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The Brand Power of Naming 

 
 

Effective branding strategies (from name creation to brand protection 

and valuation) are essential to launch, grow and protect your business.  

“The Brand Power of Naming” is one of several whitepapers produced 

by VAYTON Brand Capital. The aim is to provide up-to-date background 

information, trends, and implications for your business in a digital, global 

marketplace.   

 

In this whitepaper, the focus is on choosing the right brand name and 

brand personality for your business.  Best practices in naming and 

mistakes to avoid are presented with numerous examples from the “real 

world” of marketing.    

 

 

 

 
 

NAMING.  The most important marketing decision you will make is naming your 
company or product. Too often company names, like IBM (International Business 
Machine), are not viral or sexy.  The classic case of Apple computers competing with 
IBM illustrates this well.  It would be a stretch for a prospective buyer to warm up to a 
generic business machine.   As a competitor to IBM, Apple successfully positioned itself 
in the minds of the prospective PC buyer by occupying a place left open by IBM.  The 
Apple (with a bite) logo appealed to consumers in a way the initials IBM could not.  
Does the PC consumer shop for an IBM?  For that matter, does a consumer shop for a 
computer or laptop.  No. The consumer often shops for an “Apple.”      
 
Choosing the right name to convey the essence of your company or product and add 
value is easier said than done.  But, available brand names are dwindling at a 
phenomenal rate.  Brainstorming creative ideas for names is only half the equation. 
Researching available names globally must be conducted and procedures for 
registering names (trademarks/logos) must be carefully followed to protect the 
company.     
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CREATING A BRAND IMAGE.   There are plenty of branding pundits offering advice in print 
and on the web these days.  Some are true experts with years of marketing experience 
under their belts.  From the Harvard Business Review to branding blogs, the 
information and research on branding continues to spin out at a phenomenal rate.  
Expert branding marketers recommend a few key guidelines for making the important 
decision of naming.  Most agree that to optimize the power of branding, you have to 
get and then hold the prospective client’s attention.  Value creation and loyalty to the 
brand will follow. 
 
 
 

WHAT ARE THE BEST PRA CTICES  IN NAMING? 
 
BRAND NAMES SHOULD BE … 
 

- Short 

- Simple 

- Memorable 

- Unique 

- Richly Connotative 

- Adaptable 

 
KEEP IT SHORT AND SIMPLE Χ AND MEMORABLE.   
More and more corporations are rebranding their products and companies with the 
first three guidelines in mind.  Cisco Systems dropped “Systems” from its brand name 
in 2006.  Like its 1996 logo with a bridge in a box, the word “system” boxed in Cisco—
harkening back to an antiquated vocabulary no longer relevant to the ever-expanding 
company ten years later.  
 

                    

 

In their branding guide for internal use, Cisco emphasizes the difference between its 
company name Cisco Systems and its brand name.   Equally stressed is consistent 
branding from the logo typeface to the tag line and a library of stock photos to 
communicate the same message across the globe: “Cisco is the leader in world-
changing technology.”  www.cisco.com  
 

http://www.cisco.com/
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Repetition and consistency are like anchors for the consumer on a storm- tossed sea of 
the marketplace.   A Fortune Global 100 company with sales of over $98 billion, 
Samsung based in Seoul, Korea, wisely chose a single word to brand their company 
many years ago.   Lippincott Mercer Design and Brand Strategy Consulting based in 
New York redesigned the logo for Samsung “to signal Samsung's position as a global, 
forward-ǘƘƛƴƪƛƴƎ ƭŜŀŘŜǊ ŀŎǊƻǎǎ ƳǳƭǘƛǇƭŜ ƛƴŘǳǎǘǊƛŜǎΦέ   www.lippincott.com  
 
The logo is essentially the same but with a slightly different graphic element for the 
background and the type face of the letter A is changed.  Just altering the typeface of a 
single letter makes the logo memorable and distinctive.  And, the slightly Asian, 
abstract typeface of the A capitalizes on the global perception that electronics 
manufactured in Asia deliver low-priced, high quality products.  
 

