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The Impact of Reduplicated Gitaigo, Giyogo, and Gijogo
on Advertising Effectiveness:
Exploring the Potential of Japanese Expressions From the Perspectives of Fluency and Informativeness
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Abstract : This study aims to explore the advertising effect of reduplicative expressions in gitaigo, giyogo, and gijogo.
Onomatopoeia in Japanese consists of giongo and giseigo, which represent sounds, and gitaigo, giyogo, and gijogo,
which express states, conditions, and emotions. This study focuses on the latter three categories, specifically on
reduplicative expressions, to clarify their role in enhancing advertising effects. We hypothesized that perceptual fluency,
conceptual fluency, and informativeness would mediate the effects of these three expressions in advertising. The results
of t-test and mediation analyses showed that gitaigo follows a direct effect model, where the words exert a direct
advertising effect. In contrast, giyogo showed a strong contribution from mediating variables, indicating a full mediation
model, while gijjogo exhibited a partial mediation model with direct and indirect effects of similar magnitude. These
findings contribute to advertising research on Japanese linguistic expressions and offer valuable insights for companies
and marketers in developing effective advertising creatives.
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