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Abstract 

 

The Effect of French-sounding Brand Name on Brand Perception: 

The Moderation Effect of Language Familiarity 

 

Nivotti Josselin Duk-Soo 

College of Business Administration, Marketing Department 

The Graduate School  

Seoul National University 

 

More and more brand names in foreign language are used by companies for their products all 

over the world. This thesis takes the case of French language in South Korea to understand how 

foreign consumers perceive a brand name in this language. The effect of several aspects such as 

syntactics, transliteration, phonetic symbolism (plosive and back vowel) and hedonism was 

studied on various aspects of the brand personality. Results through a qualitative study showed 

that Korean people divided France into four main concepts: pride, upper class, romantic and 

historic tourist destination, and finally hedonic diversity. In addition, France has an overall 

image of a relaxed country in which its population enjoys life. Via a quantitative study, it has 

been shown that a brand name in French is seen as more hedonic than other languages and that 

France also has a better hedonic image compared to other countries. In a third time, it has been 

demonstrated that transliterating a brand name in Latin alphabet into Korean alphabet increases 

the perceived competence of the brand but results in a decreased perception of the sophistication 

of the brand name. Concerning the phonetic symbolism aspect, a brand name starting with a 

back vowel has a better competent and sophisticated image than a brand name starting with a 

plosive. In addition, most Korean people are not able to differentiate a syntactically right brand 

name in French from a syntactically wrong one. Finally, language familiarity also plays an 



 

 

 

 

important role in the perception of brand name in French. A brand name in French in Latin 

alphabet is perceived as more sophisticated and competent to people who have a prior 

knowledge in French than those who do not. On the other hand, a brand name in French 

transliterated in Korean alphabet is perceived as more rugged. People who learnt French also 

perceive a syntactically correct brand name in French as more competent than a wrong one. 
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I. Introduction 
 

Due to globalization, more and more foreign words appear in every country all over the world. 

More people are also studying more than one language, implying more bilingual consumers. 

Nowadays, as South Korea expands itself abroad more than ever, English is a mandatory 

knowledge in the Korean society and it had been shown that both foreign skills and cultural 

knowledge have a positive impact in people’s professional lives (Grosse, 2004). Korean people 

are therefore exposed to more and more foreign words, especially English words. However, 

many stores, products or coffee shops in South Korea are using words in French language. 

Some are a combination of French representative words such as the Korean bakery franchise 

“Paris Baguette”, some are a combination of French words having a meaning such as another 

Korean bakery franchise which is called “Tous les jours” (“Everyday” in English), and some are 

a combination of words having more or less meaning such as “Gout de ciel” (“Taste of sky” in 

English, “Gout” being also grammatically wrong as the circumflex accent is missing on the /u/). 

Since Korean people encounter many French words while walking on the streets (1,800 “Paris 

Baguette” stores in South Korea in 2008, December and 1,000 “Tous les jours” stores in 2009, 

July) or doing shopping, a brand name in French should be analyzed and criticized, consciously 

or unconsciously, and thus should have an impact on their perception of the brand. Language is 

a fundamental way to interact and express our thoughts and according to the linguistic relativity 

(Whorfian) hypothesis, language influences thought and controls both thought and perception 

(Hunt and Agnoli, 1998). As a construal and evaluation of a brand begin with the linguistic 

processing of the message itself (Zhang and Schmitt, 2004), it is interesting to study how a 

brand name written in French language influences Korean consumers’ perception of the brand 

as well as how differently consumers who studied French will perceive the brand compared to 

those who did not. 



 

 

2 

 

I.1. Relevance of the topic 
 

Unconsciously, consumers are exposed to brand names anytime and anywhere, being aware of 

their meaning (if there is one) or not. Brand names may not share characteristics at first glance, 

but if analyzed at a deeper scale, surprising results appear. For instance, Schloss (1981) showed 

that nearly half (93 out of 200) of the top brands begin with or contain the K and/or P sounds. 

Brand names can be divided into different grammatical categories such as logography, syntax, 

morphology, semiotics, translation and transliteration, and depending on each category, the 

perception of the brand name will differ. Several studies have been done on comparing 

logographs and alphabetic letters across languages (Pan and Schmitt, 1996; Tavassoli, 2001; 

Zhang and Schmitt, 1998) or within one language (Tavassoli and Han, 2001). However, there is 

a scarce of studies comparing brand names in languages of different alphabets such as French 

and Korean. Despite English being the most learnt language in South Korea, during their middle 

school or high school days, many Korean students studied French as a second (or third) 

language, 25.1% of middle school students studying French in 1995 (Han, 2011), implying that 

many Korean people do have some knowledge in French and should have their own perception 

when encountering brand names in French. 

Therefore, the goal of this thesis is to analyze and having a deeper understanding of how people 

perceive brand names in French as well as how language familiarity has an impact on the 

perception of the brand. 

I.2. Structure of the thesis 
 

As quoted before, the purpose of this study is to have a deeper understanding of how Korean 

people behave and process when they face French words. In order to test the hypotheses, two 

main studies were conducted, a qualitative one and a quantitative one. The qualitative 

experiment consists in a ZMET (Zaltman Metaphor Elicitation technique) analysis in order to 
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get an overview of how Korean people think of France. The quantitative experiment consists in 

testing the influence of French words through the use of various linguistic techniques.  

In a first time, an overview of the theoretical background of psycholinguistics, including 

syntactics, transliteration and phonetic symbolism, then hedonism, brand personality and 

language familiarity will be presented and explained. In a second part, the hypotheses and the 

methods used to test them will be expounded. Afterwards, the hypotheses will be tested and the 

results will be interpreted and discussed. Finally, the managerial implications in a marketing 

context as well as the limitations of this thesis will be presented.  
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II. Theoretical background 
 

II.1. Psycholinguistics 
 

II.1.1. Syntactics 
 

Syntactics refers to the rules and principles governing the sentence structure of languages 

(Carnie, 2006). It includes word order, word class, word function and word meaning. Readers 

immediately process each word encountered individually (Just and Carpenter, 1987). That is 

why any unexpected word causes what is called a startle effect, in which the person will look 

back again at it. This startle effect can be caused by ambiguous words or erroneous syntactic 

interpretations. Moreover, sentences with complex syntax are harder to read, produce longer 

response times and a greater number of errors, and are less easily recalled than are sentences 

with simple syntax (Lowrey, 1998). A research by Kantola and van Gompel (2011) 

demonstrated that structural priming within language and between languages was equally strong, 

indicating that representations of syntactic structures from different languages are shared for 

languages of the same family. Lowrey (1998) also investigated the effects of syntactic 

complexity and showed that recall and cognition, persuasiveness and motivation are affected by 

it. 

