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Abstract 
 With the limited product information available in the m-shopping context, product-naming strategies affect 

consumer choices by expressing the key product features or the brand’s images. Given the increasing dominance 
of the mobile commerce in consumption across various product categories, few studies have examined the role 
of product naming in consumer choices in the m-shopping. In filling the research gap, this study empirically 
analyzes the influence of the perceived diagnosticity of product names in m-shopping on consumer attitude 
towards the product. Moreover, the study tests the moderating influences of the individual characteristics of 
consumers (i.e., age, gender, and m-shopping experience) in the dynamics of the perceived diagnosticity 
impacting the product evaluations. The results of the study using an online survey reveal that the perceived 
diagnosticity of the product names significantly increases consumer attitude towards the product. Additionally, 
the moderating effects of gender, age, and m-shopping experience are all found significant: (1) The positive 
influence of the perceived diagnosticity of the product names is greater for males than for females. (2) The older 
the respondent, the more statistically significant the positive influence on diagnosticity. (3) The more respondents 
having m-shopping experience, the more positive the impact of the diagnosticity. Implications and limitations of 
the study are discussed. 
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1. INTRODUCTION  

The penetration rate of smartphones to domestic adults has expanded to greater than 90%, and mobile 
shopping (hereafter m-shopping), which allows users to enjoy shopping without spatial restrictions, continues 
to grow. The m-shopping environment presents very limited information to consumers, compared with the 
traditional offline (in-store) shopping environment or even with the online shopping environment. In particular, 
one of the most distinctive elements of the m-shopping environment is the absence of in-store elements that 
can stimulate the five senses, because the entire shopping experience occurs within the small-sized screen of 
the smartphones [1, 2]. On mobile applications, consumers judge product information from small photos and 
descriptions presented on a limited-size mobile screen [3, 4]. Thus, the importance of information provided in 
this limited shopping environment becomes inevitably greater [2. 5, 6]. With the limited product information 
available in the m-shopping context, product-naming strategies effectively affect consumer choices by 
expressing the key product features or the brand’s images. Given the increasing dominance of the mobile 
commerce in consumption across various product categories, few studies have examined the role of product 
naming in consumer choices in the m-shopping [1, 3, 7].  

In filling the research gap, the current study empirically analyzes the influence of the product-naming 
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strategies in m-shopping on consumption. More specifically, this research tests the role of the diagnosticity of 
the product names on consumer attitude towards the product [8, 9]. Moreover, the influence of various 
marketing cues on online store environments can vary greatly, depending on the individual psychological and 
social characteristics of consumers [10, 11]. Therefore, this study explores the effects of consumer age [12, 
14], gender [15], and m-shopping experience [16] with respect to their moderating effects on the influence of 
the diagnosticity of product names on consumer attitudes. The results of the study will provide meaningful 
information to businesses and sales representatives about the practical approach to formulating fashion product 
naming strategies in m-shopping. 
 

2. LITERATURE REVIEW 

(1) Product-Naming Strategies 

The product name is an important touching point between companies and consumers [17]. Since the 1980s, 
when awareness of the importance of brands spread most widely, the scope of product-naming strategies also 
expanded [18]. In the industry, brand and product names are critical corporate assets [19], and they differentiate 
their products from others’ [19]. Product names provide immediate clues about product quality and 
metaphorical attributes [17], and they further shape product credibility [20]. Names build brand image and 
brand equity [19, 21]. Product names can be effectively used as means of communication [18]. Brands and 
product names make it easier for consumers to comprehend product properties and form favorable 
metaphorical images that influence their purchasing decisions [20]. As such, product-naming strategies are 
critical to marketing and have been leveraged for new product launches and brand strategies.  

Good product names should describe the value and characteristics of a product. It should be easily 
recognized, memorized, and recalled, and it should remain consistent with the product and the corporate image. 
A product name is legally protectable, and, as mentioned, it facilitates the functions of communication and 
identity [22, 23]. According to Mahaeswaren [23], a product name provides extrinsic cues associated with the 
product’s qualities and affect consumer decision-making processes. This occurs when consumers assess the 
quality of the product based on the name, even when they lack commiserate information about the product’s 
intrinsic properties. Product names serve as standards for decision making. Ahn and Yu [24] offered a powerful 
perspective about product names and provided specific information about measuring the relationship between 
levels of brand awareness and naming. 

