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THE EMPLOYMENT OF REACTIONTIME TECHNIQUE
IN BRAND-STRUCTURE EXPLORING

Le Li, Fan Chunle, Wang Yong, Ma Mouchao
(Institute of Psychology, Chinese Academy of Sciences, Beijing 100101, China)

Abstract

Reactior-time technique was used to measure the relation strength between the brand name and itsproduct category
in prior researches Base on the semantic network definition of the brand name, we enployed the technique to explore the
brand asodiations Five brandsin three categories were checked by free-recdl method and reaction-time technique. The

comparion of the results showed that the reaction-time technique is a more sendtive and objective tool to define the brand

asociations. The differencesof reaction-times containing closely related versus distantly related i deas enable researchers to

make i nferences about the precise nature of the brand structure in long-term memory.

Key words brand-asodciations, brand attributes, raction-time technique, free-recal method.