II.1.2. Transliteration 
 

All languages started their writing system under the use of logographs, making them use a 

logographic system, such as the Chinese language nowadays. However, some languages 

changed their writing system, such as the Indo-European languages, which evolved to an 

alphabetic system patterned after the Greek system, with the number of written symbols further 

reduced (Hung and Tzeng, 1981). Korean also changed its writing system from Hanja, Chinese 
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characters, to Hangul, the Korean alphabet. There are two methods of brand name translation 

available: direct translation for the meaning of the brand name and phonetic translation (or 

transliteration) for the pronunciation of the brand name (Hong, Pecotich and Shultz, 2002). In 

China, the vast majority of firms localize their brand names, and transliteration of the brand is 

the strategy used the most often. Companies also appear to be successful in avoiding brand 

mistakes and add features to the brand names, such as cultural symbols, additional product 

benefits, and more positive connotations when localizing the brand name (June, Janet and Jan, 

2002). Also, the effectiveness of the translation depends on the emphasis of the original English 

name (versus the Chinese name) and the method of translation used previously for brand names 

within the same category (Zhang and Schmitt, 2001). There is no official transliteration 

technique in South Korea even if the McCune-Reischauer Romanization was the official 

transliteration system in South Korea from 1984 to 2000 and has then been replaced by the 

Revised romanization of Korean. However, numerous transliteration problems still persist, for 

instance with names such as some name of towns: Daegu or Taegu , Busan or Pusan, both 

transliteration systems still being used. 

II.1.3. Phonetic symbolism 
 

Phonetic symbolism refers to the ability of particular word sounds or phonemes to convey 

information and therefore influence perceptions (Eysenck, 1979). It has been suggested that the 

phonetic aspects of a word may have an impact on a semantic dimension, which in turn may 

influence perceptions through a semantic association (Lowrey, Shrum and Dubitsky, 2003). 

Vowel and consonant sounds can also symbolize concepts such as size (Sapir, 1929). Phonetic 

symbolism is usually categorized in terms of vowels and consonants. Vowels can be 

subcategorized into two groups: front vowel and back vowel. Front vowels are characterized by 

the highest position of the tongue being more toward the front of the mouth during 

pronunciation (e.g., “i”) while the highest position of the tongue is more toward the back of the 
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mouth for back vowel (e.g., “o”). Consonants can also be subcategorized into two groups: 

fricatives and plosives. Fricatives are formed by allowing air to flow past the articulators (lips, 

teeth and tongue), which creates friction (e.g., “f”, “v”) while plosives such as stops are formed 

from the complete closure of the articulators, which blocks air flow (e.g., “p”, “t”) (Klink, 2000). 

Researches concerning these vowels/consonants have shown that back vowel sounds are 

typically associated with perceptions of large size whereas front vowel sounds are associated 

with a big size perception (Birch and Erickson, 1958; Klink, 2000; Newman, 1933). Similar 

results were found concerning consonants, stops being typically associated with perceptions of 

large size and fricatives of small size (Klink, 2000; Newman, 1933; Sapir, 1929). Moreover, 

brand names containing fricatives tend to be perceived as smaller, faster and lighter than those 

containing stops (Klink, 2000). Sound symbolism occurs automatically at a non-conscious level 

and has a greater effect when cognitive resources are constrained than when they are abundantly 

available (Yorkston and Menon, 2004). In addition, using plosives to start brand names has an 

effect on the recall and recognition of the names (Vanden Bergh, Collins, Schultz and Adler, 

1984). Phonetic symbolism has also been subject to researches on pricing (Coulter and Coulter, 

2010).  

II.2. Brand Perception 
 

II.2.1. Hedonism in consumer research 
 

In the hedonic perspective, subjectivity increases as consumption is seen as an interaction 

between a product and a consumer. A subject-object interaction occurs when a consumer 

responds to highly intangible, affective, hedonic aspects of product consumption (Addis and 

Holbrook, 2001). Hedonic products are therefore viewed not as objective entities but as 

subjective entities where emotions play a major role. A satisfactory hedonic consumption 

depends on an appreciation of the product for its own sake and the resulting feeling of pleasure 
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it generates, not on the utilitarian function that it may or may not perform. Thus, hedonism 

represents multisensory experiences in which several channels operate simultaneously. This 

hedonic experience tends to evoke strong emotions of fantasies, feelings and fun (Holbrook and 

Hirschman, 1982). Concerning studies between hedonism and French language, it has been 

shown that services with a French brand name are perceived as more hedonic and that the 

interaction between brand names in a foreign language and country of origin also leads to 

increased hedonic perceptions (Salciuviene, Ghauri, Streder and De Mattos, 2010). 

II.2.2. Brand personality 
 

Brand personality can be defined by “the set of human characteristics associated with a brand” 

(Aaker, 1997). Thus, it relates more to what the brand says about the consumers and how they 

feel being associated with it, than what the brand does for them (De Chernatony, 2006). The 

trait and factor theory (Kassarjian, 1971), which described the human personality into five 

dimensions, known as the Big Five, had a major influence on researches on the brand 

personality. These five dimensions explain 93 per cent of all personality traits (Aaker, 1996) and 

the five-factor model has become a standard classification scheme for human traits (Aagerup, 

2011). Using this model, Aaker created a similar framework for brand personality traits (Aaker, 

1997). Five brand personality dimensions can be expressed according to the brand personality 

construct created by Aaker: sincerity, excitement, competence, sophistication and ruggedness. 

These can be spread down into 15 facets (Fig. 1), which can also be spread down into 42 traits. 

There are some objections to the Aaker scale, since “the set of human characteristics” is too 

wide since it includes skills, age and demographic characteristics which human personality does 

not include according to psychology (Azoulay and Kapferer, 2003). In addition, Sweeney and 

Brandon (2006) do not think trait theory is the best method for describing personality. However, 

despite these criticisms, the Aaker scale has become a standard for studies of brand personality 

(Azoulay and Kapferer, 2003). As Parker (2009) puts it “to date, the BPS (Brand Personality 
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Scales) is the only published and most widely employed brand personality measure, shown to 

be reliable and generalizable across different brands and product categories”. 

 

 
Fig 1  A brand personality framework (Aaker, 1997) 

 

 

 

 

 

 

 

II.3.  Language familiarity 
 

Most studies on language familiarity are about bilinguals. One study examined the origins of 

language familiarity effects in bilingual short-term recall (Thorn, Gathercole and Frankish, 

2002). Language familiarity also plays a critical role in inducing persuasion behavior in e-

negotiations, with a higher language familiarity leading to higher language self-efficacy and 

negotiation self-efficacy (Lai, Lin and Kersten, 2010). As there are more bilingual consumers, 

more studies concerning these consumers have been conducted such as Luna and Peracchio 

(2001), who showed that a high level of conformity between picture and text on advertisements 

facilitates conceptual processing of the second language messages, increasing memory for 

second language advertisings and reducing the impact of language asymmetries on memory. 