(2) Diagnosticity of Product Names 

Product-naming strategies for m-shopping venues have evolved, providing more clues about detailed 
product functions and emotional information. Product-name diagnosticity refers to the degree to which the 
name provides information that helps consumers envision product attributes (9). Diagnosticity plays a role in 
providing specific information about the quality of a product [25, 26]. It further provides useful information 
for inferring the quality and characteristics of a product without specifically or extensively describing it [8]. 
UNIQLO, a fashion company, used a product-naming strategy that clearly and intuitively characterized the 
product’s characteristics. Their warm and sophisticated functional innerwear, “HeatTec,” is an example. 
Another company, Style Nanda, applied informational naming strategies for their fashion products, including 
“Soft Slim Touch Fever Span Leggings” and “Charles Photochromic Charm Fit Wide Pants.” Thus, lay 
consumers do not need to reference detailed information to make purchase decisions. This strategy is not only 
applicable to the fashion industry, it is also effectively applied to the full range of m-shopping environments. 

This study postulates that the perceived diagnosticity of fashion product names in the m-shopping 
environment influences consumer product evaluation. With m-shopping, the diagnosticity of the product name 
is important [9]. Mobile consumers have a stronger efficiency orientation because of the limited available 
sensory experience [6,11,27]. Therefore, diagnosticity is expected to have a positive effect in these 
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environments. Prior studies have shown that such diagnosticity had a significant impact on consumer product 
evaluation [6,9]. Yoh [6] noted that there was a significant difference in expected price and product evaluation 
according to the characteristics of the product name and the color name in the m-shopping environment. 
Accordingly, the following hypothesis is established: 

H1. Perceived diagnosticity of a product name in m-shopping increases consumer attitude towards the 
product.  

 

 

Figure 1. Conceptual model 

(3) Gender 

The impact of the diagnosticity of fashion product names on consumer attitudes, as it relates to m-shopping, 
will vary depending on gender. Gender includes biological, psychological or social characteristics and implies 
different gender-role perceptions across cultures [28]. Although gender equality has been long-discussed in 
society, and the gap between social roles between women and men has diminished recently, gender still serves 
as an important marketing demographic [15]. Gender differences have been widely discussed in terms of 
information processing [15] and emotional expressiveness [29]. More specifically, research has shown that 
male shoppers are more goal-oriented than female shoppers. At the time of shopping, males tend to be more 
active in searching for prices and relevant information. Women, on the other hand, think of shopping as an 
opportunity to relax and spend time with friends, whereas men increasingly perceive shopping as a chore. 
Gender schema theory argues that male schemas are associated with higher levels of success and performance 
than those of female genders [28, 30]. The positive impact of a diagnostic product name is expected to be 
stronger with male consumers. Wu, Wu, and Chan [(31) found that females tended to build credibility from 
the environmental factors present in retail stores. According to Borges, Babin, and Spielmann [32], females 
tended to value peripheral cues more than the central cue of consumption. On the basis of the literature, it is 
expected that the effect of diagnosticity of product names on consumption will vary by gender. More 
specifically, the effect of perceived diagnosticity will become greater for females than for males. In sum, the 
following hypothesis is set: 

 
H2. Gender moderates the impact of perceived diagnisticy of a product name on consumer attitude towards 
the product in m-shopping. 

 

(4) Age 

Age will moderate the effect of perceived diagnosticity of product names on m-shopping. The effect of 
product-naming strategies on consumption is influenced by age [12]. Additionally, age has been widely used 
as a moderating variable in both differential analysis of variables and in analyzing moderating effects of 
relationships in consumption [13]. Past literature documented that consumer attitudes and purchasing 
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behaviors in m-shopping as well as the technology adoption patterns significantly vary with age [12, 13, 33]. 
According to San-Martín et al. [33], young people tend to integrate mobile phones into their daily lives while 
older people generally use them for basic functions. Natarajan et al. [12] found that consumer age has a 
significant moderation role in the intention to use m-shopping applications and the effect of perceived ease of 
use was strong on usage in the case of the young respondents. San-Martín et al. [33] reported that entertainment 
had a higher importance for young adults while subjective norms are crucial for adults in m-shopping contexts. 
The prior research documenting that young consumers tend to have higher usage of new technology when 
compared to older consumers. Based on the literature, it can be expected that the effect of perceived 
diagnosticity of a product name on consumer attitude towards the product in m-shopping will become greater 
for younger consumers than for elder consumers. Therefore, the following is suggested: 

