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IN THIS GUIDE
As business owners, building and growing our business is always at
the forefront of our minds. Finding out exactly how we are going to
grow our business can often feel like navigating a maze of unhelpful
information, often with someone trying to sell you something at the
end. We wanted to do something a little bit different.
After 30 years of helping businesses grow, we decided it was time to gather what we’ve learned, boil it down to the
essentials and provide SME’s with a go-to guide for building and growing their brand. We’re not about to give away all of our
secrets, but this guide should provide business owners with a tried and tested process for naming their brand.

In reading this guide you will obtain a good understanding of what it takes to name your product, service or business using
our step by step brand naming process. It will give you a basic structure, from which you can develop the specifics of your
own brand name.

We hope you enjoy this guide. It’s been years in the making for readers just like you. If there’s something you feel we’ve left
out or something you would like to ask, please reach out to us at:

hello@propelmarketing.design
and we can chat.

Best of luck in naming your brand!
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IF YOU DON'T VALUE HOW YOU
PRESENT YOUR BUSINESS TO
THE MARKETPLACE, THE
MARKET WON’T VALUE YOUR
BUSINESS.
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We believe SME business owners deserve better than what other agencies are currently supplying. Our mission is to help you
grow your business, increase your market share, help you stand out from competitors, find your ideal customers and grow
your profits through branding.

We have vast experience across multiple business sectors, from Bakers to Care Homes, Property to Manufacturing and
Financial Services to the Food & Drink Industry, which all helps us bring fresh ideas and solutions to propel our clients ahead
of their competitors in often stagnant markets.

Propel Marketing & Design was founded after decades of experience
working in the Brand Consultancy industry on some of the UK’s most
successful and prestigious brands. We brought with us a vision to
help all businesses grow, achieve tangible results and most
importantly gain an exceptional return on their investment.

INTRODUCTION
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OUR NAMING
PROCESS

SECTION 1
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When you're naming a business, a service or a product, you look at words through a different lens than the novelist
or historian. They think in sentences, paragraphs, chapters, or even volumes; you must think in single-word nuggets
of meaning. Your job is to distil the essence and even the unknown future of your product or company in one, or
sometimes two, perfectly suited words. 

Selecting a strong brand name will bring an inherent strength to your brand. Properly managed, the name will be an
asset that will last a lifetime, generating income and growing in value.

A brand name is the cornerstone of your business, its purpose is to
communicate the ethos of the brand through a kind of cultural short-hand;
a word or two that has instant connotations of a particular company,
product or service, an image, a way of life.

OUR NAMING
PROCESS

SECTION 1: OUR NAMING PROCESS
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Our brand naming process gives you a basic structure, from which we can develop the specifics of your own brand
name. The most important brand naming challenges, which are reflected in this process, are that you:

1. HAVE THE FOUNDATION OF A CLEAR BRAND STRATEGY AS THE STARTING POINT

2. GENERATE A LOT OF POSSIBLE NAMING OPTIONS

3. USE A CLEAR AND STRUCTURED SET OF CRITERIA FOR EVALUATING THE NAMING OPTIONS

4. COMBINE THIS WITH RESEARCH IF NECESSARY TO REACH A SHORT-LIST, AND MAKE A FINAL CHOICE

5. SECURE YOUR NAME AS A TRADEMARK (WHERE THIS IS APPROPRIATE)

SECTION 1: OUR NAMING PROCESS
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SO WHAT MAKES
A GREAT BRAND
NAME?

SECTION 2
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The difference between your brand name and the brand names of your competitors will be crucial, and should not be
underestimated both in the short and long term. For many consumers, the difference between brands is not the
product, service or company, but in the brand names or rather the perception of the names.

Given a brand name can represent a product, service or company, the
most important decision you will ever make, is what to name it.

SO WHAT MAKES A
GREAT BRAND NAME?

SECTION 2: SO WHAT MAKES A GREAT BRAND NAME?
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SECTION 2: SO WHAT MAKES A GREAT BRAND NAME?