Furthermore, some studies have been done on comparing phonology and logography, such as 

Brand Personality 

Ruggedness Sophistication Sincerity Excitement Competence 

• Down-to-earth 

• Honest 

• Wholesome 

• Cheerful 

• Daring 

• Spirited 

• Imaginative 

• Up-to-date 

• Reliable 

• Intelligent 

• Successful 

• Upper class 

• Charming 

• Outdoorsy 

• Tough 
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Zhang and Schmitt (2004), who demonstrated that in bilingual environments, consumers prefer 

sound translation when the English name is emphasized but meaning translation when the 

Chinese name is emphasized. Unaided brand recall and recognition should be differentially 

affected in Chinese and English when brand names are learned auditorily compared with when 

they are learned visually (Schmitt, Pan and Tavassoli, 1994). Both structural features of 

language and lexical-semantic and phonological features of language are important (Zhang, 

Schmitt and Haley, 2003). 
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III. Conceptual background 
 

III.1. Hypothesis Development 
 

Thakor (1996) suggested that products with French brand names will be perceived significantly 

different compared to products with brands in another language. Another study among people 

with English as a native language made by Leclerc, Schmitt and Dubé-Rioux (1989) showed 

that French pronunciation of a brand name is liked better for hedonic products. Moreover, 

French pronunciation of a brand name affects the perceived hedonism of the products and 

attitudes towards the brand (Leclerc, Schmitt and Dubé, 1994). Since the language is associated 

with hedonism, the country should also carry a global hedonic image abroad and both French 

language and France should be perceived as more hedonic than other countries.  

H1a: France is perceived as a hedonic country abroad 

H1b: Brand names in a French language are perceived as more hedonic than other 

countries 

H1c: France is associated with a hedonic image compared to other countries 

Both language proficiency and script difference can affect the pattern of semantic processing of 

written language (Cho and Chen, 1999). French and Korean languages use an alphabet so each 

word of both languages could theoretically be transliterated in both alphabets. However, as an 

interaction exists between brand translation and quality, resulting in the enhancement of the 

translation effect with higher quality (Hong, Pecotich and Shultz, 2002), it is supposed that 

transliteration will also increase the perceived quality of the brand.  

H2: Transliteration of a brand name in French language into Korean alphabet will 

increase the perceived competence of the brand 



 

 

11 

 

When consumers encounter a brand name, they infer attribute meaning (Klink, 2001). In 

accordance to the study done by Klink (2000), fricatives and back vowels should be perceived 

as more feminine and sophisticated than plosives. Thus, brand names starting with a back vowel 

are expected to rank higher in sophistication than brand names started with a plosive. In 

addition, stop consonants and front vowels are associated with perceptions of harshness to a 

greater degree than are either fricatives or back vowels (Heath, Chatterjee and France, 1990). 

Finally, another study showed that French vowels also have an impact on the perception of the 

brand name of a product (Lowrey, Lerman and Luna, 2008). 

H3: Brand names in French starting with a back vowel will rank higher in sophistication 

than brand names starting with a plosive 

Since French and Korean have different linguistic lineages, they are grammatically very 

different, such as in their use of prepositions (Choi-Jonin, 2002), implying that both languages 

use a different syntax (which is part of the grammar of a language). As both languages even use 

different alphabet, it is supposed that people who have never learnt French cannot be able to 

notice a syntactically wrong brand name. 

H4: People who do not have any knowledge in the language of the brand will not be able to 

feel any difference between a syntactically correct and wrong brand name in French 

language 

People who are proficient in the nondominant language are able to access both phonological and 

semantic representations of both language and therefore rely on both sound and meaning when 

evaluating brand names (Zhang and Schmitt, 2004). Therefore, in this study, a brand name in 

Korean alphabet should be perceived as more rugged than a brand name in Latin alphabet since 

it will sound a little bit different than the original one and they already have the knowledge to 

understand the meaning of the brand name. In addition, a syntactically wrong brand name will 

lose its meaning and will thus be perceived lower in terms of reliability, which means 
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competence. Finally, as without syntax, the understanding of a language is very limited, a 

syntactically wrong brand name will have a lowered perceived reliability from people who 

learnt French before. 

H5a: The perception of people who have a prior knowledge of the French language will 

have a higher sophisticated perception for a brand name in Latin alphabet and a more 

rugged perception for a brand name transliterated in Korean alphabet 

H5b: People who have a prior knowledge of the French language will have higher 

perceptions of the competence of a syntactically correct brand name in French 

III.2. Model Overview 
 

As it can be seen in Figure 2, the model aims to test various linguistic characteristics on the 

brand perception of a brand name in French, using Aaker’s brand personality scale. Finally, it is 

supposed that language familiarity plays a moderating role between the independent and 

dependent variables. In other words, having a prior knowledge of French should change the 

perception of a brand name in French language. 

Figure.2  Conceptual Model 
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Syntactics 

Phonetic symbolism 

Brand perception 

Hedonism 

Sincerity 

Excitement 
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IV. Qualitative Research 
 

In order to test the first subpart of the first hypothesis H1a, stating that France has a hedonic 

image abroad, a qualitative study was conducted, using the ZMET (Zaltman Metaphor 

Elicitation Technique) analysis. ZMET was developed by Gerald Zaltman, Professor of 

Business Administration at Harvard University, and is used to (1) to surface the mental models 

that drive consumer thinking and behavior, and (2) characterize these models in actionable ways 

using consumers, metaphors. It uses consumers, visual and other sensory images and employs 

qualitative methods to elicit the metaphors, constructs, and mental models that drive consumers, 

thinking and behavior (Zaltman, Coulter, 1995). The goal of this qualitative research is to 

understand and analyze at a deeper degree how foreign people perceive France. 

IV.1. Methodology 
 

ZMET was conducted on 20 South Korean participants in their 20-30s in a one-on-one 

interview. Each participant was asked one week prior to the interview to bring five images 

related to their image of France. While conducting the test, participants were asked to explain 

their choices concerning the images they brought. The study was conducted in Korean so that 

the respondent could express his or her thoughts without any inconvenience and was recorded 

for a further deeper analysis. 

After all the interviews had been done, each interview was coded in order to find relevant 

constructs. A construct is a “construction” of meaning that represent important thoughts and 

feelings among participants (Christensen and Olson, 2002). Afterwards, the constructs were 

linked to each other to create a consensus map, or a mental model of their views and perceptions 

of France. In addition, a collage for each participant representing his or her perception of France 

using the images he or her brought was created (see the appendix section for an overview of 
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four of them). 