H3. Age moderates the impact of perceived diagnisticy of a product name on consumer attitude towards the 
product in m-shopping 

(5) Consumer Experience 

Consumer experience with m-shopping moderates the influence of diagnosticity of product names on 
consumption. Maheswaran [34] argued that consumer experience may influence the effectiveness of product-
naming strategies. The higher the interest, involvement, and expertise of consumers in the purchase and 
selection of specific products, the greater their ability to process information and the greater their 
understanding of preferences [34]. Similarly, consumers having high cognitive preferences prefer products 
with unique names, whereas those with lower cognitive desires preferred products with plain naming. 
Furthermore, consumers having high unique desires preferred products with unique naming, whereas those 
with lower unique desires preferred plain names. Kim [35] showed that a diagnostic product name had more 
influence on consumers having low product involvement. Satisfaction, therefore, increases because diagnostic 
product naming lowers perceived risks and increases perceived benefits [35]. According to a previous study 
by Kim [35], consumers having less knowledge and lower interests displayed a low level of information search, 
making it clear that product naming could become a diagnostic variable. Credibility could, therefore, be built 
with respect to increasing the positive attitudes about a product. Consumers having a great deal of shopping 
experience are expected to better understand risks, thus facilitating the favorable use of the available 
information. Therefore, when shopping for the same fashion product, the emotional responses to the product 
will vary according to the consumer’s emotional perception of the name and the metaphors inspired by it. 
Specifically, if the product name is highly diagnostic, consumers will project a higher value and make more 
positive evaluations than if the product had a mundane moniker. Thus, the following hypothesis is established. 

 
H4. M-shopping experience moderates the impact of perceived diagnisticy of a product name on consumer 
attitude towards the product in m-shopping. 
 
 
3. METHODS 

(1) Pretests 

The purpose of this study is to contribute to how much the color of fashion products reveals to consumers’ 
evaluation of products and to examine the effects of moderating effects of gender, age, and shopping 
experience. In marketing, it is necessary to produce stimulating product information that reflects various levels 
of metaphor related to the product name. This concept is a major variable of this study. To do this, I created a 
stimulus for a virtual product. Several preliminary studies have been conducted to determine the levels of 
consumer stimulus perception. The main purpose of the preliminary survey was to set up two suitable fashion 
product stimulants with significantly different levels (low and high) of diagnostics based on product names. 
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First, women’s suit shirts were selected as products that could be purchased via m-shopping and added to 
the preliminary survey. Next, product names actually used in existing m-shopping venues were examined. 
Based on these, we developed several suitable product name cases for the selected shirt design. Then, the 
perceived diagnostics of each product name were measured using an online survey of 30 participants. 
Diagnoses of perceived product names were measured on a total of three items using a 5-point Likert scale 
based on relevant statistics: “The name of this product is factual,” “The name of this product contains a clear 
description of the product,” “The name of this product describes the actual product information.” Preliminary 
surveys showed a statistically significant difference in perceived metaphor for low-metaphor stimulants (Mlow 
= 2.21, Mhigh=3.45, F = 19.923, p <.05).  

Based on the results of the preliminary survey, virtual fashion product information of two online shopping 
venues was created. Except for the product name, all information about the product was the same. The 
questionnaire was built by distinguishing between the color product name and the color product name, 
evaluating the absence of the color name of the fashion product. 

(2) Main study 

The survey was conducted online, and the study sample included the men and women with at least one 
mobile app shopping experience in the past year. For the question of fashion involvement in the 
questionnaire, 5 items were extracted from previous studies. In the survey, 3 items were used to measure the 
attitude toward the product. All items, except for the demographics, used a Likert 5-point scale. For this 
study, the sample included survey information from people aged 20–30 with plenty of m-shopping 
experience. Data were analyzed using SPSS v.23.0. First, frequency analysis was conducted to determine the 
demographic characteristics of the study subjects. Second, the reliability and validity of cognitive desire and 
attitude towards the product were measured. Third, hierarchical regression analysis was conducted to 
determine whether gender and cognitive desire had a moderating effect on attitude towards products.  