HERE ARE OUR TOP SEVEN CRITERIA FOR A GREAT BRAND NAME:

Does it stand out from the crowd, especially other names in its industry? Does it have an impact? Does it separate
well from ordinary text and speech? The best brand names have the “presence” of a proper noun*.

*A proper noun is a specific (i.e. not generic) name for a particular person, place, or thing. Proper nouns are always capitalized in English, no
matter where they fall in a sentence. Every noun can be classified as either common or proper. A common noun is a generic name for one
item in a class or group. For example palace, girl or book. A proper noun, on the other hand, names a noun precisely. For example
Buckingham Palace, Cynthia or War and Peace.

1) DISTINCTIVENESS

The name should be short, to the point and easily recalled. Long multi-word names will be quickly shortened to
non-communicating initials or reduced to a nickname.

2) BREVITY

The name should connect well with the business purpose of the company. If not, it should at least, feel appropriate
in some way. If it would work just as well, or better for another entity, keep looking.

3) APPROPRIATENESS
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SECTION 2: SO WHAT MAKES A GREAT BRAND NAME?

Will most people be able to spell the name after hearing it spoken? Will they be able to pronounce it after seeing it
written?

4) EASY SPELLING AND PRONUNCIATION

People should find the name appealing. It should be fun to say and stimulating to think about. Names that are
intellectually stimulating, or provide a “good mouth feel”, have a head start over those that don’t.

5) LIKEABILITY

Does it have “legs”? Does it suggest a visual interpretation or lend itself to a number of creative executions? Great
names provide endless opportunities for brand play.

6) EXTENDIBILITY

The name should be unique enough that it can be trademarked and protected; not something that is only different
from its competitors by small degrees.

7) PROTECTABILITY
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SECTION 2: SO WHAT MAKES A GREAT BRAND NAME?

CASE IN POINT!
Starbucks and Coffee Bean & Tea Leaf are two well-known brands in America competing in the coffee house
market. 

Starbucks has a name that is satisfying to pronounce. In essence, it has a good mouthfeel. Not to mention it’s also
unique, and, while not directly descriptive of the product, it’s nevertheless appropriate.

Conversely, Coffee Bean & Tea Leaf is a fairly generic name, one that sinks into the quagmire of a hundred other
competitors. It’s certainly appropriate to the products it offers, but far too literal, and the lengthy name is too clunky,
causing a lack of focus on the brand.

Of course, there are always exceptions to these guidelines. But they are a good starting point, and should only be
broken when there is a clear reason for doing so.
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THINGS TO
CONSIDER
BEFORE NAMING
OR RENAMING.

SECTION 3
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Let's start with the basics before launching out into the wide and often
weird, world of naming. Here’s what you need to consider.

THINGS TO CONSIDER
BEFORE NAMING OR
RENAMING.

SECTION 3: THINGS TO CONSIDER BEFORE NAMING OR RENAMING
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Brand naming is unlikely to be successful if it takes place in a strategic vacuum. As a result, there is work required
before brand naming can begin. You should be clear about your vision, where you want to go as a business, your
brand and marketing strategy.

1) KNOW YOUR OBJECTIVES

Who are you as a company? What do you do better than anyone else? What are your brand values, personality,
characteristics and positioning? What is your value proposition?

2) KNOW WHAT YOU'RE (RE)NAMING

Keep your focus on your market, target audience, buyer personas and customer preference, not your own. Learn
what message and style will draw them away from competitors and to you.

3) KNOW YOUR TARGET AUDIENCE

A name can't do everything on its own, but it can describe what you do, differentiate your company from the
competition, and/or establish your offer's relationship to other things.

4) KNOW WHAT YOU NEED THE NAME TO DO

SECTION 3: THINGS TO CONSIDER BEFORE NAMING OR RENAMING
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If your brand is likely to extend beyond your home market, it is also important to consider these points from the
perspective of consumers in the overseas markets you are considering. It is particularly important to consider:

•    Is the name easily pronounceable in all relevant languages?