IV.2. Results 
 

After analyzing the interview scripts and coding them, an aggregate consensus map (mental 

model) was created based on the emerging dominant concepts. Several central constructs 

appeared, such as patriotism, luxury, entertainment, Paris, fashion and romantic feeling. 

Moreover, the overall end state of the consensus map is relax and enjoy life. The consensus map 

also reveals four collective themes about France. These are (a) pride; (b) upper class; (c) 

romantic and historic tourist destination; and (d) hedonic diversity.  

Firstly, pride contains the central construct patriotism, which means that France is perceived as 

a society in which its population feels proud of their country. There are several reasons 

explaining this patriotism. First, French culture is perceived as unique and cannot be compared 

to any other culture in the world. Its blue, white red stripes flag is also recognizable at first sight 

by anyone. France is also seen as a multicultural society, with several ethnic groups and races, 

most of them coming from North Africa. France is perceived as an individualist society, in 

opposition to South Korea, which is considered as a collectivist society. This patriotism is the 

source of what characterize French people, who are perceived as romantic people. An 

interesting point is that French cafés are one source of the individualism of the French society, 

because of the image people are carrying an image of a French man or woman drinking his/her 

coffee at a café while looking at people passing by.  

Secondly, France has an upper class image, with Paris and its Champs-Elysées street being the 

global place of fashion. Thanks to its worldwide famous French luxury brands such as Louis 

Vuitton and upper class products such as champagne, France acquires this upper class image. 

Quoted by women mainly, French cosmetics are also seen as high-end products, therefore 

expensive. Moreover, French restaurants, represented through the French cuisine also carry out 
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this luxurious and expensive image, with dishes low in quantity but high in quality and 

imagination, accompanied with a baguette and a glass of (red) wine. This perception is 

strengthened by the fact that numerous famous chefs all over the world French are, opening 

upper class restaurants which create a romantic feeling. 

Thirdly, France is seen as a romantic and historic tourist destination, with Paris being perceived 

as the city of love and European history thanks to its ancient ambience and representative 

monuments. France’s long history results in famous sightseeing monuments such as the Arc de 

Triomphe and the Eiffel Tower. As mentioned before, the Champs-Elysées street, perceived as 

the street of luxury, is also closely linked to the Arc de Triomphe, which dominates the street at 

its upper end in people’s minds. A long history inevitably leads to museums, France’s most 

famous one being the Louvre Museum. Also, museums are seen as an entertainment way for 

tourists who come to visit France. All these old buildings, monuments, castles, streets, etc. give 

Paris an ancient ambience which create a unique foreign and romantic feeling. 

Fourthly, France is perceived as being a broad source of entertainment of diverse types. In 

addition to museums, France is seen as having different attractions such as Disneyland Paris. 

French cinema, with the Cannes festival being held yearly, is one way through which foreign 

people can overview French culture, which is, as stated before, perceived as unique and very 

different from other cultures. Mainly quoted by male respondents, France is also seen as being a 

place holding several sport events, such as tennis (French Open/Roland Garros), rugby (Six 

Nations Championship) or cycling (Tour de France). However, football (soccer) was the mostly 

quoted by respondents, since they were in their 20-30s and France won the World Cup in 1998 

and the Euro Championship in 2000 as well as having had worldwide famous players such as 

Zidane or Henry. French songs, referred as chansons by respondents, were also often quoted by 

respondents. However, one interesting point is that in South Korea, chansons, which literally 

mean “songs” in French, refer here to 1960-70s songs sung by singers such as Edith Piaf. 
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Chansons are usually sung in French, but French language also leads to chansons, creating an 

inter-connection between each construct. The flow and rhythm of French language create a 

romantic feeling to foreign listeners, even though they cannot understand the meaning. Finally 

French cafés are also perceived as a way of entertainment, alone or with friends. 

The overall end state of the consensus map is relax and enjoy life, meaning that French people 

are overall perceived as relaxed and not stressed. This ending construct is linked by three other 

constructs. First, it is linked to the restaurant construct. Indeed, French meals are being 

perceived as never-ending meals, with their several courses which can last more than four hours 

long. Thus, French people seem to enjoy their meal and the people they are sharing it with. The 

second linked construct is the French people construct, which gives this relax and enjoy life 

image. This may be explained by the French culture and way of life. Finally, the romantic 

feeling construct also leads to relaxation and enjoyment of life. This can be justified by the fact 

that couples or families usually spend time together to relax and enjoy their time together. 

IV.3. Conclusion 
 

Four collective themes (pride, upper class, romantic and historic destination, and hedonic 

diversity), several central constructs (patriotism, luxury, entertainment, Paris, fashion and 

romantic feeling) with relax and enjoy life as an overall construct emerged as a result from this 

qualitative study.  

Table 1 shows some transcriptions of respondents concerning some of the central constructs, 

helping to understand what kind of image Korean people carry about France. Images brought by 

respondents (see appendix) for this study were very colorful for most of them, showing a bright 

perception of France. Figure 3 shows the aggregate consensus map of France, which details the 

relationship between each construct and between each theme. The romantic construct is 

particularly interesting since it is linked to a construct belonging to each theme (French people 
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construct for the pride theme, French restaurant for the upper class theme, ancient ambience 

and Paris for the romantic and historic destination and finally French language construct for 

the hedonic diversity theme). 

Negative points of France were also sometimes pointed out during the interviews, such as the 

strong French patriotism which was said to be the cause of the image of French people abroad 

staying together and speaking almost only French between them even if they are together with 

people from other nationalities, not caring about other people and thus forming a subgroup. An 

interesting point in this ZMET study is that French countryside was almost not quoted by 

participants. Besides Paris, very few other towns such as Nice and Cannes (because of its 

cinema festival) were mentioned. All participants also knew about Bordeaux because of its red 

wine but very few were aware that it is also the name of a town in the South-West part of France. 

Therefore, it can be concluded that the perception Korean people carry of French towns is 

mostly influenced by Paris, the only town of France recalled by Korean people. 

Even if hedonism was not the overall end state of the consensus map, H1a was partially 

supported since France has hedonic diversity as one of its central constructs. In addition, 

relaxing and enjoying life are also part of the definition of hedonism.
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Table 1  Verbatim associated with patriotism, fashion, entertainment and  

romantic feeling key constructs 

Patriotism 

• It seems to me that French people are individualist. What seems important to them is 
self-satisfaction and having their own distinctive personality. 

• The first time I saw a French movie, I could not understand nor appreciate it very much. 
I think this is due to the cultural differences between our countries. 