 

4. RESULTS & ANALYSIS 

(1) Preliminary analysis 

Of the total 404 respondents, 181 were males (44.8%) and 223 females (55.2%). 75.5% of the total 
respondents, or 305, were in their 20s and 72 respondents, or 23.2%, were in their 30s. 223 unmarried 
people (91.6%) were overwhelming, and a total of 87 respondents (21.5%) said that their average 
monthly household income was over 8-million won. 234 (57.9%) were college graduates and 193 
students (47.8%). Consumers received their fashion product information from mobile (41.6%), online 
(38.9%), and in stores (9.0%). Apparel shops were mobile (20.2%), online (38.2%), and direct store 
visits (40.4%). Respondents averaged two monthly apparel purchases and average monthly fashion 
product spending was 100,000 won. According to the frequency analysis on m-shopping, consumers 
in their 20s and 30s had an average number of clothing purchases per month (27.8%) and 2 (23.3%). 
30% of the respondents answered that their frequency of m-shopping was more than usual, and yes 
(29.2%) had the highest frequency (Table 1). 
 

Table 1. Demographics of survey participants (n=404) 
  n % 
Age 20-24 

25-29 
30-34 

107 
198 
70 

26.5 
49.0 
17.3 
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35-39 
40 or over 

2 
54 

5.9 
1.2 

Gender Male 
Female 

181 
223 

44.8 
55.2 

Marital 
Status 

Married 
Unmarried  

34 
370 

8.4 
91.6 

Household 
income 

1,000,000 won or lower  
~1,999,999 won  
~2,999,999 won  
~3,999,999 won  
~4,999,999 won 
~5,999,999 won  
~6,999,999 won  
~7,999,999 won 
8,000,000 won or higher  

20 
88 
49 
59 
34 
28 
11 
28 
87 

5.0 
21.8 
12.1 
14.6 
8.4 
6.9 
2.7 
6.9 

21.5 
Education Middle school graduate or lower 

High school graduate 
Community college/university graduate 
Graduate school or higher 

0 
128 
234 
42 

0 
31.7 
57.9 
10.4 

Occupation Professionals  
Self-employed  
Office worker 
Student  
Services  
Others 

80 
27 
45 

193 
35 
24 

19.8 
6.7 

11.1 
47.8 
8.7 
5.9 

 
(2) Validity and Reliability 

In order to verify the validity and reliability of the question, exploratory factor analysis and Cronbaha’s 
alpha analysis were conducted. Corporate transparency, credibility, purchase intention, and corporate ethics 
were all categorized as independent factors. All scores for Average Variance Extracted (AVE) are higher than 
the squared correlation between the constructs, showing a reasonable discriminant validity [36]. Similarly, the 
mean variance (AVE) extracted from the constructs met the requirement levels .7 to .5 that met the 
requirements level [36]. The Cronbach’s alpha value calculated for the reliability of the question was 0.72 for 
diagnosticity and 0.80 for the attitude towards the product. The Cronbacha alpha values calculated for the 
reliability of the questions were all over .7, and the reliability was found to be appropriate.  

 

(2) Hypothesis Testing 

Effect of diagnosticity on consumer attitudes (H1). The results of the diagnostic product names (Table 
2) showed a statistically significant positive effect on attitude towards the product (β = .144, t = 2.872, p 
<.001). Therefore, hypothesis 1 is supported. In other words, if the product information in the m-shopping 
environment provided to survey participants used a highly diagnostic product name, the participants adopted 
a more favorable attitude towards the product than if they had used a low diagnostic product name.  

Moderation of gender (H2). Hypothesis 2 suggested that the moderating effect of respondents’ gender 
would affect the product-name diagnosticity on consumer's attitude towards products. To verify this, 
hierarchical regression analysis (Table 2), in which diagnosticity was an independent variable, attitude 
towards products were dependent variables, and age and diagnosticity were interactive variables, showed that 
gender had a significant moderating effect ( β =-.392, t = -2.287, p <.05). Because the data was coded as 1 
for male respondents and 2 for female respondents, the negative value of β indicates that the positive 
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influence of product name diagnosticity on male respondents was greater than that on female respondents. 
This supports the Hypothesis 2, stating that male gender would have a stronger regulatory effect on product 
evaluation of product name diagnosticity. 