•    What meaning does the name convey in these overseas markets?

5) KNOW WHERE IT'S GOING

In all our years of experience, this is probably the biggest myth about naming. People often indicate that they will
be able to make a decision after hearing a name once, which is rarely true. More often than not, it can take time to
get used to a new name.

In fact, good names are strategies and need to be examined, tested, sold, and proven. So whether you’re naming a
new company, service or product - the rules are always the same.

6) KNOW THAT YOU PROBABLY WON'T KNOW IT WHEN YOU HEAR IT

SECTION 3: THINGS TO CONSIDER BEFORE NAMING OR RENAMING
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72% OF BRAND NAMES ARE
EITHER ACRONYMS OR MADE-
UP WORDS.” 

“

TECH JURY 2019
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SECTION 3: THINGS TO CONSIDER BEFORE NAMING OR RENAMING

CASE IN POINT!
When General Motors introduced the Chevy Nova in South America, it was apparently unaware that 'no va' means 'it
won't go'. Ford had a similar problem in Brazil where the Pinto flopped. The company found out that Pinto was
Brazilian slang for 'tiny male genitals'. Ford pulled all the nameplates off and changed the car's name to Corcel,
which means horse!

There’s no shortage of naming disasters out there and it only serves to demonstrate that what works in one market
can be an absolute catastrophe in another.

In today’s global economy, a thorough assessment of your brand name is most definitely advisable. With greater
access to information, more and more people can pick up on issues - and talk about them. Before you know it, it’s
all over social media. Which only shows that in this day and age, even when it’s local, it’s global.

The Belgian chocolate company Isis is just one of a number of businesses named after the Egyptian river goddess
which have decided a re-brand is the only way to avoid confusion with the Islamist militant group. Meanwhile Ann
Summers had to apologise for any offence caused after launching a range of "erotic lingerie" called The Isis
Collection.

Then there is the Indian sportswear range named Spunk. We can only hope they have no plans to launch in Britain.
How about the major electrical and white goods manufacturer based in Turkey named Arcelik? Or if you are ever in
South Korea and a fruit drink how about some Coolpis?

The market for horrendously named brands is perhaps unsurprisingly crowded, some examples of which you can
see here!
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THE DIFFERENT
TYPES OF NAMES 

SECTION 4
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Brand naming techniques typically fall under 3 categories; factual,
combination and creative.

When you're looking for a name, it's a good idea to try all of these
approaches. If nothing else, this exercise will get your creative
juices flowing.

THE DIFFERENT TYPES
OF NAMES 

SECTION 4: THE DIFFERENT TYPES OF NAMES
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•   PERSONAL NAMES

•   DESCRIPTIVE NAMES

•   ACRONYMS

•   INGREDIENTS

•   GEOGRAPHICAL

SECTION 4: THE DIFFERENT TYPES OF NAMES

FACTUAL
•   COMPOUND NAMES

•   BLENDS

•   AFFIXED WORDS

•   MERGERS

COMBINATION
•   INVENTED WORDS

•   PHRASES

•   NUMBERS

•   METAPHORS

•   CHARACTERS

•   APPROPRIATION

•   ONOMATOPOEIA

•   ALLITERATION & RHYME

•   MIMETICS & OMISSIONS

CREATIVE
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SECTION 4: THE DIFFERENT TYPES OF NAMES

PERSONAL NAMES
The names of founders (or their muses) are among the oldest and most familiar sources for business names. From
McDonald's to Lloyd's of London, John Lewis to Marks and Spencer and Tate and Lyle to Johnson and Johnson.
Then there's Ben & Jerry’s, Ralph Lauren, Hewlett-Packard and Tommy Hilfiger. The list goes on. Nicknames can
also be used, for example, Adidas came from the nickname of its founder Adolf Dassler.