 

 

The tagline is equally simple and memorable: “Where imagination becomes reality.”  
This is reinforced with a striking visual at the Samsung website: 

 

                           

www.samsung.com  

 
The German-based sportswear company conveys its “brand personality” in a single 
word and a single image:  PUMA and the image of a puma cat in a freeze frame of 
leaping.  The Puma logo was designed by the German cartoonist Lutz Backes in… 

…1967!  
 
 
UNIQUE.  Singularity is a valuable asset in the branding/naming business. The basic 
meaning of branding or trademark is to make not just a mark but a distinguishing 
mark.  When General Motors and General Electric had no real competitors, such 

http://www.lippincott.com/
http://www.samsung.com/
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generic company names were not a problem. Now with competitors, locally and 
globally, plain or generic names weaken the branding power.       
 
RiCHLY CONNOTATIVEΧAND EMOTIONALLY ENGAGING.  The logo, the tagline, and the 
trademark should be richly connotative and emotionally engaging…instantaneously.  
The film industry marketers are masters at effective naming.  The title of the 2007 
American Academy Award “There Will Be Blood,”  based on the Upton Sinclair 1927 
novel Oil!, engages the prospective moviegoer on a raw, survivalist level.  It’s a 
premonition and it’s a threat. Just the word “blood” carries layer upon layer of 
cultural, connotative meanings.  The more widely known film title “Terminator” 
(1984) coalesces in one word the drama of the sci-fi story (the extermination of the 
human race) and the ruthless, robotic character of the hero (a cyborg assassin from 
the future) played by Arnold Schwarzenegger.   
 
Gerald Zaltman and Lindsay Zaltman (Marketing Metaphoria: What Deep Metaphors 
Reveal about the Minds of Consumers) in an interview published in the Harvard 
Business School online newsletter (May 5, 2008) explained it this way:  ά5ŜŜǇ 
metaphors are basic frames or orientations we have toward the world around us. 
They are ΨŘŜŜǇΩ ōŜŎŀǳǎŜ ǘƘŜȅ ŀǊŜ ƭŀǊƎŜƭȅ ǳƴŎƻƴǎŎƛƻǳǎ ŀƴŘ ǳƴƛǾŜǊǎŀƭΦέ   
 
SHOW MORE, TELL LESSτAMERICAN PRESIDENTIAL CAMPAIGN BRANDING.     Presidential 
campaign branding in 2008 was expertly handled by the Barak Obama marketers at 
all levels of the campaign.  Since Obama won the presidential election in November 
2008, the return on investment for branding and brand management paid off.  A 
comparative analysis of the logos for the two Democratic ticket front runners Barak 
Obama and Hillary Clinton and for the Republican candidate John McCain sheds some 
light on the advantage of showing more telling less. 
 
Even short and simple company names, logos, or tag lines will be minimally effective 
if they are not richly layered in connotative meanings.  The campaign logos for 
Clinton, Obama and McCain were minimalist, but the Obama logo was richly layered.  
The O in “Obama” tied nicely to the 0 in ’08.  The essence of his campaign is 
reiterated with the graphic of an orb rising over a red-striped (patriotic) landscape, 
suggesting a new day (change).  From the sonorous O in Obama and ‘08 to the visual 
O of the graphic shape and rising orb, the campaign managers optimized the 
branding power of the logo.  The logo is almost flawless.   
 
The Clinton and McCain logos, on the other hand, were ultra minimalist, with Hilary 
Clinton banking on the uniqueness of her first name (and to establish her own 
identity separate from her husband and former president Bill Clinton).  The patriotic 
ribbon underscores the essence of her campaign and her “Hillary” character as a 
proud American.  The logo is not as richly layered though.  An opportunity to 
optimize is either missed or too obscure. The three stars, presumably abstracted 
from the “stars and stripes” of the American flag, are somewhat reminiscent of a 
three-star general, risking a militaristic connotation (“Commander in Chief”) contrary 

http://en.wikipedia.org/wiki/Upton_Sinclair
http://en.wikipedia.org/wiki/Oil!
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to her campaign call for withdrawing U.S. troops from Iraq.  John McCain conversely 
capitalized on his military background and the threat of terrorism with a single star 
invoking the U.S. armed forces.  That is, McCain linked his personal experience as a 
Vietnam War combatant and prisoner of war to the idea that America must be strong 
militarily, first.  As it turns out, change and hope—the new day of the Obama 
branding—won over the message of fear suggested by the stars of military strength 
in the Clinton and McCain logos. 