Moderation of age (H3). Hypothesis 3 suggested a moderating effect of age between product name 
diagnosticity and product attitudes. To verify this, hierarchical regression analysis (Table 2), with 
diagnosticity as an independent variable, attitude towards product as a dependent variable, and age and 
diagnosticity as an interactive variable (Table 3), showed that the effects of the respondents’ age was 
significantly static. Effect (β = 1.035, t = 2.936, p <.01). Thus, Hypothesis 3 was supported. 

Moderation of m-shopping experience (H4). Hypothesis 4 predicted the moderating effect of 
respondents’ m-shopping experience on the effect of product name diagnosticity on attitude towards 
products. The result of hierarchical regression analysis (Table 2), where diagnosticity was an independent 
variable, attitude towards product was a dependent variable, and m-shopping purchase experience was an 
interactive variable, showed a significant static control effect (β = .404, t = 2.367, p < .05). Thus, Hypothesis 
4 was supported. 

Table 2. Regression analysis (dependent variable: attitudes toward the product) 

Step   β t F R2  
(Adj. R2) 

1 

Education 
Occupation 
Income 
Marriage  

.192*** 

.081*** 
.162 

.009** 

3.881 
1.659 
3.323 
.192 

6.867*** .064 
(.055) 

2 

Education 
Occupation 
Income 
Marriage  
Diagnosticity 

.186*** 

.069*** 
.162 

.023** 
.069 

3.749 
1.381 
3.322 
.454 

1.374 

5.883*** .069 
(.057) 

3 

Education 
Occupation 
Income 
Marriage  
Diagnosticity  
Gender a 

Age 
M-shopping Experience 

.266*** 

.129*** 
.093* 
-.077 
.022 
.063 

-.196** 
.144*** 

4.979 
2.549 
1.850 
-1.288 
.428 

1.247 
-2.873 
2.872 

6.286*** .113 
(.095) 

4 

Education 
Occupation 
Income 
Marriage  
Diagnosticity  
Gender a 

Age 
M-shopping Experience 
Diagnosticity ×Gender 
Diagnosticity ×Age 
Diagnosticity ×  
M-shopping Experience 

.255 

.104 

.100 
-.024 
-.964 
.189 
-.394 
.042 

-.382* 
1.035** 
.404* 

 

4.688 
2.069 
2.008 
-.394 

-2.501 
2.658 
-4.016 
.578 

-2.287 
2.936 
2.367 

 

6.611**** .156 
(.133) 

Note. a Gender is coded as ‘male=1’ and ‘female=2’ 
*p<.05, ** p<.01 *** p<.001 

 
 



Diagnosticity of Product Names and Product Evaluations in M-Shopping                                      155 

 

5. DISCUSSION AND CONCLUSION 

Among the various marketing strategies that are specialized and used in mobile store environments, the 
product-naming strategy is intended to deliver product information to consumers by expressing the brand 
image, product design, and material characteristics implicitly in the product name. This study empirically 
analyzed the influence of perceived diagnosticity on consumer attitude towards a product and the influence of 
age, gender, and shopping experience. As a result, the diagnosticity of the product name had a positive effect 
on attitude towards the product. In other words, if the product information in the m-shopping environment 
provided to the survey participants used a highly diagnostic product name, the participants adopted a more 
favorable attitude towards the product than if they had seen a low diagnostic product name.  

On the other hand, the moderating effect of gender on the relationship between product name diagnosticity 
and consumer attitudes showed a significant negative effect, meaning that the positive influence of product 
name diagnosticity on male respondents was greater than that on female respondents. Respondent's age also 
had a significant static control effect. This means that the older the age, the stronger the control effect on the 
product evaluation of product-name diagnosticity. Finally, the analysis results showed that the moderating 
effect of respondents’ m-shopping experience on the effect of product-name diagnosticity on attitude towards 
the product was also significant. Thus, the more respondents having more m-shopping experience, the more 
positively the positive impact of the diagnosticity of the product name presented in the virtual environment. 

