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Althoug h th e rol e playe d b y familiarit y o f  shap e i s a 
much discusse d issu e i n visua l  wor d recognition ,  th e 
specifi c  processe s tha t  underli e th e familiarit y effect s ar e no t 
yet  fiiUy  understood .  Recentlly ,  Pol k an d Fara h (1994 ) 
suggeste d tha t  environmenta l  statistic s ca n influenc e th e 
functiona l  architectur e o f  visua l  characte r  o f  recognition ,  eve n 
i n adulthood .  A  relate d issu e i s tha t  o f  th e contributio n tha t 
upper-cas e an d lower-cas e letter s hav e i n reading . 

Ther e i s littl e consensu s a m o n g recen t  model s o f  wor d 
recognitio n a s t o th e leve l  a t  whic h word s ar e encode d i n 
th e readin g system .  Th e analyti c model s assum e tha t 
word s ar e initiall y  forme d fi-om  componen t  letters .  Th e 
holisti c model s argu e tha t  word s coul d b e forme d fixrni 
word-leve l  code s i n additio n t o letter-leve l  codes . 

I n orde r  t o reconcil e th e conflictin g result s obtaine d b y 
wor d recognitio n experiment s an d wha t  seeme d t o b e a 
dependenc e o n th e typ e o f  tas k bein g performed ,  Besne r  e t 
al .  (1984 )  propose d tw o distinc t  type s o f  processin g i n 
wor d recognition :  th e identificatio n proces s an d th e figural 
familiarit y process .  Th e identificatio n proces s use s onl y th e 
letter-cod e an d i s use d w h e n th e respons e uniquel y specifie s 
a stimulus ,  a s fo r  example ,  i n namin g alou d a  strin g o f 
letters .  Th e figural  familiarit y proces s use s word-leve l  code , 
e.g. ,  i n task s suc h a s lexica l  decisions .  Acronym s (e.g. , 
FBI )  wer e see n a s a  tes t  cas e fo r  th e familiarit y figural  form . 
Faste r  respons e time s (RTs )  wer e foun d i n a  same-differen t 
matchin g tas k fo r  acronym s w h e n writte n i n upper-cas e 
letter s (i.e. ,  th e familia r  w a y the y ar e normall y  seen) .  I t  ha s 
als o bee n show n tha t  n o eflfec t  coul d b e foun d fo r  acronym s 
i n tachistoscopi c report s (Besne r  e t  al ,  1984) . 

We repor t  her e experiment s wit h anothe r  clas s o f  words , 
namely ,  brandnames .  Thi s clas s o f  word s i s  interestin g 
becaus e a  se t  ca n b e chose n s o tha t  capitalisatio n a s wel l  a s 
othe r  feature s suc h a s colour ,  ar e par t  o f  thei r  identity .  Thus , 
the y ar e rarel y seen ,  i f  ever ,  i n a  differen t  shap e tha n tha t  firs t 
presente d t o th e consumers .  Thi s featur e togethe r  wit h th e 
fac t  tha t  m a n y o f  thes e brandname s ar e par t  o f  ou r  everyda y 
lif e experience ,  make s the m a n idea l  se t  fo r  testin g 
environmenta l  influences .  Furthemore ,  the y hav e th e 
advantag e ove r  acronym s o f  havin g a  mor e lexicalise d 
pronunciation ,  allowin g fo r  a  mor e direc t  typ e c f 
experimen t  t o b e carrie d ou t  involvin g naming . 

T wo differen t  type s o f  experiments ,  a  lexical-decisio n 
(LDT )  an d a  namin g task ,  wer e use d t o investigat e th e 
eflfect s o f  capitalisatio n o n brandnames .  Th e experimenta l 
stimul i  wer e 4 8 familia r  brandname s (e.g .  S A F E W A Y ) ,  4 8 

familia r  Englis h word s an d 9 6 nonwor d fillers.  Th e mos t 
familia r  brandname s wer e obtaine d b y askin g 1 0 volunteer s 
from  Edinburg h Universit y t o ran k 9 7 brandname s o n a n 
ordina l  scal e from  1- 7 points ,  accordin g t o thei r  familiarity . 
Al l  material s wer e controlle d fo r  numbe r  o f  letter s an d 
number  o f  syllables .  I n th e L D T ou r  ai m wa s t o replicat e 
Besner' s fmding s wit h acronyms .  W e foun d tha t  L D T ' s 
R Ts wer e significantl y faste r  fo r  brand-name s i n upper-cas e 
letter s (thei r  familia r  shape )  tha n i n lower-cas e letter s 
(unfamilia r  shape) .  N o effec t  wa s foun d fo r  th e femiliar 
Englis h words .  W e performe d a n analysi s o f  varianc e wit h 
both ,  participants(Fi )  an d items(F2) ,  a  2(letter-case )  x 
2(word-typ e )  repeate d measure s A N O V A an d foun d mai n 
effect s fo r  capitalisatio n F,(l,27 )  =  7.15 ,  p  <  .01 ,  fo r  typ e 
Fi(l,24 )  =  56.1 ,  p  <  .00 1 an d als o foun d a n interactio n 
Fi(l,24 )  =  8.6 ,  p < .007 .  Fo r  capitalisatio n F2(l,94)=7.6 ,  p 
< .007 ,  fo r  typ e F2(l,94 )  =  28.8 ,  p < .00 1 an d a n interactio n 
F2(l,94)=10.9 ,  p<.001 . 

Th e sam e L D T material ,  excludin g fillers,  wa s use d i n 
th e namin g experiment .  N o statisticall y significan t 
capitalisatio n effect s i n respons e tim e wer e foun d fo r  eithe r 
clas s o f  words ,  i n thi s experiment . 

I t  i s  interestin g t o notic e tha t  ou r  L D T result s ar e i n 
agreemen t  wit h Pol k an d Fara h suggestion s abou t  th e 
environmenta l  influenc e o n th e functiona l  architectur e o f 
visua l  characte r  recognition .  However ,  th e sam e conclusion s 
canno t  b e reache d from  th e namin g experimen t  wher e n o 
familiarit y effec t  wa s found .  S o far ,  ou r  result s ar e i n keepin g 
wit h analyti c an d wit h som e o f  th e hybri d model s o f  wor d 
recognition . 

T o conclude ,  beside s offerin g u s a  uniqu e opportunit y for 
studyin g th e environmenta l  impac t  o n visua l  wor d 
recognition ,  brandname s ar e a  par t  o f  ou r  everyda y lif e an d 
as suc h shoul d b e o f  interes t  t o al l  thos e modellin g visua l 
wor d recognitio n eithe r  naturall y o r  artificially . 
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