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Abstract-The purpose of this study is to suggest a conceptual framework for product naming as a communication strategy and
evaluate the effects of naming strategies on their market performances in order to provide managerial implications on how to
name products, especially for experience goods such as movies. We suggest a conceptual framework to describe naming
decisions as two-stage communication strategies and develop a two-level hierarchical Bayesian log-linear model.

We applied the model to a data set consisting of viewership, names, and release dates of 634 movies released in eight
countries where English is an official language. The empirical study shows that information choice decision for movie titles
have significant impacts on the movie viewership, consumers prefer movie titles reducing uncertainty over movie titles
intriguing them only with clues about the movie, and also the effects of “what information to include/choose into a product

name” depends on “how to express them”.

Index Terms- Naming Strategy, Movie, Bayesian Model

I. INTRODUCTION

Naming a product is one of the major strategic
decisions for a firm to provide product/brand
information to  consumers  (Olson  1976;
Rigaux-Bricmont 1982; Richardson, Dick & Jain
1994). A good brand/product name can enhance the
awareness of the corresponding product/brand and
differentiate it from competing products/brands
(Aaker 1991). However, the literature reveals that no
research has addressed the effects of brand naming
strategy on market performances. In addition, little
research has studied naming as a strategic
communication tool to provide specific information
via brand names and decide how to describe it by
name. We suggest a conceptual and mathematical
model for naming strategies for communication and
applied the model to a dataset obtained from the movie
industry to study the effects of different naming
strategies on market performances and find what type
of naming strategies are more effective empirically.

The purpose of this study is to analyze the roles of
naming strategy for movies in terms of the
communication perspective. We explored whether
naming strategies influence the viewership or not,
analyzed which of naming strategies have an impact
on the viewership, and also aimed to identify how the
expression strategy mediates the effects of information
choice strategy on the naming strategy empirically.

This research indicates that naming strategies,
especially storyline of movies and negative words in
movie titles have impacts on the viewership
empirically. In addition, we consider which
expression strategies, movie genres, and country
characteristics to choose depending on the
information choice strategies since these variables are
heterogeneous for all of them. We organize the rest
of this article into four sections: Firstly, we provided a
brief review of relevant literature on naming

strategies. Secondly, we

developed a model for identification of naming
strategies. Thirdly, we described results from an
application of our model. Fourth, we conclude with a
discussion of the advantages and limitations of our
model and some directions for further research.

11. CONCEPTUAL UNDERPINNING

The roles of naming are to provide product
information for consumers (Olson 1976 ; Maheswaran
1994), to build a positive attitude toward a product
(Zinkhan & Martin 1987; Skorinko, Kemmer, Hebl,
and Lane 2006), to improve the awareness of product
name (Lowrey, Shrum, and Dubitsky 2003), and to
differentiate a product from others (Robertson 1989;
Meyers-Levy 1989 ; Aaker 1991).

In order to understand what kind of factors industry
practitioners consider for the selection of movies, we
conducted pilot interviews with three practitioners in
movie industries, who have been in charge of movie
naming for over 10 years as a producer, a marketer,
and an investor, respectively. Based on the interviews,
we classify decisions for movie naming as two
different levels of naming strategies, (1) information
choice strategy and (2) expression strategy. Firstly,
filmmakers need to decide what type of information on
movies to be provided to movie viewers via a movie
title, which we define as an information choice
strategy. Secondly, they also need to decide how to
express the title of the movie with the information
chosen from the previous stage of the naming strategy,
which we define as an expression strategy.

Step 1. The information choice strategy for naming:
What type of information on product characteristics
should be conveyed by movie titles for movie
viewership? Generally, most movie titles include the
information of movie content such as themes, subject
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matters, story lines, or the valence of content (i.e.
positive or negative contents). These types of movie
titles give the information of what the movie is about.
Some movie titles describing the theme of the movie
like such as “A Beautiful Mind (2001),” "Fast and
Furious", or "Public Enemies". The theme means the
core of the story, namely the author's messages. The
theme shows how the story's character faces the
issues- the problems or challenges. Compared with
other movie titles, these offer more abstract
information for consumers. Some movie titles include
subject matters such as “The Lord of the Rings
(2003)” to stimulate interest in consumers about the
movie content. In addition, movie titles summarize the
story itself such as "How to Lose a Guy in 10 days" or
"Saving Private Ryan". Such movie titles are more
descriptive in explaining plot. The story plot of a
movie consists of various events with emotional
reactions namely "positive", "negative", and "neutral”
(Lehnert 1981). Since all the plots of movie stories are
based on conflict, we also consider the effect of the
valence of contents such as positive, negative, and
neutral in movie titles (e.g. “The Bad Guys (2014)” or
“Charlie’s Angels (2000).” The model evaluates what
type of movie information via their titles have more
impact on their viewership.

Step 2. The expression strategy for naming:

How to describe movie information via movie titles for
movie viewership.