Academically, the results of this study suggest the effects of product naming and related consumer personal 
characteristics through empirical research, which is rare in the literature [11], which has been theoretically 
approached from the linguistic and semiotic perspectives [8, 26). Additionally, research on product naming in 
the m-shopping environment led to previous studies on the effects of age, gender, and experience and the 
influence of m-shopping retail environments and information provided [1, 7]. First, the positive effect of the 
diagnostic name of the product name identified in this study was consistent with previous studies by Ahn and 
Yu [24]. However, male respondents showed stronger diagnostic positive effects of product naming than did 
female respondents, which is consistent with previous studies that discussed the differences in shopping 
patterns by gender [31, 32].  

The significant influence of age in this study is consistent with previous studies [13, 14]. The diagnostic 
product name had a different attitudinal effect toward the product according to respondent age. The greater the 
consumer's age, the lower the experience level and familiarity with mobile-app shopping. It can be inferred 
that the diagnostic product name relies on providing specific product information to determine the quality and 
thus consumer attitude towards the product [25]. Additionally, the lower the consumer’s age, the higher the 
level of experience and familiarity with mobile-app shopping. Thus, the perceived risk was lower with age. 
The purchase of products in the mobile-app shopping environment was a metaphor for the abstract information. 
It can be interpreted that the preference for the higher. On the other hand, the more experienced the consumer, 
the stronger the positive impact of the diagnosticity of the product name within the same context as related 
previous study results. According to a previous study by Kim [35], low-involved consumers had a low level 
of information exploration on products. Therefore, using the information of a certain fashion product as a 
diagnostic product name clearly and conveniently displayed the advertising effect and reliability of the product. 
It created positive attitude towards the product. 

As practical suggestions, significant strategies for product names identified in this study are available. As 
the number of smartphone users increases, consumers can more easily and quickly consume certain products 
using mobile apps. However, because the mobile-app shopping environment has a limited interface for 
providing product information, when a consumer wants to purchase an unfamiliar product whose information 
is not diverse, the product name can be used as a good communicator of product information [8]. Companies 
should vary their product-naming strategies to account for the target consumer age. Older consumers need to 
see fashion information as a diagnostic product name in a less familiar mobile app shopping environment to 
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help them search for information and induce positive attitudes. It is also expected that targeted consumer brands 
for younger people will use a fashion product’s information as a metaphorical product name to create a positive 
attitude towards a particular fashion product. In the m-shopping environment, text information can be applied 
to a new retail store that was not available in the offline shopping environments to supplement the service for 
the limited consumers.  

The results of this study confirm that the diagnostic impact of product names varies significantly according 
to the characteristics of consumers. In the case of m-shopping malls targeting male consumers, or those with 
abundant m-shopping experience, consumers have a high desire for information for decision making. As a 
result, companies must adopt a careful product-naming strategy that corresponds to their customers’ 
characteristics. Companies should vary their product-naming strategies to account for the target consumer age. 
Targeted consumers of higher ages should receive fashion information as a diagnostic product name in a less 
familiar mobile app shopping environment to help them search for information and induce positive attitudes. 

This study used a limited number of samples, and the results are difficult to generalize. In the future, the 
evaluation of fashion product colors displayed on mobile apps and the frequency of purchase influence will 
increase accordingly, and further research will be needed. The suggestions for follow-up studies are as follows. 
First, in this study, because women’s fashion products were used as stimulants, the study was limited in that 
gender was selected as the female. Therefore, in future studies, it is necessary to proceed to study by gender. 
Additionally, this study was conducted under the assumption that respondents were in the scenario of a new 
brand. In the future, this study should be in-depth considering the variables of brand awareness. It is expected 
that the difference in perception of fashion products by consumers is very large according to brand awareness. 
In future research, there is a need for more diverse and specific research in consideration of such limitations. 
Because visual factors differ according to various fashion products (e.g., design, color, and material), future 
research should be conducted on product-name interactions according to visual elements.  

