001 
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A brand name including lighter phonemes produced a higher perceived food 

healthiness and higher purchase intention. A mediation analysis revealed that 

perceived healthiness mediated the effect of phoneme on purchase intention.

Study 2 Discussion & Contribution
This study contributes to brand 

naming. If a marketer wants to 

highlight a healthy image of 

his/her brand, using lighter 

phonemes in branding would 

enhance brand preference, 

whereas if their brands treat 

indulgent products, they would 

benefit by creating brand names 

with heavier phonemes.
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Results
Consumers prefer light names for healthy 

products, whereas they prefer heavy names for 

unhealthy products (χ2 =3.61, p=.05)

Email: yeseulkim1@usf.edu