Given that the types of movie information are chosen
for movie titles, movie studios need to make another
type of naming decision, “how to describe the
information in movie titles?” Our previous interviews
with 13 filmmakers show that they consider four
different ways to express information on their movies
via movie titles by using non-words, sentences, proper
nouns, and foreign words.

Firstly, movie titles including non-words, which are
operationally defined as words not listed in the
dictionary (Lerman & Garbarino 2002) such as
“Apocalypto(2006)”, can provide  multiple
meanings(information) and make the title distinctive
from other movies. Secondly, movie titles including
proper nouns make people to memorize it as a more
specific movie (Durso and O'Sullivan 1983). Thirdly,
foreign branding (Leclerc, Schmitt, and Dube 1994;
Chao 2005), which can be operationally defined as
spelling or pronouncing a product name in a foreign
language, is likely to carry unique images on products,
but movie titles in foreign languages may be relatively
more unfamiliar than names in their first language.
Lastly, some movie titles are in a sentence, which may
be easier for consumers to understand the movie.

In addition, our study considers two different types of
heterogeneities as the moderating factors for the
effects of naming strategies; (1) product heterogeneity
such as movie genres and (2) country heterogeneity.
The empirical results of this study can provide global

movie studios with some managerial implications on
whether to use the same or different naming strategies
across countries or across product genres.

In summary, the objectives of this study is to develop a
conceptual framework and an empirical model for
naming strategies and provide some guidelines for
companies interested in by solving the following key
research questions as described below:

RQ1. Information choice strategy: What type of
information of a movie should be provided via movie
titles for the success of the movie in terms of
viewership?

RQ2. Expression strategy: How do expression
strategies for movie naming moderate the main effects
of information choice strategy on market
performance?

RQ3. Country Heterogeneity: Do naming strategies
have differential impacts on the viewership across
countries? If so, what type of country characteristics
strengthen or weaken the effects of naming strategies
on movie viewership?

RQ4. Product Heterogeneity: Do naming strategies
have differential impacts on viewership across movie
genres? If so, what type of naming strategy is more
effective for a movie in a particular genre?

111. MODEL

The conceptual framework for naming strategies,
described in the previous section, will be given during
the presentation. Our model represents the main and
interaction effects of the information choice strategy
and the expression strategy on the box-office
performance. In addition, the model considers the
moderating effects of product characteristics and
country characteristics. In order to consider the main,
interaction, and moderating effects of three different
types of independent variables, a two-level log-linear
model was utilized. The first level of the model,
described in equation (1) below, considers how
information choice strategy for naming affects the
box-office performance. The second level of the
model, described in equation (2) below, considers
whether different naming expressions strengthen or
weaken the effects of the information choice strategies
on movie viewership.

Level 1. Effect of Information Choice Strategy
InCY;) = Boi + xijtg) + Eijt
Eijp ~ N (01612)
where country, year, and movie are indexed
by i, t, and j, respectively. & denotes the error
term. Yij refers to the viewership of the j-th

movie released in country i at time t. Bis a
vector of model parameters for independent
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variables, denoted

X X

dummy by

sijt for
information choice strategies in country i for
movie j at time t; the theme, denoted by Xij, is
the dummy variable indicating whether the
central topics of the stories (e.g. A Beautiful
Mind) are included in the movie title or not,
the subject matter, denoted by X, is the
dummy variable for story items (e.g.
Poseidon), storyline, denoted by X, for a
story’s plot (e.g. “How to Lose a Guy in 10
Days”). Lastly, X and Xsijz denote whether
movie j released at t in country I includes
positive and negative contents respectively.
Level 2: Effect of Expression Strategy, and
Movie & Country heterogeneities

The 2™ level of the model considers
moderating effects of expression strategies,
movie genres as product characteristics, and
country characteristics, denoted by
Er_ — (er_wonword ’esjentence e|_)r0per ’efjoreign ) ’

' comedy ~ action drama  horror animation
Gj = (g™, 97", 95,97, g;"™", 0] )

, and,
Cr power uncertamlt\ individual _mas _long _indul GDP _ population
( j ’ ] ) ] ) ] ) ] bl ] ’CJ ) l )

Ijt_(xlljt’ 2ijt? 4ijtr 5|Jt) ’

respectively, as described below.

ﬂkgc: ok+EA +G, @)CAC+§IJI
i ~N (O, 62)
where E; is a vector of the expression

strategies for naming movie j: NONWORD,
denoted by ef'*™°rd, is the dummy variable
for whether non-word is included in the movie
title, SENTENCE, denoted by e, is the
dummy variable for whether the movie title is
in the form of a sentence, PROPER NOUN,
denoted by e*™", is the dummy variable for

proper nouns being included or not,
FOREIGN WORD, denoted by e is the

dummy variable for any foreign words being
included in the title of movie j in the sample.

comedy ~action drama ~ horror anlmatlon)

G = (g™ 97" ", 97", 97", 9] 0]
is a vector of dummy variables for movie
genres consisting of action, comedy,
animation, drama, horror, and SF (science

fiction). Although there are other major
variables for movie performance, such as the
effects of the number of movie screens, the
reputation of directors, and production
budgets, they are not considered in the model
due to a lack of data.