Since this study only targeted women, the diagnostic and metaphorical impact of product names and the 
moderating effects of age and fashion involvement require additional research to be generalized to men. In 
particular, it is questionable whether the positive effect of the metaphor of abstract product name appealing to 
emotion is suitable for male consumers. Because men are generally called for more destination-oriented and 
rational product strategies in the mobile environment, the results of this study can be understood as the 
characteristics of female consumers in mobile fashion shopping. Additionally, the influence of the metaphor 
of the product name in this study is expected to have an influence on various variables related to various 
products and companies such as brand image and trust. 

Subsequent research requires expansion and verification of the research results through consideration of 
the influence of individual characteristics of consumers presented by previous studies in related fields. For 
example, Na [11] noted that naming effects were influenced by cognitive needs, moods, and unique needs. 
Such personal characteristics of consumers are expected to affect the diagnostic effect of product names. 
Finally, the acceptance of mobile-app shopping is improving daily. As a result, mobile-app shopping is likely 
to lead to familiarity, as the perceived risk gets lower for elderly consumers. 

 
REFERENCES 
 
[1] Ahn, H.-S., and Kim, H.-C. (2019). A study of identity application to mobile device. Chohyung Design 

Research, 22(1), 285-302. 
[2] Holmes, A., Byrne, A., & Rowley, J. (2014). Mobile shopping behaviour: Insights into attitudes, shopping 

process involvement and location. International Journal of Retail & Distribution Management, 42(1), 25-
39. 

[3] Kim, K.H. (2019). A study on the application of consumer interface design in online shopping 



Diagnosticity of Product Names and Product Evaluations in M-Shopping                                      157 

 
environment. Design Research, 4(1), 7-14. 

[4] Koo, D., & Lee, J (2011) Inter-relationships among dominance, energetic and tense arousal, and pleasure, 
and differences in their impacts under online vs. offline environment. Computers in Human Behavior, 
27(1), 1740–1750. 

[5] Stoner, J.L., Loken, B., & Blank, A.S. (2018). The name game: How naming products increases 
psychological ownership and subsequent consumer evaluations. Journal of Consumer Psychology, 28(1), 
130-137.  

[6] Yoh, E.A. (2011). Comparative experimental research on product evaluations and approach behaviors of 
utilitarian and hedonic clothing in on-line and off-line settings. Journal of the Korean Society of Clothing 
and Textiles, 35(6), 635-645. 

[7] Kim, S.T., & Ahmad, M. (2019). A study on mobile marketplace UI / UX. Digital Management Review, 
5(2), 19-25. 

[8] Ahn, D.-K. & Yu, G.-B. (2018). The effects of diagnosticity and metaphor of a product name on 
consumers’ product evaluation. Journal of Consumer Studies, 29(3), 137-156. 

[9] Hernandez, J.M.C., Han, X., and Kardes, F.R. (2014). Effects of the perceived diagnosticity of presented 
attribute and brand name information on sensitivity to missing information. Journal of Business Research, 
67(5), 874–881. 

[10] Cho, J., & Lee, E. (2017). Impact of interior colors in retail store atmosphere on consumers’ perceived 
store luxury, emotions, and preference. Clothing & Textiles Research Journal, 35(1), 33-48.  

[11] Na, J.H. (2013). Which name is preferred?: Effects of the need for cognition, mood and need for 
uniqueness. Journal of Product Research, 31(6), 39-50. 

[12] Natarajan, T., Balasubramanian, S.A., & Kasilingam, D.L. (2018). The moderating role of device type 
and age of users on the intention to use m-shopping applications. Technology in Society, 53(May), 79-90.  

[13] Park, C., Jun, J.-K. & Lee, T.-M. (2015). The effects of customer characteristics on mobile shopping 
satisfaction. International Business Journal, 26(2), 99-128. 

[14] Park, H.-S.& Gwag, W.-S. (2003). A study on consumers` perception of relations between price and 
quality. The Korean Psychological Association, 4(2), 1-21. 

[15] Meyers-Levy, J., &. Tybout, A.M. (1989). Schema congruity as a basis for product evaluation. Journal of 
Consumer Research, 16(1), 39–54.  

[16] Clarke, K., & Belk, R.W. (1979). The effects of product involvement and task definition on anticipated 
consumer effort. ACR North American Advances. 