• When I went to France, I was very surprised to see that people there do not like to speak 
English at all. They understand it but seem to hate speaking it. 

• French culture is so different that the first time I saw a French movie, I did not like it 
because I could not understand the meaning of making such a movie. 

Fashion 

• To me, France and Italy are the countries of fashion. However, France has a more 
luxurious image compared to Italy. 

• French people are very fashionable, even though they do not show it, unlike in South 
Korea. You hardly see French people in the street walking with a Louis Vuitton handbag 
for instance. 

• Yves Saint Laurent, Coco Chanel, Christian Dior, Jean Paul Gaultier, etc., there are so 
many famous French fashion designers that France is inevitably linked to fashion and 
luxury. 

Entertainment 

• France gives me the image of a rainbow, with its diversity in entertainment . . . as well 
as in its different races. 

• I think France is a very good destination for tourism thanks to its diversity in 
entertainment and history such as Disneyland, museums, castles, etc. 

• France seems to have so much so much different kinds of entertainment . . . Just by 
taking the example of sport, France seems to have good athletes or team in almost every 
sport. 

Romantic feeling 

• When I hear French, I do not understand the meaning but it sounds to me like a melody 
and gives me a romantic feeling. 

• I have never been to France, but when I see Paris on television, it really gives me a 
romantic feeling. I really want to go there. 

• When I see cafés in France, it gives me the feeling that people are taking and enjoying 
their time . . . It would be a good place for a romantic date. 

• French people look so romantic . . . Maybe this is because of the stereotype I have of 
France which influences my perception of them. 
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V. Quantitative Research 
 

The quantitative research aims to test the remaining hypotheses, so the effect of other linguistic 

characteristics (transliteration, syntactics, phonetic symbolism) on brand perception as well as 

testing the moderating effect of language familiarity. 

V.1. Methodology 
 

The quantitative study was conducted in the form of a questionnaire translated in Korean 

language. The questionnaire was divided in several parts. First, respondents were asked to rate 

three fictitious brands in terms of hedonic feeling, one in French, another in English and a last 

one in Japanese. The choice of these languages is that English and French are both European 

languages, even if Korean people have a better knowledge of English than French since it is 

mandatory to study English at school while studying French is optional. The choice of Japanese 

is that it was interesting to take an Asian language as a comparative variable, and Japan and 

Korea are linguistically and geographically closed. The brand name in Japanese was 

transliterated in Latin alphabet in the questionnaire via the Hepburn romanization system, which 

is mostly used by the Japanese government for its transliterations in Latin alphabet. Then, 

respondents had to rate how hedonic they feel towards three countries: France, England and 

Japan, representing the countries of the languages of the previous brand names. The second part 

of the survey consisted in rating fictitious brand names (to avoid obvious semantic associations 

(Lowrey and Shrum, 2007)) on a 5-point Likert scale (1 = not at all hedonic, 5 = extremely 

hedonic) according to 15 dimensions of the brand personality model by Aaker, similarly to 

several studies on brand personality (Aagerup, 2011; Grohmann, 2009; Parker, 2009). One 

brand name in French language had to be rated, written in both Latin alphabet and Korean 

alphabet. The brand name was created with words that most Korean people are unaware of and 

very different from their English translation so that they could not be influenced by any 
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knowledge or background. Moreover, sounds which exist in the Latin alphabet but not in the 

Korean alphabet, such as sounds /f/ or /v/ were avoided in order for the brand to sound almost 

the same in both alphabets. The third part consisted in rating four fictitious brands which do not 

have any meaning but sounded like French. Two brands started with a plosive (“Panitain” and 

“Talève”) and two brands with a back vowel (“Aunève” and “Elorain”). Each brand was shown 

to respondents both in Latin and Korean alphabet so that respondents could know how to 

pronounce these brands. The fourth part consisted in comparing two brands, one syntactically 

correct and one syntactically wrong. Respondents were asked if they could see the difference 

between each brand. If the respondent replied positively, he or she had to rate each brand. The 

final part consisted in demographic questions and questions about their knowledge of French 

language. 

98 questionnaires were collected, within two were dropped because of incompleteness, leaving 

96 questionnaires. 

Table 2  Sample demographic characteristics 

Item Frequency Percentage 

Gender   

Male 47 49% 

Female 49 51% 

Age group   

10-20 15 15.6% 

21-30 38 39.6% 

31-40 26 27.1% 

41-50 17 17.7% 

French study   

Yes 25 26% 

No 71 74% 

Income   

Under ₩900,000 27 28.1% 
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₩900,000-₩ 2,750,000 39 40.6% 

Above ₩2,750,000 30 31.3% 

 

V.2. Data Analysis 
 

All the questionnaires were coded and processed via SPSS. 

To test H1b and H1c, ANOVA analyses were conducted. The results were significant for both of 

the hypotheses. First, to test H1b, one independent variable (brand name) was run against the 

dependent variable (hedonic perceptions). The results suggest that a brand name in French 

language is perceived as more hedonic that other two languages, English and Japanese (F = 

14.822, p < .05). In addition, it can be noticed that a brand name in English is also perceived as 

more hedonic than a brand name in Japanese (F = 5.618, p < .05). 

 

Figure 4  Hedonic perception of French, English and Japanese brand names 

 

 

2

2.5

3

3.5

French brand name English brand name Japanese brand name

H
ed

o
n

ic p
ercep

tio
n 



 

 

23 

 

Afterwards, to test H1c, one independent variable (country) was also run against the dependent 

variable (hedonic perceptions). Once again, the assumption was supported, meaning that France 

is perceived as more hedonic that England and Japan (F = 33.135, p < .05). Also, it could be 

noticed that contrary to the brand name in English and Japanese, results showed that England is 

not perceived as more hedonic than Japan (p > .05). 

 

Figure 5  Hedonic perception of France, England and Japan 

 

To test the transliteration hypothesis, factor analyses were conducted using principal 

components analysis and a varimax rotation, as used by Aaker’s brand personality study. 

Cronbach’s α was first conducted on the brand name “Rêve de nuit” on all the dimensions of the 

brand personality and ranked high (Sincerity = .76, Excitement = .81, Competence = .84, 

Sophistication = .81 and Ruggedness = .92), indicating high levels of internal reliability 

(Chronbach’s α > .7). 
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Table 3  Dimensions of brand personality for the brand name “Rêve de nuit” 

Dimension Variance 

Explained 

Eigenvalue Traits with Highest 

Item-to-Total Correlations 

1 28.8% 4.3 Daring, spirited, imaginative, up-to-date 

2 13.1% 2 Cheerful, upper class, charming 

3 12.4% 1.9 Down-to-earth, honest, wholesome 

4 9.6% 1.4 Reliable, intelligent, successful 

5 8.3% 1.3 Outdoorsy, tough 

The brand name “Rêve de nuit” is mostly perceived as exciting, then sophisticated, sincere, competent 

and rugged. 