The model considers two different types of
country heterogeneity: cultural and economic
characteristics. As measures of cultural
country  heterogeneities, we  consider
POWER DISTANCE, denoted by c;
UNCERTAINITY AVOIDANCE, denoted
by === INDIVIDUALISM, denoted by
it - MASCULINITY, denoted by =,
LONG-TERM ORIENTATION, denoted by
¢, and INDULGENCE, denoted by ci,
The data was obtained from Hofstede's
dimensions of national cultures. As measures
of economic country heterogeneities, we
consider GDP, denoted by cfr , and
population, denoted by cP***" at year t as
economic factors. Lastly, &;: IS the error term
and Ag, Ag, Ac are the corresponding model
parameters.

power

IV. EMPIRICAL STUDY

We applied the Bayesian model to a dataset of 634
movies released from 2000 until 2012 in eight
countries where English is an official language, by
using Markov Chain Monte Carlo (MCMC)
simulation method1 (Rossi, and Allenby 2000). The
viewership of a movie in each country was calculated
with its revenue, obtained from a website of a major
movie database called IMDB
(www.boxofficemojo.com), and the corresponding
ticket price, obtained from media market research
company, Screen Digest (www.screendigest.com).
Movie genre, and their launching time in each country
were also obtained from IMDB (www.imdb.com).

Three practitioners, who have been in charge of movie
naming in the movie industry, evaluate movie titles in
the sample for the five types of information choice

! A full description on priors, posterior joint
distributions, and the MCMC algorithm can

be obtained from the authors upon request.
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strategies and the six types of expression strategies.2
POWER DISTANCE, UNCERTAINITY
AVOIDANCE, INDIVIDUALISM, MASCULINITY,
LONGTERM ORIENTATION, and, INDULGENCE
were obtained from Hofsted's national culture scores
(geert-hofstede.com). GDP and population of each
country at the launching time of the corresponding
movies were from the World Bank
(www.worldbank.org).

V. EMPIRICAL STUDY

We applied the Bayesian model to a dataset of 634
movies released from 2000 until 2012 in eight
countries where English is an official language, by
using Markov Chain Monte Carlo (MCMC)
simulation method (Rossi, and Allenby 2000). The
viewership of a movie in each country was calculated
with its revenue, obtained from a website of a major
movie database called IMDB
(www.boxofficemojo.com), and the corresponding
ticket price, obtained from media market research
company, Screen Digest (www.screendigest.com).
Movie genre, and their launching time in each country
were also obtained from IMDB (www.imdb.com).
The empirical result will be given later.

CONCLUSION

Our empirical results provide some important findings
with managerial implications. Firstly, information
choice strategies for naming have significant
influences on viewership. Consumers especially prefer
titles containing more concrete information on
movies, such as summarizing the story in the movie
titles with sentences. Contrary to the common
perception that negative content/words are avoided for
a name in brand literature, negative content in movie
titles has relatively strong impacts on viewership.
Considering that conflict is the core element of any
story, movie titles with negative content are likely to
provide consumers with more information on the story
of a movie and attract consumers’ attention and
interest them (Williams, Mathews& MacLeod, 1996;
Kesinger and Corkin, 2003; Doerksen and
Shimamura 2001).

Secondly, most of expression strategies significantly
moderate the effects of the information choice strategy
on the viewership. The empirical findings show that,
when it comes to choosing information for movie

2 Characters in movie titles were not included
in the analysis due to high multicollinearity

with subject matters in movie titles (r=-0.5).

titles, it is better to include information that reduces
uncertainty rather than information that intrigues
movie goers, but, when it comes to expressing the
information of the product via movie titles, it is better
to intrigue movie goers with unique expressions. It is
also noteworthy that which expression strategies to
choose depends on the information choice strategies,
since expression strategies are heterogeneous between
the information choice strategies.

Lastly, it is recommended to use different naming
strategies according to the genre of the movie since the
effects of a naming strategy on viewership differs
significantly across movie genres, but it is
recommended to use the same movie title across
different countries in most cases, since most of
moderating effects of country heterogeneity are not
significant.

The study has several limitations. First, the

empirical findings in this study may not be applicable
to naming other experiential goods (music, games,
books, etc.). Thus, extending our model for other
experiential goods would need further research.
Although the empirical evidence in this study is
specific to the context of movies, we believe that our
general conceptual framework and estimation
approach could be generally applied to the effects of
naming strategies in other industries. Secondly, our
model researches only 8 countries that use English as
an official language. If we research additional
countries, which use another language as an official
language, we should consider other heterogeneities of
country characteristics; such as kinds of language,
translation, and consistence of title meaning.
We believe that our study makes several important
contributions to the literature on the effects of naming
strategies. Firstly, to our best knowledge, this study is
the first to suggest a theoretical framework for naming
strategies and evaluating movie titles. This model can
be applied in other industries in a straightforward
manner without any modification. This supports the
adaptability of our model. Secondly, the empirical
results provide some managerial implications for
movie studios naming movies in global markets.
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