[17] Rigaux-Bricmont, B. (1982). Influences of brand name and packaging on perceived quality. In NA - 
Advances in Consumer Research Volume 09, eds. Andrew Mitchell, Ann Abor, MI: Association for 
Consumer Research, 472-477. 

[18] Shapiro, S., & Krishnan, H. S. (1999). Consumer memory for intentions: A prospective memory 
perspective. Journal of Experimental Psychology: Applied, 5(2), 169–189. 

[19] Aaker, D. A. (1991). Managing brand equity. NY: Free Press. 
[20] Zinkhan, G. M., & Martin Jr., C. R. (1987). New brand names and inferential beliefs: Some insights on 

naming new products. Journal of Business Research 15(2), 157-172. 
[21] Bristow, D.N., Schneider, K.C. & Schuler, D.K. (2002). The brand dependence scale: measuring 

consumers’ use of brand name to differentiate among product alternatives. Journal of Product & Brand 
Management, 11(6), 343-356.  

[22] Keller, K.L., & Swaminathan, V. (2019). Strategic brand management: Building, measuring, and 
managing brand equity, 5th Edition. Pearsons. 

[23] Mahaeswaren, D. (1994). Country of origin as a stereotype: Effects of consumer expertise and attribute 
strength on product evaluations. Journal of Consumer Research, 21(2), 354–365. 

[24] Ahn, D.-K. & Yu, G.-B. (2018). The effects of diagnosticity and metaphor of a product name on 
consumers’ product evaluation. Journal of Consumer Studies, 29(3), 137-156. 

[25] Aghakhani, N., Salehan, M., & Zhang, S. (2017). The dimensions of review comprehensiveness and its 
effect on review usefulness: A latent Dirichlet allocation approach. E-business and Ecommerce Digital 
Commerce, 24, retrieved from https://aisel.aisnet.org/amcis2017/eBusiness/Presentations/24/  



158                         International Journal of Advanced Culture Technology Vol.8 No.3 148-158 (2020) 
 

[26] Dick, A., Chakravarti, D., & Biehal, G. (1990). Memory-based inferences during consumer choice. 
Journal of Consumer Research, 17(1), 82-93. 

[27] Chung, J., & Eoh, J. (2019). Naming strategies as a tool for communication: application to movie titles. 
International Journal of Advertising, 38(8), 1139-1152. 

[28] Navarro, D. M.-C., Díaz, E., Rico, M. G., & Collado, A. M. (2019). Examining consumer luxury brand-
related behavior intentions in a social media context: The moderating role of hedonic and utilitarian 
motivations. Physiology & Behavior, 200(1), 104-110.  

[29] Jackson, L.A., Witt, E.A., Games, A.I., Fitzgerald, H.E., von Eye, A., & Zhao, Y. (2012). Information 
technology use and creativity: Findings from the children and technology project. Computers in Human 
Behavior, 28(2), 370-376. 

[30] Firat, A.F., & Dholakia, N. (2006). Theoretical and philosophical implications of postmodern debates: 
some challenges to modern marketing. Marketing Theory, 6(2), 123-162. 

[31] Wu, L.H., Wu, L.-Ch., & Chan, S.-C. (2016). Exploring consumers’ intention to accept smartwatch. 
Computers in Human Behavior, 64(1), 383-392. 

[32] Borges, A., Babin, B. J., & Spielmann, N. (2013). Gender orientation and retail atmosphere: effects on 
value perception. International Journal of Retail & Distribution Management, 41(7), 498-511.  

[33] San-Martín, S., Prodanova, J., and Jiménez, N. (2015). The impact of age in the generation of satisfaction 
and WOM in m-shopping. Journal of Retailing and Consumer Services, 23(March), 1-8. 

[34] Meyers-Levy, J., &. Tybout, A.M. (1989). Schema congruity as a basis for product evaluation. Journal of 
Consumer Research, 16(1), 39–54. 

[35] Kim, S. (2015). Study on the relationships among images toward professional sports in Korea, attitudes, 
behavioral intentions and involvement. Journal of the Korean Society of Sports Science, 24(6), 687- 699.  

[36] Fornell, C., & Larcker, D.F. (1981). Evaluating structural equations with unobservable variables and 
measurement error. Journal of Marketing Research, 18(1), 39–50. 