 

                                       
 

ADAPTABLE.  The brand name and logo should be adaptable to multiple uses.  The 
brand name should translate well as the company’s Internet Domain Name.  
samsung.com;  puma.com; walmart.com; apple.com    With the new generic Top 
Level Domain names on the horizon, a company  would be able to use its brand 
name (.brand) instead of .com.  Companies with a brand portfolio could place all of 
its brands under one umbrella: iPhone.apple and macbook.apple for instance.  

 
 
 
 
 BRAND NAMES SHOULD AVOID .9LbD ΧΦ 
 

- culturally, linguistically insensitive 

- obscure or complex 

- limited by geography 

- unchangeable  

 

CULTURALLY, LINGUISTICALLY INSENSITIVITY.  In a global marketplace, cultural and linguistic 
differences must be recognized.  For instance, a name in one language may be richly 
connotative but completely negative and off-putting in another language.  A cultural 
icon or myth valued by one country may be perceived by another as offensive and 
disrespectful.    

For instance, a financial services company with a global presence might consider 
adopting ecrow.com as their brand/web name.  For the French market, the name 
escrow is too similar to “escroc” which means swindler or crook—an association that 
couldn’t be worse for a financial services company.  

The challenge is clear.  Companies large and small would be adding to their costs by 
adopting different names for their companies to match the country where they have 
a presence.  The best policy is to choose a single name that is culturally and 
linguistically sensitive for all markets.    
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OBSCURE OR COMPLEX.  Go for what is natural and intuitive.  Protracted verbal 
descriptions have a wind drag effect. The prospect is likely to become impatient if 
forced to analyze an obscure or complex brand image or tag line.  For instance, 
TFTEN was chosen as the name of a new company doing Search engine optimization, 
meaning "Top First Ten." It was original but too obscure for consumers. The company 
wisely changed the name within two years.   

 

LIMITED BY GEOGRAPHY.  In a boundary-free global market powered by the Internet, 
choosing a city, state or region as part of the company name can inhibit growth 
potential.  The Standard Oil Company of New Jersey bypassed the tie to New Jersey 
by adopting the trademark Esso (pronounced SO, the initials for Standard Oil).  But 
with the existence of several other “Standard Oil” companies in the U.S and faced 
with legal battles over naming rights, the company then changed Esso to Exxon.   

 

 UNCHANGEABLE.  If the name you have already chosen does not match the essence of 
your company, do not hesitate to change it.   Discovering that you have chosen the 
wrong name and refusing to change it, weakens your position in the market.  
Cultural shifts can quickly make a name dated and even negative for the prospect.  
When the marketers of Kentucky Fried Chicken changed the company name to KFC 
in the 1980s, they addressed a cultural shift to valuing healthy food.  Choosing the 
acronym KFC as the new name, the company hoped to redirect attention from the 
cholesterol-laden word “Fried.”  

Recently, the fast-food company has reversed this strategy and promoted taste over 
health in some markets, especially Asian.  "Give in to your cravings, be comfortable 
eating with your hands and even lick your fingers after the meal. In short, we want 
consumers to cast away their inhibitions and be true to their cravings and desires 
and ΨƎƛǾŜ ƛƴ ǘƻ ǘƘŜ ǊŜŀƭ ǘŀǎǘŜΩΣϦ ǎŀȅǎ KFC's director of marketing in Singapore, Virginia 
Ng, (from Marketing-interactive.com magazine, March, 2008). At the same time, 
KFC has rolled out a “Kentucky Fried and Grilled Chicken” marketing ploy.  
Franchises in America are given the option of choosing this rebranding which adopts 
both strategies:  taste and health (bŀǘƛƻƴΩǎ wŜǎǘŀǳǊŀƴǘ bŜǿǎ, March 31, 2008).   