Cronbach’s α was conducted on the brand name “Rêve de nuit” transliterated in Korean 

alphabet (레브드누이) on all the dimensions of the brand personality (Sincerity = .82, 

Excitement = .82, Competence = .86, Sophistication = .81 and Ruggedness = .81) and again 

indicated high levels of internal reliability. 

Table 4  Dimensions of brand personality for the brand name “Rêve de nuit” transliterated 

in Korean (레브드누이) 

Dimension Variance 

Explained 

Eigenvalue Traits with Highest 

Item-to-Total Correlations 

1 24.8% 3.7 Reliable, intelligent, successful 

2 19% 2.8 Daring, spirited, imaginative, up-to-date 

3 11.1% 1.7 Down-to-earth, honest, wholesome, cheerful 

4 8.6% 1.3 Outdoorsy, tough 

5 7.5 1.1 Upper class, charming 
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The same brand name “Rêve de nuit”, but transliterated in Korean alphabet, shows different 

results. It is mostly perceived as competent, then sincere, exciting, rugged and finally 

sophisticated. 

By comparing both brand perceptions in Latin and Korean alphabet, the competence attribute, 

which is composed of the reliable, intelligent and successful traits, is part of the fourth 

dimension for the brand name in Latin language. On the other hand, this attribute is part of the 

first dimension in the case of the brand name in Korean alphabet, explaining the biggest part of 

the total variance. Thus, H2 is supported, since the brand transliterated in local language is 

perceived as more competent than in the original language. It is also interesting to notice that 

the brand transliterated in Korean alphabet is very low at the sophistication (upper class and 

charming) attribute compared to the original one, meaning that the original brand name in Latin 

language is perceived as more sophisticated than the one in Korean alphabet. 

In order to test the hypothesis related to phonetic symbolism, factor analyses were also 

conducted using principal components analysis and a varimax rotation. 

Cronbach’s α results for the brand name “Elorain”: Sincerity = .81, Excitement = .83, 

Competence = .78, Sophistication = .83 and Ruggedness = .75 (high levels of internal 

reliability). 

Table 5  Dimensions of brand personality for the brand name “Elorain” 

Dimension Variance 

Explained 

Eigenvalue Traits with Highest 

Item-to-Total Correlations 

1 45% 6.8 Intelligent, successful, upper class, charming 

2 12.1% 1.8 Cheerful, daring, spirited, imaginative, up-to-date 

3 9% 1.3 Down-to-earth, honest, wholesome, reliable 

4 7.2% 1.1 Outdoorsy, tough 
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The brand name “Elorain” is perceived mostly as quite competent and sophisticated, explaining 

45% of the total variance. It is then perceived respectively as exciting, sincere and rugged. 

Cronbach’s α results for the brand name “Aunève”: Sincerity = .75, Excitement = .85, 

Competence = .86, Sophistication = .75 and Ruggedness = .83 (high levels of internal 

reliability).  

Table 6  Dimensions of brand personality for the brand name “Aunève” 

Dimension Variance 

Explained 

Eigenvalue Traits with Highest 

Item-to-Total Correlations 

1 45.1% 6.8 Reliable, intelligent, successful, upper class, charming 

2 12.5% 1.9 Cheerful, daring, spirited, imaginative, up-to-date 

3 7.9% 1.2 Down-to-earth, honest, wholesome 

4 7% 1.1 Outdoorsy, tough 

 

The brand name “Aunève” shows the same results as the brand name “Elorain”, as it is also 

perceived mostly as competent and sophisticated. It is then being perceived as exciting, sincere 

and rugged. 

Cronbach’s α results for the brand name “Panitain”: Sincerity = .74, Excitement = .79, 

Competence = .87, Sophistication = .84 and Ruggedness = .9 (high levels of internal reliability).  
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Table 7  Dimensions of brand personality for the brand name “Panitain” 

Dimension Variance 

Explained 

Eigenvalue Traits with Highest 

Item-to-Total Correlations 

1 37.3% 5.6 Imaginative, up-to-date, reliable, intelligent, successful 

2 13.4% 2 Wholesome, cheerful, daring, spirited 

3 9.8% 1.5 Upper class, charming 

4 8.7% 1.3 Outdoorsy, tough 

5 7.2% 1.1 Down-to-earth, honest 

 

The brand name “Panitain” is being perceived mostly as quite exciting and competent. It is then 

being perceived as quite sincere, sophisticated, rugged and sincere. 

Cronbach’s α results for the brand name “Talève”: Sincerity = .86, Excitement = .85, 

Competence = .79, Sophistication = .84 and Ruggedness = .85 (high levels of internal 

reliability).  

Table 8  Dimensions of brand personality for the brand name “Talève” 

Dimension Variance 

Explained 

Eigenvalue Traits with Highest 

Item-to-Total Correlations 

1 44.9% 6.7 Down-to-earth, honest, wholesome, reliable 

2 14.2% 2.1 Cheerful, daring, spirited, imaginative, up-to-date, 

intelligent 

3 8.8% 1.3 Successful, upper class, charming 

4 7.4% 1.1 Outdoorsy, tough 

 

The brand name “Talève” is mostly perceived as sincere, then exciting and competent, 
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sophisticated and finally rugged. 

Brand names starting with a plosive, here /p/ and /t/, ranked quite low on the sophistication 

attribute (upper class and charming traits), being part of the third dimension whereas brand 

names starting with a back vowel ranked higher on the sophistication and competence attribute, 

explained most of the variance, as being part of the first dimension. H3 is then supported, brand 

names starting with a back vowel being perceived as more sophisticated than brand names 

starting with a plosive. 

To test H4, hypothesis dealing with the effect of syntactics on a brand name in French, a 

ANOVA analysis between knowledge of the French language and the knowledge about 

differentiating a syntactically correct (“Chemin du pré”) and wrong brand name (“Chemin le 

pré”) showed significant results (F = 17.235, p < .05), meaning that a grammatically wrong 

brand name does not affect the perception of the brand to Korean people. 

In order to test the moderating effect of language familiarity, a regression between the 

moderating variable (knowledge of French) and all the traits of the dimension 1 (since they 

composed most of the variance) was first conducted and were added to the factor analysis. The 

moderation was first conducted on the transliteration aspect of the brand. 