4.1) FACTUAL
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HOW TO NAME YOUR BRAND

SECTION 4: THE DIFFERENT TYPES OF NAMES

DESCRIPTIVE NAMES
Descriptive names work by telling you exactly what the product is or what it does. These names convey the nature
of the business by using the most evident words or terms needed to describe it. Descriptive names often use terms
that are widely used in the industry, or call out a specific attribute or benefit about it. For example General Motors,
General Electric, Toys R Us, We Buy Any Car, Google Maps, Lean Cuisine, Wellman or Burger King.
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SECTION 4: THE DIFFERENT TYPES OF NAMES

ACRONYMS
Acronyms are just a short-hand version of a descriptive name. Some acronyms are more strategic. Long acronyms
are difficult to remember and can be difficult to trademark. IKEA, H&M, M&M’s, IBM, LG, DPD and M&S. The list
goes on and on.

Kentucky Fried Chicken used to be a Descriptive name but switched to KFC because ‘fried chicken’ didn’t sound
too healthy apparently!
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SECTION 4: THE DIFFERENT TYPES OF NAMES

INGREDIENTS
Companies names are sometimes inspired by ingredients contained within their product. For instance, Pepsi is
named after Pepzin, an ingredient in their drink. Clorox for chlorine plus sodium hydroxide.
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SECTION 4: THE DIFFERENT TYPES OF NAMES

GEOGRAPHICAL
Companies can take inspiration from where they were founded or where their product is sourced. This can be seen
in many water brands including Highland Spring. Then we have names like Cisco for San Francisco or Fuji for the
tallest mountain in Japan.
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SECTION 4: THE DIFFERENT TYPES OF NAMES

COMPOUND NAMES
Compound names are when a word is created by bringing two words together. In many cases, it’s two complete,
real words used to create one, however, it’s not uncommon for at least one of the words to be truncated or even
misspelt, especially in order to avoid a long name. 

Composite names are often used when a name needs to communicate a balance of different attributes - they can
create tension or a complement of attributes - and they can help expand a current definition by adding a new
attribute. Some examples of a composite name include NetFlix and Instagram, which bring together truncated
terms and idioms, or TurboTax, which adds an attribute to a descriptive term, and Facebook. You also have
Salesforce, QuickSprout and Snapchat.

4.2) COMBINATION
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SECTION 4: THE DIFFERENT TYPES OF NAMES

BLENDS
A blend takes a compound and compresses it into a linguistic capsule that contains portions of each original word.
In Alice in Wonderland, Lewis Carroll blended "chuckle" and "snort" to create "chortle," a word we still use.
Technorati, a website that tracks the activity on millions of blogs, combines "technology" and "literati." 

A successful blend is a delightful thing that seamlessly fuses two concepts.
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SECTION 4: THE DIFFERENT TYPES OF NAMES

AFFIXED WORDS
An "affix" is a word element that can't stand alone - a prefix, suffix, or infix (a word part inserted in the middle of a
word). Affixes can be descriptive, like the bio - prefix in BioMedicines, BioPure, and BioSynthesis; or the - cast
suffix in Tubecast, Fancast, Shopify and Spotify. Other affixes are playful or hip: Napster, the music-sharing site,
owes a lot to the word hipster.
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SECTION 4: THE DIFFERENT TYPES OF NAMES

MERGER
This happens when two companies become one and combine their name to represent their coming together. This is
what happened when Lloyds and TSB came together to create LloydsTSB.
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SECTION 4: THE DIFFERENT TYPES OF NAMES

INVENTED WORDS
Because it’s so hard to find new names, companies like Kleenex, Pinterest, Häagen-Dazs, Nintendo Wii, Xerox,
Accenture, Dulux and Verizon have invented names by changing, adding or removing letters or combining two or
more words for impact. Most of these coined names are crafted from meaningful word parts. 

One famous example: Kodak, which was coined by company founder George Eastman. He started with the letter K,
which he found "strong" and "incisive," and kept trying different combinations of letters until he discovered a word
that was short, easy to pronounce, and meaningless in all major languages.

