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The Mere Name Effect: Gender Differences in Consumers’ Evaluations of Products Using
Ingredient Branding Strategy

Yanchen Li*, Yanhe Li, Xiaoyang Jiang, Wenshan Huang

(School of Business, Macau University of Science and Technology)

Abstract: This research empirically investigated the gender differences in consumers’ evaluations of product function
when the products use ingredient branding strategy while the branded ingredients do not have prior awareness and
associations. By using two product categories as stimuli (outdoor functional clothing and insulated tumbler), the results
of study 1 and 2 indicate that when the ingredient brand name is fictitious but meaningful, female consumers evaluate the
product function more positively than that of male consumers and that of product without branded ingredient. However, in
terms of evaluations on product styles, male and female consumers show no significant difference when there is ingredient
brand or not. The results of study 3 reveals even when the name of ingredient brand is not suggestive, ingredient branding

strategy is still effective for female consumers, and this effect is mediated by consumers’ perception of cue diagnosticity.
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