Table 9  Dimensions of brand personality for the brand name “Rêve de nuit” after 

moderation 

Dimension Variance 

Explained 

Eigenvalue Traits with Highest 

Item-to-Total Correlations 

1 46.6% 7 Reliable, intelligent, successful, upper class, charming 

2 11.1% 1.7 Cheerful, daring, spirit, up-to-date 

3 8.6% 1.3 Down-to earth, honest, wholesome, imaginative 

4 7% 1.1 Outdoorsy, tough 
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Table 9 shows the results of the perception of the brand name “Rêve de nuit”, which is 

perceived mostly as competent and sophisticated, then exciting, sincere and rugged. 

Table 10  Dimensions of brand personality for the brand name “Rêve de nuit” transliterated 

in Korean (레브드누이) after moderation 

Dimension Variance 

Explained 

Eigenvalue Traits with Highest 

Item-to-Total Correlations 

1 48.3% 7.2 Imaginative, up-to-date, reliable, intelligent, successful, 

outdoorsy, tough 

2 10.6% 1.6 Cheerful, daring, spirit, upper class, charming 

3 8.5% 1.3 Down-to-earth, honest, wholesome 

 

The brand name “Rêve de nuit” after moderation is perceived mostly competent and 

sophisticated, then exciting, sincere and rugged after moderation. If the results of this brand 

perception after moderation and its brand perception before moderation are compared, people 

who learnt French will find a brand in French language more sophisticated and competent than 

those who did not. In addition, the perception of a brand name transliterated in Korean will be 

perceived as more outdoorsy and tough by people who learnt French than by those who did not. 

Thus, H5a was supported. 

To test the moderating effect of language familiarity on the syntactics language characteristic, 

respondents were asked to rate the brand names they were asked if they could differentiate both 

of them, one being syntactically correct (“Chemin du pré”) and one being syntactically wrong 

(“Chemin le pré”). Two factor analyses on both brand names were first conducted to obtain the 

perceptions of each brand. 
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Cronbach’s α results for the brand name “Chemin du pré”: Sincerity = .84, Excitement = .85, 

Competence = .93, Sophistication = .87 and Ruggedness = .87 (high levels of internal 

reliability). 

Table 11  Dimensions of brand personality for the brand name “Chemin du pré” 

Dimension Variance 

Explained 

Eigenvalue Traits with Highest 

Item-to-Total Correlations 

1 34.9% 5.2 Honest, cheerful, daring, spirited, imaginative, up-to-date 

2 24.3% 3.6 Reliable, intelligent, successful 

3 12% 1.8 Upper class, charming, wholesome, down-to-earth 

4 9.8% 1.5 Outdoorsy, tough 

 

The brand name “Chemin du pré” is mostly perceived as quite sincere and exciting, then 

competent, sophisticated and rugged. 

Cronbach’s α results for the brand name “Chemin le pré”: Sincerity = .91, Excitement = .84, 

Competence = .81, Sophistication = .81 and Ruggedness = .83 (high levels of internal 

reliability). 
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Table 12  Dimensions of brand personality for the brand name “Chemin le pré” 

Dimension Variance 

Explained 

Eigenvalue Traits with Highest 

Item-to-Total Correlations 

1 47% 7 Cheerful, daring, spirited, imaginative, up-to-date, upper 

class 

2 16.9% 2.5 Down-to-earth, honest, wholesome, charming 

3 11.3% 1.7 Intelligent, successful, reliable 

4 8.1% 1.2 Outdoorsy, tough 

 

The brand name “Chemin le pré” is mostly perceived as exciting and quite sophisticated, then 

sincere, competent and rugged 

The brand name “Chemin du pré” was mostly perceived as exciting and quite sincere, then 

competent, sophisticated and rugged while the brand name “Chemin le pré” was mostly 

perceived as exciting and quite sophisticated, then sincere, competent and rugged. It can be 

noticed that the syntactically correct brand name “Chemin du pré” scored a little bit higher than 

the syntactically wrong “Chemin le pré” in the competent attribute, which contains the reliable, 

intelligent and successful traits. 

The moderating variable (knowledge of French) was then regressed on all the traits of the first 

dimension of both brand names, as this dimension explains most of the total variance. It was 

then regressed on the honest, cheerful, daring, spirited, imaginative and up-to-date traits for the 

brand name “Chemin du pré”, and on the cheerful, daring, spirited, imaginative, up-to-date and 

upper class traits for the brand name” Chemin le pré”. 
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Table 13  Dimensions of brand personality for the brand name “Chemin du pré” after 

moderation 

Dimension Variance 

Explained 

Eigenvalue Traits with Highest 

Item-to-Total Correlations 

1 43.2% 6.5 Reliable, intelligent, successful, upper class, charming 

2 19.3% 2.9 Daring, spirit, imaginative, up-to-date 

3 14% 2.1 Down-to-earth, honest, wholesome, cheerful 

4 7.2% 1.1 Outdoorsy, tough 

 

After moderation, the brand name “Chemin du pré” is perceived mostly as competent and 

sophisticated, then exciting, sincere and rugged. 

Table 14  Dimensions of brand personality for the brand name “Chemin le pré” after 

moderation 

Dimension Variance 

Explained 

Eigenvalue Traits with Highest 

Item-to-Total Correlations 

1 40.1% 6 Down-to-earth, honest, wholesome, cheerful 

2 18.2% 2.7 Daring, spirit, imaginative, up-to-date, upper class, 

charming 

3 13.5% 2 Reliable, intelligent, successful 

4 11.9% 1.8 Outdoorsy, tough 

 

After moderation, the brand name “Chemin le pré” is perceived mostly as sincere, then exciting 

and sophisticated, competent and rugged. 

The moderating effect of language familiarity led the syntactically correct “Chemin du pré” 
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being perceived as more competent and sophisticated than “Chemin le pré”. This is in 

accordance to the hypothesis H5b, which suggested that people who know French have a better 

knowledge of the French grammar, and will find a syntactically correct brand name more 

competent than a syntactically wrong one.  
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VI. Discussion 
 

Several results were found in this thesis. First, through the ZMET study, it was possible to see 

that Korean people divided France into four main concepts: pride, upper class, romantic and 

historic tourist destination and finally hedonic diversity, the overall image of France being of a 

relaxed country in which its population enjoys life. Concerning the comparison of different 

languages and country at the hedonic level, a brand name in French was seen as more hedonic 

than other languages (English and Japanese) and France also had a better hedonic image 

compared to both countries.  

The fact that French language and country have a better hedonic perception compared to Japan 

can be explained because of the distance between South Korea and both countries. Japan is 

much closer to South Korea geographically than is France so a country which is situated further 

have a more exotic and hedonic perception. However, the distance between South Korea 

compared to France and England is quite similar so it is interesting to see that France still have a 

more hedonic perception than England. In addition, Japan having the lowest score on both 

perceptions can be also explained through South Korea and Japan’s shared history. 