4.3) CREATIVE



HOW TO NAME YOUR BRAND

37

SECTION 4: THE DIFFERENT TYPES OF NAMES

PHRASES
Can't come up with one perfect word that defines your product or service? Maybe more words are the solution.
Many corporate or product names are actually brief descriptive or metaphorical phrases. For example, By The Book
is the name of a software package for churches and nonprofits and Meet With Approval is a meeting arranger.
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SECTION 4: THE DIFFERENT TYPES OF NAMES

NUMBERS
Numerical names can tell distinctive, memorable stories. Consider Forever 21, a retail chain that sells stylish,
inexpensive clothing to young women. The brand name is a form of wish fulfilment: for teenagers, it's an aspiration,
for their older sisters (or mothers!) it's a statement about perpetual youth. 3M, O2, 123-reg, 888 Poker, 32Red, MS
Office 365, WD40 and Five Guys to name a few. 
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SECTION 4: THE DIFFERENT TYPES OF NAMES

METAPHORS
A term used to name a product, service or company that is not related to the industry in which it functions or in
any way describes the offering. They work by reflecting imagery and meaning back to the brand. Metaphor names
are interesting to visualize and often can tell a good story. The Amazon in South America is the world’s largest river
– therefore the world’s biggest selection of books, clothes etc. Nike is a Greek goddess of victory.
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SECTION 4: THE DIFFERENT TYPES OF NAMES

CHARACTERS
Characters can be created or appropriated to represent a company. This can be seen in companies such as Green
Giant, Playboy, Captain Morgan, MoonPig, Funky Pigeon, and Monster.
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77% OF CONSUMERS MAKE
PURCHASING DECISIONS
BECAUSE OF THE BRAND.” 

“

TECH JURY 2019
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SECTION 4: THE DIFFERENT TYPES OF NAMES

APPROPRIATION
This refers to using an idea for an existing thing and applying it to another. The tech company Apple took a pre-
existing unrelated product and made it their own.
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SECTION 4: THE DIFFERENT TYPES OF NAMES

ONOMATOPOEIA
This refers to the written approximation of the sound that something makes. This was a common practice for
illustrating comic books with phrases such as “BANG!” and “BLAM”. Twitter, for example, has used an
approximation of a bird noise to name their company.
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SECTION 4: THE DIFFERENT TYPES OF NAMES

ALLITERATION & RHYME
Alliteration is another tool companies often use to make their brand names more fun and memorable for
consumers. Coca-Cola, MoonPig, Funky Pigeon and YouTube. For example, Krispy Kreme has a great mouthfeel
due to its alliteration.
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SECTION 4: THE DIFFERENT TYPES OF NAMES

MIMETICS AND OMISSIONS
These are common ways companies can alter words to create brand names. Absolut used these techniques to
make their brand name more memorable, distinct and easy to trademark. Schuh, Tumblr, Fiverr, Absolut and Flickr
to name but a few.



HOW TO NAME YOUR BRAND 

46

CONCLUSION
Selecting a strong brand name for your product, service or business, will
bring an inherent strength to your brand. It is the cornerstone of your
business, its purpose is to communicate the ethos of the brand through a
kind of cultural short-hand; a word or two that has instant connotations of
a particular company, product or service, an image, a way of life.

SECTION 5
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Choosing the right name will be key to effectively attracting your ideal customer and the ultimate success of your
business. It will be an asset that will last a lifetime, generating income and growing in value.

If you want your business to attract attention and be memorable it must be named sufficiently different from your
competitors. If you want consumers to trust your brand and become repeat customers you must choose a name that
is distinctive, short and to the point, appropriate, easy to spell and pronounce, appealing, extendable and finally
protectable.

The best way to ensure your brand name meets these requirements is to work in tandem with professional specialist
brand consultants to ensure you get a brand name that works perfectly.

From our guides, to our workshops and one-on-one consulting, we’re dedicated to helping SME’s fulfill their greatest
potential and build a thriving, awesome brand. So we hope you enjoyed this guide. 

For any enquiries or even if you have any questions about how to name your product, service or business then
please get in touch at:

hello@propelmarketing.design

We would love to hear from you!

SECTION 5: CONCLUSION
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