Rebranding is becoming more prevalent among multinational corporations.  Among 
the numerous recent rebrandings, Wal-Mart stands out as the most surprising.  The 
market share for Wal-Mart Corporation is the highest in the world.  Why would they 
change their brand image dating back to 1992?   Lippincott Mercer Consulting, the 
Wal-Mart brand strategist, eliminated the star-hyphen, fused the two words 
completely, chose a softer typeface and color (light blue) and added a large, yellow-
orange abstract graphic at the end looking somewhat like a flower.  Has Wal-Mart 
repositioned itself in the market?  Does the yellow flower signify the corporation’s 
new eco-friendly policies?  Reports are that Wal-Mart wants to project itself as a 
local retailer for the people rather than an impersonal big box store.  The brand logo 
change is complete and dramatic.  It remains to be seen whether this was the right 
move for Wal-Mart and whether a true repositioning will follow.  
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The Belgacom rebranding is an example of a company’s willingness to modify the 
branding strategy for the right reasons.  Corporate Brand Matrix 
(http://www.corporatebrandmatrix.com ) posts multinational corporation 
rebranding cases and included Belgacom previously RTT (Belgian Telegraph & 
Telephone company).  Initially Belgacom in 1992 chose a simple name coupled with 
a strong image for their logo.  Combining Belgian (location) with Communications 
(services), the brand name Belgacom was topped with a graphic—an abstractly 
rendered human head with two arrows on one side next to the ear and three 
parallel lines on the other side next to the mouth.   The graphic not only seemed to 
compete with the brand name but signified only listening and speaking. Belgacom 
had evolved as an Internet and data communications company by 2003 and 
needed a brand strategy that more accurately reflected the company’s essence.  
Belgacom ditched the graphic, changed the typeface and added an “O” with a 
sunburst to signify optimism and brightness.   Apparently the graphic was too cold, 
too robotic.   

 

                                 
 
 
LYNCHPIN OF STRONG BRANDINGτCONSISTENCY    
Best practices in branding can be narrowed down to a few practical guidelines, but 
the lynchpin of successful and strong branding is consistency with the brand 
image/personality. This may seem obvious, but too often consistency is lost.  
Could McDonald’s market pizza as well as cheeseburgers and French fries—
successfully?  Could Levi’s market shoes as well as blue jeans? The Levi’s 
trademark sewn on the back of the jeans captured the essence of the company 
and set Levi’s apart from its competitors.  But marketing the shoes with the same 
trademark contradicted the brand image, resulting in a failed venture to extend 
the product line.     

 

 

  

http://www.corporatebrandmatrix.com/
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DECISIONS ABOUT NAMIN G YOUR COMPANY AND P RODUCT LINE SH OULD 

BE GUIDED BY FOU R SALIENT QUESTI ONS … 
 

- Who are you? 

- Who will you be? 

- Who are your prospects? 

- Who are your competitors? 

 

T H E  G O O D  N E W S  I SΧY O U  D O  N O T  H A V E  T O  R E I N V E N T  T H E  W H E E L .  
 

VAYTON  Brand Capital is a name creation company with global, broad-reaching experience 
in branding. No company is too small or too big to benefit from its service. The company 
mission is to create, test, protect and optimize revenue for your brand/company name. 
 
CREATION: VAYTON has a multi-language and multi-cultural team with creative, legal and 
web marketing expertise. The company offers three innovative services and proprietary 
technologies to create and test branding: 
 

- Brainstorming and software-assisted name creation process 

- Domain name and trademark availability testing platform 

- NameTaster team in 30 countries to validate locally your name 

 
PORTFOLIO: Namestock® is the VAYTON exclusive portfolio of ready to use names. All the 
names have already been tested, registered as a .com and indexed in Google so you can 
start your business in a week. 
 

 

Don’t underestimate the value of strong name creation. Take advantage of the 

personalized, globally-conscious services of VAYTON for a one contract, one 

company solution to name creation and brand management. 

 

 

 

 
 

3A boulevard du Prince Henri ,  L-1724 Luxembourg 
tel .  +352.26.44.17.93  fax .  +352.26.44.18.43 

Contact :  Nicolas  VAN BEEK 
nvanbeek@vayton.com 

mailto:nvanbeek@vayton.com