Through several factor analyses conducted, it has been shown that transliterating a brand name 

in Latin alphabet into Korean alphabet will increase the perceived competence of the brand. 

However, the price to pay will be a decreased perception of the sophistication of the brand name. 

Similar results appeared for brand names starting with a plosive or not. A brand name starting 

with a back vowel will have a better competent and sophisticated image than a brand name 

starting with a plosive. Furthermore, most Korean people are not able to differentiate a 

syntactically right brand name in French from a syntactically wrong one. Language familiarity 

also plays an important role in the perception of a brand name in French. A brand name in 

French in Latin alphabet will be perceived as more sophisticated and competent to people who 

have a prior knowledge in French. On the other hand, a brand name in French transliterated in 
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Korean alphabet will be perceived as more rugged. People who learnt French will also perceive 

a syntactically correct brand name in French as more competent than a wrong one. 

Table 15  Hypotheses overview 

 Hypothesis Result 

H1a France is perceived as a hedonic country abroad Partially 
supported 

H1b Brand names in a French language are perceived as more 
hedonic than other countries 

Supported 

H1c France is associated with a hedonic image compared to other 
countries 

Supported 

H2 Transliteration of a brand name in French language into Korean 
alphabet will increase the perceived competence of the brand 

Supported 

H3 Brand names in French starting with a back vowel will rank 
higher in sophistication than brand names starting with a 
plosive 

Supported 

H4 People who do not have any knowledge in the language of the 
brand will not be able to feel any difference between a 
syntactically correct and wrong brand name in French 
language 

Supported 

H5a The perception of people who have a prior knowledge of the 
French language will have a higher sophisticated perception 
for a brand name in Latin alphabet and a more rugged 
perception for a brand name transliterated in Korean alphabet 

Supported 

H5b People who have a prior knowledge of the French language will 
have higher perceptions of the competence of a syntactically 
correct brand name in French 

Supported 

 

Since consumers develop stereotyped images of countries and the products they produce (Han 

and Terpstra, 1988), through the findings from the qualitative study, marketers who would like 

to give a product a French image or feeling should stress on its upper class, romantic and 

hedonic features in order to strengthen this French stereotype and consequently the French 

feeling going out from the product. This can be done during the advertising or packaging 

strategy making process. 

Findings from the quantitative study are in accordance and reinforce the findings of prior 
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researches stating that a brand name in French interacts with the perceived hedonism of the 

brand and the product (Leclerc, Schmitt and Dubé-Rioux, 1989; Leclerc, Schmitt and Dubé, 

1994). In addition, transliteration, phonetic symbolism and syntactics will also have an 

influence on the brand personality. Therefore, marketers should take all these details in mind 

when choosing a brand name in French for their products. For instance, for a hedonic high-end 

product such as in the luxury industry, it would be advisable to keep the brand name in French 

in Latin alphabet, starts it with a back vowel to increase its sophistication and to be syntactically 

correct. On the other hand, for a hedonic product which would like to stress on the competence 

of the brand should transliterate it in Korean alphabet, start it with a back vowel and write it 

syntactically right. In all cases, it resulted that a syntactically wrong brand name in French will 

decrease the perceived competence of the brand name, making it the most important point 

marketers should be careful of. As there are many French companies or companies using French 

for the name of their product in South Korea, this thesis may help to choose an efficient brand 

name. Brand naming is usually performed on the basis of unconsciously employed linguistic 

criteria (Vanden Bergh, Adler and Oliver, 1987). However, as Vanden Bergh (1983) stated, 

closer attention to the linguistic properties of names can help to assure that a clear and 

memorable name will be chosen. 
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VII. Limitations and further research 
 

Concerning the limitations of this thesis, all the respondents for the ZMET study were in their 

20-30s, meaning that the results may not be representative of the whole Korean population, 

resulting in a sampling bias. That is why further research should be done on the perception of 

France to Korean people with more representative samples. 

Also, this thesis focuses on brand personality in order to test the perception of a brand name. 

However, consumers’ psychology of brand is much broader and covers many other concepts 

such as brand symbolism, brand attachment or brand community (Schmitt, 2012). Therefore, 

further research should be done on French-sounding brand names on several other aspects of 

brand perception. 

Furthermore, researches on brand name in French at a psycholinguistic level have to be 

conducted. For instance, as there are sounds that are present and absent in both the Latin 

alphabet and Korean alphabet, it should be interesting to see the effect of the transliteration of a 

brand name in French including a sound that is not present in the Korean alphabet on Korean 

people’s perception. More researches on brand names in French on phonetic symbolism should 

be conducted. Indeed, in this study, only two plosives and two back vowels were tested and it 

would be interesting to the effect of different plosives or back vowels as well as other phonetic 

features such as fricatives and front vowel. 

Finally, French was used as the language test for this thesis, but since French and Korean have 

different linguistic roots, it would be interesting to see if the results would be the same for 

another Indo-European language such as Spanish or Italian, and test if Korean people are able to 

differentiate the language associated with a brand name. 
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국문초록 

 

경덕수 (慶德 ) 

서울대학교 경영대학원 경영학과 마케팅 전공 

 

이 논문은 정성 분석 및 정량 분석을 통해서 프랑스어로 된 브랜드 명은 한국 

소비자들에게 어떤 효과가 있는지 분석한다.  

정성 분석을 통해서 한국 사람들이 프랑스에 대해서 느끼는 이미지는 애국심, 

상류계급, 낭만적이고 역사적인 관광지와 쾌락적인 다양성 네 가지로 구분할 수 

있다. 더불어 프랑스에 대한 전체적인 이미지는 여유가 있는 나라에서 인생을 

즐기는 주민이다. 

정량 분석에서는 여러 가지 결과가 나왔다. 영어와 일본어에 비해서 프랑스어로 써 

있는 브랜드가 더욱 쾌락적이라는 느낌이 든다. 영국과 일본의 쾌락적인 인식에도 

비슷한 결과가 나왔다.  

음역 ( ), 구문론, 음성 상징 이 세 가지 심리언어학적 특징은 브랜드 명의 

인식에 어떤 효과가 있는지 분석한다. 결과를 보면 이 세 가지 심리언어학적 

특징은 모두 브랜드 명의 인식에 효과가 있다는 것으로 나왔다.  

마지막으로 브랜드 인식에 있어서 언어 친근감의 조절 효과를 분석함으로써 

프랑스어를 공부한 한국인들이 프랑스어를 공부한 적이 없는 한국인들보다 음역 및 

구문론 측면에서 다른 인식을 가지고 있다는 것을 보여 준다. 

 

주요어 : 프랑스어 ; 심리언어학 ; 음성 상징; 브랜드 개성 ; 외국어로 브랜딩 ; ZMET 
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